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President 
MESSAGE 

 
I  am pleased that the  Department of  Commerce is organizing an International 

 Conference about “Business  Research”  on  17th  and  18th  December 2019. I am glad to 
know that Academicians, Industrialists and Research Scholars from all cross the country and 
overseas are participating in the conference. I believe that this event would provide a 
platform for young students and researchers to learn from the experts in the field of 
Commerce. 
 
  As we know, every business vertical undergoes transformation day by day. 
Disruptions are happening in the form of Innovation and technology. Companies that create 
new opportunities sustain and grow. The efficient way of handling challenges like changing 
market conditions and customer expectations becomes imperative. The competition keeps 
every business on its toes to keep up the quality.  
 

Therefore it is important for the students to learn about the industry and stay closely 
connected with it right from the period of higher education. I am sure that this type of 
conference would provide enormous opportunities for the students and researchers to learn 
from experts working in the field of Commerce.  It will also help to broaden their knowledge 
and lay the foundation for new thoughts to face the external world with higher confidence. 
 

I  am optimistic that the  International  Conference organized by the  Department of 
Commerce, Faculty of Science and  Humanities,  SRM  Institute of  Science and  Technology, 
Kattankulathur in association with  CIMA  and  Hrudyaa will further strengthen and promote 
collaboration in the Commerce fraternity.  
 

My best wishes for the success of the Conference. 
 

 
President 
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 I am delighted to see the Department of Commerce of the Faculty of Science 
and Humanities is having its Sixth Conference focused on International Business 
Research on December 17 and 18, 2019 at our Kattankulathur campus. The two 
day program will invariably attract academics, intellectuals, research scholars and 
students from other related disciplines as well  such as Economics and Management 
who will undoubtedly discuss and debate the emerging fields and trends and their 
relevance to the goings on today in the world.

 The field of Commerce is without a doubt undergoing tremendous changes. 
The forces of globalization and the revolutions in information technology have 
impacted small, medium and large scale enterprises to the point of forcing all 
business houses to get back to the drawing board to devise new strategies to meet 
the demands and challenges of the markets and customers. The complexities that 
have emerged have also resulted in the search for new theories and paradigms as 
the existing ones do not seem to have adequate answers. This is precisely what 
participants at the two day program will have to ponder. More importantly, 
academics, scholars and students will have to keep in mind that evolving successful 
strategies will have to keep in mind the common person and society as this is the 
bottom line.

 The Department of Commerce at the FSH has been known to conduct 
many seminars and conferences on varied fields of interest and this Conference on 
International Business Research will surely go the distance in adding depth and 
width to a discipline that has clearly emerged as a front runner in Social Sciences.

 My greetings to all on this occasion and wishing the meeting every success.

MESSAGE FROM DEPUTY DEAN 

Dr. Sridhar Krishnaswami
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Abstract:

Entrepreneurship is the buzzword in the 21st century 
due to huge unemployment and lack of opportunities to 
establish institutions. After liberalization, the scenario 
has been changed drastically, and government started 
giving priority for small and medium enterprises. 
Off late with the advent of micro finance success 
among women in neighborhood countries, social 
responsibility of the government towards women is 
recognized and women empowerment schemes are 
introduced through various institutions at both rural 
and urban areas. In addition, migration to cities and 
drastic increase in the number of nuclear families lead 
to huge demand for utility services in the market. The 
study is followed a mixed methodology to curb the 
reality in market place and to present for suggestions. 
The study covered nine types of utility services covering 
the Chennai city with 478 utility service firms operated 
by women. The information is collected through a 
tested structured questionnaire.  The data analysis 
and discussion reveals that, business related variables 
have a highly significant influence on the success of 
women entrepreneurs in utility services businesses 
and there is a significant association between personal 
and demographic variables influence on the success 
of women in utility services businesses in the sample 
area. The study reveals the success of utility services 
business has a relationship with the demographic and 
business environment prevailing in the market.

Keywords: Entrepreneur- business environment- 
market risks- empowerment-social support

INTRODUCTION

Globalization and liberalization of markets encouraged 
women to come forward to become entrepreneurs 
and start new industries. Cultural mixes, challenges 

women face in their lives, have changed throughout 
the world. In this regard both state and central 
governments have taken more initiatives in developing 
women entrepreneurs in India. As the economic theory 
became more formalized, the tendency to discard 
entrepreneurship as a significant factor in the operation 
of the economy has also increased. In fact, in the post 
economic growth that took place in the industrialized 
economies, some gave enormous importance to 
entrepreneurial factors; some other considered it as 
a passive factor emphasizing the role of invention, 
market opportunities and changes in the product factor 
prices. The task of ensuring greater social affinity 
for Entrepreneurship requires dissemination of best 
practices as well as documenting unsuccessful ideas, 
as part of raising awareness about Entrepreneurial 
experiences at all levels. A key socio-cultural factor 
also pertains to social attitudes towards risk and failure.

REVIEW OF LITERATURE:

Richard T. Bliss and Nicole L. Garratt (2008) quoted 
in their research “Supporting Women Entrepreneurs in 
Transitioning Economies” that Poland has made great 
strikes since its transition to a market economy began 
in 1990 with the Balcerowicz Plan, which sought to 
achieve a free market economy by fostering private 
enterprise and by privatizing state-owned enterprise 
(SOEs). Poland’s GDP growth averaged 6.0 percent 
between 1994 and 1998, while unemployment declined 
from 16.4 percent to 9.8 percent (Euromoney 1998). 

Ruta Aidis, Friederike Welter, David Smallbone, 
and Nina Isakova( 2010) , In their paper quoted 
that, women entrepreneurs in Lithuania and Ukraine 
share many common features and problems, there are 
important differences between the two countries. This 
indicates a need to recognize the diversity between 
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transition countries, reflecting different inheritances 
from the Soviet past, as well as differences in the pace 
of change. 

Lyn S. Amine and Karin M. Staub (2007) 
in their paper takes an international marketing (IM) 
approach to the study of women entrepreneurs 
(Wes) in sub-saharan Africa face a daunting array of 
challenges arising from the socio-cultural, economic, 
legal, political, and technological environments in 
which they live. 

Femida Handy, Bhagyashree Ranade, Meenaz 
Kassam(2009), the research Findings show that certain 
factors differentiating nonprofit and for-profit women 
entrepreneurship in India: ideology, professional 
standing, previous experience, income, caste, age, 
family background, and the willingness to take risks. 

Raymond w. Y. Kao, leong choon chiang(2000) 
, indicate that women, in general, feel that self-
employment is a better option than traditional 
employment due to various reasons. Some of the 
important reasons are: women entrepreneurs get the 
training and technical assistance facilities through 
various government agencies which help them 
increase their incomes through self-employment. 
These self-employment avenues also help them attain 
a better standard of living and provide greater personal 
flexibility to accommodate family needs. In a country 
like Ukraine, 75% of the women entrepreneurs pursued 
the higher and technical education (Gray, 1992).

Eddleston and Gary Powell (2012), observe 
that much of the emerging research on women 
entrepreneurship has focused on the negative 
side of the equation, how women are affected in 
entrepreneurial success.  Findings say that family 
does play a significant role in nurturing satisfaction. 
In particular, women’s work–family satisfaction is 
significantly buoyed by a higher level of instrumental 
family-to-business enrichment, which may be due to 
processes of gendered socialization that lead women 
to develop a more holistic, synergistic approach to 
family and work. 

Linda Scott, Catherine Dolan, Mary Johnstone-
Louis, Kimberly Sugden, and Maryalice Wu examine 
the emancipatory potential of entrepreneurship for 
women, drawing on a case study of Avon’s entry 
into South Africa. (Ahl, 2006; Calás et al., 2009). 
This concerns whether, and how, entrepreneurship 

and market-based activity might offer the means for 
empowering women in the broadest sense of the word. 

NEED FOR THE STUDY:

Utility services sector is a highly sensitive and 
personalized and customized service sector. Providing 
invisible services and making the customer delight is 
key in the success of the business. In addition, socio 
economic constraints of women moving closely with 
clients are another constraint in the business. However, 
the utility services requires lot of patient, handling in 
a gentle manner and making the customer satisfied 
through invisible services is possible for women 
due to inculcated practices of women at home and 
society. Having said that, it is important to know what 
system barriers hindrance the women entrepreneurs 
in business can help in devising a new strategy and 
resolve the issue. This can help many women to enter 
into sector and to gain the employment with flexible 
work timings and to have a financial freedom and 
social empowerment in the society.

OBJECTIVES OF THE STUDY

1.  To find out the impact of demographic 
variables on the success of women 
entrepreneurs in utility service business.

2.  To study the impact of business related 
variable on the success of women in utility 
services business among the sample.

3.  To find out the success factors of utility 
service businesses operated by women 
entrepreneurs.

RESEARCH METHODOLOGY:

The study adopted both descriptive and exploratory 
research methods. Data extraction from the women 
entrepreneurs in the utility services business is 
collected through a structured questionnaire and 
personal interview method. The data required for the 
study is collected from primary and secondary sources. 
The reliability of the instrument is tested through Corn 
Bach, Alpha and the value is recorded at 0.92 and 
found reliable. The sample size is determined by using 
the pilot study standard deviation of the sample by 
allowing the standard error at 5% level and the sample 
size is found at 478.



3

 

DATA ANALYSIS AND RESULTS DISCUSSION:

The demographic profile of the women entrepreneurs in the utility services business is furnished in the following 
consolidated table.

Table 1: Distribution of sample on the basis of Demographical profile 

of the women in utility services industry
Work experience. Training status N % Nature of business N %

No work experience 134 28.0 Unregistered  proprietorship 116 24.3
 Not in the relevant field 62 13.0 Registered Proprietorship 72 15.1
 Basic training is given 34 7.1 Unregistered Partnership 29 6.1
 Intensive training is taken 87 18.2 Registered Partnership 35 7.3
 Work is relevant to study 161 33.7 Private Ltd 162 33.9
 Total 478 100.0 SHG Model 64 13.4
Year of establishment Reason for starting business
Before= 2000 36 7.5 Employ and engage my self 97 20.3
2001-2005 38 7.9 Financial empowerment 117 24.5
2006-2010 254 53.1 Gain business knowledge 177 37.0
After 2010 150 31.4 Use the learning skills 49 10.3
Total 478 100.0 Employment avenue 38 7.9
Type of business Sources of working capital
Child care and Day care 124 25.9 Savings and business 

revenue
56 11.7

Catering and event management 103 21.5 Spouse and family funds 66 13.8
Tailoring and decorative paintings 91 19.0 Friends and relatives 154 32.2
Beauty care centers 91 19.0 Private finance 164 34.3
Others 69 14.4 Banks 38 7.9

It is observed from the table 4.1 that the 55.9 
percent of the women entrepreneurs are married 
and the remaining 44.1 percent are unmarried in the 
sample. It indicates that marriage is not a constraint 
to the entrepreneurship. Similarly, 27.2 percent of the 
women entrepreneurs are having higher secondary 
qualification as maximum number in the sample. 
Only 10.5 percent of the women are having middle 
school qualification. It indicates that educational 
qualification has no relation with the entrepreneurial 
skills and success. Women entrepreneurs are having 
work experience relevant to the nature of business is 

recorded at 33.7 percent among the sample indicates 
that the work experience motivates the women 
to go for entrepreneurship. Another 28 percent of 
the sample is engaging entrepreneurship without 
any work experience. similarly, 33.9 percent of 
the women entrepreneurs are registered as private 
limited companies, 24.3 percent are unregistered 
sole proprietorship firms and the only 6.1 percent 
are unregistered partnership firm model is observed 
among the sample. The notable feature is 13.4 percent 
of the women doing business as SHG model and it is 
increasing day by day.

Table 2 relationship between the nature of business and the dimension of success in utility services 
industry 

Dimension of women 
entrepreneurial success

Nature of business

URP RP UPR RPR PVTL SHG F-value P value

Entrepreneurial climate Mean 21 23 20 20 20 20 5.781 0.000**
 SD (3.23) (2.02) (3.10) (3.60) (1.80) (1.80)
Entrepreneurial Gaps Mean 66 62 72 67 67 67 9.956 0.000**
 SD (4.92) (3.87) (5.16) (5.78) (5.65) (5.65)
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Supportive measures Mean 85 71 64 77 86 86 8.603 0.000**
 SD (17.16) (28.07) (14.14) (23.65) (15.76) (15.76)
Motivation Mean 61 62 57 59 59 59 13.823 0.000**
 SD (5.13) (1.19) (3.02) (5.34) (2.59) (2.59)
Success factors Mean 32 33 31 31 29 29 10.444 0.000**
 SD (2.49) (2.29) (3.33) (3.02) (2.46) (2.46)
Suggestions to improve 
the success rate

Mean 71 71 60 64 65 65 8.032 0.000**

 SD (4.89) (4.48) (15.48) (12.18) (10.50) (10.50)
URP-Unregistered  
proprietorship

RP-Registered
 Proprietorship

UPR-Unregistered
 Partnership

RPR-Registered 
Partnership

PVTL-Private Ltd SHG Model

Since p value is less than 0.001, the null hypothesis, 
relationship between the nature of business and the 
dimensions of women entrepreneurial success among 
the sample is rejected at 1% level of significance. It 
infers that there is a highly significant relationship 
between the nature of business and the entrepreneurial 

gaps, supportive measures, motivation levels, and 
success factors in the sample. Hence, entrepreneurial 
policy should be distinguished and separate policy 
needs to be framed for individual businesses in the 
sample area. It can cater the needs of different utility 
service business entrepreneurs in the sample area.

Table 3: relationship between Type of business and success in utility services 

 Type of business running
 CCDC CEM TDP BCC OT F- VALUE P VALUE
Entrepreneurial climate Mean 22 21 20 20 22 7.146 .000
 SD (3.20) (2.61) (3.00) (2.78) (3.20)
Entrepreneurial Gaps Mean 67 67 68 70 67 15.056 .000
 SD (7.64) (5.35) (5.02) (5.01) (7.64)
Supportive measures Mean 75 75 78 88 75 7.956 .000
 SD (19.87) (25.07) (22.27) (17.15) (19.87)
Motivation Mean 59 59 60 64 59 11.281 .000
 SD (4.29) (2.90) (3.97) (7.16) (4.29)
Success Factors Mean 31 31 31 32 31 3.324 .011
 SD (2.71) (3.23) (3.35) (3.10) (2.71)
Suggestions to improve 
the success rate

Mean 65 65 70 64 65 3.678 .006

 SD (12.47) (10.96) (8.71) (12.55) (12.47)

Based on the mean value, the null hypothesis, 
there is no relationship between the nature 
of business and the entrepreneurial gaps, 
motivating factors, entrepreneurial climate 
and supporting factors is rejected at 1% level of 
significance. It indicates that, there is a highly 
significant relationship exists between the 
nature of the business and the entrepreneurial 

supportive factors, environment, climate 
and motivating factors of business. Whereas 
there is no relationship between the nature of 
business and women entrepreneurial success 
factors in the utility services businesses in the 
sample area. It indicates that the success of 
women is common in all the utility service 
businesses.
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Table 4: Association between work experience and success rate among
the women in utility services industry

 Work experience / Training status
 

Level of success CHI- 
value

P value

Low Average High
No work experience Count 34 41 59 109.565 0.000**

  % within Work experience 25.4% 30.6% 44.0%
  % within Level of success 18.5% 25.6% 44.0%
 Not in the relevant field Count 15 20 27
  % within Work experience 24.2% 32.3% 43.5%
  % within Level of success 8.2% 12.5% 20.1%
 Basic training is given Count 5 28 1
  % within Work experience 14.7% 82.4% 2.9%
  % within Level of success 2.7% 17.5% .7%
 Intensive training is 

taken
Count 37 17 33

  % within Work experience 42.5% 19.5% 37.9%

  % within Level of success 20.1% 10.6% 24.6%
 Work is relevant to 

study
Count 93 54 14

  % within Work experience 57.8% 33.5% 8.7%
  % within Level of success 50.5% 33.8% 10.4%

Since p value is less than 0.001, the null hypothesis 
is rejected at 1% level of significance. It infers that, 
there is a highly significant association between the 

work experience and the success of women in utility 
service businesses in the sample area. It indicates the 
importance of work experience in business success.

Table 5: Association between Nature of business and success rate in utility services industry

 Nature of business
 

Level of success
Low Average High CHI- 

value
P value

Unregistered  proprietorship Count 26 45 45 93.140 0.000**
  % within Nature of business 22.4% 38.8% 38.8%
  % within Level of success 14.1% 28.1% 33.6%
 Registered Proprietorship Count 14 42 16
  % within Nature of business 19.4% 58.3% 22.2%
  % within Level of success 7.6% 26.3% 11.9%
 Unregistered Partnership Count 0 16 13
  % within Nature of business .0% 55.2% 44.8%
  % within Level of success .0% 10.0% 9.7%
 Registered Partnership Count 17 4 14
  % within Nature of business 48.6% 11.4% 40.0%
  % within Level of success 9.2% 2.5% 10.4%
 Private Ltd Count 88 36 38
  % within Nature of business 54.3% 22.2% 23.5%
  % within Level of success 47.8% 22.5% 28.4%
 SHG Model Count 39 17 8
  % within Nature of business 60.9% 26.6% 12.5%
  % within Level of success 21.2% 10.6% 6.0%
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Since p value is less than 0.001, the null hypothesis, there is no association between the nature of business and level 
of success among the women entrepreneurs in the utility services business is rejected at 1% level of significance. 
It indicates the highly significant relationship between the nature of business and women entrepreneurial success.

Table 6: showing association between Reason for starting business and success rate
among the women in utility services industry.

Reason for starting a business
 

Level of success
Low Average High CHI- value P value

Employ and engage my self Count 24 48 25 127.632 0.000**
  % within Reason for starting a business 24.7% 49.5% 25.8%
  % within Level of success 13.0% 30.0% 18.7%
 Financial empowerment Count 31 30 56
  % within Reason for starting a business 26.5% 25.6% 47.9%
  % within Level of success 16.8% 18.8% 41.8%
 Gain business knowledge Count 116 45 16
  % within Reason for starting a business 65.5% 25.4% 9.0%

  % within Level of success 63.0% 28.1% 11.9%
 Use the learning skills Count 9 14 26
  % within Reason for starting a business 18.4% 28.6% 53.1%
  % within Level of success 4.9% 8.8% 19.4%
 Employment avenue Count 4 23 11
  % within Reason for starting a business 10.5% 60.5% 28.9%
  % within Level of success 2.2% 14.4% 8.2%

Since p value is less than 0.001, the null hypothesis, 
there is no association between the reasons for starting 
the business and the success of women entrepreneurs 
in the utility services business in rejected at 1% level 
of significance. It is inferred that, there is a strong and 
highly significant association between the reasons 
for starting the business and the success of women in 
utility services in the sample area.

SUMMARY AND CONCLUSION: 

Based on the data analysis and discussion, it is 
concluded that the role of personal and business related 
variables in the success of women entrepreneurs in 
the utility services businesses is inevitable and highly 
associated. Hence, the success of business depends on 
positive business climate, entrepreneurial environment, 
motivating factors in an economy. Similarly, the role 
of personal demographical and experience is also 
important for the success of business.
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EXECUTIVE SUMMARY

Employability skills and placement rate becomes 
the buzz words to bench mark for the quality of 
engineering education among the technical institutes 
in the country. The gap between pass out ratio and 
placement ratio among the engineering graduates 
is alarming and indicating the poor levels of skill 
set of the engineers. The reasons for the same are 
many and multifold. The present paper is focused 
on studying the role of personal factors, life skills 
factors, teaching and learning factors, and evaluation 
systems and improvement practices environment in 
the employability of the engineering graduates from 
Hyderabad city. For the purpose of the study, selected 
students from the engineering colleges in the city are 
drawn as sample using judgment sample method. The 
study is descriptive and exploratory in nature. The 
sample size for the study is fixed at 600 and the final 
analysis is done with 512 samples. The data required 
for the study is collected through a pretested structured 
questionnaire. All the students are from eighth semester 
and appearing for placements. Some of the students 
are already placed and waiting to complete the course. 
The combination of the experiences in the interviews 
and the skill gaps observed in the self assessment is 
presented. 

The study results reveal that, life skill factors, teaching 
learning and evaluation systems are highly important 
in employability skills of the engineering graduates. 
The relationship between the employability and the 
selected variables are highly significant at 1% level 
of significance. A structured practical sessions and 
application oriented training along with practical 
sessions and strict evaluation systems along with 
options for improvement can help the students to 
realize and learn the required skills and there by 
improved level of employability among the engineering 
graduates in the sample. Further, it indicates the need 

for revamping the old pedagogy and adoption of new 
ICT and CTT in teaching learning processes can help 
in resolving the issue at the earliest possible time. 
The role of a teacher can never give up in training 
and moulding the young graduates of any selected 
field of study. The teacher issues in the sector needs 
a special care and concern to get the improved level 
of professional deliverables and service quality among 
the technical institutions in the field.

Key Words: Pedagogy- Teaching learning process- 
ICT-CTT-Practical sessions- Application oriented.

INTRODUCTION

Personal factors play a dominant role in an individual’s 
attitude towards learning and development. In some 
cases, the learning environment and systems helps to 
improve the employability skills and there by better 
learning and career prospects to a learner. With this 
assumption, the current study is carried out to assess the 
role of personal factors, life skill factors, TLP factors 
and Evaluation factors role in the employability of 
the engineering graduates in the Hyderabad city. The 
teaching learning practices in engineering education 
should focus on practical and application oriented. 
Since the liberalization, and privatization private 
sector entry into engineering education was happen in 
a massive manner. Dilution of standards at all levels 
is initiated and it has impacted the employability of 
the graduates within a short span of time and becomes 
an issue. In this parlance, the present paper is focused 
on assessing the role of personal factors, life skill 
factors, teaching learning factors and evaluation 
and improvement factors in employability of the 
engineering graduates among the engineering colleges 
from Hyderabad is studied.

E-MARKETING AND EMPLOYABILITY SKILL LEVELS OF GRADUATES AND 

SOME INSIGHTS:  A CASE STUDY

Gouthami.S, Dr.Y.Lokeswara Choudary & Dr. Jack Ting-Ju Chiang
Research Scholar and Supervisor, Department of Commerce,  

Government Arts College, Nandanam, Chennai.
Professor,  Guanghua School of Management, Peking University, Beijing, China 100871
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RESEARCH METHODOLOGY

The present paper is focused on studying the role of 
personal and academic factors in the employability 
of the engineering graduates from Hyderabad city. 
For the purpose of the study, selected students 
from the engineering colleges in the city are drawn 
as sample using judgment sample method. The 
study is descriptive and exploratory in nature. The 
students participated in the survey are final years 
and appearing for the campus placements and few 
of them are placed. The sample size for the study is 
fixed at 600 and the final analysis is done with 512 
samples. The data required for the study is collected 
through a pretested structured questionnaire. All the 
students are from eighth semester and appearing for 
placements. Some of the students are already placed 
and waiting to complete the course. The combination 
of the experiences in the interviews and the skill gaps 
observed in the self assessment is presented.

OBJECTIVES OF THE STUDY

1.  To study the role of personal and life skill 
factors effects on employability of students 
among the engineering colleges in Hyderabad 
city.

2.  To study the teaching learning factors and 
evaluation, improvement factors influencing 
the employability skills of the engineering 
graduates in the sample area.

 Hypothesis
3.  H1: There is no significant difference between 

mean ranks of personal factors affecting the 
employability skills among the engineering 
graduates in the sample.

4.  H2: There is no significant difference between 
mean ranks of life skill factors affecting the 
employability skills among the engineering 
graduates in the sample.

5.  H3: There is no significant difference between 
mean ranks of teaching learning factors 
affecting the employability skills among the 
engineering graduates in the sample.

6.  H4: There is no significant difference between 
mean ranks of evaluation and improvement 
factors affecting the employability skills 
among the engineering graduates in the 
sample.

DATA ANALYSIS AND RESULTS 
DISCUSSION

Null Hypothesis: There is no significant difference 
between mean ranks of personal factors affecting the 
employability skills among the engineering graduates 
in the sample.
Table 1 Friedman test for significant difference 
between mean ranks of personal factors 
affecting the employability skills among 
the engineering graduates in the sample

Personal factors 
affecting 
employability skills

M e a n 
Rank

Chi square 
value

P value

Age 9.82
Gender 10.82
Previous Medium of 
Study

11.29

Previous School 
study

9.66

Previous  place of 
study

11.78 144.434 0.001**

Parental educational 
back ground

10.96

Language spoken at 
home

9.52

Occupation of the 
parents

11.99

Peer groups 11.63
Mentor teacher who 
taught

11.53

Since p value is less than 0.01, the null hypothesis, 
There is no significant difference between mean ranks of 
personal factors affecting the employability skills among 
the engineering graduates in the sample is rejected at 1% 
level of significance. Hence, it is concluded that, there 
is a highly significant difference between mean ranks of 
personal factors affecting the employability skills among 
the engineering graduates in the sample. Based on the 
mean value, it is noticed that, medium of study, place 
of study, parental occupation, peer groups and mentor 
teacher plays a major role in improving the employability 
skills of the engineering graduates among the technical 
institutes in Hyderabad city.

Null Hypothesis: There is no significant difference 
between mean ranks of life skill factors affecting the 
employability skills among the engineering graduates 
in the sample.



9

 

Table 2 Friedman test for significant difference 
between mean ranks of Soft skills/

personality/interpersonal factors affecting the 
employability skills among the engineering 

graduates in the sample
Soft skills/personality/

interpersonal skills
Mean Rank Chi square 

value
P value

Self insight and 
flexibility

10.65

Attitude towards change 
and learning new things

11.18

Self motivation 11.69
Goal setting and 
planning

10.87

Professional Etiquette- 
e-mail-telephone-time 
management

11.39 152.65 0.001**

Communication-
listening-speaking-
reading-

11.43

Group discussion skills 10.92
Team building and 
sharing attitude

11.13

Problem solving skills 10.76
Digital skills- usage 
of modern apps, social 
media, literacy level

10.46

Presentation skills of 
data 

11.53

Since p value is less than 0.01, the null hypothesis, 
There is no significant difference between mean ranks 
of life skill factors affecting the employability skills 
among the engineering graduates in the sample is 
rejected at 1% level of significance. This proves that, 
statistically, there is a highly significant difference 
between mean ranks of life skill factors affecting the 
employability skills among the engineering graduates 
in the sample. Based on the mean scores, it is noted that, 
attitude, self motivation, self etiquette, communication, 
team spirit and presentation skills playa a major role 
in employability of the young graduates in technical 
institutions. Hence, it is necessary to a technical 
graduates to focus on life skills for better prospects in 
the career.

Null Hypothesis: There is no significant 
difference between mean ranks of teaching learning 
factors affecting the employability skills among the 

engineering graduates in the sample.
Table 3 Friedman test for significant difference 
between mean ranks of teaching learning 
factors affecting the employability skills 
among the engineering graduates in the 

sample
Teaching learning 
Variables/factors

M e a n 
Rank

Chi square 
value

P value

Number of class hours 
conducted

11.49

Number of practical 
sessions 

12.41

Freedom to present views 
and discuss in the class

10.75

Equal learning 
opportunities to all in the 
class

9.63

Individual focus and 
control

11.44

Combination of Teaching 
methods adopted as per the 
subject

11.06

Sufficient time span to 
understand and present the 
same

9.78

Usage of ICT in teaching 
and learning

10.18

Percentage of practical 
learning in total

10.08

Proto models creation 
through projects and 
presentations

10.60
233.085 0.000**

Internships and workshops 
composition per semester

10.40

Visiting industries and 
attending training programs

10.06

Opportunities to express 
and present the ideas in 
forums

11.47

Subject interest groups 
forming for assignments

11.19

Youth talent search guiding 
and conducting contests 

11.03

Since p value is less than 0.001, the null 
hypothesis, There is no significant difference between 
mean ranks of teaching learning factors affecting the 
employability skills among the engineering graduates 
in the sample is rejected at 1% level of significance. 



10

   

Hence, it is concluded that, there is a highly significant 
difference between mean ranks of teaching learning 
factors affecting the employability skills among the 
engineering graduates in the sample. Based on the 
mean ranks, it is noted that, number of class hours, 
practical sessions, individual focus, and combination 
of teaching methods, opportunity to express the ideas, 
subject interest groups, and talent hunt contests plays a 
vital role in improving the employability skills among 
the engineering graduates in the sample. Hence, 
effective teaching and learning opportunities to the 
graduates in engineering education helps to promote 
the employability skills of the engineering graduates.

Null Hypothesis: There is no significant difference 
between mean ranks of Evaluation and improvement 
factors affecting the employability skills among the 
engineering graduates in the sample.

Table 4 Friedman test for significant difference 
between mean ranks of organizational factors 
affecting the employability skills among the 

engineering graduates in the sample

Evaluation and improvement 
Factors

Mean 
Rank

Chi-square 
value

P value

Frequent assessment tests 10.61
Continuous learning and 
assessment

12.00

True and fair evaluation 
practices

11.36

Academic performance 
encouragement and 
suggestions

8.04

Open day practices/failure 
analysis system

7.59

Success practices sharing and 
discussion

7.36

Core focus on comprehensive 
career growth

6.93 88.833 0.000**

Counseling and guidance 
practices

10.99

Practical exams and 
weightage in marks

10.51

Additional credit courses 
based on student interest

7.72

Value added courses 
conducting and participation 
level

8.87

Presentations and models 
exhibition

9.13

Evaluation of personality and 
soft skills

9.19

Since p value is less than 0.001, the null 
hypothesis, There is no significant difference 
between mean ranks of Evaluation and improvement 
factors affecting the employability skills among the 
engineering graduates in the sample is rejected at 1% 
level of significance. Hence, it is concluded that, there 
is a highly significant difference between mean ranks 
of Evaluation and improvement factors affecting the 
employability skills among the engineering graduates 
in the sample. Based on the mean scores, it is noticed 
that, frequent assessment, continuous learning, true 
and fair evaluation, counseling and guidance, practical 
sessions are the key elements in evaluation helps in 
improving the employability skills of the engineering 
graduates in the sample. Hence, steps in this direction 
can help in improving the situation in the years to 
come.

DATA ANALYSIS USING REGRESSION

Regression is the determination of statistical relationship 
between two or more variables. In simple regression 
two variables are used. One variable (independent) is 
the cause of the behaviour of another one (dependent). 
When there are more than two independent variables 
the analysis concerning relationship is known as 
multiple correlations and the equation describing 
such relationship is called as the multiple regression 
equation. Regression analysis is concerned with the 
derivation of an appropriate mathematical expression 
is derived for finding values of a dependent variable on 
the basis of independent variable. It is thus designed 
to examine the relationship of a variable Y to a set 
of other variables X1, X2, X3………….Xn. the most 
commonly used linear equation in Y=b1 X1 + b2 X2 
+……+ bn Xn + b0 

Here Y is the dependent variable, which is to be 
found. X1 , X2 ,… and Xn are the known variables with 
which predictions are to be made and b1, b2 ,….bn are 
coefficient of the variables.

In this study, the dependent variable is 
employability skills of the engineering graduates from 
Hyderabad city, Independent variables are Personal 
factors (X1), Life skill factors (X2), Teaching learning 
factors (X3), Evaluation and improvement factors (X4) 
are discussed as follows: 

Dependent variable  : Employability 
skills of the engineering graduates (Y)
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Independent variables :   1.   Personal 
factors (X1)

Life skill factors (X2)

Teaching learning factors (X3)

Evaluation and improvement factors (X4)

Multiple R value  : 0.772

R Square value  : 0.596

F value   : 192.799

P value   : 0.000**

Table 5: ANOVA(b)

Model  Sum of Squares df Mean Square F Sig.
1 Regression 9503.715 5 1900.743 192.799 .000(a)
 Residual 6447.588 654 9.859   
 Total 15951.303 659    

Table 6 Variables in the Multiple Regression Analysis

 Unstandardised 
Coefficients

Standardized 
Coefficients

t Sig.

 B Std. Error Beta   
(Constant) 13.848 .697  19.880 .000**
Personal  factors (X1) .023 .015 .053 1.500 .134
Life skill factors (X2) .033 .012 .101 2.634 .009**
Teaching learning factors(X3) .355 .024 .515 14.681 .000**
Evaluation and improvement factors 
(X4)

.037 .029 .057 1.265 .206

The multiple correlation coefficient is 0.772 
measures the degree of relationship between the actual 
values and the predicted values of the Adjustment. 
Because the predicted values are obtained as a linear 
combination of personal factors (X1), Life skill factors 
(X2), Teaching learning factors (X3), and evaluation 
and improvement factors (X4) the coefficient value 
of 0.772 indicates that the relationship between 
adjustment and the four  independent variables is quite 
strong and positive.

The Coefficient of Determination R-square 
measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion 
of the variation in the dependent variables explained 
by the fitted sample regression equation. Thus, the 
value of R square is 0.596  simply means that about 
59.6% of the variation in adjustment is explained by 
the estimated SRP that uses combination of personal 
factors (X1), Life skill factors (X2), Teaching learning 
factors (X3), and evaluation and improvement factors 
(X4) as the independent variables and R square value 
is significant at 1 % level.

The multiple regression equation is 

Y = 13.848 + 0.023X1 + 0.033X2 
+0.355X3+0.037X4. 

Here the coefficient of X1 is 0.023 represents the 
partial effect of personal factors on employability skills 
of the engineering graduates from Hyderabad city as 
constant. The estimated positive sign implies that such 
effect is positive that adjustment score would increase 
by 0.023 for every unit increase in employability skills 
and this coefficient value is not significant at 5% level. 
Similarly for Life skills (X2), and teaching learning 
factors affecting employability skills (X3) has high 
level of impact is observed with co efficient values of 
33 percent and 35 percent respectively and the values 
are highly significant at 1 percent level of significance. 
On the other hand, it is noted that, Evaluation and 
improvement factors affecting employability skills 
(X4) recorded the coefficient at 0.37 represents 
positive and considerable level of effect on the 
employability skills of the engineering graduates and 
is not significant at 5% level of significance. 
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SUMMARY AND CONCLUSION

The results state that, there is a highly significant 
impact of life skills, teaching learning practices and 
evaluation systems and improvement chances to the 
engineering graduates has considerable impact on 
the employability skills of the engineering graduates 
in the sample. Hence, it is necessary to focus on 
design and development of practical oriented and 
application oriented teaching plans and instruct the 
students accordingly can help the students to realize 
the need for practical exposure and apply the same in 
industry. This can help to gain learning by experience 
and application. Employability is part of learning 
by experience and application of mind at different 
situations in business. This indirectly helps to develop 
the problem solving and decision making skills of the 
young graduates in the sample area.
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Abstract:

To ensure success in supply chain operations, an 
important factor to consider is organizational 
alignment. When the right organizational model is 
matched, for example, to the business model, strategy, 
culture, and governance, operational benefits will 
be realized. This Paper presents the different models 
with the empirical data to make decisions about 
supply chain organization using AHP model and 
highlights key factors to optimize the supply chains.  
The centralised organization  model identifies process 
control , decentralized organization model indicates 
the need for time saving, centre led organization 
model and organization model fits with corporate 
strategy suggests the need for cost benefits, and 
finally, governance structure elevates the supply 
chain function emphasizes the need for time saving as 
primary factors for the optimization of supply chains 
in the market. The factors are identified through 
administration of AHP model on the real time data 
observed in the supply chain firm. Supply chain 
optimization is a regular function in a dynamic market 
and the success depends on the suitability of the model 
selected and degree of optimization administered in 
the supply chain function.

Keywords:  Supply chains- Business model- 
Organizational model- AHP Model-  Cost benefits- 
Corporate strategy.

INTRODUCTION:

To ensure success in supply chain operations, an 
important factor to consider is, organizational 
alignment. When the right organizational model is 
matched, for example, to the business model, strategy, 
culture, and governance, operational benefits will be 
realized. This Paper presents the different models with 

the empirical data to make decisions about supply 
chain organization using AHP model and highlights 
key factors to ensure success in choosing. 

FACTORS ENSURING SUPPLY CHAIN 
SUCCESS:  

Based on interviews with practitioners in a variety 
of industries, as well as best practices and research 
findings, the following factors were found to support 
the success of a supply chain organization. Success of 
a supply chain organization is defined as the ability 
to create and sustain a corporate advantage and foster 
a collaborative environment for procurement and 
purchasing related functions. These factors remain the 
same whether an existing group is being restructured 
or a new organization is being assembled for the first 
time.

Multi criteria decision Process: AHP Model 
Application:

METHODOLOGY: 

AHP Process (Analytic Hierarchy process). The 
weights assigned to the various factors namely 
Process Control, Cost benefits, Time saving, 
Material consumption, and customer satisfaction are 
normalized using the Met labs package and the ranks 
were obtained. The weights are assigned on the basis 
of supply chain observation and the factors influencing 
the optimization in supply chains. The same criteria 
are followed in all the methods. The assigned weights 
are changed in accordance with the changes in the 
observation and level of influence of variables in 
each of the models. To process the variables weights 
through Analytical hierarchy process (AHP), Met 
Labs package is used. Based on the rankings obtained 
through eh model, key element is identified to make 

ANALYTICAL HIERARCHY PROCESS MODELS USAGE IN MULTI CRITERIA 

DECISION MAKING OF OPTIMIZATION IN SUPPLY CHAINS EFFICIENCY 
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the supply chain more effective and optimized.

Uses:  
Uses both rating method and pair wise comparison 
method.  A numerical scale 1-9 (1-equal importance; 
9 most important) is used. Uses pair-wise comparison 
of alternatives with respect to each criterion (sub-
criterion) and gets a numerical score for each 
alternative on every criterion (sub-criterion). Compute 
total weighted score for each alternative and rank the 
alternatives accordingly. Determine the normalized 
criteria weights W = W1,W2,…….Wn). Using 
the (nxn) pair wise comparison matrix. Check for 
consistency of the pair wise comparison matrix  using 
eigenvalue/eigenvector theory. Normalized scores for 
all alternatives with respect to each criterion.  Here an 
(mxn) matrix is obtained where Sij = normalized score 
for alternative `t’ with respect to criterion `j’.

 i)      ΣSij = 1 for j= 1, 2 …n

 ii)    This is where scaling of criteria values 
takes place

 iii)  The actual criteria values are never used 
in AHP

MCDM: 1. consists of constructing a global 
preference relation for a set of alternatives evaluated 
using several criteria.

Selection of the best actions from a set of 
alternatives, each of which is evaluated against 
multiple, and often conflicting criteria.

Identify the alternatives. 

Identify the criteria (attributes) that are relevant to 
the decision problem.

Five Criteria’s: 
a) Centralized
b) Decentralized  
c) Center-led 
d) Corporate   
Governance Structure

Five Alternatives:  
1. Process Control           
2. Cost Benefits               
3. Time saving                
4. Material Consumption & Transportation cost
5. Customer Satisfaction

Criteria weights matrix:
Table1.1: Showing the model weights

Centralized Decentralized Center led Corporate governance
Centralised 1 ½ 2 3 1/4
Decentralized 2 1 1/5 4 1/6
Center led 1/2 5 1 5 1/3
Corporate 1/3 ¼ 1/5 1 6
Governance 4 6 3 1/6 1

Normalized – scores of Criteria weights matrix:
Table1.2: Showing the normalized values for the model weights along with factor ranks

Centralized De-
centralized

Center 
led

Corporate Governance Total 
score

Rank

Centralised 4.9999   13.250 5.450 18.041 19.249 60.991 0.140
Decentralized 6.1000 5.000 5.700 15.027 24.900 56.728 0.130

Center led 13.999 13.499 4.999 31.555 31.625 95.680 0.220
Corporate 25.266 37.666 19.116 5.000 12.191 99.241 0.228
Governance 21.555 29.041 15.233 51.333 5.000 122.164 0.281 
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Among all the models Governance structure 
elevates the supply chain function seems to be the best 
method for using in the multi criteria decision making 
in supply chains. However, based on the business 
model the model applicability needs to be changed for 
optimum results. The detailed summary of the various 
models applicability and the key factor identification 
method is explained in the following pages.

CENTRALIZED ORGANIZATION 
MODEL: 

In a centralized supply chain organization, a corporate-
level purchasing department makes decisions and 
exercises control over purchasing throughout the 
organization. Centralized organizations are able to 
leverage corporate spend and drive standard sourcing, 
process, and technology decisions, resulting in 
economies of scale that improve spending power 
and enhance operational efficiencies and knowledge 
sharing. Other benefits include a streamlined 

purchasing organization, corporate purchasing 
expertise, and a consolidation of the supplier base. 
However, in complex, distributed enterprises, 
complete centralization is not always practical or even 
desirable. Organizational politics, tax considerations 
or regulatory requirements often require local 
procurement of some categories of spend that logically 
could be centrally purchased. In addition, centralized 
procurement groups often report high incidences of 
unapproved (maverick) spending, process and policy 
circumvention, and uneven supply measurement and 
performance. A centralized supply chain organization 
is best suited for organizations with very similar 
business units where most of the requirements are 
common across business units. This model is used to 
identify the critical factor for the success of the supply 
chains and to optimize the efficiency of the supply 
chains. The weights are processed through Met labs 
package to normalize the results and to identify the 
vital factor in the supply chain.

Table 1.3: Showing the factors loadings and the ranks for the multi criteria variables using centralized 
organization model

Process 
Control

Cost 
benefits

Time 
saving

Material 
cost

Customer 
satisfaction

Overall 
score

Normalized 
Score

Rank

Process Control 1 3 7 2 4 149.2 0.437 I
Cost benefits 1/3 1 5 2 6 94.08 0.275 II
Time saving 1/7 1/5 1 3 5 48.55 0.142 III
Material cost ½ ½ 1/3 1 6 37.81 0.110 IV
C u s t o m e r 
satisfaction

1/4 1/6 1/5 1/6 1 11.68 0.034 V

Total 341.33

It is identified that the factors influencing the supply 
chain optimization is identified using the centralised 
organization model. On the basis of the weights assigned, 
the rankings were given. The factor having highest score 
loading is the key variable and vice versa. Process control 
is the key factor in the centralised organization method and 
the customer satisfaction is recorded as least variable. The 
order of the ranks is indicated in the above table. Hence, the 
centralised organization model firms needs to be focused 
on process control to optimize the supply chain efficiency.

DECENTRALIZED ORGANIZATION 
MODEL:

 In a decentralized supply chain organization, sourcing 
decisions and procurement activities are executed at 

the business unit or local level. Spending is rarely 
leveraged company-wide and procurement personnel 
usually report to a plant or business unit manager. 
Decentralized organizations empower business units 
and sites with autonomy and control over supply, 
process, and technology decisions. This structure 
improves satisfaction at the site- and business-unit 
level and speeds process and issue resolution by 
avoiding much of the bureaucracy and “red tape” 
that comes with centralized procurement models. 
The decentralized organizational model does have 
negative side effects. Decentralized models optimize 
to the individual site level, yet neither fully leverage 
corporate spend nor support the supply or business 
objectives of the organization. In such environments, 
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there is little coordination or information sharing between divisions and sites. This model is often best suited for 
multiple function organizations that operate as independent entities with a high degree of autonomy.
Table 1.4: Showing the factors loadings and the ranks for the multi criteria variables using decentralized 

organization model

Process 
Control

Cost 
benefits

Time 
saving

Material 
cost

Customer 
satisfaction

Overall 
score

Normalized 
Score

Rank

P r o c e s s 
Control

1 2 1/3 2 ½  46.874 0.190 III

Cost benefits 1/2 1 2 2 4 65.083 0.265 II
Time saving 3 1/2 1 3 3 68.999 0.280 I
Material cost 1/2 ½ 1/3 1 6 41.999 0.171 IV
C u s t o m e r 
satisfaction

2 1/4 1/3 1/6 1 22.680 0.092 V

 It is found from the above table that the time 
sharing is the key factor in the supply chain optimization 
according to the decentralized environment. It i s due 
to the decentralized supply chain activities needs to 
be co-ordinate well. It requires time. Optimization 
of time consumption for moving supply from point 
to point can help in optimizing the supply chain. The 
order of the factor identified with the score loadings 
are: Time saving as primary factor, cost benefits as 
secondary and Process control, material cost and 
customer satisfaction in the ranks of three, four and 
five respectively. Hence, decentralization model 
focused on time saving.

CENTER-LED ORGANIZATION MODEL: 

A center-led supply chain organization focuses 
on corporate supply chain strategies and strategic 
commodities, best practices, and knowledge sharing 
while leaving tactical execution to the individual 
business units. This model provides the best of 

both worlds--the advantages of the centralized and 
decentralized models with fewer disadvantages. In 
a center-led structure, corporate spend can be fully 
leveraged on strategic commodity categories well 
suited for centralized sourcing and non-strategic 
categories not suited to centralized sourcing can be 
handled by the individual business units. Operational 
efficiencies are increased and overall procurement 
costs are decreased and the organization maintains 
the ability to react quickly to unexpected changes 
in supply or demand. Best practices can be shared 
easily throughout the enterprise, maverick buying 
significantly reduced, and performance maintained at 
consistent level. A center-led structure relies on cross-
functional and divisional teams, flexible process and 
policy standards that can be tailored at the local level, 
coordinated metrics and incentives, and an integrated 
procurement information systems infrastructure that 
automates and aligns source-to-settle processes across 
the enterprise.

Table 1.5: Showing the factors loadings and the ranks for the multi criteria variables using center led 
organization model

Process 
Control

Cost 
benefits

Time 
saving

Material 
cost

Customer 
satisfaction

Overall 
score

Normalized 
Score

Rank

P r o c e s s 
Control

1 1/2 3 2 1/3 52.51 0.191 II

Cost benefits 2 1 4 3 4 98.63 0.359 I
Time saving 1/3 1/4 1 3 3 49.21 0.179 III
Material cost 1/2 1/3   1/3 1 15 41.63 0.151 IV
C u s t o m e r 
satisfaction

3 ¼         1/3 1/5 1 32.74 0.119 V

274.73
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It is observed from the matrix that in the central 
led organization supply chain organizations, cost 
benefits needs to be focused at all point of time. The 
secondary factor needs to be focused is process control, 
and time saving, material cost reduction, customer 
satisfaction are in the order of three, four and five 
ranks respectively. In case of centre led supply chain 
organizations, cost benefits are to be measures for all 
the events irrespective of the value and volume of the 
transaction. This can make the supply chain efficient.

THE ORGANIZATION MODEL FITS THE 
CORPORATE STRATEGY 

Supply chain organizations that are universally successful 
are those that are designed specifically to best address 
where strategic decisions are made and where the 
knowledge needed for those decisions resides. The degree 
of centralization is a deliberate financial decision of where 
it is most cost effective to process transactional business 
vs. strategic business. However, successful supply 
chain organizations meet the corporation’s financial 
and operational strategies by empowering groups with 
the knowledge needed to make strategic procurement 

decisions. Leading companies are also bold in either 
heavily centralizing procurement or in decentralizing key 
categories in search of efficiency gains. The important 
point is that the strategy to manage these functions/
categories is supported by the right level of resources and 
attention. Successful supply chain organizations are those 
that best fit the actual corporate culture--not the desired 
corporate culture. Corporate culture includes elements 
such as the degree of autonomy of business units and 
the degree of influence that the business units have in 
comparison with corporate leadership. Successful supply 
chain organizations match their structure to their level of 
autonomy and influence. Another aspect of culture that 
has a significant impact on supply chain organization 
effectiveness and choice is the willingness of executive 
management to mandate a policy or a process. A corporate 
culture of mandates enhances supply chain effectiveness 
in enforcing compliance for various business units or 
regions. Without the culture of mandates, a centralized 
or center-led supply chain’s policy enforcement role may 
become contentious and ineffective. Leading companies 
in this situation empower their supply chain organization 
by making them equal partners in the financial and 
operating strategies development with the business units.   

Table 1.6: Showing the factors loadings and the ranks for the multi criteria variables using The 
Organization Model Fits the Corporate Strategy model

Process 
Control

Cost 
benefits

Time 
saving

Material 
cost

Customer 
satisfaction

Overall 
score

Normalized 
Score

Rank

Process 
Control

1 5 2 2 4 55.13 0.235 II

Cost benefits 1/5 1 4 2 5 87.25 0.373 I
Time saving 1/2 1/4 1 3 2 44.23 0.189 III
Material cost 1/2 ½ 1/3 1 6 35.03 0.149 IV
Customer 
satisfaction

1/4 1/5 1/2 1/6 1 12.05 0.051 V

233.70

The supply chain which follows, the organization 
model fits with the corporate strategy, is set to be keen 
in cost benefits, process control, time saving, material 
cost and customer satisfaction in the order of priority 
of one to five respectively. Here once more the more 
focused thing is that the values of resources needs to 
be utilized in an optimistic way to ripe the benefits 
of optimized supply chains. The matrix explains the 
ranks on the experimental observed data.

THE GOVERNANCE STRUCTURE 
ELEVATES THE SUPPLY CHAIN FUNCTION: 

Leaders of successful supply chain organizations 
have a seat at the executive table when strategic decisions 

are made. This is especially true of centralized, center-led 
or hybrid type organization structures where procurement 
of strategic materials and services is centralized. The 
financial success of the operations/business units is 
closely linked with the performance of the supply chain 
procurement initiatives and elevation of the procurement 
function in leading companies emphasizes this 
connection. There is a positive relationship between the 
achievement of supply chain objectives and the reporting 
level of the highest supply officer. Regular strategy/
performance presentations by the CPO to the president/
CEO and formal procurement and supply strategy 
coordination and review sessions with business units are 
especially effective. Companies whose supply offices 
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report to levels closer to the highest executive are more 
likely to believe their organization design is effective. It 
is not the formal supply position, rather the visibility and 
resources associated with such a position in the corporate 
hierarchy, on par with other functional executives, that 
make this position important. Where mandates are not 
the norm, successful supply chain organizations prepare a 
document describing the value proposition of supply chain 

to executive management using financial and accounting 
metrics. Moreover, a collaborative environment is 
fostered by rotations of business unit and operations 
staff in supply chain functions that exposes procurement 
processes and policies to the eventual customers of this 
service. Customer involvement is also incorporated in 
all aspects of new organizational developments; savings 
target setting, and achievement of these savings targets.

Table 1.7: Showing the factors loadings and the ranks for the multi criteria variables using Governance 
Structure Elevates the Supply Chain Function

Process 
Control

Cost 
benefits

Time 
saving

Material 
cost

Customer 
satisfaction

Overall 
score

Normalized 
Score

Rank

P r o c e s s 
Control

1 2 3 ¼ ¼ 47.54 0.205 II

Cost benefits 1/2 1 3 2 1/2 26.69 0.115 V
Time saving 1/3 1/3 1 3 5 68.77 0.297 I
Material cost 4 ½ 1/3 1 4 42.89 0.185 IV
C u s t o m e r 
satisfaction

4 2 1/5 1/4 1 45.57 0.196 III

231.49

It is found that in case of  the supply chains 
following the governance structure elevating the 
supply chains, the success dependes on the following 
factors in the order of priority. The primary factoe 
which determine the success is time saving and the 
secondary factor is process control. The other factors 
in the order of priority are customer satisfaction with 
rank III, material cost with rank IV and finally cost 
benefits with rank five respectively.

CONCLUSION

Choosing the most appropriate supply chain 
organization model is critical for effectiveness in 
managing the procurement of the vast amount of 
direct and indirect materials needed to operate and sell 
products. Many of the points discussed in this paper 
are often overlooked, and yet each has an impact on 
the level of supply chain management excellence 
achieved. To make a change of this magnitude, will 
require almost as much planning time as transition 
time. In a merger, this is required planning and 
management that must take place. On the other hand, 
it’s an excellent opportunity to make changes that 
matter. If the change can be effectively managed, the 
outcome of a truly aligned organization will benefit the 
company for years.
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INTRODUCTION

Product Development is to create new recipes for 
products that improve the life of the users. Production 
is to manufacture products over and over again to 
agree quality and cheaper and cheaper. In production 
we work with best practices and cause and effect are 
easy to discover. Flow and value is easy to see. In 
product development we work with good practices 
and emergent practices. Cause and effect might be 
separated by time and space and there might not be 
identifiable root causes. Flow is only apparent on a 
higher abstraction level. An engineer sitting with his 
eyes closed could be creating value by thinking of a 
problem but it is hard to see from the outside. One 
of the main principles for Product Development is to 
create Reusable Knowledge while many of the lean 
principles are overlapping between Lean production 
and Lean Product Development their application and 
tradeoffs between them are not necessarily the same. 
In Lean Production a lot of effort is put into removing 
waste and making flow a priority that is not the case 
in Lean Product Development since even a nugget of 
reusable knowledge can potentially save the company 
large amounts of money in less design rework or 
higher user acceptance of the product more focus is 
put on creating more and more reusable knowledge 
that leads to increased value. Flow is not that visible 
in the product development environment so a higher 
premium is put on eliminating knowledge loss that 
comes from handovers. With complex products we 
always run the risk of rework loops and the later they 
come the more costly they become. Set-based design 
is an counter mechanism against the uncertainty that 
comes from both using complex technology and 
having fickle markets.

STATEMENT OF THE PROBLEM

New product design and development becomes 
mandatory to the firms irrespective of the nature of 
products produced in the economy. The success and 
sustainability of the business depends on the product 
line and range held by the firm. This is applicable to 
engineering fabrication industry also in the recent past. 
The primary factors could be advent of new technology 
and the customers drive towards replacement models 
rather than repair and reuse models. New product 
development involves many dimensions of issues and 
factors due to involvement of money, risk associated 
with the investments and feasibility and commercial 
viability of the product. At any point of time the 
designs can change due to market factors. New product 
development in engineering firms takes lot of time. 
In some cases, before introduction of a new product, 
another advanced and economical product may emerge 
as substitute. In this case the risk is very high. This is 
external environment related. But, internal factors role 
in new product development is equally holds good. 
The role of firm’s demographics is indispensable in 
nature. There is no comprehensive study covering the 
issues and concerns pertaining to new product design 
and development in fabrication engineering industry. 
Hence, the present study is taken up for the research.

SCOPE OF THE STUDY

The scope of the current study is limited to selected 
engineering firms operating in Chennai and its 
suburban areas. The engineering firms in the study 
included both public Limited and Private limited firms. 
The operations of the sample firms are spread across 
all the domains and verticals of design, development, 
site engineering, servicing and consultancy services in 
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engineering domain. The employees in the survey cover 
the range of age groups, experience groups, working 
at different levels of management. In addition equal 
opportunity is given to all the employees by sending a 
digital survey structured questionnaire for expressing 
their views on the topic and the various dimensions of 
impact of the same. The findings of the study may be 
applicable to the firms operating elsewhere in the same 
environment in the country. However the personal bias 
and perceptional differences may be exists. 

NEED FOR THE STUDY 

There is both practical and theoretical significance of 
conducting a research study of this nature. Fabrication 
engineering is a specialized job with multiple skills 
involvement to design a product and to operationalise 
the same either for individual customer or for an 
institutional customer. Being domestic and traditional 
engineering firms in the sample area are slowly coming 
out of the industry either through diversification or 
buyout. The reasons for the same are organizational and 
environmental in nature. The organizational reasons 
could be lack of second generation management to take 
up the firm and to run on profitable and professional 
manner. The environmental factors includes the entry 
of new age firms with latest technology, lack of skilled 
labour to engage in manufacturing operations in design 
and development of customer specified products, 
decreased demand for standard and uniformed products. 
In this scenario, fabrication industry is at cross roads, 
especially run by the traditional management firms.  
There is no comprehensive research is done with 
reference to fabrication industry issues and concerns 
in terms of new product design and development. Of 
course, in engineering side few models, strategies and 
quality measures are introduced based on the Japanese 
experience and few companies succeeded in that. 
The continuous adoption and application of those are 
restricted to standard manufacturing divisions. But 
the fabrication division is depending on the customer 
specific products design and development, hence, every 
product is heterogeneous and every product required a 
new model and new requirements in terms of resources 
and talents. In this scenario, a comprehensive study 
on the issues, concerns, motives, strategies adopted 
and factors influencing the new products design and 
development in fabrication engineering industries 
could be value addition to the existing literature and 

identifying the success factors of new products in 
fabricating industry could be of practical use to the 
industry. With this philosophy in mind the current 
project is undertaken. The social relevance of the same 
is abundant and hence it serves the social needs of the 
industry in specific and society at large. 

OBJECTIVES OF THE STUDY

The specific objectives of the study are:
1.  To study the various dimensions of factors 

influencing new product development in 
fabrication industries in the sample.

Sources of Data

For the purpose of study, data required is collected 
from both primary and secondary sources. The primary 
data is collected from a structured questionnaire 
prepared and tested through pilot study. The secondary 
data is collected from both print and electronic sources. 
The print sources includes, magazines, newspapers, 
books, journals, reports, research based thesis, review 
reports, policy documents and other unpublished data 
from the libraries and milk producing firms in the 
sample area. The electronic sources includes, data 
bases, e-journals, web sources, websites of research 
companies, industry associations, government sites 
and other media sources.

Data Collection Tools

For the purpose of the study both primary and 
secondary data sources are used. The primary data is 
collected through a structured questionnaire prepared 
and tested through pilot study and reliability. The 
secondary data is collected from both print and 
electronic media. The print sources include books, 
journals, magazines, reports, documents etc. The 
electronic sources include websites, e-books, digital 
reports, and cloud data in mobile phones through aps 
like whatsap. For the purpose of data required for the 
analysis and to test the hypotheses, the primary data is 
collected through a structured questionnaire prepared 
on the basis of review of literature and tested through 
pilot study. 

Pilot Study and Reliability Test

The pilot study was conducted by distributing 
125 questionnaires to executives from the engineering 
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companies in the sample area. Cronbach Alpha Test 
was used to determine the degree of consistency among 
the multiple measurements of each factor. It measures 
the inter-item reliability of a scale generated from a 
number of items. Ideally, the reliability coefficient 
above 0.5 is considered acceptable as a good indicator 
of constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005). 

RESEARCH METHODOLOGY

The current study is descriptive in nature. For the 
purpose of study fabrication engineering firms 
from Chennai are selected by using the industrial 
association dictionary from guindy industrial estate 
firms association. From the list of fabrication industries 
having more than 20 years of experience in the industry 
is selected for the study. There are 49 firms having more 
than 20 years of experience in fabrication industry. 
While approaching for studying 16 companies rejected 
the entry permission, sharing of data and distribution 
of structured questionnaires to the employees. From 
the remaining 33 firms are permitted to visit during rest 
hours and shift change timings to meet the employees. 
From the list of 33 all the companies are given due 
and equal weightage and distributed 20 questionnaires 
to each company on quota sampling basis. There are 
481 filled in questionnaires were collected back and 
scrutinized to remove the unfilled and partially filled 
questionnaires. It is noted that 442 questionnaires 
are filled in all respects and found usable for further 
analysis. Based on the same, by using SPSS version 
24.0 is used to perform the analysis and the results 
are presented in the following lines. Initially a pilot 
study was conducted with 125 questionnaires and the 
reliability for the same was calculated by using Corn 
Bach’s Alpha Score and found at 0.896 (89.6 Percent) 
as reliable. Ideally, the reliability coefficient above 
0.5 is considered acceptable as a good indicator of 
constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005). 

The primary reason behind the adoption of 
convenient sampling technique is time and co-

operation from the sample respondents to get the 
real and reliable and free consent of the respondent. 
Employees working in engineering firms are traveling 
from far of places and tightly scheduled with personal 
and professional commitments. In some of the cases, 
the survey is conducted at the employee residence, 
where he or she is free to spend some time to share 
their opinions. The e-questionnaires also send to 
known sources through Google docs and collected. 
Both physical and electronic questionnaires were 
consolidated by thorough review of the collected 
questionnaires. On review, it is found that, few 
questionnaires in total found unusable due to errors of 
omission and dual entries and 442 samples were found 
suitable for the study. Data analysis is carried out with 
the same.  The data and information collected from 
respondents pertains to the year 2015.

Sample Adequacy and Sample Size

Since the population is unknown, the sample 
is determined by using a qualitative technique of 
reasonability and justified with large sample size. 
The sample covers the entire sample area in terms of 
the prominent engineering firms in Chennai city. The 
convenient sample technique is adopted to survey the 
employees working in the sample firms. The sample 
size and wide coverage are taken care, to avoid errors 
and validity issues relating to research. The sample size 
is determined by using the scientific method, by using 
the pilot study standard deviation of the sample of 125 
respondents, by allowing the standard error at 5% level. 

The sample size should be = (N)= (ZS/E)2

=  (1.96*0.535/0.05)2

=  439.82 and rounded off with 440 and actual is 442.

DATA ANALYSIS USING REGRESSION

Regression is the determination of statistical 
relationship between two or more variables. In simple 
regression two variables are used. One variable 
(independent) is the cause of the behaviour of another one 
(dependent). When there are more than two independent 
variables the analysis concerning relationship is known 
as multiple correlations and the equation describing such 
relationship is called as the multiple regression equation. 
Regression analysis is concerned with the derivation 
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of an appropriate mathematical expression is derived 
for finding values of a dependent variable on the basis 
of independent variable. It is thus designed to examine 
the relationship of a variable Y to a set of other variables 
X1, X2, X3………….Xn. the most commonly used linear 
equation in Y=b1 X1 + b2 X2 +……+ bnXn + b0 

Here Y is the dependent variable, which is to be 
found. X1 , X2 ,… and Xn are the known variables with 
which predictions are to be made and b1, b2 ,….bn are 
coefficient of the variables. In this study, the dependent 
variable is new product development practices in 
fabrication engineering industries, Independent 
variables are Motives for new product development 
(X1), Strategies adopted in new product development 
(X2), Factors influencing new product development 
(X3), Barriers in new product development  (X4) and 
analysis are discussed as follows: 

Dependent variable:  New product development 
practices (Y)

Independent variables :1.  Motives for new 
product development (X1)

Strategies adopted in new product development 
(X2)

Factors influencing new product development 
(X3)

Barriers in new product development  (X4)

Multiple R value : 0.707

R Square value : 0.500

F value  : 109.117

P value  : 0.000**
Table 2 ANOVA (b)

Model Sum of Squares df Mean Square F Sig.
1 Regression 7735.449 4 1933.862 109.117 .000(a)

Residual 7744.868 437 17.723
Total 15480.317 441

Table 3 Coefficients (a)

Model U n s t a n d a r d i z e d 
Coefficients

Standardized 
Coefficients

t- value P value

B Std. Error Beta
1 (Constant) 3.646 2.284 1.596 .111
Motives for new product development (X1) .103 .056 .091 1.832 .068
Strategies adopted in new product development 
(X2)

.456 .045 .436 10.167 .000

Factors influencing new product development 
(X3)

.060 .042 .072 1.420 .156

Barriers in new product development  (X4) .237 .047 .238 5.043 .000

a  Dependent Variable: new product development practices in fabrication engineering industries.

The multiple correlation coefficients is 0.707 
measures the degree of relationship between the actual 
values and the predicted values of the impact new 
product development practices in fabrication engineering 
firms. Because the predicted values are obtained as a 
linear combination of Independent variables are Motives 
for new product development (X1), Strategies adopted in 
new product development (X2), Factors influencing new 
product development (X3) and Barriers in new product 
development (X4), the coefficient value of 0.707 indicates 

that the relationship between adjustment and the two 
independent variables is quite strong and positive.

The Coefficient of Determination R-square 
measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion of the 
variation in the dependent variables explained by the fitted 
sample regression equation. Thus, the value of R square 
is 0.500 simply means that about 50% of the variation in 
adjustment is explained by the estimated SRP that uses 
Motives for new product development (X1), Strategies 
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adopted in new product development (X2), Factors 
influencing new product development (X3) and Barriers 
in new product development (X4), as the independent 
variables and R square value is significant at 1 % level.

The multiple regression equation is 

 Y= 3.646 +0.103X1+0.456X2+0.060X3+0.23
7X4

Here the coefficient of X1 is 0.103 represents the 
partial effect of motivating factors of new product 
development on the new product development 
practices by holding all other variables as constant. 
The estimated positive sign implies that such effect is 
positive that the new product development practices in 
fabrication engineering industries score would increase 
by 0.103 for every unit increase in motivating factors 
of new product development and this coefficient value 
is not significant at 5% level. 

The coefficient of X2 is 0.456 represents the 
moderate level of effect of strategies adopted in new 
product development on new product development 
practices, holding all other variables as constant. The 
estimated positive sign implies that such effect is 
positive that the new product development practices 
score would increase by 0.456 for every unit increase 
in effect of strategies adopted in new product 
development and this coefficient value is highly 
significant at 1% level.

The co efficient of X3 is 0.060 represents the 
nominal effect of factors influencing new product 
development in fabrication engineering firms on 
the new product development practices , by holding 
all other variables constant. The estimated positive 

sign implies that, such effect is positive that the new 
product development practices would increase by 
0.060 for every unit increase in the effect of factors 
influencing new product development in fabrication 
engineering firms in sample and this coefficient value 
is not significant at 5% level.

Finally, the co-efficient of X4 is 0.237 represents 
the moderate level of effect of barriers in new product 
development in fabrication engineering industries in 
the sample on the new product development practices 
by holding all other variables as constant. The estimated 
positive sign implies that such effect is positive that 
the new product development practices score would 
increase by 0.237 for every unit increase in the barriers 
in new product development in fabrication firms in the 
sample and this co efficient is highly significant at 1% 
level.

SUMMARY AND CONCLUSION

On the basis of the regression, it is found that, the 
prime factors influencing the new product development 
practices in the fabricating industries are the strategies 
used and barriers in the new product development 
and these factors are highly significant at 1% level of 
significance.
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Abstract

Development process should be holistic (alternative) 
and systematic not to good ideas die. This process 
is installed on Innovation Management System that 
collect, review, evaluate new product ideas and 
manage the company appoints to a senior person 
to be the Innovation Manager who encourage all 
the company employees, suppliers, distributors and 
dealers to become involved in finding and developing 
new products. Then, there is a Cross-Functional 
Innovation Management Committee which: Evaluate 
new products ideas and Help bringing good ideas. To 
sum up, New-Product success requires new ways to 
create valued customer experience, from generating 
and screening new product ideas to create and roll 
out want-satisfying products. With this back ground 
and with the objective to identify the prime factors 
influencing the new product development in the 
fabrication industry, the current study is undertaken. 
For the purpose of data collection fabrication firms 
in Chennai is selected as sample and data is collected 
through structured questionnaire using simple random 
sampling method. The data analysis reveals that the 
multidimensional factors influencing the new product 
development.

Keywords: Cross functional- Multidimensional- 
Critical- Design- Deployment.

STATEMENT OF THE PROBLEM

New product design and development becomes 
mandatory to the firms irrespective of the nature of 
products produced in the economy. The success and 
sustainability of the business depends on the product 
line and range held by the firm. This is applicable to 
engineering fabrication industry also in the recent past. 

The primary factors could be advent of new technology 
and the customers drive towards replacement models 
rather than repair and reuse models. New product 
development involves many dimensions of issues and 
factors due to involvement of money, risk associated 
with the investments and feasibility and commercial 
viability of the product. At any point of time the 
designs can change due to market factors. New product 
development in engineering firms takes lot of time. 
In some cases, before introduction of a new product, 
another advanced and economical product may emerge 
as substitute. In this case the risk is very high. This is 
external environment related. But, internal factors role 
in new product development is equally holds good. 
The role of firm’s demographics is indispensable in 
nature. There is no comprehensive study covering the 
issues and concerns pertaining to new product design 
and development in fabrication engineering industry. 
Hence, the present study is taken up for the research.

SCOPE OF THE STUDY

The scope of the current study is limited to selected 
engineering firms operating in Chennai and its 
suburban areas. The engineering firms in the study 
included both public Limited and Private limited firms. 
The operations of the sample firms are spread across 
all the domains and verticals of design, development, 
site engineering, servicing and consultancy services in 
engineering domain. The employees in the survey cover 
the range of age groups, experience groups, working 
at different levels of management. In addition equal 
opportunity is given to all the employees by sending a 
digital survey structured questionnaire for expressing 
their views on the topic and the various dimensions of 
impact of the same. The findings of the study may be 
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applicable to the firms operating elsewhere in the same 
environment in the country. However the personal bias 
and perceptional differences may be exists. 

NEED FOR THE STUDY 

There is both practical and theoretical significance of 
conducting a research study of this nature. Fabrication 
engineering is a specialized job with multiple skills 
involvement to design a product and to operationalise 
the same either for individual customer or for an 
institutional customer. Being domestic and traditional 
engineering firms in the sample area are slowly coming 
out of the industry either through diversification or 
buyout. The reasons for the same are organizational and 
environmental in nature. The organizational reasons 
could be lack of second generation management to take 
up the firm and to run on profitable and professional 
manner. The environmental factors includes the entry 
of new age firms with latest technology, lack of skilled 
labour to engage in manufacturing operations in design 
and development of customer specified products, 
decreased demand for standard and uniformed products. 
In this scenario, fabrication industry is at cross roads, 
especially run by the traditional management firms.  
There is no comprehensive research is done with 
reference to fabrication industry issues and concerns 
in terms of new product design and development. Of 
course, in engineering side few models, strategies and 
quality measures are introduced based on the Japanese 
experience and few companies succeeded in that. 
The continuous adoption and application of those are 
restricted to standard manufacturing divisions. But 
the fabrication division is depending on the customer 
specific products design and development, hence, every 
product is heterogeneous and every product required a 
new model and new requirements in terms of resources 
and talents. In this scenario, a comprehensive study 
on the issues, concerns, motives, strategies adopted 
and factors influencing the new products design and 
development in fabrication engineering industries 
could be value addition to the existing literature and 
identifying the success factors of new products in 
fabricating industry could be of practical use to the 
industry. With this philosophy in mind the current 
project is undertaken. The social relevance of the same 
is abundant and hence it serves the social needs of the 
industry in specific and society at large. 

The specific objectives of the study are:
To identify the factors influencing new product 
development in fabrication industries in the sample.

SOURCES OF DATA

For the purpose of study, data required is collected from 
both primary and secondary sources. The primary data 
is collected from a structured questionnaire prepared 
and tested through pilot study. The secondary data is 
collected from both print and electronic sources. The 
print sources includes, magazines, newspapers, books, 
journals, reports, research based thesis, review reports, 
policy documents and other unpublished data from the 
libraries and milk producing firms in the sample area. 
The electronic sources includes, data bases, e-journals, 
web sources, websites of research companies, industry 
associations, government sites and other media 
sources.

DATA COLLECTION TOOLS

For the purpose of the study both primary and secondary 
data sources are used. The primary data is collected 
through a structured questionnaire prepared and tested 
through pilot study and reliability. The secondary data 
is collected from both print and electronic media. The 
print sources include books, journals, magazines, 
reports, documents etc. The electronic sources include 
websites, e-books, digital reports, and cloud data 
in mobile phones through aps like whatsap. For the 
purpose of data required for the analysis and to test 
the hypotheses, the primary data is collected through 
a structured questionnaire prepared on the basis of 
review of literature and tested through pilot study. 

PILOT STUDY AND RELIABILITY TEST

The pilot study was conducted by distributing 125 
questionnaires to executives from the engineering 
companies in the sample area. Cronbach Alpha Test 
was used to determine the degree of consistency among 
the multiple measurements of each factor. It measures 
the inter-item reliability of a scale generated from a 
number of items. Ideally, the reliability coefficient 
above 0.5 is considered acceptable as a good indicator 
of constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
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Mallery, 2001; Pallant, 2005).  

RESEARCH METHODOLOGY

The current study is descriptive in nature. For the 
purpose of study fabrication engineering firms 
from Chennai are selected by using the industrial 
association dictionary from guindy industrial estate 
firms association. From the list of fabrication industries 
having more than 20 years of experience in the industry 
is selected for the study. There are 49 firms having more 
than 20 years of experience in fabrication industry. 
While approaching for studying 16 companies rejected 
the entry permission, sharing of data and distribution 
of structured questionnaires to the employees. From 
the remaining 33 firms are permitted to visit during rest 
hours and shift change timings to meet the employees. 
From the list of 33 all the companies are given due 
and equal weightage and distributed 20 questionnaires 
to each company on quota sampling basis. There are 
481 filled in questionnaires were collected back and 
scrutinized to remove the unfilled and partially filled 
questionnaires. It is noted that 442 questionnaires 
are filled in all respects and found usable for further 
analysis. Based on the same, by using SPSS version 
24.0 is used to perform the analysis and the results 
are presented in the following lines. Initially a pilot 
study was conducted with 125 questionnaires and the 
reliability for the same was calculated by using Corn 
Bach’s Alpha Score and found at 0.896 (89.6 Percent) 
as reliable. Ideally, the reliability coefficient above 
0.5 is considered acceptable as a good indicator of 
constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005).  The primary reason 
behind the adoption of convenient sampling technique 
is time and co-operation from the sample respondents 
to get the real and reliable and free consent of the 
respondent. Employees working in engineering firms 
are traveling from far of places and tightly scheduled 
with personal and professional commitments. In some 
of the cases, the survey is conducted at the employee 
residence, where he or she is free to spend some time 
to share their opinions. The e-questionnaires also send 
to known sources through Google docs and collected. 
Both physical and electronic questionnaires were 

consolidated by thorough review of the collected 
questionnaires. On review, it is found that, few 
questionnaires in total found unusable due to errors of 
omission and dual entries and 442 samples were found 
suitable for the study. Data analysis is carried out with 
the same.  The data and information collected from 
respondents pertains to the year 2015.

DATA ANALYSIS USING FACTOR 
ANALYSIS 

Grouping the variables gives more clarity on the 
subject and also on the decision mechanism design. In 
view of this researcher grouped the items in to groups 
using Principal Component Analysis with Varimax and 
Kaiser Normalization. In this part of the analysis, the 
scholar is trying to group the variables influencing the 
new product development in fabrication engineering 
firms quoted as items in the questionnaire into factors. 
The results of the analysis are presented below.

FACTOR ANALYSIS-I

Motives for the new product design and development 
in fabrication engineering industries in the sample. 
The Motives for new product design and development 
in fabrication engineering industries in the sample 
consist of 15 variables therefore the data reduction 
is done through the application of factor analysis by 
principal component method and the following results 
are obtained 

Table 1 KMO and Bartlett’s Test for sample 
adequacy

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy.

.583

Bartlett’s Test of Sphericity Approx. Chi-
Square

374.585

df 105
Sig. .000

From the above table it is found that KMO 
measure of sampling adequacy is .583, Bartlett’s test of 
Sphericity with approximate chi squire value 374.585,  
P= .000 are statistically significant at 5% level this 
implies the sample size is adequate to ascertain the 
Motives for new product design and development in 
fabrication engineering industries in the sample this 
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leads to the variance verification for all 15 variables 
Table 2 Initial Communalities showing the Motives for new product design and development in 

fabrication engineering industries in the sample

Motives for  new product design and development in fabrication engineering industries Initial Extraction
Individual’s Proposal 1.000 .619
Department Proposal 1.000 .654
Informal interdepartmental grouping 1.000 .515
Executive group of Committee 1.000 .566
Customer demand/order 1.000 .451
Market expectation 1.000 .594
Competitors moves towards higher technology 1.000 .632
Entry of new products 1.000 .462
Eco friendly designs 1.000 .746
Performance standards expected by the clients is increased 1.000 .518
Testing requirements and legislation changes 1.000 .553
Target Product costs 1.000 .673
Requirements for major improvement in the existing Products 1.000 .673
Production volume and quantity 1.000 .631
Availability of prototype models with technology 1.000 .729
Extraction Method: Principal Component Analysis.

From the above table it is found that the 15 variables exhibit the variables from .462 to .746. This implies the 
range of variations defined between 46%  to 74.6%, this is adequate for factor segmentation from the variables. 
This leads to the factor formation as stated in the table below:
Table 3.Total Variance Explained for the Motives for new product design and development in fabrication 

engineering industries in the sample

C
om

po
ne

nt

Initial Eigen values Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Total % of
Variance

Cumulative
%

Total % of
Variance

Cumulative
%

Total % of
Variance

Cumulative 
%

1 1.712 11.415 11.415 1.712 11.415 11.415 1.530 10.203 10.203
2 1.424 9.491 20.906 1.424 9.491 20.906 1.350 9.000 19.203
3 1.410 9.400 30.305 1.410 9.400 30.305 1.308 8.722 27.925
4 1.208 8.054 38.359 1.208 8.054 38.359 1.277 8.516 36.442
5 1.134 7.563 45.922 1.134 7.563 45.922 1.245 8.297 44.739
6 1.096 7.307 53.229 1.096 7.307 53.229 1.160 7.734 52.473
7 1.031 6.872 60.102 1.031 6.872 60.102 1.144 7.629 60.102
8 .967 6.448 66.549
9 .955 6.364 72.914
10 .811 5.406 78.319
11 .795 5.301 83.620
12 .740 4.935 88.555
13 .702 4.678 93.233
14 .533 3.551 96.784
15 .482 3.216 100.000

Extraction Method: Principal Component Analysis.
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From the above table it is found that the 15 
variables are reduced in to 7 predominant factors. It is 
also found that the 15 variables exhibit the total variance 
of 60.102%. It is also ascertained that the 7 factors 
individually posses the variances 10.203%, 9.0% and 

8.72%, 8.51%,8.29%,7.73% and 7.62 %. This leads 
to the variable loadings for each factors of motivation. 
The first factor consists of 3 variables .695, .665, .556, 
(values) for the variables 11, 10, and 12, “therefore the 
factors are known as Performance  factors”.  

Table 4 Rotated Component Matrix along with the factor loadings and factors emerged

Component
1 2 3 4 5 6 7

Testing requirements and legislative changes -.695 Performance Factors
( uncontrollable)Performance standards expected by clients .665

Target product costs .556
Customer demand .112 .642 Market factors
Market expectation .171 -.593
Entry of new products .123 -.565
Eco friendly designs -.164 -.027 .846 Environmental factor
Production volume and quality -.142 -.057 .098 -.721 Change Factors
Requirements for major improvement in the 
existing products

-.372 .053 .133 .682

Availability of proto type models with 
technology

.054 .040 -.087 .005 .814 Technology Factors

Executive group recommendations -.091 -.047 .092 .019 .646
Interdepartmental group recommendations -.016 .199 -.034 -.127 -.063 .666  Competition 

FactorsCompetitors move towards higher 
technology

.099 .364 .472 .064 -.044 -.500

Department proposals .181 -.203 .176 .305 -.050 .486
Individual employee proposals .003 .001 -.016 -.130 .016 -.122 .766 Personal 

Factor

Extraction Method: Principal Component 
Analysis.  Rotation Method: Varimax with Kaiser 
Normalization. a Rotation converged in 8 iterations.

On the basis of the variables and loadings, the 
following factors are emerged on the basis of nature of 
data spread across the variables and grouping. There 
are seven factors emerged. They are performance 
factors, market factors, environment factors, change 
factors, technology factors, competition factors 
and personal factors in the fabrication engineering 
industry.

FACTOR ANALYSIS-II:  

Strategies adopted in new product design and 
development in fabrication industry.

There are ten types of strategies adopted by the 
fabrication firms in the new product development. 
The selection of a strategy depends on the various 
demographical and external factors prevailing in the 
industry. However, the nature of the firm and the 
kind of strategy adopted may have close association. 
In this parlance, the major strategies adopted by the 
fabrication units  in the sample are grouped through the 
application of factor analysis by principal component 
method and the following results are obtained.

Table 5 KMO and Bartlett’s Test indicating sample adequacy

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .643
Bartlett’s Test of Sphericity Approx. Chi-Square 255.803

df 45
Sig. .000**
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From the above table it is found that KMO 
measure of sampling adequacy is .643, Bartlett’s test of 
Sphericity with approximate chi squire value 255.803, 
P= .000 are statistically significant at 5% level this 

implies the sample size is adequate to ascertain the 
major strategies adopted in new product design and 
development in the fabrication industry, this leads to 
the variance verification for all 10 variables 

Table 6 Communalities for strategies adopted in new product development by the fabrication engineering 
firms

strategies adopted in new product development by the fabrication engineering 
firms

Initial Extraction

Development strategy-Innovative 1.000 .179
Growth strategy- creative 1.000 .479
Skimming price strategy 1.000 .693
Penetration strategy 1.000 .687
Project cost strategy 1.000 .533
Technology strategy 1.000 .648
Quality strategy 1.000 .631
Customer oriented strategy 1.000 .431
After sale service strategy 1.000 .478
Standard and unique strategy 1.000 .646

Extraction Method: Principal Component Analysis.

From the above table it is found that the 10 variables exhibit the variables from .179 to .693. This implies the 
range of variations defined between 17% to 69%, this is adequate for factor segmentation from the variables. This 
leads to the factor formation as stated in the table below:

Table 7 Total Variance Explained for the strategies adopted in new product development by the 
fabrication engineering firms

C
om

po
ne

nt Initial Eigenvalues Extraction Sums of  
Squared Loadings

Rotation Sums of Squared 
Loadings

Total % of
Variance

Cumulative
%

Total % of
Variance

Cumulative
%

Total % of
Variance

Cumulative 
%

1 1.739 17.393 17.393 1.739 17.393 17.393 1.544 25.443 25.443
2 1.428 14.278 31.671 1.428 14.278 31.671 1.468 14.685 40.127
3 1.160 11.603 43.274 1.160 11.603 43.274 1.267 12.675 52.802
4 1.079 10.789 54.063 1.079 10.789 54.063 1.126 11.261 64.063
5 .990 9.898 63.961
6 .881 8.811 72.772
7 .808 8.076 80.848
8 .714 7.136 87.985
9 .669 6.686 94.671
10 .533 5.329 100.000

Extraction Method: Principal Component Analysis.

From the above table it is found that the 10 variables are reduced in to 4 predominant factors. It is also found 
that the 10 variables exhibit the total variance of 64.063%. It is also ascertained that the 4 factors individually 
posses the variances 25.443%, 14.685%, 12.675 and 11.261%. This leads to the variable loadings for each factors 
of strategy adopted in new product development in fabrication engineering industry. 
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Table 8 Rotated Component Matrix(a) along with factor loadings and the factors emerged

Component
1 2 3 4

Quality strategy .722 Quality strategy
Technology strategy -.655
Product cost strategy .654
Standard and unique strategy .094 .797 Service strategy
After sales service strategy .021 -.669
Customer oriented strategy -.342 .555
Penetration strategy -.181 -.128 .737 Market strategy
Growth strategy .084 .154 .640
Skimming price strategy .005 -.110 -.028 .825 Innovative 

strategyInnovative development strategy .018 -.105 .288 .292

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

On the basis of factor analysis the ten strategies 
are grouped into four and the major strategies adopted 
in the new product development in the fabrication 
industry is identified as quality strategy, service 
strategy, market strategy and innovative strategy. The 
combination of strategies may be done at different 
phases of product life cycle and ensure the product 
success in the market. However selection of a strategy 
and implementation requires committed team and 

prerequisites to adopt and implement in a successful 
manner.

FACTOR ANALYSIS-III: 

Factors influencing new product development in 
fabrication engineering industry

The factors influencing new product development 
in fabrication industry consist of 21 variables therefore 
the data reduction is done through the application of 
factor analysis by principal component method and the 
following results are obtained.

Table 9 :  Communalities 

 factors influencing new product development in fabrication industry Initial Extraction
Design methods awareness and understanding (Concept generation, Brain storming, 
Design evaluation, Design rules, codes and standards, patenting)

1.000 .831

Awareness on Design strategy of NPD-Project management techniques (QFD,FMEA, 
Route Cause Analysis, VE,Taguchi)

1.000 .865

Awareness on modeling tools 
(Empirical methods, Rig testing, Physical modelas,2/3D CAE Modeling, Rapid 
Prototyping)

1.000 .923

Awareness on New Product Planning tools (Gantt Charts, Task Lists, Net work 
diagrams, Project management Software)

1.000 .842

Awareness on Product development strategy and its elements(Type of Product, target 
market, features, customer benefits, technology, prioritization, resources planning)

1.000 .960

Availability of self motivated multi skilled design teams 1.000 .940
Experience in using standard modules and components 1.000 .969
Co-ordination of centralized activities with new product activities 1.000 .903
Consideration of competitive products at every stage 1.000 .938
Specification elements( related to designs, production process, subsystem requirements, 
testing requirements,  group costs)

1.000 .938

Market driven variables ( cost, Time , Quality, Technology and customer satisfaction) 1.000 .923
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Business driven variables (Market share, Profitability, Revenue and stake holders 
benefits)

1.000 .872

Process innovation and technology acquisition (Management Control Measures) 1.000 .886
Project team level controls and activities 1.000 .929
Management participation and involvement in new product design and development. 1.000 .932
Positive market climate and demand for new products 1.000 .809
Growth of the market and new markets 1.000 .957
Environmental aspects of business and technology 1.000 .934
Financial aspects of project and success rate 1.000 .958
Intellectual capital availability and engagement in firms 1.000 .799
Customer relationship management practices 1.000 .646

Extraction Method: Principal Component Analysis.

From the Table 4.8.4, it is found that the 21 variables exhibit the variables from .646 to .969. This implies the 
range of variations defined “between” 64 percent to 96 percent, this is adequate for factor segmentation from the 
variables. This leads to the factor formation as stated in the table below:

Table 10: Total Variance Explained for The factors influencing new product development in fabrication 
industry

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
 Total % of 

Variance
Cumulative 
%

Total % of Variance Cumulative 
%

Total % of 
Variance

Cumulative 
%

1 13.39 58.255 58.255 13.399 58.255 58.255 8.357 36.337 36.337
2 3.587 15.596 73.850 3.587 15.596 73.850 5.867 25.509 61.846
3 1.983 8.622 82.472 1.983 8.622 82.472 3.823 16.621 78.468
4 1.309 5.693 88.165 1.309 5.693 88.165 2.230 9.698 88.165
5 .936 4.070 92.235       
6 .556 2.417 94.653       
7 .424 1.845 96.498       
8 .279 1.214 97.712       
9 .152 .661 98.373       
10 .125 .543 98.915       
11 .111 .484 99.399       
12 .078 .339 99.738       
13 .025 .110 99.848       
14 .022 .094 99.942       
15 .010 .041 99.984       
16 .004 .016 100.0       
17 1.59 6.91 100.0       
18 1.18 5.12 100.0       
19 2.50 1.08 100.0       
20 2.79 1.21 100.0       
21 -3.13 -1.36 100.0       

Extraction Method: Principal Component Analysis.

On the basis of the variables grouped together, there are four factors emerged. The factors are given the 
appropriate titles on the basis of the nature of variables in the list. The factors are: internal factors, external factors, 
experience factors and technology factors. Internal co-ordination and strengths, external market climate, expertise 
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and experience in design and development of new products and technology awareness and supportiveness in terms 
of availability and accessibility can make the new product development in the fabrication industry as successful.

Table 11: Rotated Component Matrix (a)

  Factors influencing new product development in fabrication 
industry

Component
1 2 3 4

19 - Financial aspects of project and success rate .901 Internal Factors
20- Intellectual capital availability and engagement in firms .873
16- Positive market climate and demand for new products .871
14- Project team level controls and activities .821
15- Management participation and involvement in new product design and 
development.

.793

6- Availability of self motivated multi skilled design teams .721
7- Experience in using standard modules and components .716
21- Customer relationship management practices .659
10- Specification elements( related to designs, production process, 
subsystem requirements, testing requirements,  group costs)

.229 .893 E x t e r n a l 
Factors

8- Co-ordination of centralized activities with new product activities .461 .811
9- Consideration of competitive products at every stage .367 .729
11- Market driven variables ( cost, Time , Quality, Technology and 
customer satisfaction)

.528 .720

18- Environmental aspects of business and technology .660 .708
13- Process innovation and technology acquisition (Management Control 
Measures)

.569 .662

12- Business driven variables (Market share, Profitability, Revenue and 
stake holders benefits)

.648 .649

5- Awareness on Product development strategy and its elements(Type 
of Product, target market, features, customer benefits, technology, 
prioritization, resources planning)

Experience Factor -.944 -.130

4- Awareness on New Product Planning tools 
(Gantt Charts, Task Lists, Net work diagrams, Project management 
Software)

-.898 .073

17- Growth of the market and new markets .830 -.018
2- Awareness on Design strategy of NPD-Project management techniques 
(QFD,FMEA, Route Cause Analysis, VE,Taguchi)

Technology Factor .923

3-Awareness on modeling tools 
(Empirical methods, Rig testing, Physical modelas,2/3D CAE Modeling, 
Rapid Prototyping)

.720

1- Design methods awareness and understanding
(Concept generation, Brain storming, Design evaluation, Design rules, 
codes and standards, patenting)

.686
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Extraction Method: Principal Component 
Analysis.  Rotation Method: Varimax with Kaiser 
normalization. a  Rotation converged in 7 iterations.

FACTOR ANALYSIS-IV: 
Barriers in new product development in fabrication 
engineering industry

The dimension of Barriers in new product 
development in fabrication engineering industry 
consist of 15 variables therefore the data reduction 
is done through the application of factor analysis by 
principal component method and the following results 
are obtained 

Table 12: Showing KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .743

Bartlett’s Test of Sphericity Approx. Chi-Square 613.546
 df 105
 Sig. .000

from the above table it is found that KMO measure of sampling adequacy is .743, Bartlett’s test of Sphericity 
with approximate chi squire value 613.546, P= .000 are statistically significant at 1% level this implies the sample 
size is adequate to ascertain the factors /Barriers in new product development in fabrication engineering industry, 
this leads to the variance verification for all 15 variables 

Table 13: Showing the Barriers in new product development in fabrication engineering industry

Barriers in new product development Initial Extraction
Economic Factors- Availability of funds 1.000 .609
HR Supply- Availability of skilled employees 1.000 .688
Market demand- customer expectations 1.000 .492
Value Chain and Technology 1.000 .512
Legislation regulations 1.000 .505
Ownership and managerial style 1.000 .552
Size of the firm and constraints associated with that 1.000 .520
Competition and service trends 1.000 .595
Size of Market and market share 1.000 .726
Entry of new players 1.000 .587
Growth and development plans 1.000 .521
Industry Associations and unions 1.000 .496
Employee service quality reports 1.000 .497
Pressure/ suggestions from the regular customers 1.000 .518
Management attitude towards NPD 1.000 .564

Extraction Method: Principal Component Analysis.

From the above table it is found that the 15 
variables exhibit the variables from .492 to .726. This 

implies the range of variations defined between 49% to 
72%, this is adequate for factor segmentation from the 
variables. This leads to the factor formation as stated 
in the table below:

Table 14: Total Variance Explained the Barriers in new product development in fabrication engineering 
industry

Com Initial Eigen values Extraction Sums of 
Squared Loadings

Rotation Sums of 
Squared Loadings

 Total % of 
Variance

Cumu
%

Total % of 
Variance

Cumu
 %

Total % of 
Variance

Cumu
 %

1 3.444 22.959 22.959 3.444 22.959 22.959 1.977 23.177 23.177
2 1.526 10.171 33.129 1.526 10.171 33.129 1.908 12.720 35.897
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3 1.223 8.155 41.285 1.223 8.155 41.285 1.664 11.090 46.987
4 1.153 7.688 48.973 1.153 7.688 48.973 1.573 10.486 57.473
5 1.039 6.927 55.900 1.039 6.927 55.90 1.264 8.427 65.90
6 .955 6.364 62.264       
7 .876 5.838 68.101       
8 .800 5.330 73.431       
9 .717 4.778 78.209       
10 .672 4.477 82.687       
11 .619 4.125 86.812       
12 .575 3.835 90.647       
13 .528 3.521 94.168       
14 .470 3.132 97.300       
15 .405 2.700 100.00       

Extraction Method: Principal Component 
Analysis.

From the above table it is found that the 15 
variables are reduced in to 5 predominant factors. It 
is also found that the 15 variables exhibit the total 
variance of 65.900 %. It is also ascertained that the 
5 factors individually posses the variances 23.177%, 
12.720% , 11.090%, 10.486  and 8.427 %. This 
leads to the variable loadings for each Barrier in 
new product development in fabrication engineering 
industry. The first factor consists of 4 variables, with 

the loading scores of 0.691, 0.621, 0592 and 0.507 as 
administrative barriers, the second factor consists of 
4 variables with the score loadings of 0.689, 0.680, 
0.663, and 0.584 as organizational barriers. The third 
factor includes 3 variables with the score loadings of 
0.788, 0.643 and 0.493 as employee barriers, Fourth 
factor consists of two variables with the score loadings 
of 0.739 and 0.638 as market barriers and finally two 
variables with the score loadings of 0.799, 0.514 as 
feasibility dimension factors as main barriers in the 
new product development in fabrication industry.

Table 15: Rotated Component Matrix (a) along with the factor loadings and factors emerged

 Barriers in new product development in fabrication 
engineering industry

Component

1 2 3 4 5
15- Management attitude towards NPD .691

Administrative 
barriers 

14- Pressure/ suggestions from the regular customers .627
5- Legislation regulations .592
4- Value chain and technology .507
7- Size of the firm and constraints associated with that .150 .689

Organizational 
barriers

1- economic factors/ availability of funds -.217 .680
11- Growth and development plans .081 .663
13- Employee service quality reports .265 .584
2- Availability of skilled labour .019 .116 .788

Employee 
barriers

8- Competition and service trends .246 .148 .643
12- Industry association and unions .465 .133 .493
10- Entry of new players .093 .136 .115 .739 Market barriers6- Ownership and management style -.034 -.066 .150 .685
9- Size of Market and market share .255 .112 -.077 .071 .799 Feasibility 

barriers3- Market demand and customer expectations -.009 .272 .265 .297 .514

Extraction Method: Principal Component Analysis.  Rotation Method: Varimax with Kaiser Normalization. 
a  Rotation converged in 13 iterations.
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FACTOR ANALYSIS-V: 

Success factors of new product development in fabrication engineering industry.

The Success factors of new product development in fabrication engineering industry consist of 10 variables 
therefore the data reduction is done through the application of factor analysis by principal component method and 
the following results are obtained

Table 16 KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .724
Bartlett’s Test of Sphericity Approx. Chi-Square 165.346

df 45
Sig. .000

From the above table it is found that KMO 
measure of sampling adequacy is 0.724, Bartlett’s 
test of Sphericity with approximate chi squire value 
165.346, P= .000 are statistically significant at 1% 

level this implies the sample size is adequate to 
ascertain Success factors of new product development 
in fabrication engineering industry this leads to the 
variance verification for all 10 variables 

Table 17 Communalities for Success factors of new product development in fabrication engineering 
industry

Success factors of new product development in fabrication engineering 
industry

Initial Extraction

Price of the product 1.000 .521
Delivery Conformance 1.000 .817
Delivery lead time 1.000 .639
Time to market(Production to delivery) 1.000 .499
Quality and reliability 1.000 .651
Performance 1.000 .765
Technical up gradation and flexibility 1.000 .535
Life cycle costs/operating expenses 1.000 .564
Maintenance costs 1.000 .526
After sales service facilities and costs 1.000 .601

Extraction Method: Principal Component Analysis.

From the above table it is found that the 10 
variables exhibit the variables from .499 to .817. This 

implies the range of variations defined between 49% to 
81%, this is adequate for factor segmentation from the 
variables. This leads to the factor formation as stated 
in the table below:

Table 18 Total Variance Explained for Success factors of new product development in fabrication 
engineering industry

C
om

po
ne

nt Initial Eigenvalues Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Total % of 
Variance

Cumulative
%

Total % of 
Variance

Cumulative 
%

Total % of 
Variance

Cumulative 
%

1 1.619 16.185 16.185 1.619 16.185 16.185 1.339 13.386 13.386
2 1.253 12.526 28.711 1.253 12.526 28.711 1.300 13.003 26.388
3 1.136 11.360 40.071 1.136 11.360 40.071 1.260 12.605 38.993
4 1.070 10.695 50.766 1.070 10.695 50.766 1.124 11.236 50.229
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5 1.040 10.404 61.171 1.040 10.404 61.171 1.094 10.941 61.171
6 .901 9.011 70.182
7 .867 8.665 78.847
8 .793 7.932 86.779
9 .735 7.353 94.132
10 .587 5.868 100.000

Extraction Method: Principal Component 
Analysis.

From the above table it is found that the 10 
variables are reduced in to 5 predominant factors. 
It is also found that the 10 variables exhibit the 
total variance of 61.171%. It is also ascertained 

that the 5 factors individually posses the variances 
13.386%, 13.003%, 12.605%, 11.236% and 
10.941%. This leads to the variable loadings 
for each factor Success factors of new product 
development in fabrication engineering industry in 
the sample. 

Table 19 Rotated Component Matrix(a) along with factors emerged

Variables grouped Component
1 2 3 4 5

10 - After sales service facilities and costs .740 Maintenance cost Factors
9-  Maintenance costs -.615
6- Performance -.025 .853 Performance  Factor
7- Technical up gradation and flexibility -.119 -.501
5- Quality and reliability .038 -.117 .795 Quality Factor
3- delivery lead time -.136 .412 .563
1- Price of the product -.065 .086 .044 .712 Operating cost Factor
4- Time to market( production to delivery) .435 -.015 -.054 .536
8- Life cycle costs/operating expenses .431 .343 -.124 -.494
2- Delivery conformance -.002 .092 -.037 .050 .897 Time Factor

Extraction Method: Principal Component 
Analysis.  Rotation Method: Varimax with Kaiser 
Normalization. a  Rotation converged in 15 iterations.

Success factors of new product development in 
fabrication engineering industry is grouped into five 
factors, namely Maintenance cost factor, performance 
factor, quality factor, operating cost factor and time 
factor. Hence, overall success of the new products 
depends on cost and performance in the fabrication 
industry. 

FACTOR ANALYSIS: VI:  

Suggestions to improve the new product development 
practices among the fabrication industries in the 
sample.

The suggestions to improve the Suggestions to 
improve the new product development practices among 
the fabrication industries in the sample consist of 15 
variables therefore the data reduction is done through the 
application of factor analysis by principal component 
method and the following results are obtained 

Table 20 KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .780
Bartlett’s Test of Sphericity Approx. Chi-Square 337.143

df 105
Sig. .000
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From the above table it is found that KMO measure 
of sampling adequacy is .780, Bartlett’s test of Sphericity 
with approximate chi squire value 337.143,  P= .000 
are statistically significant at 1% level this implies the 

sample size is adequate to ascertain the Suggestions to 
improve the new product development practices among 
the fabrication industries in the sample this leads to the 
variance verification for all 15 variables 

Table  21 Communalities for Suggestions to improve the new product development practices among the 
fabrication industries in the sample

Suggestions to improve the new product development practices among 
the fabrication industries in the sample

Initial Extraction

Establishment of Professional and specialized training institutes 1.000 .688
Standardization and benchmarking of NPD processes 1.000 .624
Encouraging Professional training associations 1.000 .521
Encouraging voluntary membership in training institutes 1.000 .533
Design and development of NPD courses and Programmes 1.000 .441
NPD progammes audit and up gradation 1.000 .466
Establishment of quality accreditation certifications 1.000 .801
Designing and development of NPD training methods in vernacular 
language and imparting

1.000 .501

Systematic training programmes schedule preparation and implementation 1.000 .660
Regular assessment of NPD training needs 1.000 .559
Building team spirit and career counseling 1.000 .696
Encouraging to participate in NPD training programmes 1.000 .644
Government initiatives to build capacity in professional training institutes 1.000 .581
Frequent revision of NPD training manuals based on the market changes 1.000 .599
Autonomous and Apex body promotion, supervision and regulation of 
engineering industry NPD training programmes.

1.000 .674

Extraction Method: Principal Component Analysis.

From the above table it is found that the 10 variables exhibit the variables from .441 to .801. This implies the 
range of variations defined between 44% to 80%, this is adequate for factor segmentation from the variables. This 
leads to the factor formation as stated in the table below:

Table 22 Total Variance Explained for Suggestions to improve the new product development practices 
among the fabrication industries in the sample

C
om

po
ne

nt Initial Eigenvalues Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Total % of 
Variance

Cumulative 
%

Total % of 
Variance

Cumulative 
%

Total % of 
Variance

Cumulative 
%

1 1.611 10.739 10.739 1.611 10.739 10.739 1.459 9.728 19.728
2 1.489 9.928 20.667 1.489 9.928 20.667 1.400 9.331 29.059
3 1.344 8.963 29.630 1.344 8.963 29.630 1.304 8.696 37.755
4 1.240 8.269 37.899 1.240 8.269 37.899 1.287 8.577 46.332
5 1.169 7.791 45.690 1.169 7.791 45.690 1.247 8.310 54.642
6 1.087 7.244 52.933 1.087 7.244 52.933 1.192 7.946 62.588
7 1.048 6.987 59.920 1.048 6.987 59.920 1.100 7.332 69.920
8 .950 6.333 66.253
9 .916 6.104 72.357
10 .863 5.752 78.109
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11 .793 5.285 83.394
12 .738 4.922 88.316
13 .650 4.335 92.651
14 .577 3.850 96.501
15 .525 3.499 100.000

Extraction Method: Principal Component 
Analysis.

From the above table it is found that the 15 
variables are reduced in to 7 predominant factors. It is 
also found that the 15 variables exhibit the total variance 
of 69.920%. It is also ascertained that the 7 factors 
individually posses the variances 9.728%, 9.331%, 
8.696%, 8.577%, 8.310%,7.946%, and 7.332%. 

This leads to the variable loadings for each factor of 
Suggestions to improve the new product development 
practices among the fabrication industries in the 
sample. The first factor consists of 3 variables .639, 
.531, and .425, (values) for the variables quoted in 
the questionnaire Q23.5, Q23.3 and Q23.6 “therefore 
the factors are known as Training and development 
factor”.  

Table 23 Rotated Component Matrix (a) along with the factors emerged

Variables loaded as suggestions Component
1 2 3 4 5 6 7

5- Design and development of NPD courses and 
Programmes

.639 Training and development Factor

3- Encouraging Professional training associations .531
6- NPD progammes audit and up gradation .425
2- Standardization and benchmarking of NPD processes .004 .691 Bench marking Factors
10- Regular assessment of NPD training needs -.120 .674
4- Encouraging voluntary membership in training institutes .220 .543
15- Autonomous and Apex body promotion, supervision 
and regulation of engineering industry NPD training 
programmes.

.074 .049 .801 Institutional Factor

14- Frequent revision of NPD training manuals based on 
the market changes

.178 .069 -.742

1- Establishment of Professional and specialized training 
institutes

.207 -.138 .042 .770 Skill development 
 Factor

8- Designing and development of NPD training methods in 
vernacular language and imparting

-.392 .082 .016 .524

9- Systematic training programmes schedule preparation 
and implementation

-.177 .072 -.021 .466

12- Encouraging to participate in NPD training programmes .035 .119 .118 .012 .782 Encouragement
 Factor13- Government initiatives to build capacity in professional 

training institutes
.489 .125 .218 -.048 -.498

11- Building team spirit and career counseling Team building Factor .821
7- Establishment of quality accreditation certifications Quality factor .893

Extraction Method: Principal Component 
Analysis.  Rotation Method: Varimax with Kaiser 
Normalization. a  Rotation converged in 15 iterations.

The Suggestions to improve the new product 
development practices among the fabrication 

industries in the sample are grouped into seven 
dimensions of factors. The Suggestions to improve 
the new product development practices among the 
fabrication industries in the sample are training and 
development factor, bench marking factor, institutional 



40

   

factor, skill development factor, encouragement factor, 
team building factor and quality factor. With these 
dimensions of suggestions a company can improve 
the degree of adoption and practice of new product 
development in fabrication industries in the sample in 
a successful manner. This will benefit the industry and 
society at large in the years to come.

SUMMARY AND CONCLUSION

The various motives, strategies adopted in new 
product development, factors influencing in the 
new product development, barriers and success 
factors of new products in the fabrication industry 
is multidimensional in nature and dynamic in 
character. These factors are time bound, and changes 
in accordance with the business cycles and economic 
factors in the economy. The role of external factors 
is substantial in nature and hence, the fabricating 
firms design and develop new product in a highly 
flexible manner and by considering the externals 
market factors as a base. This can help in improving 
the success rate of the products in the market. 
Customization and customer orientation are two 
pillars of success of new products in the fabrication 
industry.
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Abstract:

IPR has taken a status symbol of a county at this 
globalization phase as it becomes a strategic response 
for the globalization and liberalization of the economic 
growth of a country. It also signifies the scientific, 
technical and industrial development of a nation. 
IPR drives the industrial change and attracts foreign 
investment in a nation. Corporate takes IPR as the 
power that keeps the business moving forward and 
as a  tool to maintain their competitive advantage; for 
significant collaborations; to streamline processes; 
drive new revenue streams; maximize their profitable 
investment, reduce risk; drive innovation effectively 
and efficiently…etc The primary issues in promoting 
IPR are illiteracy; lack of planning for patents and 
copy rights by the corporate, and lack of innovation. 
Quality is not the only issue but it is fueled along 
with transparent operation and ethical compliances. 
Lack of awareness and the feel for importance of 
IPR is still need to be tapped heavily to sustain in 
this competitive global market. The present paper is 
focused on the issues and concerns in promoting IPR 
and its importance to the country in the years to come.

Keywords: creativity and invention- limited 
monopolistic rights- awareness- Patent knowledge- 
study sustainable economic growth

INTRODUCTION

Intellectual property (IP)is an abstract property 
which is legally entitled like any other property that 
refers to creations of mind such as musical literacy , 
artistic work , inventions, symbols, names ,images , and 
designs used in commerce , including copyright , trade 
marks , patents & related rights, industrial designs; 
geographical indications, layout designs of Integrated 
Circuits, and protection of Undisclosed Information. 
Intellectual property surrounds us in nearly everything 

we do. At home, at school, at rest, at play no matter 
what we do the fruit of human creativity and invention 
surrounds us. The law governing the rights for owning 
this Intellectual Property has taken it vital position in 
the recent years across the globe. This right empowers 
the IP owner to have certain exclusive rights in the 
form of “limited monopolistic rights” for his/her labor 
and efforts to these creative works which is covered by 
it. Though the existence of IPRs is very old it gives the 
social recognition to its holder with further addition of 
economic benefits to its holders. 

IPR – Symbol of Pride : IPR has taken a status 
symbol of a county at this globalization phase as it 
becomes a strategic response for the globalization and 
liberalization of the economy growth of a country. It 
also signifies the scientific, technical and industrial 
development of a nation. IPR drives the industrial 
change and attracts foreign investment in a nation. 
Corporate takes IPR as the power that keeps the 
business moving forward.  IPR as tool to maintain their 
competitive advantage; for significant collaborations; 
to streamline processes; drive new revenue streams; 
maximize their profitable investment, reduce risk; 
drive innovation effectively and efficiently…etc 

IPR – Outlook in India: The developed countries 
have any how embraced the IPR strategy long before 
and have made their systems align to this but the 
developing and the underdeveloped countries sees this 
as a mammoth task and unnecessary. All the developing 
countries except few always have a dilemma in their 
outlook when it comes to IPR. Due to their own state 
policies, lack of knowledge, lack of systems and 
procedures, unwillingness for change are some of the 
obstacles stand in the way of the IPR acceptance and 
implementation. According to The Economic Times 
Reports Manufacturing cos lead in filing patents. 
However Among the top 100 tech companies in India, 
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almost 89 have not filed any patent applications as yet. 
During FY07 and FY08, India’s top two exporters of 
software services TSC and Infosys Technologies filed 
14 and 22 patents, respectively. Though the stats has 
a raising curve yet when we compare in the global 
scenario it shows that India’s IPR regime had to go a 
long way which is not easy. 

IPR awareness study: Methodology: This study 
aims to test the knowledge on IPR, its importance and 
the willingness to adhere and accept IPR among the 
college students. 7 notable colleges in the Chennai 
city were picked to answer a questionnaire which was 
prepared as a study tool for this study. The following 
briefings show the response to each question in the 
questionnaire.    

Q1: When did you come across the term Patent?

Since most of the college students participated in 
the survey are from science background I had a curiosity 
to know when they came across the term patent in their 
life. The responses were little bit disappointing. 11.1% 
of the students have not come across the term patent 
so far; 11.1% in the post graduation only; 37.04% in 
under graduation and 40.74% in their school level 
itself. As most of the students are in their PG studies 
this answer is little unexpected as they are the future 
of a country. 

Q2: Correct identification of definition of Patent: 

Definition for patent was given in this question 
and students were asked to identify this against patent, 
copyright, license and Trademark. 81.48% correctly 
marked it as patent; 7.41% marked it as copyright; 
7.41% marked it as Trademark and 3.7% ticked it as 
License.

Q3: IPR is abbreviated as Intellectual Property Rights? 

To test the knowledge on IPR we first started with 
the abbreviation related question. Unfortunately many 
of them i.e 55.56% answered wrongly and only 44% 
answered correctly. It is a pathetic state as the students 
participated were mostly in their final year. 

Q4: Your knowledge on IPR

This question was framed to know the knowledge 
on IPR among each individual. As the IPR takes a 
centre stage in this global world it is good to see our 
future generation equipped with all its knowledge.   
There this response shows the work that India has to 
concentrate on its grass root level if it has to sustain 
in the future innovative market. Of course nobody 
can claim that they 100% knowledge in IPR and this 
survey is not different to that; only 7.41% indicated 
their knowledge on IPR is 75 to 80%; 29.63% of 
students responded that their knowledge is between 50 
to 60%; 37.04% showed that they had 20 to 40% of 
knowledge in IPR and 25.93% of students reveal that 
they don’t have any knowledge on IPR. 

This answer clearly shows that it is high time to 
act upon our IPR strategy for a better future.  Whatever 
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we can do to improve this knowledge to our future base 
we need to do it immediately. This is a big “WAKE 
UP” call for India.

Q5: Suggestions for improving IPR awareness: 

We put a question to ask students to suggest on 
this graving problem of lack of awareness on IPR. The 
students responded brilliantly like 29.63% felt that this 
could be suggested as an optional subject in college; 
62.96% responded that frequent seminars from 
corporate like Thomson Reuters and other could be 
great and 7.41% said other if any. Yes, this is brilliant. 

Q6: IPR awareness is important in India:
 Finally we tossed the question to 
read the neediness of the students. 96.3% 
of students positively revealed that IPR 

awareness is important in India and 3.70% 
couldn’t answer this but none said that this 
not important in India. Little encouraging 
factor right!!!

CONCLUSION:

The future growth of the nations is certainly going to 
be based on innovation and creativity. As this becomes 
the base of the competition the countries which have 
adapted, designed, embraced and implemented will 
certainly have an edge over other countries. India has 
a long way to go but this not too late. We need to rise 
up to the occasion and act in unison to make ourselves 
competent in the global market. 

One of the most important and basic thing required 
is the preparation of our future generation. This study 
reveals rather some of the shocking things for which 
we need to take immediate action. This is an wake 
up call for India to gear his future with all that thing 
required. In this action all the educational institutions, 
universities, colleges, schools and it is should come 
forward to take this IPR awareness to the students as 
they are the future of the nation. Let us make India 
proud and make her name glorious by joining hands 
for this cause.



Abstract:

IPR has taken a status symbol of a country at this 
globalization phase as it becomes a strategic response 
for the globalization and liberalization of the economic 
growth of a country. It also signifies the scientific, 
technical and industrial development of a nation. 
IPR drives the industrial change and attracts foreign 
investment in a nation. An attempt has been made to 
study “Intellectual property rights environment in 
India - a study on the problems and prospects during 
post liberalization era” taking samples from eight 
sectors.The present paper focuses on the descriptive 
analysis of the samples studied in eight sectors and the 
factorial analysis on level of awareness and problems 
pertaining to IPR environment improvement in India. 

Keywords: Post liberalization era – descriptive 
analysis – awareness – IP types - IPR environment 
improvement - IP knowledge- problems - economic 
growth

INTRODUCTION

Intellectual Property India: the journey so far. India 
meets its international obligations while safeguarding 
the national interests1 in the beaming sentences that 
catch our attention when we visit the IP India site. The 
journey of IPR - India goes back to 1856 and from 
there it has seen several phases and amendments before 
the famous 1970, Patent Act got established. The third 
amendment to the Patents Act, 1970 was introduced 
through the Patents (Amendment) Ordinance, 2004 
w.e.f. 1st January, 2005. This Ordinance was later 
replaced by the Patents (Amendment) Act, 2005 (Act 
15 of 2005) on 4th April, 2005 which was brought into 
force from 1st January, 20052.  India has a long and 
outstanding history in Intellectual Property Rights. 
But somehow the journey seems to be defensive rather 
than aggressive. An attempt has been made to study 

“Intellectual property rights environment in India 
- a study on the problems and prospects during post 
liberalization era” taking samples from eight sectors 
such as Pharma, Industrial designs,  Bulk Chemicals,  
R&D,  Agri-tech,  Print & Electronic Media,  Education 
and Traditional Medical Therapy. The present paper 
focuses on the descriptive analysis of the samples 
studied in eight sectors and the factorial analysis on 
level of awareness and problems pertaining to IPR 
environment improvement in India.

Intellectual Property Rights (IPR) has taken a 
status symbol of a country at this globalization phase 
as it becomes a strategic response for the globalization 
and liberalization of the economic growth of a country. 
It also signifies the scientific, technical and industrial 
development of a nation. IPR drives the industrial 
change and attracts foreign investment in a nation. 21st 
century is the century for east is the common phrase 
that is ringing across the globe. Although this sounds 
very positive and encouraging we need to see the road 
ahead of us to really make the statement come true. 
As the time goes by and the world sees a sweeping 
change in all the spheres of life and now the talk of 
the world very much revolves around innovation and 
growth. Intellectual Property has become a yard stick 
in measuring the innovation and the propelling growth.

REVIEW OF LITERATURE

An article on Intellectual Property Rights in India 
published3 by Embassy of India, Washington, DC 
highlights India’s constructive commitment in with 
specific reference to the obligations under Article 
70.8 and 70.9 of the TRIPS Agreement says that 
the protection of intellectual property rights in India 
continues to be strengthened and there is a well-
established statutory, administrative and judicial 
framework to safeguard rights, whether they relate to 
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patents, trademarks, copyright or industrial designs. 
Tripathy, IG (Tripathy, Ishita G.); Yadav, SS (Yadav, 
Surendra S.); Sharma, S (Sharma, Seema) (July 
2011)4  analyse  the trends and constraints on FDI 
flows into the Indian Pharmaceutical Industry. Ray, 
A.S.; Saha, S. (2011)5 discusses leveraging public 
funded research for India’s economic emergence: The 
role of IPR. Chittoor, R (Chittoor, Raveendra); Ray, S 
(Ray, Sougata); Aulakh, PS (Aulakh, Preet S.); Sarkar, 
MB (Sarkar, M. B.)6 presents the strategic responses 
to institutional changes: ‘Indigenous growth’ model 
of the Indian pharmaceutical industry (Sep 2008). 
Praveen Dalal (2006)7 aims to evaluate the mandates 
and requirements of TRIPS Agreement, vis-à-vis 
data protection requirements in India. K Guruprasad, 
P Kanagavel, K Srikanth, K Radhika and S Sonal 
(2003)8 analyses 1,566 US patents granted to Indian 
inventors, which are available in the US Patent and 
Trademark Office (USPTO) database indicates a 
steady rise in the patenting activity during the last 
eight years. M D Nair (2002)9 gives a brief description 
of Indian pharmaceutical industry, including public 
health and health infrastructure, is given. Meenakshi 
Prajneshu and V K Gupta (2002)10 analyses the role of 
intellectual property rights (IPR) in agricultural R&D 
as it is becoming significant in view of liberalized 
economic policies of the Government of India. 
Philippe Cullet (1999)11 states that TRIPS Agreement 
is of great significance for most developing countries 
given that its ratification implies important changes in 
their IPR laws. 

 RESEARCH METHODOLOGY

Objective

To study the role of eight sectors in IPR 
environment in India

To examine the level of knowledge on types of IP 
in the industry

To analyze the problems with regard to IPR 
environment improvement in India

To examine the level of exposure to IP 3.2 Data 
Collection

Around 50 to 60 executives from the below 
sectors are taken for this research study. Questionnaire 
has been framed based on the literature study and 
the objectives of the research. The eight different 

following sectors: Pharma, Chemical,Print & 
Media,Industrial designs,Agrochemical,R&D,Educati
on and pedagogy,Traditional medical theraphy

Sample – Method – Size- Profile
The sample size is determined by using the scientific 
method, by using the pilot study standard deviation 
of the sample of 173 respondents, by allowing the 
standard error at 5% level. The sample size was 
determined by the scientific formula. Setting aside the 
invalid data samples 465 were finally taken for this 
study.

Framework and Analysis
Initially a pilot study was conducted with 173 samples. 
The relevance of some questions was slightly modified 
for final version of questionnaire. The reliability 
coefficient of the questionnaire is computed using Corn 
Bach’s Alpha and the value is 0.93, which shows that 
the instrument is reliable. In the process of the above 
analysis, the study has adopted statistical techniques 
in order to get the interpretable solutions.  The results 
of Percentage analysis and Factorial analysis are 
discussed in this study.  Extraction method: Principal 
component analysis and Rotation Method: Varimax 
with Kaiser Normalization are used in this study.

LIMITATIONS

1.  The study is restricted to the eight working 
sectors only.

2.  The respondents considered for this study 
are mostly from Tamilnadu although few are 
from other states.

3.  The findings of the study are fully based on 
the facts collected from the respondent. 

4.  As many companies were reluctant due to the 
conventional thought that it might have to 
deal with legal and confidential matter. 

5.  Some of the respondents couldn’t understand 
the subject and legal jargons used.

DATA ANALYSIS AND RESULT 
DISCUSSION

Percentage analysis is one of the statistical 
measures used to describe the characteristics of the 
sample or population in totality. Percentage analysis 
involves computing measures of variables selected of 
the study and its finding will give easy interpretation 
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for the reader.Descriptive analysis covers the 
demographic data of the sample respondents and 
the independent variables that are used in this study. 
Frequency distribution of  Gender, Age groups; 
Department, Educational Stream, Working Sector, 
Exposure towards IPR Environment, Source of 
Knowledge for IPR Information, level of Knowledge 
on IPRs and its implications to development, when 
the sample respondents came to know about IPRs 
and its importance and No of Years Experience in 
IPR Field are all studied. But four of them would be 
discussed along with bar diagram representation in 
this paper. 

Fig. 4.1 Bar Diagram represents the Gender 
distribution in the sample

From the above table, 61.5% of the sample 
belongs to Male and 38.5% of sample belongs to 
Female. Compare to females, males are higher in 
representation. It is understood that males are in more 
in the IP related work environment.

  Fig. 4.2.2 Bar Diagram represents the Age groups 
in the sample

From the above table, it is observed from the table  
that 228 sample respondents of below 30 years; 101 
sample respondents in the range of 31 to 40 years; 82 in 
the group of 41 to 50 years and 54 sample respondents 
above 50 years have participated in this study. It is 
observed from the table that lot of participation are 
from the current working generation. 

Fig. 4.2.3 Bar Diagram represents the frequency 
distribution of Education stream among the sample

This table shows the frequency distribution of 
education stream among the samples. 53 sample 
respondents from arts stream representing 11.4% of 
the total sample; 117 sample respondents from science 
background representing 25.2% of the total sample; 
178 sample respondents from engineering stream 
representing 38.3% of the total sample; 84 sample 
respondents from management stream representing 
18.1% of the total sample; 33 sample respondents 
from Medical stream representing 7.1% of the total 
sample have participated in this study. Majority of 
the respondents were from Engineering and Science 
stream. 

Fig. 4.2.4 Bar Diagram represents the frequency 
distribution of working stream among the sample

From the above table it is observed that 30 
sample respondents from Pharma sector contributing 
6.5%; 107 sample respondents from industrial 
designs contributing 23%; 51 from Bulk chemicals 
contributing to 11%; 136 from R&D contributing 
29.2%; 6 from Agritech contributing 1.3%; 22 from 
printing & electronic media contributing 4.7%; 
90 from Education contributing 19.4%; 23 from 
Traditional Medical Therapy contributing 4.9% for 
this study. Major contributing sectors are R&D; 
Industrial designs and Education whereas Agritech has 
contributed the lowest percentage.

Factor Analysis - I: 

Grouping the variables gives more clarity on the 
subject and also on the decision mechanism design. In 
view of this researcher grouped the items in to groups 
using Principal Component Analysis with Varimax and 
Kaiser Normalization. In this part of the analysis, the 
scholar is trying to group the commercially valuable 
variables quoted as items in the questionnaire into 
factors. The results of the analysis are presented below.

Factors of awareness on the types of IP: -

The awareness factors consist of 13 variables 
therefore the data reduction is done through the 
application of factor analysis by principal component 
method and the following results are obtained.

Table 4.1: Showing the types of IP

From the below table it is found that the 13 variables 
exhibit the variables from .574 to .898. This implies 
the range of variations defined between 57% to 89%, 
this is adequate for factor 

S.No Type of IP Initial Extraction

1 Registered IP 1 0.695

2 Patents 1 0.689

3 Trade Marks 1 0.73

4 Registered Designs 1 0.659

5 Unregistered IP 1 0.898

6
Copyright (including copyright in 

software)
1 0.717

7 Database rights 1 0.677

8 Trade secrets 1 0.764

9 Confidential IP 1 0.824

10 Know How 1 0.764

11 Technical Knowledge 1 0.678

12 Business Process 1 0.614

13 Other (please specify) 1 0.574

Extraction Method: Principal 

Component Analysis.
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segmentation from the variables. This leads to the 
factor formation as stated in the table below: 

From the table 4.2 it is found that the 13 variables 
are reduced in to 3 predominant factors. It is also 
found that the 13 variables exhibit the total variance 
of 71.41%. It is also ascertained that the 3 factors 
individually posses the variances 31.459%, 28.481% 
and 11.471%. This leads to the variable loadings for 
each factors of commercial interest. The first factor 

consists of 6 variables .841, .826, .731, .720, .648, .537 
(values) 9, 10, 8, 11, 7, 12 “therefore the factors are 
known as R&D value factors”. 

The second factor consists of 6 variables .806, 
.750, .664, .652, .635, .592 (values) 2, 3, 1, 6, 4, 13 
“therefore the factors are known as commercial value 
factors. The third factor consists of 1 variable 0.889 
(value) component 5 therefore the factor is known as 
Ethical value factor.

Table 4.2 Rotated Component Matrix (a)

Type of IP Component

1 2 3  

Confidential IP 0.841 R&D Value factors

Know How 0.826

Trade secrets 0.731

Technical Knowledge 0.72

Database rights 0.648

Business Process 0.537

Patents  0.806 Commercial Value Factors

Trade Marks  0.75

Registered IP  0.664

Copyright (including copyright in software)  0.652

Registered Designs  0.635

Other (please specify)  0.592

Unregistered IP  
 

0.889 Ethical Value Factor

Extraction Method: Principal Component 
Analysis.  Rotation Method: Varimax with Kaiser 
Normalization.a  Rotation converged in 9 iterations.

R&D Value factors: 

Research and Development has become so vital 
and crucial in doing business or any trade in this 
modern age due to the competition. Changes are 
inevitable as the civilization moves on from one level 
to another level. Need has gone to an unexpected level 
due to modernity and also due to the technological 
revolution. This has become a challenger for one to 
stay successful in this competitive modern world. 
Companies, Industries, Institutions which make a 
mark for themselves through innovation and creativity 

stand tall among the others who lack this criterion. 
Innovation comes through a careful and systematic 
investments in R&D. Growth in R&D has gone up to 
a mammoth level as never ever before. R&D plays a 
vitalrole IPR. Based on this research the scholar has 
termed the following 6 variables Confidential IP, Know 
how, Trade secrets, Technical Knowledge; Database 
Rights; and Business Process as R&D value factors. 

Commercial Value Factors: 

IPR is a costly investment. Investors think twice 
on return on investment before they make a crucial 
decision on embracing IPR. Lack of knowledge on 
how to generate revenue through IPR faculty is also 
one of the factors for companies not encouraging 
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IPR. Not only that the knowledge on the losses that 
they are going to face by not embracing IPR is also 
essential to make a decision to go for IPR. Based 
on this research the scholar has made the following 
6 variables as commercially valued factors due to its 
revenue making possibilities. The variables Patents, 
Trade Marks, Registered IP, Copyright (including 
copyright in software), Registered Designs and Other 
(please specify) are commercial value factors.

Ethical Value Factors: 

Ethics is a moral framework by which it is acted 
upon the virtues of life. Apart from the commercial 
interest the credit for one’s genius should be valued 
and protected. Not all the owners of the intellectual 
property are interested in commercial aspects but 
rather there is an expectation that due to credit should 
be given to their invention. Ethics is a basic line that 
enables not to steal or unauthorized usage of one’s idea 
or invention by either copying or using it without the 
consent of the owner. Based on the result the scholar 
has factorized the third component as ethical value 
factors. Unregistered IP falls under this category.

Factor Analysis - II: 

Factors of problems to IPR environment 
improvement: -

The problem factors consist of 13 variables 

therefore the data reduction is done through the 
application of factor analysis by principal component 
method and the following results are obtained. 

 From the below table it is found that the 18 
variables exhibit the variables from .496 to .736. This 
implies the range of variations defined between 49% to 
73%, this is adequate for factor segmentation from the 
variables. This leads to the factor formation as stated 
in the table below:

It is found that the 18 variables are reduced in 
to 4 predominant factors. It is also found that the 
13 variables exhibit the total variance of 64.503%. 
It is also ascertained that the 4 factors individually 
posses the variances 17.253%, 16.700%, 15.967 
and 14.584%. This leads to the variable loadings 
for each factor of the problems in IPR. The first 
factor consists of 4 variables. 780, .761, .699, .688 
(values) 1, 2, 3, 4 “therefore the factors are known 
as Awareness factors”. The second factor consists 
of 4 variables .755, .747, .693, .660 (values) 15, 
13, 12, 18 “therefore the factors are known as 
Organisational factors. The third factor consists of 
5 variables 0.694, .670, .666, .646, .560 (values) 
16, 9, 10, 17, 8 therefore the factor is known as 
Administrative factor. The fourth factor consists of 
5 variables 0.700, .665, .606, .449, .431 (values) 11, 
6, 5, 14, 7 therefore the factor is known as Legal 
factor.

Table 2.1: Showing the problem variables

No Problems Initial Extraction
1 Lack of awareness 1 0.711
2 Lack of availability of resources 1 0.675
3 Lack of co-operation 1 0.708
4 No proper guidance 1 0.640
5 No regularity in functioning 1 0.637
6 No trained staff on laws 1 0.628
7 Not user friendly 1 0.504
8 Lack of guarantee on benefits 1 0.591
9 Lack of uniformity 1 0.658
10 Hidden costs 1 0.736
11 Risk is not realized 1 0.638
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12 Poor governance 1 0.677
13 Limited services offered 1 0.690
14 Autocratic nature of  the laws 1 0.496
15 Lack of transparency 1 0.711
16 Poor time manexperiencement 1 0.634
17 Lack of interest 1 0.703
18 Poo r advertisement on the provisions 1 0.574

Awareness is a vital factor for any product, process 
or scheme to be successful. Every new thing whether it 
is a product from a company, events for public or any 
beneficial scheme/ new law from a Government the 
initial phase would definitely require a large amount 
of awareness for its successful implementation. For 
a complex thing such as IPR the awareness should 
be much more and should be customized according 
to the status of people. IPR concept could be easily 
assimilated by intellectuals but very difficult for the 
common people although its benefits are not restricted 
to the educated ones alone. Country like India where 
we still largely depend on rural economy with 
diversified nature of language, customs and practices 
the awareness stands a big challenge if India has to 
advantageously use IPR for its economic growth and 
development. In this research the sample respondents 
have voiced their positive agreement on lack of 
awareness, lack of availability of resources, lack of 
co-operation and lack of proper guidance and all these 
variables are therefore clubbed as Awareness Factors. 

ORGANIZATIONAL FACTOR:

IPR is a growth institution of a nation. In this modern 
world IPR stands as an economic indicator of 
businesses and even as status symbol for the nation. 
Each country has its own IPR offices and the laws 
in line with the international IPR laws. Each country 
operates in a different style with difference in cost, 
procedures, drafting and time periods. Executing a 
proper IPR regime requires a proper infrastructure and 
organizational effectiveness. In this research the sample 

respondents have agreed that Lack of transparency, 
Limited services offered, Poor governance and Poor 
advertisement on the provisions are the problems 
for IPR environment improvement in our country as 
one factor. These variables are clubbed together as 
organizational problems.

ADMINISTRATION FACTOR:

In this modern era time is a crucial factor for all the 
decisions. Proper administration ensures that the 
time is accounted at all cost. When administration 
lapse many good things takes a hit. Complex 
systems such as IPR implementation require 
strong administration. As a result of this research 
the variables such as Poor time management 
Lack of uniformity, Hidden costs, Lack of interest 
and Lack of guarantee on benefits are factorized 
as administration factor.

LEGAL FACTOR:

One of the problems with IPR environment 
improvement in India is the legal factor. It is either 
complicated or rigid legally. Risk is not realized 
as the legal jargons are either not understood or 
misunderstood by the people. No trained staff on 
laws; No regularity in functioning, Autocratic nature 
of the laws and Not user friendly are clubbed as 
legal factor. Though the IPR is a legal entity, the 
long winding and biblical jargons makes it even 
more complicated.
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FINDINGS AND OBSERVATIONS

It is observed that the present generation 
has shown lot of interest to take part in this study. 
Males represent more in industries dealing with 
IP than the females.  Science and Engineering 
stream has participated more actively. Major 
contributing sectors are R&D; Industrial designs 
and Education whereas Agritech has contributed 
the lowest percentage. The awareness is 
classified as 3 factors - ethical, commercial and 
R&D value factors and the problems pertaining to 
IPR environment improvement is classified as 4 
factors – awareness factor, organizational factor, 
administration factor and legal factor.

SUGGESTIONS AND STRATEGIES TO 
OVERCOME THE PROBLEM

1.  Strong IP knowledge right from the education 
is must as the current generation has shown 
lot of interest.

2. Women empowerment through IP
3.  All education streams to bring in IP syllabus
4.  Agritech industries should be incentivized to 

encourage IP
5.  Creating awareness on IP should be effected 

specifically by tapping the 3 factors – Ethical, 
Commercial and R&D values

6.  Problems pertaining to IPR environment 
improvement could be effectively addressed 
as awareness, organizational, administrational 
and legal factors.

SUMMARY AND CONCLUSION:

Is this the Asian century?12 No we should try to alter 
this is this not the Indian century. Yes it is time for 
India to introspect our position and growth trajectory. 
The future growth of the nations is certainly going to 
be based on innovation and creativity. As this becomes 
the base of the competition the countries which have 
adapted, designed, embraced and implemented will 
certainly have an edge over other countries. India has 

a long way to go but this is not too late. We need to rise 
up to the occasion and act in unison to make ourselves 
competent in the global market. 

Globalisation brings its own advantages and 
disadvantages. India has attained a close watch player 
because of her potential in the field of Pharmacy, 
Biotechnology, Biodiversity, Service sectors, 
Agricultural field...etc.  If we need to garner our 
opportunities as a global player we have position 
ourselves as a strategic player and this would be 
possible only when we have a strong hold on our IPR 
regime and laws that drive IPRs keeping the socio 
economic development in mind.

 One of the most important and basic thing 
required is the preparation of our future generation. In 
the global market if India has to take competitive edge 
then it is high time that a proper solution is required for 
the establishment of IPR in her strategic growth and 
progress. Hope this study has added value for the India 
vision.
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INTRODUCTION

In business and engineering, new product development 
(NPD) is the complete process of bringing a new 
product to market. New product development is 
described in the literature as the transformation of a 
market opportunity into a product available for sale 
and it can be tangible (that is, something physical you 
can touch) or intangible (like a service, experience, or 
belief). A good understanding of customer needs and 
wants, the competitive environment and the nature of 
the market represent the top required factors for the 
success of a new product.  Cost, time and quality are the 
main variables that drive the customer needs. Aimed at 
these three variables, companies develop continuous 
practices and strategies to better satisfy the customer 
requirements and increase their market share by a 
regular development of new products. There are many 
uncertainties and challenges throughout the process 
which companies must face. The use of best practices 
and the elimination of barriers to communication 
are the main concerns for the management of NPD 
process.

STATEMENT OF THE PROBLEM

New product design and development becomes 
mandatory to the firms irrespective of the nature of 
products produced in the economy. The success and 
sustainability of the business depends on the product 
line and range held by the firm. This is applicable to 
engineering fabrication industry also in the recent past. 
The primary factors could be advent of new technology 
and the customers drive towards replacement models 
rather than repair and reuse models. New product 
development involves many dimensions of issues and 
factors due to involvement of money, risk associated 
with the investments and feasibility and commercial 

viability of the product. At any point of time the 
designs can change due to market factors. New product 
development in engineering firms takes lot of time. 
In some cases, before introduction of a new product, 
another advanced and economical product may emerge 
as substitute. In this case the risk is very high. This is 
external environment related. But, internal factors role 
in new product development is equally holds good. 
The role of firm’s demographics is indispensable in 
nature. There is no comprehensive study covering the 
issues and concerns pertaining to new product design 
and development in fabrication engineering industry. 
Hence, the present study is taken up for the research.

SCOPE OF THE STUDY

The scope of the current study is limited to selected 
engineering firms operating in Chennai and its 
suburban areas. The engineering firms in the study 
included both public Limited and Private limited firms. 
The operations of the sample firms are spread across 
all the domains and verticals of design, development, 
site engineering, servicing and consultancy services in 
engineering domain. The employees in the survey cover 
the range of age groups, experience groups, working 
at different levels of management. In addition equal 
opportunity is given to all the employees by sending a 
digital survey structured questionnaire for expressing 
their views on the topic and the various dimensions of 
impact of the same. The findings of the study may be 
applicable to the firms operating elsewhere in the same 
environment in the country. However the personal bias 
and perceptional differences may be exists. 

NEED FOR THE STUDY 

There is both practical and theoretical significance of 
conducting a research study of this nature. Fabrication 

IMPACT OF NPD PRACTICES ON THE PERFORMANCE IN FABRICATION 
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engineering is a specialized job with multiple skills 
involvement to design a product and to operationalise 
the same either for individual customer or for an 
institutional customer. Being domestic and traditional 
engineering firms in the sample area are slowly coming 
out of the industry either through diversification or 
buyout. The reasons for the same are organizational and 
environmental in nature. The organizational reasons 
could be lack of second generation management to take 
up the firm and to run on profitable and professional 
manner. The environmental factors includes the entry 
of new age firms with latest technology, lack of skilled 
labour to engage in manufacturing operations in design 
and development of customer specified products, 
decreased demand for standard and uniformed products. 
In this scenario, fabrication industry is at cross roads, 
especially run by the traditional management firms.  
There is no comprehensive research is done with 
reference to fabrication industry issues and concerns 
in terms of new product design and development. 

OBJECTIVE OF THE STUDY

To find out the impact of NPD practices on the 
different kinds of strategies adopted in new product 
development by the fabrication engineering firms in 
the sample.

Hypotheses

On the basis of the objectives of the study, the 
following hypothesis were framed and administered 
on the sample data.

There is no significant difference between 
the various kinds of firms with regard to various 
dimensions of new product development aspects in 
fabrication industry in the sample. 

SOURCES OF DATA

For the purpose of study, data required is collected 
from both primary and secondary sources. The primary 
data is collected from a structured questionnaire 
prepared and tested through pilot study. The secondary 
data is collected from both print and electronic sources. 
The print sources includes, magazines, newspapers, 
books, journals, reports, research based thesis, review 
reports, policy documents and other unpublished data 
from the libraries and milk producing firms in the 

sample area. The electronic sources includes, data 
bases, e-journals, web sources, websites of research 
companies, industry associations, government sites 
and other media sources.

DATA COLLECTION TOOLS

For the purpose of the study both primary and 
secondary data sources are used. The primary data is 
collected through a structured questionnaire prepared 
and tested through pilot study and reliability. The 
secondary data is collected from both print and 
electronic media. The print sources include books, 
journals, magazines, reports, documents etc. The 
electronic sources include websites, e-books, digital 
reports, and cloud data in mobile phones through aps 
like whatsap. For the purpose of data required for the 
analysis and to test the hypotheses, the primary data is 
collected through a structured questionnaire prepared 
on the basis of review of literature and tested through 
pilot study. 

PILOT STUDY AND RELIABILITY TEST

The pilot study was conducted by distributing 
125 questionnaires to executives from the engineering 
companies in the sample area. Cronbach Alpha Test 
was used to determine the degree of consistency among 
the multiple measurements of each factor. It measures 
the inter-item reliability of a scale generated from a 
number of items. Ideally, the reliability coefficient 
above 0.5 is considered acceptable as a good indicator 
of constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005).  

RESEARCH METHODOLOGY

The current study is descriptive in nature. For 
the purpose of study fabrication engineering firms 
from Chennai are selected by using the industrial 
association dictionary from guindy industrial estate 
firms association. From the list of fabrication industries 
having more than 20 years of experience in the industry 
is selected for the study. There are 49 firms having more 
than 20 years of experience in fabrication industry. 
While approaching for studying 16 companies rejected 
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the entry permission, sharing of data and distribution 
of structured questionnaires to the employees. From 
the remaining 33 firms are permitted to visit during rest 
hours and shift change timings to meet the employees. 
From the list of 33 all the companies are given due 
and equal weightage and distributed 20 questionnaires 
to each company on quota sampling basis. There are 
481 filled in questionnaires were collected back and 
scrutinized to remove the unfilled and partially filled 
questionnaires. It is noted that 442 questionnaires 
are filled in all respects and found usable for further 
analysis. Based on the same, by using SPSS version 
24.0 is used to perform the analysis and the results 
are presented in the following lines. Initially a pilot 
study was conducted with 125 questionnaires and the 
reliability for the same was calculated by using Corn 
Bach’s Alpha Score and found at 0.896 (89.6 Percent) 
as reliable. Ideally, the reliability coefficient above 
0.5 is considered acceptable as a good indicator of 
constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005). 

DATA ANALYSIS AND RESULTS 
DISCUSSION

Table  1, Distribution of sample on the basis 
of Prime Reasons for going to new product 

development

Reasons for 
new products 
development

Frequency-
(N)

Percentage- 
(%)

V a l i d 
Percentage-(%)

To sustain in the 
market

36 8.1 8.1

To compete with 
competitors

159 36.0 36.0

To serve 
c u s t o m e r 
demands

129 29.2 29.2

To improve 
market size

96 21.7 21.7

To update 
technology

22 5.0 5.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is noted from the table 1, that the prime reasons 
for new product design and development in the 
engineering firms quoted by the respondents are as 
follows.  8.1 percent of the employees indicated as to 
sustain in the market, 36 percent of the employees in 
the sample quoted as to compete with the competitors, 
29.2 percent of the employee quoted as to serve the 
customer demands, 21.7 percent of the employees 
indicated as to improve the market size, and finally 
5 percent of the employees quoted as to improve the 
technology among the sample. It indicates that the 
new product development is mandatory to the firms 
to be in the market and to serve the customers to 
have sustainability and continuity in the business. 
Engineering industry is changing from time to time 
with rapid speed along with the other sectors. Hence, 
change is a permanent one in the market. Change 
alone can sustain in the market for a long period of 
time. 

Table 2 Distribution of sample on of Sources of 
new product development idea

Sources of new 

product idea

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage-(%)

Customer requirements 104 23.5 23.5

Site experience 32 7.2 7.2

Technology introduction 74 16.7 16.7

Need for change, 

Competition and rivalry

152 34.4 34.4

Planned R&D activity 80 18.1 18.1

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

The results of the table 2, indicates that the 
sources of new product idea among the engineering 
firms are revealed as 23.5 percent through customer 
requirements, 7.2 percent got an idea while working 
at site, 16.7 percent through new technology 
introduction into the market, 34.4 percent indicated 
as need for change, competition and rivalry and 18.1 
percent indicated as planned R&D activity. This 
indicated that the need is the mother of invention 
and competition is the pusher for speeding up its 
activities from time to time in the engineering 
industry. It has no exception to other sectors in the 
economy.
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Table 3 Distribution of sample on the basis of 
practicing status of Continuous improvement in 

product design and development (having NPD and 
proto type testing Dept)

Practicing Status 

of continuous 

improvement in 

product development

Frequency-

(N)

Percentage- 

(%)

Valid 

Percentage-(%)

Yes 291 65.8 65.8

No 151 34.2 34.2

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is found from the analysis of table 3, that 65.8 
percent (approximately 2/3rd) of the engineering 
firms in the sample are practicing the Continuous 
improvement in product design and development 
and the 34.2 percent of the firms are not practicing. 
The reasons could be size, compatibility, requirement 
and the other constraints like lack of infrastructure, 
no demand from the clients etc. However, a strict 
and commendable control on the performance of the 
employees is observed among these firms. Hence, it is 
advisable to introduce formally and creating awareness 
among the employees may help in standardizing the 
systems and procedures for the future in the direction 
of new products design and development.

Table 4. Distribution of sample on the basis of 
Perception on NPD practices impact on individual 

performance

Perception on 

NPD impact 

on individual 

performance

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage- 

(%)

Cumulative 

Percentage- 

(%)

Strongly agree 70 15.8 15.8 15.8

Agree 210 47.5 47.5 63.3

Somewhat agree 61 13.8 13.8 77.1

Not agree 31 7.0 7.0 84.2

Not at all agree 70 15.8 15.8 100.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is inferred from the table 4, that 15.8 percent 
of the employees in the sample survey perceived that 
the new product development practices influences 
the performance of the employees is strongly 
agreed, 47.5 percent are indicated as agreed, 13.8 
percent are somewhat agreed on the perception, 7 

percent of the employees are not agreed the impact 
of new product development practices on individual 
performance and 15.8 percent of the employees are 
not at all agreed for the perception of influence of 
new product development practices on the individual 
performance among the employees in engineering 
firms in the sample. It indicate that majority of the 
employees agreed that the new product development 
practices influences the individual performance in 
the engineering firms. The disagreement of others 
may be due to lack of awareness and myth of loss of 
job and other individual attitude issues. In fact many 
felt that the new product development improves the 
technical skills and divergent thinking capacity and the 
upgraded level of professionalism and employability 
skills of the employees.

Table 5 Distribution of sample on the basis of 
Perception on NPD Practices impact on firm 

performance

Impact of the 

NPD Practice 

on the 

performance 

of the firm

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage- 

(%)

Cumulative 

Percentage- 

(%)

Excellent 65 14.7 14.7 14.7

Very good 192 43.4 43.4 58.1

Fair 86 19.5 19.5 77.6

Moderate 39 8.8 8.8 86.4

No impact 60 13.6 13.6 100.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

The perception on the impact of new product 
development practices on the performance of the firm 
is indicated as excellent impact by 67 respondents 
(14.7%) of the sample, 43.4 percent indicate very 
good impact, 19.5 percent perceived that a fair impact, 
8.8 percent of the employees represent moderate 
level of impact and 13.6 percent perceived that no 
impact of the new product development practices 
on the performance of the firm. It indicates that it is 
agreed that the new product development practices is a 
motivating and control tool to improve the performance 
of the employees and the firm. New products can bring 
new business to the firm and additional revenue. In 
addition, new products brings new customer base to 
the firms and helps in improving the customer base 
and market share simultaneously.
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Table 6 Distribution of sample on the basis 
of Perceptions on Rating of new product 

development practices of the firm

Perceptions on Rating 

of new product 

development practices

Frequency-

(N)

Percentage- 

(%)

V a l i d 

P e r c e n t a g e - 

(%)

The Best and on par 

with standard

62 14.0 14.0

Very good and 

suitable to all

199 45.0 45.0

Good and customized 

to the needs

83 18.8 18.8

Requires some 

improvement

35 7.9 7.9

Process standardization 

takes time

63 14.3 14.3

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is understood from the table 6 that out of 442 
sample respondents, 62 (14%) of them perceived that the 
practices of new product development practices in their 
firm as The best and on par with the industry standard, 199 
respondents felt that very good and suitable new product 
development practices as their opinion, 83 respondents 
felt that the new product development practices adopted in 
the company is good and customized to the requirements, 
35 respondents perceived that new product development 
practices  of the firm requires some improvement, and 
finally 63 respondents in the sample reveals that the need 
for improvement in the process standardization and the 
time taking for the same. It indicates  a mixed opinion on 
the new product development practices of the engineering 
firms in the sample area and each company can think 
ahead and set a standard to reach the industry standard 
over a period of time. This can help in getting the best 
results from the practice of new product development 
practices.

Table 7 Distribution of sample on the basis 
of Prime Factor influencing new product 

development practices of the firm

Prime Factor 

i n f l u e n c i n g 

NPD

Practices of the 

firm

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage- 

(%)

Cumulative 

Percentage- 

(%)

I n d i v i d u a l /

P e r s o n a l 

Factors

71 16.1 16.1 16.1

Organizational 

Factors

212 48.0 48.0 64.0

Environmental 

Factors

66 14.9 14.9 79.0

M a n a g e r i a l 

Factors

40 9.0 9.0 88.0

R e g u l a t o r y 

Factors

53 12.0 12.0 100.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is noted from the table 7 that the prime factors 
influencing the new product development practices of 
the firm among the engineering firms in the sample 
area, indicated as 16.1 percent of the sample represents 
individual factors, 48 percent of the sample represents 
organizational factors, 14.9 percent of the sample 
represents environmental factors, 9 percent of the 
sample represents managerial reasons and 12 percent 
of the sample perceived as regulatory factors. Hence, 
it is concluded that organizational factors are the prime 
factors influencing the new product development 
practices of the firm among the engineering firms in the 
sample area. Organizational factors include planning 
and development team, process standardization, core 
teams’ involvement, co-ordination and communication 
among the teams, time frames and evaluation of project 
performance etc. A good managing company should 
have all these for effective and smooth functioning 
from time to time.

Table 8 Distribution of sample on the basis of 
Frequency of new product development project 

undertaking by the firm

Frequency NPD 

undertaken

Frequency-

(N)

Percentage- 

(%)

V a l i d 
Percentage- 
(%)

Regular basis 115 26.0 26.0

When customer demands 163 36.9 36.9

When new technology is 

introduced

72 16.3 16.3

New division is opened 66 14.9 14.9

When standard products 

are outdated

26 5.9 5.9

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

Table 8 represents the perceptions on the 
frequency of new product development project 
undertaking by the firm reports in engineering firms 
indicated as, 26 percent of the sample with the 
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response of regular basis, 36.9 percent of the sample 
with the response of when customer demands, 16.3 
percent of the sample with the response of when 
new technology is introduced, 14.9 percent of the 
sample with the response of when new division is 
opened, and 5.9 percent of the respondents with the 
response of when standard products are out dated 
in the market. It is inferred from the above as the 
fair basis are taken into consideration to take a 
decision on new product development activity in the 
engineering firms in the sample. 

SUMMARY AND CONCLUSION

It is observed from the analysis that, the firms 
having regular activity of design and developing 
new products and encouraging the creativity and 
innovation practices at work are better performing 
in new product development when compared to 
others in the sample. Hence, it is concluded that 
new product development is highly successful 
in the firms having R&D activities and regular 
involvement in the new product innovation in the 
fabrication industry.
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INTRODUCTION

In business and engineering, new product development 
(NPD) is the complete process of bringing a new 
product to market. New product development is 
described in the literature as the transformation of a 
market opportunity into a product available for sale 
and it can be tangible (that is, something physical you 
can touch) or intangible (like a service, experience, or 
belief). A good understanding of customer needs and 
wants, the competitive environment and the nature of 
the market represent the top required factors for the 
success of a new product.  Cost, time and quality are the 
main variables that drive the customer needs. Aimed at 
these three variables, companies develop continuous 
practices and strategies to better satisfy the customer 
requirements and increase their market share by a 
regular development of new products. There are many 
uncertainties and challenges throughout the process 
which companies must face. The use of best practices 
and the elimination of barriers to communication 
are the main concerns for the management of NPD 
process.

STATEMENT OF THE PROBLEM

New product design and development becomes 
mandatory to the firms irrespective of the nature of 
products produced in the economy. The success and 
sustainability of the business depends on the product 
line and range held by the firm. This is applicable to 
engineering fabrication industry also in the recent past. 
The primary factors could be advent of new technology 
and the customers drive towards replacement models 
rather than repair and reuse models. New product 
development involves many dimensions of issues and 
factors due to involvement of money, risk associated 
with the investments and feasibility and commercial 

viability of the product. At any point of time the 
designs can change due to market factors. New product 
development in engineering firms takes lot of time. 
In some cases, before introduction of a new product, 
another advanced and economical product may emerge 
as substitute. In this case the risk is very high. This is 
external environment related. But, internal factors role 
in new product development is equally holds good. 
The role of firm’s demographics is indispensable in 
nature. There is no comprehensive study covering the 
issues and concerns pertaining to new product design 
and development in fabrication engineering industry. 
Hence, the present study is taken up for the research.

SCOPE OF THE STUDY

The scope of the current study is limited to selected 
engineering firms operating in Chennai and its 
suburban areas. The engineering firms in the study 
included both public Limited and Private limited firms. 
The operations of the sample firms are spread across 
all the domains and verticals of design, development, 
site engineering, servicing and consultancy services in 
engineering domain. The employees in the survey cover 
the range of age groups, experience groups, working 
at different levels of management. In addition equal 
opportunity is given to all the employees by sending a 
digital survey structured questionnaire for expressing 
their views on the topic and the various dimensions of 
impact of the same. The findings of the study may be 
applicable to the firms operating elsewhere in the same 
environment in the country. However the personal bias 
and perceptional differences may be exists. 

NEED FOR THE STUDY 

There is both practical and theoretical significance of 
conducting a research study of this nature. Fabrication 
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engineering is a specialized job with multiple skills 
involvement to design a product and to operationalise 
the same either for individual customer or for an 
institutional customer. Being domestic and traditional 
engineering firms in the sample area are slowly coming 
out of the industry either through diversification or 
buyout. The reasons for the same are organizational and 
environmental in nature. The organizational reasons 
could be lack of second generation management to take 
up the firm and to run on profitable and professional 
manner. The environmental factors includes the entry 
of new age firms with latest technology, lack of skilled 
labour to engage in manufacturing operations in design 
and development of customer specified products, 
decreased demand for standard and uniformed products. 
In this scenario, fabrication industry is at cross roads, 
especially run by the traditional management firms.  
There is no comprehensive research is done with 
reference to fabrication industry issues and concerns 
in terms of new product design and development. 

OBJECTIVE OF THE STUDY

To find out the impact of NPD practices on the 
different kinds of strategies adopted in new product 
development by the fabrication engineering firms in 
the sample.

Hypotheses

On the basis of the objectives of the study, the 
following hypothesis were framed and administered 
on the sample data.

There is no significant difference between 
the various kinds of firms with regard to various 
dimensions of new product development aspects in 
fabrication industry in the sample. 

SOURCES OF DATA

For the purpose of study, data required is collected 
from both primary and secondary sources. The primary 
data is collected from a structured questionnaire 
prepared and tested through pilot study. The secondary 
data is collected from both print and electronic sources. 
The print sources includes, magazines, newspapers, 
books, journals, reports, research based thesis, review 
reports, policy documents and other unpublished data 
from the libraries and milk producing firms in the 

sample area. The electronic sources includes, data 
bases, e-journals, web sources, websites of research 
companies, industry associations, government sites 
and other media sources.

DATA COLLECTION TOOLS

For the purpose of the study both primary and 
secondary data sources are used. The primary data is 
collected through a structured questionnaire prepared 
and tested through pilot study and reliability. The 
secondary data is collected from both print and 
electronic media. The print sources include books, 
journals, magazines, reports, documents etc. The 
electronic sources include websites, e-books, digital 
reports, and cloud data in mobile phones through aps 
like whatsap. For the purpose of data required for the 
analysis and to test the hypotheses, the primary data is 
collected through a structured questionnaire prepared 
on the basis of review of literature and tested through 
pilot study. 

PILOT STUDY AND RELIABILITY TEST

The pilot study was conducted by distributing 
125 questionnaires to executives from the engineering 
companies in the sample area. Cronbach Alpha Test 
was used to determine the degree of consistency among 
the multiple measurements of each factor. It measures 
the inter-item reliability of a scale generated from a 
number of items. Ideally, the reliability coefficient 
above 0.5 is considered acceptable as a good indicator 
of constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005).  

RESEARCH METHODOLOGY

The current study is descriptive in nature. For 
the purpose of study fabrication engineering firms 
from Chennai are selected by using the industrial 
association dictionary from guindy industrial estate 
firms association. From the list of fabrication industries 
having more than 20 years of experience in the industry 
is selected for the study. There are 49 firms having more 
than 20 years of experience in fabrication industry. 
While approaching for studying 16 companies rejected 
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the entry permission, sharing of data and distribution 
of structured questionnaires to the employees. From 
the remaining 33 firms are permitted to visit during rest 
hours and shift change timings to meet the employees. 
From the list of 33 all the companies are given due 
and equal weightage and distributed 20 questionnaires 
to each company on quota sampling basis. There are 
481 filled in questionnaires were collected back and 
scrutinized to remove the unfilled and partially filled 
questionnaires. It is noted that 442 questionnaires 
are filled in all respects and found usable for further 
analysis. Based on the same, by using SPSS version 
24.0 is used to perform the analysis and the results 
are presented in the following lines. Initially a pilot 
study was conducted with 125 questionnaires and the 
reliability for the same was calculated by using Corn 
Bach’s Alpha Score and found at 0.896 (89.6 Percent) 
as reliable. Ideally, the reliability coefficient above 
0.5 is considered acceptable as a good indicator of 
constructing reliability (Nunnally, 1976), above 0.6 
is treated satisfactorily (Robinson et.al., 1991), but 
alpha above 0.7 is considered sufficient (George and 
Mallery, 2001; Pallant, 2005). 

DATA ANALYSIS AND RESULTS 
DISCUSSION

Table  1, Distribution of sample on the basis 
of Prime Reasons for going to new product 

development

Reasons for 
new products 
development

Frequency-
(N)

Percentage- 
(%)

V a l i d 
Percentage-(%)

To sustain in the 
market

36 8.1 8.1

To compete with 
competitors

159 36.0 36.0

To serve 
c u s t o m e r 
demands

129 29.2 29.2

To improve 
market size

96 21.7 21.7

To update 
technology

22 5.0 5.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is noted from the table 1, that the prime reasons 
for new product design and development in the 
engineering firms quoted by the respondents are as 
follows.  8.1 percent of the employees indicated as to 
sustain in the market, 36 percent of the employees in 
the sample quoted as to compete with the competitors, 
29.2 percent of the employee quoted as to serve the 
customer demands, 21.7 percent of the employees 
indicated as to improve the market size, and finally 
5 percent of the employees quoted as to improve the 
technology among the sample. It indicates that the 
new product development is mandatory to the firms 
to be in the market and to serve the customers to 
have sustainability and continuity in the business. 
Engineering industry is changing from time to time 
with rapid speed along with the other sectors. Hence, 
change is a permanent one in the market. Change 
alone can sustain in the market for a long period of 
time. 

Table 2 Distribution of sample on of Sources of 
new product development idea

Sources of new 

product idea

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage-(%)

Customer requirements 104 23.5 23.5

Site experience 32 7.2 7.2

Technology introduction 74 16.7 16.7

Need for change, 

Competition and rivalry

152 34.4 34.4

Planned R&D activity 80 18.1 18.1

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

The results of the table 2, indicates that the 
sources of new product idea among the engineering 
firms are revealed as 23.5 percent through customer 
requirements, 7.2 percent got an idea while working 
at site, 16.7 percent through new technology 
introduction into the market, 34.4 percent indicated 
as need for change, competition and rivalry and 18.1 
percent indicated as planned R&D activity. This 
indicated that the need is the mother of invention 
and competition is the pusher for speeding up its 
activities from time to time in the engineering 
industry. It has no exception to other sectors in the 
economy.



61

 

Table 3 Distribution of sample on the basis of 
practicing status of Continuous improvement in 

product design and development (having NPD and 
proto type testing Dept)

Practicing Status 

of continuous 

improvement in 

product development

Frequency-

(N)

Percentage- 

(%)

Valid 

Percentage-(%)

Yes 291 65.8 65.8

No 151 34.2 34.2

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is found from the analysis of table 3, that 65.8 
percent (approximately 2/3rd) of the engineering 
firms in the sample are practicing the Continuous 
improvement in product design and development 
and the 34.2 percent of the firms are not practicing. 
The reasons could be size, compatibility, requirement 
and the other constraints like lack of infrastructure, 
no demand from the clients etc. However, a strict 
and commendable control on the performance of the 
employees is observed among these firms. Hence, it is 
advisable to introduce formally and creating awareness 
among the employees may help in standardizing the 
systems and procedures for the future in the direction 
of new products design and development.

Table 4. Distribution of sample on the basis of 
Perception on NPD practices impact on individual 

performance

Perception on 

NPD impact 

on individual 

performance

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage- 

(%)

Cumulative 

Percentage- 

(%)

Strongly agree 70 15.8 15.8 15.8

Agree 210 47.5 47.5 63.3

Somewhat agree 61 13.8 13.8 77.1

Not agree 31 7.0 7.0 84.2

Not at all agree 70 15.8 15.8 100.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is inferred from the table 4, that 15.8 percent 
of the employees in the sample survey perceived that 
the new product development practices influences 
the performance of the employees is strongly 
agreed, 47.5 percent are indicated as agreed, 13.8 
percent are somewhat agreed on the perception, 7 

percent of the employees are not agreed the impact 
of new product development practices on individual 
performance and 15.8 percent of the employees are 
not at all agreed for the perception of influence of 
new product development practices on the individual 
performance among the employees in engineering 
firms in the sample. It indicate that majority of the 
employees agreed that the new product development 
practices influences the individual performance in 
the engineering firms. The disagreement of others 
may be due to lack of awareness and myth of loss of 
job and other individual attitude issues. In fact many 
felt that the new product development improves the 
technical skills and divergent thinking capacity and the 
upgraded level of professionalism and employability 
skills of the employees.

Table 5 Distribution of sample on the basis of 
Perception on NPD Practices impact on firm 

performance

Impact of the 

NPD Practice 

on the 

performance 

of the firm

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage- 

(%)

Cumulative 

Percentage- 

(%)

Excellent 65 14.7 14.7 14.7

Very good 192 43.4 43.4 58.1

Fair 86 19.5 19.5 77.6

Moderate 39 8.8 8.8 86.4

No impact 60 13.6 13.6 100.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

The perception on the impact of new product 
development practices on the performance of the firm 
is indicated as excellent impact by 67 respondents 
(14.7%) of the sample, 43.4 percent indicate very 
good impact, 19.5 percent perceived that a fair impact, 
8.8 percent of the employees represent moderate 
level of impact and 13.6 percent perceived that no 
impact of the new product development practices 
on the performance of the firm. It indicates that it is 
agreed that the new product development practices is a 
motivating and control tool to improve the performance 
of the employees and the firm. New products can bring 
new business to the firm and additional revenue. In 
addition, new products brings new customer base to 
the firms and helps in improving the customer base 
and market share simultaneously.
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Table 6 Distribution of sample on the basis 
of Perceptions on Rating of new product 

development practices of the firm

Perceptions on Rating 

of new product 

development practices

Frequency-

(N)

Percentage- 

(%)

V a l i d 

P e r c e n t a g e - 

(%)

The Best and on par 

with standard

62 14.0 14.0

Very good and 

suitable to all

199 45.0 45.0

Good and customized 

to the needs

83 18.8 18.8

Requires some 

improvement

35 7.9 7.9

Process standardization 

takes time

63 14.3 14.3

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is understood from the table 6 that out of 442 
sample respondents, 62 (14%) of them perceived that the 
practices of new product development practices in their 
firm as The best and on par with the industry standard, 199 
respondents felt that very good and suitable new product 
development practices as their opinion, 83 respondents 
felt that the new product development practices adopted in 
the company is good and customized to the requirements, 
35 respondents perceived that new product development 
practices  of the firm requires some improvement, and 
finally 63 respondents in the sample reveals that the need 
for improvement in the process standardization and the 
time taking for the same. It indicates  a mixed opinion on 
the new product development practices of the engineering 
firms in the sample area and each company can think 
ahead and set a standard to reach the industry standard 
over a period of time. This can help in getting the best 
results from the practice of new product development 
practices.

Table 7 Distribution of sample on the basis 
of Prime Factor influencing new product 

development practices of the firm

Prime Factor 

i n f l u e n c i n g 

NPD

Practices of the 

firm

Frequency-

(N)

Percentage- 

(%)

V a l i d 

Percentage- 

(%)

Cumulative 

Percentage- 

(%)

I n d i v i d u a l /

P e r s o n a l 

Factors

71 16.1 16.1 16.1

Organizational 

Factors

212 48.0 48.0 64.0

Environmental 

Factors

66 14.9 14.9 79.0

M a n a g e r i a l 

Factors

40 9.0 9.0 88.0

R e g u l a t o r y 

Factors

53 12.0 12.0 100.0

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

It is noted from the table 7 that the prime factors 
influencing the new product development practices of 
the firm among the engineering firms in the sample 
area, indicated as 16.1 percent of the sample represents 
individual factors, 48 percent of the sample represents 
organizational factors, 14.9 percent of the sample 
represents environmental factors, 9 percent of the 
sample represents managerial reasons and 12 percent 
of the sample perceived as regulatory factors. Hence, 
it is concluded that organizational factors are the prime 
factors influencing the new product development 
practices of the firm among the engineering firms in the 
sample area. Organizational factors include planning 
and development team, process standardization, core 
teams’ involvement, co-ordination and communication 
among the teams, time frames and evaluation of project 
performance etc. A good managing company should 
have all these for effective and smooth functioning 
from time to time.

Table 8 Distribution of sample on the basis of 
Frequency of new product development project 

undertaking by the firm

Frequency NPD 

undertaken

Frequency-

(N)

Percentage- 

(%)

V a l i d 
Percentage- 
(%)

Regular basis 115 26.0 26.0

When customer demands 163 36.9 36.9

When new technology is 

introduced

72 16.3 16.3

New division is opened 66 14.9 14.9

When standard products 

are outdated

26 5.9 5.9

Total 442 100.0 100.0

Source: Primary Data / Questionnaire 

Table 8 represents the perceptions on the 
frequency of new product development project 
undertaking by the firm reports in engineering firms 
indicated as, 26 percent of the sample with the 
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response of regular basis, 36.9 percent of the sample 
with the response of when customer demands, 16.3 
percent of the sample with the response of when 
new technology is introduced, 14.9 percent of the 
sample with the response of when new division is 
opened, and 5.9 percent of the respondents with the 
response of when standard products are out dated 
in the market. It is inferred from the above as the 
fair basis are taken into consideration to take a 
decision on new product development activity in the 
engineering firms in the sample. 

SUMMARY AND CONCLUSION

It is observed from the analysis that, the firms 
having regular activity of design and developing 
new products and encouraging the creativity and 
innovation practices at work are better performing 
in new product development when compared to 
others in the sample. Hence, it is concluded that 
new product development is highly successful 
in the firms having R&D activities and regular 
involvement in the new product innovation in the 
fabrication industry.
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Abstract:

Family businesses have been the mainstay of many 
economies. They have not only been the major 
producers of goods and services in most countries, 
but they also have provided the drive for expanded 
supplies of goods and services. As family-run 
businesses remain the ‘backbone of Indian economy,’ 
there is an immediate need to refocus, restructure, 
and reorganize the business portfolio within a family; 
devise ingenious methods to get around the challenges 
of globalization; study the behavioral aspects of the 
next-generation family members, and gain fruitful 
insights into the various aspects that constitute and 
influence the mind-set of the young and educated 
family members. Therefore the present study was 
undertaken to comprehend the intentions of the heirs 
to the family business in silk industry.

The primary objective of the study is to find out the 
comprehensive factors influencing the entrepreneurial 
intention among the family businessmen in silk 
industry at Kancheepuram, Tamilnadu. The study 
followed a descriptive methodology and data required 
is collected through a structured questionnaire. The 
results indicated that the entrepreneurial intention 
depends on attitude and managerial skills and 
behavioural factors are secondary in nature.

Keywords: Attitude factor- behavioural factor- 
managerial factors- innovation- communication

INTRODUCTION

Family businesses have been the mainstay of many 
economies. They have not only been the major 
producers of goods and services in most countries, 
but they also have provided the drive for expanded 
supplies of goods and services. They have driven the 
gross national product in many countries. In the future, 
these family businesses will be even stronger than in 

the past. More deregulation and privatization increases 
the incentives for building private businesses and this 
in turn will continue to strengthen family businesses 
throughout the world. As family-run businesses 
remain the ‘backbone of Indian economy,’ there is an 
immediate need to refocus, restructure, and reorganize 
the business portfolio within a family; devise 
ingenious methods to get around the challenges of 
globalization; study the behavioral aspects of the next-
generation family members, and gain fruitful insights 
into the various aspects that constitute and influence 
the mind-set of the young and educated family 
members. Therefore the present study was undertaken 
to comprehend the intentions of the heirs to the family 
business in silk industry. This will help the business 
owners and their families to understand offspring’s 
intentions; design and evolve an appropriate system 
to nurture necessary traits, skills and attitudes in the 
children; gear them for imminent challenges; add new 
perspectives to the family business; and ensure its 
profitability and sustainable growth.

REVIEW OF LITERATURE

The family has a significant influence on an individual’s 
perceptions of attitudes, values, and behaviors 
being considered acceptable and unacceptable 
(Asakawa, 2001). Practices such as primogeniture are 
broadly recognized and still remain popular modes of 
transfer of leadership in family firms in many cultures 
(Barnes, 1988). Due to their long tenures, family firm 
leaders possess a significant amount of idiosyncratic 
or tacit knowledge related to the firm (Lee, Lim, 
G.H., & Lim, W.S., 2003). It has been suggested 
that the performance of the next generation is likely 
to be based on the effectiveness with which this 
tacit knowledge and social networks are transferred 
across generations (Cabrera-Suarez, De Saa-Perez, 
& Barcia-Almeida, 2001; Steier, 2001). A supportive 
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relationship characterized by mutual respect enables 
the smooth transition of knowledge, social capital, and 
networks across generations (Steier, 2001).

Innovative behaviour is about questioning the present 
ways of doing things (Hargadon, 2003). It is behaviour 
that tries to find solutions that do not yet exist, though the 
elements of the solution exist. According to Gilad(1984) 
unusualness, appropriateness, transformation and 
condensation are connected with opportunity discovery. 
Unusualness is innovative behaviour in which solution 
that are not familiar to the members of the profession are 
searched for. Appropriateness is search for solution that 
answers the needs of a market. Transformation behaviour 
is search for a gap in the market structure to create new 
values in the form of new business. Condensation is 
strategic thinking, in which pieces of information are 
combined into a business opportunity. As a whole, it 
is behaviour aiming at creating something new that 
would change significantly the existing knowledge of 
the business domain. Bhave(1994) and Koning and 
Muzyka(1996) recognized the importance of innovative 
behaviour in opportunity discovery.

RESEARCH METHODOLOGY

The present study initially follows descriptive 
design to explain the silk industry environment in the 
sample area.. The study is titled as “entrepreneurial 
intentions of family businessmen in silk industry at 
Kancheepuram, Tamilnadu”. The primary objective of 
the study is to find out and analyze the entrepreneurial 
intentions of the family business men in silk industry 
in the sample area. The study is centered in collecting 
and compiling the individual characteristics and 
environment climate impact on the entrepreneurial 
intentions and patterns in the sample area. The study 
covers the entire district of Kancheepuram includes 
the proprietary firms and partnership firms operated by 
the individual family businessmen from silk industry. 

OBJECTIVES OF THE STUDY

To study the profile of Silk industry and business 
structure and models in the sample area.

To find out the influence of attitude, behavioural, 
managerial and motivating factors on entrepreneurial 
intention among family businessmen in silk industry. 

SAMPLING SIZE 

Self-administered survey questionnaire is used 
as research instrument. This is an efficient data 
collection mechanism to ensure relevancy and 
consistency of information gathered as the responses 
are objective, standardized and comparable (Zikmund 
et al., 2010; Sekaran & Bougie, 2010). 500 sets of 
questionnaires were distributed to the respondents and 
each questionnaire is collected back within 10 to 15 
minutes. Researchers took 6 months to collect back 
all the questionnaires. On physical scrutiny, it is found 
that 478 are usable for analysis and the same number 
is used for carrying out analysis and interpretation of 
the results.

DATA ANALYSIS AND DISCUSSION

Table 4.1: Distribution of sample on the basis of 
Gender

Gender Frequency Percentage
Male 364 76.2
Female 114 23.8
 Total 478 100.0

Source: Primary data/Questionnaire.

It is noted from the table 4.1, that 76.2 percent of 
the family businessmen in silk industry is male and the 
remaining 23.8 percent are female in the sample. This 
indicated that the silk industry is dominated by family 
businessmen and male in the sample area. 

Table 4.2: Distribution of sample on the basis of 
age in years

Age in years Frequency Percentage
Upto 20 years 36 7.5
21-30 years 38 7.9
31-40 143 30.0
41-50 111 23.1
Above 50 years 150 31.4
 Total 478 100.0

Source: Primary data/Questionnaire.

It is observed from the table 4.2, that, 31.4 
percent of the family businessmen in silk industry 
in Kancheepuram is belongs to above 50 years, 30 
percent belongs to 31-40 years, 23.1 percent belongs 
to 41-50 years, 7.9 percent belongs to 21-30 years and 
7.5 percent belongs to below 20 years respectively in 
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the sample. This indicates that the number of family 
businessmen continuing the business is gradually 
coming down from time to time. 

Table 4.3: Distribution of sample on the basis of 
Religion

Initial capital invested Frequency Percentage
Hindu 229 47.9
Muslim 126 26.4
Christian 83 17.4
Others 40 8.4
 Total 478 100.0
Source: Primary data/Questionnaire.

The family businessmen in silk industry is 
observed at 47.9 percent from Hindu religion, 26.4 
percent from Islam, 17.4 percent is from Christianity 
and only 8.4 percent is from other religions respectively 
is observed among the family businessmen in the silk 
industry. 

Table 4.4: Distribution of sample on the basis of 
marital status

Marital Status Frequency Percentage
Married 315 65.9
 Unmarried 163 34.1
 Total 478 100.0

Source: Primary data/Questionnaire.

It is noted from the table 4.4, that 65.39 percent 
of the family businessmen in silk industry are married 
and the remaining 34.1 percent are unmarried. This 
indicates that, entrepreneurial intention of married 
businessmen is high when compare to others in the 
sample. 

Table 4.5: Distribution of sample on the basis of 
Type of family

Type of Family Frequency Percentage
Joint 341 71.3
Nuclear 137 28.7
 Total 478 100.0

Source: Primary data/Questionnaire.

It is noted from the table 4.5, that, 71.3 percent 
of the family businessmen in silk industry is from 
joint families and the remaining 28.7 percent are from 
nuclear families in the sample. This indicates silk 
industry business is dominated by the joint families 
and also inferred that the entrepreneurial intention of 

joint families if high when compare to nuclear families 
in the sample. This may be due to complexity involved 
in the silk industry; whole family involves in sharing 
the business activities and performs the business. 

Table 4.6: Distribution of sample on the basis of 
Level of Education

Level of Education Frequency Percentage
SSLC( Secondary School 
Level Certificate)

105 22.0

HSC( Higher Secondary 
Certificate)

65 13.6

DIPLOMA 130 27.2
 UG( Under Graduate) 79 16.5
 PG(Pot Graduate) 99 20.7
 Total 478 100.0
Source: Primary data/Questionnaire.

It is noted from the table 4.6, that 27.2 percent 
of the family businessmen from silk industry are 
Diploma holders (especially diploma in silk designing, 
weaving, and Trade), 22 percent are SSLC (Secondary 
School Level Certificate) holders, 20.7 percent are 
post graduates, 16.5 percent are under graduates and 
13.6 percent are higher secondary certificate holders 
in the sample. 

Table 4.7: Distribution of sample on the basis of 
Nativity

Nativity Frequency Percentage
Native 312 65.3
Migrant 166 34.7
 Total 478 100.0

Source: Primary data/Questionnaire.

It is noted from the table 4.7, that 65.3 percent of 
the family businessmen in silk industry are from local 
native and the remaining 34.7 percent are migrants. It 
is noted that the local family businessmen are gradually 
reducing in number and migrants are increasing in 
the silk business. This is due to large scale capital 
deployment by the family businesses from the north 
and entry of corporate with big brand image into silk 
industry. 

Table 4.8: Distribution of sample on the basis of 
Nature of ownership

Nature of ownership Frequency Percentage
Sole Proprietorship 284 59.4
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Partnership 194 40.6
 Total 478 100.0
Source: Primary data/Questionnaire.

It is observed from the table 4.38, that 59.4 
percent of the family businessmen from silk industry 
are sole traders and the remaining 40.6 percent are 
operating through partnership. This indicates that the 
organizational structure of the family businessmen 
is either sole trading or partnership. The limitations 
in these forms of organization structures are limited 
capital, limited managerial ability and lack of 
investment capacity leads to mismatch with the current 
requirements of the industry. 

Table 4.9: Distribution of sample on the basis of 
business turnover

Business turnover per year 
in lakhs

Frequency Percentage

Below 5 Lakhs 97 20.3
5-10 Lakhs 117 24.5
11-15 Lakhs 177 37.0
16-20 Lakhs 49 10.3
Above 20 Lakhs 38 7.9
 Total 478 100.0
Source: Primary data/Questionnaire.

It is noted from the table 4.9, that 37 percent of 
the family businessmen from silk industry reported 
that the turnover is between Rs.11-Rs.15 lakhs, 24.5 
percent reported as Rs. 5- Rs.10 Lakhs, 20.3 percent 
reported that below Rs.5 Lakhs as turnover, 10.3 
percent of the family businessmen reported at Rs.16-
Rs.20 Lakhs turnover per year and finally only 7.9 
percent are reported at above Rs.20 lakhs turnover per 
year. 
Table 4.10: Distribution of sample on the basis of 

Experience in business

Experience in Business Frequency Percentage
Below 5 Years 38 7.9
5-10 years 56 11.7
11-15 years 66 13.8
16-20 years 154 32.2
Above 20 years 164 34.3
 Total 478 100.0

Source: Primary data/Questionnaire.

It is observed from the table 4.10, that 34.3 
percent of the family businessmen in the silk industry 

are having above 20 years of business experience in 
silk industry, 32.2 percent are having 16-20 years of 
business experience, 13.8 percent are having 11-15 
years of experience, 11.7 percent are having 5-10 years 
of experience and only 7.9 percent are having less than 
5 years of experience in silk industry respectively. 
Table 4.11: Distribution of sample on the basis of 

ED training status

Location of the 
business

Frequency Percentage

Yes –undergone 149 31.2
No- Not undergone 329 68.8
 Total 478 100.0
Source: Primary data/Questionnaire.

It is noted from the table 4.11, that 68.8 percent 
of the family businessmen from silk industry are 
not undergone any entrepreneurship development 
programme and the remaining 31.2 percent of the 
family businessmen are undergone entrepreneurship 
development programmes offered by the government. 
This indicates that family businessmen are not ready to 
undergo training and to improve the skills required to 
compete with market changes and competition. 

Data analysis using Weighted mean scores and SD
Table 4.12: Level of agreement on the attitudinal 
variables influence on entrepreneurial intention 
among the family businessmen in silk industry

Attitudinal variables 
affecting entrepreneurial 
intention 

Mean Std. Deviation

Self confidence 4.47 .808
Tolerance for ambiguity 4.22 .983
Performance 4.47 .653
Concern for high quality 3.69 1.234
Locus of control 3.74 1.462
Source: Primary data/Questionnaire.

It is observed from the table 4.12, that attitudinal 
factors influencing the entrepreneurial intent ion 
among the family businessmen towards silk industry 
is observed with the weighted average mean are self 
confidence factors with the mean value of 4.47 and SD 
of 0.808; Performance factor with the mean value of 
4.47 and SD of 0.653; Tolerance and ambiguity factor 
with the mean value of 4.22 and SD of 0.983, concern 
for high quality with the mean value of 3.69 and SD of 
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1.234, and finally, locus of control with the mean value 
of 3.74 and SD of 1.462 respectively in the sample. This 
indicates that, entrepreneurial intention is primarily 
depending on the self confidence, Performance and 
Tolerance for ambiguity.
Table 4.13: level of agreement on the Behavioural 
variables influence on entrepreneurial intention 
among the family businessmen in silk industry

Behavioural variables influencing Mean Std. Deviation
Initiative 4.63 .518
Persistence 4.71 .482
Assertiveness 4.42 .622
Need for autonomy 4.47 .684
Risk taking 4.80 .430
 Innovation and creativity 4.52 .627
Source: Primary data/Questionnaire.

It is observed from the table 4.13, that the 
behavioural variables affecting the entrepreneurial 
intention among the family businessmen in the silk 
industry is observed as Initiative  with the mean value 
of 4.63 and SD of 0.518; Persistence mean value of 
4.71 and SD of 0.482 ; Assertiveness mean value of 
4.42 and SD of 0.622; Need for autonomy mean value 
of 4.47 and SD of 0.684; Risk taking mean value 
of 4.80 and SD of 0.430;  Innovation and creativity 
mean value of 4.52 and SD of 0.627 in the sample 
survey. This indicates that the primary behavioural 
factors affecting the entrepreneurial intention among 
the family businessmen are risk taking, initiative and 
innovation and creativity in performing activities. 
Hence, initiative, risk taking and innovation need to 
be improved among the family businessmen in the silk 
industry. The results are matched with the management 
philosophy of the traditional and modern management 
gurus.
Table 4.14: level of agreement on the Managerial 
variables influence on entrepreneurial intention 
among the family businessmen in silk industry

Managerial variables Mean Std. Deviation
Systematic planning 4.51 .870
Problem solving 4.12 .787
Goal setting and perseverance 3.74 .709
Communication skills 3.83 .909
Source: Primary data/Questionnaire.

It is noted from the table 4.14, that Managerial 
variables influence on entrepreneurial intention among 
the family businessmen in silk industry are Systematic 

planning with the mean value of 4.51 and SD of 0.870; 
Problem solving with the mean value of 4.12 and SD 
of 0.787; Goal setting and perseverance with the mean 
value of 3.74 and SD of 0.709; and Communication 
skills with the mean value of 3.83 and SD of 0.909. This 
indicates that the primary managerial factors affecting 
the entrepreneurial intention among the family 
businessmen in silk industry are systematic planning 
and problem solving skills. Hence, it is important to 
improve the planning and problem solving skills of 
the family businessmen to face the dynamic situations 
and to improve the sustainability of the business in the 
years to come.
Table 4.15: Distribution of sample on the basis of 

degree of entrepreneurial intention prevailing

Entrepreneurial intention variables Mean SD
Entrepreneurial capacity 4.22 1.128
Entrepreneurial skill and ability 4.03 1.002
Behavioural intentions 4.11 .995
Professional attraction 4.19 .725
Entrepreneurial knowledge 4.15 .632
Source: Primary data/Questionnaire.

It is noted from the table 4.15, that the 
entrepreneurial intention prevailing among the family 
businessmen in silk industry is observed with the 
following results.  Entrepreneurial capacity with the 
mean value of 4.22 and SD of 1.128; Entrepreneurial 
skill and ability with the mean value of 4.03 and SD 
of 1.002; Behavioural intentions with the mean value 
of 4.11 and SD of 0.995; Professional attraction 
with the mean value of 4.19 and SD of 0.725; and 
Entrepreneurial knowledge with the mean value of 4.15 
and SD of 0.632. This indicates that entrepreneurial 
capacity and knowledge dimensions of intention are 
highly prevailing among the family businessmen in 
the silk industry.

Table 4.17: Distribution of sample on the basis 
of motivating factors of entrepreneurship in silk 

industry

Variables-items under 
the dimension of : 
MOTIVATING FACTORS

Mean Std. Deviation

Attractive rate of return on 
investment

4.50 .776

Market risk mitigation 
through insurance

4.56 .899

Wide marketing channels 3.84 1.114



69

 

Increased purchasing power 
and imitating customers for 
culture

4.25 .888

Favorable attitude of banks 4.63 .525
Government incentives and 
subsidies

4.52 .500

Local market is quite stable 4.67 .471
Trade centers and organized 
malls for marketing products

4.06 1.192

Silk industry has close 
association with Indian 
culture

4.49 1.033

Local conditions are good to 
run silk industry

4.05 1.298

Source: Primary data/Questionnaire.

It is observed from the table 4.17, that the 
motivating factors of entrepreneurship in silk industry 
is noted as Attractive rate of return on investment with 
the mean value of 4.50 and SD of 0.776; Market risk 
mitigation through insurance with the mean value of 
4.56 and SD of 0.899; Wide marketing channels with 
the mean value of 3.84 and SD of 1.114; Increased 
purchasing power and imitating customers for culture 
with the mean value of 4.25 and SD of 0.888; Favorable 
attitude of banks with the mean value of 4.63 and SD 
of 0.525; Government incentives and subsidies with 
the mean value of 4.52 and SD of 0.500; Local market 
is quite stable with the mean value of 4.67 and SD of 
0.471; Trade centers and organized malls for marketing 
products with the mean value of 4.06 and SD of 1.192; 
Silk industry has close association with Indian culture 
with the mean value of 4.49 and SD of 1.033 and 
Local conditions are good to run silk industry with 
the mean value of 4.05 and SD of 1.298. Based on the 
survey results, it is observed that the primary factors 
motivating the entrepreneurial intention among the 
family businessmen in silk industry are stable local 
market, favourable attitude of banks, attractive return 
of investment, risk mitigation facilities provided in the 
industry.

DATA ANALYSIS USING MULTIPLE 
REGRESSION

Regression is the determination of statistical relationship 
between two or more variables. In simple regression 
two variables are used. One variable (independent) is 
the cause of the behaviour of another one (dependent). 

When there are more than two independent variables 
the analysis concerning relationship is known as 
multiple correlations and the equation describing 
such relationship is called as the multiple regression 
equation. Regression analysis is concerned with the 
derivation of an appropriate mathematical expression 
is derived for finding values of a dependent variable on 
the basis of independent variable. It is thus designed 
to examine the relationship of a variable Y to a set of 
other variables X1, X2, X3………….Xn. the most 
commonly used linear equation in Y=b1 X1 + b2 X2 
+……+ bn Xn + b0 
Here Y is the dependent variable, which is to be found. 
X1 , X2 ,… and Xn are the known variables with 
which predictions are to be made and b1, b2 ,….bn are 
coefficient of the variables. In this study, the dependent 
variable is entrepreneurial intention among the family 
businessmen in silk industry, Independent variables are 
attitude Factors, Behavioural Factors, and managerial 
Factors in the sample area. The influence of each of 
the variables loaded is discussed in the following lines 
along with the degree of influence.

Table 4.9.1: Variables Entered/Removed(b)

Model Variables Entered

1 Attitude Factor, Behavioural Factor, Managerial Factor

a  All requested variables entered.

b  Dependent Variable: Entrepreneurial intention 
among the family businessmen in silk industry

Table 4.9.2: Model Summary

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

Estimate

1 .765(a) .585 .581 1.946

a  Predictors: (Constant), Attitude Factor, 
Behavioural Factor, Managerial Factor 

Dependent variable: Entrepreneurial intention 
among the family businessmen in silk industry (Y)

Independent variables :1. Attitude Factor (X1)

Behavioural Factor    (X2)

Managerial Factor    (X3)

Multiple R value : 0.765

R Square value : 0.585

F value  : 166.670

P value  : 0.000**
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Table 4.9.3: ANOVA(b)

Sum of 

Squares

df Mean 

Square

F Sig.

Regression 2524.559 4 631.140 166.670 .000(a)

Residual 1791.140 473 3.787   

Total 4315.699 477    

a  Predictors: (Constant), Attitude Factor, 
Behavioural Factor, Managerial Factor

b   Dependent Variable: Entrepreneurial intention 
among the family businessmen in silk industry

Table 4.9.4: Coefficients(a)

 Unstandardized 

Coefficients

Standardized 

Coefficients

t-value Sig.

 B Std. Error Beta   

(Constant) 17.823 1.626  10.963 0.000

A t t i t u d e 

factor

-.144 .037 -.149 -3.907 0.000**

Behavioural 

Factor

-.107 .005 -.786 -20.956 0.000**

Managerial 

Factor

.379 .023 .650 16.708 0.000**

a  Dependent Variable: entrepreneurial intention 
of family businessmen in silk industry

The multiple correlation coefficient is 0.765 
measures the degree of relationship between the actual 
values and the predicted values of the Adjustment. 
Because the predicted values are obtained as a linear 
combination of   attitude factor (X1), behavioural 
factor (X2), managerial Factor (X3) and the coefficient 
value of 0.765 indicates that the relationship between 
adjustment and the seven  independent variables is 
quite strong and positive.

The Coefficient of Determination R-square 
measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion 
of the variation in the dependent variables explained 
by the fitted sample regression equation. Thus, the 
value of R square is 0.585 simply means that about 
58.5 % of the variation in adjustment is explained 
by the estimated SRP that uses attitude factors (X1), 
behavioural factors (X2),and  managerial factors 
(X3) as the independent variables and R square value 
is significant at 1 % level for attitude factors (X1), 
behavioural factors (X2),and  managerial factors (X3) 
as the independent variables and R square value is 

not significant at 1 % level for attitude factors (X1), 
behavioural factors (X2),and  managerial factors (X3).

The multiple regression equation is 

Y = 17.823 - 0.144 X1 + -0.107X2+0.379X3.

Here the coefficient of X1 is 0.144, 0.107.; 0.379 
represents the significant effect of X2, X3 variables 
on level of entrepreneurial intention among the family 
businessmen as constant. The estimated positive sign 
implies that such effect is positive that adjustment 
score would give a cumulative increase by 0.144 
for every unit increase in attitude factor and this 
coefficient value is significant at 1% level. Similarly 
for the independent variables X2 and X3  impact is 
observed with 0.107 and 0.379 and co efficient values 
are significant at 1% level of significance.  

Suggestions to improve entrepreneurial intention

Silk co-operative societies should take necessary 
steps to reduce the cost of production. Most of 
the weaver members involved in silk weaving are 
illiterates. As they are uneducated, they face many 
problems in knowing the modern techniques in 
weaving, in utilizing the welfare schemes of the 
Government, in getting financial assistance from 
banks and other similar funding agencies. Hence, it 
is essential to create awareness among the weaver 
members by implementing mass and non-formal 
education programmes and impart training on weavers.

Entrepreneurial Education: In terms of small 
business start-ups, entrepreneurship education, in the 
sense of focusing on the creation of new economic 
entities centered on a novel product/service, is very 
rare. While many social scientists have attempted to 
identify the conditions favourable to its occurrence, 
the connections remain largely unmade. The one 
notable exception to this argument might be modern 
technological entities where the creation of small 
new enterprise is based largely upon scientific know-
how in areas such as electronics. Therefore, because 
entrepreneurship is a highly creative economic process, 
there may even be doubts that conventional forms of 
education are always helpful or supportive. If there is 
something about an entrepreneur which differentiates 
him/her from the rest of the population, and, if 
management techniques stress order, predictability, 
rationality, etc. then these emphases appear difficult 
to integrate into the more charismatic approach of 
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genuine entrepreneurs without damaging their special 
potential.

Continuing Small Business Education: This is 
a specialist version of adult continuing education 
designed to enable people to enhance and update 
their skills. This form of training is available through 
many business schools in the form of one-day 
training modules. It is problematic from a number 
of perspectives. It is more difficult to organize than 
the conventional start-up programme which has the 
politically attractive possibility of adding to the new 
venture start-up population. Second, research suggests 
that marketing continuing small business education 
is an uphill struggle, as many small business owners 
are very demanding and easily disappointed with what 
they regard as a programme too generalized for their 
needs.

Small Business Awareness Education: This form 
of education is aimed at increasing the number of 
people who are sufficiently knowledgeable about 
small business as an economic activity to consider it 
as a career alternative. This is the type of programme 
which is suitable for inclusion in secondary school 
syllabuses and undergraduate programmes. Such 
education has the objective of increasing awareness 
of industry and making participants more sensitive 
to the small firm. Vesper, reporting on the American 
situation, concludes that, despite the use of the term 
“entrepreneur”, most of the courses are actually aimed 
at increasing student awareness of the small firm and 
providing basic information on setting up and running 
a business. Others, such as Sym and Lewis, would also 
argue that many of the large number of introductory 
business ideas and brief “starts your own business” 
programmes currently on offer are also awareness 
education. Many of the programmes rarely provide 
much more than a widening of the participant’s 
appreciation of both the opportunities and problems 
associated with starting a business. Serious training 
often only begins if the participant proceeds to some 
further and usually rather longer programme.

CONCLUSION

Entrepreneurial intention among the family 
businessmen in silk industry is influenced by 
multiple factors. The nature of factors observed in 
the study is personal, organizational, environmental, 

managerial, behavioural, and motivational in nature. 
The intention of individual is set to be a definite 
and ignited through learning of knowledge through 
observation and training. Entrepreneurial intention 
among the family businessmen is natural in context. 
Family entrepreneurship is taken a different dimension 
because of globalization and corporate culture. Still 
Silk industry has lot of opportunity to improve family 
based entrepreneurship in the sample area. Because,silk 
business is linked with tradition trust and familiarity 
of businessmen. All the three can be observed among 
the traditional family businessmen. A portion of 
business may be taken over by the corporate, it may 
not influence the physical market buyers and there by 
entrepreneurial intention of the family businessmen 
needs to improve to sustain the tradition and to have 
self sustained business in hand. The support from 
government may help in improving the intentions at 
faster rate and to improve the entrepreneurship in the 
near future.
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EXECUTIVE SUMMARY

Job satisfaction represents a combination of positive 
or negative feelings that workers have towards their 
work. Meanwhile, when a worker employed in a 
business organization, brings with it the needs, desires 
and experiences which determinates expectations 
that he has dismissed. Job satisfaction represents 
the extent to which expectations are and match the 
real awards. Job satisfaction is closely linked to that 
individual’s behaviour in the work place (Davis et 
al.,1985). Herzberg’s Two Factor Theory is probably 
the most often cited point of view. In fact the main 
idea is that employees in their work environment 
are under the influence of factors that cause job 
satisfaction and factors that cause job dissatisfaction. 
Therefore all factors that have derived from a large 
empirical research and divided in factors that cause 
job satisfaction (motivators) and factors that cause 
job dissatisfaction (hygiene factors).The present study 
is focused on assessing the role of organizational 
variables on the job satisfaction of nurses of private 
hospitals in Chennai city. The results state that there is 
a highly significant and moderately significant impact 
of the organizational variables on the job satisfaction 
of the nurses in the private hospitals in the sample 
area. It is necessary to improve organizational policies 
and practices to enhance the satisfaction of the nurses 
in the hospitals.

Key words: Satisfaction- Preventive measures-Quality 
of Work life-Policies- Desired level

INTRODUCTION

Job satisfaction is a worker’s sense of achievement 
and success on the job. It is generally perceived to be 
directly linked to productivity as well as to personal 
well-being. Job satisfaction implies doing a job one 

enjoys, doing it well and being rewarded for one’s 
efforts. Job satisfaction further implies enthusiasm 
and happiness with one’s work. Job satisfaction is 
the key ingredient that leads to recognition, income, 
promotion, and the achievement of other goals that 
lead to a feeling of fulfillment (Kaliski,2007).

Job satisfaction can be defined also as the extent 
to which a worker is content with the rewards he or 
she gets out of his or her job, particulary in terms of 
intrinsic motivation (Statt, 2004).

REVIEW OF LITERATURE

Job satisfaction is under the influence of a series of factors 
such as: The nature of work, Salary, Advancement 
opportunities, Management, Work groups and Work 
conditions. A somewhat different approach regarding 
the factors of job satisfaction is provided by Rue and 
Byars. When talking about factors of job satisfaction 
the fact that they can also cause job dissatisfaction 
must be kept in mind. Therefore the issue weather job 
satisfaction and job dissatisfaction are two opposite 
and excludable phenomena? There is no consensus 
regarding this issue among authors. Herzberg’s Two 
Factor Theory is probably the most often cited point of 
view. In fact the main idea is that employees in their 
work environment are under the influence of factors 
that cause job satisfaction and factors that cause job 
dissatisfaction. Therefore all factors that have derived 
from a large empirical research and divided in factors 
that cause job satisfaction (motivators) and factors that 
cause job dissatisfaction (hygiene factors).

RESEARCH METHODOLOGY

The present study covers the entire Chennai city 
covering all the corporate and bigger size private 
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hospitals. Majority of these hospitals are 24X7 in 
nature and dealt with multi specialty care services. 
Many hospitals are equipped with latest medical and 
surgical and diagnostic care facilities. These hospitals 
get patients from the southern and northern states of 
India. Few hospitals have the foreign patients and also 
have NRI and foreign patient facility centres. Some of 
the hospitals in the study are Apollo Group, Billroth 
group, Bharathiraja Group, Mehta Group, Sundaram 
Group, Fortis Malar, Vijaya group, Miot Group, SRM 
Group, Global Hospitals, Chettinad group, and Balaji 
group of hospitals etc. The study covers all age groups 
of nurses and all divisions of medical care. Outpatient 
service care is also considered for the study.

OBJECTIVES OF THE STUDY

1.  To study the demographic profile of nurses in 
the sample area.

2.  To study the organizational variables 
affecting job satisfaction among the private 
hospitals in the sample area.

Hypothesis

1.  H1: Demographical variables (personal) have 
a direct significant effect on job satisfaction 
of nurses in private hospitals.

2.  H2: organizational variables affecting job 
satisfaction have a direct significant effect on 
job satisfaction of nurses in private hospitals.

Questionnaire was validated in respective sector 
and with the help of pilot surveys and recommendations 
was incorporated in the questionnaires. For the purpose 
of the present study, primary data has been used. The 
primary data was obtained through direct communication 
with the respondents through a structured questionnaire. 
Table 4.2.11 Distribution of sample on the basis of 

expected facility to improve job satisfaction

Expected facility Frequency Percentage Valid 

percentage

Hostel 152 29.7 29.7

Convenient Shift 152 29.7 29.7

Transport 56 10.9 10.9

Mess facility 152 29.7 29.7

Total 512 100.0 100.0

Source: Primary data/ Structured Questionnaire/
Private hospitals/Chennai/Jan-Dec 2013.

It is found from the table 4.2.11, that the nurses 
working in the private hospitals in Chennai city expects 
three major facilities and perceived that , the facilities 
like hostel, convenient shifts and mess facility can 
enhance the working efficiency and simultaneously job 
satisfaction. The equal distribution of the expectation 
on these facilities indicates more number of nurses is 
from out station and staying for employment in the 
city. The issues like cost of food and accommodation 
facilities in the city and the security concerns prevailing 
in the city may be the reasons for expecting these 
facilities from the employer. Another segment of the 
nurses coming from home and living with parents are 
expecting transport facility from home to work place. 
All the above said facilities have their own role in 
enhancing job satisfaction among the nurses. It is also 
considered that some of the hospitals are providing 
such facilities, which has attached medical college and 
research centres in the city. Small and medium private 
hospitals need to go for models like participative 
ownership models with the employees or outsourcing 
mode. Gradually, the situation may improve with the 
improving social infrastructure like metro trains and 
government and controlled working women’s hostels 
and improved security to the public.
Table 4.2.13 Distribution of sample on the basis of 

degree of job satisfaction

Degree of 

satisfaction

Frequency Percentage Valid percentage

Satisfied to 

some extent
245 47.9 47.9

M o d e r a t e l y 

Satisfied
164 32.0 32.0

H i g h l y 

Satisfied
103 20.1 20.1

Total 512 100.0 100.0

Source: Primary data/ Structured Questionnaire/
Private hospitals/Chennai/Jan-Dec 2013.

It is noted from the table 4.2.13, that the 20.1 
percent of the nurses are highly satisfied, 32 percent 
are moderately satisfied and 47.9 percent are satisfied 
to some extent among the nurses working in the 
private hospitals in Chennai city. It indicates that there 
are some gaps in work environment related and work 
related variables influencing the job satisfaction. The 
job satisfaction among the nurses depends on various 
factors relat5ed to environment, work, career prospects 
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and financial and non financial incentives associated with the job. The gaps can overcome with the consultation 
and discussion of the various modes to overcome the issues in private hospitals. Such measures can help the 
management to boost the job satisfaction of the employees and thereby providing quality services to the patients 
and brand image in the public.

Table 4.2.16 Descriptive of the variables indicating organizational factors influencing job satisfaction 
along with mean and SD

Organizational factors influencing job satisfaction Mean SD
The work 3.55 1.387
Management of the organization 3.51 1.400
Coworkers 3.83 1.317
Interpersonal relations 3.54 1.437
Superior’s leadership style 4.04 1.091
Provided feedback 3.98 1.180
Opportunities for promotion 3.60 1.421
Pay for the work 3.71 1.355
One’s status in the organization 3.66 1.366
Motivation for professional development 3 3.85 1.215
Security and reliability of employment 3.74 1.363
The amount of work and the number of assignments 3.72 1.324
Forms of motivation 4.02 1.195
Working conditions 3.82 1.373
Education possibilities 3.73 1.302
The existing control and penalty system 3.93 1.277
Working hours 4.26 .925
With concern for employees’ well-being 3.28 1.460
Praise and the level of trust 3.91 1.205
The ability to participate in the decision-making process 3.89 1.256
Source: Primary data/ Structured Questionnaire/Private hospitals/Chennai/Jan-Dec 2013.

It is noted from the table 4.2.16, that the 
organizational factors influencing the level of job 
satisfaction among the nurses in the private hospitals 
in Chennai city are observed as follows. The primary 
organizational variables influencing the level of job 
satisfaction among the nurses in the private hospitals 
factors are identified through the high scored mean 
values from the sample survey are the nature and 
behavior of co-workers with the mean score of 3.83, 
supervisor’s leadership style with the mean score of 
4.04, positive and encouraging feedback with the mean 
score of 3.98, motivation for professional development 
with the mean score of 3.85, forms of motivation 
followed in the hospital with the mean score of 4.02, 
The existence of control and penalty system with the 
mean score of 3.93, working hours with the mean 

score of 4.26, Praise and the level of trust with the 
mean score of 3.91, and the ability to participate in 
the decision making process with the mean score of 
3.89. The observation says nurses are more proactive 
to the organization and profession. The organizational 
factors need to be positive and encouraging and the 
same can be reflected in the form of quality of services 
and professionalism.

Inferential statistical Analysis:

Hypothesis-I

Ho: There is no significant difference between the 
perceptions of permanent and temporary nurses with 
regard to factors influencing job satisfaction in private 
hospitals.



76

   

Table4.3.1 showing the t-test results showing the 
perceptional differences between the nurses with 
regard to factors influencing job satisfaction of 

nurses 

F a c t o r s 
influencing job 
satisfaction of 
nurses in private 
hospitals

Type of employment

Permanent Temporary

Mean SD Mean SD

t-value P 

value

Organizational 
factors affecting 
job satisfaction

75.99 6.85 74.66 6.70 2.018 0.440*

Source: Primary data/ Structured Questionnaire/
Private hospitals/Chennai/Jan-Dec 2013.

**- indicates highly significant at 1% level of 
significance; *- represents significant at 5% level of 
significance. NS-indicates not significant at 5% level 
of significance.

Since P value is less than 0.05, the null 
hypothesis, There is no significant difference between 
the perceptions of permanent and temporary nurses 
with regard to factors influencing job satisfaction in 
private hospitals is rejected at 5% level of significance. 
Hence, it is concluded that, there is a significant 
difference between the perceptions of permanent and 
temporary nurses with regard to factors influencing 
job satisfaction in private hospitals with regard to the 
dimension of professional factors and organizational 
factors among the sample. Based on the mean value, 
it is noted that the level of job satisfaction is high 
among the permanent nurses when compare to the 
temporary nurses working in the private hospitals in 
Chennai city. It may be due to the type of facilities 
and the benefits given to permanent nurses are better 
than the others in the sample survey. The improved 
level of life style and working conditions, the fringe 
benefits can be provided to enhance the level of job 
satisfaction among the nurses in private hospitals in 
the sample area.

Hypothesis-II

Ho: There is no significant difference between the 
perceptions of nurses working in different leadership 

styles with regard to factors influencing job satisfaction 
in private hospitals.

Table4.3.1 showing the t-test results showing the 
perceptional differences between the nurses with 
regard to factors influencing job satisfaction of 

nurses

F a c t o r s 
influencing job 
satisfaction of 
nurses in private 
hospitals

Leadership style

Autocratic Democratic

Mean SD Mean SD

t-value P 

value

Organizational 
f a c t o r s 
affecting job 
satisfaction

74.86 6.75 75.88 6.84 1.529 0.127

Since P value is greater than 0.05, the null 
hypothesis, There is no significant difference between 
the perceptions of nurses working in different 
leadership styles with regard to factors influencing 
job satisfaction in private hospitals with regard to 
the dimension of organizational factors affecting job 
satisfaction among the nurses working in the private 
hospitals in Chennai city is accepted at 5% level of 
significance. Hence, it is concluded that, there is no 
significant difference between the perceptions of 
nurses working in different leadership styles with 
regard to factors influencing job satisfaction in 
private hospitals with regard to the dimension of 
organizational factors affecting job satisfaction among 
the nurses working in the private hospitals in Chennai 
city.Based on the mean value, it is noted that the level 
of job satisfaction is high when compared to others 
among the nurses working in the hospitals where 
democratic management style is observed among the 
sample. It may be due to the democratic set up gives 
opportunity to act independently and to have freedom 
to express. It is behavioral in nature and influences to 
a greater level when compared to others.

Hypothesis-III

Null Hypothesis: There is no significant difference 
between the age groups with regard to the various 
dimensions of factors affecting job satisfaction among 
nurses in private hospitals.

Table: 4.4.1: ANOVA Table showing the relationship between the age groups and the perceptions factors 
influencing job satisfaction among nurses

 Factors influencing job satisfaction Below 20

Age Group in years F value P value

21-30 31-40 41-50 Above 50

Organizational factors 

affecting job satisfaction

Mean 73.38 74.39 77.17 76.84 75.09 5.998 0.000**

SD (6.80) (6.63) (6.90) (6.72) (5.96)
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Since p value is less than 0.001, the null 
hypothesis, There is no significant difference between 
the age groups with regard to the various dimensions of 
work environment and climate variables, professional 
variables and organizational factors affecting job 
satisfaction among nurses in private hospitals is rejected 
at 1% level of significance. Hence, it is concluded that, 
there is a highly significant difference between the 
age groups with regard to the various dimensions of 
work environment and climate variables, professional 
variables and organizational factors affecting job 
satisfaction among nurses in private hospitals.

Based on the mean value, it is observed that the 
high level of job satisfaction is observed among the 

nurses belongs to the age group of 45-50 years when 
compared to others in the sample. It may be due to 
higher level of professional experience and the level of 
management and adopted to the nature of work and the 
management style. For other, it is a matter of time and 
experience to adapt to the situation and work culture.

Hypothesis-IV

Null Hypothesis: There is no significant difference 
among the nurses with different levels of educational 
qualification with regard to the various dimensions 
of factors affecting job satisfaction among nurses in 
private hospitals.

Table: 4.4.1: ANOVA Table showing the relationship between the different levels of educational 
qualification holders and the perceptions on factors influencing job satisfaction among nurses

Level of Education

 Diploma
Vocational 
Course UG PG Professional

F- value P 
value

Organizational factors 
affecting job satisfaction

Mean
74.14 76.16 76.15 74.67 76.66 2.460 .045

 SD (7.10) (6.08) (6.17) (6.81) (8.19)

Since p value is greater than 0.05, the null 
hypothesis there is no relationship between the level 
of educational qualification and the organizational 
factors affecting level of job satisfaction among the 
nurses working in the private hospitals in Chennai 
is accepted at 5% level of significance. Hence, it is 
declared that, there is no relationship between the level 
of educational qualification and the organizational 
factors affecting level of job satisfaction among the 
nurses working in the private hospitals in Chennai. 
Based on the mean value, it is noted that the nurses 
with professional qualification is highly satisfied when 

compared to others in the sample. It may be due to the 
level of expertise and ease in carrying out the day to 
day activities in the employment. Other qualification 
groups may take some more time to equip themselves 
and to excel in the career.

Hypothesis-V

Null Hypothesis: There is no significant difference 
among the nurses with different levels of experience 
with regard to the various dimensions of factors 
affecting job satisfaction among nurses in private 
hospitals.

Table: 4.4.1: ANOVA Table showing the relationship between the different levels of experience holders 
and the perceptions on factors influencing job satisfaction among nurses

 Factors influencing job 
satisfaction
Below 5

Experience in years

5-10 10-15
A b o v e 
15

F-value P value

Organizational factors affecting job 
satisfaction

Mean
75.19 74.86 76.67 76.64 2.404 .067

 SD (6.56) (6.71) (5.98) (7.82)
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Since p value is greater than 0.05, the null 
hypothesis , there is no relationship between the level of 
experience and the organizational factors affecting level 
of job satisfaction among the nurses in private hospitals 
in Chennai city is accepted at 5% level of significance. 
Hence, it is concluded that, there is no relationship 
between the level of experience and the organizational 
factors affecting level of job satisfaction among the 
nurses in private hospitals in Chennai city. Based on 
the mean value, it is observed that the organizational 
factors affecting level of job satisfaction among the 
nurses in high in the experience group of 10-15 years. 
It may be due to middle level management employees 

are prone to shift the employment for better prospects. 
The shift in employment takes some time for adoption 
and to understand the new management philosophy. 
During this period, there may be a resistance from the 
subordinated to change and such issues affect the level 
of job satisfaction for the nurses of this segment.

Hypothesis-VI

Null Hypothesis: There is no significant difference 
among the nurses working in different departments 
with regard to the various dimensions of factors 
affecting job satisfaction among nurses in private 
hospitals.

Table: 4.4.1: ANOVA Table showing the relationship among the nurses working in different departments 
with regard to the perceptions on factors influencing job satisfaction among nurses

 Factors influencing job satisfaction
General- out patient service

Department of Working

Casualty ICU

W a r d 
and in 
patient

F Value P value

Organizational factors affecting job 
satisfaction

Mean
75.15 76.30 75.66 75.38 .654 .581

 SD (6.81) (7.03) (6.62) (6.97)

Since p value is greater than 0.05, the null 
hypothesis there is no relationship between the working 
department and the factors affecting level of job 
satisfaction amo0ng the nurses in the private hospitals 
in Chennai city is accepted at 5% level of significance. 
Hence, it is concluded that, there is no relationship 
between the working department and the factors 
affecting level of job satisfaction among the nurses 
in the private hospitals in Chennai city. Based on the 
mean value, work environment and climate variables 
, professional variables and organizational variables 
affecting job satisfaction is high among the nurse 
working in the casualty department when compared to 

others in the sample. It may be due to continuous work 
pressure and critical and diligent nature makes them 
to exhaust in a speedy manner. This can overcome by 
providing in house refreshments and other relaxation 
facilities along with monetary benefits.

Hypothesis-VII

Null Hypothesis: There is no significant difference 
among the nurses working in different levels of 
management with regard to the various dimensions 
of factors affecting job satisfaction among nurses in 
private hospitals.

Table: 4.4.1: ANOVA Table showing the relationship among the nurses working in different levels of 
management with regard to the perceptions on factors influencing job satisfaction among nurses

Factors influencing level of job satisfaction
Lower level

Level of Management

Middle level
S e n i o r 
level

F value P value

Organizational factors affecting job 
satisfaction

Mean 
75.13 75.58 79.61 7.125 .001**

 SD (6.67) (6.68) (7.67)
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Since p value is less than 0.001, the null 
hypothesis, There is no significant difference among 
the nurses working in different levels of management 
with regard to the various dimensions of factors 
affecting job satisfaction among nurses in private 
hospitals is rejected at 1% level of significance. 
Hence, it is concluded that, there is a highly significant 
difference among the nurses working in different levels 
of management with regard to the various dimensions 
of factors affecting job satisfaction among nurses in 
private hospitals. Based on the mean value, the nurses 
working in the senior level are perceived that the level 
of job satisfaction is highly affected through working 
environment and climate, professional variables and 

the organizational variables. It may be due to long 
hours of work duty and the managerial functions 
associated with the employment and execution 
control. The measures like computerized monitoring 
and the communication gadgets to give instructions to 
different locations and department from the office can 
help them in improving the level of job satisfaction.

Hypothesis-VIII

Null Hypothesis: There is no significant difference 
among the nurses with different levels of job 
satisfaction and with regard to the various dimensions 
of factors affecting job satisfaction among nurses in 
private hospitals.

Table: 4.4.1: ANOVA Table showing the relationship among the nurses with different levels of job satisfaction 
and the perceptions on factors influencing job satisfaction among nurses

 Dimensions of factors influencing job satisfaction
Satisfied to some extent

Level of job satisfaction in the present job F value P value

Modera te ly 
Satisfied

Highly 
Satisfied

Organizational factors affecting job satisfaction Mean 72.38 76.61 81.58 93.338 0.000**
 SD (6.26) (5.71) (4.98)

Since p value is less than 0.001, the null hypothesis, 
There is no significant difference among the nurses with 
different levels of job satisfaction and with regard to the 
various dimensions of factors affecting job satisfaction 
among nurses in private hospitals is rejected at 1% level of 
significance. Hence, it is concluded that, there is a highly 
significant difference among the nurses with different 
levels of job satisfaction and with regard to the various 
dimensions of factors affecting job satisfaction among 
nurses in private hospitals. Based on the mean value, 
the high level of job satisfaction is observed among the 
nurses working in the private hospitals in the dimensions 
of work related and climate variables, professional 
variables and the organizational variables among the 
sample hospitals in the city. The same trend needs to be 
continued for the effective and quality services to the 
patients and there by increased level of brand loyalty and 
related financial benefits to the hospitals.

SUMMARY AND CONCLUSION

The study reveals that, the organizational factors 
influencing the level of job satisfaction among the nurses 
in the private hospitals in Chennai city are observed as 
follows. The primary organizational variables influencing 
the level of job satisfaction among the nurses in the private 
hospitals factors are identified through the high scored 
mean values from the sample survey are the nature and 

behavior of co-workers with the mean score of 3.83, 
supervisor’s leadership style with the mean score of 4.04, 
positive and encouraging feedback with the mean score 
of 3.98, motivation for professional development with 
the mean score of 3.85, forms of motivation followed in 
the hospital with the mean score of 4.02, The existence 
of control and penalty system with the mean score of 
3.93, working hours with the mean score of 4.26, Praise 
and the level of trust with the mean score of 3.91, and the 
ability to participate in the decision making process with 
the mean score of 3.89. The observation says nurses are 
more proactive to the organization and profession. The 
organizational factors need to be positive and encouraging 
and the same can be reflected in the form of quality of 
services and professionalism. The results state that there 
is a highly significant and moderately significant impact 
of the organizational variables on the job satisfaction of 
the nurses in the private hospitals in the sample area. It is 
necessary to improve organizational policies and practices 
to enhance the satisfaction of the nurses in the hospitals.
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INTRODUCTION

Efficient agricultural management which can be 
certainly ensuring better and greater productivity may 
make valuable contribution to the balanced growth 
of Indian economy. Agriculture occupies a central 
position in the Indian economy. It contributes 29.4 
percent of GDP, employing 64 percent of the country’s 
workforce. Tamil Nadu is one of the premier states of 
India in terms of economic and social development. 
Agriculture and industry has been the mainstay of its 
economy. Food price volatility has had a dramatic 
impact on the food security of poor households in 
developing countries. Equally serious has been the 
impact of long-term trends such as a slowdown of 
agricultural productivity growth, urbanization and 
an increasingly sophisticated supply chain. These 
changes have led governments and development 
organizations to refocus on smallholder farming 
as a business activity linked to markets through 
efficient value chains. The aftermath of the 2008 
food price surges motivated a refocus, across the 
world and within FAO, on smallholders’ production 
of staples. These surges revealed the vulnerability of 
smallholders not only to large price shocks, but also 
in exploiting market opportunities and adjusting to 
a new market environment. More and more expert 
views have suggested that the modern economic 
reality signals deteriorating prospects for small-
scale farmers. To overcome this issue, farming has 
to regain its phase of growth and push the supply 
of food grains to market. For this a positive attitude 
of farmers towards farming and export benefits is 
essential. With this back ground, the present study is 
taken up with the rigor.

RESEARCH PROBLEM

Globalization, urbanization and migration of 
agriculture labour to the urban areas, the era of 
information technology industry and its attraction of 
mass towards dignified skill based and non skill based 
jobs in both core sector and allied service sectors and the 
adverse environment changed the rural agrarian economy 
phase of growth to down trend. In addition, small and 
medium farmers are unable to deploy the advanced 
methods of farming by investing large scale money on 
the small farm holdings. These conditions continued for 
a period of more than a decade and the total agriculture 
sector becomes week and farmer’s attitude is changed 
from farming to shift to other sectors by leaving the 
farms as it is. Later another threat to agriculture farms 
in the road side has come in the form of real estate 
development and commercializing the agriculture farms 
into real estates. In this mania many farmers converted 
their lands into real estates and it had a greater impact 
on the size of the farm lands in the semi urban areas in 
the sample districts. In this parlance, the natural calamity 
of cyclones and storms continuously for a period of one 
month from 7th November 2015 to 8th December 2015 
in the sample area helped to regain the ground water 
levels and new hopes are raised in the minds of the 
farmers. This rains also flooded in the cities and urban 
areas and migrated population settled in low laying areas 
are suffered a lot and started remigration to native places. 
This further added advantage to the farming community 
to have a sufficient supply of labour to engage in farming 
activities. The advantage of farming is also realized 
with the increased level of agriculture commodities and 
food grains in the market. All these factors encouraged 
the farmers to focus on farming. This situation is taken 
as a base and the researcher selected the present study 
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for research. Hence, the study is titled as “Farmer’s 
Attitude towards Farming and Exports: A study with 
special reference to Thiruvannamalai, Villupuram and 
Kancheepuram Districts of Tamilnadu”.

SCOPE OF THE STUDY 

This study explored and described the farmers’ 
attitudes towards farming in three districts of Tamil Nadu 
state in India, namely, Villupuram, Thiruvannamalai 
and Kancheepuram. It examined the farmers’ personal 
characteristics, determined their overall attitude 
towards farming and how this attitude varied based on 
their personal characteristics. Six hundred farmers from 
the three districts on the basis of quota sampling are 
targeted and formed the sample. The study revealed that 
majority of the farmers were middle aged, No formal 
education or with primary education, had 10- 15 years 
of experience in farming and had a farm size of 2-5 
acres. A majority of the respondents were found to have 
a favourable attitude towards farming after 2015 heavy 
rains and floods in the state of Tamilnadu. The farming 
interest is increased due to change in the availability of 
irrigation water through increased level of ground water. 
In addition, the connectivity to markets and the logistics 
availability and accessibility is increased over a period 
of time in the sample districts. Education, family type 
and average size of the farm land were found to have 
a negative and significant association with attitude. In 
comparison, the farmers of Thiruvannamalai district 
were found to have a less favourable attitude towards 
farming when compare to other two districts in the 
sample. Introducing basic scientific concepts in farming, 
irrigation and export mechanism with simplified 
procedures is advised to enhance the farming attitude 
and export attitude among the farmers in the sample 
area in the state of Tamil Nadu.

The study covers only agrarian farmers involving 
in growing both commercial and food crops, vegetables 
and seasonal rain fall dependent crop growers in the 
sample districts. The farmers involving in the allied 
agricultural fields like, poultry farms, cattle farm and 
dairy, horticulture, sericulture etc. Similarly, organized 
farming in large scale manner is excluded from the 
study. The farmers having large scale advanced 
farming equipments and adopting scientific methods 
of farming in the sample districts are also found in the 

form of organic farming is excluded from the study. 
The study focused on traditional small, marginal and 
middle income level farmers living in the villages and 
few of the traditional large scale farmers attached to 
farming in traditional manner.

RESEARCH OBJECTIVES

The present study is conducted with the following 
objectives:

To find out the factors affecting farming attitude, 
reasons for the current farming trends in the sample 
area.

To note the factors influencing export attitude 
among the farmers in the sample area.

Research Methodology

The descriptive research design was adopted 
due to the nature of the study. Descriptive research, 
also known as statistical research, describes data and 
characteristics about the population or phenomenon 
being studied. Descriptive research answers the 
questions who, what, where, when and how. Thus, 
on the basis of the above, the descriptive research 
designs were appropriate for the present study as it 
was important to gauge the various dimensions of 
factors influencing the farming and export attitude of 
farmers in the sample area. This can help to pave a way 
and to set favourable agriculture productivity, market 
trends and sustainable development of the rural mass 
without environmental costs. This can also help in 
achieving the balanced development with sustainable 
nature in the years to come.  For the purpose of study 
the relevant sample are is selected on the basis of 
market connectivity, agriculture and farming potential 
and the phase of coping skills held by the farmers in 
the sample area. The three districts selected for the 
study is appropriate on the basis of the percentage 
of population depending on farming, the patterns of 
farming and the potential scope for improvement.

STUDY PERIOD

The survey has been conducted during the year 
2015 and the first quarter of the year 2016. The 
observations made on the expatriate climate are for a 
span of four years i.e., 2012 to the first quarter of 2016.
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SAMPLE SELECTION AND METHOD

The study is mainly based on primary data which 
was collected from the 600 farmers selected on quota 
sampling basis from Thiruvannamalai, villupuram and 
Kancheepuram districts in the state of Tamilnadu. From 
each district 200 samples were estimated and targeted to 
meet in person by visiting the villages the farmers for the 
purpose of survey were chosen according to the simple 
random sampling method.  While selecting the area we 
did with an intention to cover the entire three districts, it 
is judgmental because, the results will be more accurate 
when the sample size is bigger and the coverage is wide. 

SOURCES OF DATA 

The Data required for the study is collected from 
both primary and secondary sources. The primary data 
collection is collected through a structured questionnaire 
prepared and tested through pilot study. For the purpose 
of reliability testing of the questionnaire and to use 
to collect the data for main study is prepared in both 
English and vernacular language, i.e Tamil. Majority 
of the respondents are met in person and collected 
the data.  The response rate is good and co-operative. 
Cronbach Alpha Test was used to determine the degree 
of consistency among the multiple measurements of 
each factor. It measures the inter-item reliability of a 
scale generated from a number of items. Ideally, the 
reliability coefficient above 0.5 is considered acceptable 
as a good indicator of constructing reliability (Nunnally, 

1976), above 0.6 is treated satisfactorily (Robinson 
et.al., 1991), but alpha above 0.7 is considered sufficient 
(George and Mallery, 2001; Pallant, 2005).  For the 
purpose of pilot study, 90 questionnaires (30 from each 
district) were collected in person from the farmers in 
the sample districts. The reliability alpha calculated by 
using the Corn Bach’s reliability index test is found at 
0.869 and found reliable.

FRAME WORK OF ANALYSIS

The analysis of the present study is made in two 
parts. Part-I deals with the analyzing the demographic 
profile of the farmers using descriptive statistics. Part 
II deals with the studying the relationship between 
the demographical variables of the farmers, farm, 
environment and awareness level and the factors 
influencing the farming att itude and suggestions to 
improve the farming attitude of the farmers, farming 
climate and environment prevailing in the sample 
area. Part III deals with the studying the relationship 
between the demographical variables of the farmers, 
farm, environment and awareness level and the factors 
influencing the export attitude and suggestions to 
improve the export attitude of the farmers, export 
climate and environment prevailing in the sample area.

Data analysis using Friedman Test:

Null Hypothesis: There is no significant difference 
between mean ranks of factors influencing the farming 
attitude among the farmers.

Table 4.124: Friedman test for significant difference between Mean Ranks of variables influencing the 
farming attitude

 Variables  influencing the Farming attitude among the farmers Mean Rank
Chi square 
value

P value

Humans must live in harmony with nature in order to survive 7.17
Humankind was created to rule over the rest of nature (b) 6.76
Farm operators do not have the right to farm land in a manner 8.16
Humans have the power to improve upon nature, by cultivating it and 
making it productive 

8.25

Humans need not adapt to the natural environment because they can 
remake it to suit their needs 

8.72

When humans interfere with nature it often produces disastrous 
consequences

8.67
132.264 0.000**

Humans have the right to modify the natural environment to suit their needs 9.08
Agriculture brings order to land that was once wilderness 7.61
No one has the right to tell farmers what practices to use on their land 7.71
The balance of nature is very delicate and easily upset 8.54
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Since p value is less than 0.01, the null hypothesis, 
There is no significant difference between mean ranks 
of factors influencing the farming attitude among 
the farmers is rejected at 1% level of significance. 
Hence, it is concluded that, there is a highly significant 
difference between mean ranks of factors influencing 
the farming attitude among the farmers. Based on the 
mean ranks, it is noted that, Farm operators do not 
have the right to farm land in a manner with the mean 
rank of 8.16; Humans have the power to improve upon 
nature, by cultivating it and making it productive with 
the mean rank of 8.25; Humans need not adapt to the 

natural environment because they can remake it to suit 
their needs with the mean rank of 8.72; When humans 
interfere with nature it often produces disastrous 
consequences with the mean rank of 8.67; Humans 
have the right to modify the natural environment to suit 
their needs with the mean rank of 9.08 are identified as 
prime factors influencing the farming attitude among 
the farmers.

Null Hypothesis: There is no significant difference 
between mean ranks of dimensions of Attitude towards 
“Appreciation of Nature among the farmers.

Table 4.125: Mean Ranks of the variables of Dimensions of Attitude towards “Appreciation of Nature

Attitude towards “Appreciation of Nature “ Mean Rank Chi square value P value
Rain fall 5.81
Type of Clouds 5.23
Soil Quality 5.65
Insect Populations 5.52
Wild life 5.76 26.474 0.002**
Change of seasons 5.49
Soil Erosion 5.50
Water Quality 5.40
Effects of fertilizers on soil fertility and productivity 5.06
Effects of pesticides on alternative crops productivity 5.58

Since p value is less than 0.01, the null hypothesis, 
There is no significant difference between mean ranks 
of dimensions of Attitude towards “Appreciation 
of Nature among the farmers is rejected at 1% level 
of significance. Hence, it is inferred that, There is 
no significant difference between mean ranks of 
dimensions of Attitude towards “Appreciation of 
Nature among the farmers in the sample. Based on 
the mean ranks, it is noted that the key dimensions of 

attitude variables towards nature are Rain fall with the 
mean rank of 5.81;Type of Clouds with the mean rank 
of 5.23; Soil Quality with the mean rank of 5.65; Insect 
Populations with the mean rank of 5.52; Wild life with 
the mean rank of 5.76 among the sample.

Null Hypothesis: There is no significant difference 
between mean ranks of opinions on causes of the 
current farm problem among the farmers.

Table 4.126: Mean Ranks of the opinions on causes of the current farm problem

Farmers’ opinions on causes of the current farm problem Mean 
Rank

Chi square 
value

P value

Farmers lack bargaining power 4.88
High wages in industry cause high prices for what the farmer buys 5.42
High costs of processing and marketing after products leave the farm 5.43
Increased Political influence in getting farm loans support 5.68 34.669 0.000**
Farmers try to increase their income by increasing production 5.51
Ownership of land and other production resources by non farmers 5.76
Increased use of fertilizer, improved seed, irrigation and big machinery 5.40
Lack of low cost loan from co-op banks and government farm programs 5.55
Conversion of agriculture lands to real estate or industrial estates 5.53
Farmers are migrating to cities due to poor rain fall 5.84
Reduction in number of farms due to loss in agriculture farming 5.69
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 Since p value is less than 0.01, the null hypothesis, 
There is no significant difference between mean 
ranks of opinions on causes of the current farm 
problem among the farmers is rejected at 1% level 
of significance. Hence, it is inferred that There is no 
significant difference between mean ranks of opinions 
on causes of the current farm problem among the 
farmers. Based on the mean ranks, it is noted that the 
prime reasons for the current problems of farming 
observed are Increased Political influence in getting 
farm loans support with the mean rank of 5.58; 
Ownership of land and other production resources 

by non farmers with the mean rank of 5.76; Lack of 
low cost loan from co-op banks and government farm 
programs with the mean rank of 5.55; Conversion of 
agriculture lands to real estate or industrial estates 
with the mean rank of 5.53; Farmers are migrating to 
cities due to poor rain fall with the mean rank of 5.84; 
Reduction in number of farms due to loss in agriculture 
farming with the mean rank of 5.69 among the sample.

Null Hypothesis: There is no significant difference 
between mean ranks of Attitude factors towards 
“Satisfaction with farm Life” among the sample.

Table 4.127: Mean Ranks of Attitude factors towards “Satisfaction with farm Life”

Attitude factors towards “Satisfaction with farm 
Life”

Mean
 Rank

Chi square 
value

P value

Satisfying but I can’t judge with others life 5.55
Doing what they want to be doing 5.88
More Satisfying 5.39
Not having any debt 5.61 12.995 0.163NS

Feel Fortunate 5.42
Lack of Financial success 5.51
Life is Satisfactory 5.39
Enjoy what they do 5.43
Frustrated by lack of freedom 5.53
Farming is not a choice 5.29

e p value is greater than 0.05, the null hypothesis, 
There is no significant difference between mean ranks 
of Attitude factors towards “Satisfaction with farm 
Life” among the sample is accepted at 5% level of 
significance. Hence, it is concluded that, There is no 
significant difference between mean ranks of Attitude 
factors towards “Satisfaction with farm Life” among 
the sample.  Based on the mean ranks, it is noted 
that major dimensions of satisfaction is observed are 
Satisfying but I can’t judge with others life with the 

mean rank of 5.55; Doing what they want to be doing 
with the mean rank of 5.88; Not having any debt with 
the mean rank of 5.61; Feel Fortunate with the mean 
rank of 5.42 ;Lack of Financial success with the mean 
rank of 5.51; Frustrated by lack of freedom with the 
mean rank of 5.53 among the sample.

Null Hypothesis: There is no significant difference 
between mean ranks of Attitude towards “The Benefits 
of Farming” among the sample.

Table 4.128: Mean Ranks of the variables of Dimensions of Attitude towards “The Benefits of Farming”

Attitude towards “The Benefits of Farming”
Mean Rank

Chi square 
value

P value

Living ethically 5.60
Community 5.48
The work itself 5.50
Heritage and Identity 5.20
Independence 5.59 13.121 0.157
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Nature 5.66
Being outdoors 5.65
Pride in Product 5.66
Good health with fresh air and water 5.33
Higher levels of immunity and disease free 5.34

Since p value is greater than 0.05, the null 
hypothesis, There is no significant difference between 
mean ranks of Attitude towards “The Benefits of 
Farming” among the sample is accepted at 5% level 
of significance. Hence, it is concluded that, There is no 
significant difference between mean ranks of Attitude 
towards “The Benefits of Farming” among the sample. 
Based on the mean ranks, it is noted that the kind of 
benefits perceived and observed are Living ethically 
with the mean rank of 5.60; Independence with the mean 
rank of 5.59; Nature with the mean rank of 5.66; Being 
outdoors with the mean rank of 5.65; Pride in Product 
with the mean rank of 5.66; Good health with fresh air 
and water with the mean rank  of 5.83; Higher levels of 
immunity and disease free  with the mean rank of 5.74.

SUMMARY AND CONCLUSION

Agriculture is a risky business. Climate change, 
progressing liberalization of international agricultural 
trade and changes in agricultural support schemes 
increase the problem of risk management. It can even 
be argued that with time general farm management will 
have to focus mostly on risk management. Higher risk 
aversion concerning their personal health, and lower 
when dealing with their farm and farming methods; this 
seems logical from the perspective of hierarchy of values 
among people in general.

To overcome the issues in farming a proper crop 
insurance system is need of the hour. Agriculture 
requires modernization and implementation of new 
methods of farming. This can help in improving the 
crop production and minimize the loss. A sustainable 
agriculture can grow only through technology and 
financial protection to farmers in the sample.
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Abstract

Work-life balance refers to the divergence between 
the work place demands and the demands of personal 
life. The present study is descriptive in nature. The 
variables influencing the work life balance are purely 
tested and the relationship may be varying from 
sample to sample. The factors influencing the work 
life balance are Job stress, emotional intelligence and 
work environment factors. The level of influence of 
the each of the variables is tested in the paper using 
multiple regression. Correlation between the selected 
variables is found positive and direct. The various 
factors of work life balance observed in the study, are 
highly correlated with each other and have a high level 
of significance. The job stress, emotional intelligence 
and work environment of the unorganized sector is 
turbulent in nature and leads to social disaster in the 
years to come. Hence, a regulation of the working 
environment and conditions from the government side 
is the need of the hour. This can help in resolving in 
many issues related to women working in unorganized 
sector.

Keywords: Emotional intelligence- work 
environment- Job Stress- Work life balance.

INTRODUCTION

In the traditional era, the women were confined to 
household work like cooking, washing, cleaning, 
taking care of children, etc. They were considered 
as home makers and were deprived of the right or 
opportunity to go outside home. But now the story is 
different. Apart from home maker role, they also have 
a significant role to engage even outside the home. 
With the increase in cost of living on one hand and the 
improved education and employment opportunities on 

the other hand, both husband and wife started working 
and many families became dual earners. The growth 
of higher education has improved job prospects for 
women and resulted in the move from stay-at-home 
mothers to thriving professional women. Over a period 
of time women accomplished remarkable progress in 
every walk of life and made a noteworthy mark in the 
respective fields. But there is no significant change in 
performing the role of home maker.

The issue of work-life balance has become the 
hot topic in the current day scenario. Sverko et al 
(2002) emphasized that change in technology, values 
and demographic trends contributed to the emergent 
relevance of work-life balance in industrialized 
societies. It is supplemented by other factors which 
include increasing complexity of work, change in 
nature of family and the extended number of women 
entering the workforce. Work-life balance refers to the 
divergence between the work place demands and the 
demands of personal life. When either side becomes 
unbalanced for extended periods of time, the effect is 
likely to be visible in unhealthy symptoms (fatigue, 
stress, depression, etc.). A lack of synchronization 
between domestic life and work life causes great 
personal and financial hardship, both to the individual 
and the company.

THE CONCEPT:

The concept of work-life balance is based on the 
notion that paid work & personal life should be seen 
less as competing priorities than as complementary 
elements of full life. Work-life balance is about 
improving people’s quality of life & widening access 
to paid employment & career opportunities. A work-
life balance supports staffs who wish to have a greater 
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involvement in public life & in the community 
(Simonetta Manfredi & Michelle Holliday, 2004).  
Dundas (2008) argues that work-life balance is about 
effectively managing the juggling act between paid 
work and all other activities that are important to 
people such as family, community activities, voluntary 
work, personal development and leisure and recreation. 
Greenhaus et al (2003) define work-life balance as the 
extent to which an individual is equally engaged in – 
and equally satisfied with – his or her work role and 
family role.

REVIEW OF LITERATURE

Konrad and Mangel (2000) concluded that the 
Work-life balance policies have a stronger positive 
impact on productivity when women comprised a 
larger percentage of the workforce and when a higher 
percentage of professionals were employed. Allen 
and et.al. (2000) also found that as WFC increased, 
job satisfaction decreased among individuals of both 
genders in diverse professions, various career stages 
and from different countries.

Fisher-McAuley et.al., (2003) in their paper 
titled “Modelling the relationship between work life 
balance and organizational outcomes” explain role as 
the totality of formal tasks, informal tasks and acts 
as organized by an individual. Each individual is a 
member of social systems and the expectation as well 
as demand of one may put pressure on the other.

Supriti Dubey, Ruchi Saxena & Neetu Bajpai, 
(2010) in their article titled “Work life balance: can 
women be both bearer and manager” put forth that 
WLB is about people having measure of control over 
when, where and how they work. The core of WLB 
could also be summed as achievement with enjoyment. 
WLB can lead to a healthy synergy in the working 
environment of an organization and its employees. A 
balanced life is one where the employees spread their 
energy and efforts through emotional, intellectual, 
imaginative, spiritual and physical levels on the key 
areas of importance.

Ramanathan & Vanitha (2011) “Work-Life 
Balance-A primitive Channel Source for work culture 
at workplace with special reference to IT employees 
in India” state work culture is the image building 
process for any organization and to its employees, the 

prevailing work culture in an organization will make 
employees put their contribution towards the work 
and responsibilities and help the organization to move 
towards its desired objectives and mission.

Susi & Jawaharran (2011) in their article titled 
“Work-Life Balance: The key driver of employee 
engagement” narrated that the workplace culture 
comprises the employee’s attitudes, belief systems, 
value systems, work ethics, behavior which characterize 
the functioning of a group or organizations. Workplace 
culture includes the beliefs, attitudes, practices, norms 
and customs that characterize a workplace.

RESEARCH METHODOLOGY

For the purpose of study, the women working 
in unorganized sector in Rangareddy district is 
selected. The present study is descriptive in nature. 
The variables influencing the work life balance are 
purely tested and the relationship may be varying 
from sample to sample. The factors influencing the 
work life balance are job stress, emotional intelligence 
and work environment. In simple work life balance 
is influenced by work environment factors and job 
related factors. The correlation between the selected 
variables is tested in the current paper. The sample size 
used for the study is 542. The sample data is collected 
using a pre tested structured questionnaire (Reliability 
alpha of the questionnaire is observed at 0.8169). The 
variables are scaled using the 5 point likert’s technique 
and analyzed using the SPSS version 28.0. The results 
are explained in the following lines. In order to test the 
role of each of the variable on the work life balance, 
multiple regression is applied and the results are 
presented in the following pages.

Data analysis using multiple regression:

Multiple Regression-I

Multiple Regression is the determination of 
statistical relationship between two or more variables. 
When there are more than two independent variables 
the analysis concerning relationship is known as 
multiple correlations and the equation describing 
such relationship is called as the multiple regression 
equation.

Multiple Regression analysis is concerned 
with the derivation of an appropriate mathematical 
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expression is derived for finding values of a dependent 
variable on the basis of independent variable. It is thus 
designed to examine the relationship of a variable Y to 
a set of other variables X1, X2, X3………….Xn. the 
most commonly used linear equation in Y=b1 X1 + b2 
X2 +……+ bn Xn + b0 

Here Y is the dependent variable, which is to be 
found. X1 , X2 ,X3… and Xn are the known variables 
with which predictions are to be made and b1, b2 
,….bn are coefficient of the variables. In this study, 
the dependent variable is job satisfaction, Independent 
variables are job stress, and emotional intelligence and 
work environment prevailing in the sample area and 
analysis are discussed as follows: 

Null Hypothesis: Ho: There is no significant 
relationship between work life balance and job stress, 
emotional intelligence, work environment prevailing 
in the unorganized sector in the sample.

Dependent variable :   Work Life Balance (Y)

Independent variables :  1.   Job stress (X1) 

emotionalintelligence (X2)

Work environment (X3)

Multiple R value  : 0.761

R Square value  : 0.579

F value   : 214.743

P value   : 0.000**

TABLE: 1 ANOVA(B) RESULTS

 Sum of Squares df Mean Square F value P value
Regression 7460.103 3 2486.701 214.743 .000(a)
Residual 5430.979 469 11.580   
Total 12891.082 472    

a  Predictors: (Constant), Job Stress, Overall Emotional Intelligence, Work Environment

b  Dependent Variable: Job Satisfaction
Table :2 Variables in the Multiple Regression Analysis

 Un standardized Coefficients
Standardized 
Coefficients t- value P value

 B Std. Error Beta   
(Constant) 2.044 1.949  1.049 .295
Emotional Intelligence .064 .010 .241 6.511 .000

Work Environment .300 .021 .548 14.265 .000
Job Stress -.074 .033 -.092 -2.249 .025

a  Dependent Variable: Job Satisfaction
The multiple correlation coefficient is 0.761 

measures the degree of relationship between the 
actual values and the predicted values of the Work 
Life Balance. Because the predicted values are 
obtained as a linear combination of overall emotional 
intelligence(X1), work environment (X2), and job 
stress(X3). The coefficient value of 0.761 indicates 
that the relationship between Work Life Balance 
and the independent variables overall emotional 

intelligence(X1), work environment (X2), and job 
stress(X3) is quite strong and positive.

The Coefficient of Determination R-square 
measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion of 
the variation in the dependent variables explained by 
the fitted sample regression equation. Thus, the value 
of R square is 0.579 simply means that about 57.9 
% of the variation in Work Life Balance is explained 
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by the estimated SRP that uses overall emotional 
intelligence(X1), work environment (X2), and job 
stress(X3) as the independent variables and R square 
value is highly significant at 1 % level.

The multiple regression equation is 

Y = 20.44 + 0.064X1 + 0.300X2 - 0.074X3   

  Here the coefficient of X1 is 0.064 represents 
the partial effect of on Work Life Balance, holding 
work environment and job stress as constant. The 
estimated positive sign implies that such effect is 
positive that job satisfaction score would increase by 
0.064 for every unit increase in emotional intelligence 
and this coefficient value is significant at 1% level. 
The coefficient of X2 is 0.300 represents the moderate 
effect of work environment, by keeping other variables 
emotional intelligence and job stress as constant. The 
coefficient of X3 is -0.074 represents the negative 
effect of job stress on job satisfaction by keeping all 
other variables like emotional intelligence and work 
environment as constant, and this coefficient value is 
significant at 1% level.

Multiple Regression- II:

Here the researcher is trying to find out the role 

of job satisfaction, overall emotional intelligence, 
job stress and work environment impact on the job 
performance among the employees working in the 
unorganized sector. Here Y is the dependent variable, 
which is to be found. X1 , X2 ,X3, X4… and Xn 
are the known variables with which predictions are 
to be made and b1, b2 ,….bn are coefficient of the 
variables. In this study, the dependent variable is 
job performance, Independent variables are, overall 
emotional intelligence, work environment, job stress 
and job satisfaction prevailing in the sample area and 
analysis are discussed as follows: 

Null Hypothesis: Ho: There is no significant 
relationship between job performance and overall 
emotional intelligence, work environment, job stress 
and job satisfaction prevailing in the automobile units 
in the sample.
Dependent variable : Job performance (Y)
Independent variables :  1.   Overall emotional 
intelligence (X1)
Work environment (X2)
Job stress(X3)
Job satisfaction (X4)
Multiple R value: 0.815 ; R Square value : 0.664
F value : 230.813  ;  P value: 0.000**

TABLE: 3 ANOVA(B) RESULTS

Model  Sum of Squares df Mean Square F value P value
1 Regression 18467.685 4 4616.921 230.813 .000(a)
 Residual 9361.355 468 20.003   
 Total 27829.040 472    

a  Predictors: (Constant), Job Satisfaction, Overall Emotional Intelligence, Job Stress, Work Environment

b  Dependent Variable: Job Performance

Table : 4 Variables in the Multiple Regression Analysis

 
U n s t a n d a r d i z e d 
Coefficients Standardized Coefficients T value P value

 B Std. Error Beta   
(Constant) 4.724 2.565  1.842 .066
 Emotional Intelligence .031 .014 .080 2.302 .022
Work Environment .328 .033 .408 9.903 .000**
Job Stress -.179 .043 -.151 -4.120 .000**
Job Satisfaction .448 .061 .305 7.384 .000**

a  Dependent Variable: Job Performance
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The multiple correlation coefficient is 0.815 
measures the degree of relationship between the 
actual values and the predicted values of the job 
performance. Because the predicted values are obtained 
as a linear combination of emotional intelligence(X1), 
work environment(X2), job stress(X3) and job 
satisfaction(X4),. The coefficient value of 0.815 indicates 
that the relationship between job performance and the 
independent variables emotional intelligence(X1), 
work environment(X2), job stress(X3) and job 
satisfaction(X4),is quite strong and positive.

The Coefficient of Determination R-square 
measures the goodness-of-fit of the estimated Sample 
Regression Plane (SRP) in terms of the proportion of 
the variation in the dependent variables explained by 
the fitted sample regression equation. Thus, the value 
of R square is 0.664 simply means that about 66.4 % 
of the variation in job performance is explained by the 
estimated SRP that uses emotional intelligence(X1), 
work environment(X2), job stress(X3) and job 
satisfaction(X4), as the independent variables and R 
square value is highly significant at 1 % level.

The multiple regression equation is 

Y = 47.24 + 0.031X1 + 0.328X2 - 0.179X3 
+0.448 X4

  Here the coefficient of X1 is 0.031 represents 
the partial effect of emotional intelligence on job 
performance by, holding work environment, job 
stress and job satisfaction as constant. The estimated 
positive sign implies that such effect is positive that 
job performance score would increase by 0.031 for 
every unit increase in emotional intelligence and 
this coefficient value is significant at 1% level. The 
coefficient of X2 is 0.328 represents the moderate 
effect of work environment, by keeping other variables 
emotional intelligence, job stress and job satisfaction 
as constant. The coefficient of X3 is -0.179 represents 
the negative effect of job stress on job performance by 
keeping all other variables like emotional intelligence 
work environment and job satisfaction as constant, 
and this coefficient value is significant at 1% level. 
Similarly, the co-efficient of X4 is 0.448 represents 
the considerable effect of job satisfaction on job 
performance by holding emotional intelligence, work 
environment and job stress as constant and this 
coefficient value is significant at 1% level.

SUMMARY AND CONCLUSION

In summary, it is noted that, work environment and 
emotional intelligence play a major role in the work life 
balance of women working in the unorganized sector 
in the sample area. This may be due to socio economic 
conditions, family and interpersonal relationships, 
financial commitment and health issues associated 
with the middle income groups among the women. 
Majority of the women working in the unorganized 
sector are socially deprived and economically back 
warded. The formal level of education is very low and 
exploitation is high in the sector. 

Similarly, the performance of women working in 
unorganized sector is influenced by work environment 
and job satisfaction. The unorganized sector many 
firms comes under the factories act, but the provisions 
of health, safety, environment and welfare is very 
nominal and null in majority of the cases. This has 
direct impact on the performance of the women in the 
short run and serious health hazards in the long run. 
The implementation of industrial laws is very poor at 
ground level. 

Work life balance is closely associated with 
the social concerns and family relationships and 
performance is associated with the career growth. In 
the above case both are at danger level and a strict 
and stringent action from the government side can be 
the curative measure for the issue. The role of NGOs 
and other voluntary associations working towards the 
betterment of the women working in the unorganized 
sector is appreciable trend. The role of corporate 
firms and IT Firms yet to gear up and speed up in the 
upliftment of women and their work life balance in the 
years to come.
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Abstract:

Globalization, changing demographics and 
metamorphosis in the roles of men and women has 
forced business to transform the way they operate. 
Strategies dealing with work-life integration are an 
important implement in this transformation. Women 
in the workforce pursuing a career and obtaining 
remuneration for the same are thus part of a modern 
phenomenon. It is a well-established fact that women 
have been challenged by inequality in the workforce. 
O’Reilly and O’Neill (2006) speak about the various 
factors which impact the career of a woman across 
different stages in her life. The primary focus on 
Gender identity propels the thinking that women can 
stay true to their engendered identity and still be 
successful in their careers rather than change their 
behavior to follow male models of workplace norms. 
Flexibility at the workplace is a universal need for all 
– men, women, old and young. It is a gender-neutral 
initiative, the rationale for which is driven powerfully 
by the changing roles of men and women, of caregivers 
and of nurturers. However, in the case of women, it 
is a sustaining force, a panacea which ensures that 
the pitfalls and speed-breakers in a woman’s career 
journey do not result in permanent damage, i.e, her 
dropping off from the workforce, never to return. 

The present paper is focused on identifying the women 
career growth enablers and thereby improving the 
longevity and work place participation of women in 
the country. Both secondary and primary data sources 
are used for the purpose of research. 26000 women 
attended the Hindu Opportunity Job fair for Women, of 
which 8000 showed interest in flexible careers. From 
this, every 6th sample was selected systematically. 
The final sample size, after data cleaning, based on 
this sampling was 1064. The output of path analysis 
indicate that the path coefficient for EE against FWB 

is -0.264 with p-value of 0.033 and the path coefficient 
for WLB against FWA is 0.204 with significant at one 
per cent level and the path co-efficient for EE against 
HBNF is 0.445 with significant at one per cent level. 

Keywords: Career growth- Workplace participation-
Longivity-Career dropouts- Work life balance.

INTRODUCTION

Globalization, changing demographics and 
metamorphosis in the roles of men and women has 
forced business to transform the way they operate. 
Strategies dealing with work-life integration are an 
important implement in this transformation. Employee 
benefit practices such as work-from-home policies, 
part-time working, flexi-time working, job-sharing, 
job-splitting etc provide employees with the much 
needed integration between aspects of work and 
home.  It is about people having a measure of control 
over when, where and how they work. It is achieved 
when an individual’s right to a fulfilled life inside 
and outside paid work is accepted and respected 
as the norm, to the mutual benefit of the individual, 
business and society. Flexibility at the workplace is a 
universal need for all – men, women, old and young. 
It is a gender-neutral initiative, the rationale for which 
is driven powerfully by the changing roles of men and 
women, of caregivers and of nurturers. However, in 
the case of women, it is a sustaining force, a panacea 
which ensures that the pitfalls and speed-breakers in 
a woman’s career journey do not result in permanent 
damage, i.e, her dropping off from the workforce, 
never to return. 

Women in the workforce pursuing a career and 
obtaining remuneration for the same are thus part of 
a modern phenomenon. It is a well-established fact 
that women have been challenged by inequality in the 
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workforce. Until recent times, both in India and around 
the world, legal and cultural practices, combined with 
the inertia of longstanding religious and educational 
traditions, restricted women’s entry and participation in 
the workforce. Recent decades have seen rapid growth 
in female employment across all developing nations 
as well as the industrialized countries. However, in 
most countries, there is always a significant difference 
between the workforce participation rates of men 
versus that of women. Women were largely limited to 
low-paid and poor status occupations for the past two 
centuries and earned less pay than men for doing the 
same work. Even so, inequities in women’s workforce 
participation exist. Women’s careers are often non-
linear in nature with numerous breaks due to a variety 
of reasons such as work-life imbalance, spousal 
relocation, elder-care and childbirth. In many cases 
this also leads to income inequality (Esping-Andersen, 
2007). 

REVIEW OF LITERATURE

One of the major influencers of women’s workforce 
participation in the United States of America was 
the invention of the birth control pill. The oral 
contraception pill (OCP) provided women with the 
freedom to choose when they could become mothers. 
This was considered one of the key enablers of 
women’s emancipation. The release of Enovid in 1960, 
the first OCP afforded U.S. women unprecedented 
freedom to plan childbearing and their careers. 
Bailey, Martha J (2006) used compiled legal data and 
population surveys, to prove that early legal access to 
the pill significantly reduced the likelihood of a first 
birth before age 22. This is turn allowed women to 
participate in the labour market well with an increase 
in the number of annual hours and weeks worked. This 
proved that birth control may have accelerated the 
growth in younger women’s labor-force participation 
in the U.S. after 1970. O’Reilly and O’Neill (2006) 
speak about the various factors which impact the 
career of a woman across different stages in her life. 
The primary focus on Gender identity propels the 
thinking that women can stay true to their engendered 
identity and still be successful in their careers rather 
than change their behavior to follow male models of 
workplace norms. Here a focus on what women could 
do to promote their careers is not discussed.

Iversen and Rosenbluth (2006) have discussed 
about the effect which women’s careers have on 
their representation in democratic politics, both by 
reinforcing traditional voter attitudes toward women 
(a demand-side feature) and by constraining the 
supply of women with professional experience and 
resources who are capable of mounting credible 
electoral campaigns. The authors have argued that 
electoral systems have a strong, systematic effect on 
the extent to which women’s workforce participation 
boosts female political representation. In candidate-
centered political systems, where seniority is an 
important factor in legislative effectiveness, career 
interruptions for the sake of childcare and other family 
work hurts female aspiring politicians more seriously 
than in proportional representation (PR) systems, 
where political parties control the policy platform and 
constituency service is a minor consideration in the 
careers of candidates.

Weiner (2008) that Diversity across dimensions, 
such as functional expertise, education, or personality, 
can increase performance by enhancing creativity 
or group problem-solving. In contrast, more visible 
diversity, such as race, gender, or age, can have 
negative effects on a group—at least initially. However 
such fault lines can be utilised to a group’s advantage 
too.

Ann Pomeroy (2007) in her study about the careers 
of women speaks about the reason why women are 
not found in large numbers even in the HR profession 
which is considered as one of the most suitable ones 
for women managers. In the study, she highlights the 
fact that due to family responsibilities and the fact 
that women are the primary stakeholders of the home, 
there is a serious shortage of women professionals as 
we go up the career ladder. 

RESEARCH METHODOLOGY

3.1: Problem Statement
The Career Enablers which allow a woman professional 
to demonstrate Career Strength were identified by 
this researcher with the help of Human Resources 
professionals via 3 Focus Groups conducted in 
Chennai, Coimbatore and Bangalore. The key challenge 
with respect to the career of the woman professional 
is to understand the relative importance of each 
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Career Enabler, so that the same can be included as 
Organizational policy in companies that seek to engage 
with women professionals. By providing relevant levels 
of each Career Enabler, organizations can help control 
attrition of women in the Indian workplace and thereby 
ensure enhanced workforce participation by Women in 
India. There is a serious lack of research in India with 
respect to Career Enablers. There are hardly any studies 
which record the perception of women professionals 
about enablers such as mentoring programs, flexible 
working arrangements, inspiring peer groups, day care 
facilities etc. 

This study is being attempted by this researcher 
on the basis of the results of the FGD’s conducted and 
will seek to study the following:

1.  Relationship between Age and Seniority of 
Women professionals in seeking Career Enablers

2. Demographic factors which influence the 
perception of Career Strength. 

3. Perception of different Career Enablers with 
regard to Career Strength Indicators.

4. The strength of association between Career 
Growth of a woman professional and her usage 
of Flexible Working Arrangements

The inferences from this research may be used as 
inputs for the creation of organizational policies and 
programs to enable the increase of women’s workforce 
participation in India.

3.2: FRAME WORK OF THE STUDY

Hypothesized Model:

 

Career 
Enabler X 

FWA 

Career 
Enabler Y 

Employee 
Engagement 

Work-life 
Balance 

Growth/Leadership 

Longevity 

Workforce 
Participation  of 
Woman 

Personal 
factors 

3.3: Objectives of the Study

1.  To examine factors influencing the choice of 
a career enabler for a woman professional at 
different levels in the organizational hierarchy.

2.  To analyze the relationship between Work-Life 
Balance, Growth, Longevity and Employee 
Engagement as Career Strength Indicators of a 
woman’s career.

3.  To find the relationship between the prior usage 
of a Career Enabler and its importance to a 
woman’s career.

SOURCES OF DATA 

Both secondary and primary data sources are used 
for the purpose of research. 26000 women attended 
the Hindu Opportunity Job fair for Women, of which 
8000 showed interest in flexible careers. From this, 
every 6th sample was selected systematically. The 
final sample size, after data cleaning, based on this 
sampling was 1064.

RESEARCH DESIGN 

The research design selected is cross sectional design 
based on descriptive methodology. Different abstractions 
are developed from the details of the phenomena by way 
of factor analysis and latent constructs are designated 
with appropriate nomenclature to understand and 
visualize the phenomena by inductive process. A pilot 
study is conducted to ensure that the questionnaire 
and objectives of study are statistically relevant and 
accurate.

SAMPLING PROCEDURE 

The Hindu Opportunity fair conducted in Chennai 
provided the research site. Respondents who attended 
the fair filled in the questionnaire on the spot, or were 
administered the questionnaire, which they later filled 
and submitted. The questionnaire administration and 
collection time-span pertains to the period between 
March 2011 and May 2011. In the proposed analysis 
data is predominantly nominal, categorical and ordinal. 
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Patrick Dattalo (2008) mentions that for social sciences 
research, alpha level of .05 and the level of acceptable 
error at 5% is to be considered.  Cochran’s sample size 
formula for categorical data is used and determined as 
880. However, to increase the reliability of data, the 
sample size is increased to 1064. The period of study 

was between March and May 2011 This study aims 
to assess the strength of career enablers, their value-
addition to the Career Strength Indicators and more 
specifically the importance of each in adding to the 
robustness of a woman’s engagement to her workplace.

4.1: DATA ANALYSIS AND DISCUSSION

Table 4.1: Showing profile of the sample

Age of Respondents Marital status
Age Group Frequency Percent Marital status Frequency Percent
Less than 26 312 29.3 Married 624 58.6
26 to 30 Yrs 284 26.7 Single 440 41.4
31 to 35 208 19.5 Family type Frequency Percent
36 to 40 136 12.8 Joint 332 31.2
Above 40 124 11.7 Nuclear 732 68.8
Total 1064 100.0 Total 1064 100.0
Employment status Frequency Percent % of women in office Frequency Percent
Full Time 762 71.6 10% to 30% 446 41.9
Flexible 229 21.5 31% to 60% 552 51.9
Not Working 73 6.9 61% to 100% 66 6.2
Total 1064 100.0 Total 1064 100.0
Organizations provided 
flexibility

Frequency Percent Work Experience Frequency Percent

1 382 35.9 0 to 5 years 578 54.3
2 140 13.2 6 to 10 years 238 22.4
3 56 5.3 11 to 15 years 104 9.8
4 6 .6 16 to 20 years 112 10.5
5 4 .4 21 to 25 years 14 1.3
10 20 1.9 26 to 30 years 18 1.7
NA 456 42.9 Total 1064 100.0

It is observed from the above table 4.1, 56 percent 
of the women in the sample is belongs to less than 
30years age group only 11.7 percent of the women 
is the sample belongs to above 40 years age group. 
It is inferred that, the potential working age group of 
the women is less than 30 years and the work place 
participation issues will be more among this age 
group women. It may be due to family and personal 
demographic variables influence on the work timings 
and nature of work. The obligations towards family 
can influence the work place participation of women 
among the sample. Another significant personal 
demographic factor affecting the women participation 
at work is marital status and it is observed that 58.7 
percent of the women in the sample is married. Women 
with full time employment status is observed at 71.6 

percent and employees with nuclear family status 
observed at 68.8 percent.

In addition majority of the women in the sample 
is having less than five years of work experience 
and almost 52 percent of the sample work places 
are occupied with more than 30-60 percent of the 
work force is women. It is obvious that the flexibility 
observed in the work place is quite good and the basic 
barriers for work place participation for the above 
sample are personal and family demographic variables. 
The social change happening in the society in the form 
of commercialism and urbanization are added fuel 
to the burning issue. It can be resolved only through 
customized solutions derived by the individual women 
based on the density and degree of sensitivity of the 
problem faced by them. Basic work place requirements 
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and the humanitarian consideration on the issues faced 
by the women is needed from corporate side. In addition, 
social responsibility and governance practices towards 
women employees need to be guaranteed at all points 
of time. This can be a supporting factor to the women’s 
work place participation and there by career progression 
in the long run.

CORRELATION BETWEEN THE 4 
CAREER STRENGTH INDICATORS 

The correlation between the 4 Career Strength 
Indicators, which show that each of the indicators 
has a positive impact and correlation with all 
the other 3, is established using Spearman’s 
Rho. The Spearman Rho correlation elucidates 
the magnitude and direction of the association 
between each set of two variables that are on an 

interval or ratio scale, in this case between all 
4 Career Strength indicators. The magnitude or 
strength of the correlation is established for all 
4 variables, with the highest values returning 
for the correlation between Work-Life Balance 
and Employee Engagement at 0.813 and between 
Growth and Employee Engagement at 0.791. All 
4 variables have correlation co-efficient which 
falls between 0.6 to 0.8. Since Spearman’s Rho 
posits that closer the correlation is to either +1 or 
-1, the stronger the correlation, in this case, it is 
evident that the correlation between all 4 Career 
Strength indicators is high. Also, the direction of 
the correlation is obtained from the positive values 
of the variables, in this case, all sets are positive 
integers, as such, there is a positive relationship 
(as one increases, the other also increases). 

Table:4.2: Inter- Relationship between Career Strength Indicators

Dimension WLB EE Growth Longevity
Work life balance Correlation Coefficient 1.000 .813** .714** .684**

Sig. (2-tailed) . .000 .000 .000
N 1064 1064 1064 1064

Employee Engagement Correlation Coefficient .813** 1.000 .791** .711**

Sig. (2-tailed) .000 . .000 .000
N 1064 1064 1064 1064

Growth Correlation Coefficient .714** .791** 1.000 .755**

Sig. (2-tailed) .000 .000 . .000
N 1064 1064 1064 1064

Longevity Correlation Coefficient .684** .711** .755** 1.000
Sig. (2-tailed) .000 .000 .000 .
N 1064 1064 1064 1064

4.3: Career Enablers and Career Strength 
Indicators model 

The relationship between the independent 
variables of 1) Flexible working, 2) Mentoring, 3) 
Organization provided Skill Building Initiatives and 
the dependant variables of  1)Employee Engagement, 

2)Longevity, 3) Growth and 4) Work-Life Balance 
were analyzed by employing path analysis and 
standardized structural path analysis results are 
presented in Table 8. Their combined effect and 
relationship with Women’s Workforce Participation 
was also analyzed.

Table: 4.3: Structural Path Analysis Results

Estimate S.E. P
Employee Engagement <--- Flexible work arrangement -.264 .124 .033
Work life balance <--- Flexible work arrangement -.401 .110 ***
Employee engagement <--- Home based non family care .445 .090 ***
Work life balance <--- Home based non family care .557 .080 ***
Employee engagement <--- Peer group support .327 .056 ***
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Estimate S.E. P
Work life balance <--- Peer group support .317 .049 ***
Growth <--- Employee engagement .861 .044 ***
Longevity <--- Work life balance .902 .069 ***
Women Work Force <--- Growth .803 .022 ***
Women Work Force <--- Longevity .230 .019 ***
Note:  *** indicates significant at five per cent level

DISCUSSION OF PATH ANALYSIS RESULTS

The output of path analysis indicate that the path 
coefficient for EE against FWB is -0.264 with p-value of 
0.033 and the path coefficient for WLB against FWA is 
0.204 with significant at one per cent level and the path 
co-efficient for EE against HBNF is 0.445 with significant 
at one per cent level.  Meanwhile, the path coefficient for 
WLB against HBNF is 0.557. However, EE and Peer 
group have significant path coefficient of 0.327. Then, 
the path coefficient for WLB against Peer group is 0.317. 
The path coefficient for growth against EE is 0.861. The 
path coefficient for WLB against Longevity is 0.902. The 
path coefficient for WWF against Growth and Longevity 
are 0.803 and 0.230. The output indicated good fit with 
chi-square statistic of 58.264.  The Goodness of Fit Index 
(GFI) is 0.92 and Comparative Fit Index (CFI) is 0.91.  
These GFI and CFI indicate good fit. The standardized 
Root Mean Residual (RMR) is 0.04 and Root Mean 
Square Error of Approximation (RMSEA) is 0.04 
indicating good fit.  Hence, the null hypothesis of there 
is no significant inter relationship between the conceptual 
model variable is rejected. 

SUMMARY AND CONCLUSION

It is concluding that from the analysis that, both personal 
and family demographic variables are having high degree 
of influence on the women career participation, longevity 
and growth among the sample. The role of career enablers 
and growth factors suggested by the scholar plays a 
substitute role to improve the women’s participation at 
work place and to improve the longevity and growth in the 
career. Flexi working is a common logic of the corporate 
today to avoid the logistic issues and to complete the 
assignments as per the schedules and to satisfy the client 
needs from time to time. The common solution to improve 
the women’s participation at work is to have a customized 
analysis of the individual issues and to make up tailor 
made solutions can have better influence than common 
and random managerial practices at work place.
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ABSTRACT

Crisis management has become a very important and 
fundamental tool for the survival and growth of a firm 
or corporation. Crisis management is the process by 
which an organization deals with a major event that 
threatens to harm the organization, its stakeholders, 
or the general public. Crisis management is the art of 
making decisions to head off or mitigate the effects of 
a crisis. This refers to making appropriate decisions 
about the institutions’ future when there is a stress 
and we are missing key information to take a decision. 
To handle a crisis the planning has to be done well 
in advance and the organization should be in a best 
position to handle such a crisis. Crisis Management 
is an integral part of every organization and the 
organization should be in a position to handle crisis 
by all means. The aim of this project is to investigate 
the importance of Crisis Management and to prevent 
the crisis in the organization. The study comprises 
of an extensive literature study and followed by a 
methodological approach. The literature review 
showed the various crisis management researches 
for the organization. The descriptive study is carried 
out to collect the required data for the study. The data 
required for the study are collected with the help of 
questionnaire and analysis is made based on this data. 
A consolidation of these measurements is presented in 
this thesis which is intended to provide the conclusion 
of the project that the prevention of crisis in an efficient 
way.

Keywords: Crisis, types and Tata Consultancy Service

 INTRODUCTION

The purpose of this paper is a study of crisis 
management in TCS.  A crisis is any natural, accidental 
or intentional event that severely impacts people, 

property, and/or the environment. The crisis might 
effects the significant destruction or contamination, or 
the organization’s reputation or products, threatening 
a company’s reputation or its continued existence. The 
consequences are independent of company size, quality 
of management, industry or location. Experience and 
knowledge modules and process flow is required to 
avoid and manage the crisis in the organization..

A crisis could be:
 ● Product contamination 

 ●  Destruction from natural disasters such as 
Tsunami in kumbagonam.

 ●  An intentional act of terrorism from outside 
or inside the organization, or

 ● Explosion and fire 

Companies must be prepared to budget for 
and secure the necessary resources to make this 
happen, provide an appropriate administrative 
structure to effectively manage the crisis (mitigate 
the consequences), and practice, practice, practice. 
Training and maintenance of the plan is critical to 
ensure that all concerned understand who makes 
decisions, how the decisions are implemented, and the 
roles and responsibilities of participants. Personnel 
involved in managing a crisis must be assigned 
their roles and be able to respond immediately and 
effectively.

Types of Crisis:
     Natural crises typically natural disasters considered 
as ‘acts of God,’ are such environmental phenomena 
as earthquakes, volcanic eruptions, tornadoes and 
hurricanes, floods, landslides, tidal waves, storms, 
and droughts that threaten life, property, and the 
environment itself. Example: 2004 Indian Ocean 
earthquake (Tsunami)
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Technological crises are caused by human 
application of science and technology. Technological 
accidents inevitably occur when technology becomes 
complex and coupled and something goes wrong in 
the system as a whole (Technological breakdowns). 
Some technological crises occur when human 
error causes disruptions (Human breakdowns). 
People tend to assign blame for a technological 
disaster because technology is subject to human 
manipulation whereas they do not hold anyone 
responsible for natural disaster. Samples include 
software failures, industrial accidents, and oil spills. 
Examples: Chernobyl disaster, Exxon Valdez oil spill

Confrontation crises occur when discontented 
individuals and/or groups fight businesses, 
government, and various interest groups to win 
acceptance of their demands and expectations. The 
common type of confrontation crises is boycotts, and 
other types are picketing, sit-ins, ultimatums to those 
in authority, blockade or occupation of buildings, and 
resisting or disobeying police. Example: Rainbow/
PUSH’s (People United to Serve Humanity) boycott 
of Nike

Crises of malevolence An organization faces a 
crisis of malevolence when opponents or miscreant 
individuals use criminal means or other extreme 
tactics for the purpose of expressing hostility or 
anger toward, or seeking gain from, a company, 
country, or economic system, perhaps with the aim of 
destabilizing or destroying it. Sample crises include 
product tampering, kidnapping, malicious rumours, 
terrorism. Example: 1982 Chicago Tylenol murders

Crises of organizational misdeeds Crises occur 
when management takes actions it knows will harm or 
place stakeholders at risk for harm without adequate 
precautions. Lerbinger specified three different types 

of crises of organizational misdeeds: crises of skewed 
management values, crises of deception, and crises of 
management misconduct.

Crises of skewed management values are caused 
when managers favour short-term economic gain and 
neglect broader social values and stakeholders other than 
investors. This state of lopsided values is rooted in the 
classical business creed that focuses on the interests of 
stockholders and tends to view the interests of its other 
stakeholders such as customers, employees, and the 
community.Example: Sears sacrifices customer trust 
Crises of deception occur when management 
conceals or misrepresents information about itself and 
its products in its dealing with consumers and others.  
Example: Dow Corning’s silicone-gel breast implant.

   Crises of management misconduct Some 
crises are caused not only by skewed values and 
deception but deliberate amorality and illegality.
Example: Martha Stewart fraud case

Organisational Crisis Management:
The purpose of crisis management (CM) is to gain 
insight into the dynamics of crises, the handling of 
crises in the different phases, and identification of 
potential generic crises. Within organisational CM, 
several different frameworks have been created for 
supporting crisis handling effort, and understanding 
crises in organisations (Mitroff, 1988, Schrivastava, 
1993, Loosemore and Teo, 2000, Pearson and 
Clair,1998). Two of the most used models are the five 
phase model by Mitroff, (1988) and the diagnostic 
model by Loosemore and Teo (2000). The five phase 
model divides a crisis lifecycle into five phases: Signal 
detection, Preparation/prevention, Containment/
Damage limitation, Recovery and Learning. Each 
phase is treated differently within the literature in 
order increase the chances of success.
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Structure and Operation 
Based on the experiences of organizations, a Crisis 
management should be comprised of four levels of 
responsibility

 ●  Crisis Management Team (CMT) - This 
is the organization’s senior executive 
team which has ultimate responsibility 
for corporate decisions relating to: crisis 
management, its role, structure, method of 
operation and in-crisis decision making. 

 ●  Crisis Response Team (CRT) – A team of 
senior personnel from key ‘utility groups’ 
within the organization who have the skills 
and professional discipline to effectively 
respond to and manage a crisis situation. In 
its pre-event mode, the CRT is responsible 
for evaluating policy options and in 
conjunction with the Decision Making 
Authority, formulating corporate crisis 
management policies. Should an incident 
occur, the Crisis Response Team assumes 
responsibility for operational response and 
control of the crisis, continuous assessment 
of the threat and within the parameters of its 
charter, for directing all crisis management 
activities.

 ●  Emergency, Contingency and Recovery 
Teams - These are the various emergency, 
contingency and recovery teams within 
an organization that have an assigned 
mandate to respond to manage specific 
threats or events that could impact the 
organization. Examples of Operational 
Contingency and Recovery Teams are: 
Salvage Operations, Business Continuity, 
Technology Recovery, Call Center 
Recovery, Staff Relocation and External 
Notification. 

 ●  Local Management Teams - Depending 
on the nature of the incident, other smaller 
company locations may be directly or 
indirectly affected. Local Management 
Teams are responsible for carrying out 
corporate policy and operational recovery 

as it affects them and as directed by the 
Crisis Response Team or possibly the 
organization’s Crisis Management Team. 

Essential Features of Crisis Management:

 ●  Crisis Management includes activities and 
processes which help the managers as well 
as employees to analyze and understand 
events which might lead to crisis and 
uncertainty in the organization. 

 ●  Crisis Management enables the managers 
and employees to respond effectively to 
changes in the organization culture. 

 ●  It consists of effective coordination 
amongst the departments to overcome 
emergency situations. 

 ●  Employees at the time of crisis must 
communicate effectively with each other 
and try their level best to overcome tough 
times. Points to keep in mind during crisis 

 ●  Don’t panic or spread rumours around. Be 
patient. 

 ●  At the time of crisis the management should 
be in regular touch with the employees, 
external clients, stake holders as well as 
media. 

 ●  Avoid being too rigid. One should adapt 
well to changes and new situations.

RESEARCH METHODOLOGY :

The research design is a framework for research. 
As a consequence, research design is the basic 
plan that indicates an overview of the activities 
that are necessary to execute the research project. 
Research design provides an operational frame 
within which the facts are placed, processed through 
analyzing procedures and the valuable research 
output is produced. The essential Sources and type 
of information are specified in research design 
to answer research questions. Furthermore the 
provided framework guides the data collection and 
the data analysis process.
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DATA ANALYSIS 

Table .1: Purpose of crisis management varies with different organization

Attributes No of respondent Percentage
Yes 21 70
No 7 23.333
Can’t Say 2 6.667
Total 30 100

Table .2: Is the team is been educated about the importance of crisis management

Attributes No of respondent Percentage
Yes 26 86.6
No 4 13.3
Total 30 100

 Table .3: Measure taken to educate the team

Attributes No of Respondent Percentage
Separate training given 30 54.5
During crisis meetings 15 27.7
Advised in person 8 14.5
Can’t Say 2 3.6
Total 55 100

Table 4.: Role of experience in Crisis management

Attributes No of Respondent Percentage
Yes 19 63.333
No 8 26.666
Can’t Say 3 10
Total 30 100

Table .5: Category to handle the crisis efficiently

Attributes No of respondent Percentage
Fresher with <   1 year 3 10
Experienced with >  years 9 30
Senior Experienced with > 5 
years 18 60

Total 30 100

Table .6: Estimating the crisis plans in future organization
Attributes No of respondent Percentage
0-10% 12 40
10-30% 16 53.333
More than 50% 2 6.667
Total 30 100
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Table .7: Decision about the future organization plans using crisis management

Attributes No of respondent Percentage
Strongly Agree 22 73.333
Agree 6 20
Neither Agree nor Disagree 2 6.667
Disagree 0 0
Strongly Disagree 0 0
Total 30 100

Table .8: Handling risk in organization using crisis management

Attributes No of Respondent Percentage
Strongly Agree 15 50
Agree 9 30
Neither Agree nor Disagree 2 6.667
Disagree 3 10
Strongly Disagree 0 0
Total 30 100

Table .9: Crisis management helps to keep track of the lessons learnt 

Attributes No of Respondent Percentage
Strongly Agree 7 23.333
Agree 16 53.333
Neither Agree nor Disagree 5 16.667
Disagree 0 0
Strongly Disagree 0 0
Total 30 100

  FINDINGS

 ●  The purpose of crisis management 
varies with different organization. 

 ●  Experience plays a major role in 
crisis management to handle the crisis 
effectively.

 ●  The separate training should be 
providing to educate the team 
members about the importance of 
Crisis Management.

 ●  Crisis Management will help to 
handle the risk in the organization.

 ●  Crisis management plays a major role 
in prevention and recovery the crisis.

 ●  The crisis team should have prepared 
alternate plans, with added specification 
for each category of crisis.

CONCLUSIONS

 ●  Crisis management is the strategies 
framework that helps senior leaders prepare 
for, manage, and recover from issues and 
adverse events that threaten their people, 
operations, valuation, business objectives, 
finances, reputation and future.

 ●  An effective response is the result of a 
comprehensive crisis management program 
that clearly establishes the road map to 
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managing the incident or event. The critical 
task for companies is to ensure they have the 
plans, resources, and trained personnel in 
place to mitigate any potential impact the crisis 
may have on the organization and to return to 
normal operations as quickly as possible.  
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Abstract:

Dynamic is the word that comes to our mind when 
we think of the world we live in. It is not the same 
while we wake up and go to bed. The changes are 
drastic that one cannot lead a normal life without these 
changes. The ever growing information technology 
accompanied by globalization leading the changes that 
we see often in day-to-day life. These changes are not 
difficult but challenging to adopt by nature in living 
environment. With the same conditions prevailing in 
business environment, one can think of the challenges 
that the management face in these environment. 
Globalization has led to dramatic changes in the 
competitive dynamics of every industry. Physical 
boundaries no longer defines the market. Information 
technology has reduced the response times. The 
consumer and the customer are better informed than 
before. These sweeping changes resulting in global 
level of competitiveness are the core of several 
challenges facing Management of Businesses and the 
people associated with the business.The most important 
factor in any business is understanding the questions 
of what we do? How we do? And to whom we do?. 
The management of the business may follow many 
strategies of overcoming the challenges, but the real 
strategy lies with the basic principle of understanding 
the existing consumers and their behaviours. Apart 
from this, the management must also be flexible 
enough to adapt to technological environment that the 
time demands. This paper insights the understanding 
of existing millennial consumers, their behaviour 
towards retail shopping and the technological changes 
that the retail management can adopt for reviving their 
existing market. The solutions are not restricted to the 

one discussed in this paper but will be an insight to the 
retail management seeking the change.

Key words: Millennial, globalization, challenges, 
information technology, e-commerce

INTRODUCTION:

The millennial are a generation of young people. 
Characterized by the use and adaptation of technology 
in their daily lives, as well as values, life experiences, 
motivations,and common buying behaviours.
millennial born during 1980 and 2000 and their age 
between 17 to 37 . whichaccording to the geographical 
area or different theoretical positions this generational 
range can vary. They are currently developing as a social 
group who have been influenced by the this generation 
has been developing with social medias from their 
childhood.millennials are techi, the technology has 
been changing in the forms of television, cell  phones, 
internet, computer, laptop,messages,video chat, video 
games and social medias. Since the millennials are not 
much interested for communication in person they like 
the social media as a digital platform to interact as a 
loyal people.

MILLENNIAL CONSUMER BEHAVIOUR:

1.  THEY’RE BORN OMNICHANNEL 
CONSUMERS:

Omni channel consumers are otherwise called as 
E-Business consumers. they will go shopping only 
on online. They prefer to  store pickup, return policy 
of store , brand factory, or display. Omniconsumer 
are like to go shopping where they can get all in one 
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place. if something is not their in the market , they 
immediately order and at least they plan for delivery of 
their stock in right there or will reach their home door.

2.  MILLENNIALS ARE NO PATIENCE WITH 
TECHONOLOGY:

maximum of millennials are hate the slow internet 
connection with spotty web service. they want their 
internet service to be flawless connection from the 
start. they would like to go with loyal brands  with 
upgradation. Millennials wants their technology to be 
fast and user friendly.

3. MILLENNIALS EXPECTATION.:

Millennials expects 100% customer service. This 
service depends on smooth delivery of product and 
fast transaction. Millennials wants the retailers to give 
suggestion about the product they crave. Millennials 
also wants services replicated various channels.
millennials are happy with technology than in person 
communication. They don’t want to express their 
experiences through face to face services. Millennials 
are like to experienced with social media for customer 
feedback through website, mobile phones or live chat. 
They  voluntarily quit the flawless services and 25% of 
the millennials are boycott the company even they get 
a single experience. They’d boycott a company after 
onebad experience.

4.  MILLENNIALS WANT SPEED AND 
CONVENIENCE:

Millennials wants speed and convenience  in the 
technology world. they don’t like to wait queue for 
purchase or shopping. if the product is out of stock 
they might be going for order the same or will get the 
product to their home door. Millennials they also get 
their product as soon as possible from the place which 
they preferred. They wont go for shopping in outdoor  
in order to face the troubleshoot.

5.  MILLENNIALS INFLUENCED BY 
REVIEWS:

Millennials decisions is based on the reviews 
available in social medias.nearly 50% of millennials 
influenced by social medias. They also prefer the 
product which is not good in reviews for testing or 
decision they might go for the product which checks 
for result even it gives harmful effect.

6.  MILLENNIALS ARE TIED WITH PHONE:

86% of millennials are having mobile phone in 
daily lives, not on retail floors. 50% of the millennials 
are like to download the application using mobile web 
browser or play store .millennials are not only using 
their mobiles for social media they also prefer for 
payment transaction purpose, they can expedited using 
android smart phones.

7.  MILLENNIALS LIKE BRICK AND 
MORTAR STORE:

still too many technology as option the 
millennials prefer to go for brick and mortar store 
like to find the location as retailer and thought to 
buy their product as they prefer location. Millennials 
decision making will happens through mobile 
maximum .they also compare the prize tag with 
various online retailers for purchasing .Example 
trivago for hotel room booking. Whole purchasing 
of mobile phones millennials will check prices in 
various stores for making purchase.

ENABLING THE SHOPPING PROCESS OF 
MILLENNIAL:

Retailers must continually evolve and leverage the 
latest technologies to reach both millennial and the 
consumers they lead. While E commerce currently 
using 10% of millennials for profit, and the retail store 
consumers are not happy with the ecommerce sector. 
more than 25% of millennials are having growth with 
retail stores, compared with 6% from retail sales. 
Millennials can rising prominence of shopping using 
technology and omni channel operations.    Many 
industries are evaluated with transportation of lifestyle 
technologywith market trends. all the while mobile 
phones catalogue with their mail order and web based 
commerce at the primary avenue of non  brick and 
mortar commerce.

1. DISTRACTED:

millennials they have to go with the technology 
because this generation have to adopt the tech 
effectively in order to gain. Marketing efforts should 
reach the millennials through mobile phones and 
various sources of social medias.

I) DIGITAL SIGNATURE:
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II) BEACONS:

III) APPS:
2. INTERACT:

millennials are changing the nature of retailers, 
they fail to communicate  because of technology. 
The don’t want their family relationship instead of 
mobile. They use to give more preference to mobile 
phones compare with humans. We are living in the 
place where tradition suiciding day by day. This may 
makes the technology so faster as more personalised 
with customer service. they always prefer to work with 
technology in order to fast result and short delivery , 
they also interested for digital signature for transaction 
or privacy transaction. This technology basically in to 
faster delivery of messages  as target. this may helpful 
for information about the product as product profile 
displaying in website or their blogs.

I)  ANROID AND SMART DEVICES FOR 
EMPLYEES:

II) DIGITAL SIGNAGE AND KIOSKS:

III) BEACONS:

IV) WEARABLE:

V) NETWORK:

VI) APPS:
3. MILLENNIALS TRANSACT:

When for transaction millennials demand the 
speed and user friendly network for convenience. They 
mostly demand on technology and service to make the 
work easier. Millennialsthey never depends on long 
transaction process in website instead instead of app 
is used separately for transaction example google 
pay. Retails should leverage technology increases the 
automation and innovation on their product with smart 
phones as experience.

I)  PHONE POS FOR STAFF

II)  MOBILE PAYMENT ENABLEMENT

III) SELF-SERVICE KIOSKS

D)  INFLUENCE (THE BACK OFFICE)

Omni channel is heavily engaged with more 
benefits. this channel consumers are not ok with 
sharing the information. this shopping or any 

searching details are been added on their web 
searching login and this may be used without the 
knowledge of millennials. they should buy the 
product with millennials market or legal market which 
has linked with available database robust  analytics 
program. Reward programs and customer accounts 
using with POS systems and kiosks with mobile 
technology can give valuable information in order to 
increase customer goodwill.  Integrated systems like 
POS systems , sales floor, scanners and other devices 
integrated on order to provide universal information 
over all communication channels. Retailers have 
been informed to  deliver a real time offers that 
are localized and transact by the communication 
channel. Present and past preferences are important 
and displayed in communication channels. This may 
leads to better solution for customer growth.  

I) TABLETS AND WEARABLE

II) NETWORKS

CONCLUSION:

Retail technology for millennial isn’t about being 
calm it is all about the retail equation and this may 
leads to application as a high sales to the staff and 
the technology too. and deepens upon their life 
everything has been changed. Sonly the 
generations  will rule the world and they will 
contribute their advanced technology for 
betterment of our country.
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Abstract

Employee engagement is a nature of relationship 
between an organization and its employees. An 
“engaged employee” is one who is fully absorbed by 
and enthusiastic about their work and so takes positive 
action to further the organization’s reputation and 
interests. This study aims at examining the engagement 
of employees towards their work and organization. 
Research design adopted for the study is descriptive 
in nature. A sampling survey was conducted among 
170 employees of DATAMATICS which is located in 
Puducherry region, who have been selected by Simple 
Random Sampling method using questionnaire. The 
tools used for analysis are correlation, chi square and 
weighted average which is done manually to examine 
the engagement of employees in DATAMATICS. 
Through analysis it was identified that the existing 
awareness programs for employees followed by the 
company are effective and the employees are highly 
motivated and appreciated for their quality work. Thus, 
it can be understood that the employees in the company 
are highly engaged in their job and organization. 
The suggestions can help the company to have better 
engagement between employees and employers.

keywords: commitment, employee engagement, 
involvement, motivational level

1. INTRODUCTION

Employee engagement can be defined as an employee 
putting forth extra efforts towards the organization, as well 
as the likelihood of the employee being loyal and remains 
with the organization over a long period of time. Employee 
engagement is also called work engagement or worker 
engagement. An “engaged employee” is one who is fully 
involved in, and enthusiastic about his or her work, and 
thus will act in a way that promotes their organization’s 
interests. A highly engaged employee will consistently 

deliver beyond expectations. In the workplace, researchers 
on employee engagement (Harter, Schmidt & Hayes, 2002) 
have repeatedly asked employees ‘whether they have the 
opportunity to do what they do best everyday’, While 
one in five employees strongly agree with this statement. 
Those work units scoring higher on this perception have 
substantially higher performance. 

Employee engagement satisfaction survey determines 
the current level of employee engagement. A well-
administered satisfaction survey shows at what level of 
engagement the employees are operating. Customizable 
employee survey will provide with a starting point towards 
the efforts to optimize employee engagement. The key to 
successful employee satisfaction survey is to pay close 
attention to the feedback from the staff. It is important that 
employee engagement is not viewed as one time action. 
Employee engagement should be a continuous process of 
measuring, analyzing, defining and implementing. Mackey 
and Schneider consider that employee engagement refers 
to positive feelings held by employees about their jobs 
and also the motivation and effort they put into work. 
Engagement tends to possess positive employee behaviors 
that lead to organizational success. Employee engagement 
needs to be measured at regular intervals in order to track 
its contribution to the success of the organization. But 
measuring the engagement (feedback through surveys) 
without planning how to handle the result can lead 
employees to disengage. It is therefore not enough to feel 
the pulse—the action plan is just as essential. 

2. REVIEW OF LITERATURE

Priya Shanmugam, R. Krishnaveni, (2008) 
“Employee Engagement:  An Introspection into Its 
Conceptualization” is one of the latest terminologies 
that have gained enough attention from business 
organizations in the process of implementing new 
employee productivity strategies. Its popularity 
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has caught up so fast that even in the absence of a 
universal definition and concrete conceptualization; 
business houses have begun framing strategies to 
induce employee engagement. 

Bijaya Kumar Sundaray, (2007) A Driver of 
Organizational Effectiveness has emerged as a popular 
organizational concept in recent years. It is the level 
of commitment and involvement of an employee 
towards the organization and its values. An engaged 
employee is aware of business context, and works with 
colleagues to improve performance within the job for 
the benefit of the organization. 

Brad Shuck (2011) An Integrative Literature 
Review has garnered attention in both practitioner and 
academic communities and several approaches for 
understanding engagement have developed. Whereas 
many authors have taken their own approach to 
understand employee engagement, others have offered 
reinterpretations by the concept wrapped in well-
researched and documented organizational variables. 
Fortunately, distinct streams of literature have emerged 
but are widely disparate, surfacing intermittently in 
the fields of psychology, sociology, management, 
human resource development (HRD), human resource 
management, and health care. 

Mamta Mohapatra, Baldev R. Sharma (2010) 
A Study of Employee Engagement and its Predictors 
in an Indian Public Sector Undertaking is an article 
which presents an assessment of the level of 
employee engagement among managers of a public 
sector undertaking in India. Besides highlighting 
the level of engagement, the study has identified 
the predictors of organizational commitment, which 
was used as an important manifestation of employee 
engagement. The study is based on primary 
data collected from 84 managerial employees 
on a number of parameters relating to employee 
engagement and its potential predictors. James 
R. Jones (2005) “Race Effects on the Employee 
Engagement-Turnover Intention Relationship” 
in this paper the author reviews extant research 
findings on employee engagement. We then outline 
and test potential differences in the relationship 
between engagement and intent to remain with the 
organization, based upon variations in the racial 
composition of the supervisor-employee dyad. 

Temkin Group (2012) Employee Engagement 
Benchmark has been one of the core competencies that 
we have stressed with companies for a long time and 
now we have quantitative evidence to make the case 

that it’s critically important.” Employee Engagement 
Benchmark Study, found a link between the level of 
employee engagement and the effort and commitment 
of employees to their company. 

3. OBJECTIVES OF THE STUDY

1.  To analyze the employee engagement in the 
company.

2.  To evaluate the effectiveness of the employee 
engagement.

3.  To analyze the motivation level of the 
employees in the existing system.

4. RESEARCH METHODOLOGY

The task of data collection begins after research 
problems have been defined and research design 
chalked out. The research design is the basic framework 
or plan for a study that guides the collection of data 
and analysis of data. In this survey the design used 
is Descriptive Research type. The main purpose 
of the descriptive research is description of state of 
affairs, as it exists at present. Data is the foundation 
for all organizational culture research. The researchers 
can obtain a data form. Questionnaires are prepared 
and informal personal interview has been conducted. 
Most of the questions were of multiple choices. Proper 
care was taken to frame the questionnaire in such a 
manner that it should be easily understood in view of 
educational level of the employees. In order to test to 
the data, percentage analysis, correlation analysis, chi-
square analysis and weighted average method were 
carried out by the researcher.

5. RESULTS AND DISCUSSIONS

The demographic profile of the respondents is 
as follows: Out of 170 employees, 59% of the 
respondents are male and 41% of the respondents 
are female. Majority of the respondents (59%) 
belong to the Age category of less than 25 years 
and 50% of the respondents posses 1 to 5 years of 
experience.

The present study is carried out to ascertain 
the employee engagement in the company. To 
fulfill their objective, data were collected from the 
respondents to know their engagement between work 
and organization. The table given below shows the 
employee engagement of the respondents.
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5.1 CORRELATION ANALYSIS

Table 5.1 Correlation between Positive Attachment and Current Salary

Sl. No. X y Xy (xy)2 (x)2 (y)2
1. 133 117 15561 242144721 17689 13689
2. 4 9 36 1296 16 81
3. 20 26 520 270400 400 676
4. 8 13 104 10816 64 169
5. 5 5 25 625 25 25
Total 170 170 16646 242427858 18194 14640

According to correlation if the calculated value is 
-1 then it is negatively correlated, if it is +1 then the 
attributes are positively correlated and if the value is 
equal to zero then  there is no association between the 
attributes.  From this table the co-efficient of correlation 

(r) is calculated and i.e. 1. It means both the variables 
are strongly positively correlated. Hence the employees 
have a high positive attachment in their job and they are 
also performing their current job better. 

5.2 WEIGHTED AVERAGE METHOD

Table 5.4 Ranking of Motivational Factors of Respondents

Factors 1 2 3 4 5
Total Rank

Weight (w) 5 4 3 2 1

Reward System W (x1)
10
50

11
44

31
93

14
28

104
104

170
319

4

Quality Work W (x2)
11
55

7
28

73
219

6
9

73
73

170
387

1

Ideas/Opinions W (x3)
13
65

13
52

39
117

9
18

96
96

170
348

3

Needs W (x4)
8
40

16
64

49
147

12
24

85
85

170
360

2

From the above table it is inferred that the 
respondents rank quality work at first, followed by 

needs as second, ideas and opinions as third and then 
last as a reward system.

5.3 CHI-SQUARE ANALYSIS
Table 5.5 Computation of Chi - Square

Observed Expected (O-E) (O-E)2 (O-E)2 E
104 101.5 2.5 6.25 0.00615
8 10 -2 4 0.4
35 36.5 -1.5 2.25 0.06164
18 14 4 16 1.1428
5 8 -3 9 1.125
99 101.5 -2.5 6.25 0.0615
12 10 2 4 0.4
38 36.5 1.5 2.25 0.06164
10 14 4 16 1.1428
11 8 3 9 1.125
Total 5.58188
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From the above table, it is inferred that the calculated 
value is 5.58188 and the tabulated value is 3.84. By 
comparing the calculated value and the tabulated 
value, it shows that the calculated value is more than 
the tabulated value. Hence the null hypothesis is 
rejected and the alternative hypothesis is accepted. 
Hence, there is a significant difference between 
effective leadership and effective commitment.

6. FINDINGS FROM THE STUDY

From the correlation analysis, it is inferred that the 
employees are highly engaged in their work and they are 
also performing their current job better. To evaluate the 
effectiveness of employee engagement, chi-square analysis 
is used. From that the employees are highly committed 
to their job. So they do not require any supervision for 
their work. Thus the employees are properly engaged 
in their work. From the weighted average method, the 
motivation level of employees is identified by ranking their 
preferences. The respondents are highly motivated and 
appreciated for their quality work, which in turn increases 
the motivation level of employees. 

7. SUGGESTIONS

The company may give equal opportunities and fair 
treatment to the employees. The organization may 
encourage the teamwork of the employees which makes 
them to engage highly towards their work. The benefits 
which are offered by the company can reach all the 
employees in the organization. The company may always 
support the employees with effective engagement schemes 
during difficult times, both financially and emotionally. The 
company may motivate lower performing employees by 
providing incentive awards and recognition. The company 
may also increase the present salary of employees.

8. CONCLUSION

From the study on the employee engagement activities at 
Datamatics Global Services Limited, Puducherry, it was 
found that the most of the Employees are highly engaged 
with the company both intellectually and emotionally. The 
respondents are highly motivated and appreciated for their 
quality work, which in turn increases the motivation level 
of employees. Also the study infers, employees are satisfied 
with their work commitment and they are utilizing their 
potential as a whole for the development of the organization 
which develops measures of engagement programs
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Abstract

Investment is an activity of product or commodities 
purchased nowadays to be utilized in future or at the 
days of crisis. Planning scores a vital role in Financial 
investment. There are various types of Financial 
Contrivances. A personage may invest in any of the 
following like Capital markets which includes Stocks, 
Equities, Bonds, Mutual Funds, Titular investments 
like Fixed Deposits in various financial institutions, 
PPF’s, Postal department, Life Insurance, Real Estate, 
commodities market and so on. Financial investment 
controls an individual’s spending pattern and increase 
the habit of savings. The primary data for this study 
is collected by using simple random sampling method 
with the sample size of 53 salaried personages through 
a structured questionnaire. This paper is discussed 
about the investment preference of salaried individuals 
of various sectors. With an expectation of generating 
high returns over an amount of time and certain levels 
of risk, they may invest in different financial products. 
The present study is a shot to analyse the investment 
penchant of salaried personage towards monetary 
products.

Keywords: Finance, investment, preference, modes, 
behaviour, salaried personage, Risk and return

INTRODUCTION

 “An individual ought to act systematically as an 
investor and not being as a speculator.”

 – David Richard
An investment is the implication of funds with an aim 
of achieving financial gain and growth. Investment 
is that the allocation of financial resources to assets 

that will bring expected yield of some gain or positive 
return over a given amount of time. Investment aims 
at multiplication of cash at higher or lower rates 
relying upon whether or not it’s long run or short 
term investment and whether or not it’s risky or safe 
investment. An investment in knowledge awards 
thegreat interest. From the folks purpose of read, 
the investment could be a commitment of a person’s 
funds to derive future financial gain within the type of 
interest, dividends, rent, premium, pension advantages 
or appreciation of the worth of their principle capital. 
There should be a need to invest and earn income on 
their idle resources and generate a mere add of cash for 
a particular goal in life and create a provision for an 
uncertain future. One of the important reason why one 
needs to invest wisely is to meet the cost of inflation is 
the rate at which the cost of living increases.

OBJECTIVES OF THE STUDY

 ●  To study the investment penchant of 
salaried personage towards various 
financial contrivances.

 ●  To determine the relationship between 
demographic factors and investment 
penchant of salaried personage towards 
financial contrivances

RESEARCH METHODOLOGY

The research methodology depicts the research process 
and serves as guidance for the research to carry out 
this study. In this research study, the researcher has 
used the primary data obtained from 53 respondents 
working in various sector.

A STUDY ON PREFERRED INVESTMENT AVENUES AMONG SALARIED(WITH 
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Research Design Descriptive Research
Study area Chennai city 
Study Population Salaried employees working in various sectors
Sample Size 53
Sampling method Simple Random Sampling
Nature of data  Primary Data
Sources of Primary Data Survey method through structured Questionnaire
Sources of Secondary Data Journals, Previous Research reports, Magazines & Websites
Statistical tools Measures of Percentage analysis, Likert five point scale 

analysis, Chi-square analysis and Paired t-test

RESULTS

Table No.1 Distribution of personage’s personal details 

S.No Personal Factors Categories Frequency Percentage (%)

1 Age

Upto 25 years 10 19
26-35 years 17 32
36-45 years 14 26
46-55 years 8 15
Above 55 years 4 8
Total 53 100

2 Gender

Male 24 45
Female 29 55
Total 53 100

3 Educational 
Qualification

HSC/Diploma 12 23
Under graduate 16 30
Post graduate 15 28
Professional degree 10 19
Total

53 100

4 Marital Status

Married 36 68
Unmarried 17 32
Total 53 100

5 Monthly Income

Below ₹. 25,000 10 19
₹. 25,000 to ₹. 45,000 17 32
₹. 45,000 to ₹. 65,000 11 21
₹. 65,000 to ₹. 85,000 9 17
Above ₹. 85,000 6 11
Total 53 100

6 Occupational sector

Government sector 18 34
Private sector 27 51
Quasigovernment sector 8 15
Total 53 100

7 Family size

Upto 2 members 12 23
3 to 5 members 38 72
Above 5 members 3 5
Total 53 100

Source: Primary Data
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Interpretation
The above table represents the personal factors of the 
personages

 ●  Age- Most of the personages 32 percent are 
between the age group of 26-35 years,26 
percent are between the age group of 36 – 
45 years, 19 percent are up to the age of 
25 years,15 percent are between the age 
group of 46 – 55 years and 8 percent are 
belonging to the above 55 years.

 ●   Gender – Most of the personages 55 percent 
were female and remaining 45 percent were 
male personages.

 ●  Educational Qualification –Most of 
the personages 30 percent were under 
graduated employees, 28 percent were 
post graduates, 23 percent were belonging 
to the qualification of HSC or Diploma 
courses and the remaining 19 percent were 
completed Professional Degree.

 ●  Marital Status – Among the total personages 
68 percent were married and remaining 32 
percent were unmarried.

 ●  Monthly Income –Most of the personages 
32 percent were earning between ₹.25,000 
to ₹. 45,000, 21 percent were earning 
between ₹. 45,000 to  ₹. 65,000, 19 
percent were earning less than ₹. 25,000, 
17 percent were earning between ₹.65,000 
to ₹. 85,000 and 11 percent were earning 
more than ₹. 85,000.

 ●  Occupational Sector –Most of the 
personages 51 percent were belonging 
to the Private sector, 34 percent were 
belonging to the Government sector and 15 
percent were Quasi-government sector.

 ●  Family size –Most of the personages 72 
percent were having 3 to 5 members in 
their family, 23 percent were having up to 2 
members and 5 percent were having above 
5 members in their family.

Table No.2  Likert five-point scale analysis

Factors influencing investment penchant towards various Financial Contrivance
Factors Strongly

Agree Agree Neutral Disagree Strongly

Disagree

Total

score

WAS Rank

Capital Appreciation 110 76 24 10 3 223 4.207 1
Retirement Purpose 80 84 15 16 3 198 3.735 7

Hedge against inflation 115 56 21 12 3 196 3.698 9

Legal Protection 140 56 15 8 2 211 3.981 3

Government Policies 105 52 27 16 2 202 3.811 6

Safety and Liquidity 70 112 12 10 2 206 3.886 4

Risk and Return 110 80 15 6 5 216 4.075 2

Economic Conditions 95 76 21 10 3 205 3.867 5

Tax planning 75 76 15 16 6 193 3.641 10

Interest rates 70 92 18 14 3 197 3.716 8
Source: Computed data
Interpretation

The computed data, from the table no.2 reveals the 
factors which are influencing the salaried personages 
to invest their money for future purpose. From the 
analysis, capital appreciation is the first influencing 
factor. Obviously, every personage focused to earn 
profit from their investment. Risk and return is the 

second influencing factor. It’s the general attitude of 
salaried class when the risk is high, return also high 
and vice-versa. Legal protection is the third influencing 
factor. Definitely, every individual is saving out of 
many critical situations. In that, aspect they expect 
proper legal amendments for their investments. Safety 
and liquidity is the forth influencing factor. Salaried 
people, also focused on emergency funds so, they 
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have to rely on liquidity and safety aspects. Economic 
conditions seem fifth influencing factor, Government 
policies is the sixth influencing factor. These two factors 
are macro-economic factors, uncontrollable based on 
that conditions investors have to react. Retirement 
purpose is the seventh influencing factor because most 
of them focused on short term return, interest rates 
is the eighth influencing factor because more or less 
now-a-days interest rates are reduced and common in 
all financial institutions. Hedge against inflation is the 
ninth influencing factor and tax planning is the tenth 

influencing factor because except insurance all modes 
of investment subject to tax assessment periodically. It 
becomes mandatory. So, it awarded tenth rank.

 Chi square analysis- To test the relationship 
between various factors at 5% level of significance

Hypothesis 1

H0: There is no significant relationship between 
investment preferences with age group regarding 
various financial contrivance.

Table no.3 Chi square analysis on investment preferences with age group regarding 
various financial contrivance

Age (in 
years)

Financial
Instruments

Securities
Market

Various
Deposits

Insurance Real
Estate

Jewellery Total

Upto 25 2 3 1 1 3 10
26-35 6 3 2 2 4 17
36-45 1 4 4 2 3 14
46-55 1 1 3 2 1 8
Above 55 0 1 2 0 1 4
Total 10 12 12 7 12 53

Chi-Square Test
Value Df Asymp.Sig. (2-sided)

Pearson Chi-square 4.426 a 5 0.352
Likelihood ratio 4.938 5 0.295
Linear by linear Association 2.257 1 0.614
N value 53

Source: Computed data

Interpretation

From the above table no.3, the calculated value 
0.352 is more than the significance value of 95% level. 
Hence the null hypothesis is accepted and it is concluded 
that, Investment preferences for various financial 
contrivance is unconstrained with age group. So, the 
preference of investment is not merely belonging to the 
age group, rather it works out with the experience of the 

personages. It may have gathered either by him from 
their own or know by other experience. Information is 
knowledge speaks more rather than age in years.

Hypothesis 2

H0: There is no significant relationship between 
investment preferences with gender wise regarding 
various financial contrivance.

Table No. 4 Chi-square analysis on investment preferences with gender wise  regarding 
various financial contrivance

Financial
Instruments

Securities
Market

Various
Deposits

Insurance Real
Estate

Jewellery Total

Gender
Male 11 6 4 3 0 24
Female 1 8 4 3 13 29
Total 12 14 8 6 13 53

Chi-Square Test
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Value df
Asymp.Sig.

(2-sided)
Pearson Chi-square 3.918a 2 .142
Likelihood ratio 3.950 2 .139
Linear by linear Association 2.290 1 .131
N value 53

Source: Computed data
Interpretation

The calculated value 0.142 is more than the 
significance value of 95% level. Hence the null 
hypothesis is accepted and it is concluded that, 
Investment preferences for various financial 
contrivance is unconstrained with gender group. It 
means that, income of the salaried individuals has a 
great impact, rather than gender while preferring the 
investment mode. Male or Female who are holding 
finance, can take the investment decision. From this 
analysis, male personages preferred investment on 

securities market, because they are very patience in 
following the trend and economic factors. On the other 
hand, female personages preferred investment more on 
jewellery of any kind, when compares to other modes. 
Because they mean it’s the tangible asset, easily 
converted to liquid form also most favourite asset.

t-Test

Null hypothesis: There is no significant 
relationship between family size and monthly income 
of the salaried personage while taking decision on 
investment penchant

Table no.5 t-Test analysis on family size and monthly income of the investors

Paired Samples Statistics
Categories Mean N Std.Deviation Std.Error Mean

Segment 1
MISP 2.03 53 0.746 0.104
FSSP 3.46 53 0.913 0.124

Paired Samples Correlation
Categories N Correlation Significance

Segment 1
MISP 53

-0.438 0.001**FSSP 53
Paired Sample t-Test

Category

Paired Differences

t-test df
P Value

Mean Std.
Deviation

Std.
Error
Mean

95% Confidence Level 
of the Difference

Seg 
1

MISP -1.454 1.408 0.194 Lower Upper -7.509 53 0.001**
FSSP -1.840 -1.064

*MISP-Monthly Income of Salaried Personage *FSSP- Family Size of Salaried Personage
Interpretation

The calculated significant value (.001) is less 
than the table value 0.05. So, the null hypothesis 
is rejected. Hence it is concluded that, there is 
significant relationship between the family size and 
monthly income of the salaried personage while make 
investment penchant in various financial contrivances. 
Also, the mean value for the category family size is 
high, hence it sizes of the family plays a vital role 

in determine the amount of investment and which 
contrivance of investment.

FINDINGS

 ●  Most of the salaried personages 32 percent 
are belonging to the age group of 26-35 years. 
While gender analysis, 55 percent were 
females and remaining 45 percent were male 
personages. In educational qualification most 



119

 

of the salaried personages 30 percent were 
under graduated. Among the total personages 
68 percent were married and remaining 
32 percent were unmarried. Maximum 32 
percentage of the personages were falls 
between the monthly income category 
of ₹.25,000 to ₹.45,000. Most of the 
personage 51 percent were belonging to the 
Private sector as their occupation. Maximum 
72 percent of the personages were having 3 to 
5 members as their size of their family.

 ●  In Likert five-point scaling analysis, the factors 
influencing the investment penchant towards 
various financial contrivance were analysed. 
By the computed value, capital appreciation 
is the first influencing factor followed by 
remaining ten influencing factors.

 ●  In Chi-square analysis, From the analysis, 
the calculated value 0.352 is more than 
the significance value at 95% level. Hence 
the null hypothesis is accepted and it is 
concluded that, Investment preferences 
for various financial contrivance is 
unconstrained with age group.

 ●  In Chi-square analysis, the calculated value 
0.142 is more than the significance value 
of 95% level. Hence the null hypothesis is 
accepted and it is concluded that, Investment 
preferences for various financial contrivance 
is unconstrained with gender group.

 ●  In t-Test analysis, The calculated 
significant value (.001**) is less than the 
table value 0.05. So, the null hypothesis is 
rejected. Hence it is concluded that, there is 
significant relationship between the family 
size and monthly income of the salaried 
personage while make investment penchant 
in various financial contrivances.

 ●  The calculated mean value for the second 
category in t-test analysis, family size is high, 
hence the size of the family plays a vital role 
in determine the amount of investment and in 
which contrivance of investment.

CONCLUSION

The presents study has an important implication for 
investment management as it has come out with certain 

interesting facets of salaried personages. The individual 
still prefers to invest in various financial contrivances 
which assures risk free safe returns. This confirms that 
people even though they’re of upper class, earning 
high financial gain, well educated, those independent 
personages are conservative to play safe. The investments 
product stiller will design products which may cater to 
the people, who are low risk tolerant and focused on tax 
savings. The study conjointly attracts a vital conclusion 
from study that the personages are very keen to invest 
their amount in midterm products.
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Abstract:

This research is focused on the satisfaction of 
the customers through online shopping of FMCG 
Products. The customers are plays a vital role in the 
marketing. This paper is to identify the influencing 
factors of Customers. This research mainly focused 
on the  primary data to analysis the customers’ 
satisfaction. The tools of this research are percentage, 
correlation and chi square. The sample size is 120. By 
using the statistical tools to know about the customer’s 
satisfaction of online shopping. The success of the 
online shopping has been measured their purchases 
level by their satisfaction level.

INTRODUCTION

Marketing  is  the management method to blame for 
characteristic, anticipating and satisfying client needs 
profitable. in line with (AMA) yank selling Association 
selling is that the method of coming up with and death 
penalty the conception, pricing , promotion, and 
distribution of concepts product and services to creates 
exchange that satisfy individual and structure goal.

According to Bartles “ selling is that the method 
whereby society, to provide its consumption desires 
evolves distributive system composed of participants, 
UN agency interacting below constraints, technical 
and moral produce the group action and flow that 
resolve market separation and ends up in exchange and 
consumption.

Internet selling may be lessened into a lot of 
specialised space like web-marketing, e-mail selling 
and social media selling.

CUSTOMER SATISFACTION:

Customers area unit the king within the markets they 
plays an important role within the markets at intervals 
organizations, collection, analysis and dissemination 
of those information send a message concerning the 
importance of tending to customers and guaranteeing 
that they need a positive expertise with the company’s 
product and services. though sales or market share 
will indicate however well a firm is performing arts 
presently, the simplest indicator of however doubtless 
it’s that the firm’s customers can build any purchases 
within the future. abundant analysis has centered on 
the link between client satisfaction and retention . 
The client satisfaction is incredibly necessary to each 
business persons.

REVIEW OF LITERATURE:

Consumer satisfaction:
1.  Bither and Zeithaml 2003 Stated that the 

consumer satisfaction is mainly focused on 
the expectation and the product performance.

2.  Foumier and Mick 1993 They concluded that 
not only the performance and the expectation 
but the market need to take a action to drive 
comfort. The action been connected matching 
product with the customer. It has been 
demonstrating or to clarify the consumer 
how to use the product they have explain the 
advantage and disadvantage of the product.

3.  Jayakumar and Kumar(2013) they stated that 
consumer were often differ with their taste 
while doing their online shopping.

Brand and Brand Awareness: 

1.  Kotler (2000) quoted that brand the name 
significant with one or more product in the 
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product line that is very help to indicate the 
source of the particular goods.

2.  Balaji(2011) Suggested the Brand relationship 
with the customer are mainly influence by the 
brand awareness.

3.  Keller (1993) He stated that by his research 
2 main components were comes under brand 
awareness are Recall and Recognition.

RESEARCH METHODOLOGY:

OBJECTIVES OF THE STUDY:  
1.   To find the customer satisfaction level of the 

FMCG products in the online shopping
2.  To evaluate the satisfaction level of Product 

Attributes towards online shopping
3.  To examine the blog design and the blog trust 

on the Internet shopping

SOURCE OF DATA

Both primary and secondary data are used for the study. 
The primary data are collected by using questionnaire 
method. Secondary data are collected from books, 
journals, company manuals, company website.

TOOLS AND TECHNIQUES

Tools and techniques involves various accounting 
techniques and statistical tools like percentages and 
chi-square, which is used as a device to analyze 
and interpret the customer satisfaction of the online 
shopping towards FMCG. Graphs, tables, figures 
and bar diagrams are used, as it helps in presenting 
quantitative facts in simple, clear and effective 
pictures and are also attractive and create lasting 
impression.

SAMPLE

Convenience sampling was used for the survey. 120 
customers were selected as sample. The questionnaires 
were distributed to the respondents in the selected 
sample.

LIMITATIONS OF THE STUDY

The study was focused only in the location of Chennai 
city due to the time constraint so the study has been 
done by the online questionnaire based through that 
this paper  analysis their satisfaction level.

ANALYSIS AND INTREPRETATION :

Socio Economic Profile of the Respondents

Socio Economic Profile of the Respondents Frequency Percentage (%)

Age

Below 20 8 6.7
21-30 39 32.5
31-40 57 47.5
41-50 12 10.0
Above 51 4 3.3

Qualification

SSLC 14 11.6
HSC 21 17.5
UG 43 35.8
PG 4 3.3
Others 38 31.7

Income

Below Rs.20000 16 13.3
Rs.21000-30000 57 47.5
Rs.31000-40000 17 14.1
Rs.41000-50000 16 13.3
Above Rs.51000 14 11.6

Source: Primary Data
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The above table shows that socio economic profile of the Customer buy their goods in the online shopping. The 
high in the age category of 31 - 40 Years age group of 57 consumers use online shopping. Out of 120 customers 
43 were used online shopping in the category of UG. Out of 120 customers  47.5% of Income peoples were use 
the online shopping.

Chi-Square:
Products Attributes CHI-SQUARE Df Asymp.Sig
Quality value of money 77.000 5 .000
Attractive packing size 33.917 4 .000
Brand image 28.167 4 .000
Pricing Affordability 5.667 4 .225
Retailer or patronage  5.833 4 .212
Usage 19.500 4 .001
To buy other 14.333 4 .006
Life style 33.583 4 .000
Influenced other 26.667 4 .000
Product attributes like (costumes and 
healthy products  )

29.833 4 .000

Null Hypothesis: There is no association between 
the Income and Product Attributes.

Alternative Hypothesis: There is a significant 
difference between Income and Product Attributes. 

INTERPRETATION: 

Since the p value is less than >0.05 , which implies 
that there is significant relationship between Income 
and the factors like Quality value of money, Attractive 
packing size, Brand Image, usage, to buy others, life 
style, influenced other, product attributes so the null 

hypothesis is rejected  It was concluded that there is 
significant association between the Income and the 
product Attributes

 Since p value <0.05 , which implies that there 
is no significant relationship between Income and the 
factors Price affordability and Retailer or patronage so 
the null hypothesis is accepted. 

Correlation of males and females attitudes with 
blog trust, blog design and perceived apparel quality 
(N=120)

Variables Blog Trust Blog design Perceived  quality 
Attitude 0.531** 0.464** 0.340**

**Correlation is significant at the 0.01 level (2-tailed).  

The relationship between attitude of male and 
female shoppers towards online shopping with blog 
trust, blog design and perceived Product quality. The 
results found that there is positive relationship between 
website trust (r = 0.531, p> 0.01) and attitude of male 
and female shoppers towards online shopping. Hence, 
the alternative hypothesis was accepted at 0.01* level 
of significance.     

The hypothesis is that blog design was positively 
related with attitude of male and female shoppers. 
Hence, it is proved that the relationship which is 

significantly positive (r = 0.464) at 0.01* level. It 
means that blog  quality and display features of a 
website attract consumers to buy apparel online.     

The results further indicate that there is a positive 
relationship between perceived product quality and 
attitude of male and female shoppers towards online 
shopping (r = 0. 305, p>0.01). Hence, the alternative 
hypothesis is accepted at 0.01* level of significance. 
Hence, it is concluded that there is a positive 
relationship among all the factors mentioned above.  
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CONCLUSION:

The study suggested  Age, Income and Educational 
qualification basis on the online shopping of the 
FMCG Products. They concluded that both male 
and female have a positive impression on the blog 
designs and they trust the online shopping . comparing 
all other websites Amazon took a first place in the 
online shopping they provide many facilities to the 
customer satisfactions. Comparing in the gender 
this paper identify that  female used to buy more of 
FMCG Products in the online medium. This reseaerch  
concluded that other then amazon some other online 
website has to improve their discounts and make the 
user to buy their products easily.
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Abstract

Social Media Platforms allow every individual to 
plant false information more easily. Spreading false 
information or fake news for political or personal 
gain is not a new or recent evaluation. Spreading 
the false information is easy but correcting the 
record is much harder. Past studies (Keersmaecker& 
Roets, 2017; Mele et al,2017; Mihailidis& Viotty, 
2017; Allcott & Gentzkow, 2017: Rosset al.,1975) 
reveal that initial impressions in an individual is 
based on incorrect information. Initial impressions 
structure distort the processing and interpretation 
of new information. As a result, people are unable to 
interpret or re-attribute this inconsistent information. 
It becomes relevant for marketers to understand the 
role of cognitive attributes in interpretation of fake 
news. Digital misinformation in online social media 
is major threat to our society (World Economic 
Forum, 2017).Social Media Literacy plays critical 
role here. The focus of the present study is to critically 
evaluate the role of cognitive attributes and social 
media literacy in fake news interpretations through 
exploratory research. The findings of the study will 
create safe and better online social platform for all 
stakeholders (marketers, companies, consumers, 
users, distribution channel members etc) thereby 
resulting into stronger marketing eco-system along 
with improved customer relationship management 
outcomes. 

Keywords: Social Media Literacy, Fake News, 
Cognitive Attributes , Search Engine Ranking, Online 
Social Platforms.

A Critical Review on Role of Cognitive Attributes 
and Social Media Literacy Towards  Fake News in 
Social Media.

I. INTRODUCTION

The massive inflow of information spread through 
social media has generated serious concerns emerging 
from fake news. Fake news has now emerged as yellow 
journalism.Massive digital misinformation is now 
widely available through traditional, print, broadcast 
and online social media.Some reporters promoting 
such false information are lured by unethical practices 
(cheque book journalism).

In India, around 326 million social network 
users are using mostly the social networks like you 
tube, facebook and whatsapp.Various factors like 
interpersonal networking type, algorithms, inner drives 
of users are contributing  towards spread of fake news 
(Bakshy et al., 2015). Due to ideological homophile in 
online networks, fake information is treated as reliable 
by users (Spohr,2017)

Social media platforms allow every individual to 
plant false information more easily. Spreading false 
information or fake news for political or personal gain 
is not a new or recent evaluation. Spreading the false 
information is easy but correcting the record is much 
harder.

Without any doubt,one can say that the internet 
is witnessing massive creation of the fake news, 
mostly with the help of various social media platforms 
which have the power to disseminate information 
exponentially, with virtually unlimited restrictions. 
Even though, the term ‘fake news’ has become 
newsworthy only recently, studies on this subject 
have been broadly covered in academia in the areas of 
communication, economics, psychology, political and 
computer science (Allcott& Gentzkow,2017).

In the beginning, fake news use gained popularity 
in the entertainment,satire and parody. The purpose 
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initially was to surprise others or to spread feeling 
of insecurity.  In past, even news paper readers have 
been advised to cautiously treat the fake news. In 
the digital world, similar things are happening in the 
world. Though era is digital but reasons for spread of 
fake news are same.Financial motivation to spread the 
fake news is very strong. Advertisers are the major 
sources of funding to the internet.  Reputed websites 
attract huge crowd and motivate advertisers also 
to go by them. The hefty fee paid by advertisers to 
such websites encourages website owners to publish 
popular rather true content and special incentive for 
such content will play a key role in attracting crowd 
to the site. Now, people are attracted to rumors gossips 
and scandals. Website owners in the recent past wish 
to take leverage on non intellectual attributes of human 
nature. The focus now is confined to how many will 
be exposed to the product exposure rather than the 
credibility of the content.

Regret is sites having sensational news items are 
becoming more popular, experiencing the huge traffic 
on their website, thereby, creating an advertising 
opportunity.This human passion for sensation is 
encouraging advertisers to pay more to the writers of 
popular content.Such financial recognition empowers 
these popular websites to report anything asper their 
choice. In this dynamics of fake news, monetization 
encourages writers to focus more on sensational rather 
than a credible information.

Needless to say advanced technology has expedited 
information spread and now global consumption of 
any information is possible.This instant access to 
information really does wonders.Ideas can be shared 
in real time and it is now possible to connect to the 
regions neglected earlier because of distance. But in 
the absence of any organized regulatory mechanism in 
advertising, incentive for good has been replaced by 
incentive to make money. The outcome is proliferation 
of fake news .

It becomes relevant to examine the sources of fake 
news. Word of mouth is also being used to mislead 
outsiders in the group. Because of the informal 
channels involved, it becomes difficult to test the 
credibility of the information. 

Inventions in media provided numerous options 
for news seekers. With the arrival of the internet, 

every one believes that we have got a platform on truly 
democratic and honest means of sharing information. 
Computerization helped the corporate world in storing 
the large amount of information. In the field of social 
media, computer code manipulation facilitates growth 
of fake news and severally affects the thought process 
of people.

For preventing the fake news, so many pathways 
are introduced (Meleet al., 2017). First of all, the 
cognitive ability of an individual may be strengthened 
through literacy or eduation and it will enable them 
to separate facts from fiction(Allcott & Gentzkow, 
2017; Jang & Kim, 2018). But this pathway must not 
be viewed as a single alternative solution to the rising 
problem of fake news (Mihailidis & Viotty, 2017). 
Another alternative may be widening the availability 
of fact checking mechanism to users. But the efforts 
regarding fact checking are still inadequate (Bernhard 
& Dohle,2015). It becomes relevant to diagnose 
creation of fake content & eliminate (Ma,2016). This 
approach is gaining increasing relevance given that 
blog accounts and a handful of websites are known to 
be substantially responsible for the prevalence of fake 
news.

Cognitive ability reflects the competence to 
obstruct and override learned responses of the past. It 
indicates the ability to think and act more practically 
by hypothetical thinking and cognitive simulation 
(Stanovich et al., 2016). Initial impressions in an 
individual is based on incorrect information. Initial 
impressions structure distorts the processing and 
interpretation of new information. As a result, people 
are unable to interpret or re-attribute this inconsistent 
information.

Individuals with weak cognitive ability face 
problems in adjusting existing schemes and initial 
judgements while confronting new and reliable 
information. 

Information literacy with focus on social 
media and fake news seems to be the best option 
for preventing youth and general public from fake 
news victimisation. Earlier popular saying was, “you 
cannot trust everything published in the news paper”. 
Recently it is being said, “you cannot trust everything 
what TV shows” and today we are saying, “you cannot 
trust everything posted on social media”. Finally, 
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healthy scepticism along with rigorous evaluation of 
sources – authors, publishers and contents are the tools 
for preventing fake news (Burkhardt, 2017).

Media literacy is the ability to understand, 
control and apply information available on media. 
Social media literacy can be achieved in multiple 
ways.Understanding youth as the dominant user of 
social media and most potential victim of fake news, 
it becomes imperative to make youth fully aware of 
psychological process.Imparting reasoning and critical 
thinking skills surely improve their social media 
literacy levels. The pedagogical tools during skill 
building in social media literacy must be offered in 
memorable ways, across the curriculum.

Algorithms such as bots are being used 
conveniently for manipulation and are disrupting 
social media community. Technological support who 
track fake news is in its infancy. Programmers need 
time to create advanced softwares for recognising and 
tagging fake news without human involvement.

One of the pillar of social media literacy is 
technology. Algorithm of bots is used to generate digital 
misinformation across social media. The companies 
are collecting large amount of data on internet surfing 
pattern, their social media usage,the items liked and 
shared – such information is used by advertisers, web 
developers and schemers to track the big trends. The 
constraint is, possibility of data hiding bias in big data 
may affect the accuracy of these trends severely.Such 
use of big data for social media and internet will cause 
false image about brands, celebrities or groups.

II. NEED&OBJECTIVES OF THE STUDY

Spreading false information or fake news for political 
or personal gain is not a new or recent evaluation. 
Spreading the false information is easy but correcting 
the record is much harder. Past studies (Keersmaecker 
& Roets, 2017; Mele et al, 2017; Mihailidis & Viotty, 
2017; Allcott & Gentzkow, 2017: Ross et al., 1975) 
reveal that initial impressions in an individual is 
based on incorrect information. Initial impressions 
structure distort the processing and interpretation of 
new information. As a result, people are unable to 
interpret or re-attribute this inconsistent information. It 
becomes relevant for marketers to understand the role 
of cognitive attributes in interpretation of fake news. 

Digital misinformation in online social media is major 
threat to our society (World Economic Forum, 2017) 
.Social Media Literacy plays critical role here. The 
focus of the present study is to critically evaluate the 
role of cognitive attributes and social media literacy 
in fake news interpretations through exploratory 
research.

III. REVIEW OF PAST STUDIES

Kanoh (2018)investigated the impact of persuasion 
power of fake news and associated it with food 
habits &found that persuasion for the fake news 
is perceived strong while eating and drinking.
Keersmaecker& Roets(2017)concluded that lower 
level cognitive ability persons adjusted their attitudes 
to a lesser extent than individuals with higher levels of 
cognitive ability. Enhanced cognitive ability enables 
the individuals to evaluate the false information 
intelligently. Janget al (2018)worked on the origin of 
fake news and attempted to examine the significance 
of the difference of various characteristics of fake 
news and real news. Fake news generally emerges 
from the ordinary users while real news exhibit wider 
depth and shorter breadth and fake news shows wider 
breadth and shorter depth. Janget al (2019) proposed  
a model that directly combines the relationship and 
node’s feature to detect customers of fake followers. 
With the experiment onTwitter,the model gains an 
edge over others in the detection of fake news.Ishida & 
Kuraya(2018) attempted credibility evaluation using 
the dynamic relational network& finds that credibility 
evaluation is complicated task when attempted for the 
sole content as compared to mutually related news 
available with other effects.Shuet al (2017) focused 
on detection of fake news. Social media information 
has two faces; good (low cost, easy access and rapid 
dissemination of information) and bad(wide spread of 
misinformation). Fake news analysis can be attempted 
in two phases: characterization and detection. In 
characterization phase, basic concepts and principles 
about the fake news are introduced; second phase is 
crucial and involves detection approaches from a data 
mining perspective. Visentinet al (2019) examined to 
check whether individual perceptions of fake news is 
leading  transfer to an adjacent brand advertisement or 
not. The news objective’s truthfulness exerts  no direct 
impact on behavioral intentions towards the brand. 
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Even if the source is credible, the brand advertisement 
will not suffer from appearing next to fake news.
Atodireseiet al(2018) acknowledged the presence of 
fake news, fake likes, and duplicate account on reputed 
social network like Facebook. The authors proposed 
mechanism for identifying the users as well as fake 
news in the Twitter social network.Pennycook& Rand 
(2018)Identified Cognitive Reflection Test (CRT) as 
a measure of the propensity to engage in analytical 
reasoning. CRT performance was found to be 
negatively correlated with the perceived accuracy of 
fake news and positively correlated with the ability to 
discern fake news from real news – even for headlines 
that align with individuals’ political ideology. 

Figueira & Oliveira(2017) propose an algorithmic 
solution that synthesizes the main concerns. They 
categorized the proposals as content based, source 
based and diffusion based. Wesselet al (2016) 
examined the impact of fake social information on 
consumers’ decision-making in the context of reward-
based crowd funding. Fake Facebook Likes have a very 
short-term positive effect on the number of backers 
funding the respective crowd funding campaign. Jang 
& Kim(2018) conducted an empirical study using 
1299 samples from US about third person effects of 
fake news, and proposed path model for identifying 
the antecedents and consequences of the third-person 
perception. It was found that external forces, unethical 
composition apart from Partisan identity were positive 
predictorsof the third-person perception.Third-
person perception led to different ways of combating 
fake news online.Hong & Cheng (2018) examined 
the correlation among university students online 
trolling behavior and online trolling victimization 
forms, current conditions, and personality traits.
Those who more frequently post text information 
on Facebook, their Online trolling behavior is more 
common, different types of online trolling behavior 
are evocative trolling, malicious trolling, obstruction 
trolling, and pathological trolling. Various online 
trolling victimization types identified were; identity 
victimization, dissemination victimization, malicious 
victimization, and obstruction victimization. Sense of 
inferiority is a significant predictive variable for online 
trolling behavior and online trolling victimization.
Craker & March (2016) investigated the relationship 
among the Dark Tetrad personality traits, social 
reward and Facebook trolling behaviours.Individual 

trolling behavior is better explained by negative social 
reward motivation than negative personality traits. 
Coles & West (2016)analyzed the use of term troll 
by online users and concluded that have conducted 
a study to analyze how online users mobilize and 
make use of the term ‘troll’.Vigilantism, nostalgia and 
nasty are significant attributes of trolls. Fortunati & 
O’Sullivan(2019)compared the            model print and 
digital media to examine the sustainability aspects. 
The contribution of print media is noticeable and will 
generate debate on sustainability in comparison with 
the contribution of the digital world.Lee & Xenos 
(2019) examined the context in which the political 
social media use and general social media use influence 
political knowledge.  Political social media use does 
not have a significant effect on political knowledge, 
while general social media use has a moderately 
negative effect on political knowledge.Leeet al (2017)
examined the relationships among news access via 
social media, perceived news information overload 
,news consumption, and perceptions of journalistic 
norms and practices. News information overload 
moderates the relationships between news access via 
social media and selective exposure and between news 
access via social media and willingness to pay for 
quality news.

IV.  DISCUSSION AND IMPLICATIONS

The above mentioned analysis certifies the significant 
presence of cognitive attributes and social media literacy 
with reference to fake news. But the existing work seems 
to be       inadequate and calls for a comprehensive and 
in-depth investigation of cognitive attribute and social 
media literacy in fake news management. The study by 
Atodiresei, et al (2018) speaks about credibility score 
of the social media user. The contribution is novel but 
it operates with tweets in English only. Further, it fails 
when the news is from the reliable sources.The ideal 
picture will comprise facilitating text in other languages 
also and removing immunity by expanding the model 
scope in trustworthy sources also. A Study by Shuet al 
(2017) develops the data mining perspective for fake 
news detection on social media.  The social media 
platforms have caused serious change in consumption 
behaviour as compared to traditional media. It takes 
less time and money  to consume news on social media. 
The exclusions to the fake news are a)satire b)humour 
c)conspiracy d)misinformation e)hoaxes. It reduces the 
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contribution of the study significantly. Social media 
information has two faces; good (low cost, easy access 
and rapid dissemination of information) and bad (wide 
spread of misinformation).Fake news analysis can be 
attempted to two phases  : characterization and detection. 
In characterization phase,basic concepts and principles 
about the fake news are introduced ; second phase is 
crucial and involves detection approaches from a data 
mining perspective.  The authors conclude thatthis 
auxiliary information is challenging in andusers’ social 
engagements with fake news producedata that is big, 
incomplete, unstructured, and noisy. More details on 
fake news detection with reference to four orientations 
(data ,feature, model and application) will provide the 
complete picture. The phenomenal spread of fake news 
is causing serious danger to individual and the society. 
Consequently, fake news detection is gaining huge 

popularity as emerging research area. The unique features 
of fake news detection on social media separate it from 
old detection algorithm used for traditional news media. 

In the study, genuine attempt is made for fake 
news profiling but in detection phase data mining 
perspective needs more elaborative effort especially 
regarding feature extraction and model construction.

In the figure 1, Shu et al (2017)represent the 
contrasting viewpoint on fake news in traditional & 
social media. In traditional media, it is characterized 
by presence of psychology and social foundation as 
compared to malicious accounts and echo chamber 
in social media. In detection, knowledge and style 
are key attributes in traditional media as compared to 
stance and propagation as dimensions in social media.

Fake News on Social Media: From Characterization to Detection (Shu et al, 2017)

Figure 1:
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Keersmaecker & Roets (2017)explained 
the criteria used by the people in adjusting their 
judgements.Once they found the source of crucial 
information used for initial evaluation was wrong, 
people alter their attitude but cognitive ability affects 
their assessment ability of correction.Individuals 
having weak cognitive ability exhibit less flexibility 
in their attitude. And such individuals reflect biased 
behaviour and defer from other individuals having 
no exposure of false information. Effort needs to be 
made on prescribing valid path for reversing impact of 
incorrect information.

Fedeli (2019) proposed research agenda for fake 
news related issues in tourism sector but the effort 
remains to be exploratory and highlights the major 

challenges pertaining to the fake news spreading the 
tourism sector.

Janget al (2018) concluded wider breadth and 
shorter depth for the real news and wider depth and 
shorter breadth for the fake news. The focus here, is 
on origin and changing aspects of misinformation. But 
the credibility of framework performance is still to be 
tested. Fake news and real news have been compared 
but attention on linguistic aspects is inadequate. 
Besides no inputs on regulatory mechanism is offered. 

Aldwairi& Alwahedi(2018) proposed solution 
for fake news detection and removing misleading 
information from website. The experimental 
design claims 99.4 percentage accuracy. The study 



129

 

identifies few fake news website attributes (Start 
with number, Content have title words, Contain 
question and exclamation mark, All words capital, 
User left the webpage immediately, Keywords). 
Manipulation through fake news and click baits 
reduce the productive use of information significantly. 
In dynamic business battle ground, fake news is not 
only a marketing problem but it deserves the special 
efforts from research community.Online trolling with 
the help fake news or click baits must be eliminated 
fully. Researchers proposed simple tool for fake news 
detection and screening and content screening.  This 
work facilitates back and support for the corporate 
world but efforts to evaluate the aggression component 
from cognitive aspects are inadequate. 

 Jang(2019) infer that fast increase of 
relationship leads to growth of fake follower market 
and satisfying the customers who intend to see their 
relationship growing rapidly . Researchers proposed 
model for combining the relationship and node feature 
for fake follower detection. Detection of fake follower 
is comparatively easy rather than customer detection 
as the impact of negative word of mouth is high. 
Efforts need to be made towards the detection of fake 
customers accordingly. 

 Ishida& Kuraya (2018) attempted credibility 
evaluation using the dynamic relational network& 
find that credibility evaluation is complicated task 
when attempted for the sole content as compared to 
mutually related news available with other effects. 
The mechanism proposed in the study to paint the 
credibility color in the topic of fake news in the 
dynamic relational networks.It offers remedial actions 
but the problem root cause and diagnosis is overlooked.

 Lavorgna et al(2018)observed that patients 
are keen for search of health information on web.The 
number of people suffering from chronic pathologies is 
on increase.Such people generally become easy victim 
of misinformation myths and therapies that are not 
scientifically proven. The inclination to trust internet 
for treatment is high. The study examined social media 
involvement of Italian web community serving people 
with multiple Sclerosis. The study certifies absence 
of fake news on the website and lends credit to the 
presence of neurologists and psychologists supervising 
the information flow. For better results, it would be 

meaningful to attempt similar investigation with larger 
population.

 Visentinet al(2019) opines that the literature 
on impact of fake news on consumer evaluation 
of brand advertisement is inadequate. The impact 
of news objective truthfulness on behavioral 
intention(intention to purchase, word of mouth, stall 
visit) towards the brand is insignificant. It provides 
the relief to the brand managers by assuring that 
their brand advertisement will not suffer next to 
brand advertisements. Proliferation of fake news is a 
major threat to the brand. Global internet advertising 
expenditure crossed US$200 billion in 2017 and 
created history as internet advertising surpassed 
traditional media spending. Efforts have been made 
by face book and Google to combat fake news by 
tracking fake stories with the support of independent 
fact checking organization and removing access of 
fake news publishers to their electronic advertising 
platforms. The study adopts content truthfulness 
and source credibility for measuring consumers’ 
behaviors intention towards the advertized brands. 
It would have been more meaningful to include 
emotional aspects (brand love,self- concept and 
emotional attachment)and attitudinal loyalty for 
more comprehensive information. Global internet 
advertising expenditure crossed US$200 billion 
in 2017 and created history as internet advertising 
surpassed traditional media spending. Ko et al (2019) 
attempted fake news detection with back tracking 
through cognitive mechanism(Fake News Detect 
System). Reverse tracking algorithm was adopted in 
two different case studies.The detection rate crossed 
80 percent where the first case study identified fake 
news with 3 to 4 words & second focused on real 
news with 3 to 4 words. It would be appropriate to 
broaden the horizon of the study by making it more 
comprehensive.Pennycook & Rand (2018) Identified 
Cognitive Reflection Test (CRT) as a measure of 
the propensity to engage in analytical reasoning. 
CRT performance was found to be negatively 
correlated with the perceived accuracy of fake news 
and positively correlated with the ability to discern 
fake news from real news – even for headlines that 
align with individuals’ political ideology. The issue 
of population representativeness and sampling 
techniques need to be addressed carefully during 
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research on sensitive topic like political ideologies. 
It would be suitable not to restrict the research efforts 
to mere fake news detection but also the likely impact 
of such fake news on cognitive attributes comprising 
beliefs and behaviors .

Figueira& Oliveira(2017)acknowledges the 
weakness of the algorithm to cross check all posts. 
Besides the fake news tracking mechanism is not 
equipped with cross checking and doesn’t create 
history on the reputation of the sources.

Wessel et al (2016) examined the impact of fake 
social information on consumers’ decision-making 
in the context of reward-based crowd funding. Fake 
Facebook likes have a very short-term positive effect 
on the number of backers funding the respective crowd 
funding campaign. The study claims longitudinal 
design for fake social information, genuine social 
information predicts consumer decision making. Also 
shorter positive impact can be generated by artificial 
manipulation of social information but overall effect 
is negative. In view of the contradiction in the result, 
it would be wise to examine the potentially distorting 
effects of fake social information through similar 
experimental design.

Haigh et al (2017) examined the online media 
modern journalism. Researchers used media literacy 
technique to track fake news.The effort deserves 
appreciation but seeks deep quantitative insight 
both on online media mechanism and media literacy 
techniques.

Jang & Kim(2018) proposed path model for 
identifying the antecedents and consequences of 
third person perception. The study advocates greater 
autonomy for media and endorses that individual with 
high degree of third person perception will support 
media literacy and discourage media regulation.
The perspective of the fake news regulation needs 
to be addressed. Social media literacy scales would 
definitely add value to the outcomes.

Cardoso etal (2018) found that consumer 
purchase decision are predicted by online opinion and 
analyzed content based classification method for fake 
review detection.Value addition needs investigation 
on combining content based features with information 
about the product and behavior of the reviewer.

Albright(2017) found that fact based evidence 
does not engage audience and information trust is 
must in data content in place of trends.Need of the 
hour is to make facts relevant by conditioning the 
narratives rather than using deceptive statements. But 
comprehensive investigation with relevant quantitative 
approach will strengthen the views presented in the 
paper.

Kanoh(2018)examined the relationship of fake 
news with life style of social media users and found 
that persuasion of the fake news is strong while eating 
and drinking. The study restricts its focus merely on the 
activity(food and drinking) components of individual 
life style. It would be appropriate to examine fake 
news association with other activities and interest and 
opinion components of Life Style for a broader picture.

Algorithms such as bots are being used conveniently 
for manipulation and are disrupting social media 
community. Technological support who track fake 
news is in its infancy.Programmers need time to create 
advanced softwares for recognising and tagging fake 
news without human involvement.

Algorithm of bots is used to generate digital 
misinformation across social media. The companies 
are collecting large amount of data on internet surfing 
pattern, their social media usage,the items liked and 
shared – such information is used by advertisers, web 
developers and schemers to track the big trends. The 
constraint is possibility of data hiding bias in big data 
may affect the accuracy of these trends severely. 

CONCLUSION

Cognitive ability is the capability to obstruct and 
override learned responses of the past.Need for the 
enhancement of the cognitive ability becomes more 
relevant in times of digital misinformation where 
initial impression structure distort the processing and 
interpretation of new information and consequently 
overriding this inconsistent information becomes 
impossible. Social media literacy seems to be the 
best tool for preventing fake news victimization. It 
becomes imperative to make youth fully conscious 
about  psychological process constituting reasoning 
and critical thinking skill. 
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The above mentioned implications evaluate 
numerous approaches pertaining to cognitive 
attributes (cognitive reflection test, third person 
perception),fake news detection, analysis and 
control (Dynamic relational network, data mining 
technique,fake news detect system) and social media 
literacy (Psychological processes, reasoning skill 
, critical thinking skills ,expertise in IT devices).
Global internet advertising expenditure crossed 
US$200 billion in 2017 and created history as internet 
advertising surpassed traditional media spending. 
This development has two fold implications. One 
is, companies are trying to generate shorter positive 
impact through artificial impact (revenue) social 
information. Second, it will cause contradiction to 
their own sustainable marketing philosophies.Need 
of the hour for such companies is to forego short term 
gains and adopt socially desirable practices for larger 
interest of marketing and that of society.
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Abstract 

The highest Indian Constitutional Document provides 
equality for all human beings with dignity, but it is not 
seen in the case of this workforce. They face a threat 
from the giant Indian and Multinational Companies 
in the name of globalization. Many retail outlets are 
coming to compete in this poor helpless workforce. 
Therefore, to studying the street vendors’ perspective on 
the street vending business is so significant. The study 
found that a vast majority of the respondents (73.6 per 
cent) had invested an amount below Rs.1000, 37 per 
cent of the sample street vendors’ net average daily 
earnings was between Rs.201 to Rs.300, a majority 
of the sample respondents (58.8 per cent) adopted 
bargaining pricing strategy and a vast majority of the 
street vendors (74.2 per cent) were self-employed and 
carried out their business independently in the study 
area of Madurai city.

Keywords: Street vendors, vending business, Madurai 
city

1. INTRODUCTION 

The Street Vendors (Protection of Livelihood and 
Regulation of Street Vending) Act, (Clause 2(l) of 
Chapter I) 2014, defines ‘street vendors’ “a person 
engaged in vending of articles, goods, wares, food items 
or merchandise of everyday use or offering services to 
the general public, in a street, lane, side walk, footpath, 
pavement, public park or any other public place or 
private area, from a temporary built up structure or 
by moving from place to place and includes hawker, 
peddler, squatter and all other synonymous terms 
which may be local or region specific; and the words 
‘street vending’ with their grammatical variations and 
cognate expressions, shall be construed accordingly.” 
(The Street Vendors Act, 2014)

Street vending in India falls in the unorganised 
sector category. “Street vending has been a profession 
since time immemorial, with street vendors an integral 
part of our urban history and culture. Shopping and 
marketing, in a traditional Indian sense, has primarily 
been informal. Social interaction is integral to Indian 
markets in contrast to the mechanized and the sterile 
concept of shopping favoured by modern market and 
super market structures. 

Vendors exhibit remarkable entrepreneurial 
skills. Purchasing of commodities is no easy task with 
constant market fluctuations. Besides, middlemen have 
a major say in the wholesale markets. Commodities 
have to be in sync with both consumer tastes and 
paying capacity. As most vendors deal in perishables, 
the goods have to be sold at the right time. It is believed 
that the largest concentration of vendors is in the age 
group 16-35 years. It indicates that vending involves 
enormous physical labour. (National Association of 
Street Vendors of India, n.d.)

“Street vending is an important livelihood option 
for the urban poor, even when other employment 
options are increasing.”  (Kyoko Kusakabe, 2006).

2. THE REVIEW OF LITERATURE

Pity Kalikuwa Ndhlovu (2011) carried out a study of 
street vending in Lusaka District of Zambia. The study 
revealed that 72.5 percent were engaged in  informal  
trading  due  to  having  difficulties in  finding  salaried  
jobs,  15 percent of the traders were engaged in 
informal trading as an easy means of setting oneself 
up as self employed with low initial capital while the 
remaining 5 percent was due to being fired, another 5 
percent was due to other reasons while the least 2.5 
percent was due to the flexibility in working.
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V. Jaishankar and Sujatha (2016) also carried 
out a research on a study on marketing risk of street 
vendors in Tiruchirappalli district (urban informal 
sector) found that the cost was generally a resolute by 
the bargaining power of purchasers and vendors. The 
majority of street vendors revealed that all the time 
they need to reduce the cost of their items because 
of different causes, including the bargaining power 
of customers, to pull in the buyers from other seller 
or keeping in mind the end goal to hold the regular 
customer. It has also been affirmed by the vast majority 
of vendors of perishable and eatables that if the item 
stays unsold respondents like to sale those items at a 
lower cost to the customers than reclaiming home as 
they need to hold up under the storage a cost which 
brings about loss in their net profit.

2.1. Research gap
From the foregoing analysis of relevant literature 
as also specific studies, it is revealed that adequate 
research has not been done to witness the street 
vendors’ perspective on street vending business in 
Madurai city. Hence, the present study.

3. DESIGN OF THE STUDY

3.1. Statement of the problem
The highest Indian Constitutional Document provides 
equality for all human beings with dignity, but it is not 
seen in the case of this workforce. This is very painful 
to those who love the humanity and its values. Apart 
from their hard-working, they are harassed by police, 
local rowdies and politicians and they pay them from 
their low income. They face a threat from the giant 
Indian and Multinational Companies in the name 
of globalization. Many retail outlets are coming to 
compete in this poor helpless workforce. By witnessing 
the characteristics of the vending workforce in 
unorganized sector their living conditions are poor and 
they spending their life in open air here and there in a 
hot sun or rain. So, studying the vending conditions 
and vending risks and suggesting measures to improve 
their business status is so significant and the researcher 
sees this as the most significant researchable problem.

Hence, the present study is geared towards an 
in-depth assessment of the vending conditions and 

vending risks among the street vendors in the city of 
Madurai and identification of some of the measures 
that can improve their working conditions.

3.2. Methodology adopted for the study
3.2.1. Selection of the study area

In an effort to eliminate poverty in the urbanised cities, 
the Government of India introduced National Urban 
Livelihoods Mission (NULM) projects, for which the 
Madurai Corporation and Jaipur Corporation have 
been selected.

Hence, the present study purposefully selected 
Madurai city. Under the city, the  streets covered are;  
Anna Nagar, East Masi Street, Goripalayam, Netaji 
Road, North Veli Street, South Veli Street, Thalavai 
Agraharam Street, Town Hall Road, West Chitrai 
Street and West Masi Street.

3.2.2. The sampling framework

At the outset, a pilot observation was carried out in the 
city of Madurai for the purpose of selecting the streets 
within the city. After selecting the streets based on the 
density of the street vendors 500 mix street vendors 
were drawn randomly for the present research work. 
Hence, the present research work covered 500 street 
vendors in the main city of Madurai.

3.2.3. Sources of data

The present work being an empirical based research, 
both primary and secondary data were gathered and 
analyzed for drawing inferences and reporting research 
results.

3.2.4. Primary data

The primary data were gathered from street vendors 
by contacting them at the work sites of their business 
during the period between December 2016 and 
February 2017 on whole time basis. The data were 
collected by administering a pre-tested interview 
schedule following Likert scale.

3.2.5. Secondary data

Besides the primary data secondary sources covering 
aspects relating to statistics on street vendors, the 
performance of Madurai corporation officials on street 
vendors were included.
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3.2.6. Statistical tools

In  order  to  analysis  the  primary  data,   statistical  
tools,  namely, Percentage, Mean, Standard Deviation 
(SD), Correlations, Ranking Method and One-Way 
Analysis of Variance (ANOVA) were statistically 
employed. To analyze the relationship between 
two or more variables of the sample respondents 
the ‘Correlations’ was employed; to find out which 
variable contribute more effects on the studied factor 
the ‘Ranking Method’ was employed  and  to  analysis  
the  variance  of  various  vending  conditions  on 
vending  status  of  the  street  vendors  the  ‘One-Way  
Analysis  of  Variance (ANOVA)’ was employed.

3.3. Objectives of the study 
The broad objective of the present research work was to 
study the street vendors’ perspective on street vending 
business. Consequently, the study focuses on initial 
amount of investment for initiating street vending 
business; net average daily earning of street vendors; a 
social network that persuaded to street vendors; mode of 
communication of products’ price by street vendors to 
customers; pricing strategy; the vending status; and the 
level of satisfaction with the working conditions of street 
vendors.

4. RESULT AND DISCUSSIONS

4.1.  Initial amount of investment for 
initiating street vending business

An initial amount of investment for initiating street 
vending business in Madurai city is presented in table 
4.1. The study revealed that a vast majority of the 
respondents (73.6 per cent) had invested an amount 
below Rs.1000, 9.4 per cent of the respondents had 
invested an amount above Rs.5000, 6.8 per cent of 
the respondents had invested an amount of Rs.2001 
to Rs.3000, 4.2 per cent of the sample street vendors 
had invested an amount of Rs.1000 to Rs.2000, 3.8 per 
cent of the sample respondents had invested an amount 
between Rs.3001 and Rs.4000, and 2.2 per cent of 
the sample street vendors had invested an amount of 
Rs.4001 and Rs.5000 among sample respondents. 
Hence, the majority  of  the  street  vendors  had  
initially  invested  a  small  amount  of investment in 
their business.

Table 4.1

Distribution of respondents by their initial investment
Sl. 
No.

Initial  
Investment

Frequency Percent 
age

1. Below Rs.1000 368 73.6
2. Rs.1000-Rs.2000 21 04.2
3. Rs.2001-Rs.3000 34 06.8
4. Rs.3001-Rs.4000 19 03.8
5. Rs.4001-Rs.5000 11 02.2
6. Above Rs.5000 47 09.4
Total 500 100

Source: Primary data

4.2.  Net average daily earning of street 
vendors

The distribution of street vendors by net average daily 
earnings in Madurai city is presented in table 4.2. 
The study shows that 37 per cent of the sample street  
vendors’ net  average daily earnings was  between  
Rs.201 to Rs.300,  28.6  per  cent  of  the  respondents’  
net  average  daily  earning  was between  Rs.100  to  
Rs.200,  19.6  per  cent  of  the  sample  respondents’  
net average daily earning was less than Rs.100, 
6.8 per cent of the respondents’ net average daily 
income was between Rs.401 to Rs.500, 4.2 per cent 
of the sample respondents’ net average daily earning 
was between Rs.301 to Rs.400, 2.6 per cent of the 
sample street vendors’ net average daily earning was  
between Rs.501 to Rs.750, 1.2 per cent of the sample 
street vendors’ net average daily earning was between 
Rs.751 to Rs.1000 and none of them earned every day 
a net average of above Rs.1000 in the study area.

Table 4.2

Distribution of street vendors by net average daily 
earning of street vendors

Sl. No.
Average Daily 

Income (in Rs.)
Frequency

Percent 
age

1. Less than 100 98 19.6
2. 100-200 143 28.6
3. 201-300 185 37.0
4. 301-400 21 04.2
5. 401-500 34 06.8
6. 501-750 13 02.6
7. 751-1000 06 01.2
Total 500 100

Source: Primary data
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Table 4.3. shows the correlation coefficient between initial 
investment and earnings of street vendors in Madurai 
city is about 0.794, which indicates positive relationship 
between initial investment and earnings of street vendors 
in Madurai city and is significant at 1% level.

Table 4.3

Correlations between initial 
investment and earning of the 

street vendors

Variables Initial investment Earnings
Initial 
investment

1.000 0.794**

Earning - 1.000

** denotes significant at 1% level

4.4.  A social network that persuaded to 
street vendors

A social network that persuaded to street vendors in 
Madurai city is presented in table 4.4. It was found 
that 31.8 per cent of the respondents took their own 
decision to start vending business, 31.2 per cent of 
the street vendors were persuaded by their friends, 
22.4 per cent of the street vendors took up the present 
profession due to their family financial constrain, 9.4 
per cent of the sample street vendors were persuaded 
by their neighbours and 5.2 per cent of the sample 
respondents were persuaded by their relatives.

Table 4.4

A social network that persuaded to street vendors
Sl. 
No.

Social 
Network

Frequency Percent 
age

1. Relatives 26 05.2
2. Family 112 22.4
3. Friends 156 31.2
4. Neighbours 47 09.4
5. Own Decision 159 31.8
Total 500 100

Source: Primary data

4.5.  Mode of communication of 
products’ price by street vendors 
to customers 

The mode of communication by street vendors to 
customers of their products’ price in Madurai city is 
presented in table 4.5. The study shows that 47 per 
cent of the sample respondents adopted their sales 
promotion in the form of point of sale display as 
marketing communication strategy, 36.8 per cent of the 

sample street vendors were adopted word of mouth, 8.6 
per cent of the street vendors were following personal 
selling, 6 per cent of the respondent were adopting 
price discount of the product as marketing strategy and 
1.6 per cent of  the street vendors were following free 
product promotion as their communication strategy 
among the sample respondents.

Table 4.5

Mode of communication of products’ price by street 
vendors to customers

Sl. 
No.

Communication  
strategies

Frequency Percent 
age

1. Word of mouth 184 36.8
2. Personal selling 43 08.6
3. Point of sale display 235 47.0
4. Price discount 30 06.0

5.
Free product 
promotion

08 01.6

Total 500 100

Source: Primary data

4.6. Pricing strategy
Table 4.6 presents the distribution of street vendors by their 
pricing strategy adopted in the city of Madurai. The study 
found that a majority of the sample respondents (58.8 per 
cent) adopted bargaining pricing strategy and 41.2 per cent 
of the street vendors were following customer profiling fixed 
price based on outlook among the respondents.

Table 4.6

Distribution of the respondents by their pricing strategy
Sl. 
No.

Pricing Frequency Percent 
age

1. Bargaining 294 58.8
2. Customer 

profiling based 
on the outlook

206 41.2

Total 500 100
Source: Primary data

4.7. The vending status

An analysis of street vendors by their vending status 
in Madurai city is presented in table 4.7. The study 
reveals that a vast majority of the street vendors (74.2 
per cent) were self-employed and carried out their 
business independently, 18.6 per cent of  the sample 
respondents depends partly on others and 7.2 per cent 
of the street vendors depends their business fully on 
others to carry out their business activities.
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Table 4.7

Distribution of street vendors by vending status in 
Madurai city

Sl. 
No.

Vending status Frequency Percent 
age

1. Independent self-
employed

371 74.2

2. Semi-dependent 
worker

93 18.6

3. Dependent worker 36 07.2
Total 500 100

Source: Primary data

4.8.  The level of satisfaction with the 
working conditions of street vendors

The street vendor’s level of satisfaction with the working 
conditions of street vendors in Madurai city is presented in 
table 4.8. The present study found that majority (62.8 per 
cent) of the street vendors strongly agreed that they solely 
depends on street vending business for their livelihood but 
2.2 per cent of the sample respondent strongly disagree 
that they have to depend only on street vending business 
for their livelihood. The majority (65.2 per cent) of the 
respondents was fit to work only in the present job and 56 
per cent were actually not interested to take up vending 
business but were compelled to take up the present job 
due to poor economic conditions and non-availability 
of job in the market. The study revealed that 26 per cent 
of the respondents faced difficulties  in  earning  due  
unavailability  work  other  than  street  vending business  
and  29.2  per  cent  of  the  respondents  had  started  street  
vending business from their childhood days.

The calculated mean score for the level of satisfaction 
with the working conditions of street vending business 
for two factors, such as; depends only in street vending 
business and they were fit to work only street vending 
business concentrated around  the  score  of  5  which  
signifies  that  they  were  highly satisfied with these 
two working conditions. Further, the calculated mean 
score concentrated around the score of 4 for the working 
conditions such as; they started the street vending business 
from their childhood and earned better as street vendor 
which signifies that they were satisfied with these two 
conditions. The calculated mean score concentrated around 
the score of 3 for working conditions such as; they were 
compelled to work by family members as street vendor 
and they gets other work too but were interested to work as 
street vendors were average in terms these statement.

Street vendors depends only in getting this employment 
was ranked 1st among the 6 working conditions factors that 

were considered in the present study, 2nd rank was given to 
the factor that they were fit to work only in street vending 
business, they started the street vending business from their 
childhood was ranked 3rd, 4th rank was given to the factor 
that they earned better in taking up street vendor business, 
respondents were compelled to work as street vendor by 
family member was ranked 5th and they gets work other 
than the present job but they were interested to take up 
street vending business was placed in the last rank.

One-way analysis of variance of respondents 
working conditions by vending status of the respondents 
is presented in table 4.9. Since the calculated value of 
ratio of variance is greater than the value of ratio of 
variance in table for 2 and 497 degree of freedom 
at 1% level of significance (423.907>4.61), the 
difference in respondents working conditions with 
regard to vending status is significant.

5. SUGGESTIONS

On the basis of the present research study the following 
suggestions are earnestly offered for better ‘working 
life’ and provide a better ‘working environment’ to the 
street vendors in Madurai city.

1.  The government can provide a common 
storage facility in each street so that street 
vendors can preserve their unsold goods 
when they return back home after the business 
hour. Further, there were reports of wastages 
of their goods when it was not able to sell out.

2.  As seen from the present research study that the 
majority of the street vendors come daily from 
their native travelling eight and above kilometers 
per day to reach the city for vending business. 
So transportation should be made available 
exclusively to transport their goods alone.

Table 4.9

One-way analysis of variance of respondents working 
conditions by vending status of the respondents

Source df SS MS F P
Between 
the 
Samples
Within the 
Samples
Total

2
497

499

456.204
267.433

723.637

228.102
0.538

423.907 .000**

Source: Computed from sample survey
Note: df: Degree of freedom, SS: Sum of squares, 
MS: Mean square, F: Ratio of variance, p: Probability 
value, ** denotes significance at 1% level.
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6. CONCLUSION

The study concludes that the street vendors have 
invested less initial investment with the meagre amount 
of profit per day and also most of the respondents took 
their own decision to start vending business, their 
vending conditions are independent-self employed and 
depends only in getting street vending business due to 
they were fit to work only in street vending business in 
the study area of Madurai city. 
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 Table 4.8

Distribution of street vendors by working conditions of vendors in Madurai city

Sl. No. Working 
Conditions

Strongly
Agree

Agree Undecided Disagree Strongly
Disagree

Mean
Score

Standard
Deviation

Rank

No. No. No. No. No.

1. Depends only 
in getting this 
employment

314
(62.8)

126
(25.2)

13
(02.6)

36
(07.2)

11
(02.2)

4.39 0.994 I

2. Fit to work 
only in this job

326
(65.2)

48
(9.6)

21
(04.2)

79
(15.8)

26
(05.2)

4.14 1.334 II

3. Get work in 
other kinds of 
job but like to
work as street 
vendor

64 (12.8) 4 7 
(09.4)

23 (04.6) 86 (17.2) 280 (56.0) 2.06 1.461 VI

4. Compelled 
to work 
by family 
members  as 
street vendor

94 (18.8) 2 8 
(05.6)

36 (07.2) 1 7 2 
(34.4)

170 (34.0) 2.41 1.472 V

5. Earned better 
as street 
vendor

115
(23.0)

97
(19.4)

63
(12.6)

130
(26.0)

95
(19.0)

3.01 1.462 IV

6. Started the 
business as 
child worker

146
(29.2)

172
(34.4)

71
(14.2)

48
(09.6)

63
(12.6)

3.58 1.334 III

Source: Computed from the sample survey, No.: Number of respondents, Note: Figures in 
parenthesis represent the percentages, calculated.



Abstract

In today’s scenario, people are so advanced towards 
using the technology in a right way. Either be it a part 
of education, knowing facts, registering their passion 
ports. After introduction of 4G people even started 
trading, started exporting goods to foreign countries, 
induced hidden young entrepreneurs. Even e-banking 
system started by 1996 but educated, technical people 
only used at that time. It was even seen as a privilege 
point. But after demonetization and era of technology, 
changed the mindset of people.  Now we can’t even 
use the term illiterate because all are technologically 
improved with the emergence of demonetization. Here, 
the present study is going to discuss about the positive 
approach which Indians showed towards e-banking 
and even to study the future of e-banking.

Keywords: e-banking, Digitalization, India, 
Demonetization, Inflation

INTRODUCTION

E-banking was first bought in late 1990s by ICICI bank in 
1996. Though after the introduction there was no massive 
change. A way ahead ATMs, Debit Cards became more 
popular in further years as time passed. Lifestyles of 
Indians began to change immensely to westernization, 
later by 2015 our honorable Prime Minister of India, shri. 
Narender Modi introduced Digital India, where dream of 
making smart cities came into force. 

On 8th November 2016, government announced 
a sudden note ban on Rs 500 and Rs 1000 to curtail 
black money. People were limited with use of notes by 
time and crushing crowd at banks which induced death 
rates and accidents. As a part of this complication our 
Prime Minister bought up BHIM mobile application 
(Bharat Interface for Money) was introduced on 30th 

December 2016. He induced youths to play a vital role 
in educating digital illiterates.

There was immediate and sharp jump in the 
digital payments November- December 2016 owing 
to shortage of cash. The debit card POS(point of sale) 
twice the size. The value of credit card was increased 
but in terms it didn’t show any sharp turn. By April 
2018, the digital payments doubled, cryptocurrency, 
bitcoins came into the use. 

Some other terms which came into life are:

RTGS (Real Time Gross Settlement), NEFT 
(National Electronic Funds Transfer), UPI (Unified 
Payment Interface), KYC (Know Your Customer), 
IMPS(Immediate Payment Service), *99# USSD 
interface for offline banking, PoS (Point of Sale)

 To say it provided an ease way for customers as:-

 ● 24x7 open for all payments and deposit

 ● Ease of Currency exchange 

 ● One to one interface transaction

 ● Whenever wherever needed easily available

 ● Variant choice available in a port.

 ● Simple to use without much complication

A way it creates a simple platform for creating 
a virtual banking experience without any of the 
hindrance. 

Soon in India, the development towards cashless 
and virtual banking would be massive as other 
countries are also in the urge of fastest transaction 
and modernization. Thus, India is also ready with the 
plan of 2019-2020, creating a VPN (Virtual Private 
Network) with CLOUD facility which can save your 
data, transaction and keep your digital money safe.

A STUDY ON THE POSITIVE APPROACH OF INDIANS TOWARDS E-BANKING 

IN THE ERA OF DIGITALIZATION

R.Sindhu
I M.Com, Department of Commerce, Faculty of Science & Humanities,

SRM Institute of Science & Technology, Kattankulathur - 603203
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Even all our database will be managed under one 
port like 

 ●   Updating your personal details like aadhar, 
visa, passport 

 ●  Loans borrowed like for education, personal, 
agriculture etc.

 ●  Incomes like salary, business, other incomes

 ●  Payments details like purchase, sale details, 
taxes etc

 ●  Deductions like under income tax act: 
Deduction under 80c and others

In near future, India will turn cashless and digitally 
powered. This can bring down

 ● Corruption

 ● Black marketing

 ● Inflation 

 ● Delay of payments

 ● Audit procedures

 ● Huge budget on making currency notes

Thus, here we are going to analyze how people 
mould up themselves to literate in e-banking. 

OBJECTIVES OF THE STUDY

1.  To study the emerging era of digitalization in 
banking sector.

2.  To study the behavior of people towards 
e-banking with the help of secondary data.

3. To analyze the positivity in using e-banking.

STATEMENT OF THE PROBLEM

Abandoning the old method of banking and to aware 
and analyze the near future changes in banking sector 
digitally.

REVIEW AND LITERATURE

Ryan north(1)  ‘The role of digital bank in India-
importance of digital banking in India’ agreed that 
ICICI was the first bank to introduce e-banking in 
India new terminology and technology were also 
mentioned CORE banking (Centralized Online Real 
Time Exchange);ATM’s (Automated Teller Machine); 
RTGS (Real Time Gross Settlement). NDTV TV report 

on 26th November 2017, our honorable PM Tweeted 
that “Time has come for everyone, particularly my 
young friends, to embrace e-banking, mobile banking 
and more such technology”. Later he addressed the 
gathering and spread his ideas over monthly radio 
programme ‘Mann Ki Baat’ which sprouted a way for 
e-banking.

Komal Gupta(2) ‘banking sector in four years of 
modi’s government: note ban sets off surge in digital 
transaction’ agreed that demonetization caused the 
growth of e-banking in India. specified that when 
invaliding Rs 500 and Rs 1000 notes circulation and 
the ban, the number of digital transaction zoomed to 
957.5 million according to RBI survey. In that same 
article it specified the keynote words of our Prime 
Minister on 25th December 2016 “Be it villages/ the 
towns, the educated/ illiterate, there is an atmosphere 
as to what is cashless, how cashless business can take 
place everybody wants to understand and learn from 
each other”.

RBI (Reserve Bank of India) press report(3) May 
17, 2019 on ‘Report of the committee on deepening 
of digital payments’ stating deepening of digital 
payments across the nation under the chairmanship 
of shri. Nandan Nilekani, former chairman of UIDAI 
(Unique Identification Authority of India).

 RBI press report May 2019(4) on “Payment and 
settlement systems in India: vision 2019-2020” stated 
that in near future envisages to achieve a ‘highly 
digital’ and ‘cash lite’ society through goal posts of 
(competition, cost effectiveness, convenience and 
confidence) 4C’s essential for digital transaction.

RESEARCH METHODOLOGY

 ●  All the data used in the field of research 
are wholly depend on secondary data from 
trusted sites

 ●  All are thoroughly checked with compliance.

 ●  Statistics or the graph presented are also 
taken from secondary source

 ●  All the data are related to the topic and 
are taken from recently published survey 
regarding the changes in the behavior of 
Indians towards digital banking
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From the above information you can see that in 
the year 2017-18, the total of digital payments and 
electronic payment grabs the major/large portion 
compared to paper clearing

As per volume, Total e-clearance specified are of 
41%, card payments are 52% pretty higher, but paper 
clearance holds only one digit of percentage of all i.e..7%

As by value of 2017-18,

E-clearance lead with 67% followed by card 
payments with 29%

Hence, it is clear evident that people started to 
learn and grow with technology and started marching 
towards the changes which are adapted

As per the survey of “the Avaya Banking Survey 
2017 covered 5004 penelists in the UAE, Australia, 
UK, and India”

 ●  Specified 51% of the Indians prefer online 
banking

 ●  26% of Indian customers prefer using bank 
websites

DATA ANALYSIS AND INTERPRETATION

Figure 1:  Digital payments trends and issues, July 2018, NITI Aayog, pie chart analysis on retail payment mode of 
Indians from 2017-2018

Figure 2:  Digital payments trends and issues, July 2018, NITI Aayog, graph of trend showing the gradual changes in 
payment style of Indians from 2011-2018
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From the above, the graph clearly depicts that 
the percentage change from 2011 till 2018 about the 
payments through different sources available to the 
customers. As we can see the trend change, in 2011 
the percentage use of paper clearance was much 
wider it zoomed till 40% automatically by passage of 
time2012 it slightly drops out and at last it ends with 
10% in 2018

From the above interpretation of data, we can 
come to one notion the people are positive towards the 
changing trends and policies

FINDINGS

From all the above analysis and observation, it can 
be said that people in India are coping up with the 
government rules and policies being implemented 
for e-banking. Simply, the study reveals the positive 
approach of people towards e-banking. Thus, this can 
bring a positive growth in India. 

CONCLUSION

Youths in India are the mediator factor for digitalization. 
Moving ahead with the vision 2021, creating India 
cashless and digitally empowered. And technology 
and networks may also develop. These ports can 
even demolish the dark world as access to everyone 
provides equal rights and each penny would be 
accountable. Long quos and time consuming process 

will be curtailed. By the starting of the cashless system 
may be difficult for some to cope up but with passage 
of time it would be ease to do. Like how barter system 
was changed to currency. Now, this is the right time to 
show positive sign to move India to digitalize money 
and to march towards virtual banking system. 
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Abstract

This research study’s main objectives to attain 
important to recruit people with requisite skills, 
qualifications, and experience keeping the present and 
future requirements. Competition among the business 
industry for recruiting the best outstanding people 
has increased focus on innovation strategies, and 
management decision-making process. Interviewer’s 
main aim to recruit only the talented candidates 
who would suit the firm culture, ethics and specific 
culture to the organization. The purpose of the 
research is to the current talent acquisition process 
in the organization and identify developing areas. 
Secondly, the project studies the extent of adoption 
of best practices in the firm. The research study also 
covers to evaluate the implementation of new and 
innovative methods in job analysis, recruitment, 
screening and selection processes in the industry. The 
descriptive research approach is applied in the study. 
Primary data are collected through direct interviews. 
The employees are quite satisfied with the current 
methodologies followed in the company and also agree 
that it is effective. The only suggestion is to uplift the 
effectiveness of furthermore. Employees agree that the 
talent acquisition process is effective and enables them 
to acquisitions talents.

Key words: Talent acquisition, employee efficiency, 
manufacturing, industry,

1. INTRODUCTION

Talent acquisition is the most relevant major important 
function and it is a relatively new development 
concept imposed in industries. In many companies, 
recruiting itself is still the indistinct function of an HR 
generalist. Within many firms, however, recruiting as 

a designation did not encompass enough of the duties 
that fell to the corporate recruiter. It is a separate 
designation responsibility of talent acquisition required 
to meet the advanced and very necessary functions. At 
present situation talent acquisition is a strategic point 
of an organization, encompassing talent acquirement, 
but also workforce planning functions such as industry 
organization talent forecasting, talent pipeline and 
strategic talent assessment and development in a 
growth industry.

The liberalization and globalization of the 
economy have opened new windows of opportunity 
for the manufacturing sector. The most successful 
manufacturing industries are dependent on new 
innovations strategies, right research, and development. 
It is difficult not only to compete but also useful can be 
benefited by developing and trading new technologies.

The expansion of infrastructure for technical 
and higher education under the Scientific Policy 
Resolution 1958 has ensured an adequate supply of 
qualified technical personnel and a high degree of 
self-reliance and facilitating the quick replacement 
of foreign personnel and absorption of imported 
technology. Although Indian organizations are served 
by a network of national laboratories and institutional 
infrastructures, these institutions generally fall short 
of quality when compared to those in industrialized 
countries – putting India at a comparative disadvantage. 

The major role of national laboratories in designing 
and innovations varies from industry to industry. The 
major aspect of the success of national research and 
development institutes appear to be the nature and 
extent of Indian industry interaction, the extent of 
market orientation of products and accessibility.

“A STUDY ON EFFECTIVENESS OF TALENT ACQUISITION PROCESS IN THE 
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Some key research and development institutes 
and testing facilities directly related to Indian 
manufacturing companies are:

1.  Central Manufacturing Technology Institute 
(CMTI)

2.  Council of Scientific and Industrial Research 
(CSIR)

3.  Central Mechanical Engineering Research 
Institute (CMERI)

4.  Central Power Research Institute (CPRI)
5.  Indian Institute of Petroleum (IIP)
6.  National Institute of Foundry & Forge 

Technology (NIFFT)
7. Bureau of Indian Standards (BIS)
8.  In-house R&D units of large enterprises

The range of various activities of the above 
institutes includes education/training (both academic 
and practical), research and development (academic, 
practical,  product,  process, provision of information 
services, and provision of services like testing 
and inspection, etc. Although the role of activities 
undertaken by the above institutes is quite wide areas, 
resources constraint with respect to the budgets, 
staffing and equipment limit their growths in both 
quantitative and qualitative terms and conditions.

2. THE NEED FOR THE RESEARCH

 a)  The company says a lot of weight ages 
and importance to identify, recognize and 
hire the candidates so that the company’s 
pre-eminent position among the clients is 
to retain and also make to grow. Therefore 
“Talent Acquisition” is an important function 
in the industries.

b)  It is also necessary for both to improve the 
employees’ performance of the company and 
also to boost employee’s efficiency and skills.

3. OBJECTIVES OF RESEARCH

 ●  To study out the various sources of the talent 
acquisition process in the manufacturing 
industry at Chennai. 

 ●  To find the route to select the candidates from 

domestic as well as from exterior sources in 
the acquisition process.

 ●  To understand the talent acquisition system 
or process in the limited manufacturing 
industry.

 ●  To analyze the techniques and strategies 
applied to the effectiveness of employees’ 
talent acquisition system.

4. LIMITATIONS OF THE RESEARCH 

 ●  Sample size confines to 50. So, the result of 
the study can be enriched when the size of the 
sample increases.

 ●  Some information required for the study may 
be confidential and therefore industry people 
are not disclosing the same.

 ●  The time factor can be a major limitation of 
this survey. It has to be completed within the 
time limit without disturbing the production 
process or the process of work of the concern 
employees.

5. RESEARCH METHODOLOGY

The research methodology is one of the tools away 
to systematically solve the research study problem. It 
refers to the tools and the methods used for obtaining 
information for the purpose of the research study. It is 
the process which helps to collect data and to analyze 
the data to make an effective decision.

The process used to collect information and data 
for making decisions for the study. It deals with the 
following:
a. Research design
b. Research type
c. Data collection

RESEARCH DESIGN:

Descriptive Research includes real facts find enquires, 
and are those studies, which are concerned with 
describing characteristics of a particular area, or of 
a group. The main feature of this research is that the 
researcher has no keep control over the variables; he can 
only report what has happened or what will happen.
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 Types of data:

In this research primary and secondary data has been 
applied

Primary data: collected using a structured 
questionnaire.

Secondary data: collected from the Websites and 
Journals.

Data Collection:

This research article is also been used survey method 
of data collection.

Sampling Design:

Sampling is the process of obtaining information 
about an entire population by examining only a part of 
it. Sampling plan calls for three decisions.

 ● Sampling unit.

 ● Sampling size.

 ● Sampling procedure.

Sampling Technique:

The samples were chosen from the students studying 
management studies in particular by using non-
probability sampling in which I have used Random 
Sampling.

Sampling Unit:

The article involves the employees working under the 
manufacturing industry in the Chennai region.

Sample size:

The sample size consists of in private sectors there are 250 
employees but the sample size of a survey most typically 
refers to the number of units that were chosen from which 
data were gathered. In this research, the sample size is 
confined to 50.

6. DATA ANALYSIS AND INTERPRETATION:

Table 1

Management of talent Acquisition Strategy
Frequency Percent Valid Percent Cumulative Percent

Valid In house 23 46.0 46.0 46.0
Outsourced 20 40.0 40.0 86.0
Mix of both 7 14.0 14.0 100.0
Total 50 100.0 100.0

Inference:
The majority of respondents respond that management of talent acquisition strategy is in house.

Table 2 :Sources relies upon for  sourcing
Frequency Percent Valid Percent Cumulative Percent

Valid

job portal 31 62.0 62.0 62.0
references 15 30.0 30.0 92.0
social media 4 8.0 8.0 100.0
Total 50 100.0 100.0

Inference:
From above table, the majority of the respondents responded that they are using job portal for sourcing.

Table 3 : Function used in recruitment process
Frequency Percent Valid Percent Cumulative Percent

Valid video interviewing 7 14.0 14.0 14.0
technical test 25 50.0 50.0 64.0
psychometric test 11 22.0 22.0 86.0
presentation 7 14.0 14.0 100.0
Total 50 100.0 100.0
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 Inference:

The majority of respondent responds that function used in recruitment process is technical test

Table 4:Time spent by line manager in talent acquisition
Frequency Percent Valid Percent Cumulative Percent

Valid

10% 15 30.0 30.0 30.0
25% 26 52.0 52.0 82.0
50% 8 16.0 16.0 98.0
100% 1 2.0 2.0 100.0
Total 50 100.0 100.0

Inference:

The majority of respondent responds that time spent by line manager is 25%.
Table 5 :Track of sourced candidate

Frequency Percent Valid Percent Cumulative Percent

Valid

online 20 40.0 40.0 40.0
manual 2 4.0 4.0 44.0
window excel 28 56.0 56.0 100.0
Total 50 100.0 100.0

Inference:

The majority of the respondents responded that the track of sourced candidate will be stored in window excel.
Table 6 Preference of external more acceptable internal sources

Frequency Percent Valid Percent Cumulative Percent

Valid

Strongly agree 18 36.0 36.0 36.0
Somewhat agree 22 44.0 44.0 80.0
Neutral 5 10.0 10.0 90.0
Strongly disagree 5 10.0 10.0 100.0
Total 50 100.0 100.0

Inference:

The majority of respondents are strongly agreed about preference of external is more acceptable than internal 
sources.

Table 7 Job description enhances effectiveness of talent acquisition process
Frequency Percent Valid Percent Cumulative Percent

Valid Strongly agree 36 72.0 72.0 72.0
Somewhat agree 5 10.0 10.0 82.0
Neutral 6 12.0 12.0 94.0
Strongly disagree 3 6.0 6.0 100.0
Total 50 100.0 100.0

Inference:

The majority of the respondents responds that job 
description enhances effectiveness of talent acquisition 
process

Chi-square test:

To test the association between gender and providing 
Job description enhances the effectiveness of the talent 
acquisition process.
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Null Hypothesis (H0):

There is no association between qualification 
gender and providing Job description enhances the 
effectiveness of the talent acquisition process.

Alternative Hypothesis (H1):

There is an association between gender 
and providing Job description that enhances the 
effectiveness of the talent acquisition process.

Table 8: Case Processing Summary
Cases

Valid Missing Total
N Percent N Percent N Percent

Gender * job description 
enhances effectiveness
of talent acquisition process

50 100.0% 0 0.0% 50 100.0%

Gender * job description enhances effectiveness of talent acquisition process Cross tabulation

Count: Table 9
job description enhances effectiveness

of talent acquisition process
Total

strongly agree somewhat agree neutral strongly disagree

Gender
male 18 2 2 1 23

female 18 3 4 2 27

Total 36 5 6 3 50

Table 10: Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square .886a 3 .829
Likelihood Ratio .900 3 .825
Linear-by-Linear Association .814 1 .367
N of Valid Cases 50
a. 6 cells (75.0%) have expected count less than 5. The minimum expected count is 1.38.

Inference:

Since p (p=0.825) value is greater than 0.05, the 
null hypothesis is accepted, and alternative hypothesis 
is rejected at 5% level of significance. Hence it is 
concluded that there is no significant association 
between Gender and Providing Job description 
enhances the effectiveness of Talent Acquisition 
process.

7. FINDINGS

40% of the respondents responded that the track of 
sourced candidate will be stored online and 50% of 
respondents respond that the function used in the 
recruitment process is the technical test.

52% of respondents responded that the time 
spent by the line manager is 25. 46% 0f respondents 
respond that management of talent acquisition 
strategy is in house and 40% 0f respondents respond 
that management of talent acquisition strategy is 
outsourced.

With respect to the Chi-square test there is no 
significant association between Genders and are they 
showcasing their firm’s opportunities in on their 
careers page at a 5% significance level.

8. SUGGESTIONS

From the survey, almost all the respondents find the 
talent acquisition process as an integral part of the 
company. 
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The respondents respond that the strategy 
followed in the Talent acquisition is effective. Also, 
some training on the job as well as off the job would 
enable the employees to learn more about the process 
as well as keep them highly motive. 

The respondent’s rate that the acquisition process 
in the branch could also be more effective and using 
updated technology in terms of strategy would make 
the process much more effective in the following. 

The employees are quite satisfied with the current 
methodologies followed in the company and also agree 
that it is effective. The only suggestion is to uplift the 
effectiveness of furthermore. 

9. CONCLUSION

The research study enables to know about the talent 
acquisition process followed in the company as well 
as how effective it is that functioning. Based on the 
study undertaken we can conclude that employees 
find the strategy followed for talent acquisition also 
the provided help the employees in sourcing the right 
talent. The employees agree that the talent acquisition 
process is effective and enables them to acquisitions 
talents.
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Digital Payment:  
A Catalyst to fuel Financial Transparency & Accountability

Shaik Ghiasuddin

ABSTRACT

Non-cash payments are expected to show YoY growth 
of 12.8 % in value with developing countries taking 
the big leap forward and particularly India is growing 
at 61% CAGR accordingly to recent RBI report. 
Such large scale growth can be managed effectively 
by consolidating and aggregating the billing and 
payment services on a very robust technologically 
centralized delivery platform by allowing the digital 
fulfilment systems to deliver the clearance of payments 
much faster and easier.

Businesses all over the world face ever increasing 
challenges in consolidating their Revenues and 
Expenditures across their departments which are 
offering the services to their citizens and most 
importantly in discharging their role as providers 
and enablers of Online Payments. One of the serious 
challenges faced by them is bring on board the 
payment services providers and financial Institutions 
like acquiring and issuing banks. Creating Value for its 
citizens is the single most important objective of any 
service organization either public or private. In recent 
times organizations are scaling up their citizen service 
offerings due to increased ubiquitous information 
technologies and services offered by creating a one- 
stop-shop for public payments.

The rise of new and alternate payment options 
bagged with intense technological advancement and 
indulgence in the digital space has been instrumental 
in catalysing growth of digital payments globally. 
This eventually had led to a large number and diverse 
organizations participating in the cashless digital 
payment models. New players such as Google, Amazon, 
Facebook and Apple are penetrating aggressively in 
the arena.

The scale at which they are making inroads from 
being just a fulfilment provider to a platform provider 
coupled with their ability to subsidize consumables 
could prove to be a killer for other incumbents. Digital 
payment service providers like Amazon or Paytm can 
always offer a payback discount to a consumer who 

opts to buy other goods and services on their retail 
platform.

I. INTRODUCTION

Payments have weathered the economic crisis well: 
the volume of non-cash payments globally continued 
to grow since 2009, albeit at a more modest pace than 
in recent years. Initial data suggests the growth in 
volumes picked up very faster since 2010, nevertheless, 
the payments industry is under pressure to evolve, due 
to both exogenous and endogenous forces, and key 
regulatory and industry initiatives are converging to 
drive change far into the future.

The social proliferation of payments have been 
steady especially in the under developing or developing 
markets and would likely to reverse the trend of leading 
the contribution of cashless payment compared to 
developed countries in the few years to come.

The trend in payment volumes and instruments 
usage have made service offering agencies and 
the governments to change their payments-related 
regulatory and norms to manage and address the 
consequent strategic challenges and options arising 
from the competitive landscape.

The way the digital payments are now aiding 
consumers by providing analysis to their consumption 
patterns, usage scenarios and possibilities to overcome 
other excesses can be proactively notified and avoided 
to benefit their

savings. Therefore by reducing the opportunity 
cost to recommending savings, digital payments 
models and platforms are getting increasingly 
ingrained in the daily life of consumers.

OBJECTIVE

Emphasize the need of furthering the Digital Payments 
Platforms using more innovative yet regulated 
disruptive models that would aid in enhancing the non-
cash payments across the world and make the citizens 
more inclusive in the financial culture.
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Review of Literature

According to Payment Industry Intelligence Report, 
Disruption of the payments market is accelerating as 
new technologies take hold.

According to Dominique Beauchamps, DGA of 
Natixis Payment Solutions, Instant payments will take 
up, with time, enabling full reachability and align with 
corporate treasurers that will have to ensure proper 
liquidity 24/7.

As per Ralf Germer, CEO and Co-Founder of 
PagBrasil: ‘With instant payments, Brazilians can 
expect revolutionary changes that will bring financial 
inclusion for everyone’.

II. PAYING DIGITALLY

Largely Digital Payments have helped Government 
Authorities and Financial Institutions across the world 
to set up a single, unified consolidated electronic 
payment platforms and the objective largely would 
be to aggregate various payment mechanisms into 
one ecosystem. This also ensures a higher level of 
transparency, with reduced rick of fraud through early 
detection and curation. This process of centralizing 
the electronic services entails transferring information 
onto electronic platform and presenting it to citizens in 
the user interactive approach with process and policy 
regulations applied at various levels for the citizens to 
transparently access and advocate them.

This alternate means of executing payments 
have paved a way for increased amount of 
accountability in public domain and improved 
financial governance.

The initiative drastically reduces the cash 
circulation with better intraday liquidity management 
for banks and drastically drops the collection cycle 
time for the service providers with lesser opportunity 
cost on collection. Citizens can afford for seamless 
experience through industry standard integration 
with the Payment Service Providers such as card 
companies, financial houses, banks, regional payment 
switches, etc.

Such Digital aggregation of payments results in 
single point of interface for citizens & businesses to 
make their payments through any channel of their 
choice and support all popular payment methods. The 
aggregation will eventually offer scale and help drive 

down fulfilment costs levied by payment agencies & 
intermediaries saving substantially for the country.

Indirect benefits are a plenty that includes 
overall improvement in digital adoption, better 
integration between revenue earning entities and 
businesses, improved visibility of collections for 
better treasury planning, prompt, automated and 
error free reconciliation & refunds management for 
better citizen satisfaction and green benefits of energy 
savings, freeing up roads & departmental branches and 
contributing to overall country’s productivity.

The strategy to implement such large scale digital 
payment platforms should be to focus on creating 
SMART (Simple, Moral, Accountable, Responsive 
and Transparent) platform which would transform the 
citizen lives and enhance the culture of e-Citizen and 
e-Democracy for the country.

III. SUSTAINABLE MODEL

The digital payments practise should have to be 
perceived as a platform for serving the society and 
economy through various key sustainable factors that 
would aid in building country’s contemporary vision 
for managing finances. Some of the key sustainable 
characteristics that we could clearly envisage are as 
follows;

Financial benefits: Just by bringing the citizen 
on alternative service platforms such as Mobile, 
Portal, IVR, Kiosks etc. through digital eco system, 
the providers / corporates / governments has created a 
tremendous saving opportunity on the infrastructure to 
support customer services.

Social & Economic benefits: Since the citizen 
services are now available across a multitude of 
channels through various options, more and more 
citizens shall be able to consume them. This will 
improve the B2C interaction and improved level of 
indulgence with positive intent towards social and 
economic accountability.

Cultural & Environmental benefits: The digital 
eservices will promote citizen to conduct their 
business on alternative channel. The environment 
will be positively impacted by not having as many 
cars on the road, burning less fuel and conserving 
the natural resources. It also brings a cultural shift in 
nature of the citizen since they will be better aware of 
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the consumer rights and regulatory financial policies 
and procedures. Citizen shall also be able to provide 
immediate response or feedback on various issues and 
be proactive with higher responsibility.

Institutional & regulatory sustainability: The 
banking institutions want to improve upon their 
citizen friendliness. At the same time they want 
to comply with regulations and laws. The digital 
eservices initiatives fulfil the objectives of each party 
by bringing in accessibility, visibility, transparency 
and accountability. The central monitoring authorities 
are completely in control of the citizen transactions. 
The disputes can be handled in a much efficient way 
and the coordination between various stake holders 
through immediate exchange of information.

IV GLOBAL TRENDS

According to payments industry intelligence report, 
the forecasts of non-cash (Digital) transactions will 
post a compound annual growth rate (CAGR) of 12.7% 
through to 2021 with developed nations contributing 
to 6.7% and Developing nations leading the pack by 
21.6% with Russia, India and China leading the surge.

By 2021, developing markets are expected to 
account for around half of all non-cash transactions 
worldwide, overtaking the mature markets for the first 
time, whose current share stands at 66.3%.

Total transaction value in the Digital Payments 
segment amounts to US$4,137,523m in 2019 with China 
leading the pack and projected is 876.4 billion USD 
through 2021 with payments through mobile devices 
alone would be reaching up to 274.4 billion USD.

The market's largest segment is Digital Commerce 
with a total transaction value of US$3,391,727m in 2019.

From a global comparison perspective it is shown 
that the highest cumulated transaction value is reached 
in China (US$1,570,194m in 2019).

Current User base for online payment usage for 
the year 2019 is 3756.2 M with a 6.1 % increase YOY

As per BCG findings, India alone with contribute 
towards $500 Billion Ecosystem by 2020 and 15% of 
its GDP will flow through Digital Payments.

It is expected that the 70% of the total value would 
be driven by top 100 million users on Internet.

According to Credit Suisse, the potential of digital 
payments value would touch 1 trillion by 2023.

V. SUMMARY

Due to stringent regulatory and technology limitations 
and strong monitory policies being advocated by various 
organizations beyond the scope of Banks, it is increasing 
being imperative that the non-banking Technology 
leaders are fuelling the  need of open bank phenomenon, 
by giving customers the real time interactions using 
digital tools. This is being seen as a future of payments 
with necessary regulations being built around. Although 
banks are not fully ready for this change, gradually it 
would get imparted with the omni channel experience 
being built around the payment channels for customers. 
Precision offering to customers without platters are also 
being enhanced with the implementation of analytics 
and machine learning techniques which is being driven 
by the power of huge volumes of data. Retail giants are 
working overtime to provide in-store to in-car payment 
experience to customers.
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Abstract

A mutual fund is a fund managed by an asset 
management company with the financial objectives 
of generating growth. These asset management 
companies collect money from investors and invest in 
different stocks, bonds and other financial instruments 
in a diversified manner. Before investing they perform 
a thorough research and detailed analysis of market 
trends of stock and bond prices. The aim of savings 
and investment by any IT company employee is to 
maximize the return from their savings and investment 
with minimum risk. The study aims to make an analysis 
of the factors influencing behavior of IT company 
employees through the data collection from the sources 
of information on the various schemes of savings, their 
income level of savings. Random sampling method was 
adopted in the current study as there is no uniformity 
in the population distribution. The total number of 
sample respondents is restricted to 384 as per Krejice 
Morgan’s table. The select IT company employees in 
Chennai had been taken for the study; the tools such as 
Reliability analysis, Factor analysis and Regression 
analysis have been used to analyze the data. Hence, 
it is concluded that the way forward for the next 
couple of years for the mutual fund industry would be 
influenced hugely by the journey undertaken till this 
point of time and the changing the attitude, awareness 
and problems of investors towards mutual funds.

Keywords: Investors, IT company employees, attitude, 
awareness, problems, Factor analysis and SEM Model.

INTRODUCTION

Investing in various types of assets is an interesting 
activity that attracts people from all walks of life with 
respect to their occupation, economic status, education 
and family background. When a person has more money 

than he/she requires for current consumption, he/she 
would be coined as potential investor. The investor 
who is having extra cash could invest it in securities 
or in any other assets like gold or real estate or could 
simply deposit it in his/her bank account. At present, 
a wide variety of investment avenues are open to the 
investors to suit their needs and nature. Knowledge 
about the mutual funds enables the investors to choose 
investment intelligently. The required level of return 
and the risk tolerance decide the choice of the investor.

REVIEW OF LITERATURE

Hair J.R (2011)1 PLS-SEM is a casual modeling 
approach aimed at maximizing the explained variance 
of the dependent latent constructs. Instead of using 
the model to explain the co-variation between all the 
indicators, PLS-SEM provides parameter estimates 
that maximize the explained variance (R2 values) 
of the dependent constructs. The method therefore 
supports ‘Prediction oriented goals’ (i.e. explaining / 
predicting the target constructs in the structural model). 
Its flexibility (i.e almost no limiting assumptions 
regarding the model specifications and data) and its 
comparatively high statistical power make the PLS 
method particularly adequate for SEM applications 
that aim at prediction or theory building.

Sreelatha Reddy and Lalitha Narayanan (2015)2 
in their paper studied the awareness and preferences of 
working women as investors for different investment 
options available to them. The main objective of the 
study is to found out the difference in perception of 
investors in the decision of investing on the basis of risk 
and return. The 246 respondents were chosen by the 
convenient sampling and the data were analyzed using 
chi-square test, ANOVA, factor analysis, regression 
analysis, etc., the study observed that among all the 
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investment avenues, investments in Provident fund 
followed by Post office MIS are considered to be the 
safest and most preferred by the respondents.

Neha S Shukla (2016)3 the study aims to measure 
the investment pattern of individuals had been made 
about investors preference towards investment avenues 
and the study focused on the salaried personnel only. The 
descriptive research design was used by the researcher, 
both primary and secondary data sources were used. 
For the purpose of study total of 100 respondents had 
been studied with the convenience sampling method. It 
concluded that different respondents invest in different 
avenues, it was evident that they tend to invest much in 
fixed deposits, post office schemes, gold and silver.

Ankit Joel and Rajendra K.Khatik (2017)4 they 
studied the investors’ awareness and preference towards 
mutual funds as an investment option. The study found 
that the investors are to save and beat inflation. Majority 
of them also want to save tax and increase their wealth. 
Balance funds and tax relief schemes are most preferred 
schemes among the respondents. Hence, it is suggested 
that companies and Government should come forward 
in getting investors more literate and train advisors in a 
way so to build more confidence among investors for 
taking initiative to invest in Mutual Funds. 

Mahesh Kumar.T and M.Jegadeeshwaran (2018)5 
their study aimed to make an analysis of the factors 
influencing behavior of IT company employees through 
the data collection from the sources of information 
on the various schemes of savings, their income level 
of savings. The select IT company employees in 
Bengaluru had been taken for the study; the tools such 
as Reliability analysis, Factor analysis and Regression 
analysis have been used to analyze the data. They 
found that the factors such as Return and Tax Savings 
have positive relationship with Attitude. Tax Savings 
has positive impact on Attitude which means the tax 
savings cause impact in Attitude. Return has minimum 
relationship with Attitude which implies there is low 
response between the changes in the Mutual funds 
having diversified portfolio gives better returns and 
Mutual Funds give higher return than other investments.

M.Jegadeeshwaran and Mahesh Kumar.T (2018)6 
they aimed to study and develop a regression model for 
escalating level of awareness, behavior and problems of 

investors towards mutual funds. They adopted purposive 
sampling to analyze the behavior of investors towards 
mutual funds in Bengaluru city. There are enormous 
problems faced by every investor towards mutual funds. 
This study addresses a common opinion, that investing in 
mutual funds belongs to the complex financial matters, 
that most people do not feel comfortable or literate enough 
with. Hence, the study was concluded that the SEM 
approach shows that there exists relationship between 
the factors. The interaction has resulted in a complex but 
interesting framework. This work facilitated in listing, 
integrating and understanding the relationship of the 
factors influencing behavior to the model development.

STATEMENT OF THE PROBLEM

In the dynamic and competitive environment, marketing 
of financial services has become challenging. It is the 
responsibility of the persons involved in marketing of 
financial services to understand the factors influencing 
behavior of Information Technology sector employees 
in order to be successful in their affairs. Though a 
variety of investment options available, majority of 
them still depend on the banking to invest their income 
using the surplus liquidity on the banking system, banks 
have steadily reduced the interest payable on deposits. 
Hence it would be more useful to study the mutual funds 
for getting better returns on one’s hard-earned savings 
from the organized system. So, the present study is such 
an attempt has been made by the researcher to know, 
how far Information Technology employees attitude, 
awareness and problems towards mutual funds. 

OBJECTIVES OF THE STUDY

1.  To analyze the reasons for behavior and 
factors influencing behavior

2.  To develop a regression model for escalating 
level of awareness, attitude and problems of 
investors towards mutual funds.

METHODOLOGY OF THE STUDY

Collection of data
The primary data of this study were collected from 
the investors of IT Company employees in Chennai 
City with the help of well structured questionnaire. 
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This study is developed to understand the investment 
behavior of the respondents towards mutual funds.

SAMPLING METHOD

Purposive sampling method was adopted to analyze 
the behavior of investors towards mutual funds in 
Chennai city. By applying Krejice Morgan’s sample 
determination method, 384 respondents were selected. 
32 investors from 12 mutual fund companies make the 
total sample size of 384.

PERIOD OF THE STUDY

The primary data for the analysis were collected from 
January 2018 to April 2018.

Tools used for analysis
The primary data have been analyzed by using the 
statistical tools like Correlation, Regression analysis 
and Structural Equation Modeling.

Analysis and Interpretation

Correlations matrix for the Awareness, Attitude, 
Behavior and Problems

Table 1  Correlations
Attitude Awareness Behavior Problems

Attitude 1

Awareness .049 1

Behavior .397 .324 1

Problems .698 .441 .705 1

Regression Analysis on the Investors’ Attitude and 
Awareness

Table 2 Model summary of Investors’ Attitude and 
Awareness

Model Summaryb

Model R R 
Square

Adjusted 
R 

Square

Std. 
Error 
of the 

Estimate

Durbin-
Watson

1 .490a .201 .191 .51184 2.246

 a. Predictors: (Constant), Awareness

b. Dependent Variable: Attitude

The above table 2 summarizes the model 
summary for impact of Awareness on Attitude. 
When Attitude is a dependent variable, R = 0.490 
which means that there is a strong relationship. 
R-square is 0.201 indicating that 20.1 per cent of 
performance variation is accounted for the combined 
linear impact of independent variables. Adjusted 
R square value is 0.191, implying that the model 
has accounted for 19.1 per cent of the variance in 
the criterion variable. The value of Durbin-Watson 
statistic is 2.246 representing that the model is 
suffering from auto-correlation.

H01: There is no significant effect of Investors’ 
Awareness on Attitude.

Table 3  ANOVA of Investors’ Awareness on Attitude

ANOVAa

Model Sum of Squares Df Mean Square F Sig.

1

Regression .242 1 .242 .925 .337b

Residual 100.075 382 .262

Total 100.318 383

a. Dependent Variable: Attitude

b. Predictors: (Constant), Awareness

The above table 3 explains the ANOVA for 
Attitude and Awareness. The significant value 
for the above model is greater than 0.05 i.e., .337 
which considers Attitude as dependent variable and 

Awareness as independent variables. Hence, the null 
Hypothesis is accepted. It is concluded that there is no 
significant effect of Awareness on Attitude.
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Table 4 Coefficients of Investors’ Awareness on Attitude

Coefficientsa

Model
B

Unstandardized Coefficients Standardized Coefficients T Sig.
Std. Error Beta

1
(Constant) 2.375 .144 16.528 .000
Awareness .048 .050 .049 .962 .337

a. Dependent Variable: Attitude

The above table 4 shows the coefficients for impact 
of Awareness on Attitude. It implies that Awareness 
is not significant at 5 per cent significance level. Beta 
value shows that Awareness has positive relationship 
with Attitude. It has positive impact on Attitude which 
means the Awareness cause impact in Attitude. 

Structural Equation Modeling
Structural Equation Modeling (SEM) is a family of 
statistical models that seek to explain the relationship 
among multiple variables. It examines the structure of 
inter-relationships expressed in a series of equations, 
similar to a series of multiple regression equations. 
These equations depict all of the relationships among 

the constructs (The Dependent and Independent 
Variables) involved in the analysis. (Hair B. B., 2013).

Outer Model Assessment (Measurement Model)
The assessment of the measurement model focus on 
the reliability and validity of each latent construct for 
the reflective and formative constructs respectively. 
The reflective model evaluation, the three constructs 
namely, Awareness, Attitude and Problems are assessed 
by their indicator reliability, internal consistency, 
convergent validity, discriminant validity (Hair B. B., 
2013). The formative model evaluation, construct as 
Behavior is assessed with its multicollinearity (VIF 
indices), outer weights, t statistics.

Fig 1 - The Measurement Model

Outer Model Assessment for Reflective Constructs

The reflective constructs of study namely, Awareness, Problems and Attitude are assessed.
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Table 6 Outer Model Measures of Reflective Constructs

Discriminant Validity Sqrt of AVE should be > Correlations of latent variables
Attitude Awareness Problems Sq.Root of AVE

Attitude 1 0.922
Awareness 0.851 1 0.866
Problems 0.751 0.872 1 0.932

The inner model - significance test of path coefficients
The inner model is evaluated by performing 
bootstrapping, blindfolding and calculation to assess the 
path significance, R square, effect size or f2 and predictive 

relevance of Q2.  The bootstrapping of 1500 sub-samples 
is performed to assess the significance testing result of 
the structural model. The level of significance is kept at 
5 % and hence the relevant t-statistics is 1.96.

Table 5  Measurement of Reflective Constructs

Test Indicator 
Reliability

Convergent 
Validity

Internal 
Consistency 
Reliability

Reliability Discriminant 
Validity 

Construct Factor loading AVE Composite 
Reliability (R2)

Cornbach’s 
Alpha

Sq.Root of 
AVE

Awareness Aware 17 0.731

0.851 0.886 0.742 0.922
Aware 6 0.736
Aware 7 0.815
Aware 8 0.781

Problems Prob 4 0.843
0.751 0.779 0.713 0.866

Prob 6 0.705
Attitude Atti 2 0.730

0.872 0.870 0.775 0.932
Atti 3 0.744
Atti 5 0.816
Atti 6 0.880

Fig 2 - The Inner Model
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Interpretation

Reporting the inner model:

 ●  Adjusted R-Square: The adjusted R2 

explains the coefficient of determinant 
and the variance in predicting the 
overall model.  (Ghozali, 2013) (Hair 
et al, 2013), (W.W.Chin, 2010) suggest 
that 0.25 (weak), 0.50 (Moderate) and 
0.75 (strong) indices. In the current 
model, the adjusted R-square is 0.632 
for Attitude. This means, awareness, 
problems and factors influencing 
behavior together explain upto 63% 
(with higher moderate) of variance of 
attitude.  

 ●  Effect Size f2: Effect size examines how large 
is the influence of exogenous variable on the 
endogenous variable.  (Cohen, 1992) Suggest 
0.02 (weak), 0.15 (moderate) and 0.35 
(strong) indices.  In the model developed, the 
f2 effect size for Attitude to Behavior (0.111- 
slightly moderate), Behavior to Investment 
(0.198 - Medium), Behavior to Tax savings 
(0.112 - small). Effect size for behavior (being 
formative construct) is not to be calculated. 
(Hair et al, 2014)

Discussion at the model

These SEM results are simple to understand. Once an 
individual has a positive attitude towards investing 
in mutual funds, he/she will also be more willing to 
invest mutual funds in general. Thus, probability to 
actually intending or planning to invest mutual funds 
will be higher. Same effect applies for his social 
environment, since especially family and friends 
have an impact on his thoughts and behaviour. 
Here, awareness plays an important role among 
the investors. Once family and friends inherit and 
communicate a rather negative or skeptical view 
towards mutual funds, the individual will probably 
also be more critical and might adjust his willingness 
or intention to invest in mutual funds. 
Findings 

Findings based on Correlation Analysis

 ●  The strength of association between the 
Behavior and Problems is very high i.e. 
0.705 while compared to the other variables. 
Followed by the associations with Attitude 
and Problems is .698. 

 ●  Hence, it is concluded that there is a high 
positive correlation between behavior and 
problems & attitude and problems.

Findings based on Regression Analysis

 ●  It implies that Awareness is not significant at 5 
per cent significance level. Beta value shows 
that Awareness has positive relationship with 
Attitude. It has positive impact on Attitude 
which means the Awareness cause impact in 
Attitude. 

Findings based on Model Building

 ●  Indicator Reliability: It is evident that 
the individual factor loadings for the three 
reflective constructs awareness, problems 
and attitude are greater than 0.60 confirming 
the indicator reliability of the factors.

 ●  Internal consistency: It is evident that 
internal consistency of the three reflective 
constructs awareness (0.886), problems 
(0.779) and attitude (0.870) confirming the 
good internal consistency. The reliability of 
the measures by calculating the Cronbach’s 
alpha is also found to be greater than the 
prescribed limits with awareness (0.742), 
problems (0.713) and attitude (0.775).

 ●  Convergent Validity: It is evident from 
the table that the AVE scores of awareness 
(0.851), problems (0.751) and attitude 
(0.872) are greater than the prescribed limits 
confirming the good convergent validity and 
explaining that the items converged well on 
their respective constructs.
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 ●  Discriminant Validity: It is evident that the 
square root of AVE for awareness (0.922), 
problems (0.866) and attitude (0.932) are 
greater than the inter-correlation loadings of 
the three constructs confirming the constructs 
differ well from each other.

SUGGESTIONS

1.  Mutual fund companies should take 
appropriate measures to build confidence in 
the existing as well as the target investors. 
They should ensure the investors about better 
return with lower risk and better customer 
service. Transparency in operation may be 
helpful in this regard.

2.  Mutual funds, SEBI and AMFI should make 
their research cell more active to conduct 
more and more research on different crucial 
areas such as market forecasting, risk 
management, transparency, fair disclosure 
and etc.

3.  There is need to create the awareness about 
different plans under the same scheme. 
Investor has no knowledge about difference of 
various plans, i.e., dividend plan and growth 
plan. They simply invest in the scheme by its 
name. They have no idea about the features of 
dividend plan and growth plan.

4.  Mutual fund companies should avail 
technology disruption to the investors. 
Because, it is going to play a major role in 
increasing awareness enabling distribution 
and simplifying the investment process.

CONCLUSION

The present study analyses the investor’s behavior 
towards mutual funds. Investors’ awareness, attitude 
and problems also has been studied relating to 
various issues like type of mutual fund scheme, main 
objective behind investing in mutual fund scheme, 
opinion relating to factors that influencing them 

to invest in mutual funds, sources of information, 
challenges before the Indian mutual fund industry 
etc. Indian Mutual fund industry is gradually moving 
towards growing phase. Over the last few years level 
of awareness has increased. But level of awareness 
has not yet reached the mass investors. Mutual funds 
are good source of returns for majority of households 
and it is particularly useful for the people who are at 
the age of retirement. Economic growth architected 
under the ages of liberalization and globalization 
has created positive environment and explored the 
hidden desire of the investor and motivated them to 
participate in creating wealth through investing their 
surplus reserves in financial market.  “we think the 
IMFI is at the cusp of breakout growth. Increasing 
investor awareness, increasing shift from real assets 
to financial assets and pro - active regulations should 
bode well for growth”.
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Abstract

Financial literacy has assumed greater importance 
in the recent years, as financial markets have become 
increasingly complex and there is also an information 
asymmetry leading to making informed choices more 
and more difficult for the common person. Since we 
are in an emergent global financial system in the world 
financial awareness and knowledge is very important to 
everyone, especially for the women. The participation 
of the women in economy will contribute to their own 
wellbeing as well as nation’s economic growth. Women 
are responsible for the household budget, household 
expenses, and savings for the emergency fund as well 
as income generation in such situation. Since, we are 
in a raising financial system in the world. So many 
financial transformations are happening. On the other 
hand many financial malpractices and fraudulent 
activities are happening in our society especially in 
rural areas, because the problem is lack of financial 
literacy and financial information among the people. 
The financial literacy is a vital part to engage the 
women in financial inclusion prevent them from 
financial malpractices and include them in a present 
economic growth. Hence, the purpose of this study is 
to know the level of financial literacy measures among 
rural women in Kanchipuram District.

INTRODUCTION

Financial literacy means the possession of knowledge 
and understanding of financial matters. Financial 

literacy is mainly used in connection with personal 
finance matters. Financial literacy often entails the 
knowledge of properly making decisions pertaining to 
certain personal finance areas like real estate, insurance, 
investing, saving, tax planning and retirement. It also 
involves intimate knowledge of financial concepts 
like compound interest, financial planning, and the 
mechanics of a credit card, advantageous savings 
methods, and consumer rights. Financial literacy in 
rural areas is comparatively lower than urban and 
metropolitan areas. Financial information and financial 
knowledge is important for rural women, because the 
minimum financial literacy is needed for effective 
financial decision making and money management. 

Financially literate individuals can make effective 
use of financial products and services; will not get 
cheated by people selling financial products not 
suited for them. Financial literacy aids in improving 
the quality of financial services and contribute to 
economic growth and development of a country. 
Financial literacy skills enable individuals to navigate 
the financial world, make informed decisions about 
their money and minimize their chances of being 
misled on financial matters. Having financial literacy 
skills is an essential base for both avoiding and 
solving financial problems, which in turn, are crucial 
for living a prosperous, healthy and happy life. 
Financial problems are often the causes for divorce, 
suicides, mental illness and a variety of other unhappy 
experiences.
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REVIEW OF LITERATURE

According to Prahalad, C. K. (2010) these people 
constitute the ‘bottom of the pyramid’ and could be 
a source of much needed vitality and growth. They 
represent extreme variety in their levels of literacy, 
rural urban mix, geographical mix, income levels, 
cultural and religious differences and every other 
conceivable basis of segmentation. These people have 
to mobilize, spend, save and invest money to escape 
from poverty. They are to be streamlined into the main 
flow of the nation which is one of the objectives of 
financial inclusion.

Neha Dangi and Pawan Kumar (2013) focused 
on the RBI and Govt. of India initiatives and policy 
measures, current status and future prospects of 
financial inclusion in India on the basis of facts and 
data provided by various secondary sources. They 
found that the factors affecting access to financial 
services such as psychological and cultural barriers, 
legal identity, level of income, limited literacy etc., 
therefore it is suggested that new bank branches have 
been opened and new ATM’s have been installed 
for the purpose of achieving financial inclusion. For 
building customer awareness E-banking, mobile 
banking training and education programmes should be 
conducted. Finally, they concluded that initiatives must 
be taken for the implementation of EBT in the process 
of financial inclusion. Thus, financial inclusion is a big 
road which India needs to travel to make it completely 
successful. 

Pallavi Gupta and Bharti Singh (2013) did a 
research on Role of literacy level in financial inclusion 
in India: Empirical evidence with objective to assess the 
correlation between the usage dimension of financial 
inclusion index and literacy level in India and they 
conclude that lower literacy rate is not main reason for 
low financial inclusion in states. They suggested that 
for achieving financial inclusion government should 
focus on behavioral factors.

M.Jegadeeshwaran and Mahesh Kumar.T (2017) 
their study made an attempt to review the financial 
literacy of people. They developed a theoretical model 
based on socio-economic status towards financial 
literacy which consists of financial attitude, financial 
capability and financial education, these leads to 
the improved financial behavior. After the detailed 
study of financial literacy in India, it is concluded 
that the greater financial literacy can be an important 
component to efforts to increase savings rates and 
lending to the poorest and most vulnerable consumers. 
Recently, most of the developing countries launched 
various programs to effective financial education and 
definitely, it would be helpful for sound financial and 
economic stability in the organizations.

Objectives of the Study

To identify the factors influencing financial 
literacy measures of women.

To study the barriers to acquire financial 
knowledge for women

Scope of the Study
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The study is focusing on rural women in 
Kanchipuram District. It would help to know the level 
of financial knowledge among rural women and help 
to improve the level of financial literacy. The study 
may extend to urban, semi urban, metropolitan areas 
of Tamil Nadu to assess the financial knowledge of 
women as a whole in Tamil Nadu state. The study 
would help to suggest ways to improve financial 
literacy of women. It would help the women for better 
financial understanding and financial decision making.

Methodology of the Study

The study is based on the both primary and 
secondary data. The primary data of this study 

are to be collected from the women in rural areas 
of Kanchipuram district through well structured 
interview schedules. The study will be developed to 
investigate the level financial literacy measures of 
respondents and its impact. The secondary data that 
would required for the study are to be collected from 
Government reports, journals, magazines, books, web 
sites and so on. The survey was conducted during the 
three months among 250 respondents as per simple 
random sampling. The tools used for this study were 
Percentage analysis, Reliability analysis and Factor 
Analysis.

Analysis and Interpretation
Table 1 Demographic Profile of the Respondents

Demographic Profile of 
the Respondents

Frequency Percentage %

Residential area Maraimalai Nagar 65 26
Singaperumal Kovil 63 25
Guduvanchery 62 25
Urapakkam 60 24

Age 20-30 Years 62 25
31-40 Years 77 31
41-50 Years 51 20
51-60 Years 35 14
Above 60 Years 25 10

Marital Status Married 183 73
Unmarried 67 27

Family Type Joint Family 62 25
Nuclear Family 188 75

Educational Qualification Uneducated 69 28
Primary 56 22
Up to Higher Secondary 65 26
Graduates 60 24

Occupation Agriculture 33 13
Housewives 65 26
Business 74 30
Professional 21 8
Government Employees 22 9
Private Employees 35 14

Monthly Income Upto Rs.5000 47 19
Rs.5001-Rs.10000 66 26
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Rs.10001-Rs.15000 52 21
Rs.15001-Rs.20000 40 16
More than Rs.20000 45 18

Monthly Savings Upto Rs.1000 71 28
Rs.1001-Rs.5000 52 21
Rs.5001-Rs.10000 68 27
Rs.10001-Rs.15000 34 14
More than Rs.15000 25 10

   Source: Primary Data

Table 2 - Reliability Analysis for variables of Factor Analysis
Cronbach’s Alpha N of Items

.782 13
Table 3 - List of Variables used for Factor Analysis

X1
I have a good estimate of how much money, I will need to live per year 
after I retire

X2 I feel confident about the financial decisions I make
X3 I have financial problems that are negatively impacting my life
X4 I actively manage my spending towards a weekly (or) monthly budget
X5 I feel very comfortable dealing with banks and other financial institutions
X6 I can easily explain fixed interest and variable interest to family & friends
X7 I have enough savings that I could meet any unexpected expenses
X8 I make money so I can spend it right away
X9 My personal finances are completely out of my control
X10 I understand the commitments and I agree into financial contracts 
X11 I am comfortable managing m personal debt
X12 I set long term financial goals to achieve it
X13 I do a good job of balancing my spending & savings

Factor Analysis on Factors Influencing 

Table 4 -  KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .708

Bartlett’s Test of Sphericity

Approx. Chi-
Square 2720.827

Df 105
Sig. .000

The above table reveals the two tests which indicate the suitability of the data for factor analysis. Two tests, 
namely Kaiser-Meyer-Olkin measures of sampling adequacy (KMO) & Bartlett’s Test of Sphericity have been 
applied to test whether the relationship among the variables has been significant or not. 
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Table 5 -  Communalities
Initial Extraction

X1 1.000 .798
X2 1.000 .815
X3 1.000 .787
X4 1.000 .554
X5 1.000 .713
X6 1.000 .675
X7 1.000 .885
X8 1.000 .841
X9 1.000 .666
X10 1.000 .647
X11 1.000 .770
X12 1.000 .755
X13 1.000 .543

 
Table 6 Total Variance Explained

Component Initial Eigen values Extraction Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %

1 3.958 26.384 26.384 3.958 26.384 26.384
2 2.175 14.500 40.884 2.175 14.500 40.884
3 2.048 13.653 54.537 2.048 13.653 54.537
4 1.413 9.420 59.597 1.413 9.420 63.958
5 1.259 8.394 72.352
6 .830 5.536 77.888
7 .785 5.232 83.120
8 .616 4.105 87.225
9 .477 3.180 90.406
10 .433 2.887 93.293
11 .329 2.193 95.485
12 .268 1.786 97.271
13 .203 1.350 98.621
14 .127 .848 99.469
15 .080 .531 100.000
Extraction Method: Principal Component Analysis.

The above table 6 depicts the principal component 
analysis (PCA) method which provides the relationship 
between the extracted factors and the variables 
included in the analysis. It is technically termed as 
the factor loadings. The value of the factor loadings 
though indicates the relationships clearly but it is 
unable to group all the variables clearly identified with 

the factors. Fourth factor consists of higher variance 
i.e. 59.597. Hence, researcher is unable to extract 
the orthogonal factors. By continuing with these 
extractions researcher is not able to fully eliminate 
the problem. So, the unrotated and rotated matrix is 
performed.
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Table 7 -  Rotated Component Matrixa

Component
1 2 3 4

X4 .780 -.257 -.269 -.018
X8 .728 .067 -.169 -.386
X11 .695 -.292 -.146 .215
X13 .693 .354 .112 .381
X1 -.315 .889 -.193 -.297
X12 -.346 .639 .330 .383
X7 .160 .601 -.062 .488
X2 .071 .166 .740 -.346
X3 -.441 .579 .665 .281
X9 .490 .121 .683 .191
X6 .456 .455 -.305 .785
X10 .123 .556 -.439 .641
X5 -.533 .221 .712
Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

Above table 7 explains that the principal components analysis and rotated factor loading method is used 
to identify the factors. From the above table, it is observed that out of 13 variables, 4 factors namely Money 
Management, Financial Planning, Financial Wellbeing, Financial Knowledge, were identified by the rotation 
method. 

Table 8 Factor 1 - Money Management

Label Statements Loadings
X4 I actively manage my spending towards a weekly (or) monthly 

budget .780

X8 I make money so I can spend it right away .728
X11 I am comfortable managing m personal debt .695
X13 I do a good job of balancing my spending & savings .693

The above table 8 shows the cluster of statements in to factor 1. The statements ‘I actively manage my 
spending towards a weekly (or) monthly budget’ with the loadings of .780, ‘I make money so I can spend it 
right away’ with the loadings of .728, ‘I am comfortable managing m personal debt’ with the loadings of .695, 
‘I do a good job of balancing my spending & savings’ with the loadings of .693 were grouped into first Money 
Management.

Table 9 Factor 2 - Financial Planning

Label Statements Loadings
X1 I have a good estimate of how much money, I will need to live per year after 

I retire .889

X12 I have enough savings that I could meet any unexpected expenses .639
X7 I set long term financial goals to achieve it .601



167

 

The above table 9 indicates the clustered statements of factor 2. ‘I have a good estimate of how much money, 
I will need to live per year after I retire’ with the loadings of .889, ‘I have enough savings that I could meet any 
unexpected expenses’ with the loadings of .639 and ‘I set long term financial goals to achieve it’ with the loadings 
of .601 were grouped in to the second factor Financial Planning

Table 10 Factor 3 - Financial Wellbeing

Label Statements Loadings
X2 I feel confident about the financial decisions I make .740
X3 My personal finances are completely out of my control .665
X9 I have financial problems that are negatively impacting my life .683

 The above table 10 reveals the clustered statements of factor 3. ‘I feel confident about the financial decisions 
I make’ with the loadings of .740, ‘My personal finances are completely out of my control’ with the loadings of 
.665 and ‘I have financial problems that are negatively impacting my life’ with the loadings of .683 were grouped 
in to the factor Financial Wellbeing.

Table 11 FACTOR 4 - Financial Knowledge

Label Statements Loadings
X6 I can easily explain fixed interest and variable interest to family & friends .785
X10 I understand the commitments and I agree into financial contracts .641
X5 I feel very comfortable dealing with banks and other financial institutions .712

The above table 11 presents the clustered 
statements of factor 4. ‘I can easily explain fixed 
interest and variable interest to family & friends’ with 
the loadings of .785, ‘I understand the commitments 
and I agree into financial contracts’ with the loadings 
of .641 and ‘I feel very comfortable dealing with banks 
and other financial institutions’ with the loadings of.712 
were grouped in to the factor Financial Knowledge.

Barriers to Acquire Financial Knowledge for 
Women:

Social and cultural: 

In order for services or programs to be accessible 
to working women, they need to be provided in ways 
that are culturally appropriate, respectful of diverse 
social and cultural needs and respectful of women. The 
women recognized that poverty had multiple impacts 
on women’s capacity to plan financially, other than for 
their immediate needs.

Poverty is another reason for women to acquire 
financial knowledge because they cannot afford to get 
information from media. The domination of partner 
is also a reason to access financial services. Women 
in rural areas is underwent tot low payable jobs like 
agricultural wages. The insufficient income is also a 
barrier for financial inclusion.

Physical barriers:

Women in rural and remote areas, public transport 
services were so infrequent that it often meant 
spending a whole day in the nearest town in order to do 
banking and other business. Unavailability of banks, 
financial institutions, and financial education centre is 
the physical barriers for women in rural areas.

Educational barriers:

Majority of the rural women are not educationally 
sound. They cannot read and write the information 
available in media or other information sources. 
Lack of higher education among women resulted in 
poor understanding of financial information. Lack 
of computer knowledge is a major reason to get 
information frequently. The poor knowledge and 
numerical ability is also a reason to analyze financial 
information. Most of the women in rural areas are 
only know regional language (Tamil). The bank and 
central government financial institutions are following 
bilingual communication through Hindi and English.

FINANCIAL BARRIERS:

Majority of rural women are not an earning 
person in a family. They cannot independently take 
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decisions on finance matters of family. They cannot 
afford financial education through paid institutions to 
get financial knowledge. Poverty of a family is also a 
reason to acquire financial literacy.

FINDINGS

The majority of the respondents residing in the area of 
Maraimalai Nagar as 26 percent in this study,
It is shown that 31 per cent of the respondents belong 
to the age group of 31-40 Years 
It is clear that 73 per cent were married and the 
remaining 27 per cent of the respondents were 
unmarried.
75 per cent  of the respondents living in the Nuclear 
Family 
It indicates that the majority 28 per cent of the 
respondents were Uneducated 
It is inferred that the majority of the respondents i.e., 
26 per cent of the respondents earning the Monthly 
Income Rs.5001-Rs.10000 
It is shown that majority 28 per cent of the respondents 
Monthly Savings Upto Rs.1000 
It reveals that the majority  of the respondents doing 
Business as the 30 per cent,
4 factors namely Money Management, Financial 
Planning, Financial Wellbeing, Financial Knowledge, 
were identified by the rotation method.

SUGGESTIONS

Rural women need to know existing financial services 
available in their region by attending workshops are 
financial literacy programmes conducted by regional 
banks and other social welfare organizations.

The central government introduced “Jan Dhan 
Yojana” for the financial welfare of every citizen in 
India. The proper utilization of government schemes 
will help them for bank inclusion.

The decision making authorities should ensure the 
reach of such government schemes to rural and tribal 
areas.

Educated rural women can access internet as a 
source of a vast range of financial information from 
government bodies, banks and financial institutions, 
and community organizations.

Parents should discuss the financial matters with 
their children and share finance and money related 
issues with them.

CONCLUSION

Financial literacy of marginalized rural women is very 
low. Development of financial literacy would help the 
women for better financial decision making and proper 
utilization of financial services and products. It would 
help them for wealth accumulation and financial well 
being. It will lead to their personal development as well 
as social development. Their financial participation 
would help our country’s economic development.
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ABSTRACT

The study analyses the effect of talent incongruence 
on employee psychological contract fulfillment. 
Talent incongruence denotes the mismatch between 
perception of employer and the employee regarding 
talent identification. The incongruent talent 
management practices caste negative effect on 
psychological contract fulfillment of the employee. 
The researcher attempted to study the level of talent 
incongruence in Indian IT industry and its significant 
impact on psychological contract of the employees. 
The study confirmed the negative relationship and 
the detrimental impact of talent incongruence 
variables on dimensions of psychological contract 
fulfillment. 

Keywords: Talent, Talent Management, Talent 
Communication, Talent Incongruence, Psychological 
Contract Fulfillment. 

INTRODUCTION

Talent management has become the vital tool for 
managing the diverse human resources of the 
organization. The operationalization of the word 
‘talent’ is a matter of dispute since its inception. The 
way the management perceives talent and the way 
the employees configure talent had resulted in talent 
derailment and talent destruction. Talent management 
as a practice and tool includes the fruitful aspects 
of communication mechanism. An organization 
with tinted communication channel where proper 
interaction between the management and employee 
is not happening steals the very purpose of managing 
talent. The varying definitions about the word talent 

and lack of inclusivity delineate the origin of talent 
incongruence. 

Psychological contract fulfillment of the employee 
denotes the extent to which the promises made by their 
employer are fulfilled. Fake and frazzled promises 
have negative influence on employee psychological 
contract which in turn will affect the job satisfaction 
and probes the intention to leave the organization. 
The source of talent incongruence needs to be vetted 
down by the human resource department and proper 
interventions need to be framed for better talent 
communication. This study focuses on the source of 
talent incongruence and measures the effect of talent 
incongruence on psychological contract fulfillment of 
the employees. 

REVIEW OF LITERATURE

(Zijderveld & Brinks, 2014)studied the implication 
of incongruent talent management practices on 
psychological contract fulfillment of the employees.  
The researcher analyzed the theoretical backgrounds 
underlying the sources of talent incongruence in 
different industries and its impact on psychological 
contract fulfillment of the employees. Data was 
collected through survey from 21 large corporates 
in Europe having international orientation and 
sufficient talented employees. The various 
sources of talent incongruence were considered 
as the independent variable, talent incongruence 
is considered as the mediating variable and 
psychological contract fulfillment was considered 
as the dependent variable. The study confirmed 
the positive relationship between congruent talent 
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management practices and psychological contract 
fulfillment. The study highlighted the importance 
of actively attending to talent management 
incongruence to optimize employee’s psychological 
contract fulfillment.

(Mensah, 2015)developed a conceptual 
mechanism to empirically measure the impact 
of talent management practices on employee 
performance. The authors highlighted the 
development of talent management practices as 
a tenet to cover the ever changing and dynamic 
organizational environment. This paper served 
as a pioneer work to conceptualize employee’s 
performance at the employees level. The study 
confirms the mediating relationship of talent 
management output between talent management 
interventions and organizational performance.

(Tatoglu, Glaister, & Demirbag, 2016)compared 
the talent management practices and perceptions of 
Turkish multinational enterprises and local firms. 
Comparing the data collected from 201 multinational 
enterprises and local firms, the study recorded 
significant differences regarding the perception of 
talent management practices between the select 
firms. More robust talent management practices were 
followed in multinational enterprises compared to local 
firms. The talent management practices followed by 
the local firms are more society bounded. The authors 
recommended framing talent management practices 
with broad orientation on the nature of enterprise and 
the employees working there. 

OBJECTIVES OF THE STUDY

 ●  To factorize the causes of talent incongruence 
in select IT companies in Kerala.

 ●  To measure the impact of talent incongruence 
on employees psychological contract 
fulfillment in select IT companies in Kerala. 

RESEARCH METHODOLOGY

Research design:The study is descriptive in 
nature. The researcher analyses the causes of talent 
incongruence and its impact on psychological 
contract fulfillment of the employees. The researcher 

reports the characteristics of talent incongruence and 
psychological contract fulfillment as existing in the 
Indian it industry. The factors of talent incongruence 
such as Perceived Talent Management Practices 
(PTMP), Perceived Talent Differentiation Strategy 
(PTDS) and Talent Perception Incongruence (TPI) 
are the independent variables and Psychological 
Contract Fulfillment (PCF) is considered as 
the dependent variable. Tilburg psychological 
contract questionnaire was used to operationalize 
psychological contract. 

Area of the study: The study pertains to select 
IT companies in Kerala which had convergence with 
talent management practices. 

Sampling design: The population of the 
study constitutes the employees of the select IT 
companies having talent management interventions 
in practice. Three major Indian IT company has 
been selected for the study. The identities of the 
companies are not revealed for confidentiality 
purposes. The total population of the study 
comprises of the 1, 13,542 employees working in 
different departments of the sample companies. 
The researcher had used Krejice and Morgan table 
to determine the sample size and fixed as 384. The 
respondents were chosen based on proportionate 
random sampling technique. 

Source and collection of data: The study 
employs primary data which will be collected from the 
respondents with the help of structured questionnaire. 
Further, goodness of the instrument was tested through 
Cronbach alpha. 

Design of the research instrument:Beside 
demographic factors, the research instrument 
consists of statements to factorize the causes of talent 
incongruence in Indian IT companies and measures 
the impact of talent incongruence on employee’s 
psychological contract fulfillment. 

Tools used: Exploratory factor analysis is used 
to extract the factors leading to talent incongruence. 
Correlation measured the relationship between factors 
of talent incongruence and psychological contract 
fulfillment whereas multiple regressions signify 
the impact of talent incongruence on psychological 
contract fulfillment. 
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Results and discussions

Table-2 Factors causing talent incongruence in IT industry (rotated factor loadings)

S.I  No. Factors Factor Loading Factor Name
1 Limited explicitness 0.826

Perceived TM practices
2 Poor operationalization 0.81
3 Divergent perspective 0.814
4 Static definition 0.647

Perceived talent differentiation strategy
5 Time lag in TM process 0.61
6 Exclusive approach 0.6
7 No communication 0.524

Talent perception incongruence
8 Lack of talent reviews 0.578
9 Talent misunderstanding 0.550

Source: computed data
The various items resulting in talent incongruence 

were loaded to extract three distinct factors. The first 
factor consists of three items relating to perceived 
talent management practices, the second factor 
consist of three item denoting perceived talent 
differentiation strategy and the third factor consist of 
three items depicting talent perception incongruence. 
The factors are named as per underlying reviews of 
literature. 

H01: there is no significant relationship between 
factors of talent incongruence and psychological 
contract fulfillment of employees.

Table-2 Relationship between factors of talent 
incongruence and psychological contract 

fulfillment
Variables PTMP PTDS TPI PCF
PTMP 1
PTDS 0.183 1
TPI 0.314 0.243 1
PCF 0.732* 0.519* 0.653* 1
significant at 5% level of significance (*)

Source: computed data

The result signifies the relationship between the 
factors of talent incongruence and psychological 
contract fulfillment. The results are significant at 

5% level of significance. The study shows that in 
congruency regarding talent management practices 
degrades the psychological contract the most. 
Such incongruence arises as a result of limited 
explicitness about talent, poor operationalization 
of the construct and divergent perspective about 
the word talent between the employees and the 
management.  

H02: there is no significant impact of factors of 
talent incongruence on employee’s psychological 
contract fulfillment. 

Table 2 Model Summary Impact of factors of 
talent incongruence on psychological contract 

fulfillment

Model R- 
Square

Adjusted R  
Square

Durbin  
Watson

Std  
Estimate

1 0.822 0.819 1.924 0.164
Predictor variables: perceived talent management 
practices, perceived talent differentiation strategy 
and talent perception incongruence. 

Source: computed data

The adjusted r-square value signifies any change 
in the talent incongruence among the employees will 
result in a massive shift in their psychological contract 
fulfillment. The Durbin Watson statistics shows that 
the predictors are free from auto correlation. 

Coefficients

Model
Unstandardized 
Coefficients

Standardized  
Coefficients t Sig. Collinearity  

Statistics
B Std. Error Beta Tolerance VIF

1

(Constant) .999 .092 10.901 .000
PTMP .311 .019 .538 16.651 .000 .872 1.147
PTDS .179 .017 .330 10.584 .000 .934 1.070
TPI .241 .020 .393 12.057 .000 .854 1.171

a. Dependent Variable: psychological contract  fulfillment
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The coefficient table depicts the predictability 
of each independent variable to predict employee’s 
psychological contract fulfillment. In parlance with 
the coefficient results incongruence regarding talent 
practices have the major effect on psychological 
contract fulfillment. Baffling talent incongruence 
reduces the job contentment, hinders career 
development and degrades the social atmosphere 
in the organization. Sound organizational policies 
should be framed and employee encouragement in 
the form of in role and extra role behavior must 
be promoted for the betterment of employee’s 
psychological contract fulfillment. The regression 
effect sizes are significant at 5 percent level of 
significance. 

PRACTICAL IMPLICATIONS

The Indian IT industry which is in frontline for 
its diversity and inclusion policies faces greater 
challenges in managing its diverse talents. Higher 
level of talent incongruence sweeps the very 
purpose of talent management. The quality of talent 
identification and on time communication about the 
same must be facilitated between the employees 
to get the desired benefits of talent management. 
Talent management being a dynamic function is 
not centralized in the human resource department 
should strive to overcome the ambiguous nature 
of operationalizing talent and should adopt 
inclusive approach for organizational development. 
Employees psychological contract fulfillment is 
prerequisite for their job performance and intention 
to stay in the organization. Talent management 
practices need to be designed to caste its positive 
significant impact on employee’s psychological 
contract fulfillment.

CONCLUSION

Talent management in many organizations is 
designed for providing an amicable solution 
to diversity and inclusion problems. But talent 
management practices do not yield desired results 
if not properly communicated to the employees. A 
higher degree of talent incongruence aggravates 
training costs, employment costs and other 
associated costs. If talent incongruence prevails 
for a longer time without any remedial action, the 
designed talent management practices will have 

negative effect on the right people or will caste right 
effect on wrong people of the organization. Proper 
communication must be in place for better talent 
identification and periodical talent reviews must 
be conducted. The operationalization of talent in a 
particular organization should be explicitly known 
to every employee. Further the organization should 
adopt inclusive talent management practices to 
have better psychological contract fulfillment and 
enhanced organizational performance. 

REFERENCES

[1]  Mensah, J. K. (2015). A “coalesced 
framework” of talent management and 
employee performance. International Journal 
of Productivity and Performance Management, 
64(4), 544–566. https://doi.org/10.1108/
IJPPM-07-2014-0100

[2]  Tatoglu, E., Glaister, A. J., & Demirbag, 
M. (2016). Talent management motives and 
practices in an emerging market : A comparison 
between MNEs and local firms. Journal of 
World Business, 51(2), 278–293. https://doi.
org/10.1016/j.jwb.2015.11.001

[3]  Zijderveld, V. Van, & Brinks, M. (2014). 
The role of talent-perception incongruence 
in effective talent management. Journal of 
World Business, 49, 272–280. https://doi.
org/10.1016/j.jwb.2013.11.011

[4]  Nilsson, S., &Ellström, P. E. (2012). 
Employability and talent management: 
challenges for HRD practices. European 
Journal of Training and Development, 36(1), 
26-45.

[5]  Cooke, F. L., Saini, D. S., & Wang, J. (2014). 
Talent management in China and India: A 
comparison of management perceptions and 
human resource practices. Journal of World 
Business, 49(2), 225-235.

Review comments on the paper:

1.  Minor alignment to be done to reduce the  
number of pages

2.  Reference are to be numbered as to have 
common format and the bullets may be 
avoided.  



EFFECTIVENESS OF ANTECEDENCE FACTORS ON PURCHASE INTENTION 

OF ORGANIC PRODUCTS

Dr. C. Ramesh Kumar1 B.E(Mech)., MBA(Production)., PhD
V. Radhika2 B.Sc (CS), MBA (HRM)

1. Assistant Professor, Department of Business Administration ,Annamalai University.

2. Research Scholar, Department of Business Administration, Annamalai University.

ABSTRACT

The products of any nature are influenced for purchase 
by several factors. Since the current study is regarding 
the organic products, the primary objective of the study 
is to identify how perceived value, religious elements, 
concern on food safety and health consciousness 
predicts the intention of customers to purchase organic 
products. The research was done only among the 
customers of Chennai, Tamilnadu. The sample for the 
study was selected through convenience sampling as 
it is the earliest and easiest method of implementing 
the sampling technique. The sample size was 100. 
Regression analysis was performed to find out the 
factors influence of purchase intentions.  The result of 
the study was purchase intention was significant, and 
the coefficient is optimistic which would point out that 
1 statement is related with not significant.Here, 55.7% 
of the variance in antecedent factors is accounted for 
by purchase intentions.

Keyword: organic products, factors affecting 
purchase

INTRODUCTION

In today’s world of fast moving society, everyone is 
in a place to look after his/health. A person can lead a 
happy and healthy life only if he/she intakes a proper 
dietary consisting of a right food (organic food). A 
person will be more careful while selecting a proper 
diet after considering the health related issues. As far 
as the organic food is concerned, price is not being 
given more importance by the customersas the organic 
products have high nutritional value when compared 
to the ordinary food products. The information 
about organic food should be made available to the 
customers. Higher the level of communication about 
organic food, higher will be the worthy perception of 

customers regarding organic products and they will go 
in for the purchase of organic items. 

ORGANIC PRODUCTS

National Organic Standards Board of the U.S. 
Department of Agriculture (USDA) says that the 
emphasis of organic food is made on water and soil 
preservation and on the usage of resources that are 
renewable. Organic food makes its focus on the 
enhancement of the environment for the usage of the 
forthcoming generations. In the process of obtaining 
organic egg, meat, dairy products and meat, no growth 
hormones or antibiotics are given to the animals. In 
the same way, pesticides or fertilizers made from 
synthetic ingredients are not used for the growth of 
organic food items. The practice of organic food is 
due to the changing lifestyle of the people and due to 
lack of food safety in the present day’s fast moving 
world. The methods and procedures of organic 
production do not discharge any type of chemicals 
into water and soil and so organic production is best 
for the safety of the environment. Willer and Kilcher 
reported in 2009 that Brazil, Argentina, Hungary, 
China and India are the countries that follow the 
practice of organic production. 

FACTORS AFFECTING PURCHASE

Davies et al., 1995 says that the organic food items 
are purchased in a frequent manner in today’s world 
because the customers perceive the organic products 
to be good for health. The same thought was given 
by Tregear et al., (1994); Wandel and Bugge (1997); 
Magnusson et al., (2003) and Padel and Foster, 
(2005) that organic food is bought by many mainly 
due to health reasons. Many researchers have done 
studies regarding the importance of organic products 
and nearly all the studies reveal the fact that health 
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is the primary motive behind purchasing organic 
items. Further it has been identified in many studies 
that the attitudes of customers, their intention and 
purchase of organic products are all predicted by 
their consciousness regarding health issues. Hence 
it can be rightly said that proper nutrition promotes 
good health which in turn is offered by organic food. 
This attitude of customers influences the purchase on 
organic items. 

OBJECTIVES

The products of any nature are influenced for purchase 
by several factors. Since the current study is regarding 
the organic products, the primary objective of the study 
is to identify how perceived value, religious elements, 
concern on food safety and health consciousness 
predicts the intention of customers to purchase organic 
products. 

STATEMENT OF PROBLEM

All the products are grown today by using a lot 
of chemical fertilizers and pesticides in order to 
increase the production quantity. The producers are 
more focused only on increasing their profit rather 
than the health of customers. These types of products 
that are grown by using chemicals are the reasons for 
several diseases like diabetes, cancer, birth defects, 
Alzheimer’s and Parkinson’s diseases, asthma, 
reproductive dysfunction and many more. The 
products of organic nature are grown by not using 
toxic fertilizers, pesticides and chemicals which are 
harmful for health. Organic food is very safe for 
heath as it is produced in a natural way. It is safe 
for both the environment as well as for the people 
for consumption. Yet, there are still people who are 
not aware of the importance of organic items. This 
study is an attempt to create an awareness regarding 
organic products among the consumers. 

REVIEW OF LITERATURE 

Shaharudin, Jacqueline JunikaPani, Suhardi Wan 
Mansor, ShamsulJamelElia(2010) have done a 
research on the factors that influence the intention of 
customers to purchase organic products in the state  
of Kedah, Malaysia. In the world of modernization, 
the attitude of people has changed towards the 

purchase and consumption of organic products. This 
changing trend of organic food consumption is due 
to the awareness amidst people about the benefits of 
having organic products in their daily food habits. 
In the current era, where profit is given primary 
importance by the producers, eatables are produced 
by using highly harmful chemicals, coloring agents 
and flavors in order to attract the customers. Hence 
there arises a need to have a healthy, natural and clean 
food which is possible through organic production. 
The present study was done to examine the influence 
of factors such as concern for food safety, perceived 
value, religious facts and customer’s health 
consciousness on the purchase intention of organic 
foods by the customers. The results of the study 
revealed that health consciousness and perceived 
value had an influence on the purchase intention of 
the customers. On the other hand the religious facts 
and food safety were seen to have a lesser impact 
on the purchase intention. The result showed that 
people had high perceived values on organic food 
because they believe that organic products have 
high nutritional value as they are grown without 
using any chemicals.

XuhuiWang,FridaPacho ,Jia Liu ,and 
RedemptaKajungiro (2019) had done a research 
to examine the factors the purchase intention of 
customers towards organic products in the countries 
which are in the track of development. The research 
aimed to make a clear understanding of the 
perceived behavior control and personal attitude of 
the consumers which had an impact on the purchase 
of organic foods. The study was conducted in 
Kenya and Tanzania. The study also clarifies the 
role of the moderating variable (knowledge) in the 
purchase intention of organic foods. 331 responses 
were obtained from the customers of Tanzania and 
350 responses from Kenya. The validity of the data 
was made through the confirmatory factor analysis. 
The analysis of the study was made by structural 
equation modeling. It was found that health 
consciousness and personal attitudes influenced 
purchase intention in Kenya and Tanzania. The 
findings also show the perspective of consumers 
in concern with the purchase intention towards 
organic foods which will in turn help the marketers 
and retailers to produce and market those kind of 
products. 
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RESEARCH METHODOLOGY

The research was done only among the customers 
of Chennai, Tamilnadu. The sample for the study 
was selected through convenience sampling as it 
is the earliest and easiest method of implementing 
the sampling technique. The sample size was 100. 
Regression analysis was performed to find out the 
factors influence of purchase intentions.  

ANALYSIS AND INTERPRETATION

Factors Influence on the purchase intentions
Model Summary

R R Square Adjusted 
R Square F Sig.

.747(a) .557 .552 106.867 .000(a)

a. Predictors: (Constant), Factors 

Coefficients
Unstandardized 

Coefficients Standardized Coefficients
t Sig.

B Std. Error Beta
(Constant) 1.863 .093 20.045 .000
I think that purchasing organic food is 
a good idea. .095 .027 .205 3.574 .000

I think that purchasing organic food is 
interesting. .076 .022 .171 3.471 .001

I think that purchasing organic food is 
important. .104 .030 .147 3.496 .001

I think that purchasing organic food is 
beneficial. .097 .041 .132 2.383 .018

I think that purchasing organic food 
is intelligent. .042 .022 .082 1.900 .058

I think that purchasing organic food is 
favorable .128 .028 .222 4.489 .000

a. Dependent Variable: Purchase intentions 

Let’s focus on the 6 predictors, whether they are 
statistically noteworthy and, if so, the direction of 
the regression. Most of the purchase intention was 
significant, and the coefficient is optimistic which 
would point out that 1 statement is related with not 
significant.

The multiple correlations squared symbolize the 
quantity of variance in the result which is accounted 
for by the predictors; here, 55.7% of the variance 
in antecedent factorsis accounted for by purchase 
intentions. Though, the multiple correlations 
squared were positive, the adjusted R² was more 
appropriate.

CONCLUSION

Because of the various climatic regions which are good 
for agriculture, India is a country which is blessed to 
produce a large quantity of organic products. This 

variety in climatic region also helps the producers of 
organic products to produce large quantity of products 
of organic nature for both domestic markets as well as 
for export to the other countries. Even though there is 
awareness among the women regarding the benefits of 
organic products, they tend to hesitate for purchasing 
it because of the high prices of those items and its non-
availability in all the areas. In order to overcome this 
problem and also to enhance the production of organic 
products, government has taken steps to increase the 
production of organic products. 

Purchase intention was significant, and the 
coefficient is optimistic which would point out that 1 
statement is related with not significant.Here, 55.7% of 
the variance in antecedent factors is accounted for by 
purchase intentions. Though, the multiple correlations 
squared were positive, the adjusted R² was more 
appropriate.
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ABSTRACT

The field of management accounting is experiencing 
a punctuated modification toward more advanced 
techniques and approaches. ABC and TDABC 
are one of the most famous and wide applied 
advanced methods to management accounting which 
emphasizes on managers as the most important users 
of the information and provides the best knowledge 
comparing to traditional management accounting.

However, Management Accounting is in disarray 
due to the multiplicity of modern approaches and 
the lack of understanding of their theoretical basis 
and assumptions which makes currently comparing 
management accounting methods is confusing without 
some form of categorization and criteria for comparison.

The purpose of this paper is to discuss the 
different various advanced techniques of management 
accounting from a critical analysis of the literature, 
checking and comparing methodologies and research 
techniques, as well as limitations and difficulties of 
implementation. As a result, a better understanding 
of the differences between these approaches’ 
methodologies and mechanisms.

Keyword: Activity-Based Costing, Time Driven 
Activity-Based Costing, Management Accounting, 
Cost Management.

LITERATURE REVIEW

Traditional management approach are not the best 
answer for every company.

Sometimes a traditional system can mask 
significant differences in its real cost structure. 
Modern approaches of management accounting 
including Activity-Ba,sed Costing (ABC) and Time 
Activity-Based Costing(TDABC) attempt to show the 
“true costs” of products, services, and projects more 
accurately than traditional cost accounting.

In other words; New management techniques 
have been developed that allow businesses to gather 

more accurate data for decision-making purposes.

ACTIVITY-BASED COSTING (ABC) 
APPROACH

Far from being new, Activity-Based Costing (ABC) 
first surfaced as various

commercial businesses began experiencing 
difficulties in accounting for indirect and overhead 
costs. ABC is a cost accounting method developed 
and pioneered by Cooper, Kaplan, and Johnson, which 
traces overhead costs directly to cost objects, i.e., 
products, processes, services or customers and help 
managers make the right decisions regarding product 
mix and competitive strategies (Roztocki, Valenzuela, 
Porter, Monk, Needy, 1999).

1.1 The Conceptual framework of ABC

ABC is an accounting technique that allows an 
organization to determine the actual cost associated with 
each product and service produced by the organization 
without regard to the organizational structure.

ABC is a costing technique where employee 
activities are linked to resource consumed and then to 
cost objects like services (or products) and customers 
so that the cost of delivery can be identified or 
attributed per customer or service.

ABC is a business performance measurement 
framework that is used in conjunction with other 
business processes to determine cost of services or 
products (Kellen & Wolf, 2003).

ABC is about

 ●  Measuring business process performance, 
activity by activity.

 ●  Estimating the cost of business process 
outputs based on the cost of the resources 
used in producing the product.

 ●  Identifying  opportunities  to  improve  
process  efficiency  and  effectiveness.
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Activity costs are used as the quantitative 
measurement.
If activities have unusually high costs or it they don’t 
add value, they become targets for re-engineering.

There are two axes to the ABC model as 
illustrated in Figure-1. The vertical one deals with the 
cost assignment view. The resource entity contains 
all available means upon which the selected activity 
can draw. The resource cost assignment process 
contains the structure and tools to trace and allocate 
costs to the activity. The activity entity is where work 
is performed. The activity cost assignment process 

contains the structure and tools to assign costs to cost 
objects, utilizing activity drivers as the mechanism 
to accomplish this assignment. The horizontal axis 
contains the process view. The cost driver is the agent 
that causes the activity to utilize resources to accomplish 
some designated work. In this view the activity is 
some type of active work center. The horizontal axis 
of the ABC model represents the performance measure 
of activities provides the evaluative criteria by which 
the organization can determine the efficiency and 
effectiveness of the activities work effort(V.Manalo; 
2004, p.6).

Process Axis

Cost 

Axis

Source: (CAM-1 Expanded ABC)
Figure-1: A two-axes model of ABC.

So, we can represent the philosophy of this modern approach of management accounting by the following figure.

Source: Author constructed.
Figure 2: the philosophy of ABC approach

1.2 Process of ABC

ABC allocates overhead to multiple activity cost 
pools and assigns the activity cost pools to products 
and services by means of cost drivers. In ABC, 
an activity is any event, action, transaction, or 
work sequence that causes the incurrence of cost 

in producing a product or providing a service. 
A cost driver is any factor or activity that has a 
direct cause-effect relationship with the resources 
consumed(Wiley; 2015).

we can say that The activity- based costing process 
consist of six steps as follow;
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1. Identify  activities and activity pool.
2.  Directly trace or estimate costs to activities and 

cost objectives.
3. Assign costs to activity cost pools.
4. Calculate activity cost drivers’ rates.
5. Assign  costs  to  cost objectives.
6. Prepare reports.

1.3  Traditional Cost Accounting Versus 
ABC

The main differences between the traditional cost 
accounting methodology and the ABC is in the way of 
distributing costs and the influence the costs have on 

products. In the traditional method of cost accounting 
the general industrial expenses are grouped and 
distributed in the main cost centers such as production, 
administration, services, research and development, and 
then distributed to the products. ABC on the contrary 
allocates general industrial expenses according to the 
cost drivers that connect expenses with activities and 
then these expenses are transported to the products 
according to the influence these activities have on each 
product(Dimitropoulos; 2007, p20). The following 
Table-1 depicts the main differences between these 
two cost accounting procedures.

Table-1: Difference between traditional cost and ABC

Cost Pools Traditional Approach ABC Approach
Applied rate One or a limited number Many, to reflect different activities

Suited for Labour incentive, low – overhead 
companies

Capital incentives, product – diverse, widely diverse 
set of operating activities, variation in number of 
production  run, high –overhead companies

Benefits Volume based cost drivers Activity based, no financial

Cost assignment Allocates overhead cost first to department 
and second to products or services

Assign overhead cost first to activity cost pools and 
second to products or services

Focus Focus on managing cost of functional 
departments or responsibility centers

Focus on managerial process and activities and 
solution of cross functional problems

Resource: (U. Daru; 2016, p.24)

1.4 Needs and Implementation Problems 
of ABC

ABC techniques have been able to enable accounting 
of the activity cost that contribute to the production 
of good or service. It is a particularly appropriate 
methodology to deal with complex and diverse 
manufacturing systems (Afonso &Paisana; 2009).

Cost accountants know that traditional cost 
accounting can hide or distort information on the costs 
of individual products and services especially where 
local cost allocation rules misrepresent actual resource 
usage. As a result, the move to ABC usually motivated 
by a desire to understand the “true costs” of individual 
products and services more accurately. Companies 
implement activity-based costing to:

 ● Identify specific products that are unprofitable.

 ● Improve production process efficiency.

 ●  Price products appropriately, with the help of 
accurate product cost information.

 ●  Reveal unnecessary costs that become targets 
for elimination.

However, the ABC system is often viewed as 
a system of high cost of development, relatively 
complex and difficult to be modified or adapted which 
often leads to be non-used (Stouthuysen, Swiggers, 
Reheul &Roodhooft; 2010).

Kaplan and Anderson (2007) identified the 
following issues with ABC when applied to medium 
sized organizations; especially when there are small 
changes to the operations or they want to obtain 
regular monthly reports from the model:

 ●  The interviewing and surveying process was 
time-consuming and costly.

 ●  The data for the ABC model were subjective 
and difficult to validate.

 ●  The data were expensive to store, process, 
and report.

 ●  Most ABC models were local and did not 
provide an integrated view of enterprise wide 
profitability opportunities.

 ●  The ABC model could not be easily updated 
to accommodate changing circumstances.
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 ●  The model was theoretically incorrect when 
it ignored the potential for unused capacity.

According to many studies for Kaplan, Andersons 
and others of researchers, the most problems with 
ABC are as follow;

 ● Cost pool volume.

 ● Installation time.

 ● Targeted usage.

 ● Project basis.

 ● Reporting of unused time.

 ● Separate data set.

 ● Multi- department data sources.

In other words we can conclude, the three main 
obstacles encounter implantation of ABC are namely;

 ●  Expensive approach to apply: ABC is too 
costly because of using a large number of 
cost pools.

 ● ABC follows bumpy path.

 ● Need to install comprehensive ABC system.

These issues led Kaplan and Anderson to 
proposing TDABC, which was straight forward and 
easy to implement and maintain compared to ABC.

The traditional ABC method was found to be 
difficult to implement and maintain due to the need 
to obtain information by interview(which is usually 
subjective), model a large number of activities and 
link them to cost objects. TDABC was introduced to 
simplify the process by using time to derive the capacity 
cost rate in such a manner as to obtain estimates of 
the cost per unit time; which is derived by dividing 
the total cost of supplied capacity(over an accounting 
period) by the practical (effective) capacity of the 
resources used within the period(Adeoti &Valverde; 
2014,p.109).

TIME DRIVEN ACTIVITY- BASED 
COSTING (TDABC) APPROACH

Kaplan and Anderson’s Time-Driven Activity-
Based Costing(TDABC) represented an update or 
improvement of the initial ABC models proposed 
by Cooper, Kaplan, and Johnson. The relevance and 
applicability of the TDABC approach is still an open 
question.

2.1  The Conceptual Framework of 
TDABC

In an attempt to reduce some limitations of ABC, 
Kaplan and Anderson(2004) propose another approach 
to this methodology: Time-driven ABC(TDABC). 
This approach uses new tools, such as the time 
equations(equations time). Additionally, among other 
innovations, eliminates the need to carry out interviews 
with staff, which would serve to assess what activities 
they work for a period.

The TDABC is supported on two parameters 
underlying, the cost per unit time capacity and time 
required to complete an activity. The TDABC is a 
simpler system more affordable and economically 
much more powerful system than the ABC. It simplifies 
the process of costing and eliminates the surveys and 
interviews of a typical system ABC(Kaplan; 2007).

It uses time as a measure of resource consumption 
by activities that have been triggered by cost objects to 
produce outputs. These activities may vary based on 
the service or product request, the type of customer, 
location of delivery and several other factors. The 
time to complete any activity and its variations is 
treated as an additive factor, therefore representing 
them as additive linear equation is sufficient(Adeoti;& 
Valverde; p:22).

The model TDABC assigns costs of resource 
directly to cost objects. So, first the costs of all 
resources are calculated and are divided by the 
capacity, giving the time when the work is effectively 
executed. Secondly, the model distributes costs of 
the resources using the rate of the cost of capacity, 
estimative resource requirements for each cost 
object(typically considered time as a measure of this 
capacity) (Everaert et al., 2006).

The base activity is the regarded as the activity 
to produce the standard service or product and time 
variations are added to this based on the variations 
introduced by custom orders and delivery types. 
Kaplan and Anderson(2003) stated time equation in 
the a generalized formula as below;

Ti,e = β0 + β1X1 + β2X2 + β3X3 +… + βpXp

Where;

Ti,e: the time needed to perform activity, β0: 
standard time for performing the basic activity, e.g. 
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15 minutes, βi: the estimated time for the incremental 
activity i, (i =1,…,n),  e.g. β1 = 3 minutes,  Xi: the 
quantity of incremental activity i,  (i  =1,…,n), 
e.g. number of line items, P: the number of time 
drivers that determine the time required to perform 
activity(i). 

By multiplying the time required for a designated 
activity by the cost per time unit, the cost of an 
individual event (e) of activity (i) is equal to:

Ce,i= Ti,k.Cn

Where;

Cn: the cost per time unit (minute) of resource pool 
(n), Ti, k: the time consumed by event (k) of activity (i).

The total cost of a cost object is determined by 
adding all the activity costs as follows;

Total costs of a cost object = DMC+DLC+∑ ∑ ∑ i,k . Cn

Where;

Cn: cost per time unit (minute) of resource pool 
(n), ti, k: time consumed by event (k) of activity (i), I: 
number of activities, M= number of resource pools.

A significant assumption underlying the TDABC 
approach reflected in the above equations is that it 
proportionality exists between resource costs and 
the cost driver consumption, and their relationship is 
a linear function. In addition, in assigning overhead 
costs, it is implicitly of both proportionality and 
repeatability assumptions(Homburg; 2005, p:387).

2.2 Process of ABC

Considering the difficulties in implementing TDABC, 
the procedure for implementing TDABC using MOST is 
developed. Every procedure consists of input and output. 
Similarly, this procedure also gives the output, which 
is useful to management as discussed in the results. 
Similarly, this procedure requires input. But there are 
some constraints while giving input. While developing 
this procedure, the following constraints were considered:

 ● Standard work procedure is adopted.

 ● Work procedures are clearly defined.

 ● One employee handles many activities.

Based on these assumptions, a proposed procedure 
consists of 12 steps, summarised in Figure-3.

Source: (Ganorkar, Lakhe &Agrawal; 2019)

Figure-3: Process of TDABC
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2.3 Benefits of TDABC

TDABC allows companies to have better cost visibility 
across customer groups (or customers), service types 
(or products) and service operation processes. By 
being able to create cost profiles for different customer 
types, they will be able to determine profitability based 
on customer types. Some customer types may be found 
not to be quite profitable based on their needs. This 
will allow the company to consider a change in how 
these customers are engaged which will eventually 
lead to better services and profitability. Secondly, 
better visibility of cost of products or services offering 
will allow the supplier organization to better decide 
on price and services to retire, make or outsource to 
more efficient or specialized companies. Thirdly, 
by being able to determine the costs of operational 
processes, organizations will be able to optimize for 
lower cost of operations. Another benefit of TDABC is 
that it is able to provide information about redundant 
resources. This will allow. managers to determine 
how to increase output by utilizing these redundant 
capacities to improve efficiency where there is a need 
for more resources (Kaplan & Anderson, 2007).ABC 
also allows managers to improve their budgeting 
capabilities (TDABC will allow this as well) by being 
able to accurately determine the resource requirement 
to meet specific company objectives; overheads are 
correctly allocated to cost objects (Cokins, 2001).

Implementation of TDABC has been successful 
in a lot of manufacturing and services company 
(Kaplan & Anderson, 2007). The scope of application 
and degree of success may vary due to the degree of 
preparedness and involvement of the management and 
staff of the case study organizations.

A key tool that most authors have mentioned 
when using companies as case study organizations is 
an Enterprise Resource Planning (ERP) application. 
Gilbert (2007) quoted Kaplan as confirming that the 
implementation of TDABC was made possible with the 
use of ERP data from companies that he has worked 

with to set up such TDABC costing systems. This 
application is useful because it keeps track of activities 
and use of resources across the entire organization. 
The information within the system can then be used to 
derive useful information about the cost profile of cost 
objects like customers.

2.4  Obstacles in Implementation of 
TDABC

In general, TDABC has been applied more to factory 
environment and product manufacturing than for 
service oriented environments where no tangible output 
is produced. Although various advantages have been 
reported for TDABC. However, a review of the TDABC 
literature shows the rate of the TDABC adoption, and 
its widespread applications in the world appear to be 
much slower than the adoption rate of the ABC, and 
the applications of TDABC are yet to gain similar 
popularity as ABC. Therefore, it can be concluded that 
TDABC suffers from following strategic shortcomings:

 ●  Structural shortcomings which are related 
to theoretical, basic assumptions, and 
calculation procedures of the technique,

 ●  Practical deficiencies which emerged in the 
implementation process of the model,

 ● Lack of adequate empirical support, and

 ●  Lack of consideration of behavioral issues. 
These factors strongly hinder the findings 
and long-term sustainability of the TDAB as 
well as its future developments. In addition, 
they hamper TDABC proponents’ assertions 
and are influential in not materializing the 
TDABC proponent’s arguments. (NAMAZI; 
2016,p.476)

2.5  ABC Versus TDABC

The differences between the steps for the 
implementation of ABC and TDABC models are 
presented in Table-2.

Table-2: Differences between ABC and TDABC

ABC TDABC

Step 1: Identify the different overhead activities.
Step 1:  Identify  the  various  resource  groups 
(departments).

Step 2:  Assign  the  overhead  to  the  different activities 
using a resource driver. Step 2: Estimate the total cost of each resource group.
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Step 3:  Identify  the  activity  driver  for  each activity.

Step 3: Estimate the practical capacity of each resource  
group (e.g. available  working  hours, excluding 
vacation, meeting and training hours.

Step 4: Determine  the  activity  driver  rate  by dividing 
the total activity  costs by the practical volume of the 
activity driver.

Step 4: Calculate the unit cost of each resource group 
by dividing the total cost of the resource group by the 
practical capacity.

Step 5: Multiply the activity driver rate by the activity 
driver consumption to trace  costs to orders, products or 
customers.

Step 5: Determine the time estimation for each event,  
based upon the  time equation for the activity and the 
characteristics of the event.
Step 6: Multiply the unit cost of each resource group by 
the time estimate for the event.

Source: (Everaert, Bruggeman and De Creus; 2008)

In an ABC, rates of cost drivers are used to distribute 
the costs of a department to each cost object, for example 
based on the number of requests, number of complaints 
from customers (Kaplan and Anderson; 2007).

Regarding TDABC, the phase of definition of 
resource consumption by the activities is ignored, so 
there is not necessary to allocate such costs. In this cost 
model there are used time equations, which directly 
distribute resources costs of the activities performed 
and processed transactions to cost objects (Kaplan and 
Anderson; 2007).

CONCLUSION

Management accounting has become an integral 
component of organization’s business and operational 
strategies. One of the popular advanced techniques 
used in management accounting are Activity-Based 
Costing(ABC) and Time Driven Activity-Based 
Costing(TDABC). The important advantage of these 
management accounting’s modern techniques is it helps 
managers make decisions. It corrects the limitations of 
traditional costing by identifying all the work activities 
and their costs that enter into manufacturing a product, 
delivering a service, or performing a process. It differs 
from traditional costing because it traces cost directly 
when possible and all relevant manufacturing costs are 
considered.

We can summarize the concepts of these Two 
advanced techniques of MA as follow;

 ●  ABC- Activity-Based Costing is a 
methodology that measures the cost and 
performance of activities, resources and cost 
objects. Resources assigned to activities, 
then activities are assigned to cost objects 

based on their use. Activity- Based costing 
recognizes the causal relationships of cost 
drivers to activities.

 ●  TDABC- Time Driven Activity-Based 
Costing is a complicated name for a concept 
which has been introduced as a simplification 
of the ABC model. It’s a costing method 
that reflects the supply and demand for cost 
and capacity that leverages estimated unit 
times to calculate time as a driver in lieu of 
a single driver quantity. It employs a multi 
driver approach to obtain an even great level 
of distinction and variability of cost between 
different cost objects.
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ABSTRACT

The consumer has developed into a totem pole 
around which a mass of actions and ideologies 
are dancing. The term ‘consumer’ in Economics 
refers to a person who uses goods and services for 
fulfillment of his wants. By tradition consumer was 
regarded as the King since not only the producers 
of goods but also those rendering services used 
to look upon the consumers, the demand for their 
goods and services. Basically, the Indian consumers 
are conservatives in the sense they do not easily 
give up their habits and sentiments. They will never 
change in a hurry. The socialistic code of restraint 
dictated much of independent India’s consumer 
psyche until the late seventies and early eighties. It 
was a time when the per capita income grew by an 
imperceptible one percent per annum. The study is 
such an attempt to study the relationship between 
the consumer durables market and FMCG industry 
in India. The study is mainly based on the secondary 
data. The study aims to assess the revenue earned 
and evaluate the rising GDP per capita income 
from the both sectors. The tools used in this study 
are Descriptive Statistics, Compound Annual 
Growth Rate, Pearson Correlation, and Linear 
Regression. This study concludes that the new 
technology consumer goods has rapidly increased 
the importance of consumers for the marketers. For 
a large part, this identity is created in interaction 
with other people.

Keywords: Consumers, Consumable Goods, FMCG, 
Revenue, GDP and Per capita.

INTRODUCTION

Indian consumer segment is broadly segregated into 
urban and rural markets, and is attracting marketers 
from across the world. The sector comprises of a huge 
middle class, relatively large affluent class and a small 
economically disadvantaged class, with spending 
anticipated to more than double by 2025. India stood 
second among all nations in the global consumer 
confidence index with a score of 128 points for the 
quarter ending June 2017, after Philippines. Further, 
in the discretionary spending category, 65 per cent 
respondents from India indicated the next 12 months as 
being good to buy, thus ensuring once again that India 
leads the global top 10 countries for this parameter 
during the quarter.

Global corporations view India as one of the 
key markets from where future growth is likely to 
emerge. The growth in India’s consumer market 
would be primarily driven by a favourable population 
composition and increasing disposable incomes. A 
recent study by the McKinsey Global Institute (MGI) 
suggests that if India continues to grow at the current 
pace, average household incomes will triple over the 
next two decades, making the country the world’s 
fifth-largest consumer economy by 2025, up from the 
current 12th position. India’s robust economic growth 
and rising household incomes are expected to increase 
consumer spending to US$ 3.6 trillion by 2020#. The 
maximum consumer spending is likely to occur in 
food, housing, consumer durables, and transport and 
communication sectors. The report further stated that 
India’s share of global consumption would expand 
more than twice to 5.8 per cent by 2020.
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REVIEW OF LITERATURE

Mathur and Shainesh (2012)1 they studied to 
identify the service attributes, which are evaluated by 
the customers and then developed an instrument to 
receive feedback from customers Data were collected 
from 63 managers who used railway freight services. 
It was completed in two phases. In the initial phase, 
12 industrial managers were contacted and in second 
phase, 51 organizations managers were contacted. 
The findings of the study indicate that ability to 
provide safe & speedy delivery was the main area of 
performance. Other important dimensions were cost of 
transportation, attitude of officers and ministerial staff 
which was contrary to the perceptions of managers of 
railways. Lacks of professionalism, outdated rules, 
interactions with officers and treating customers as 

liability were some of the indicators of lack of service 
orientation.

Jain and Goel (2013)2 their study seeks to 
ascertain empirically the nature and extent of 
consumers’ attitudes towards business firms, 
marketing philosophy and government regulations 
Data were collected from Indian consumers and 
analyzed with the help of Multiple Regression and 
ANOVA. Need for a strong consumer movement 
and government regulations for protecting 
consumer interests and rights against the fraudulent 
shopkeepers.

Sharma and Sharma (2014)3 they did a study 
to examine the perceptions of consumers about legal 
Provisions in regulating retail practices. The primary 
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data were gathered from 470 consumers from Gandhi 
Nagar, a posh colony in Jammu, selected through 
systematic random Sampling technique. The results 
provide that retailers are moderate in terms of abidance 
of legal norms as well as ethical values. The study 
suggests a plan of action for higher legal norms and 
ethical values in retailers selling shopping goods so 
that the expectations of customers can be fulfilled in 
an ethical manner.

Sharma and Gupta (2016)4 had made an 
attempt to measure role effectiveness of customers 
in strengthening consumerism through a study of 
an area representing traditional retail practices in 
India. The study was based on primary data taken 
from the customers (384) of Janipur colony of 
Jammu city and analysed through systematic random 
sampling technique. Role effectiveness of customers 
in strengthening consumerism as 4.02 on 5 point 
Likert scale, indicating customers having given due 
weight-age to all factors viz., ‘Information’ (MS = 
3.91), ‘Satisfaction’ (MS = 4.35), ‘Product Quality’ 
(MS = 3.97) and ‘Better Facilities’ (MS = 3.99), 
‘Convenience’ (MS = 3.93), ‘Loyalty’ (MS = 3.93) 
and ‘Responsibility’ (MS = 4.11). The findings of the 
study cannot be generalized as it is based on consumer 
perception only.

STATEMENT OF THE PROBLEM

Consumerism is economically manifested in the 
chronic purchasing of new goods and services, 
with little attention to their true need, durability, 
product origin or the environmental consequences of 
manufacture and disposal. Consumerism is driven by 
huge sums spent on advertising designed to create both 
a desire to follow trends, and the resultant personal 
self-reward system based on acquisition. Materialism 
is one of the end results of consumerism. Consumerism 
interferes with the workings of society by replacing the 
normal common-sense desire for an adequate supply 
of life’s necessities, community life, a stable family 
and healthy relationships with an artificial ongoing 
and insatiable quest for things and the money to buy 
them with little regard for the true utility of what is 
bought. An intended consequence of this, promoted by 
those who profit from consumerism, is to accelerate 
the discarding of the old, either because of lack of 
durability or a change in fashion. The present study is 
such an attempt to analyze the consumerism

OBJECTIVES OF THE STUDY

1.  To assess the revenue earned from consumer 
durables market and FMCG industry in 
India.

2.  To evaluate the rising GDP per capita income 
for consumer durables and FMCG in India.

3.  To analyze the total funds released by Govt. 
for NREGA.

4.  To study the relationship between the 
consumer durables market and FMCG 
industry in India.

RESEARCH METHODOLOGY

The study is mainly based on secondary data. The data 
were collected from the various, journals, periodicals, 
newspapers, magazines and websites such as 
Electronic Industries Association of India, International 
Monetary Fund (IMF), World Bank, Ministry of Urban 
Development, Tech Sci Research, etc.,

PERIOD OF STUDY

The present study is undertaken to analyze for the ten 
years from 2009-10 to 2018-19.

Tools of analysis

Tools used in this study are Compound Annual Growth 
Rate, Pearson Correlation and Linear Regression

ANALYSIS AND INTERPRETATION

Table 1 - Consumer Durables Revenue

Year Revenue (Rs. in Billion)
2009-10 289.81
2010-11 343.12
2011-12 386.93
2012-13 429.28
2013-14 469.73
2014-15 564.99
2015-16 598.32
2016-17 620.85
2017-18 825.47
2018-19 983.65
Mean 551.22
S.D 218.48
CAGR 0.13

Source: Electronic Industries Association of India
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In 2017-18, revenue from consumer durables 
sector in India stood at Rs.825.47 billion, which 
further increased to Rs.983.65 billion in 2018-19. 
Consumer durable market grows at CAGR of 13 per 
cent from 2009-10 to 2018-19. Around two third of the 
total revenue is generated from urban population and 
rest is generated from rural population.

Table 2 - Demand for Consumer Durables

Year GDP per Capita (in USD)
2009-10 1,404
2010-11 1,450
2011-12 1,482

2012-13 1,563
2013-14 1,674
2014-15 1,748
2015-16 1,962
2016-17 2,135
2017-18 2,334
2018-19 2,539
Mean 1,829
S.D 396.72
CAGR 0.06

Source: IMF, World Bank, Tech Sci Research



189

 

Demand for consumer durables in India has been 
growing on the back of rising incomes; this trend is 
set to continue even as other factors like rising rural 
incomes, increasing urbanization, a growing middle 
class, and changing lifestyles aid demand growth in 
the sector Consequently, industry analysts the sector 
to post a CAGR of 6 per cent over 2009-10 to 2018-
19. Significant increase in discretionary income and 
easy financing schemes have led to shortened product 
replacement cycles and evolving life styles where 
consumer durables, such as ACs and LCD TVs, are 
perceived as utility items rather than luxury possessions.

NOTABLE TRENDS IN THE CONSUMER 
DURABLES SECTOR

 ●  As of April 2019, India holds fifth position in 
global retail industry.

 ●  The market share of direct cool and frost free 
segment in FY18 is estimated at 70 per cent 
and 30 per cent respectively.

 ●  As of April 2019, the AC makers expect a 
double digit rise in sales and also expect 
adoption of superior technology and power 
efficient range of inverter air conditioners.

 ●  The sector is witnessing the emergence 
of modern durable retail chains and  

e-retailers like Tata Croma, Reliance Digital, 
E zone.

 ●  Penetration of electric fans in rural areas is 
expected to reach 76-78 per cent in 2019-20 
from 65 per cent in 2017.

 ●  Xiomi will enter the white goods segment 
in India in 2019, while Transsion Holdings 
will launch its entire range of consumable 
durables in the country during the year.

Table 3 - FMCG Revenues

Year Revenue (Rs. in Billion)
2009-10 1389.24
2010-11 1635.68
2011-12 1950.43
2012-13 2604.28
2013-14 2763.39
2014-15 3027.27
2015-16 3240.61
2016-17 3356.96
2017-18 3887.22
2018-19 3976.35
Mean 2783.14
S.D 896.06
CAGR 0.11

Source: Booz & Co, Dabur, Tech Sci Research

The FMCG sector in India generated revenues 
worth Rs.3,976.35 billion in 2018-19, the sector’s 
CAGR of 11 per cent in revenues. In 2016-17, 
revenues for FMCG sector is expected to reach high 

than the previous. During 2017-18, seven leading 
FMCG companies in the country have fared better 
than their multinational peers, in terms of revenue 
growth. 
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GOVERNMENT INITIATIVES FOR 
RURAL DEVELOPMENT

Table 4 - Funds Released by Govt. for NRGEA
Year  Released Funds (Rs. in Billion)
2009-10 110.72
2010-11 221.24
2011-12 388.83
2012-13 483.27
2013-14 531.18

2014-15 551.62
2015-16 452.47
2016-17 378.28
2017-18 358.43
2018-19 417.56
Mean 389.31
S.D 136.21
CAGR 9.91%

Source: NREGA, TechSci Research

The Indian government has been supporting the 
rural population with higher MSPs, loan waivers, 
and disbursements through the National Rural 
Employment Guarantee Act (NREGA) programme. 
These schemes have empowered the rural masses 
and increased their purchasing power, thus boosting 
FMCG consumption. During 2009-10 to 2018-
19, allocation of funds to NREGA increased at a 
CAGR of 9.91%, with the total funds released by 
the government for NREGA reaching to Rs.417.56 
billion by 2018-19. These measures have helped in 
reducing poverty in rural India and have thus propped 
up rural purchasing power.

The Urban Market Accounts for a Major Chunk 
of Revenues

 ●  Accounting for a revenue share of around 
60%, urban segment is the largest contributor 
to the overall revenue generated by the 

FMCG sector in India and recorded a market 
size of around USD 29.4 billion in 2018.

 ●  Semi-urban and rural segments are growing 
at a rapid pace; and accounted for a revenue 
share of 40% in the overall revenues recorded 
by FMCG sector in India.

 ●  In the last few years, the FMCG market has 
grown at a faster pace in rural India compared 
with urban India.

 ●  FMCG products account for 50% of total 
rural spending.

 ●  Consumers are becoming more brand 
conscious and prefer lifestyle and premium 
range products given their increasing 
disposable income.

 ●  Companies are required to continuously focus 
on innovation and customer engagement to 
strengthen their brand appeal in market.
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CORRELATION ANALYSIS
Correlations

 Consumer durables FMCG

Consumer durables
Pearson Correlation 1 .892**
Sig. (2-tailed)  .002
N 10 10

FMCG
Pearson Correlation .892** 1
Sig. (2-tailed) .002  
N 10 10

**. Correlation is significant at the 0.01 level (2-tailed).

The correlation revealed that the relationship 
between consumer durables and FMCG sector in 
India. These two variables are directly related and 
highly positively correlated. For the last ten years the 

correlation is 1. It indicates that consumer durables 
and FMCG are closely related and thus two variables 
are highly significant to each other i.e P value is less 
than 0.05.

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1
Regression 57133.67 2 28576.83 81.500 .010b
Residual 2450.02 7 3505.71
Total 59973.70 9

a. Dependent Variable: GDP
b. Predictors: (Constant), FMCG, Consumer durables

Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .929a .869 .816 59.2091
a. Predictors: (Constant), FMCG, Consumer durables

FINDINGS
 ●  During the year 2017-18, revenue from 

consumer durables sector in India stood at 
Rs. 825.47 billion, which further increased to 
Rs.983.65 billion in 2018-19.

 ●  The FMCG sector in India generated revenues 
worth Rs.3,976.35 billion in 2018-19.

 ●  During 2009-10 to 2018-19, allocation of 
funds to NREGA increased at a CAGR 
of 9.91%, with the total funds released by 
the government for NREGA reaching to 
Rs.417.56 billion by 2018-19.

 ●  The correlation revealed that there is highly 
positive relationship between consumer 
durables and FMCG sector in India.

CONCLUSION

Consumption is a social, cultural, and economic 
process of choosing goods, and this process reflects 

the opportunity and constraints of modernity. 
Especially when its use promoted by advertisement 
and metropolitan spaces from shopping malls to small 
shops’ where they are displayed, viewed and bought. 
However, the new technology consumer goods have 
rapidly increased the importance of consumers for the 
marketers. For a large part, this identity is created in 
interaction with other people. The study concluded 
that FMCG attaining higher income than the consumer 
durables goods sector. 
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“An enterprise owned and controlled by a women 
having a minimum financial interest of 51 percent 
of the capital and giving at least 51 percent of the 
employment generated in the enterprise to women.”

“A woman is the full circle. Within her is the power to 
create, nurture and transform.”   -Diane Marie child

ABSTRACT

Women empowerment is evidence –based social 
and economic empowerment platform that enables 
women to save money, develop financial literacy, 
and invest in income –generating activities. In 
addition to increasing women’s access to financial 
services, women empowerment groups also focus 
on learning skills  and building capacities, self-
esteem , increasing access  to information  and 
resources ,promoting collective action and 
community organizing .The study is about women 
empowerment and entrepreneurship in  Thiruvallur 
district.The present study is conducted to analyse 
the contribution by women-entrepreneurs in 
economic development of nation and also to find out 
the current problems, which they are facing in their 
businesses. It helps the government in marketing 
societies about the status of women entrepreneurs in 
Thiruvallur district.This combination of economic 
and social empowerment positions them as leaders 
and decision-makers in their households and 
communitiesorder to collect and gather primary 
data, structured questionnaire survey methods are 
used. In addition, information was also collected 
through discussions and interviews with self-owned 
business women’s and local NGOs.

1. INTRODUCTION

The term entrepreneurship defines as the process of setting 
up of business to earn profits with his innovativeness and 
ideas to run an enterprise solely and also liable bare risk. 
Significance of an a success entrepreneurs ought to be 
technically sound, ingenious, initiative, top judgment, 
intelligence, leadership traits, self-worth, electricity, right 
attitude, creativeness, fairness, honesty,tactfulness and 
emotional stability, cooperative, high tolerant and risk 
bearing ability. It plays a imperative role in developing 
and growth of our country. 

Women entrepreneur may be defined as a woman 
or group of women who initiate, organize, and run a 
business enterprise. In terms of Schumpeterian concept 
of innovative entrepreneurs, women who innovate, 
imitate or adopt a business activity are called “women 
entrepreneurs”.

Kamal Singh who is a woman entrepreneur from 
Rajasthan, has defined woman entrepreneur as “a 
confident, innovative and creative woman capable of 
achieving self-economic independence individually or 
in collaboration, generates employment opportunities 
for others through initiating, establishing and running 
the enterprise by keeping pace with her personal, 
family and social life.”

The Government of India has defined women 
entrepreneurs based on women participation in 
equity and employment of a business enterprise. 
Accordingly, the Government of India (GOI2006) 
has defined women entrepreneur as “an enterprise 
owned and controlled by a women having a minimum 
financial interest of 51 per cent of the capital 
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and giving at least 51 per cent of the employment 
generated in the enterprise to women.” However, 
this definition is subject to criticism mainly on the 
condition of employing more than 50 per cent women 
workers in the enterprises owned and run by the 
women.

According to the National Sample Survey 
Organisation, only 14% of business establishments in 
India are being run by women entrepreneurs. The data 
also revealed that most of these women-run companies 
are small-scale and about 79% of them are self-
financed. This indicates that despite the innumerable 
initiatives taken by women to venture beyond their 
domestic walls and enter the corporate world, there 
seem to be several challenges that are not allowing 
them completely to blossom and break on through to 
the other side.

1.1 OBJECTIVES OF THE STUDY

The present study has been carried out with the 
following objectives in 

1. To understand how do these women operate

2.  To identify the challenges of women 
entrepreneur.

3.  To study the socio-economic background of 
the women entrepreneurs.

4.  To analyse the motivational factors and 
to know the problems faced by women  
Entrepreneurs.

5.  To offer suggestions to improve the satisfaction 
of women and the promotion of their business 
in Thiruvallur district in Tamil Nadu.

1.3 RESEARCH DESIGN

Women are the main source .The primary data are 
collected from the women entrepreneurs through a well-
structured questionnaire. As the area of study is limited in 
Thiruvallur district of Tamil Nadu and as the total women 
population is numerable, the researcher has proposed the 
sampling techniques for the selection of respondents. To 
identify the right women respondents which are also very 
essential for the collection of primary data the following 
process has been adopted scientifically. Finally 90 
respondents were selected and included the study from 
various Taluks of Thiruvallur districts who have engaged 
to start an small business through their own resource . 
An extensive literature review of secondary data sources 

was undertaken as relevant to the stated objectives of 
the study. In order to fill in secondary data gaps, SHG’s 
and ED cells are referred. This study has been conducted 
within a short time frame. The research data collection 
procedure followed was simple. The methodology used 
for primary data collection was convenient sampling 
and all the targets were interviewed personally under a 
structured open-end questionnaire. The focus areas for 
research works has been Thiruvallur, poondi, palavedu 
,Pammadhukulam pandeswaram, pothur, ramapuram, 
vanagaram, vellacheri,  vellanoorand also the outskirts of 
Thiruvallur District .

2. ANALYSIS AND INTERPRETATION 
OF THE DATA

Business done by women demonstrated their 
potential, In order to harness their potential and 
for their continued growth and development, it 
is necessary to formulate appropriate strategies 
for stimulating, supporting and sustaining their 
efforts in this direction. Such a strategy needs to 
be in congruence with field realities, and should 
especially take cognizance of the problems of women 
entrepreneurs. The total women entrepreneurs in 
India contribute to be about 6%. It is also clear that 
this percentage is growing every year. Further in 
the studied market the local unorganized women 
entrepreneurs are 37% of the total vendors. In the 
rural areas in and around the middle size towns, due 
to financial constraints and various other reasons the 
women of the families have taken an initiative and 
have entrepreneured in to petty businesses. Some 
operate from their houses and a big lot moves in 
the market. It has been a major growth phenomenon 
where the women move to the or nearby towns or 
urban habitat and sell out their produce which is 
either agri produce or handmade food compliments 
and so on. It is seen that these women sell packets 
of, papad and masalas etc in the local urban markets 
and also move in the residential localities. This 
marketing Strategy is seen to be growing slowly 
but steadily. There are a lot of women entrepreneurs 
who keep moving within the residential colonies of 
the city where they have a very consistent.

2.1 TOOLS OF ANALYSIS

For this purpose the study conducted for 90 respondents 
of the women entrepreneurs. personal interview is the 
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major tool of data collection. Interview technique is to be made at women entrepreneurs. The secondary data are 
also proposed to collect from various departments. All these data are to be arranged in various form of tables and 
proposed to critically analyse with the help of a number of statistical tools. Percentage Analysis are the statistical 
tools applied.

Socio Economic Background: The personnel characteristics of the selected respondents like age,educational 
status, marital status, family income, business type, size of the business, financial sources and spend expenses are 
discussed in this section

Factors Category No.of Respondents Percentage
Age Factor Below 40  25 27.77 %

40-50 37 41.11 %
50-60 18 20   %
60 and above 10 11.11% 

Marital status Unmarried 25 27.77%
Married 65 72.22%

Educational qualification Illiterate 
Primary 

8
12

8.88%
13.33%

Secondary 27 30%
Higher secondary 24 26.66%
Graduate 19 21.11%

Annual Below 10,000 15 16.67 %
10,000- 20,000 32 35.55 %
20,000-30,000 21 23.33 %
30,000-40,000 14 15.55 %
40,000 & ABOVE 8 8.88 %

3. SUGGESTIONS
 ●  Most of the women entrepreneurs are of the 

opinion have lackof training.

 ●  Hence, the government should conduct frequent 
training programmes with regard to new 
production techniques, sales techniques, etc, 

 ●  Finance is the first major problem for women. 
Hence, the government can provide interest 
free loans to encourage women entrepreneurs. 

 ●  Women entrepreneurs should be encouraged 
to start their own business. Parents of 
unmarried potential women entrepreneurs 
should be encouraged in spending money 
on setting up business rather than giving 
preference to their marriage. 

 ●  Improper location and inadequate 
infrastructure facilities are the hurdles in the 

way of development of women in business. 
Hence, separate industrial estates may be set 
up exclusively for women entrepreneurs to 
reduce the initial investment and to create a 
special environment. 

4. CONCLUSION

It is evident from the study that women are ready to 
face the challenges associated with setting up of a 
business. Society is very much receptive to the concept 
of women entrepreneurs.  Empowering strategy is 
not only into business for survival but to satisfy their 
inner urge of creativity and to prove their capabilities. 
The future will see more women venturing into areas 
traditionally dominated by men. The socio background 
including factors, type and mode of business, training 
programmes are the important problems of women 
entrepreneurs in Thiruvallur District.
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ABSTRACT

Women entrepreneurship development is an essential 
part of human resource development. The development 
of women entrepreneurship is very low in India, 
especially in the rural areas. Entrepreneurship 
amongst women has been a recent concern. Women 
have become aware of their existence their rights and 
their work situation. However, women of middle class 
are not too eager to alter their role in fear of social 
backlash. The progress is more visible among upper 
class families in urban cities. 

This paper focuses on women entrepreneur. Any 
understanding of Indian women, of their identity, 
and especially of their role taking and breaking new 
paths, will be incomplete without a walk down the 
corridors of Indian history where women have lived 
and internalized various role models.

INTRODUCTION

The Indian economy has been witnessing a drastic 
change since mid -1991, with new policies of economic 
liberalization, globalization and privatization 
initiated by the Indian government. India has 
great entrepreneurial potential. At present, women 
involvement in economic activities is marked by a 
low work participation rate, excessive concentration 
in the unorganized sector and employment in less 
skilled jobs. 

Any strategy aimed at economic development 
will be lop-sided without involving women who 
constitute half of the world population. Evidence has 
unequivocally established that entrepreneurial spirit 
is not a male prerogative. Women entrepreneurship 
has gained momentum in the last three decades with 
the increase in the number of women enterprises and 
their substantive contribution to economic growth. 
The industrial performance of Asia-Pacific region 
propelled by Foreign Direct Investment, technological 
innovations and manufactured exports has brought a 

wide range of economic and social opportunities to 
women entrepreneurs.

There is a need for changing the mindset towards 
women so as to give equal rights as enshrined in the 
constitution. The progress towards gender equality is 
slow and is partly due to the failure to attach money 
to policy commitments. In the words of president APJ 
Abdul Kalam “empowering women is a prerequisite for 
creating a good nation, when women are empowered, 
society with stability is assured. Empowerment of 
women is essential as their thoughts and their value 
systems lead to the development of a good family, 
good society and ultimately a good nation.”

CONCEPT OF ENTREPRENEUR

An entrepreneur is a person who combines capital 
and labor for production. According to Cantillion 
“entrepreneur is the agent who buys means of 
production at certain prices, in order to sell at prices 
that are certain at the moment at which he commits 
himself to his cost”. According to P.F Drucker “ he is 
one who always (1) searches for change (2) responds 
to it (3) exploits it as an opportunity.”

CONCEPT OF WOMEN ENTREPRENEUR

A woman entrepreneur is a woman who starts and 
owns and enterprise by investing at least 51% in an 
enterprise.

CATEGORIES OF WOMEN 
ENTREPRENEURS

 ● Women in organized & unorganized sector

 ● Women in traditional & modern industries

 ● Women in urban & rural areas

 ●  Women in large scale and small scale 
industries.

 ● Single women and joint venture.
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CATEGORIES OF WOMEN 
ENTREPRENEURS IN PRACTICE 

IN INDIA

 ● First Category

 ● Established in big cities

 ●  Having higher level technical & professional 
qualifications

 ●  Nontraditional Items

 ● Sound financial positions

 ● Second Category

 ● Established in cities and towns

 ● Having sufficient education

 ● Both traditional and nontraditional items

 ●  Undertaking women services-kindergarten, 
crèches, beauty parlors, health clinic etc

Third Category

 ● Illiterate women

 ● Financially week

 ●  Involved in family business such as 
Agriculture, Horticulture, Animal Husbandry, 
Dairy, Fisheries, Agro Forestry, Handloom, 
Power loom etc.

SUPPORTIVE MEASURES FOR 
WOMEN”S ECONOMIC ACTIVITIES AND 

ENTREPRENEURSHIP

 ● Direct & indirect financial support

 ● Technological training and awards

 ● Federations and associations

Direct & Indirect Financial Support

 ● Nationalized banks

 ● State finance corporation

 ● State industrial development corporation

 ● District industries centers

 ● Differential rate schemes

 ● Mahila Udyog Nidhi scheme

 ●  Small Industries Development Bank of India 
(SIDBI)

 ●  State Small Industrial Development 
Corporations (SSIDCs)

Technological Training and Awards

 ● Stree Shakti Package by SBI

 ●  Entrepreneurship Development Institute of 
India

 ●  Trade Related Entrepreneurship Assistance 
and Development (TREAD)

 ●  National Institute of Small Business 
Extension Training (NSIBET)

 ●  Women’s University of Mumbai

Federations and Associations

 ●  National Alliance of Young Entrepreneurs 
(NAYE)

 ●  India Council of Women Entrepreneurs, New 
Delhi

 ●  Self Employed Women’s Association 
(SEWA)

 ●  Association of Women Entrepreneurs of 
Karnataka (AWEK)

 ●  World Association of Women Entrepreneurs 
(WAWE)

 ●  Associated Country Women of the World 
(ACWW)

WOMEN WORK PARTICIPATION 
COUNTRY PERCENTAGE

India (1970-1971) 14.2
India (1980-1981) 19.7
India (1990-1991) 22.3
India (2000-2001) 31.6
USA 45
UK 43
Indonesia 40
Sri Lanka 35
Brazil 35

Some Examples

Mahila Grah Udyog – 7 ladies started in 1959
Lizzat Pappad, Lakme – Simon Tata
Shipping corporation – Mrs. Sumati Morarji
Herbal Heritage– Ms. Shahnaz Hussain
Balaji films- Ekta Kapoor
Kiran Mazumdar - Bio-technology
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PROBLEMS OF WOMEN 
ENTREPRENEURS IN INDIA

Women in India are faced many problems to get ahead 
their life in business. A few problems can be detailed as;

1.  The greatest deterrent to women entrepreneurs 
is that they are women. A kind of patriarchal 
– male dominant social order is the building 
block to them in their way towards business 
success. Male members think it a big risk 
financing the ventures run by women.

2.  The financial institutions are skeptical about 
the entrepreneurial abilities of women. The 
bankers consider women loonies as higher 
risk than men loonies.

3.  The women entrepreneurs are suffering from 
inadequate financial resources and working 
capital. The women entrepreneurs lack access 
to external funds due to their inability to 
provide tangible security. Very few women 
have the tangible property in hand.

4.  Women’s family obligations also bar them 
from becoming successful entrepreneurs 
in both developed and developing nations. 
“Having primary responsibility for children, 
home and older dependent family members, 
few women can devote all their time and 
energies to their business” (Starcher, )

5.  The business success is depends on the 
support the family members. The interest of 
the family members is a determinant factor 
in the realization of women folk business 
aspirations.

WAYS TO DEVELOP WOMEN 
ENTREPRENEURS

1  Consider women as specific target group for 
all developmental programmers.

2.  Better educational facilities and schemes 
should be extended to women folk from 
government part.

3.  Adequate training program on management 
skills to be provided to women community.

4.  Encourage women’s participation in decision-
making.

5.  Vocational training to be extended to women 
community that enables them to understand 
the production process and production 
management.

CONCLUSION

Entrepreneurship among women, no doubt improves 
the wealth of the nation in general and of the family 
in particular. Women today are more willing to take 
up activities that were once considered the preserve 
of men, and have proved that they are second to no 
one with respect to contribution to the growth of the 
economy. Women entrepreneurship must be moulded 
properly with entrepreneurial traits and skills to meet 
the changes in trends, challenges global markets and 
also be competent enough to sustain and strive for 
excellence in the entrepreneurial arena.
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CASHLESS  ECONOMY IN INDIA

ABSTRACT

A cashless transaction in India is an effort to move 
towards a cashless economy by minimising the use of 
physical cash. The main objective of the study is to 
present the current status of India in usage of digital 
currency in comparison to other developed countries 
and find the challenges and opportunities which are 
associated with the cashless transaction in India. 
The data of different countries which are related to 
usage of digital currencies has been gathered. Data 
is gathered by using secondary data collection method 
and then graphical representation is being used. The 
findings of the study revealed that the introduction of 
cashless economy in India can be seen as a step in the 
right direction of economy growth and development. 
It has been conducted to unravel the challenges and 
opportunities of cashless economy by promoting 
electronic money instruments, developing electronic 
financial infrastructures and spreading digital 
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transaction habits among people. Demonetisation 
announcement (2016) is a revolutionary move towards 
the cashless economy in India. The study recommends 
that more people should start using digital payment 
methods which will serve a cashless economy or less 
cash economy.

Keywords: Cashless Economy, Digital Currency, 
Global Economy, GDP (Gross Domestic Product), 
Economic Freedom, Internet.

INTRODUCTION

Digital payment is a mode of payment which is thru 
digital modes. In digital payments, payer and payee 
together use digital modes to send and receive money. 
It is also called electronic payment. No hard cash is 
involved in the digital payments. All the transactions 
in digital payments are completed online. It is an 
instant and convenient way to make payments.

TYPES OF DIGITAL PAYMENTS

BANKING CARDS

Banking cards offer consumers more security, convenience and control than 
any other payment method. A wide variety of cards are available such debit, 
credit and prepaid cards. These cards provide 2 step authentications for secure 
payments (i.e., secure PIN and OTP).

UNSTRUCTURED 
SUPPLEMENTARY 
SERVICE DATA (USSD)

This service allows mobile banking transactions using basic feature mobile 
phone, there is no need for mobile internet banking for using USSD.

AADHAR ENABLED 
PAYMENT SYSTEM (AEPS)

AEPS is a bank led model which allows online interoperable financial 
transactions at PoS through the bank correspondent/ Bank Mitra of any bank 
using the Aadhar authentication.

UNIFIED PAYMENTS 
INTERFACE (UPI)

UPI is a system that powers multiple bank accounts into a single mobile 
application, merging several bank features, seamless fund routing and 
merchant payments into one hood. Each bank provides its own UPI App for 
Android and iOS mobile platform(s).

MOBILE WALLETS

A mobile wallet is a way to carry cash in digital format. An individual can link 
ones debit and credit card in mobile device to mobile wallet application or can 
transfer money online to mobile wallet. An individual’s account is required to 
be linked to the digital wallet to load money into it. Most banks have their e–
wallets and some private companies. e.g., Paytm, Freecharge, Oxigen, Airtel 
money, Jio money, SBI Buddy, Axis Bank Lime, ICICI etc..
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INTERNET BANKING

Internet banking is also known as online banking, e – banking or virtual 
banking, is an electronic payment system that enables customers of a bank or 
other financial institution to conduct a range of financial transactions through 
the financial institution’s websites.

Different types of Internet Banking are:
National Electronic Fund Transfer (NEFT)
Real Time Gross Settlement (RTGS)
Electronic Clearing System (ELS)
Immediate Payment Service(IPS)

MOBILE BANKING

Mobile banking is a service provided by a bank or other financial institution 
that allows its customers to conduct different types of financial transactions 
remotely using a mobile device such as a mobile phone or tablet. It uses 
software, usually called an app, provided by the banks or financial institutions 
for the purpose.

LITERATURE REVIEW

(CH. B. V. L. Sudheer & Ashrefunnisa, 2017) 
ascertained the extent to which electronic payment 
affect cashless economy of India. The study indicated 
that the electronic system of payment will have a great 
implication in cashless economy of India but it will 
led to significant decrease in deposit mobilization 
and credit extension by Indian deposit money banks. 
Consequently, the authors concluded that cashless 
system of payment will be examined and develop the 
e- payment system first, so that people will be used to 
it before talking of cashless economy.

(Rathore & Shweta, 2016) Study tries to examine 
the various factors that can affect a consumer’s 
decision to adopt digital wallet as a mode of online 
payment. Apart from this, the study also attempts to 
find out the various risks and challenges faced by users 
of digital wallet. The study concluded with the remarks 
digital wallets are quickly becoming mainstream mode 
of online payment, since shoppers are adopting digital 
wallets at an incredibly rapid pace, largely due to 
convenience and ease of use. 

STATEMENT OF PROBLEM

The Indian Government is constantly working to create 
a new challenging and opportunistic economy which 
is essentially ‘cashless’. For a developing country like 
India, the transition towards digitalization is never so 
easy. Various researchers have studied across various 
domain to understand and implement a secured 
cashless economy. However, many studies have been 
conducted to know the need for cashless economy, 
its advantages and disadvantages, opportunities and 

treat, some studies have concentrated towards online 
payment its safety and security. At this point of time, 
where the Government of India is promoting the 
digital payment under its ‘Digital India’ initiative, it 
is imperative to study the initiatives taken by Central 
Bank of India (i.e., RBI) and Government of India 
jointly. Hence, this paper focuses on initiatives taken 
by Reserve Bank of India (RBI) towards digital 
payment.

SCOPE OF THE STUDY

India has initiated for cashless economy by 
empowering its digital services. Government is taking 
various initiatives to realize its benefits. However, 
the transition of India towards cashless economy is 
time consuming and more risky. A careful planning is 
required to absorb the intended benefits. This is possible 
only when the people feel they are secured, hassle 
free and are immensely benefited. The Government 
of India through, Information Act 2000, Information 
Act 2008 and other cyber laws under the Ministry of 
Electronics and Information Technology is regulating 
the cyber security and safety. However, when it comes 
to banking and digital payments, RBI role is vital for 
framing policies, providing guidelines and for regulation 
of financial institutions. Thus, the role of RBI is pivotal 
both in short and long run.

OBJECTIVES

 ●  To analyze the various risk involved in digital 
payments.

 ●  To understand the initiatives undertaken by 
RBI.
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OPERATIONAL DEFINITION OF STUDY

Phishing
Phishing is a kind of scam where the scammers masquerade (trick) as a trustworthy 
source in attempt to gain private data such as PINs, and credit card data, etc.., through 
the internet. Phishing normally happens through prompt messaging, email etc.,

Internet scams

Attackers use internet as medium. Internet scams are patterns that betray the user in 
several ways in attempt to take benefit of them. These attacks are created to make 
the fraud with private assets of customer directly rather than personal data through 
deceitful undertakings, assurance tricks and more.

Malware

Malware, mainly spyware, is malicious software disguised as genuine software 
planned to accrue and transmit private data, such as PINs, without the customer’s 
consent or knowledge. They are often spread through software,  e-mail  and files  
from unofficial places.

Identity theft

Identity theft is a crime in which a fraudster obtains key pieces of personal data, 
such as bank information, date of birth or driver’s license numbers, in order to 
impersonate somebody. The personal data exposed is then used criminally to apply 
for credit, buying goods and services, or gain right of entry to bank accounts.

Investment or share sale 
(boiler room) fraud

Boiler room fraud is an attack in which illegal or aggressive mis- selling of bogus, 
valueless or massive expensive stocks take place by share fraudster. If the victim 
mistakenly invest money with this fraudster, he will certainly lose his all money 
invested.

Keystroke capturing/
logging

Keystroke capturing or logging attacks take place with the help of software or 
hardware key logger. Anything that user type on system can be captured and stored 
in a storage. This attack mainly takes place at internet cafes.

Lottery fraud

In this type of fraud, attacker send fake letters or e-mail messages, which recommend 
the user that he have won a lottery. To take the benefits of this, they are asked to 
respond email message with some private banking information of  victim,  this 
include his bank account details, complete personal information.

Pharming

In Pharming attack, fraudster creates false website,  so  that  people  will  visit  them 
by mistake. This attack takes place when user mistype a website or a fraudster can 
redirect traffic from genuine website to a fake one. The main purpose of pharmer is 
to obtain victims personal information for further frauds.

OPPORTUNITIES OF CASHLESS 
ECONOMY

The main advantage of cashless transactions is that a 
proper record of all economic transactions is possible 
to keep. It is remedy to remove black market or 
underground economies that often prove damaging 
national economies. Since, cash is the primary mode 
of transactions in money laundering and terrorism 

financing, a cashless economy discourages such 
activities. Central government also get benefit from 
such cashless transactions as it allows central control 
of money supply and it is easier to monitor income 
tax paid by an individual. Cashless transactions are 
helpful in the context of negative global inflation and 
quantitative easing. Going cashless is also reducing 
the levels of corruption prevalent in the country.

Mode of Digital Payment and use in Percentage of different Countries

Name of 
Country

Mode of Digital Payment Digital Transaction as 
per 2015, World atlas

Sweden Internet Banking, Mobile Banking, Credit & Debit Cards and 
E-Krona in near future

59%

Norway Electronic-Banking ---
Denmark Payment Cards, Mobile Banking and E-Krone in near future ---
Belgium Debit Cards and Sixdots a Mobile app 93%
France Mobile Banking, Contact-less Cards and M- POS 92%
United Kingdom Paym a Mobile Payment System 89%
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Somaliland Mobile Banking ---
Kenya M-PESA and M-Shwari (Mobile Payment app) ---
Canada Payment Cards and Online Wallet 90%
South Korea Credit & Debit Cards 29%
Singapore iBanking, Mobile wallet and Contactless cards 61%
Netherlands E.dentifier Cards Readers, iDeal and Debit Cards 60%
USA e-Banking, Mobile Banking and Card Payments 45%
Australia Internet Banking, NAB a Mobile Banking app and Card Payments 35%
Germany Online banking and EC-Karte a Debit Card 33%
Spain Internet Banking, Debit and Credit Cards 16%
Brazil Boleto, TEF (Online Payments Methods) and Domestic Credit 

Cards
15%

Japan Online banking, Mobile Banking and Card Payments 14%
China Internet Banking and CUP Cards 10%
India Electronic Banking, Credit and Debit Card Payments 2%

CONCLUSION

India is taking a lot many vital initiatives exclusively 
post – demonetization which in a while is capable 
of transforming it from developing to a developed 
country. One such initiative which is making India 
competitive against developed economies is ‘Cashless 
Economy’. Under the initiative of ‘Digital India’ 
the country is making its people transact digitally 
(online). But the transition from developing country 
to developed country through digitalization as tool 
is ever challenging. To reap the benefit of cashless 
economy, it has to be widely accepted by its people. 
For the people to accept, the concerning factor has 
been safety and security. Thus, the role of the Central 
Bank (i.e RBI in India) is vital. RBI is dynamically 
regulating the banks. However, it is also imperative 
that they educate the people or users which will ensure 
security in digital payment and get wide acceptance.

REFERENCES

[1]  Agrawal, D., & Singh, G. (2016, February). An Analysis 
of Risk Management Principles for Electronic Banking 
using Basel III Norms. International Journal of 
Engineering Technology, Management and Applied 
Sciences, 4(2), 107- 115.

[2]  CH. B. V. L. Sudheer, & Ashrefunnisa, M. (2017, 
February). Electronic Payment in Cashless Economy of 
India: Problems and Prospect. International Journal of 
Scientific Engineering and Technology Research, 6(7), 
1398-1402.

[3]  Goel, S. (2016). Cyber-Crime: A Growing Threat To 
Indian Banking Sector. Recent Innovations in Science, 
Technology, Management and Environment, 13-20.

[4]  Niranjanamurthy, M., & Chahar, D. D. (2013, July). The 
study of E-Commerce Security Issues and Solutions. 
International Journal of Advanced Research in Computer 
and Communication Engineering, 2(7), 2885-2895.

[5]  Pakojwar, S., & Uke, D. N. (2014, October). Security 
in Online Banking Services –A Comparative Study. 
International Journal of Innovative Research in 
Science,Engineering and Technology, 3(10), 16850-16857.

WEBSITE DETAILS

[1]  http://www.business-standard.com/article/finance/
rbi-steps-up-focus-on-cyber-securityof-banks - 
116082901301_1.html

[2]  http://economictimes.indiatimes.com/news/economy/
policy/rbi-announces-setting-up-of-standing committee-on- 
cyber-security/articleshow/57039290.cms

[3]  https://ccgnludelhi.wordpress.com/2017/03/24/law-
enforcement-initiatives-towards-tackling-cyber crime-in- 
india/

[4]  http://indianexpress.com/article/business/banking-and-
finance/cyber-crime-with-vulnerability-rising-rbi calls-for- 
a-safety-net-2928565/

[5]  h t t p s : / / w w w . r b i . o r g . i n / S C R I P T s 
PublicationReportDetails.aspx?UrlPage=&ID=243

[6]  h t t p s : / / r b i . o r g . i n / s c r i p t s /  
PublicationVisionDocuments.aspx?Id=678



AN EMPIRICAL STUDY ON IMPACT OF DEMONETIZATION ON CASHLESS 

ECONOMY 

1N.Jannifer Rani 2Dr. Anli Suresh 
1M.Phil Scholar University of Madras, Madras Christian College

2Assistant Professor of Commerce Madras Christian College

ABSTRACT

The government claimed that the demonetization 
was an attempt to stop counterfeiting of the current 
bank notes purportedly used for funding terrorism, as 
well as a crack down on black money in the country. 
Money flows are systematic and controllable through 
banking transaction. Increased use of credit or 
debit cards, net banking and other online payments 
are some of the positive impacts of demonetization. 
The study was carried out with 100 respondents like 
normal public where everyone has undergone the 
phase of demonetization. The sampling tools used 
for the study is correlation analysis and one way 
ANOVA. The sampling method used for the study 
is simple random sampling. The researcher has 
identified the factors like convenience, transparency, 
lack of digital literacy, lack of financial education, 
lack of infrastructure, unwillingness to patronize. 
The concluding observation is that there is significant 
relationship between income and educational status 
among these impacting factors.

Keywords: Convenience, Demonetization, Digital 
literacy, Transparency, Unwillingness.

INTRODUCTION

The intensity of currency with the community has 
developed earlier than the Gross Domestic Product 
(GDP) expansion of the nation; even as digital 
expenses particularly those on the Unified Payments 
Interface (UPI) display place have seen vigorous 
enlargement. Reserve Bank of India (RBI) data 
show that the community detained Rs.20.49 lakh 
crores in money as of September 2019, the most 
recent information obtainable, which is 13.3% 
more than the outline for the equivalent month of 
2018. The information show that the money held 
by the community made up 96% of the currency in 
flow, with most of the rest deposited in banks. In 
December 2016, one month after demonetization 

and the enforced deposits in banks, this percentage 
stood at 83%. The 8th November 2016 was a shocking 
day for the population of India when the government 
announced that the Rs.500 and Rs.1000 notes will not 
be a legal tender.

What is demonetization?

 Demonetization is a process by which a series of 
currency will not be legal tender. This is not first 
time in history of India the currencies are being 
demonetized. The aim of the demonetization is  to  
eradicate  black  money,  putting  an  end  to  fake  
currency  circulation, stop  funding  terrorism,  
transparency in dealings and a move towards cashless 
economy. It is true that the demonetization has paved 
way for digital banking trend in India. The Chief 
Executive Officer (CEO) of the National Payments 
Corporation of India (NCPI) said that the volume 
of people who use digital banking services has shot 
up sharply post demonetization. The demonetization 
step has had both positive and negative impacts on 
the economy. While many see ‘curbing black money’ 
as the main goal of the demonetization process, they 
miss out on the most obvious result, which is financial 
inclusion and shift towards a cashless economy. The 
real innovation in mobile payments in India began a 
few months prior to the cash ban. It’s called a unified 
payment interface, or UPI. The name is clunky, but 
the idea is simple. One Smartphone owner who’s a 
customer of Bank A can request a payment from, 
or initiate a payment to, another owner who has an 
account with Bank B. Neither party needs to know 
anything more than each other’s mobile number or 
a virtual ID. They don’t even need to use the same 
mobile app to transact. The real innovation in mobile 
payments in India began a few months prior to the cash 
ban. It’s called a unified payment interface, or UPI. 
To identify the impact of demonetization variables 
like convenience, transparency, accountability, 
eradication of corruption, organized crime, wipe 
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away the black money, lack of digital literacy, lack of 
infrastructure, lack of financial education, financial 
inclusion, unwillingness, barrier of communication, 
unwillingness to patronize, lack of awareness 
were identified as the variables for the study. The 
concluding observations is that the there is an 
impact on both the positive and negative factors like 
convenience, transparency, lack of digital literacy, 
lack of infrastructure, lack of financial education, 
unwillingness to patronize. 

REVIEW OF LITERATURE

Yuthika Bhargava, T.C.A Sharad Raghavan (2019) 
“Three years since Demonetization Cash is back” 
have highlighted UPI, debit cards, Mobile banking, 
and prepaid instruments has seen a robust growth over 
this three year period. Players in the digital payments 
space do acknowledge that it will still take a few years 
to move people away from cash transactions and onto 
digital platforms.

C. Thilagavathy; Dr. S. Naga Santhi (2017) 
“Impact and Importance of Cashless Transaction in 
India” has identified that Electronic banking will be 
made banking transaction to be easier by bringing 
services closer to its customers hence improving 
banking industry performance. The financial safety 
over the digital payment channel is important 
for pushing the cashless economy idea. A major 
obstacle for the quick adoption of alternate mode 
of payment is mobile internet penetration, which is 
crucial because point of sale terminal works over 
mobile internet connection, while banks have been 
charging money on card based transaction which is 
seen in hurdle.

Sumanth (2017) “Impact of cashless economy 
in India” has identified that there is a huge spur in 
the cashless transactions. Coming to the impact of 
cashless economy, people of India accustomed to pay 
their bills in digital format. It reduced the queues size 
at ATM’S and banks. All the transactions of citizens 
will be under surveillance. People can’t absolve from 
taxes in cashless economy. The above statements are 
facts to the greater extent but we should also see the 
other side of the coin. Cash less transactions are alien 
to the rural people of India. At the same time there is 
no robust cyber security policy in India. Literacy rate 
of India is 74% by this clear that 26% of the people 

are facing problems with cashless transactions. What 
about the plight of people who doesn’t possess smart 
phones.

Dr. Rajiv Kumar Agarwal (2017) “Impact of 
Cashless Society for the Economic Growth in India” 
has given the factors like Cost of Printing Money, 
Reduce the Maintenance Cost, Fast Transactions, 
Save Money and Time, Collection of Higher 
Revenue, Convenience and Lower Risk, Reduction of 
Income Tax Rate, Transparency and Accountability, 
Eradication of the Corruption, To Check on Organized 
Crime, To Wipe Away the Black Money from the 
Indian Market, Stopping the Leakages.

Pappu B. Metri & Doddayallappa Jindappa 
(2017) here is a mix of cash and cashless transactions 
happening across the country, while many enablers 
are working towards turning the cashless economy 
dream into a reality. We have taken big strides towards 
becoming a cashless economy; however it will take more 
than a generation to change the habit from cash to no 
cash transaction. Rushing the economy into a cashless 
state without proper planning and infrastructure will be 
disastrous and its consequences will be everlasting. A 
gradual move towards less-cash society as said by the 
Prime Minister is the right way forward. 

RESEARCH GAP

Review of literature suggests that many numbers of 
studies have been carried out to study the demonetization 
factors and the key indicators. Researchers have also 
analyzed the monetary factors, emotional aspects 
and also the communal factors. Many research 
studies have focused on the demonetization on the 
government aspects. There were no research studies 
based on the consumer’s aspect towards the impact 
of demonetization while undergoing demonetization 
phase. 

OBJECTIVES OF THE STUDY

1.  To study the impact of cashless economy on 
consumers after demonetization.

2.  To study the relationship between the income 
and the impacting factors on demonetization.

3.  To identify the relationship between the 
educational qualification and the impacting 
factors on demonetization.
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RESEARCH METHODOLOGY
Table-1 Research methodology 

Research Design Descriptive
Sampling method Simple Random Sampling
Sampling area Chennai city
Sample Size 100
Research Instrument Self-designed structured printed questionnaire with scored using a five - Point 

Likert scale
Collection of Data Primary data- questionnaire; survey of individual ideas Secondary data- Journals.
Period of Study June 2019 to November 2019
Statistical Techniques Correlation Analysis and ANOVA

DATA ANALYSIS AND INTERPRETATION

TABLE-2 DEMOGRAPHIC PROFILE
Age of the Respondents

Particulars Percent
18-25 years 84
25-30 years 16
Total 100

Gender of the Respondents
Particulars Percent
Male 48
Female 52
Total 100

Educational Status
Particulars Percent
UG 60
PG 32
Professional course 8
Total 100

Occupation
Particulars Percent
Private 54
Semi-public 46
Total 100

Monthly Income
Particulars Percent
Below Rs.30000 64
Rs.30000-Rs.40000 20
Rs.40000-Rs.50000 8

Above Rs.50000 8
Total 100
Source: Primary Data Analysis

Interpretation: - Table1 shows that out of total 
100 respondents in which 84% fall under the age group 
of 18-25 years where as 16% fall under the age group 
of 25-30 years. There are 48% male respondents taken 
for the study and 52% of the study is done with female 
respondents. Out of 100 respondents, 60% belong 
to under graduation, 32% are under post graduation, 
and 8% belong to professional course. There are 54% 
respondents who are working in private sectors and 46% 
respondents are working in semi-public sectors. Out of 
100 respondents, 64% of the respondents have monthly 
income of below Rs.30000, 20% of the respondents 
have Rs.30000-Rs.40000, 8% of the respondents have 
Rs.40000-Rs.50000 and 8% of the respondents have a 
monthly income of above Rs.50000.

Correlation Analysis 1- Hypotheses for 
the Study

H01- There is no significant relationship between 
Income and transparency.
H02- There is no significant relationship between 
Income and lack of infrastructure.
H03- There is no significant relationship between 
Income and unwillingness to patronize.
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Table-3 Correlation analysis

Income Transparency Lack of  
Infrastructure

Unwillingness to 
patronize

Income(r) 1 .948 .926 .935
Sig. - .021** .040** .026**

Transparency(r) - 1 .772** .663**

Sig. - - .429 .242
Lack of Infrastructure(r) - - 1 .794**

Sig. - - - .914
Unwillingness to patronize(r) - - - 1
Sig. - - - -
H0 Accepted/Rejected Rejected Rejected Rejected
Source: Primary Data Analysis
** denotes significant at 1% level.
* denotes significant at 5% level

Interpretation: 
H01- There is no significant relationship between 
Income and transparency. The correlation table 
shows that the Pearson’s coefficient of correlation value 
for the relationship between Income and transparency 
is 0.021. This indicates that there is a weak positive 
relationship between these variables. Thus the H01 is 
rejected.

H02- There is no significant relationship 
between Income and lack of infrastructure. The 
correlation table shows that the Pearson’s coefficient of 
correlation value for the relationship between Income 
and lack of infrastructure facilities is 0.040. This 
indicates that there is a moderate positive relationship 
between these variables. Thus the H02 is rejected.

H03- There is no significant relationship 
between Income and unwillingness to patronize. The 
correlation table shows that the Pearson’s coefficient of 
correlation value for the relationship between Income 
and unwillingness to patronize is 0.026. This indicates 
that there is a weak positive relationship between these 
variables. Thus the H03 is rejected.

Correlation Analysis 2- Hypotheses for 
the Study

H04- There is no significant relationship between 
Educational status and convenience.
H05- There is no significant relationship between 
Educational status and lack of digital literacy.
H06- There is no significant relationship between 
Educational status and lack of financial education.

Table-4 Correlation analysis
Educational 

status
Convenience Lack of digital 

literacy
Lack of financial 

education
Educational status (r) 1 .793 1.000 .085
Sig. - .085** .008** .048**

Convenience(r) - 1 .772** .663**

Sig. - - .579 .349
Lack of digital literacy(r) - - 1 .794**

Sig. - - - .261
Lack of financial education (r) - - - 1
Sig. - - - -
H0 Accepted/Rejected Accepted Rejected Rejected
Source: Primary Data Analysis
** denotes significant at 1% level.
* denotes significant at 5% level
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Interpretation:

H04- There is no significant relationship between 
Educational status and convenience. The correlation 
table shows that the Pearson’s coefficient of correlation 
value for the relationship between Educational status 
and Convenience is 0.085. This indicates that there is 
a strong positive relationship between these variables. 
Thus the H04 is accepted.

H05- There is no significant relationship between 
Educational status and lack of digital literacy. The 
correlation table shows that the Pearson’s coefficient 

of correlation value for the relationship between 
Educational status and lack of digital literacy is 0.008. 
This indicates that there is a weak positive relationship 
between these variables. Thus the H05 is rejected.

H06- There is no significant relationship 
between Educational status and lack of financial 
education. The correlation table shows that the 
Pearson’s coefficient of correlation value for the 
relationship between Educational status and lack of 
digital literacy is 0.048. This indicates that there is a 
weak positive relationship between these variables. 
Thus the H06 is rejected.

ANOVA

Table-5 ANOVA

Factors Mean 
Square

Income
F value SigBelow 

Rs.30000
Rs.30000-
Rs.40000

Rs.40000-
Rs.50000

Above  
Rs.50000

Transparency 0.932 1.94a 1.50a 2.00a 2.00a 4.811 0.004**
Lack of 
infrastructure 3.727 1.88b 1.00a 2.00b 2.00b 18.697 0.000**

Unwillingness to 
patronize 5.230 3.59ab 4.50c 4.00bc 3.00a 9.160 0.000**

Convenience 2.830 1.59ab 1.00a 2.00b 1.00a 13.720 0.000**
Lack of digital 
literacy 13.060 2.12a 1.50a 4.00c 3.00b 1.873 0.139

Lack of financial 
education 5.986 2.18b 1.00a 2.00b 2.00b 9.568 0.000**

Source: Primary Data
** denotes significant at 1% level.
* denotes significant at 5% level
Different alphabet among Income denotes significant at 5% Level using Duncan Multiple Range Test (DMRT)

Interpretation: The ANOVA table point out which 
variables add the majority to the come together 
solution. Variables with big mean square judgment 
give the smallest amount assistance in differentiating 
between small groups of community. Lack of digital 
literacy and transparency had the highest mean square 
and lowest mean square therefore, these two variables 
were not as supportive as the other variables in 
determining the impact of demonetization.

FINDINGS FROM THE STUDY

The majority of respondents for the study was female 
from the age group of 18-25 years have completed 
their Under-graduate working in the private sector 
and earning Below Rs.30000. The correlation analysis 
with income shows that there is no significant 

relationship between income and transparency, 
lack of infrastructure facilities and unwillingness to 
patronize. The correlation analysis with Educational 
status shows that there is no significant relationship 
between educational status and lack of digital 
literacy and lack of financial education but there is a 
noteworthy relationship between Educational status 
and convenience. The one way ANOVA has identified 
two variables with highest and lowest mean squares 
are lack of digital literacy and transparency which are 
not supportive as other variables in determining the 
impact of demonetization.

CONCLUSION

The government claimed that the demonetization 
was an attempt to stop counterfeiting of the current 
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bank notes purportedly used for funding terrorism, as 
well as a crack down on black money in the country. 
The move was described as an effort to decrease 
corruption, use of drugs, and smuggling. People have 
undergone a serious phase during demonetization. 
The factors chosen for the study includes both the 
positive and negative factors which has an impact 
on the consumers because of demonetization. The 
factors have high impact towards the consumers 
where the transparency among the government and 
the public, lack of financial education among the 
consumers, lack of digital literacy and unwillingness 
to patronize.

SUGGESTION

Demonetization rule of the Government has been 
termed as the most monetary improvement that 
meant to restrain the black currency, corruption and 
counterfeit currency notes. Bank should alter their 
every day practice job through the paper less banking, 
online banking, mobile banking, mass-transportation 
system etc. All the citizens who are not involved in 
malpractices welcomed the demonetization as the 
right move. Demonetization was ready to help India 
to become corruption-free as it will be hard now to 
keep the unaccounted cash. Demonetization will help 
the government to footpath the black money and the 
unaccounted cash will now flow no more and the 
amount collected by means of tax can be better utilized 
for the public interests and expansion schemes. One of 
the biggest achievements of demonetization has been 
seen in the drastic control of terrorist actions as it has 
stopped the financial support to the terrorism which 
used to get an increase due to inflow of unaccounted 
cash and false currency in large quantity.

SCOPE FOR FURTHER RESEARCH

This research study is on impact of demonetization 
on cashless economy among the individuals. A few 
recommendations for supplementary research have 
emerged naturally from the present study. The major 
observation of the study is that there is significant 
relationship between income and educational status 
among the impacting factors. The future researchers 
can concentrate on the impact of demonetization on 
the selected sectors
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ABSTRACT

Creating a cashless economy is a desirable objective 
for most countries because of all the advantages it 
brings in favour of the Government. India is one of 
the countries that has brought upon a policy change 
in order to make its economy cashless. But India’s 
sprint towards a cashless economy has not been the 
smoothest and there are various obstacles that stand 
in its way. The purpose of this study is to understand 
the various factors which have affected the successful 
implementation of a cashless economy in India 
through a comparative study with Sweden, the country 
speculated to become the first cashless economy 
in the world. In this study, various demographic 
factors are taken into consideration like the basic 
division of population, literacy rates, income levels, 
etc. A couple of non-demographic factors were also 
considered like retail cooperation in the country and 
the presence of data security laws. Also, meaningful 
relationships were established between the various 
factors. It was concluded that with the current state of 
India’s demographic conditions, India’s data security 
laws and people’s awareness about online payment 
methods, it is not possible for India to become a 
cashless economy. But through improvements in the 
mentioned factors, India can surely go completely 
cashless in the course of time.

(Keywords: Cashless, Obstacles, Factors, India, 
Sweden, Comparative Study)

INTRODUCTION

An economy where physical notes and coins are no 
longer in circulation for completion of transactions is 
called a cashless economy. Its digital alternatives are 
used as a medium of exchange, that is, debit and credit 
cards, electronic bank transfers and e-wallets. For an 
economy to become fully cashless, certain factors or 
conditions have to be met such as awareness about 
online payment systems, ability to use it, cooperation 
among consumers and vendors, access to the internet, 

safety laws, etc. A country that is very close to meeting 
all of these conditions is Sweden which is on its way 
to becoming the world’s first cashless economy.

On 8th November 2016, 500-rupee notes and 
1000-rupee notes of the Indian currency were 
demonetized. This was a kickstart to a vision with the 
goal of making India a cashless economy.

But it hadn’t gone as smoothly as expected 
and India has various obstacles to conquer before 
becoming successful in its journey to becoming 
a cashless economy. Therefore, it is important to 
properly analyze and understand the problems India 
is facing and where it is lacking in comparison to a 
country like Sweden, which is the closest country to 
becoming completely cashless.

REVIEW OF LITERATURE:

Dalebrant (2016) conducted an econometric analysis 
of the monetary policy effects due to Sweden’s 
transition towards a cashless society. It was concluded 
that there wouldn’t be a negative effect on Riksbank’s 
ability to conduct monetary policy. In a way, this 
proves that Sweden is ahead of all other countries in 
this respect and it acts as an example for other countries 
to follow. This study aims to understand the places in 
which India is lacking in comparison to a relatively 
more successful economy, therefore, various factors, 
mainly demographic, that stop India from being a 
successful economy is compared to that of Sweden. 
Garg and Panchal (2017) conducted a study on the 
implementation of a cashless economy in India. They 
inferred from their study that a large majority of the 
people are in support of its implementation but are 
still insecure about cybercrime and illegal access to 
private data. The above theory almost completely 
ignores demographic factors such as literacy rates, 
population with access to electricity and internet, 
poverty rates, etc. which this study is trying to 
investigate in a comparative form.
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RESEARCH GAP

There have been literatures talking about the possible 
change in the monetary control exercised by the central 
banks of a country and literatures that investigate the 
public’s thoughts on the lack of data security laws 
in India. But important demographic factors that 
could possibly stunt the transition towards a cashless 
economy have not been analysed comprehensively 
which this study is trying to achieve. Also, this study 
takes a comparative form for analysis where India 
is compared to a country like Sweden that has been 
relatively much more successful in its venture to 
achieve a cashless economy.

OBJECTIVES

1)  To determine whether India has been making 
progress in achieving its goal of creating a 
cashless economy.

2)  To understand the cause and effect 
relationships behind why India was unable 
to achieve its goal.

3)  To compare and analyze India’s 
implementation of a cashless economy with 
Sweden’s implementation to find similarities 
and discrepancies.

4)  To understand the relationships between 
factors to pinpoint the root cause.

METHODOLOGY

Aim

To comprehensively evaluate the various factors 
affecting the implementation of a cashless economy 
and compare between India and Sweden.

Research design:

The design of the proposed study is comparative. 
It uses empirical data of two cases, namely, the 
implementation of a cashless economy in Sweden 
and implementation of a cashless economy in India. 
The aspects that are taken into consideration are the 
factors that affect the successful implementation of 
a cashless economy, predominantly demographic 
factors such as income level, literacy rate, population 
with bank accounts and population with access to the 
internet.

Operational definitions

Cashless economy - A cashless society describes an 
economic state whereby financial transactions are 
not conducted with money in the form of physical 
banknotes or coins, but rather through the transfer of 
digital information.

Factors – The aspects determining the success or 
failure of an end goal.

Demographic - The statistical characteristics of 
human populations (such as age or income) used 
especially to identify markets.

Data Collection and Procedure

Secondary data has been procured from published 
reports, research materials, and available statistical data. 
It has a mixture of qualitative and quantitative data. 
In some places, qualitative information is expressed 
in numerical terms to make the comparison more 
meaningful. The various factors affecting the successful 
implementation of a cashless economy were determined 
with intensive study of economic and statistical reports 
and study material available on cashless economies.

Results

Data was collected from various sources on some 
basic demographic factors and some more specific 
factors. The raw data procured is as listed under:

1)  Cash in the Indian economy before and 
after demonetization:

According to reports released by RBI (Reserve 
bank of India), cash in the economy 14 days before 
demonetization was introduced amounted up to 17.01 
lakh crore Rupees. Exactly 2 years after, in the year 
2018, cash in the economy amounted up to 18.76 lakh 
crore.

2) The general population details:

Sweden – According to reports released by Eurostat 
and World Bank, 2017, the total population of 
Sweden accounted for 10.01 million people. Its total 
population is equivalent to 0.13% of the total world 
population. Sweden ranks number 91 in the list of 
countries by population. It claims a sex ratio of 99.93 
males per 100 females. Sweden has a rural population 
of 14.04% of the total population and an urban 
population of 85.96% of the total population.
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India – According to reports from the World 
Bank and United States Census Bureau, 2017, the 
total population of India accounts for almost 1.34 
billion people. India is home to 17.5% of the world’s 
total population and it is the second-most populous 
country after the People’s Republic of China. It 
claims a sex ratio of 107.48 males per 100 females. 
India has a rural population of 66.4% of the total 
population and an urban population of 33.6% of the 
total population.

3) Poverty details:

Sweden – (According to Statistics Sweden 2016) 
EAPN (European anti-poverty network)

a)  People who live in “severe material poverty” 
accounts to less than 1% of Sweden’s total 
population. This is defined as a certain 
standard of living, specified to not being able 
to afford at least 4 of the following 6 items; 
can pay unforeseen expenses, can afford 
a week’s holiday a year, can afford a meal 
with meat, chicken or fish every other day, 
have sufficient heating of the dwelling, have 
capital goods like washing machine, colour 
TV, phone or car, can pay debts (mortgage 
or rent, bills, instalments or repayment of 
loans).

b)  People who live in “absolute poverty”, that 
is, they earn less than two dollars a day 
amounted to 6% of the total population which 
equates to 570,000 people. These people’s 
disposable income is not sufficient to pay 
the necessary living costs. This state is also 
called a low-income standard. In relative 
terms, people whose income is 60% less than 
the median income, also called low economic 
standard amounted up to 16.2% of the total 
population. These people are also be said to 
be in the “risk of poverty” within the EU. c) 
About 33,250 people were homeless in the 
year 2017. This is equivalent to 0.003% of 
the total population.

India –

a)  People living in extreme poverty in 2019, 
that is, earning less than 1.25$ a day amounts 
to 2.7% of the total population according to 
“World Poverty Clock”.

b)  According to NSSO 2011, people living 
below the poverty line, that is, earning less 
than 1.90$ a day amounted to 21.9% of the 
total population that is equivalent to 269.3 
million people. The rural poor in India 
amounted to 25.7% of the total population 
that is equivalent to 216.5 million people. 
The urban poor in India amounted to 13.7% 
of the total population that is equivalent to 
52.8 million people. Proportionate change 
from 2011-12: [21.9 * (0.41/5) * 4] = 
7.23% Estimated poverty rate in 2016 India 
= 14.7% of the total population.

c)  There are 1.77 million homeless people 
in India or 0.15% of the country’s total 
population.

4) Adult literacy rates

The literacy rate is defined as the population of  
a country that can read and write at least one 
language.

Sweden – In relation to reports released by the 
world bank in 2018, Sweden has an adult literacy 
rate of 99%. The literacy rate has not changed in 
Sweden since 1990 and has remained a constant 
figure of 99%. With an increase in its population, 
there has also been a proportionate increase in the 
literacy rates.

The male and female literacy rates are distributed 
as:

Table 1

Age group Total % Male % Female %
15 years and older 99% 99% 99%

We can notice that there is an equal distribution 
among men and women on the basis of literacy.

India  – From the reports released from UNESCO 
(United Nation Educational, Scientific and Cultural 
Organization), 2018, India has an adult literacy rate 
of 74.37%. According to the census in 1991, India’s 
literacy rate was at 52.21% and has increased by 
22.16% by 2018. There is a growth noticed in the 
literacy rate with passing time and an increase in the 
population.

The male and female literacy rates are distributed 
as:
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Table 2

Age group Total % Male % Female %
15 - 24 91.66 92.99 90.17
15 years and older 74.37 82.37 65.79
65 years and older 45.38 61.67 30.29

We can notice that there is a difference between 
the literacy rate of men and women. Women have a 
lower literacy rate than men in all age groups. The 
difference between them is a lot lower among younger 
people. The literacy rate among the younger people, 
namely people between the ages of 15 and 24, is a lot 
higher in comparison to the older population of India.

5)  Number of Internet users / Population with 
access to the internet:

Sweden – 9,169,705 people in Sweden have access 
to internet facilities and use the internet on a regular 
basis. This equates to a little over 93% of the total 
population of Sweden. In absolute figures, Sweden 
ranks 51st in the “most number of internet users” 
ranking. In terms of the ratio of population with 
internet access, Sweden places 12th in the country 
rankings.

India  – 462,124,989 people in India have access 
to internet facilities and use it on a regular basis. 
This figure equates to 34.8% of the total population 
of India. In absolute figures, India ranks 2nd in the 
“most number of internet users” ranking. In terms 
of the ratio of population with internet access, India 
places 145th in the country rankings.

Source: Internet Live Stats.
Elaboration of data by International 
Telecommunication Union (ITU), United Nations 
Population Division, Internet & Mobile Association 
of India (IAMAI), World Bank. 2016.

6) Population with bank  accounts:

According to Findex database 2017, World bank:

Sweden – The population of Sweden with bank 
accounts adds up to 99.74% of the total population of 
Sweden.

India  – The population of India with bank 
accounts adds up to 79.87% of the total population 
of India.

7)  Debit / Credit card and electronic payment 
methods  usage:

Sweden – According to reports released by 
e-wallet app “Swish” and Riksbank, the central 
bank of Sweden, more than 85% of the population 
use debit cards and 80% of all transactions happen 
electronically.

India  – According to RBI (Reserve Bank of 
India) (Jan 2017 – Jan 2018), the total share of debit 
card and credit card payments in total payment 
accounts to 29.9%. It was also reported that only 10% 
of all transaction in India happens electronically.

8) Acceptance of online payments in shops:

Sweden – According to news reports and surveys 
conducted in Sweden, 2018, it was established that 
over 99% of merchants in Sweden accept debit/credit 
cards and electronic payment methods.

India  – According to the Reserve Bank of 
India, 2018, it was reported that only 48% of urban 
merchants and less than 5% of rural merchants accept 
digital payment methods.

9) Data Security and Privacy Law:

Sweden – The “Data Act”, world’s first data protection 
law, was enacted in Sweden on 11th May 1973. Along 
with this, “The Swedish Data Protection Authority” 
as a result of public concern about personal data 
and abuse of Government power related to mass 
surveillance. This ensures data security and remedial 
measures for its breach.

Source: https://en.wikipedia.org/

India  – There is no express legislation in India 
dealing with data protection. The personal data 
protection bill was introduced in Parliament in 2006, 
but due to the paucity of information, the bill is still 
pending. Therefore, there is no direct legislation 
meaning that data security is still not ensured and 
remedial measures for its breach cannot be properly 
accessed.

Source: http://www.legalserviceindia.com/

DISCUSSION

1)  There is more cash in circulation after the 
implementation of demonetization.

From the reports released by RBI, there has been 
an increase in the level of cash in circulation in the 
Indian economy. 14 days before the demonetization 



213

 

program was implemented, 17.01 lakh crore Rupees 
was in circulation and exactly 2 years after that, 
18.76 lakh crore Rupees was in circulation. This 
is a clear indication that there has been an adverse 
effect observed from the implementation of a cashless 
economy in India.

2)  Analysis of the factors affecting the successful 
implementation of a cashless economy.

a) Demographic factors:
Table 3: India vs Sweden

Particulars India Sweden
Total population 1.34 billion 10.01 million
Extreme Poverty/  
Severe Material 
Poverty

2.7% < 1%

Absolute Poverty 14.7% 5.69%
Total Literacy Rate  
(15 years and older) 74.37% 99%

Internet users 34.8% 93.2%

Total population with bank accounts (Age 15+) 
79.87%  99.74%

In reference to Table 3, we can see that there 
is a great difference between the total population 
of India and Sweden. This means that India has the 
responsibility of catering to a much larger group 
than Sweden. This implies that policy changes and 
growth will happen at a slower rate in India than in 
Sweden since a much larger group needs to adapt to 
the change.

The poverty levels in India is much higher than 
Sweden. People who are in extreme poverty or even 
in absolute poverty have a very low propensity to 
save. They do not have enough money to afford 
electronic devices that could be used for online 
transfer of money and cannot store any money in 
banks as they do not have reserve money. Therefore, 
this implies that it is not feasible for this section 
of the population to make the transition towards a 
cashless society.

We can observe from Table 3 that there is a large 
difference in the adult population that is literate in 
India and Sweden. Being illiterate implies that the 
web services for online payments could possibly 
be too complex for that section of the society to 
use. Also, there is not enough awareness about how 
cashless transactions function. Therefore, even if the 

propensity to save is higher, unless people learn and 
become comfortable with web services, they cannot 
make the transition towards a cashless society.

From the above table, we can observe that 
the population with internet access is very low in 
India in comparison to Sweden. The internet is the 
platform through which online transactions are 
conducted. When over 65% of the population is 
unable to access the internet, online transactions also 
become impossible for this part of the population. In 
comparison, only almost 7% of the population does 
not have access to internet facilities making online 
transactions much more plausible.

There is also a large proportion of India’s 
population that don’t have bank accounts. It can 
be attributed to the fact that the poor people of the 
society have a very low propensity to save, and hence, 
cannot store their money in banks. Also, people who 
are illiterate do not have a complete idea about the 
banking systems and avoid it.

b) Non-demographic factors:

Table 4: India vs Sweden

Particulars India Sweden
Retail cooperation 52% 99%
Existence of  
Data security laws

No such law Data Act, 1973

In reference to table 4, we can observe that 
the retail cooperation in India is a lot lower. This 
is because there is a large number of small retailers 
who are not completely aware about the functioning 
of online transaction and do not want to invest of 
electronic devices for online payment. This implies 
that the consumers cannot make online payments 
either, even if they wish to.

We can also observe that there is no existing Data 
Security law in India in comparison to Sweden’s Data 
Act passed in the year 1973. This means that there is 
no guarantee of safety of online information and there 
is no protection against online fraud. According to a 
study conducted by Preeti Garg and Manvi Panchal, 
59.8% of people believe that they will be exposed to 
a large amount of internet fraud, proving that a large 
majority of people are insecure about being victims 
of internet fraud.
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3)  Relationship between Poverty and Literacy 
Rates:

Poverty can be improved through the improvement in 
education and literacy rates (Tilak, 2010). Therefore, 
a relationship can be established between both the 
factors where literacy is an independent factor and 
poverty is dependent on it.

Let us take the data from census of three different 
years, 1991, 2001 and 2011.

Table 5

Year Literacy rates 
(%)

Absolute Poverty rate 
(%)

1991 52.2 36.0
2001 64.8 26.1
2011 74.0 21.9

Using the least squares method of analysis, we 
get, y = a + b(x)

b = nΣxy – ΣxΣy / nΣx2 – (Σx)2

where x - Literacy rate, y - Poverty rate, a - 
intercept, b - gradient.

In this case, ‘b’ would be (-0.66) and ‘a’ would 
be 70.02. Therefore, the relationship between literacy 
rate and poverty rate can be expressed as:

y = 70.02 + x (-0.66)

When literacy rate of India becomes 100%, the 
absolute poverty rate would become around 4% of the 
total population which would be less than Sweden’s 
5.69% of its total population.

4)  Relationship between Poverty Rate and 
Population with Bank Accounts.

We have already established in a previous section 
that people under the poverty line have a very low 
propensity to save and cannot store their money in 
banks. This also implies that they would not have 
bank accounts since they are not going to store 
any money in them. Therefore, relationship can be 
observed between both the factors where population 
with bank accounts is dependent on the poverty rate.

Table 6

Year Absolute Poverty 
rate (%)

Population with bank  
accounts  (%)

2011 21.9 35.0
2017 14.7 79.8

Source: World Bank

Using the same formulas as mentioned previously, 
the relationship can be expressed as:

y = 919.06 + x (-47.08)

Bringing the poverty rate down to zero would lead 
to the entire population of India having bank accounts. 
Therefore, we can infer that an improvement in literacy 
rates would lead to a reduction in poverty levels.

A reduction in the poverty levels will lead to an 
increase in the number of bank account holders. This 
implies that, indirectly, an improvement in the literacy 
rates would lead to an improvement in the population 
with bank accounts in India.

CONCLUSION
The following conclusions were made:

 ●  There has been a clear increase in the 
level of cash in circulation in the Indian 
economy after the implementation of the 
demonetization program. Therefore, India 
has not made progress in its objective to 
create a cashless economy, in fact, there has 
been an adverse effect.

 ●  It was inferred through a comparison with 
Sweden that India is lacking in demographic 
factors such as literacy rates, poverty 
rates, population with bank accounts and 
population with access to the internet. 
Through regression analysis, relationships 
were established between multiple factors 
which yielded the inference that the primary 
cause is the low literacy rates in India. Also, 
majority of Indians do not have access to 
internet facilities which is a major factor 
determining the success of a cashless society.

 ●  It was observed that there is low retail 
cooperation towards the change as most 
small retailers are not fully aware about the 
functioning of electronic transactions and 
are reluctant to invest on devices that make 
online transfer of money possible. Also, there 
is no data security law in India which makes 
the people insecure about uploading their 
information online and want to avoid being 
victims of internet fraud. Therefore, awareness 
among retailers need to be improved and there 
should be data security laws introduced to 
protect private information of users.
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Therefore, it can be said that India still has a lot of 
hurdles it needs to overcome before making another 
attempt at becoming a cashless economy. In India, 
with its current demographic conditions and state of 
cyberlaw and data security law, it is impossible for 
India to become a cashless economy. But over the 
course of time and improvements in the suggested 
areas, India can surely strive to become cashless. It 
is a long process that requires diligent work from the 
Government, cooperation from the people of India 
and patience.
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ABSTRACT:

The television population of India is approx. 145 
million and 80% of this population has to access to 
cable and satellite.  By 2015, DTH enjoyed market 
share of 40%, digital cable 40% and analog cable with 
only 20% market share. The DTH service market in 
India has emerged as one of the most lucrative markets 
that have successfully launched DTH services were 
first proposed in India in 1996. But they did not pass 
approval because there were concerns over national 
security and a cultural invasion. The study is taken up 
with the various DTH services which have considerable 
share in the market. Consumers and buyers play a vital 
role in the market. This study is focused to find out 
the market share of DTH service providers in India as 
well as Tirunelveli district. Sample of 160 Tirunelveli 
DTH Householders are selected by disproportionate 
stratified random sampling method. Total populations 
are divided into 16 Taluks, and then 10 samples drown 
from each Taluk. The study is based on primary and 
secondary data. The primary data were collected 
directly with the help of an interview schedule from 
the Tirunelveli DTH Householders. The present study 
reveals that the majority of the respondents prefer to 
buy sun direct in Tirunelveli market. But, in India the 
market share of Sun direct differs. That way the market 
share of DTH service providers differ from area to 
area. 

Keyword: DTH services, Market share, Subscribers 
decision.

INTRODUCTION

The first satellite television signal was relayed from 
Europe to the Telstar satellite over North America 
in 1996. The first geosynchronous communication 
satellite, Syncom 2, was launched in 1963. The world’s 
first commercial communication satellite, called Intel 
satellite was launched in to synchronous orbit on April 

6, 1965. The first national network of satellite television, 
called orbita, was created in Soviet Union in 1967 and 
was based on the principle of using the highly elliptical 
molniya satellite for re-broadcasting and delivering of TV 
signal to ground through unlink stations. The television 
population of India is approx. 145 million and 80% of this 
population has to access to cable and satellite.  By 2015, 
DTH enjoyed a market share of 40%, digital cable 40% 
and analog cable with only 20% market share. The DTH 
service market in India has emerged as one of the most 
lucrative markets that have successfully. Currently, the 
Indian DTH market is being served by six private players 
- Dish TV, Tata Sky, Sun Direct, Big TV, Airtel Digital 
TV and Videocon D2H. Doordarshan is also available 
but this is a free DTH service provider. All providers are 
investing huge amounts of money in the promotion and 
marketing of DTH services in the country.

DTH services were first proposed in India in 1996. 
In December 2008 there are 7 DTH service Providers 
are there, they are as follows, DD Direct, Dish TV, 
TATASky, Sun Direct, Reliance Big TV, Airtel Digital 
TV and VideoconD2H. 

Since its introduction in the year 2003, Indian DTH 
service has recorded a phenomenal growth. During the 
quartile end 31st March, 2018, there are 5 pay DTH 
service providers as compared to 6 pay DTH service 
providers reported in the previous quarter. During the 
quarter, intimation of merger of M/s Videocon d2h Ltd 
with M/s DISH TV India Ltd w.e.f. 22.03.2018 has 
been received.

MARKET SHARE OF PAY DTH 
OPERATORS

DTH has attained net pay active subscriber base 
of around 67.53 million (KPMG – FICCI Indian 
Media and Entertainment Industry Report 2018) in 
quartile end 31st March, 2018. This is in addition the 
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subscribers of free DTH services of Doordarshan.

Table 1
S.No Pay DTH Operators Market Share

1 Dish TV 43%
2 Tata Sky 25%
3 Airtel 21%
4 Sun Direct 10%
5 Reliance 1%

Sources: TRAI. Retrieved 31st March. 2018.

OBJECTIVES OF THE STUDY

Primary Objective

 To measure the DTH service 
providers market share in Tirunelveli Disrict.

Secondary Objectives

•	 To ascertain the market shares of 
DTH service providers on demo-
graphic basis.

•	 To assess the market shares of DTH 
service providers on geographical 
basis.

STATEMENT OF THE PROBLEM

The rapid growth of Satellite 
television in India has propelled an exodus 
from cabled homes; the need to measure 
viewership in this space is more than ever. 
The study is taken up with the various DTH 
services which have considerable share in 
the market. Consumers and buyers play a 
vital role in the market.

SCOPE OF THE STUDY

The present study helps knowing 
the DTH services in Indian market. This 
study is a measure on market share of DTH 

services in Tirunelveli. The scope of the 
study also segmented the market shares 
on geographical and demographic bases. 
The study is focused on paid DTH services 
namely Dish TV, Tata Sky, Sun Direct DTH, 
Reliance BIG TV, and Airtel Digital TV. 

METHODOLOGIES OF THE STUDY

1 Sample Design A sample design is a 
definite plan for obtaining a sample from a 
given population, as the researcher cannot be 
able to collect data from all Tirunelveli DTH 
Householders. Sample for the study was 160 
Tirunelveli DTH Householders selected by 
disproportionate stratified random sampling 
method. Total populations are divided into 
16 Taluks then 10 samples are drawn from 
each Taluk. 

2 Data collection The study is based on 
primary and secondary data. The primary 
data were collected directly with the help of 
an interview schedule from the Tirunelveli 
DTH Householders. The necessary 
secondary data are collected from books, 
journals, articles, reports and other relevant 
websites. 

3 Statistical Tools used The collected data 
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were tabulated and analyzed by using different tools such cross table, simple percentages 
mean score and chi-square test for easy and better understanding.

DATA ANALYSIS AND INTERPRETATION

1. Market shares of Pay DTH Services Providers

Table 2
Sl No Pay DTH Services Providers No of Respondents Percentage (%)

1 Dish TV 8 5
2 Tata Sky 20 12.5
3 Airtel 48 30
4 Sun Direct 66 41.25
5 Reliance 18 11.25

Total 160 100
The table 2 shows that 41.25% of the respondents are having Sun Direct, 30% of the 
respondents are having Airtel, 12.5% of the respondents are having TATA Sky, 11.25% of the 
respondents are having Reliance Big TV and only 5 % of the respondents are having Dish TV. 
Hence it is concluded that, Sun Direct and Airtel DTH Services providers are playing major 
role in Tirunelveli DTH market.

2. Demographic based market shares of DTH service providers

Table 3 Demographical Segment - Gender Wise

Gender Dish TV Tata Sky Airtel Sun Direct Reliance Total

Male 8(7.5%) 12(11.3%) 34(32.1%) 36(34%) 16(15.1%) 106(100%)

Female 0(0%) 4(9.1%) 14(31.8%) 24(54.5%) 2(4.6%) 44(100%)

Third Gender 0(0%) 4(40%) 0(0%) 6(60%) 0(0%) 10(100%)

Monthly Income Income Wise

Below RS.10,000 6(37.5%) 0(0%) 0(0%) 6(37.5%) 4(25%) 16(100%)

Rs.10,000 – Rs.25,000
2

(2.6%)

0

(0%)

32

(41%)

40

(51.3%)

4

(5.1%)
78(100%)

Rs.25,000 – Rs.50,000
0

(0%)

8

(17.4%)

14

(30.4%)

20

(43.5%)

4

(8.7%)
46(100%)

Above Rs.50,000 0(0%) 12(60%) 2(10%) 0(0%) 6(30%) 20(100%)

Family Type Family Type Wise

Joint Family 0(0%) 6(10.7%) 10(17.9%) 40(71.4%) 0(0%) 56(100%)

Nuclear Family 8(7.7%) 14(13.5%) 38(36.5%) 26(25%) 18(17.3%) 104(100%)

Mother Tongue Mother Tongue Wise

Tamil 0(0%) 20(13.5%) 48(32.4%) 66(44.6%) 14(9.5%) 148(100%) 
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Other than Tamil 8(66.7%) 0(0%) 0(0%) 0(0%) 4(33.3%) 12(100%)

Education Education Wise

Illiterate 4(33.3%) 0(0%) 0(0%) 8(66.7%) 0(0%) 12(100%)

School Level 4(16.7%) 0(0%) 4(16.7%) 16(66.6%) 0(0%) 24(100%)

Graduate 0(0%) 2(3.8%) 20(38.6%) 28(53.8%) 2(3.8%) 52(100%)

Post Graduate 0(0%) 6(16.7%) 14(38.9%) 12(33.3%) 4(11.1%) 36(100%)

Professional 0(0%) 12(33.3%) 10(27.8%) 2(5.6%) 12(33.3%) 36(100%)

Total 8(5%) 20(12.5%) 48(30%) 66(41.25%) 18(11.25%) 160(100%)

The table 3 shows the DTH service 
providers’ market share on demographical 
segment wise like Gender, Income, Family 
Type, Mother Tongue and Education. It is 
ascertained that Tata Sky and Sun Direct 
DTH providers cover all gender segments 
and also Sun Direct has more market share 
on all gender segments.

Sun Direct and Reliance DTH 
providers cover all income segments and 
Sun Direct also has more market share on all 
income segments.

Tata Sky, Airtel and Sun Direct 
DTH providers cover all type of familys. 

Sun Direct covers 71.4% of the Joint family 
segment markets and irtel covers 36.5% of 
joint family segment market.

Dish TV has no market on Tamil 
language segment, but Dist TV and Reliance 
TV covers the segment of other languages.

Sun Direct covers 66.7% of the 
illiterate segment share, 66.6% school 
studied segment and 53.8%graduate 
segment. The market share of post graduates 
are mostly covered by Airtel than Sun 
Direct, professional segment market is 
covered by Tata Sky, Airtel and Reliance. 

Hypothesis:                                                 
Table 4

Hypothesis Chi square 
value

Degrees of 
freedom

Table value at 
5% level Result

Gender 162.2225 8 15.507 Rejected
Income 512.7675 12 21.026 Rejected
Family Type 760.76 4 9.488 Rejected
Mother Tang 202.99 4 9.488 Rejected
Education 525.88 16 26.296 Rejected

Ho= There is no significant difference so far as DTH service providers market share on dif-
ferent gender segments.

	Ho= There is no significant difference so far as DTH service providers market share 
on different income segments.
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	Ho= There is no significant differ-
ence so far as DTH service providers 
market share on Family type seg-
ments.

	Ho= There is no significant differ-
ence so far as DTH service providers 
market share on different Mother 
Tang segments.

	Ho= There is no significant differ-
ence so far as DTH service providers 

market share on different Education 
segments.

Table 4 give the result of all 
null hypothesis are rejected. That 
means, demographical variables are 
playing some sort of signification to 
DTH service providers coverage.

3. Geographical based market shares of 
DTH service providers

Table 5 Geographical Segment
Taluks Dish TV Tata Sky Airtel Sun Direct Reliance Total

Tirunelveli 2 (20%) 2 (20%) 1 (10%) 2 (20%) 3 (30%) 10 (100%)

Palayamkottai 3 (30%) 2 (20%) 1 (10%) 1 (10%) 3 (30%) 10 (100%)

Sankarankovil 0 (0%) 0 (0%) 6 (60%) 4 (40%) 0 (0%) 10 (100%)

Shenkottai 1 (10%) 3 (30%) 1 (10%) 1 (10%) 4 (40%) 10 (100%)

Ambasamudram 0 (0%) 1 (10%) 3 (30%) 6 (60%) 0 (0%) 10 (100%)

Nanguneri 0 (0%) 1 (10%) 2 (20%) 5 (50%) 2 (20%) 10 (100%)

Kadayanallur 0 (0%) 1 (10%) 5 (50%) 4 (40%) 0 (0%) 10 (100%)

Alangkulam 0 (0%) 0 (0%) 5 (50%) 5 (50%) 0 (0%) 10 (100%)

Sivagiri 0 (0%) 3 (30%) 2 (20%) 5 (50%) 0 (0%) 10 (100%)

Veerakeralampudur 0 (0%) 0 (0%) 2 (20%) 6 (60%) 2 (20%) 10 (100%)

Tenkasi 2 (20%) 3 (30%) 3 (30%) 2 (20%) 0 (0%) 10 (100%)

Thiruvengadam 0 (0%) 0 (0%) 4 (40%) 5 (50%) 1 (10%) 10 (100%)

Manur 0 (0%) 0 (0%) 3 (30%) 7 (70%) 0 (0%) 10 (100%)

Cheranmahadevi 0 (0%) 0 (0%) 3 (30%) 6 (60%) 1 (10%) 10 (100%)

Radhapuram 0 (0%) 1 (10%) 5 (50%) 4 (40%) 0 (0%) 10 (100%)

Tisaiyanvilai 0 (0%) 3 (30%) 2 (20%) 3 (30%) 2 (20%) 10 (100%)
Total 8(5%) 20(12.5%) 48(30%) 66(41.25%) 18(11.25%) 160(100%)
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Table 5 shows the DTH service providers 
market share on Taluk wise in Tirunelveli 
Dist. It is ascertained that, Airtel and Sun 
Direct have market share on all taluks in 
Tirunelveli. Out of 16 taluks Tata Sky has 
a market share in 10 taluks, Reliance has a 
market share in 8 taluks and Dish TV has a 
market share in 4 taluks only. 

CONCLUSION

Today DTH is one of the modes of communication 
through television. There are number of brands in 
DTH services. They are available in the market, 
which differs in price, quality, services and variety of 
packages and types. 

In the present technology era it can be easily said 
that all classes of people are using the DTH services 
to their television for continuous net working. By 
considering this the DTH producers coming up with 
different brand names. The present study reveals that 
the majority of the respondents prefer to buy Sun direct 
in Tirunelveli market. But, in India the market share of 
Sun direct is differ. That way the market share of DTH 
service providers differ from area to area. 
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Abstract

Job satisfaction can be defined as extent of 
positive feelings or attitudes that individuals 
have towards their jobs. When a person says 
that he has high job satisfaction, it means 
that he really likes his job, feels good about 
it and values his job dignity. Job satisfaction 
is important technique used to motivate the 
employees to work harder. It is often said 
that “A Happy Employee is a Productive 
Employee “. The satisfaction of employees 
contributes significantly to the growth of 
the customer’s satisfaction through better 
service quality and higher efficiency. Job 
satisfaction focuses on all the feelings that an 
individual has about his/her job. It has been 
assumed by organizational behavior research 
that individuals who express high satisfaction 
in their jobs are likely to be more productive, 
have higher involvement and are less likely to 
resign than employees with less satisfaction. 
It has been already studied by various 
authors in various spheres. However, the 
researcher has studied the factors influencing 
job satisfaction among the employees in 
private banks in the Kanchipuram District. 
The present study has been analyzed from 
the 50 respondents with the help of well 
structured interview schedule. The tools used 
were percentage analysis, reliability analysis 
and factor analysis. 

Keywords: Job Satisfaction, Private Banks, 
Employees, Service quality and factor analysis.

INTRODUCTION

Job satisfaction of employees is important for both 
employees as well as to the organization. Human 
resources are the strategic resources that can make a 
difference to the organization in the positive direction. 
It is increasingly being realized that by properly 
managing human resources, organizations can reach 
their goals in a better manner. If the employees are 
satisfied and contended, their commitment levels 
will be high and hence their contribution to the 
organization also will be high. When employees are 
satisfied with their jobs, the Quality of work improves 
and productivity increases. They tend to continue 
in the job and be more loyal to the job and to the 
organization. Lower employee turnover will further 
reduce recruiting and training costs for the banking 
organizations.

Job satisfaction is an essential component of 
organizational health. It means reduced tension and 
conflict, less absenteeism and turn over. It was an 
important element in managerial effectiveness. But 
it cannot be easily defined.  It’s an intangible, unseen 
and unobserved variable. It is a complex grouping of 
cognitions and expressive feelings and such behavioral 
tendencies.  In general, an employee is happy when he 
is satisfied with his job.

REVIEW OF LITERATURE

Arunima, Shrivastava and Pooja Purang 
(2009)1 made an empirical study on job satisfaction 
between private and public sector banks.  They have 
concluded that  while  public  sector  bank  employees  
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are  highly  satisfied  with  job  security, fringe  benefits  
and  the  work  environment,  their  counterparts  in 
private  sector banks are dissatisfied with the aforesaid 
variables.

Stephen P.  Robbins  (2009)2  discusses  the  
effect  of  job  satisfaction  on employee  performance  
in  his  book  ‘organizational  behaviors’. In  his  view 
organizations  with  more  satisfied  employees  tend  
to  be  more  productive  than organizations  with  
fewer  satisfied  employees. He  says  that satisfaction  
and productivity data must be gathered for the 
organizations as a whole rather than at the  individual  
level  and  concludes  that  “while  we  might  not  be  
able  to  say  that  a happy  worker  is  more  productive,  
it  might  be  true  that  happy  organizations are more 
productive”.

Verdakhan  (2011)3  studied  the  role  of  
organizations  culture  on  the  job satisfaction  of  
the  employees  belonging  to  the  banking  sector  of  
Pakistan.    This study operationally defined culture 
in terms of supervisor support, communication, rules 
and policies and rewards and benefits. The data were 
collected from 150 employees through a stratified 
random   sampling. The   result   showed that supervisor  
support  and  open  communication  made  a  significant  
impact on  the level  of  job  satisfactions  while  rules  
and  policies,  rewards  and benefits  had  no impact on 
the job satisfaction of the employees.

Gowri Sankar   (2013)4   explored   the   job   
satisfaction   of   junior   level executives in GB 
engineering enterprises private limited, Trichy. He 
highlighted that respondents were  dissatisfied with  the  
monotonous nature  of  job  and  with poor  recognition  
of  skills  and  talents. He  suggested  that  job  redesign  
and institution  of  reward  system  could  be  Putin  
place  in  order  to  enhance the  job satisfaction of 
employees.

Basu R (2016)5 study was to find out the influence 
of Organizational Climate and Team Effectiveness on 
Employee Commitment in Indian Banks. The results 
further specify that though no significant variation 
exists in respect of Organizational commitment and 
Organizational climate among public and private 
sector banks, the officers of the private banks perceive 
more compliance with the functions of their bank as 
they get more opportunity for Participative Decision 

Making. It can be inferred from this Research paper 
that the employee commitment in work behaviour, 
once established, exerts stable and long term influence 
on patterns of behaviour that are independent of 
situational circumstances or linkages with rewards or 
punishments

STATEMENT OF THE PROBLEM  

It  is  known  fact  that  job  satisfaction  is  a  feeling  of  
contentment  an employee gets from the performance 
of a job. It occupies a central place in human behavior.  
While  an  organization  with  more  number  of  
dissatisfied  workers  is always facing problems of 
frequent friction with its employees productivity, high 
rate  of  absenteeism,  sudden  stoppage  of  work,  
etc,  one  with  a  larger number  of satisfied workers 
confronts no such problems. Further, it is crucial to 
the effective achievement of organizational goals. 
However privatization of banking service has triggered 
competition. In this context, the employees  across  the  
categories  have  been  working  to achieve various 
targets on different segments of Banking sector. It has 
to survive and advance in the competition infected 
market.  In this background the employees  have to 
strain their  every  nerve  to  make  banks  to  stay  afloat. 
Whether  the  employees  across  the categories  have  
been  working  with  a  job  satisfaction  to  accomplish 
the  cherished goals of private banks in Kanchipuram 
district, on various factors determining job satisfaction 
is a problem calling for deep study.

OBJECTIVES OF THE STUDY

1.  To measure the level of job satisfaction 
among private bank employees.

2.  To  examine  the  influence  of  demographic  
factors  in  determining  job  satisfaction.

3.  To identify the factors determining job 
satisfaction among private bank employees..

SAMPLING FRAME WORK 

The present study is confined to private bank employees 
in kanchipuram district.  The simple random sampling 
method has been adopted for the study. The number of 
employees taken for the study is 100 respondents. The 
following table illustrates the distribution of sample size.
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Table -1 

Categories of Employees Sample Employees

Managers 20

Clerks 42

Cashiers 38

Total 100

Data Collection  
The present study is mainly based on primary data.  
Primary data has been collected through a well 
structure questionnaire designed for the study. The 
reliability and validity of the questionnaire has been 
tested by applying Cronbach Alpha Reliability test.

Data Analysis
The following statistical tools were used to analyze the 
data, ANOVA, Reliability analysis and Factor analysis.

Analysis and Interpretation
Table 2 - Demographic Profile of the Respondents

Demographic Profile of the Respondents Frequency Percentage %
Gender Male 45 45

Female 55 55
Age Below 40 59 59

40-50 24 24
Above 50 17 17

Marital status Married 56 56
Unmarried 44 44

Status of spouse Home Maker 38 68
Employed 18 32

Education qualification of Employees Undergraduate 42 42
Postgraduate 35 35
Professional Courses 8 8
Others 15 15

Experience wise Employees Details Below 10 Years 42 42
10 - 15 years 21 21
15 - 20 years 22 22
Above 20 years 15 15

Annual Income Below Rs.2,50,000 28 28
Rs.2,50,001 – 5,00,000 35 35
Rs.5,00,001 – 7,50,000 24 24
Above Rs.7,50,000 13 13

Satisfaction with present salary Yes 86 86
No 14 14

Level of job satisfaction in organization Low 31 31
Moderate 25 25
High 44 44

Source: Primary Data
Table 3 - ANOVA Analysis for Marital Status * Job Satifaction

Mean Square F Sig. Result
Between Groups 64.915 1.518 .874
Within Groups 64.454   Not significant
Total
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The one way ANOVA Table shows that there is 
no significant difference between marital status and 
organizational climate and working environment in 
private banks. Therefore it can be said that marital 
status of the respondents does not affect organizational 
climate and working environment in private banks.

Table 4 - ANOVA Analysis for Annual Income * 
Job Satifaction

Mean 
Square

F Sig. Result

Between 
Groups

72.324 2.238 .769

Within 
Groups

72.345
  Not 

significant
Total

The one way ANOVA Table shows that there is 
no significant difference between Annual Income 
and organizational climate and working environment 
in private banks. Therefore it can be said that 
Annual Income of the respondents does not affect 
organizational climate and working environment in 
private banks

Table 5 - ANOVA Analysis for Experience * Job 
Satifaction

Mean 
Square

F Sig. Result

Between 
Groups

75.340 .695 .000

W i t h i n 
Groups

76.276
   Significant

Total

The one way ANOVA Table shows that there 
is significant difference between Experience and 
organizational climate and working environment in 
private banks. Therefore it can be said that experience 
of the respondents does affect organizational climate 
and working environment in private banks

FACTOR ANALYSIS

Factor analysis is a collection of method used to 
examine how underlying constructs, influence the 
responses on a number of measured variables. Factor 
analysis is a method for investing whether a number 

of variables of interest are linearly related to a smaller 
number of unobservable factors. Factor analysis is 
a statistical procedure used to uncover relationship 
among many variables. This allows numerous inter 
correlated variables to be condensed into fewer 
dimensions called factor.

Table - 6   Reliability Analysis for variables of 
Factor Analysis

Cronbach’s Alpha N of Items
.754 4

Table 7 - KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy.

.705

Bartlett’s Test 
of Sphericity

Approx. Chi-Square 101.502
Df 26
Sig. .000

The above table reveals the two tests which 
indicate the suitability of the data for factor analysis. 
Two tests, namely Kaiser-Meyer-Olkin measures 
of sampling adequacy (KMO) & Bartlett’s Test of 
Sphericity have been applied to test whether the 
relationship among the variables has been significant or 
not. Bartlett’s Test of Sphericity is used to test whether 
the data are statistically significant or not. The value of 
KMO measure of sampling adequacy is 0.705, which 
shows that the factor analysis may be considered an 
appropriate technique for analyzing the data. The 
value of chi-square = 101.502, df = 26 is significant 
(p< 0.000) which further shows the appropriateness of 
data for factor analysis.

Table 8 - Communalities

Variables Initial Extraction
Organizational and 
professional settings 

1.000 .656

Work involvement 
and enhancement 
practices 

1.000 .768

 Organizational 
climate and working 
environment 

1.000 .658

 Leadership style and 
practices in banks

1.000 .905
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The above table extracted communalities are 
acceptable and all variable are fit for the factor 
solution as their extraction values are above 0.5 as 
per recommendation of Hair et al., (2010). The table 
shows that work outcome has the highest impact on 
the excellent performance of employees and work 
environment have lowest impact on the employees 

excellent performance in their profession. The 
commonly used Principal Component Analysis with 
Varimax Kaiser Normalization Rotation are used for 
extracting factors. Those factors having eigen values 
greater than 1.0 are considered significant all other 
factors are considered insignificant.

Table 9 - Total Variance Explained

Component Initial Eigen values Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Total % of 
Variance

Cumulative 
%

Total % of 
Variance

Cumulative 
%

Total % of 
Variance

Cumulative 
%

1 1.78 44.525 44.5 1.78 44.525 44.5 1.72 42.952 43.0
2 2 1.01 25.165 69.7 1.01 25.165 69.7 1.07 26.730 69.7
3 .664 16.604 86.3
4 .548 13.706 100

The above table depicts the principal component 
analysis (PCA) method which provides the 
relationship between the extracted factors and the 
variables included in the analysis. It is technically 
termed as the factor loadings. The value of the factor 
loadings though indicates the relationships clearly but 
it is unable to group all the variables clearly identified 
with the factors. By continuing with these extractions 
researcher is not able to fully eliminate the problem. 
So, the unrotated and rotated matrix is performed.

The above table reveals that the most important factor 
contains the variables like organizational and professional 
settings and work involvement and enhancement practices 
which explains 42.95% of variance and has been given 
an appropriate name as organizational commitment and 
the second most important factor which explains 26.73% 
of variance contains organizational climate and working 
environment and Leadership style and practices in banks  
variable an it has been named as self conscious leadership 
group.

Table 10 - Rotated Component Matrixa

Component
1 2

Organizational and professional settings .800 .127
Work involvement and enhancement practices .777 .33
Organizational climate and working environment .203 .785
Leadership style and practices in banks .047 .750

Table 11 - Factors determining job satisfaction among private bank employees

Factors Statements Loadings

Organizational Commitment
Organizational and professional settings .800
Work involvement and enhancement practices .777

Self Conscious Group
Organizational climate and working environment .785
Leadership style and practices in Private banks .750

The above table shows the cluster of statements in 
to factor 1. ‘Organizational and professional settings’ 
with the loadings of .800, ‘Work involvement and 
enhancement practices’ with the loadings of .777 
were grouped in to the first factor Organizational 
Commitment & indicates the clustered statements 

of factor 2 as ‘Organizational climate and working 
environment with the loadings of .785, ‘Leadership 
style and practices in Private banks’ with the loadings 
of .750 were grouped in to the second factor Self 
Conscious Group. 
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FINDINGS OF THE STUDY

 ●  It can be said that marital status of the respondents 
does not affect organizational climate and 
working environment in private banks.

 ●  It can be said that Annual Income of the 
respondents does not affect organizational climate 
and working environment in private banks.

 ●  It can be said that experience of the respondents 
does affect organizational climate and working 
environment in private banks.

 ●  The highest factor loadings such as 
‘Organizational and professional settings’ with 
the loadings of .800 and ‘Organizational climate 
and working environment with the loadings of 
.785

SUGGESTIONS

1.  The  seniority  based  promotion  policy  
currently  practiced  at  private banks needs  
to  be transformed  into  merit  cum  seniority  
based  promotion  policy.    In  other  words while 
seniority may be the basis for promotion for the 
clerical cadre, merit should be  given  due  weight  
in  the  matter  of  promotion  for  higher  cadres.

2.  Branch managers should conduct branch level 
meeting periodically to apprise the employees  
across  the  cadre  on  the  progress  made  by  
the  branch  on  various performance indicators 
and invite suggestions for addressing the 
challenges faced at  the  branch  level.

3.  There should be grievance redressal mechanism 
for addressing the grievances of the staff 
members at the branch level.  The branch 
manager may resolve the issue that could  be  
solved  within  the  powers  vested  in  him.

4.  Division  office  should  undertake  periodic  
satisfaction  survey  so  that  it  can  take 
necessary steps to spot out the areas of 
dissatisfaction and take remedial measures 
while sustaining the higher level of 
satisfaction by continuing positive motives

CONCLUSION

A study of job satisfaction of private bank employees in  
kanchipuram district has  brought  to  light  both  positive  

aspects  and  dark  spots. The analysis of impact of 
organizational factors on different categories of employees 
discloses  that  there  is  a  high  level  of  satisfaction  in  
majority  of  job  satisfaction factors  in  the  case  of  
branch  managers  and  officers,  while  there is  growing 
dissatisfaction  in  some  of  the  issues  like  benefits,  etc., 
among the  clerical  cadre. The  investigation  of  impact  
of  personal  factors  on  job  satisfaction  of  employees 
discloses  the  fact  that  the  employees  irrespective  
of  gender  experience  job satisfaction;  the  level  of  
satisfaction  varies  according  to  age; the  education  
level of  employees  has  a  bearing  on  job  satisfaction;  
the  level  of  job  satisfaction  also varies  according  to  
the  cadre,  length  of  experience  and  salary.   As for 
officer category, it is high level motivation factors like 
recognition for work, promotion policy; and works itself, 
achievement cause job satisfaction while hygiene factors 
cause less job satisfaction.
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ABSTRACT

Social factors such as job, income and education are 
the most important health determinants and ‘having 
a job’ reflects an individual’s ability to function as a 
part of their overall health status. The need for proper 
healthcare and more health facilities has increased 
even among the general public living in all  villages 
and urban area were this has created a demand to 
cope up equal with the other current hospitals which 
functions in the city and thus the government has come 
up with many new technologies and new doctors with 
well qualified, though the people are keen in assessing 
the health services quality and thus it is important 
for the researcher to measure the quality of health 
services provided by these primary health centers with 
reference to doctors and staff. Health services being 
fundamentally irrelevant to ‘closing the health gap’ 
in all nations are important to be understood. Thus, 
this research throws light on highlighting the health 
services by PHCs of Kanchipuram district with a 
detailed  analysis and suggested measures for further 
research.

Key Words: Doctors, Staff, Health services, Health 
care, Primary health centers (PHC’s)

INTRODUCTION

Health care is essential to human beings based on 
practical, scientifically sound and socially acceptable 
methods and technology made universally accessible 
to human beings and their families in the country.  
The human beings participation and at a cost that the 
community and country can afford to maintain at every 
stage of their development in the spirit of self-reliance 
and self-determination.  It plays an Integral part of the 
country’s health system and reflects overall social and 
economic development of the country. It is the first 
level contact of individuals, the family and community 
with the national health system bringing health care as 
close as possible to where people live and work, and 

constitutes the first element of a continuing health care 
system.

REVIEW OF LITERATURE

Halil Zaim (2010)1 found out the important 
criteria for measuring service quality and Patient’s 
satisfaction in the health care industry in Turkey. 
The relationship between patient’s satisfaction 
and various measures were analyzed for the study. 
Data for this study were gathered using a structured 
questionnaire that was distributed to 265 patients 
in 12 hospitals in Turkey. The techniques such as 
factor analysis and regression models were used 
to analyze the relationships. The results of the 
study confirmed that while tangibility, reliability, 
courtesy and empathy were significant for patient’s 
satisfaction.

Rajinder Singh (2010)2 analyzed to examine 
patients’ perception towards healthcare services of 
government hospitals in Haryana. 200 samples from 10 
hospitals of various districts in Haryana were collected. 
The study designed by using stratified random 
sampling and exploratory research design. Frequency 
and percentage method were used for the analysis of 
data.  It is found that patients were dissatisfied with the 
doctors’ visit service to the hospital and majority of the 
patients were satisfied with various diagnostic services 
provided by hospitals.

Kenneth N. Wanjau (2012)3  has found that 
factors affecting provision of service quality in 
public health sector at Kenya, focusing on employee 
capability, technology, communication and financial 
resources. Questionnaires were served among 1031 
staff working in Kenyatta National Hospital. This is 
the largest referral hospital in Eastern and Central 
Africa. Regression

Analysis and ANOVA were used and found that 
public health sectors had to improve the level of 
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technology in order to facilitate service assessment 
and communication.

Zahida Abro (2012)4 analyzed overall satisfaction 
of patients of civil hospital in Karachi.  The data were 
collected from 135 patients and analysis was done 
through F-test, Standard Deviation, correlation and 
ANOVA. It is found that patients were satisfied but 
the satisfaction level is not very high. Female patients 
satisfied more than males and they were dissatisfied 
with physical facilities.

Daprim S Ogaji (2015)5 investigated on the 
systematic review of patients’ views on the quality of 
primary health care services in sub-Saharan Africa. 
This study consists of 372 samples, weighted average 
and standard deviation tools were used for analysis. 
The study recommends for improvement in systems 
used to examine patient’s views on quality of primary 
health care services.

OBJECTIVES OF THE STUDY

[1]  To identify the factor that influences Patients’ 
satisfaction on Health services in PHC’s of 
Kanchipuram District.

[2]  To analyze the Patients’ satisfaction on Health 
services in PHC’s of Kanchipuram District.

STATEMENT OF THE PROBLEM

The health care service is one of the India's largest 
and important sectors, in terms of income and 
employment; one can very well witness the sector 
to expand rapidly. With the fast growing purchasing 
power, Indian patients are willing to pay more 
to avail best health care services which are of 
international standard. In the era of globalization and 
stiff competition, there are many factors affecting the 
patient satisfaction on health services like doctors, 

nursing and staff services. Hence, it is essential to 
find the patients’ satisfaction on Health services of 
PHC’s in Kanchipuram District.

NEED OF THE STUDY

The present study can help to show the Patients’ 
satisfaction on Health services of PHC’s in 
Kanchipuram District. Information drawn from this 
study can serve as guidelines to institute/improve 
existing Health centers policies, patients satisfaction 
level and expectations.

METHODOLOGY OF THE STUDY 
SOURCE OF DATA

The present study is mainly based on primary data. 
Primary data has been collected through a well 
structure questionnaire designed for the study.

SAMPLING DESIGN

Convenience sampling method was adopted in this 
study for the purpose of data collection. The number 
of patients taken for the study is 100 respondents.

PRIMARY DATA

Primary data were collected from the patients of 
primary health centers of Kanchipuram district, 
through a structured questionnaire. It incorporates four 
dimensions on health care  services offered by PHC’s 
in Kanchipuram district. Personal details regarding 
age, monthly income, employment status, educational 
qualification and years of experience etc

TOOLS USED

The data collected through the questionnaires were 
analyzed by using the following statistical tools 
such as Percentage Analysis, ANOVA and Multiple 
Regression.

ANALYSIS & INTERPRETATION
Table 1 – Demographic Profile of the Patients

Profile of the Respondents Particulars Frequency Percentage  %
Gender Male 63 63

Female 37 37
Marital Status Married 72 72

Unmarried 28 28
Age Up to 18 Years 9 9

19 Years to 40 Years 53 53
41 Years to 60 Years 25 25
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More than 60 Years 13 13
Educational Qualification Up to HSC 35 35

UG 31 31
PG 23 23
Professional 11 11

Occupation Agriculture and allied activities 43 43
Government 21 21
Private Sectors 12 12
Self-employment 13 13
Professional 11 11

Annual Income Up to Rs.100000 62 62
Rs.1,00,001 to Rs.3,00,000 25 25
More than Rs.3,00,000 13 13

SOURCE: PRIMARY DATA

Multiple Regression Analysis

Influence of Patients’ satisfaction on other Health 
services and Doctors services

The other services viz., Dietary services, nursing 
and Staff Services, Treatment, Awareness programs 
are considered as independent variables and the 
patient satisfaction on doctors’ services is taken up as 
dependent variables.

Table 2 - Model Summary of Patients’ Satisfaction on other Health Services and Doctors services
Model R R squared Adjusted R Square Std. Error of the Estimate
Dietary Service .649 (a) .419 .418 7.16745
Nursing and Staff service .683 (b) .467 .464 6.87595
Treatment .699 (c) .489 .483 6.74233
Awareness Programs .704 (d) .494 .489 6.71293

From the above table, it is found that r = 0.649, r2 
is 0.419, adjusted r2 =0.418 and SE of the estimate is 
7.16745. It could be seen from above statistical result 
that the variable on Dietary service at 5% level. This 
shows that there is good fit of regression on these 
variables. It reveals that r = 0.683, r2 is 0.467, adjusted 
r2 =0.464 and SE of the estimate is 6.87595. It could 
be seen from above table that the variable on Nursing 
and staff service at 5% level. This shows that there 
is good fit of regression on these variables. It depicts 

that r = 0.699, r2 is 0.489, adjusted r2 =0.483 and SE of 
the estimate is 6.74243. It could be seen from above 
statistical result that the variable on Treatment at 5% 
level. This shows that there is good fit of regression on 
these variables. It analyzes that r = 0.704, r2 is 0.494, 
adjusted r2 =0.489 and SE of the estimate is 6.71293. 
It could be seen from above statistical result that the 
variable on Awareness programs at 5% level. This 
shows that there is good fit of regression on these 
variables.

Table 3 - ANOVA of Patients’ Satisfaction on Other Health Services

Model Sum of Squares Df Mean Square F Sig. Model
Dietary Services Regression 1601.287 1 1621.287 35.352 .000(a)

Residual 2253.732 99 51.375
Total 3875.019 100

Nursing and Staff Regression 1047.577 2 9024.799 90.870 .000(b)
Residual 2007.441 98 47.278
Total 3855.018 100

Treatment Regression 1888.844 3 6296.281 38.500 .000(c)
Residual 1966.175 97 45.480
Total 3875.019 100

Awareness Regression 1907.976 4 4778.994 96.009 .000(d)
Residual 1947.043 96 45.062
Total 3875.019 100
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From the above table, it is found that Dietary 
services (F value = 1621.287, P = .000), Nursing 
and Staff services (F value = 9024.799, P = .000), 
Treatment (F value = 6296.281, P = .000), Awareness 
programs (F value = 4778.994, P = .000) which has 
been systematically significant at  5% level and it may 
be concluded that the regression fit is significant. The 

Independent variables i.e., Dietary services, Nursing and 
Staff services, Treatment and Awareness Programs are 
highly significant in explaining the patients’ satisfaction 
on Doctors services. Further, the individual impact is 
measured through t test and the values are shown in the 
table indicating the co-efficient explain the influence on 
the patients’ satisfaction on Doctors services.

Table 4 - Influence of Patients’ Satisfaction on other Health Services  

Model B
Unstandardized Coefficients Standardized Coefficients T Sig.

Std. Error Beta
1 (Constant) 45.986 2.313 19.904 .000

Satisfaction on Dietary service .506 .038 .637 17.768 .000
2 (Constant) 39.139 2.363 15.840 .000

Satisfaction on Dietary service .389 .041 .521 12.432 .000
Satisfaction on Nursing 
services and staff services .203 .022 .267 6.259 .000

3 (Constant) 39.498 2.503 14.690 .000
Satisfaction on dietary service .754 .048 .406 8.594 .000
Satisfaction on Nursing  
services and staff services .148 .043 .198 4.343 .000

Satisfaction on Treatment .169 .040 .233 4.312 .000
4 (Constant) 37.688 2.551 14.797 .000

Satisfaction on Dietary service .269 .042 .334 6.279 .000
Satisfaction on Nursing 
services and staff services .133 .033 .162 3.899 .000

Satisfaction on Treatment .169 .038 .225 4.377 .000
5 Satisfaction on Awareness 

programme services .049 .022 .113 2.215 .028

From the above table, it has revealed that 
Dietary service (t = 17.768, P = .000), Nursing and 
Staff Service (t = 6.259, P = 0.000), Treatment (t = 
4.312, P = 0.000), Awareness programs (t = 2.215, 
P = 0.000) are statistically significant at 5% level. 
In the same way Dietary services is also highly 
Influence the satisfaction of the patients on Doctors 
services. Therefore it has been concluded the  health 
related issues inferences, the application of multiple 
regressions test discloses that the patients’ satisfaction 
on doctors’ service is influenced by Dietary service, 
Nursing and Staff service, Treatment and Awareness 
programs.

Influence of Patients’ satisfaction on other 
Health Services and Staff services 

The other services viz., Treatment, Doctors services 
and Dietary services are considered as independent 
variables and the patient satisfaction on Nursing and 
Staff services is taken up as dependent variables.

Table 5 - Model Summary of Patients’ Satisfaction

On other Health Services and Staff Services  

Model R R 
Square

Adjusted  
R Square

Std. Error  
of the  
Estimate

Treatment .633 (a) .398 .395 9.39771
Doctors  
Services .679 (b) .437 .434 8.97756

Dietary  
Services .673(c) .456 .450 8.89313

From the above table, it is found that r = 0.633, r2 
is 0.398, adjusted r2 =0.395 and SE of the estimate is 
9.39771. It could be inferred from above statistical 
result that the variable on Treatment at 5% level. 
This shows that there is good fit of regression on 
these variables, It depicts that r = 0.679, r2 is 0.437, 
adjusted r2 =0.434 and SE of the estimate is 8.97756. 
It could be inferred from above statistical result that 
the variable on Doctors service at 5% level. This 
shows that there is good fit of regression on these 
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variables, it is stated that r = 0.673, r2 is 0.456, 
adjusted r2 =0.450 and SE of the estimate is 8.89124. 
It could be seen from above statistical result that 

the variable on Dietary services at 5% level. This 
shows that there is good fit of regression on these 
variables.

Table 6 - ANOVA of Patients’ Satisfaction on Nursing and Staff Services

Model Sum of Squares Df Mean Square F Sig.

Treatment
Regression 1739.546 1 17839.546 203.579 .000 (a)
Residual 2807.183 99 88.110
Total 4546.729 100

Doctor Service
Regression 2050.559 2 10275.279 129.671 .000 (b)
Residual 2596.170 98 79.862
Total 4546.729 100

Dietary Services
Regression 2086.547 3 6962.182 87.076 .000 (c)
Residual 2560.182 97 79.054
Total 4546.729 100

From the above table, it is found that Treatment (F 
value = 203.579, P = .000), Doctors services (F value = 
129.671, P = .000), Dietary Services (F value = 87.076, 
P = .000) which are systematically significant at the 5% 
level and it may be concluded that the regression fit is 
significant. The Independent variables i.e., Treatment, 

Doctors Services and Dietary Services are highly 
significant in explaining the patients’ satisfaction on 
Nursing and Staff Services. Further, the individual impact 
is measured through t-test and the values are shown in the 
table indicating the co-efficient explain the influence on 
the patients’ satisfaction on Nursing and Staff service.

Table 7 - Coefficients (a) - Influence of Patients Satisfaction on other Health Services &  
Nursing and Staff Services

Model B Unstandardized Coefficients Standardized Coefficients T Sig.
Std. Error Beta

1 (Constant) 26.368 3.562 7.447 .000
Satisfaction on Treatment .639 .035 .633 14.349 .000

2 (Constant) 7.211 4.733 1.628 .130
Satisfaction on Treatment .467 .053 .462 8.961 .000
Satisfaction on Doctors’ services .382 .066 .286 5.736 .000

3 (Constant) 6.604 4.738 1.406 .164
Satisfaction on Treatment .391 .070 .395 6.341 .000
Satisfaction on Doctors’ services .338 .080 .267 4.703 .000
Satisfaction on Dietary service .130 .074 .139 2.372 .040

Dependent Variable: Satisfaction regarding nursing services and staff services

From the above table, it is indicated that Treatment 
(t = 14.349, P = .000), Doctors Services (t = 5.736, P 
= 0.003), Dietary Services (t = 2.062, P = 0.000) are 
statistically significant at 5% level. In the same way 
Treatment is also highly Influence the satisfaction of 
the patients on Nursing and Staff services. Therefore it 
is concluded that these health related issues inferences, 
the application of multiple regressions test discloses 
that the patients’ satisfaction on Nursing and Staff 
services is influenced by Treatment, Doctors services 
and Dietary service.

Findings of the Study
 ●  The majority of 63 per cent of the patients’ 

are male.
 ●  The most of the respondents (72%) are 

married.
 ●  The  53% of the respondents  are in the age 

group of 19 - 40 years.
 ● 43% of the respondents are agriculturalist.
 ●  62% of respondents are in the income group 

of up to Rs 1,00,000 per year.
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 ●  Multiple Regression Tests it can be concluded 
that all the health services are influenced by 
other variables (services). Therefore patients’ 
satisfaction on health services influenced 
by all other services and these variables are 
deciding patients’ satisfaction level on health 
services.

SUGGESTIONS

1.  The Primary Health Centers will provide 
nutritious food to all types Indoor patients’ 
especially pregnant women and this will 
reduce the percentage of low birth weight 
babies.

2.  The PHC may conduct awareness camp/ 
meetings in different villages to educate 
the people and make them healthy with in 
periodical intervals.

3.  The Govt. will conduct conference / seminar 
/ workshops to doctors and staf for their 
knowledge development within periodical 
intervals.

CONCLUSION

The primary objective of the public health policy 
must be ensuring the accessibility and affordability 
to primary health care for all the people. Health 
care is the fundamental right of the individual and 
it is the primary responsibility of the Government. 
The Government should take sufficient measures to 
control against the charging of more fee on different 
health services by private hospitals. At the same 
time the Government should conduct more health 
awareness programs for the welfare of the people. 
Well co-operation of the public is very important in 
this regard. The Governments primary health centers 
are collectively responsible for the availability of 
medicines and other services in the sub-centers 

of PHC. This study concludes that the majority of 
the patients are satisfied with the health services 
provided by primary health centers of Kanchipuram 
District.
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ABSTRACT

Background
Data is the heart of any new technology, when it 
comes to online marketing platform, its contribution is 
incredible. With technology up-gradation, there is an 
intensive data exploitation and manipulation. The root 
of this data monitoring, acquiring of personal data 
and the online activities is through a process called 
data veillance. Data veillance is the base for consumer 
surveillance and consumer profiling, which ultimately 
end up with new intrusive marketing strategies. 
One such intrusive marketing strategy is accessing 
the digital footprints of the digital consumers. This 
paper is an attempt to highlight the level of consumer 
awareness based on the intrusive marketing strategy.  

Methodology
This empirical study focuses on the internet user who 
can be placed in social techno-graphic ladder for the 
study because only digitally literate respondent can 
understand the seriousness of information tracked by 
the marketers. A structured questionnaire was given 
purposively to the respondents, through both online 
and manual platforms. The data was analyzed through 
SPSS 23 version to derive further conclusions. 

Findings
The data collected is analyzed and projected on 
the multidimensional matrix. The findings of this 
study would help in identifying the perception of 
consumerunderstanding of digital footprints ensuring 
security in using online platforms and to protect the 
misuse of digital footprints.  

Originality and practical implication:
This paper spotlights the tracking techniques 
through digital footprints amongst the digital 

users and the consumer awareness. In addition, it  
would enable the policy makers in framing new 
law for digital marketer against their intrusive 
strategies and implementing new law for the digital 
marketers

Keywords: Digital Marketing, Digital Footprints, 
Invasive Marketing
Paper Type: Empirical paper

1. INTRODUCTION

“Consumer data is the central theme of 
Digitalization”(DSCI, 2018). The digital era is a 
technology booming era favoring many industries 
and despite of the revolutionary change there are 
few hurdles to the consumers due to the digital 
transformation. Digital transformation addresses key 
issues such as cybersecurity, data security and privacy 
and confidentiality. The root cause of these issues is 
the process of dataveillance. In India the penetration 
of digital marketing is becoming very high, that 
includes consumer surveillance, customization 
and stepping into the consumer’s private space 
knowingly and unknowingly. These kind of digital 
marketing strategies are mostly through accessing 
the consumers trail on the online platform commonly 
known as digital footprints.Digital footprint is an 
online version one’s self, and not just accessing 
the Facebook profile. Instead every time a person 
goes online a footprint is left behind and that can 
be copied, shared, broadcast and is permanently 
recorded. This is an intrusive marketing technique 
because many consumers are not aware of what they 
are really leaving behind in the digitalspace. Hence 
this paper aims to empirically study the consumer 
level of awareness and their perception on Digital 
Footprints.
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2. LITERATURE REVIEW

2.1. Digital Footprints & Uses

A digital footprint is a platform that sketches a 
person’s online activities that provides insights to 
analyses the behavior, preference, needs and also 
predicts the future actions(Hewson, 2013; Sjöberg 
et al., 2017). Digital footprints also helpin recording 
and analyzing of information from various field. 
Many researchers from various discipline like 
computer science, public health and social sciences 
has used digital footprints for making major analysis 
and conclusion(Azucar, Marengo, & Settanni, 2018). 

Digital footprintshelp in identifying the character 
trait of individuals.The information about the friends, 
neighbor’s, co-workers, professional colleagues or 
business competitors’ strategies can be identified 
through the means of digital footprints(Madden 
& Smith, 2010).Every individual’s personality is 
established not only through offline but also through 
the online behavior since digital footprints are base 
to predict it.The five Big personality traits, such as 
extraversion, conscientiousness, openness, emotional 
stability, and agreeableness can be identified through 
the digital footprints(Chamorro-Premuzic & Nahai, 
2017; Lambiotte & Kosinski, 2014).

Table 1 Classic Views on Digital Footprints
Views Authors&Citation

A digital footprint is a trail of data you create while using the Internet. It includes 
the websites you visit, emails you send, and information you submit to online services.

Christensson
(Case, 2010)
Tech Terms

Digital Footprint record of your interaction with the digital world and how the data is left 
behind can be exploited.

Tony Fish

Digital Footprint is a ‘footprint’ of digital information that a user’s online activity leaves 
behind.

NCSC glossary
(NCSC, 2016)

One’s unique set of traceable digital activities, actions, contributions and communications 
that are manifested on the Internet or on digital devices.

Wikipedia

Digital footprint, digital shadow, online reputation, digital tattoo - whatever you call it, it’s 
a term that’s too important to ignore yet often isn’t discussed in homes or classrooms

Kathleen Morris
(MORRIS, 2018)

Adapted from Secondary sources

Social Technological Participation

Social technographics concept was created by 
forester’s research that is segmented into six levels 
of participation. These were designed to help the 
businesses to make use of social media with a human 
approach. The hierarchy comprises of   creators, 
critics, collectors, joiners, spectators and inactives 
as presented in the Table 2(Solis, 2011). The social 
technographic concept initially was created to 
understand the consumer involvement level in the 
social space and this involvement level increases in the 
ladder at each step(Bertsch & Girard, 2007; Winter, 

2012).In the European countries social technographics 
provides a platform to compare and evaluate the 
consumer’s engagements with social technologies. 
Blogs, networks and wikis are the social technologies 
mostly used European online users(Jennings, Overby, 
Bernoff, & Bresciani, 2008). On whole the key 
purpose of this ladder is to indicate the consumer or 
user base who are highly dynamic by nature andit 
enhances the marketers who are using social media as 
vehicle(Sørensen, Porras, Hajikhani, & Hayar, 2014). 
In this hierarchy the collectors, critics and creators 
are called as netizens because they are the active 
contributors and rest of the are just internet consumer.

Table 2 The Social Technographics Ladder
Dimension Li and Bernoff’sDefinition Activities
Creators Creators make social content go. • Publish a blog

• Publish your own Web pages
• Upload video you created
• Upload audio/music you created
• Write articles or stories and post them

Critics Critics respond to content from other. • Post ratings/reviews of products or services
• Comment on someone else’s blog
• Contribute to online forums
• Contribute to/edit articles in a wiki
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Collectors Collectors organize content for themselves or others • Use RSS feeds
• “Vote” for Web sites online
• Add “tags” to Web pages or photos

Joiners Joiners connect in social networks • Maintain profile on a social networking site
• Visit social networking sites

Spectators Spectators consume social content • Read blogs
• Listen to podcasts
• Watch video from other users
• Read online forums
• Read consumer ratings/reviews

Inactive Inactives neither create nor consume  social content of 
any kind.

None of the above

Adapted from(Li & Bernoff, 2008)

2.3  Link between Invasive Marketing 
and Digital Footprints

There are many marketers’ strategies which the 
consumers are not aware of andwithout their 
knowledge the strategy is been implemented on 
them and its commonly known as intrusive/invasive 
marketing strategies. One such strategy is digital 
footprints which can be active and passive. Active 
ones’  are those footprints left by consumer with 
their full knowledge whereas passive footprints those 
are not deliberately left behind by the individual, 
and  without their knowledge it is used as a tool by 
the marketers(Madden, Fox, Smith, & Vitak, 2007)
address, and phone number are just the basics in a world 
where voluntarily posting self-authored content such 
as text, photos, and video has become a cornerstone 
of engagement in the era of the participatory Web. The 
more content we contribute voluntarily to the public 
or semi-public corners of the Web, the more we are 
not only findable, but also knowable. Internet users are 
becoming more aware of their digital footprint; 47% 
have searched for information about themselves online, 
up from just 22% five years ago. Unlike footprints left 
in the sand at the beach, our online data trails often 
stick around long after the tide has gone out. And as 
more internet users have become comfortable with 
the idea of authoring and posting content online, they 
have also become more aware of the information that 
remains connected to their name online. Nearly half of 
all internet users (47%.It adds value to improve web 
mining process andalso enhances other monitoring 
tools(Gerrikagoitia, Castander, Rebón, & Alzua-
Sorzabal, 2015)social media… In an e-commerce site, 
e-marketing must help consumers in their purchase. 
This requires precise knowledge of the customer’s 
preferences. For this reason, holders of e-shops must 
find out to whom, to what, how and when to refer to 

the customer, ergo, to know the “consumer decision 
journey” and strengthen their engagement. This 
analysis is obtained when the customer is visiting an 
e-shop because (s.

As a negative side of digital footprints, it maps 
the usage of internet of individual and it influence 
future career and job prospects. It also builds up media 
storage and becomes the cause for losing jobs, quitting 
of education etc.(Buchanan, Southgate, Smith, 
Murray, & Noble, 2017). Many of these digital shadow 
attributeshave been utilized to verify, validate and 
authenticate the real identities. Major digital shadow 
attributes of personal details likename, DOB, home 
address, phone number, email address, GPS locations, 
timestamps,financial status, professionalstatus, social 
status, purchasing behavior, even day to day activities 
are ultimately mere exploitation of consumers digital 
footprints and hence it’s highly invasive in nature and 
when marketers use it becomes an invasive marketing 
strategy(Blue, Condell, & Lunney, 2018). 

3. METHODS AND MEASURES

Internet revolution and technology upgradation 
has encouraged many internet users to adopt new 
technologies. However, there are effective number 
of research studies on consumers awareness, most 
of them are conducted in other developing countries. 
Many of government organization had initiated 
several surveys on cyber securities during 2018. In 
India a Data Protection Act was passed and it is to be 
implemented as a law(Balaji, 2018). In this context 
research on Digital footprint necessitated an empirical 
study as it is interlinked with all aspects of human-
technology interaction. Additionally, the technologies 
and intrusive strategies are growing at a faster phase 
further emphasizing the need for the study. 
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3.1  Instrument development and 
Analyzing tools

A structured Questionnaire with two segments was 
prepared for the collection of data. The first segment 
elicited information ondemographic profile of the 
respondent such as gender, age, education, social 
media usage, employment status, internet usage 
and social technographic participation.  The second 
segment consists of the level of awareness that 
comprises of three sub categories such as statements 
related to types of information tracked, source of 
information collected and purpose of using digital 
footprints. The variables were taken from a report 
“Your Digital Footprint: Leaving a Mark”(“Your 
Digital Footprint: Leaving a Mark,” 2013). All the 
awareness statements in second segment is measured 
through Five-Point Likert scale(1= “not at all aware” 
to 5 = “Extremely Aware”) which described by  
response anchors(Vagias, 2006). 

3.2 Sample and data collection

The respondent were selected through purposive 
samplingmethod from the Chennai city. Combination 
of online survey and direct questionnaire were given to 
the respondents.Internet and social technology usage 
by the respondents were considered as the criteria for 
selection.To have a proper distribution of social media 
users the online questionnaire link was sent to many 
Facebook groups and to the respondent’s inbox who are 
using social technologies.  Around 200 questionnaires 
were circulated and after elimination of incomplete 

responses 177 responses were found to complete, 
with response rate of 88.5%. The analysis was done 
using IBM SPSS Statistics 23 version software. The 
respondent’s profile is presented through descriptive 
analysis and inferential analysis such as Pearson 
chi-square and Multidimensional scaling matrix 
were used to understand the awareness level. KMO 
(0.905) and Bartlett’s test (0.000) were conducted to 
test the sampling adequacy and the values indicated 
samplingadequacy. The reliability test was conducted 
for the questionnaire, the value for which was found 
to be 0.965.

4 RESULTS

4.1. Profile of respondents 

Participation in the research was limited to respondents 
using internet residing in Chennai city. Fifty Eight 
percent were women and seventy six percent were 
from age category of 31-40 years. Although majority of 
respondents are postgraduate (65%), the employment 
status showcases majority of them are unemployed 
(64%). Overall, the respondents were heavy internet 
users, around forty seven percent of them are using 
internet for past 6 to 10 years. Internet has become 
apart of life because around fifty four percent of the 
respondent use it wherever they go. In terms of the 
social technographic participation/profile, most of the 
respondent are Joiners (36%) and Spectators (34%) 
this indicates that majority of them just use internet to 
be connected and utilize the social content.

Table 3 Demographic Profile
Demographics variables F % Demographics variables F %
Gender Male 75 42.4

No. Of Years

Less Than 2 16 9.0
Female 102 58.6 2 To 5 62 35.0

Age

Below 20 17 9.6 6 To 10 84 47.5
21-30 10 5.6 More Than 10 15 8.5
31- 40 136 76.8

Social Technographic 
Participation (STP)

Inactive 10 5.6
40 & Above 14 7.9 Spectators 61 34.5

Education UG 38 21.5 Joiners 65 36.7
PG 116 65.5 Collectors 16 9.0
Professionals 23 13.0 Critics 13 7.3

Employment 
Status

Unemployed 114 64.4 Creators 12 6.8
Employed 63 35.6

Source: Computed through SPSS 23
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4.2. Level of Awareness Comparison 
One of the key highlights of this empirical study is to 
understand the level of awareness on types, sources 
and usage of information tracked through the digital 
footprints. In the context of types of information 
tracked (48.6%) and sources of information collected 
(45.8%) the awareness level is moderate whereas the 
awareness level is highpertaining to usage of digital 

footprints. Although the results are contradicting to 
previous literature the key reason for this awareness 
level is because around 47% of the respondent are 
ardent internet users and as mentioned in one of the 
study the 90% of Indian consumers face online frauds 
directly and it is key reason why digital consumers are 
in learning phase of understanding the traits behind the 
screen(Correspondent, 2018). 

Table 4 (A)Understanding of Level awareness
Digital Footprint Awareness  Low F (%) Moderate F (%) High F (%)
Types of information tracked 45(25.4) 86(48.6) 46(26.0)
Source of information collected 44(24.9) 81(45.8) 52(29.4)
Purpose of using digital footprints 52(29.4) 30(16.9) 95(53.7)
Source: Computed through SPSS 23

4.3.  Association Between Demographic 
Profiles

The study explores the association between the 
demographics and their awareness on digital 
footprints. The findings reveal that there is 

association between age, period of internet usage 
and STP which evidences that all these influences 
the awareness of digital footprints, whereas gender, 
education and employment has no association with 
awareness levels.

Table 4(B) Association Between Demographic Profiles and Information Tracked Through Digital 
Footprints

Information Tracked Gender Age Education No. of Years STP Employment Status
Types 0.008* 0.002* 0.500 0.000** 0.000** 0.500
Source 0.101 0.002* 0.351 0.000** 0.000** 0.351
Purpose 0.086 0.005* 0.245 0.006* 0.000** 0.245
** Highly associated & * Associated

Source:Computed through SPSS 23

4.4.  Purpose of using digital footprints 
-MDS analysis
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Multidimensional scaling (MDS) analysis is mainly 
performed for understand the attribute’s position’s 
through a visual representation. It is an attempt to find 

the structure in a set of distance measure. In this paper 
the MDS is used to understand the level of awareness 
on the purpose of using digital footprints amongst 
Social Technographic Profiles of the respondents. 

This matrix maps the distance and itshow of the 
variables in four quadrants (as Q)where Q1- the high 
performance and low importance, Q2- high performance 
and high importance, Q3- lowperformance and Low 
importance and the Q4 indicates low importance and 
high importance. While computing the MDS matrix 
through SPSS the Kushal stress should be below 0.2 
and Squared correlation should be 0.9. It was checked 
to understand the fitness, in this study and was found 
thatall six MDS analysis have great fitness. 

Table 5 MDS Analysis fitness for the six aspects of the STP
Matrix Name Inactives Spectators Joiners Collectors Critics Creators
Stress 0.00000 0.07764 0.4464 0.09941 0.5851 90.00326
RSQ 1.00000 0.95470 0.9719 0.93977 0.97976 0.99995
Source: Computed through SPSS 23
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Spectators Versus Joiners

As most of the respondents are spectators and joiners 
this part aims to compare ,contrast highlight the results 
related from the MDS matrix (depicted in figure 1 
appendix ).

Quadrant 1: High Performance and High 
Importance

Spectators have positioned DPU (Digital Footprints 
usage) for digital marketing analytics and digital 
reputation in this quadrant.In general spectators 
mostly fall in the Generation X category whose core 
values is self-reliance, pragmatics and skepticism 
hence it may be the reason for this result(Li, Bernoff, 
Glass, & Fiorentino, 2007)(Dole et al., 1945).On the 
other hand, Joiners have potions DPUs for digital 
marketing analytics and Hacking in this quadrant. 
Joiners mostly GenY or commonly known has 
millennials, they are those who use smartphones 
and who use technology as a major tool for 
connectivity so this may be the reason for this kind 
of position(Perakslis & Michael, 2012)there was a 
significant chi-square analysis reported (χ2 = 56.64, 
df = 3, p =.000.

Quadrant 2: High Performance and Low 
Importance

Quadrant 2 isvery important one as those variables 
positioned in this quadrant is important because they 
play major role in performance. The spectators have 
positioned DPUs for social influence and behavioral 
economics in this quadrant whereas joiners had 
positioned social influence and digital reputation 
in this quadrant. These results have suggested that 
level of awareness for the above variables must be 
more emphasized and the respondents require more 
awareness on the same.

Quadrant 3: Low Performance And Low 
Importance 

DPUs for ‘Recommendation for Ads I Will See In 
The Future’ and ‘Emails And Other Target Marketing 
Strategies’ had positioned in this segment by the 
spectator the main reason for this may be because 
although Email marketing is really an old phenomenon 
marketers feel it as a best way to communicate with Gen 
Xers that is spectators(Lister, 2017).In contradiction to 
spectator’s opinion the joiners are prioritizing DPUs 

for behavioral economics and Invasive attacks on 
privacy in this quadrant.

Quadrant 3: Low Performance and High 
Importance 

DPUs for Invasive attacks on privacy and Hacking, 
Cyber-Attacks, Malware, Spyware, Etc. had 
positioned in this segment by the spectators. These 
two usages needspotlights and it’s essential to create 
awareness about it. Whereas joiners had positioned 
level of awareness on DPUs for ‘Recommendation 
for Ads I Will See in The Future’ and ‘Emails and 
Other Target Marketing Strategies’ where there is 
a need of more awareness.While comparing the 
matrix of joiners and spectators’ results depicts that 
spectators are more conscious and clearer about the 
digital footprints usage whereas joiners need more 
clarity about it.

5. DISCUSSIONS AND IMPLICATION

Quadrant 4 shows almost all the usages of digital 
footprints level of awareness amongst various STP 
respondents. This quadrant is really important 
as it shows those aspects yet to be given more 
performance but which are considered as really 
important ones. As a key finding all the aspects of 
Digital Footprints need further level of awareness 
under each STPs. The respondents had few 
suggestion and recommendation to the government 
and to the society. Firstly,many of the respondents 
feel insecure as they are worried that their 
personal data beinghackedbecause of third parties’ 
interruptions. Less invasion of privacy is the second 
request by the respondents. 

6. CONCLUSION AND LIMITATION

On a broader context, digital footprints are individual’s 
details that are tracked down for various purposes. 
This might even lead to disclosure of personal details 
that are needed to be kept confidential. As marketing 
strategies are completely data driven and in the modern 
world. The government as a regulatory authority has 
to interfere to protect the interest of the consumer 
legally.  The major limitation of this study is that it had 
concentrated only on the level of awareness amongst 
digitally literate respondents. But as a future scope 
there can be a comparative study.
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APPENDIX 1

(Label) Digital Footprints Used For/In Inactive Spectators Joiners Collectors Critics Creators
(UDF1) Digital Marketing Analytics 4 1 1 1 4 1
(UDF2) Social Influence 2 2 2 1 4 3
(UDF3) Digital Reputation 3 1 2 4 1 3
(UDF4) Behavioral Economics 1 2 3 2 1 2
(UDF5) Recommendation for Ads I Will See in 
The Future 2 3 4 2 2 4

(UDF6) Emails and Other Target Marketing 
Strategies 4 3 4 1 2 1

(UDF7) Invasive Attacks on My Privacy 4 4 3 3 3 3
(UDF8) Hacking, Cyber-Attacks, Malware, 
Spyware, Etc. 3 4 1 4 3 4
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INTRODUCTION

Education is an important for all the countries to 
increase and prosper socially, intellectually and 
efficiently. The secondary school teachers can 
contribute seriously to this prosperity by maintaining 
the value of the education process, so it is essential 
for educational authorities at all levels to optimize 
the quality and effectiveness of Secondary school 
teachers’ performance. With the intention to 
implement educational policies successfully and to 
achieve targets, secondary schools need motivated and 
committed teachers who are secure in their work and 
who are able to perform their duties to a high standard. 
It has recently undergone more than a few decades of 
rapid and comprehensive alter in the economic, social 
and educational fields. One may deduce that if the aim 
is to improve the educational process, then secondary 
school teachers and teaching practices should also be 
better since the success of any educational process 
must depend significantly on teachers’ performance 
and efficiency. To this end, it is commonly considered 
essential that teachers are satisfied and motivated at 
their job 

This study on job satisfaction and motivation 
among secondary school teachers has concerned 
the interest of many researchers. Much literature 
addresses the importance of teachers’ job satisfaction 
and motivation, including its effects on their retention, 
attrition and absenteeism. Thus, in Theni District and 
away, teachers’ job satisfaction and motivation can 
be seen to affect not now the teachers themselves, 
but their students, the excellence of the educational 
process, the development of the educational system 

and the happiness of the more extensive district. In the 
Tamil Nadu education system, the secondary school 
level represents the final stage of general education, 
so secondary school teachers face the pressure of 
preparing students for higher education. However, 
they have limited access to modern technological tools 
and feel that the usual traditional teaching methods 
do not adequately stimulate students, while the role 
of teachers, in general, is undermined in terms of 
student’s cultural progress and development. Perhaps 
unsurprisingly, some teachers are reluctant to work 
at the secondary level, preferring the elementary 
and intermediate stages other Theni. Teachers also 
appear to be abandoning teaching, preferring different 
administrative roles or early retirement while teachers 
holding postgraduate degrees are particularly prone to 
seeking better opportunities in other sectors. There is a 
need for research to identify the factors job satisfaction 
and motivation among secondary school teachers 
in Theni district Tamil Nadu to address the issues 
mentioned above. In a similar vein, while interest in 
job satisfaction and motivation has been extensively 
manifested in research carried out in developed 
countries, a limited number of studies have focused on 
these topics in developing countries.

STATEMENT OF PROBLEM 

Many studies have explored employees’ job 
satisfaction and motivation from a variety of 
perspectives. Researchers and managers alike look to 
put substantial efforts into influential and exploratory 
the factors affecting job satisfaction. In the educational 
context, teacher’s job satisfaction has been extensively 

JOB SATISFACTION AND MOTIVATION AMONG SECONDARY SCHOOL 

TEACHERS IN THENI DISTRICT OF TAMIL NADU

C.Prabakaran1, Dr.M.Soundarapndian2

1Ph.D., Research Scholar (Full-Time), School of Management Studies,  
The Gandhigram Rural Institute- Deemed to be University,  

Gandhigram-624302. Tamil Nadu, India. 
2Professor and Dean, School of Management Studies,  

The Gandhigram Rural Institute-Deemed to be University, 
Gandhigram- 624302. Tamil Nadu, India.

1prabakaranmba30@gmail.com, 2sprimgri@yahoo.com



244

   

researched, especially in a developed nation such as 
the UK and the USA. The topic is equally important 
to develop countries, for the same underlying reasons. 
Indeed, teachers in various regions of the world 
have been found to vary in their level of satisfaction 
at work.  In the identified a fall in teachers’ job 
satisfaction, when extrinsic factors such as salary, 
buildings and equipment were largely responsible for 
teachers’ dissatisfaction, whereas their counterparts 
were more preoccupied with intrinsic factors including 
time pressure and students’ behavior. Thus, employees 
who appear satisfied with work now could well be 
dissatisfied in the future and vice versa. This suggests 
an ongoing need for research to determine how 
satisfied employees are with their jobs and to identify 
the factors affecting changes in satisfaction levels. 

 Meanwhile, studies of job satisfaction among 
teachers in Theni District, the area of the research confined 
with Aundipatti, K.Myladumparai, Periyakulam, Theni, 
Bodinaickanur, Uthamaplayam, and Cumbum have been 
few and limited in scope; furthermore, they seem unlikely 
to reflect the current level of job satisfaction accurately, 
especially in the light of the unprecedented economic, 
social and educational developments in the Theni in 
recent years. Following rapid economic growth, education 
has been heralded as a significant vehicle for continued 
progress, presenting teachers with many challenges in 
their work. The researcher also recalls his formal and 
informal meetings with many teachers and head teachers, 
who voiced a multitude of concerns regarding their jobs. 
Also, several conversations with administrators and 
supervisors led him to identify several outstanding issues 
facing teachers, such as their social status, development 
opportunities, working conditions, workload and students’ 
behavior and motivation. Therefore, it appears that there is 
scope for such research in developing countries in general, 
therefore a little attempt taken by the researcher to make 
study in Theni District for research. Moreover, it seems 
that no study has so far paid attention to teacher motivation 
when examining satisfaction. Indeed, the only two studies 
conducted into motivation among Theni teachers were 
limited to female respondents. The current research aims 
to bridge the gap in the existing research literature on Theni 
secondary school teachers’ job satisfaction and motivation. 
The present researcher’s interest in teachers’ satisfaction 
and motivation and his belief in the need for an in-depth 
analysis of this topic in Theni, 

OBJECTIVES:

The specific objectives of the study are:  

 ●  To study whether there’s a relationship 
between the teacher’s common work 
fulfillment and their motivation; and 

 ●  To analyze whether there are contrasts in 
work fulfillment and motivation between 
instructors based on age, capabilities, work 
review, length of involvement, range of 
benefit at display school, subject instructed 
and whether they have gotten in benefit 
preparing.

DESIGN OF THE STUDY:

The research considers comprised two stages, quantitative 
and subjective, using surveys and interviews individually 
to gather information. This area offers an outline of these 
strategies and their significance. The researcher has coded 
all the data gathered in response to the questionnaire, and 
then point recorded them electronically, using the SPSS 
program for their analysis, as reported. As for the statistical 
analysis techniques used, they were as follows. Cronbach’s 
alpha was calculated to determine the internal reliability 
of the questionnaire items.  Descriptive statistics in the 
form of frequencies, percentages and means were used to 
interpret and draw comparisons about the group responses 
and how they were distributed in the questionnaire. 

Table -1 Reliability Co-efficient

S.No Section No. of. 
Items Alpha

1 Job satisfaction factor 48 .96

2
General Job 
satisfaction

3 .87

3 Motivation factor 9 .92
4 General motivation 3 .89

*Significance level of <.001

These values illustrate that the device was solid. 
In the expansion, the degree to which the survey 
things allude to each other is worthy, and the affiliation 
between these things can be said to be exceptionally 
high. Agreeing to the commonplace Cronbach’s alpha 
values alluded to over, the degree of the closeness or 
inner unwavering quality inside the constituents of the 
survey can be said to be high or exceptionally high.
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Table -2 Responses Concerning General Job Satisfaction

S.No Items SD D U A SA Mean
% % % % %

1 In general, I am satisfied with my job 1.6 9.2 10.9 60.4 17.9 3.83
2 If I had to start my career again, I would take my current job 3.8 15.7 24.8 39.1 16.6 3.48
3 If a good friend of mine was interested in working in my 

job, I would encourage him to take it.
5.3 15.9 22.4 41.7 14.8 3.44

Overall 3.5 13.6 19.3 47.0 16.4 3.58

SD=Strongly Disagree; D=Disagree; U=Undecided; A=Agree; SA=Strongly Agree; F=Frequency; % = Percentage.

Based on the Appears teacher’s reactions concerning 
their common work fulfillment. In response to thing 
1, it can be seen that nearly four-fifths of instructors 
communicated fulfillment with their occupations in 
common, with a cruel score of 3.83, among whom 
17.9% were exceptionally fulfilled. More than half 
(55.7%) of instructors shown that they would take their 
current work on the off chance that they had to begin 
their careers once more, with a cruel score of 3.48. Most 

too showed that on the off chance that a great companion 
was inquisitive about working in their job, they would 
energies him to require it: 41.7% concurred, and 14.8% 
unequivocally concurred with this suggestion. Things 2 
and 3 get decently tall ‘undecided’ reactions of 24.8% 
and 22.4% separately. The by and large cruel of 3.58 
shows that instructors were for the most part reasonably 
fulfilled with their occupations. 

Table -3 Teacher’s responses on issues of general motivation

S. No Items SD D U A SA Mean
% % % % %

1 I work hard at my job 1.8 5.3 11.0 55.2 26.7 3.99
2 In general, I am motivated to do my job 3.4 10.0 12.6 54.7 19.3 3.76
3 I would rather do teaching than change to another job 7.3 12.9 23.1 35.0 21.7 3.50

Overall 4.2 9.4 15.6 48.3 22.6 3.75

SD=Strongly Disagree; D=Disagree; U=Undecided; A=Agree; SA=Strongly Agree; F=Frequency; %=Percentage.

The teachers’ reactions with respect to their common 
inspiration in common, respondents have shown a high 
level of motivation, with a cruel score of 3.75. Nearly 
three-quarters demonstrated understanding (19.3%) or 
solid assertion (54.7%) with the recommendation that 
they were persuaded to proceed in their employment. 
More than half (55.2%) concurred and more than a 

quarter (26.7%) unequivocally concurred that they 
worked difficult at their occupations. A clear lion’s share 
(57.7%) of instructors have expressed that they would 
not wish to alter careers, though as it were around a fifth 
answered that they would. Nearly a quarter (23.1%) was 
uncertain, which was the next rate of vulnerability than 
for any other thing in this category.

Table – 4 Differences by Training

Categories Source of variance Sum of squares Df Mean square f Sig

Job satisfaction
Between group .038 1 .038

0.050 0.822Within  group 548.091 735 .746
Total 548.129 736

Motivation

Between group .821 1 .821

1.206 0.273Within  group 500.704 735 .681

Total 501.525 736
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Demonstrates the non-appearance of critical 
contrasts is generally work fulfillment and 
inspiration between instructors who had gone to 
educator preparing programs and those who had 
not. This proposes that developing plans had no 
impact on the motivation of instructors in this 
study.

THE FINDINGS ARE SUMMARIZED 
BELOW:

The findings summarized here are drawn from the 
quantitative data gathered during the study, The 
findings show that teachers were generally satisfied 
with their jobs and that interpersonal relationships 
made the greatest contribution to their satisfaction, 
followed by school administration and the nature of 
the work

 ●  The broad on common satisfaction, both 
quantitative and qualitative, indicate that the 
teachers were fairly fulfilled with their job. 

 ●  The interview data indicated that religion was 
a third motivational factor.

 ●  Three factors (interpersonal relationship, 
school administration, and nature of the work) 
were found to contribute strongly to teacher’s 
job satisfaction, while six of the ten factors 
contributed moderately or inconclusively to 
their satisfaction. 

CONCLUSION

The current study has investigated Job Satisfaction 
and Motivation among Secondary School Teachers 
in Theni District of Tamil Nadu, with a number 
of aim to determine their general levels of job 
satisfaction and motivation, to identify factors 
that might influence their job satisfaction and 
motivation, to establish whether there is any 
relationship between satisfaction and motivation, 
and to determine whether level of satisfaction 
and motivation vary with demography variables 
such as age, qualifications, length of experience 
of services, subject taught and training.  As per 
the research conclusions, outlines the contribution 
of this research to knowledge, offers some 
recommendations for policy to enhance teachers 
satisfaction and motivation in Theni district. 
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ABSTRACT

Rural labour market is a place where employee 
and workers come in direct contact with each 
other. In an economy labour market operates 
with demand and supply of labour. In a market 
worker’s supply is supply of labour and labour 
demand is the firms demand for labour. It is only 
changes in the bargaining power which pulls the 
supply and demand of labour in the market. India 
has three decades of experience in implementing 
employment generation programmes. The concept 
of creating employment in public works is not new: 
the Maharashtra model of rural employment has 
existed since the 1970s. Mahatma Gandhi National 
Rural Employment Guarantee Act which was 
launched in 2006 aims at enhancing the livelihood 
security of people in rural areas by guaranteeing 
hundred days of wage – employment in a financial 
year to a rural household whose adult members 
volunteer to do unskilled manual work.  The one 
decade experience of MGNREGA is studied by the 
various academicians, policy makers and scholars, 
most of the studies were centred on systemic defects 
rather than probing the impact on beneficiaries, 
degree of impact, implementation procedure, but 
Irregularities and corruption of MGNREGA is still 
a hot issue for debate. Against this background this 
study is focused on evaluation and its impacts of 
MGNREGA on Rural Labour Market in Tamil Nadu, 
particularly in Ramanathapuram District with the 
objective of its impact on rural employment and 
wage. The study found that the number of man days 
in rural employment have increased and wages 
in agriculture and non - agriculture have also 
increased.

Keywords: MGNREGA, Wage, Employment.

SECTION I 
INTRODUCTION

Rural labour market is a place where employee and 
workers come in direct contact with each other. In an 
economy labour market operates with demand and 
supply of labour. In a market worker’s supply is supply 
of labour and labour demand is the firms demand for 
labour. It is only changes in the bargaining power which 
pulls the supply and demand of labour in the market. 
Globally Indian economy is considered as one of the 
fastest growing economy in the world. In India’s large 
working population is the part of the unorganized sector 
that is over 94 percent. The Indian labour market is 
divided in two segments viz organized or formal sector 
and other is unorganized sector which is also known 
as informal sector. Organized sector in India is that 
sector which are registered as well as pay tax (income 
tax, sales tax) or which are licensed organization. All 
self-employed, unlicensed or unregistered economic 
activity such as rural traders, handicrafts, farmers and 
owner manned general stores etc. refers to unorganized 
sector or own account enterprises.

In India the unorganized labour is divided into 
four sections as per the India’s Ministry of labour, in its 
2008 report. The Indian unorganized labour force has 
been divided into nature of employment, occupation 
service segment and especially wrecked (distressed) 
section. The condition of the unorganized sector is not 
so good in India which has low productivity as well 
as bad living and working condition and also has low 
wages. More over unorganized sector in India has 
about 94 per cent of workers in it which in turn creates 
57 per cent of India’s national domestic product which 
is still very less per workers than the organized sector. 
Unorganised sectors are the one of the biggest sector 
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of the Indian economy. At the same time it supports 
half of the working population in both the rural as 
well as urban area. Still, there is a huge difference if a 
comparison is made between rural unorganized sector 
and urban unorganized sector. If there is a comparative 
analysis of rural unorganized sector with urban 
unorganized sector, there is a big gap in employment 
in wage efficiency in rural areas. Rural unorganized 
sector have the lowest income jobs than urban ones. 
Poverty significantly high in rural areas where the 
families all working age members have only worked 
the unorganized sector throughout their lives. Poverty, 
migration and unstable employment are the prominent 
features of unorganized sector workers. 

RURAL EMPLOYMENT PROGRAMMES 
IN INDIA 

India has three decades of experience in implementing 
employment generation programmes. The concept of 
creating employment in public works is not new: the 
Maharashtra model of rural employment has existed 
since the 1970s.

The first set of programmes, the National Rural 
Employment Programme and the Rural Landless 
Employment Programme, began in the 1970s as clones 
of the Maharashtra EGS. In 1989, the Rajiv Gandhi 
government integrated the two schemes into one, 
revamped the schemes and decided delivery would 
occur through the panchayati raj institutions (village 
level elected institutions). Some of the most important 
poverty alleviation programmes implemented in India 
so far was: Integrated Rural Development Programme 
(IRDP), Employment Assurance Scheme (EAS), 
Prime Minister’s Rozgar Yojana (PMRY), National 
Social Assistance Programme (NSAP), Jawahar 
Gram Samridhi Yojana (JGSY), Swarnajayanti 
Gram Swarozgar Yojana (SGRY), Pradhan Mantri 
Gramodaya Yojana (PMGY), Bharat Nirman, 
Mahatma Gandhi National Rural Employment 
Guarantee Scheme (MGNREGS),

ABOUT MGNREGA 

The National Rural Employment Act is one such policy 
of Employment Guarantee Scheme (EGS) which is 
introduced in recent past passed by the Lok Sabha on 
August 23, 2004 and signed by president of India on 
September 5, 2005. Mahatma Gandhi National Rural 

Employment Guarantee Act (MGNREGA) which was 
launched in 2006 aims at enhancing the livelihood 
security of people in rural areas by guaranteeing 
hundred days of wage – employment in a financial year 
to a rural household whose adult members volunteer to 
do unskilled manual work. 

SIGNIFICANCE OF MGNREGA

MGNREGA aims to achieve the objective as enunciated 
in the Article: 41 of the Indian Constitution- “giving 
citizens the right to work”. The Act is significant due 
to the following reasons: While the earlier wage 
employment programmes did not provide any guarantee 
of job, this Act provided guaranteed job. This guarantee 
for wage employment is now uniformed all over the 
country like never before. It is a development initiative, 
chipping in which essential public investment for 
creation of durable assets, without which the growth 
process can’t be possible in the most backward regions 
of rural India. Almost the previous programmes were 
allocation based rather than demand based. There is no 
time frame in other wage employment programmes but 
in MGNREGS, employment will be given within 15 
days of demand, payment also within 15 days of work. 
In other wage employment programme the duration 
of employment is dependent on duration of work by 
implementing agency while in MGNREGA; a job card 
holder applies for maximum 100 days.

The other attributes of this act are labour-
intensive work, decentralized participatory planning, 
women’s empowerment, work-site facilities and 
above all transparency and accountability through the 
provision of social audits and right to information. 
The use of information technology in this programme 
is considered to bring about greater transparency 
through intensive monitoring and faster execution. 
The payment of wages through bank and post office 
accounts is other innovative step that is likely to reduce 
fudging of muster rolls on the part of the implementing 
agencies since the actual payments are beyond their 
reach. Thus MGNREGA is not only a welfare initiative 
but also a development effort that can take the Indian 
economy to a new prosperity.

PRESENT STATUS OF MGNREGA

As per the report of MGNREGA the financial year 2019-
20, 4.13 crore households were provided employment and 
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150.56 Lakh person days of employment were generated. 
The enhanced wage earnings have led to a strengthening 
of the livelihood resource base of the rural poor in 
India;   72 per cent of funds utilized were in the form of 
wages paid to the workers. Self targeting in nature, the 
programme has high work participation for marginalized 

groups like Schedule Caste/ Schedule Tribe in 2019-
20. According to latest report on SC/ST participants in 
MGNREGA sources that nearly 19.99 lakhs and 17.47 
lakhs employment provided for respective classes. In 
India is 2.31crore in which from Tamil Nadu 60.58 lakhs 
and from Ramanathapuram 1.75 lakhs. 

Table 1: Present Status of MGNREGA

S. No Status of MGNREGS India Tamil Nadu Ramanathapuram
1 Employment provided to households 4.13 crore 52.19 lakh 39.24 lakh
2 Person days (in lakhs) 

Total (in lakhs) 150.56 1781.03 58.88
SCs (in lakhs) 19.99 27.67 24.76
STs (in lakhs) 17.47 1.08 0.02
Women (in lakhs) 56.63 85.96 87.29
Others (in lakhs) 36.44 34.13 39.24

3 Total works taken up 140.13 5.94 0.21
4 Works completed 42.61 2188.291 10,537
5 Works in progress 97.53 3.06 0.11

Source: nrega.nic.in, accessed on 07.11.2019

STATEMENT OF THE PROBLEM

In the rural areas the major economic activities are 
irregular and intermittent and seasonal fluctuations. 
This leads to periodic with drawl of labour force, 
especially on the part of marginal labours, often 
women, who shift back and forth between what is 
reported as domestic and gainful work. The poor 
economic status of rural people has forced them to 
use their children for some work. Such with drawl of 
children from school is another dimension of problem 
persisting in the rural areas. All these facts articulate 
for protection and sympathy from the government to 
safeguard the rural population in our county. As a result, 
many employment generation programmes have been 
attempted and various NGOs, researchers, institutions 
etc. which looked into the impact of MGNREGA on 
different parameters and also examined its number of 
implementation issues. Some studies found substantial 
positive impact of MGNREGA on employment on 
the wage rate, food security, migration whereas some 
studies reported minimum and delayed wage payment, 
non-payment of unemployment allowances, failure in 
halting migration, errors in wage calculation, number 
of operational bottlenecks, corruption etc. The most of 
the studies were centred on systemic defects rather than 
probing the impact on beneficiaries. At present, degree 
of impact, implementation procedure, Irregularities 

and corruption of MGNREGA has become a hot 
issue of debate for researchers, academicians and 
politicians. Against this background this study is 
focused on Evaluation and its impacts on MGNREGA 
Rural Labour Market in Tamil Nadu, particularly is 
two blocks of Ramanathapuram District.

REVIEW OF LITERATURE

Hirway et al., (2002) conducted a study on the impact 
of MGNREGS in    a village in Sabarkantha district 
of Gujarat in which they examined the multiplier 
effect of MGNREGS on household production, 
income and employment, and the village economy, 
finally they conducted that MGNREGS needed to be 
planned well to reduce poverty and promote human 
development.

Vaidhyanathan (2005) found that there is 
huge slack and in implementation of these programs 
due to overlapping, duplication, huge leakages and 
the complete lack of mechanism to ensure public 
accountability.

Freud (2015) pointed out that the NREGA 
programme has increased employment, directly and 
indirectly, generate more income holds, promoted 
gender parity, and sustainable developments and 
created assets.
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OBJECTIVES

 ●  To examine the impact of MGNREGA 
on socio-economic conditions of rural 
households.

 ●  To evaluate the impact of MGNREGA on the 
rural wages and employment opportunities in 
the rural households,  and

 ●  To find out the impact of MGNREGA on 
income generation in the rural households.

SELECTION OF STUDY AREA AND 
SAMPLING

Ramanathapuram district of Tamilnadu was 
purposively selected as the venue for the study. In 
Ramanathapuram district, R.S. Mangalam block, and 
Thiruvadanai block, was selected on performance 
based. In each block two panchayats were selected 
for this study purpose 120 beneficiaries were selected 
randomly for the study. The field survey was conducted 
during September- November 2019.

DATA COLLECTION

The interview method was adopted to collect the need 
information. The required information particular 

regarding employment, wage of the respondents 
before and after the implementation of MGNREGA 
is analysed with the help of paired‘t’ test. Secondary 
information on fund allocation and expenditure, with 
the reference to the area studied were obtained from 
sources such as Ramanathapuram District Rural 
Development Agency and Block offices.

TOOLS OF ANALYSIS

The collected data were classified into suitable tabular 
forms for analysis and made a interpretation with the 
help of statistical tools such as percentage and paired‘t’ 
test.

SECTION II 
RESULTS AND DISCUSSION

In this section the results are revealed that all 
parameters used in this study. The age of the 
respondents has been grouped in to seven categories, 
in two blocks of R.S.Mangalam and Thiruvadanai 
Block such as 18-25 years, 26-30 years, 31-40 years, 
50-60 years, 61-70 years, and above 70 years. This 
pattern of classification would help in examining the 
ages of respondents and their involvement in taking up 
the employment through this scheme.

Table 2: Age of the Respondent

Age (in years) R.S.MANGALAM THIRUVADANAI
N(60) Per cent N(60) Per cent

18-25 1 1.66 - -
26-30 2 3.33 5 8.33
31-40 17 28.33 10 16.66
41-50 18 30.00 17 28.33
51-60 18 30.00 14 23.33
61-70 2 3.33 9 15.00
Above 70 2 3.33 5 8.33
Total 60 100 60 100
Source: Authors calculation based on primary data.

The above table 2 expound that age of the respondents 
among which 28.33 per cent of the respondents 
belonging to 31-40 age group while 30 percent in 
the age group of 41-50 and 30 percent in the age 
group of 51-60 in R.S.Mangalam Block, Similarly 

28.33 per cent of the respondents belonging to  
41-50 while 23.33 per cent in the age group of 51-
60 in Thiruvadanai Block. Hence it is inferred that  
most of the respondents belonging to 41-50 age group.
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Table No 3: Educational Qualification of the 
Respondent

Educational  
qualifications

R.S. Mangalam Thiruvadanai

N(60) Per cent N(60) Per cent
Illiterate 29 48.33 41 68.33
Primary level 22 36.67 6 10.00
Secondary level 4 6.67 10 16.67
HSS 5 8.33 3 5.00
Total 60 100 60 100

 Source: Authors calculation based on primary data.

The educational status is broadly grouped in to four 
categories inclusive of illiterate of the surveyed. Table 
3 given the details about educational qualifications 
of the respondents hence it is concluded that degree 
and professionals are not willing to join this schemes, 
because this schemes introduce by the government for 
illiterate and rural poor.

STATUS OF EMPLOYMENT

The main objective of implementing MGNREGA 
programme is to promote employment opportunities 
for rural people so as to ensure their livelihood 
security. Accordingly, under MGNREGA 
programme, different works have been identified 
by the government on prioritization basis in all the 
districts. Thus, employment is provided to several 
poor people to perform unskilled manual work. As 
evident from the results that there was altogether 
a significant positive impact on generation of 
employment opportunities to the rural poor 
activities identified under MGNREGA programme. 
As these activities are entirely new when compared 
to the earlier situation before implementation 
of MGNREGA programme and moreover these 
activities involve less drudgery and provide assured 
employment, there is a huge demand for these works 
among the rural poor. The results of employment 
details are presented in table 6 the total employment 
in man days before MGNREGS was 119.27 days and 
after introduction of MGNREGA the employment 
days increased by 10.03 per cent to 152.46 days in 
R.S.Mangalam Block.

In Thiruvadanai Block the total employment 
days before MGNREGA was 137.91 man days. 
With the addition of 81.30 days of employment 
MGNREGA total employment days increased to 
152.14 days. Agriculture was the major source of 
employment and provided around 41.38 days but 

after Non – agricultural works were directed towards 
digging ponds, road maintenance, digging cannel, 
tree plantation on land owned by BPL families or 
beneficiaries or land reform beneficiaries. The 
increase in the number of man days of employment 
under MGNREGA out weighted the fall in the number 
of man days in agricultural and non- agricultural 
works together. This contributed positive impact 
regarding the net increase in the number of man 
days due to the execution of MGNREGA.

The net positive impact of MGNREGA regarding 
generation of employment opportunity was highest 
in Thiruvadanai Block (16.89 per cent) and R.S. 
Mangalam Block (10.03 per cent). This highlights 
an important finding that, the impact of MGNREGA 
on generation of employment opportunities varies 
positively with the backwardness of the district i.e., 
R.S. Mangalam Block being the most backward with 
reference to both agricultural and non agricultural 
activities had benefited most when compared to 
Thiruvadanai Block. 

The MGNREGA programme had significant 
negative effect of agricultural (13.51 per cent)  
and non agricultural works (6.25 per cent) as 
revealed by the ‘t’test. Hence the hypothesis that  
the MGNREGA had negatively affected the 
availability of agricultural labour to agricultural 
and non- agricultural activities in the villages was 
accepted.

PAIRED‘T’ TEST ON WAGE

The money wages of agricultural works increased 
by 100 per cent in Thiruvadanai block table 4. 
The money wages of non – agricultural works also 
increased by 56.19 per cent. The increase in men and 
women wages was statistically significant as revealed 
by significant of‘t’ test. The analysis of impact of 
MGNREGA on wages of beneficiaries revealed that 
before MGNREGS the wages were less calculated 
that, mainly due to the discussed employment. 
Implementation of MGNREGA created 100 days 
of additional employment to every household 
per financial year. It resulted in completion of 
wage rate and works. After the implementation of 
MGNREGA, the minimum wages had positively 
increased compared to before MGNREGA as 
revealed by significant values, both for agricultural 
works and non – agricultural works. The real wages 
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for agricultural and non – agricultural works also 
increased positively. Hence the hypothesis that 
nominal wages and real wages in rural areas both 
for agricultural works had increased positively was 
accepted. However, whether the increase was due to 
inflation or due to real increase has to be verified by 
deflating money wages by inflation rate.

Besides employment generation, MGNREGA 
had significantly contributed for the rise in labour 
wages to the beneficiaries and this was illustrated in 
table 5. The execution of works under MGNREGA 
has significantly raised the wages of both men 
and women labour across agricultural and non 
agricultural sectors. With the advent of MGNREGA 
there was a significant shift of labour towards 
under MGNREGA and hence there was an acute 
agricultural labour shortage in the selected districts. 
However, as agricultural works were moderately 
managed by mechanized farm operations, this 
had slightly increased the demand for skilled men 
workers. So, these factors cumulatively increased 
the demand for women agricultural labour to 
perform farm operations and hence their wages 
were increased enormously when compared to that 
of men agricultural labour. 

POLICY AND SUGGESTIONS 

Based on the primary data observation we make some 
suggestions for the future improvement. A multiple 
scheme and multi agency approach could also be a 
fruitful idea for the same purpose. Convergence of 
MGNREGA with other scheme of public works will 
certainly improve the skill levels among the workers. 
Some training sessions may be organized to train 
the workers; they may also be trained on payment 
procedure of bank or post office to make the process 
less hectic.

The success of the programme depends upon 
its proper implementation. Much of the pitfalls 
of MGNREGA implementation can be overcome 
if proper process and procedures are put in place. 
Thus, there should be continuous efforts towards 
creating adequate awareness on different provisions 
of MGNREGA amongst the people. Creating 
awareness is necessary not only to motivate the 
people to work under the scheme but also to 
encourage them to participate in its planning and 
implementation.

A proper monitoring mechanism should be 
developed that can assured correct procedure in job 
card and Social Audit should carry out in regular 
interval. The panchayat officials block officials and 
other members of the Executive Committee have to 
be well- trained so that the MGNREGA guidelines can 
be followed properly. The formation of an effective 
Monitoring body is very much necessary for this 
purpose.

CONCLUSION

The job opportunities in the rural areas 
have increased to a certain extent after the 
implementation of MGNREGA. Most of the rural 
people, particularly women utilized this scheme and 
worked as labourers. It is found that the increase 
in the number of man days of employment under 
MGNREGA Scheme did not outweigh the fall in 
the number of man days in agricultural and non- 
agricultural works. The payments of wage rate to 
the people falls on an average of Rs120/- per man 
days and distributed mostly within 15 days in both 
the Blocks through Banks and post offices.

It is clear that after the implementation of 
MGNREGA scheme, the income has significantly 
increased to all the households. The wages in 
agriculture and non agriculture have also increased. 
After the implementation of the scheme, the food 
and non- food expenditure had increase constantly. 
The increased income resulted in increase in savings 
and repayment of loan and ultimately reduction in 
indeptness of MGNREGA, assets were created to 
a certain extent than before. However, it helps to 
increase the number of employment days as the 
farm labourers, agriculture production after the 
implementation of MGNREGA.  MGNREGA in 
negatively impact on agricultural employment days 
reduced to 20.58 days, except in case of crops like of 
chili and ragi, while farmers face the labour scarcity 
problem in the cultivation of crops in Thiruvadanai 
Block. The worst affected crop was paddy of 
labour employment generation was low with high 
wage and labour scarcity. Non- agricultural works 
like construction, painting and carpentry work 
had faced the labour scarcity due to MGNREGA. 
Hence, it is concluded that there is a positive 
impact on the employment opportunities, wages 
and income generation after the implementation of 
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MGNREGA. If the success has to be continued, a 
sustained evaluation and social audit of the scheme 
is inevitable.
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 Abstract

Social Media is very important and most powerful tool 
and technique used by the sellers to connect with the 
consumers.  In the current era, everything is moving 
towards e-commerce, traditional approaches like 
magazines, television, brochures have been completely 
replaced with this tool Social Media Marketing.  It has 
changed the organisation to do business with the help 
of computers online over past few years.  As the final 
yield this tool has created its own picture in the business 
world.  Till this day and age Social Media is playing a 
major role in online sales/promotion of products and 
services with maximum reach outs.  In this paper we 
made a descriptive study on the impact of Social Media 
Marketing on buying behaviour of the consumers and 
tries to examine various factors that motivate buyers 
to shop through best Social Media instruments such as 
Facebook, twitter, Instagram, WhatsApp etc.  Survey 
was taken among 100 respondents in and around 
Tambaram.  The paper concludes that there are 3 
factors namely Product Factor, Promotional Factor 
and Pricing Factor that actually motivates consumers 
to shop through Social Media Marketing. 

INTRODUCTION

Marketing is used as a tool which is used to inform 
consumers about the products that is newly launched in 
the market.  Social Media does this tool.  In todays world 
data life has become day to activity in every individual 
life which helps sellers to connect easily and directly with 
the consumers.  In the part 10 decades this tool Social 
Media has shown a significant contribution in changing 
the thoughts of consumer buying behaviour.  Nowadays 
each and every business focuses on how does it changes 
the minds of the consumers and how to overcome those 
changes by using new techniques and strategies.  Social 
Media instruments like Facebook, Twitter, Instagram, 
WhatsAppare used not only for sharing photos, ideas, 
interact with new people, learn new things, but also used 
as a platform to market their products.  It revealed that 

company of all sizes need to change their marketing 
approaches to internet-based marketing approach for the 
survival.  Year after year Social Media transmuted the 
traditional marketing strategies and brought business to 
a new era, by which is often proving to be an effective 
tool as a best marketing strategy. Basically, sellers need 
to understand one thing that how Social Media has 
impacted on consumer buying decision process. Social 
media affects the consumer choice because of the instant 
posting of comments, independent of time and location, 
availability and accessible to all users of the web. Hence, 
we can clearly understand that the social media has an 
impact on consumer buying decision process.

OBJECTIVE OF THE STUDY

In this paper on the impact of social media marketing on 
consumer buying behaviour of the consumers we intend 
to study and understand the factors that motivate buyers 
to shop through various social media instruments.

REVIEW OF LITERATURE

As consumerism plays a vital role in the world of business 
understanding the consumer behaviour towards social 
media marketing has become an important requirement.  
Without active consumerism there will not be any 
growth in the social media Marketing.  Earlier research 
has shown that there are many factors that influence 
consumers to shop through online.  

According to Prasath Perumal (2018)the real impact 
of social media marketing reflected in the customer 
buying decision making process.  By using Pearson’s 
correlation analysis investigated the relationship between 
social media marketing and consumer buying decision 
making, which inferred that consumer buying decision 
making can be predicted with social media marketing.

According to Gulzar Asma (2018) identifying the 
potential of social media as an effective marketing 
tool that helps them to change the thoughts of 
consumer buying decision process and this research 
also highlights the advantages that companies gain by 

IMPACT OF SOCIAL MEDIA MARKETING ON BUYING BEHAVIOUR OF 

CONSUMERS.

V. Prema kumari1 , DR. Tabitha Durai2

1M.Phil. Scholar 2Assistant Professor of Commerce 
Madras University Madras Christian College



256

   

effective use of social media marketing.  As the result, 
social media marketing has the positive effect on 
consumer purchase intentions and brand awareness.

In the research conducted by Arjum tanwar (2017) 
discussed the various factorsthat creates impacts of 
social media on consumer-buying decision process and 
consumer behaviour in total.  As the result social media 
is the great platform for the sellers with good quality of 
products and for the consumers who trust social media 
by seeing the instant online reviews for the product.

Another study by Chandwani Vinod surenderkumar 
(2016) revealed that how social media has changed the 
life of the people and how this social media is preferred 
by the consumers for making buying decisions. There are 
various variables like education, age, income and many 
more which affecting consumer buying behaviour and 
social media too.  The more use of social media sites 
increases the persons involvement in decision making 
and which is very importantly to be considered.  He also 
suggested that social media is more affecting behaviour 
of consumer as comparison can be made between 
traditional marketing and social media marketing.

According to the study conducted by Henry Boateng 
(2015) there is relationship between consumers’ attitude 
toward social media advertising and their behavioural 
response and the moderating effect of corporate reputation 
in this relationship. 441 respondents were selected using 
convenience sampling technique method as, the result 
shows that there are significant differences between 
consumer attitude towards social media advertising and 
their behavioural response and it was also noted that 
corporate reputation moderate this relationship.

There are various factors that influence the online 
buying behaviour of the consumers.  It is impossible to 
cover all those factors in a study.  While studies have 
done on decision making process, online shopping 
behaviour factors the study here intends to reveal some 
of the factors motivates consumers to shop through 
social media marketing.

RESEARCH METHODOLOGY

The methodology adopted for this study is descriptive 
based on the figures from primary data collected through 
google form questionnaire from the sample size consists 
of 100 respondents in and around tambaram through 
simple random sampling technique.  This technique is 
considered as the inexpensive method for collection 
of data from large geographical area.  This method is 
very much cheaper and fastest method but there may be 

chances of happening sampling error.  The questionnaire 
consists of five-point Likert scales.  Secondary data were 
also collected from various sources like reviews, articles, 
and journals.  After data collection it was tabulated 
directly in to SPSS 20 software.  SPSS version 20 
statistical software was used and results were obtained 
thereby have been analysed and interpreted.  

ANALYSIS AND FINDINGS:

Using SPSS 20 software the results were obtained 
through frequencies for demographic factors.  The 
following are the demographic profile of my study has 
been analysed and interpreted.  

Table 1-Demographic profile
Age of the respondents

Particulars Percent
18-25 years 88
25-30 years 09
Above 30 years 03
Total 100
Gender of the respondents
particulars percent
Male 38
female 62
Total 100
Educational status
Particulars Percent
UG 60
PG 32
Professional course 8
Total 100
Occupation
Particulars Percent
Private 16
studying 84
Total 100
Monthly Income
Particulars Percent

Below Rs.20000 73
Rs.30000-Rs.40000 27
Total 100

Source: Computed data

Interpretation: -

Table1 shows that out of total 100 respondents in 
which 88% fall under the age group of 18-25 years, 9% 
fall under the age group of 25-30 years, whereas 3% 
fall under the age group of above 30 years. There were 
38% male respondents taken for the study and 62% of 
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the study was done with female respondents. Out of 100 
respondents, 60% belong to under graduation, 32% were 
under post-graduation, and 8% belong to professional 
course. There were 16% respondents who are working 
in private sectors and 84% respondents were studying.  
Out of 100 respondents, 73% of the respondents have 
monthly income of below Rs.20000, and 27% of the 
respondents have a monthly income of above Rs.40000.

FACTORS MOTIVATING CONSUMERS 
TO SHOP THROUGH SOCIAL MEDIA 

INSTRUMENTS

In order to identify the factors that motivate consumers to 
shop through social media instruments, Factor analysis 
has been used on the data that has been collected. 

The Kaiser-Meyer-Olkin (KMO) and Bartlett’s 
Test used to measure strength of the relationship 
among variables.  KMO is used for assessing 
sampling adequacy and evaluates the correlations 
and partial correlations to determine if the data are 
correlated or not on factors.  For the satisfactory 
proceedings of factor analysis, the KMO should 
be greater than 0.5. The Bartlett’s test is used to 
evaluates whether the correlation matrix is an 
identity matrix or not that is 1 on the diagonal & 0 
on the off-diagonal.

Table 2-KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. 

.831

Bartlett’s 
Test of 
Sphericity 

Approx. Chi-Square 241.479
Df 45
Sig. .000

Source: Computed data

From Table 2, it can be illustrated that Kaiser-
Meyer-Olkin measure of sampling adequacy is 0.831 
and Bartlett’s Test of Sphericity and approximate 
Chi-Square value is 241.479 which are statistically 
significant at 5% level. Therefore, it can be concluded 
that the sample size is adequate to derive the factors 
that contribute towards social media marketing.

Communalities is the sum of the squared factor 
loadings and represents the amount of variance in that 
variable accounted for by all the factors.

Table 3 Communalities for factors that motivate 
consumers towards social media marketing

Initial Extraction

Easy price comparison 1.000 .585

Return policy 1.000 .535

Product reviews 1.000 .645

Security 1.000 .450

Payment method 1.000 .729

Free shipping 1.000 .598

Offers and discounts 1.000 .507

Convenience 1.000 .478

More saving options 1.000 .632

More varieties 1.000 .539

Source: Computed data

Table 3 shows the communalities of the 10 
factors ranging from 42% to 72.9%. This shows 
that the variance for the factors that motivates 
customers towards social media marketing contributes 
significantly in explaining the factors.

The next table displays the amount of variance 
accounted for in the items’ variance-covariance matrix 
by each of the factors and cumulatively by all the factors.

Table 4-Total Variance explained for the factors that motivates consumers towards social media marketing

Components Initial Eigen values Extraction Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %

1 3.255 32.548 32.548 3.255 32.548 32.548
2 1.398 13.985 46.533 1.398 13.985 46.533
3 1.045 10.451 56.984 1.045 10.451 56.984
4 0.99 9.898 66.882    
5 0.812 8.122 75.005    
6 0.684 6.844 81.849    
7 0.622 6.215 88.064    
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8 0.572 5.717 93.781    

9 0.422 4.224 98.005    
10 0.199 1.995 100    

Source: computed data
From table 4 we see that all 3 extracted factors which 

are those with an eigenvalue greater than 1 account for 
46.533% of the variance in the items’ variance-covariance 
matrix. It can be noted that the 10 variables are reduced 
to three predominant factors with cumulative values 
percentage of 32.548, 46.533, 56.984.

The rotated factor matrix table shows which 
items load on which factors after rotation. The idea of 
rotation is to reduce the number factors on which the 
variables under investigation have high loadings.

Table 5 Results of Rotated Component Matrix for the factors that motivate consumers to shop through 
social media instruments

S. No VariablesFactor Loadings 
                                                                                                     1                2                 3
1 Product reviews .741        
2 More varieties .735
3 Convenience .603
4 Features of the product .565
5 Offers and discounts                     .789
6 More savings                     .638
7 Free shipping                     .631
8 Payment method                                        .772
9 Security                                        .676
10 Competitive pricing                                        .550

From Table 5 it can be noted that 4 variables create to 
form the first factor which can suitably name as “Product 
Factors” were product reviews, more varieties of the 
product, convenience, and features of the products.  The 
second factor with grouping of 3 variables can be named as 
“Promotional Factors” which covers offers and discounts, 
more saving options, and free shipping. The last factor is 
formed with 3 variables which can benamed as “Pricing 
Factors” were payment method, security and competitive 
pricing.  

CONCLUSION

In this study we examined 3 factors namely Product 
factor, Promotional factor and Pricing factor that 
actually motivate consumers to shop through social 
media instruments.  We have observed that every 
factor that motivates consumers to shop through social 
media platforms is very important towards the impact 
of social media marketing on consumer behaviour.  
This social media marketing is always a good platform 
for the sellers with good product quality and for the 
consumers who trust social media by seeing the instant 
reviews for the products.  This is a win-win situation 
for both sellers and the consumers.  Thus, the study 

conclude that social media has great supremacy on 
consumers nowadays. 
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 Abstract

India is one of the struggling countries to tackle the 
corruption. It has been taken more number of steps to 
overcome that like digital money, online transaction, 
demonetization, new taxation policy etc. but it is not 
succeeded yet. While comparing past years, India has 
become 78th place in corruption as per Corruption 
Perception Index (CPI) 2018 published by Transparency 
International. There are so many corporate scam is still 
happening in India. The following are the few among 
that viz., Harshad Mehta scam (1992), C.R Bansali 
scam (1992), Cobbler Scam (1995), Ketan Parekh 
scam (1999), Sanjay agarwal Scam(2001), Dinesh 
Dalmia Scam(2001), Satyam Scam(2009), Speak Asia 
scam(2011), Saratha chit fund scam(2013), PACL 
Scheme scam, etc., the total amount of above scam would 
be more than one trillion US dollars. They absolutely 
affect the growth of both corporate and non corporate 
sector. They all happened because of fraud which 
has been spread in all sector like banking, financial, 
insurance, stock market, cyber world etc., for mitigating 
this fraud, one scientific tool is necessary that will help 
to minimize the scam happened in different sector and 
that is forensic accounting. This article proves that the 
forensic accounting is the preeminent weapon against 
fraud, scam in corporate world.

Keywords: Forensic accounting, Fraud, Fraud 
Investigation, Corporate scam, white collar crime, 
forensic Accountant.

INTRODUCTION:

India is one of the struggling countries to tackle the 
corruption. It has been taken more number of steps to 
overcome that like digital money, online transaction, 
demonetization, new taxation policy etc. but it is not 
succeeded yet. While comparing past years, India has 
become  78th place in corruption as per Corruption 

Perception Index (CPI) 2018 published by Transparency 
International. There are so many corporate scam is still 
happening in India. The following are the few among 
that viz., Harshad Mehta scam (1992), C.R Bansali 
scam (1992), Cobbler Scam (1995), Ketan Parekh 
scam (1999), Sanjay agarwal Scam(2001), Dinesh 
Dalmia Scam(2001), Satyam Scam(2009), Speak Asia 
scam(2011), Saratha chit fund scam(2013), PACL 
Scheme scam, etc., the total amount of above scam 
would be more than one trillion US dollars. They 
absolutely affect the growth of both corporate and 
non corporate sector. They all happened because of 
fraud which has been spread in all sector like banking, 
financial, insurance, stock market, cyber world etc., for 
mitigating this fraud, one scientific tool is necessary that  
will help to minimize the scam happened in different 
sector and that is forensic accounting. This article 
proves that the forensic accounting is the preeminent 
weapon against fraud, scam in corporate world.

MODEL OF FORENSIC ACCOUNTING

The word forensic is derived from the Latin word 
“forum” which means of , or relating to, the legal 
system or court. Forensic means suitable for use in a 
court of law.

Forensic accounting defined as applying scientific 
knowledge to legal issues. It includes financial 
investigation, investigate accounting and fraud 
examination.

Forensic accountants are accountants specially 
trained as financial investigators and fraud experts.

LITERATURE REVIEWS

In India, Kautilya was the first person to mention 
the famous forty ways of misappropriation in 

FORENSIC ACCOUNTING IS A BEST TOOL FOR DETECTING FRAUD HAPPENS 

IN CORPORATE

M Ram Kumar1, A Mukilan2

1Assistant Professor, Department of Commerce,  
Kalasalingam Academy of Research and Education, Krishankoil, Virudhnagar(DT). 

2Department of commerce, Kalasalingam
Academy of Research and Education Krishankoil, Virudhnagar(DT).



260

   

his famous book Kautilya Arthashastra. In India 
Chartered Accountants are called upon to take up such 
investigative assignments.

Birbal was the Scholar in the time of King Akbar. 
He used various tricks to investigate various crimes. 
Some of his stories give the fraud examiner a brief 
idea about the Litmus test of investigation. Gem of 
Indian Fraud Examiners, Chetan Dalal can be credited 
with actually applying the stories of the Birbal to the 
Investigation of the frauds

Forensic means, "belonging to, used in or suitable to 
courts of judicature or to public discussion and debate" 
(Webster's Dictionary). Forensic Accounting, provides an 
accounting analysis that is suitable to the court which 
will form the basis for discussion, debate and 
ultimately dispute resolution (Zysman 2004).

According to AICPA: “ Forensic Accounting is 
application of accounting principles, theories and 
discipline to facts or hypothesis at issues in a legal 
dispute and encompasses every branch of accounting 
knowledge.” Similarly, forensic accounting is defined 
by Horty as: “The science that deals with the relation 
and application of finance, accounting, tax and 
auditing knowledge to analyse, investigate, inquire, 
test and examine matters in civil law, criminal law and 
jurisprudence in an attempt to obtain the truth from 
which to render an expert opinion.”

Howard and Sheetz (2006) defines forensic 
accounting as simply the process of interpreting, 
summarizing and presenting complex financial issues 
clearly, succinctly and factually often in a court of law 
as an expert witness. This presupposes that forensic 
accounting is legally and scientifically inclined.

Crumbley, (2003) defined forensic accounting as 
the application of the laws of nature to the laws of 
man. He describes forensic scientists as examiners and 
interpreters of legally admissible evidence and facts in 
cases that also requires expert opinions regarding their 
findings in law court.

Forensic accounting approach differs from 
auditing, investigation, enquiry etc. One of the 
attributes of forensic accounting is the retrieval of 
concealed data most essential for investigation in the 
economic offences. Recent investigation in the sub-
judice case of Sarada chit fund is an example.

The work of forensic accountant and financial 
investigator is exciting and varied. Forensic 
accountants do not spend their workdays sitting 
in a cubicle staring at a computer screen. Forensic 
accountants plan, coordinate, and direct financial 
aspects of investigations in cooperation with 
prosecutors, attorneys and other investigators. 
Forensic accountants investigate complex financial 
crimes involving all types of fraud including corporate 
fraud, financial institution fraud, securities fraud and 
insider trading, health care fraud, money laundering, 
commodities fraud and governmental fraud.

Federal law enforcement agencies also use financial 
investigators in counterterrorism, public corruption, 
bribery, counterintelligence, cybercrime and organized 
crime matters. Today‟s complex cases and prosecutions 
always include a thorough financial investigation 
regardless of the nature or type of crime committed.

Forensic accountants also develop profiles of 
individuals and groups, conduct interviews of subjects 
and witnesses, gather evidence and prepare affidavits 
for use in court. A forensic accountant will often 
conduct a detailed financial analysis of business and 
personal records in a never ending quest to follow the 
money. They summarize their findings and conclusions 
in financial investigative reports and exhibits and 
frequently testify about their financial investigations 
before grand juries and as a fact or expert witness at 
criminal and civil trials.

OBJECTIVES OF THE STUDY

The following are the main objectives of this paper are 
as below:

1. To know the model of forensic accounting.

2.  To emphasize the need and role of forensic 
accounting in solving financial problems like 
fraud and malpractice in corporate world.

3.  To understand the forensic accounting is 
a best tool for detecting fraud happens in 
corporate.

4. To express the role of forensic accountant.

METHODOLOGY

This research based on theoretical analysis of the role 
of forensic accountant in solving financial problem 
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of corporate world, it used secondary data which is 
collected from various literature on forensic accounting 
published in different journal.

NEED OF FORENSIC ACCOUNTING

Generally all acts of fraud can be distilled into four 
basic elements

1. A false representation of a material nature

II.  Scienter—knowledge that the representation 
is false, or reckless disregard for the truth

3.  Reliance—the person receiving the 
representation reasonably and justifiably 
relied on it

4.  Damages—financial damages resulting from 
all of the above

Corruption „Corruption, Bribery & Corporate 
Fraud‟ continues to be one of the biggest risks faced 
by businesses in India, and ranks eighth in the India 
Risk Survey 2018. The perception of the risk has 
fallen, with India incorporating economic reforms to 
ensure that global investors are appeased. According 
to the World Bank‟s Doing Business 2018 rankings, 
India has jumped from 130 in 2017 to 100 in 2018 out 
of 189 countries. „Corruption, Bribery & Corporate 
Fraud‟ as a risk however, continues to hinder growth 
and cause disruptions in progress. It dissuades potential 
investors and diminishes the growth opportunities 
of existing players. Investors have called for better 
corporate governance and more stringent regulation 
of business corporations. Business Espionage remains 
in the ninth position in the India Risk Survey 2018. 
As per the Transparent International‟s Corruption 
Perception Index 2017, India ranks 81 with a score 
of 40. This is in contrast to a ranking of 79 in 2016, 
also with a score of 40. While the India Risk Survey 
2018 places Business Espionage on the ninth spot, 
business developers and investors should remain 
focused on the risks associated with it, which should 
be mitigated at all costs. Due to the sensitive nature of 
critical infrastructures of businesses today, particularly 
the cyber-domain, business espionage is becoming 
increasingly more sophisticated and more covert. 
Hence, detecting and mitigating the risks involved 
becomes more difficult.

This will ultimately affect the economic system of 
our country. So, for mitigating this one scientific system 

is needed that is forensic accounting which has been 
needed because of failure of audit system which failed 
to figure certain malpractices and errors in managerial 
system. so many companies wound up because of 
bankruptcy. Forensic accounting is solution for that.

I.  It helps to investigate fraud, find the asset 
created out fund embezzlement, gather and 
review evidence and interview the employee 
alleged to have embezzled the funds

II.  It helps in preparing and presenting evidence 
to solve the criminal investigation.

III.  It helps in resolving contracts disputes, 
construction claims, product liability claims, 
infringement of patent and trade mark cases, 
liabilities arising from breach of contracts 
and so on.

IV.  It helps in settlement of consequential policy, 
property loss due to various risks, fidelity 
insurance and other types of insurance claims.

V.  It helps to create more employment 
opportunity because job involved in this field 
is currently in high demand.

VI.  It also helps to save time of lawyers 
and attorney by providing them details 
information about their clients.

ROLE OF FORENSIC ACCOUNTING

Forensic accountant plays different role like deterring, 
detecting and investigating fraud. It is totally different 
from independent auditor as financial statement 
examiner.

The auditors‟ responsibility is to detect material 
deficiencies in the financial statement. Auditors are 
charged with making appropriate reasonable efforts to 
detect material misstatements in financial statements 
and causing management to correct misrepresentation 
before the financial statements are shared with the 
user community. So simply say, auditor plays a role in 
reasonable assurance, material misstatement, detection 
as distinct from deterrence and investigation and 
expectation about the efficacy of the auditing process.

Forensic accounting is not only reacting with 
general opinion on financial statements take as whole 
derived from reasonable efforts within a reasonable 
materiality boundary. Forensic accounting‟s reports 
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are included with detailed development of factual 
information derived from both documentary and 
testimonial evidence about the who, what, when, where, 
how and why of a suspected or know impropriety.

Sampling and materiality concepts are not used in 
determining the scope of forensic accounting. Instead, 
all relevant evidence is sought and examined. Forensic 
accountant assess and measures losses or other forms 
of damage to the organization and recommends 
and implements corrective actions, often including 
changes in accounting process and policies and 
personal actions.

Sometimes the forensic accountant takes preventive 
actions to eliminate recurrence of the problem. Their 
recommendation based on the basis of testimony in 
litigation proceedings or criminal against the perpetrators. 

They may also be used in testimony to government 
agencies such as the Security and Exchange Commission 
in the US , Serious Fraud Office in the UK, or

Securities Exchange Board of India in India. It 
clearly states that both auditor and forensic accountant 
are like patrolmen and detective. The worlds of the 
auditor and the forensic accounting investigator are 
complex fast paced, constantly changing and diverse. 
Complexity and changes are important considerations 
for the both because separately and together, they 
create uncertainty about the outcome of business 
affairs. The quest for uncertainty in business affairs 
motivates business and business people the world over 
to take charge, excise control, hedge risks, and secure 
bottom line. The following flow chart clearly explains 
the function of forensic accountant
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CONCLUSION

White color crime is increasing in all over the world. 
The main share of that is corporate, if it is controlled 
in corporate world that will also help to improve the 
economy. For that, forensic accounting plays major 
role. It is not new concept which has been growing 
from so many years ago, but nowadays the demand 
for forensic accountant is increasing each and every 
year. A nationwide study conducted by Kessler 
international showed that 39 percent of organization 
have considered the need for a forensic accountant 
within the past. 28 percent said that they already 
sought help from a forensic accountant, so the forensic 
accountants‟ role important in both corporate and non 
corporate sector. This article concludes with following 
sentences, forensic accounting has come up as an 
effective tool for preventing white collar crimes. It 
is still in a nascent stage and requires technological 
reinforcement on a continuous basis and global 
corporation. It will develop as a specialized profession 
of accountancy and its importance to law enforcing 
agencies and also regulators will increase day by day.
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Abstract:

In this study we would like to know  about how 
women perceive gender equality and if they face any 
inequalities in the workspace.  All the earlier studies 
show that there is evident inequalities toward women 
in the industry, we want to know if it still prevails. We 
also want to know the employee welfare measures in 
the hotel and how useful it is for the employees. The 
overall purpose of this study is find out if the employees 
are happy and comfortable in the workplace ,  the 
bottom line is that if “if your employee is happy then 
your business is more productive”

INTRODUCTION

Attaining gender equality is very important in the 
workplace not because it’s fair but because it’s the 
right thing to do. The county’s overall growth and 
performance are indirectly associated with gender 
equality in the workplace.

Despite the growing presence of women in 
workspace in the country, it still reflects the working 
standards and ethics for male. workspace and gender 
equality is connected with various factors such as:

 ● Increased organizational productivity

 ● Improved national productivity

 ● Enhanced organizational productivity

 ●  Enhance the ability of companies to attract 
talent and retain employees

Only 25% of the hospitality industry’s leadership 
positions are occupied by women in the industry 
(women in hospitality,traul and leaver 2020 report). 
This industry was set up like any other industry 
dominated mostly by men. Gone are those days and 
age where only men are on the top of the pyramid.  

Some hotel chains and brands around the world are 
initiating many preferential programs to include female 
executives and leaders within their organization. It’s 
high time that gender equality in the industry is not 
a mear statement but become an important feature of 
this industry.

The gender inequality is not only seen in the 
hospitality industry, but also in all other industries.  
“When women win everybody wins”

REVIEW OF LITERATURE 

Culture and belief systems vary from place to place 
and group to group. In the hotel and tourism industry, 
women are still an insignificant minority (Magablih, 
2000). 

In hotel industry especially in developed counties 
women are the most underutilized and undervalued 
resource  (Maxwell, 1997: 234);

The women even now take back seat in the 
industry and not using their full potential due to 
cultural and social issues (Baum, Amoah & Spivack, 
1997; Li & Leung, 2001; Wong & Chung, 2003). 
Female employees cannot be avoided by the industry 
because there are some positions can only be occupied 
by women. But there are many studies that show 
discrimination against women.

There are many skills that are required by the 
women in the industry like, its a notion that women 
are good communicators than me because they can 
understand and have deeper insights in a conversation 
and in any given situation (e.g. Smith & Smits, 1994; 
Shirley, 1995, both cited in Maxwell, 1997)., women 
are expected to have an eye for detail .  Women are 
always open-minded and always look for visibility. 
They are naturally sensitive and pay attention to 
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REFERANCE TO SELECTED HOTELS IN CHENNAI

ET.Sathish Kumar, B.Uma
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how the staff would feel which naturally makes her 
flexible, Their inclination towards teamwork is very 
high (Maxwell, 1997: 233)

In Arab countries, in Egypt (a typical Arab 
country) only 153 (13.2 percent) of hotel managers 
were female out of a total of 1,161, and only three 
females in 71 hotels were able to break the ‘glass 
ceiling’ and climb the hierarchical structure up 
to management administrative positions: general 
manager, executive assistant general manager and 
resident manager (Kattara, 2005)

The instability of the job in this industry especially 
for women is very high  (Hennessy, 1994; Purcell, 
1997). Many of the studies highlight that women are 
not given as much importance as they should be given. 
Studies also suggest that if women are given more 
freedom and comfort in the work environment the 
automatically they can perform better and indirectly 
the business will scale up rapidly.

OBJECTIVE

 ● To find out the employee welfare measures

 ● Problems of women in the hotel industry

 ●  Measures to prevent the problems faced by 
women in the hotel industry

“Equality is not just the right thing to do. It’s smart 
economics. How can an economy achieve full 
potential if it ignores, sidelines, or fails to invest in 
half its population?”

–Robert Zoellick

RESEARCH  PROBLEMS

This study is done to understand the problems 
faced by women in the hotel industry and to 
address it. This study also looks to bridge the 
gap between what the hotel industry caters to 
its women employees and what the industry 
needs to provide the women employees, in 
order to give them a comfortable, composed 
and calm work environment.

A working woman in her life has a lot of 
responsibilities as she also to take care of her house 
and also needs to play the role of a breadwinner. 
“A gender-equal society would be one where the 

word ‘gender’ does not exist: where everyone can be 
themselves”

We are also trying to find out if there are employee 
welfare measures employed in hotels and, we also 
want to see if these employee welfare measures are 
utilized in the right way. 

RESEARCH METHODOLOGY:

This research is conducted to find out the gender equality 
and employee welfare measures in the hotel industry, it is 
confined to the hotels in Chennai belonging to the Five-
star cader. The study is done using a survey questionnaire 
given to the hr managers and the female employees in 
the hotels during the period of October and November of 
2019.  We also have referred the internet and the book for 
the research purpose. The results of this study may not be 
the same for another researcher doing the research on the 
same topic, as the situation and the factors governing the 
industry may not be the same as it is in the present day.
“Achieving gender equality requires the engagement 
of women and men, girls and boys. It is everyone’s 
responsibility. -ban ki-moon-

DATA ANALYSIS

Respondent’s profile: the respondents of this study are 
HR managers and female staff of hotels belonging to 
the three-star to five-star cader hotels. Female staffs 
from all divisions and levels have answered this 
questionnaire.78% of the female respondents were 
unmarried women and only 12% of the respondents are 
married. We come to know that 100% of respondents 
prefer women being placed in the front office 
department, 57% of them feel women also fit in the 
housekeeping department 28%  of them say women 
fit in well in food and beverage department and the 
HR department. Interestingly none of the respondents 
think that women would fit in the food production 
department.

The ratio of women in entry-level and supervisory 
level is higher as compared to men, but the ratio of 
men in the executive and managerial level is high as 
compared to women. As per the data, all the hotels 
have a grievance cell and they do conduct meetings. 
All the hotels have career development programs in  
their hotels. 
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Statements
 ●  A women’s career growth is lower than a 

man’s career growth

 ●  Fear of unmarried women getting married 
and recruiters doubting the capabilities of 
married women.

42% of the respondents disagree with the above 
statement, 28% of the respondents are neutral,  the 
other 28% respondents agree to this statement

The data also projects that there has not been a 
single women general manager in the hotel in the past 
five years. 

 As we interacted with the respondents we found 
out that most of them are graduate and only some of 
them are postgraduates, thus it is fair to conclude that 
masters of higher studies are not very trendy in the 
hotel industry

HYPOTHESIS

In this  study we interpret that,  81% women prefer 
housekeeping department because 83% of women 

give importance for eye for detail. 53% of women also 
prefer front office because they give importance to 
physical appearance. 

CONCLUSION

In all the previous reference studies we saw that there 
has always been inequalities ,but in our study we found 
out that inequalities are almost nil

Times have evolved and changed , so is the 
industry in our study 92% repondendents were females 
, it was surprising to find out that almost all of them 
feel that there is no inequality . here comes a question 
, even though women are happy and satisfied why are 
they not placed in the higher positions. We also come 
to know that the number of women in the industry as 
is extremely less.

One of the four star hotels we surveyed , only 
has about 13% of women. This maybe a contributing 
factor that not many women are not on top of the 
industry, or it may be because women do not want to 
take up higher responsibility jobs as they need to focus 
on their home and family life equally.  We  still are 
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not able to conclude as to why women are still  not 
predominantly in the top positions. ( this areana still 
has a scope for research and analysis) .

We also come to know that all the basic welfare 
facilities are been provided to the employees and that 
they are satisfied  in this aspect of the work maybe as 
time passes by ,all the capable people will be in the 
higher positions irrespective of their gender
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ABSTRACT 

“Old is Gold” the proverb is clearly stated that the 
olden products is still alive, because of the quality 
of products and name and fame of the brand. This 
study aims to study on the marketing strategy of baby 
care products especially Johnson and Johnson baby 
products. Marketing is the crucial and most important 
tool for the development of a product or brand name 
among the people, especially in the baby care products.  
Because customers are more conscious while buying 
and using baby care products and its side effects.  In 
the present scenario the marketing field Johnson & 
johnson’s brand faces various competition. Because of 
more number of baby products existing in the current 
market like Himalaya, mother care, mee mee, omved, 
rustic art and so on, hence in this context the study is 
significant to know customers preference, expectations 
and attitude and how well they get satisfied with 
the service provided by Johnson & Johnson’s baby 
products.

Keywords: Marketing, baby products, Johnson & 
johnson, Chennai 

STATEMENT OF PROBLEM

Johnson & Johnson’s baby brand are facing many 
problems such as increasing cost, high competition, 
changing life style of the customers and difficulties 
in predicting the buyers attitude towards a product 
because of frequent changes in consumer preference.  
The market is now filled with range of baby products 
with different brand names offering the customers latest 
products.  So consumer’s attitude is very important in 
today’s market situation.  By experience they may find 
it will prefer or not prefer based on the reaction of 
consumer.  It is the worth to note whether he consumer 
prefer Johnson & johnson’s under the condition of 
existence of more products and changing behavior of 
buyers and hence this study made on attempt to know 

the marketing strategies of Johnson & Johnson’s baby 
products in Chennai city.

OBJECTIVE OF THE STUDY

 ●  To examine the impact of their brand trust, 
loyalty, image and brand equity of Johnson & 
Johnson’s baby product in Chennai city 

REVIEW OF LITERATURE 

Moschus George P. (1985) has introduced the related 
concept of consumer socialization. He has given the 
conceptual framework and the measurement models 
of socialization. Along with the theoretical perspective 
he attempted to explain the family influences of the 
buying behavior of customer, he pointed out various 
factors responsible for the purchase decisions. In 
his book, he gave 197 propositions on the consumer 
socialization. Out of which 14 propositions were 
only on the family influences, 19 proposition of peer 
influences, 37 propositions of mass media influences, 
14 propositions of effect of other socializing agents, 
38 propositions of effect of age and life cycle and 17 
proposition of cultural factors along with a number of 
other factor propositions

Enstrom, Tanesha and Foxman (1987) took a 
reciprocal view of consumer socialization of children 
and proposed that children contribute to decision 
outcome through routes – one by influencing their 
parents by direct expression of preferences and 
secondly by communicating new knowledge to the 
parents and influencing purchases. They proposed 
that children whose family communication pattern 
is characterized by a high concept–orientation 
will influence (socialize) their parents more than 
children whose family communication pattern is 
characterized by a high socioorientation. A child 
in a single parent family, higher socio – economic 
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status, and higher personal resources and in a sex 
role egalitarian family will have more influence. 
A child will have greater influence for product 
purchase decisions that he/she considers important 
or for which he/she has high product knowledge. 
His/her participation in family decision making 
will tend to increase his/her satisfaction with family 
purchase decisions.

Robert Mayer (1994) has observed that it is quite 
evident that children not only attempt to influence 
their parents to make purchases of products of 
special interest to them, but also products of remote 
interest (e.g. laundry detergents). For which they see 
advertisements on television. Robert and Chris have 
argued that it is commonly expected that advertising 
effects will be diluted when consumers encounter 
ads for competing brands. Consequently, advertisers 
attempt to avoid competitor’s ads when buying 
media. It has been suggested that advertising for 
mature and familiar brands may not work in the same 
way as advertising for unfamiliar brands. Relative 
to information related to the more familiar brands 
advertised in the market place may be less susceptible 
to competitive. 

RESEARCH METHODOLOGY 

The study comprises both primary data and secondary 
data, the primary data were collected by using 
questionnaire, and the secondary data were collected 
trough the books, journals, magazine and the like   

SAMPLING SIZE

This study is used to convenience sampling for the 
data collocation purpose the researcher were identified 
130 respondents in Chennai city, but the researcher got 
100 respondents only for fully completed response. 
Hence the sample size is 100 respondents.

LIMITATIONS OF THE STUDY

1. The study is confined to Chennai city only

2.  The study is based upon the consumer 
opinion of online marketing; the opinion is 
May or may not be correct. 

3.  The data collected for the research is fully on 
primary data given by the respondents. There 
is chance for personal bias. So the accuracy 
is not true

ANALYSIS AND INTERPRETATION 
GENDER OF THE RESPONDENTS 

From the above chart 1 it can be clearly concluded 
that the majority of the respondents belong to the male 

category which is 56% of the total respondents and 
44% constitute the female category.
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AGE GROUP OF THE RESPONDENTS

Source: Primary Data 

Chart 2 is clear that the majority of the 
respondents i.e. 50% belongs the age group 
of 30-34 and 36% of respondents belongs to the 

age group of 25-29 and only 8% falls under the age  
group of 35-39. 6% respondent is above  
40 years.

OCCUPATION OF THE RESPONDENTS

Source: Primary Data

From the above chart 3, it is can be clearly 
understood that the majority of the respondents i.e. 50% 
belong to Professionals followed by Self employees 

which constitutes 17% of the respondents. Whereas 
14% of the respondents belongs to Government sector. 
9% belong to Private sector.
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ANNUAL INCOME OF THE RESPONDENTS 

Source: Primary Data

it can be clearly understood that 22%of 
respondents are at the income level of Rs 0-2,50,000 
.55% of respondents are between the income level of 
Rs 2,50,001-5,00,000 whereas 20%of respondents 

are under the income level of Rs 5,00,001-10,00,000. 
Only 3%of respondents are having an income level of 
more than Rs 10,0,001. 

NUMBER OF KIDS IN YOUR FAMILY

Source: Primary Data

Chart 5, it can be clearly understood that the most 
No. of respondents have two kids (50%). 42% of the 

respondents have one kid and 8% of the respondents 
have more than two kids.
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AGE GROUP OF YOUR BABIES

chart 6, it can be clearly understood that the most 
No. of respon dents that 50% of the respondent’s kids are 
between 1-2 years of age and 36% of the respondents have 

their kids in less than 1 year. Only 8% of the respondent’s 
kids are in the age group of 2-3 years whereas 6% of the 
respondents’ age group is above 3 years.

PRODUCT USAGE

chart 7, it can be clearly understood that 53% of the 
respondents use the product less than a month followed 
by 20% of the respondents are using it from one to two 

years .15% of the respondents are using it from one to 
six months whereas only 12% of the respondents are 
using it only from six months to one year.
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KNOWLEDGE ABOUT THE PRODUCT

With regards to the knowledge of the product 
it seems that 37% of the respondents are getting 
information only through internet followed by 

newspaper which constitute 23%. Both Television and 
Friend/ relatives constitute 20% in terms of knowledge 
of the respondents about the product.

PURCHASING MODE

chart 9, it is evident that 64% of the respondents 
prefer to  buy from grocery shops while others buy 

from departmental store, shopping mall and online 
shopping at 19%, 10%, and 7% respectively.
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MODE OF PACKAGING

It can be concluded 80% of the respondents [refer tetra packaging where as 20% prefer bottled packaging.

REASONS FOR USING THIS PRODUCT

Chart 11 it can be understood that 45% of the 
respondents use the product for skin repair and 20% 

for both skin purpose and fairness whereas 15% for the 
purpose of freshness.
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EFFFECT OF THE PRODUCT

From the above chart 12, we can interpret that 
53% of the respondents feel that the effect of the 
product last for 6 hrs and 30% of the people feel that 

12 hrs whereas 17% of the respondents feel that it 
lasts for 3 hrs.

FAVOURITE FRAGRANCES

From the above chart 13, it is evident that the 
majority of the respondents (45%) use the flowery 
fragrance whereas 29% use the fruity fragrance. 24% 

of the people use the cologne flavour and only 2% of 
the respondents use aqua flavour.
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PREFERENCE GIVEN TO THE PRODUCT

With reference to the above chart 14, it can be 
concluded that majority of the respondents (80%) 

prefer quality over price and 20% of the respondents 
prefer price over quality.

ATTRACTIVE PACKAGING

From the above table and the chart, it can be 
interpreted that 37% of the respondents prefer yes 
and 27% of the respondents prefer No. 36% of the 
respondents are not sure about the packaging.

FINIDINGS OF THE STUDY

 ● Majority of the respondent 56% are male

 ●  Majority of the respondent 50% are in the age 
group of 30-34

 ●  Majority of the respondent 50% are 
professionals

 ●  Majority of the respondent 55% are earning 
25001-50000

 ●  Majority of the respondent 50% are having 
two kids

 ●  Majority of the respondent 50% are having 
their kids in 1year-2year
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 ●  Majority of the respondent 53% are using 
their product less than one month

 ●  Majority of the respondent 37% are knowing 
their product from online

 ●  Majority of the respondent 64% are 
purchasing their product in grocery store

 ●  Majority of the respondent 80% are packing 
in tetra pack

 ●  Majority of the respondent 45% are using its 
product for skin repair

 ●  Majority of the respondent 53% are using this 
product for 6 hrs

 ●  Majority of the respondent 45% are favourite 
fragrances are flowery

 ●  Majority of the respondent 80% are preferring 
their product for quality

 ●  Majority of the respondent 37% are saying no 
for attractive packaging

 ●  Majority of the respondent 50% are preferring 
for homemade and 50% are preferring 
readymade

RECOMMENDATIONS 

1.  The study reveals that the consumer is aware 
of Johnson &Johnson’s baby products through 
advertisement particularly through internet 
and tele marketing/mobile marketing. Hence 
the manufacture has to consider this fact and 
utilize this source very effectively because it 
involves high cost then when compared to 
other media of advertisement.

2.  It is found from the study that the consumers 
exclusively prefer to buy Johnson & 
Johnson’s baby products. This reveals that 
Johnson & Johnson’s has established its 
brand image which will have a vital influence 
on consumers. In this context, it is important 

to know that the management should adopt 
continued effort in retaining the brand image.

3.  Through customers are satisfied with the 
quality, package, and its content, they are 
satisfied with price. Though the pricing is 
cost based, it is important that comparing 
with the competitors it is better to make it as 
customer based.

4.  The study reveals that the baby products of 
Johnson & Johnson’s are more suitable to the 
babies of customers than other brands. This 
shows that the manufactures has identified 
right production technology and thus are able 
to win the confidence of customers.

CONCLUSION

Even in baby products there are many brands available 
in the market, yet Johnson & Johnson’s is able to 
position its product rightly. The success of Johnson 
& johnson’s may be due to almost all the products 
that the children use are manufactured, besides other 
important factors like quality, taste etc, it is essential 
that due to the growing needs of children and increasing 
competitors in the market. Johnson & johnson’s should 
aim at reaching further more levels in terms of creation 
of new customers and enhancement of sales volume. 
Like any business, the success again depends on 
consumer preference and their satisfaction. Therefore, 
Johnson & Johnson’s must be at taking continues 
step to understand and monitor the consumers whose 
preference may change in view of several conditions 
which exist in the market.
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ABSTRACT

Cash based economies often pose serious challenges 
to any country in terms of tracking all unaccountable 
transactions perpetrated by consumers, business 
entities or even the Government. To tackle these 
issues, many developed countries have switched 
to cashless economy. This paper seeks to examine 
the possibility of converting India from a cash-
based to a cashless economy. Due to constant level 
of technological infrastructure and policy changes, 
there has been an increase in the number of modes 
of payments. Cashless economy is the future of 
Indian economy where there will be no physical 
flow of cash. All the payments will be made and 
received in the virtual world. Cashless economy 
got popular after demonetization where plastic 
money was widely used. Electronic banking will be 
made banking transaction to be easier by bringing 
services closer to its customers hence improving 
banking industry performance. The financial safety 
over the digital payment channel is important 
for pushing the cashless economy idea. A major 
obstacle for the quick adoption of alternate mode 
of payment is mobile internet penetration, which is 
crucial because point of sale terminal works over 
mobile internet connection, while banks have been 
charging money on card-based transaction which is 
seen in hurdle. The study is aimed towards studying 
the level of awareness among the citizens about 
cashless economy. The study recommends that more 
people should start using digital payment methods 
which will serve a cashless economy or less cash 
economy.

Keywords: Cashless Transactions, Electronic-
payment, Demonetization, Economic policy.

INTRODUCTION

Over the past several decades, financial markets and 
institutions underwent radical transformation and 
a sudden expansion, induced by general trends in 
deregulation, liberalisation, globalisation, as well 
as computer technologies advances. International 
capital flows intensified; markets have developed 
new and sophisticated instruments, with the drastic 
improvement in the speed of financial transactions 
execution significantly lowering financial transaction 
costs (Fabris, 2018). The manner of payment has 
changed in parallel with the aforesaid changes. 
Credit and debit cards have become widespread and 
started squeezing out cash, whereas the emergence 
of contactless technologies has further enhanced the 
use of these payment instruments. Smart phones also 
revolutionized payments. This has led to changes in 
numerous other areas such as education, innovations, 
change in consumer habits, commerce demand for 
new products and services, but also in product life 
cycles (Tomljanović and Grubišić, 2016).

The future of cash has become an ongoing debate, 
but mostly among economists. For the average person, 
it’s a moot point—since we have access to a variety 
of forms of payment, there’s no conflict (Mercadante, 
2018). Today`s money is based on a set of mutual 
beliefs. This means that money has value only because 
the society has assigned it certain value. Some are 
of the opinion that money is the most important 
abstraction human beings have ever devised (Zorpete, 
2018). Cashless societies have existed from the time 
when human society came into existence, based on 
barter and other methods of exchange, but real cashless 
society should be understood in the sense of a move 
towards, and the implications of, a society where cash 
is replaced by its digital equivalent.
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Governments encourage a shift toward digital 
services because they see it as a way to address 
money laundering, tax evasion and also to boost 
competition in financial services. Others argue that 
digital payments protect consumers from being 
robbed or losing money, as well as sparing them the 
hassle of constantly carrying a wallet (Cerulus and 
Contituglia, 2018). India is looking to step away 
from traditional cash transactions. The government 
withdrew some high denomination bank notes from 
circulation over a year ago. India’s prime minister 
Narendra Modi created dozens of cashless townships 
where notes and coins are discouraged (Jenkins, 
2018). India also houses many street vendors whose 
livelihood depends on cash based selling. The main 
focus is that India is a country which still depends on 
cash payments for most of the transactions (Ayash 
Yousuf Shah 2017). In Countries like Belgium, 
Canada, etc. 90% of the consumers make cashless 
payments while in US, Australia 80% of transactions 
are made through digital mode (SmrityBaiju, 
RadhaKumari 2017).

STATEMENT OF PROBLEM 

Traditionally, complying financial institutions in 
India, suffer from major issues like overlapping 
regulatory requirements, changing mindset of the 
growing population of the country, skill sets required 
for dynamically adapting to the newer technology, 
data privacy and cyber security, lack of stringent 
intellectual property rights, lack of awareness about 
norms and technological innovations across the globe 
that could help in widening the horizons of innovative 
practices in the country.

LITERATURE OF REVIEW:

Cashless economy is not the complete absence of cash, 
it is an economic setting in which goods and services 
are bought and paid for through electronic media.

(1)  According to Alvares, Cliford (2009) in 
their reports ―The problem regarding fake 
currency in India. It is said that the country’s 
battle against fake currency is not getting 
easier and many fakes go undetected. It is 
also stated that counterfeiters hitherto had 
restricted printing facilities which made it 
easier to discover fakes.

(2)  Zandi et al. (2013) studied whether the 
long-term shift to credit and debit cards 
stimulates economic growth of 56 countries 
worldwide. They discovered that electronic 
card payments can increase efficiency and 
boost consumption of the economy.

(3)  A report published by IIM Bangalore (2017) 
mentions that 63% retailers all over India 
are inclined to cashless transactions. A huge 
chunk of shop keepers (94%) have mobile 
phones, out of which 41% are smart phone 
users, which presents a great opportunity 
for cashless transactions. Also, 45% retailers 
are inclined to use POS machines. The study 
also revealed that 38% retailers were willing 
to pay a transaction charge in excess of 1%. 
About 76% consumers preferred using cash, 
but this number appeared to be reducing. 
Young consumers (up to age 30 years) 
had high access to smart phones and were 
displaying more inclination towards cashless 
transactions.

(4)  Dr. Tushar Chaudhari (2017): Cashless 
transaction systems are not possible without 
adequate internet facilities, so government 
must investigate in infrastructure availing 
internet. Especially free wi-fi zones should 
be made available at local market .All the 
major banks must have separate counter 
which will be particularly used for assistance 
and guidance for cashless transaction system. 
Extra charges on Cashless transaction must 
be stopped. It should be made compulsory 
to all cooperative societies to make Cashless 
transaction specially cheque or demand 
draft. Some advantages must be given to the 
people who are using Cashless transaction. 
The vast advertisement campaign must 
be launched which will not only develop 
Cashless transaction but also will provide 
valuable assistance in using it.

(5)  Dr. Budheshwar Prasad SinghraulV(2018) : 
The major findings of the study show that 
India in terms of using digital payment 
methods is still very poor in comparison 
to other developed countries in the world. 
As many countries are already turned up 
with their electronic payment system, 
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India is in its beginning stage and all most 
of all population are mainly dependent on 
paper cash based transaction because of 
unavailability of proper internet connectivity, 
lack of awareness and knowledge of financial 
transaction, charges on card payments and 
un operational bank accounts

OBJECTIVES OF THE STUDY

 ● To elucidate the concept of cashless economy.

 ●  To study the current position of cashless 
India.

 ●  To identify the prospects and challenges of 
cashless transaction system in India.

METHODOLOGY

 The study is based on the literature review from 
various sources.

CASHLESS TRANSACTIONS IN INDIAN 
ECONOMY

Money is becoming much more of a concept from 
a physical entity. (O.S. Akinola 2012). Cashless 
Economy is defined as situation in which almost all 
transactions are performed through digital methods 
with minimal use of cash. Cashless economy does 
not mean complete absence of cash. In this economy 
transactions are mostly done through credit or debit 
cards, online fund transfers and using e-wallets. The 
new policy of demonetisation has inclined the use of 
digital methods by customers. It has reduced the risk of 
theft and loss of money leading to risk free transactions.

ACHIEVING CASHLESS IN RURAL 
ECONOMY:

(i)  Worldwide there is a tremendous interest 
among policymakers to explore the 
possibility of moving towards a cashless 
economy. Digitisation of transactions is the 
best way to move towards cashless economy. 

(ii)  Rural areas are home to two thirds of the 
country’s population of some 870 million 
people where much of the challenge lies in 
achieving cashless transactions for the rest 
of the decade.

(iii)  It is estimated that rural users will constitute 
almost half of all Internet users in 2020. 
Number of connected rural consumers is 
expected to increase from 120 million in 
2015 to almost 315 in 2020. 

(iv)  Over 93% of people in rural India have 
not done any digital transactions. So the 
real problem lies there. The government 
has taken steps including announcing zero 
balance accounts for people, but growth of 
Bank branches has been low.

TYPES OF CASHLESS MODES AND 
PAYMENTS

(i) Cheques and Demand Drafts
A cheque is one of the safest and oldest methods of 
cashless payment. A cheque is issued to a person or 
business for a specific amount. This cheque is deposited 
in the receiver’s bank, and the money is received 
through a payment processed by a clearinghouse. A 
demand draft is safer than a cheque because it cannot 
be defaulted or dishonoured, unlike a cheque. The DD 
is signed by a banker to ensure that sufficient funds are 
available for a successful transaction.

(ii) Debit and Credit Cards
Debit and credit cards have caught on as a method of 
cashless trading. A debit card is considered by many to 
be safer because you are transacting with money in your 
account. The risk with a credit card is overspending. 
Debit and credit cards can be used to make purchases 
online as well as over-the-counter at a store.

(iii) UPI Applications
UPI stands for Unified Payment Interface. UPI has 
changed the way we transact. At the core of a UPIs 
functionality is the fact that our mobile numbers are 
registered with our respective banks and linked to 
our accounts. A virtual payment address helps to send 
or receive money without entering any bank related 
information. Merchants would need to have a current 
account to receive UPI payments.

(iv) Mobile Wallets
Mobile wallets have become a convenient way of 
making payments without cash. Once you load money 
into your mobile wallet, you can use it wherever it 
is accepted. The most popular mobile wallet that is 
trending is Paytm. The disadvantage with mobile 
wallets is that it isn’t linked to your account.
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(v) NEFT and RTGS
National Electronic Fund Transfer and Real Time 
Gross Settlement are electronic payment systems that 
allow convenient fund transfer between bank accounts. 
Both facilities are maintained by the RBI (Reserve 
Bank of India). The facilities can be used to transfer 
money only within India.

(vi) IMPS
IMPS, which stand for Immediate Payment Service, 
are a service that was initiated by the National Payment 
Corporation of India. The pre-condition to avail IMPS 
services is that a user needs to also register for mobile 
banking. Once registered, the user may avail of the 
IMPS service even through internet banking. Money 
can be sent or received 27*7, and there is no cut-off 
time for transactions.

(vii) USSD
Unstructured Supplementary Service Data is a cashless 
option for those who do not carry a smart phone or tablet. 
It works without an internet connection as opposed to 
most of the other digital payment services. It is a form 
of mobile banking where you must dial *99# to use the 
service. The service mirrors the IMPS service and uses 
MMID with a mobile number or IFSC code with the 
account number for the transaction to be successful.

(viii) ECS
ECS stands for Electronic Clearance Service. It is a 
convenient method to make bulk payments, especially 
to pay off your utility services, equated monthly 
instalments, and for financial institutions to disburse 
payments like pensions, salaries, or dividend interest.

(ix) Net Banking
Net banking is an alternative to using your debit or 
credit card. The user needs to login to their net banking 
account to approve a payment. Net banking gives you 
the flexibility of transacting even if you have misplaced 
your debit card or lost it.

CHALLENGES IN MAKING INDIA 
CASHLESS ECONOMY

(i) Lack of Digital Literacy
Since more than 60% population of India does not 
know how to use the computer and rural Indian does 
not know about the smart phone. There is need of high 
speed internet connection but in India, there are various 
rural and urban area where the access of internet is very 
difficult. The areas which have internet connection 

also have problems in continuous connection. The 
costs of internet facilities are very high in comparison 
to developed countries.

(ii) Lack of Infrastructure in India
There are various areas in the rural where banks are 
still a distant dream because these areas are still having 
the banks at their door step. There is lack of ATMs in 
such areas and the areas which have ATMs are not fully 
back up with the electricity and other IT facilities. So 
it is necessary to have basic infrastructure for banking 
services.

(iii) Cyber Security Issues
Another mounting challenge in digital payments is 
cyber security issues, with the magnitude with which 
digital transaction-taking place after demonetization 
the risk of online fraud, leakage of confidential 
information, cyber-crimes, malware and virus attacks 
has been raising. This is the biggest concern to deal 
with in order to popularize digital payments.

(iv)  Unwillingness of Indian to Make Cashless 
Transactions

Mostly Indian does not prefer to deal with cashless 
transaction because seller does not accept the cards 
and cheques at the point of sales and they demand for 
transaction fees that makes the things costly. This problem 
may be solved to lower the transaction fees by the banks 
or service provider if large no of Indian use the debit and 
credit cards for making the cashless transactions.

(v) Lack of Customer Awareness
There is lack of awareness about different aspects of 
cashless transactions. It is the need of the hour to stress 
upon the matter relation to the service tax, transaction 
fees, security of accounts etc to make the consumer 
aware and effective party of the mission.

ANALYSIS

Digital Payments

 ●  Total transaction value in the Digital 
Payments segment amounts to US$64,787m 
in 2019. 

 ●  Total transaction value is expected to show 
an annual growth rate (CAGR 2019-2023) 
of 20.1% resulting in the total amount of 
US$134,588m by 2023. 

 ●  The market’s largest segment is Digital 
Commerce with a total transaction value of 
US$58,812m in 2019.
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(1)  Total Transaction Value in the Digital Payments segment amounts to US$64,787m in 2019 and 134.588 in 
2023.

(2)  In the Mobile POS Payments segment, the number of users is expected to amount to 697.8m by 2023.

(3)  The average transaction value per user in the Mobile POS Payments segment amounts to US$14.8 in 2019 
and 153.2 in 2023.
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(4)  With a total transaction value of US$1,570,194m in 2019, the highest value worldwide is reached in China.

FINDINGS

The findings of the study show that India in terms of 
using digital payment methods is still very poor in 
comparison to other developed countries in the world. 
As many countries are already turned up with their 
electronic payment system, India is in its initial stage 
and most of the population are dependent on cash 
based transaction. India needs to come up with the 
new policies of digital transactions. It is recommended 
that government should promote their agencies and 
private sector service providers to spread financial 
literacy at a great extend especially in rural areas. 
Government should provide extra benefits on digital 
transaction payments and offer extra incentives or 
interest rate on cash saving in bank accounts. At the 
same time reduction in charges of digital transaction 
or exemption completely on digital banking should 
be offered for few initial years which can be more 
helpful for speeding up the process of digitalisation of 
payments in India.

SUGGESTIONS 

Developed economies have implemented a cashless 
payment infrastructure based primarily on credit 
cards several decades ago, but in the recent years the 
legacy structures suddenly became a burden. The 
“Western” markets are now much slower to adopt 
new payment solutions than growing economies 
like China, India or Eastern Europe. The large share 
of population in the developing economies of Asia, 
Africa and Latin America have also been under 
banked until the rise of mobile payment and wallet 
innovations that rely completely on accessible 
mobile technology.
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ABSTRACT

Organisation looks for achievement particularly 
because of today’s focused condition. Despite their 
size and market, organisations endeavours to maintain 
the best employees and recognize their essential part 
and impact on the effectiveness of such organisations. 
The present study is about the impact of organisational 
culture on organisational commitment. Based on the 
literature review of various studies, the organisational 
culture dimensions taken in this study has been used 
in the study related to Higher education Institutions 
and super markets, thus it is found sufficient to use 
the four factor out of eight factors of organisational 
culture proposed by Ricardo and Jolly for this study. 
The four dimensions are selected because they have 
been selected as those likely to have greatest effect 
on employees’ behaviour (Lau and Idris,2001) 
This study makes an attempt to determine the four 
conceptual dimensions namely, Communication, 
Teamwork, Training & Development, and Reward 
& Recognition which enacts the list of Independent 
variable results in organisational commitment which 
is Dependent variable. Hence, the conclusion of the 
study will suggest the organisations to improve the 
work environment and have a good work life exposure 
which will in turn help them in making the employees 
stay loyal to the organisation. This study will also in 
turn bring out the commitment level of the employees 
working IT service sectors.

Keywords: Organisation, Information Technology, 
Organisational culture, Organisational Commitment.

1.1 INTRODUCTION

Employees are valuable assets of the organisation and 
the key to business. Employers need to understand 
that a content and motivated employee has a higher 
probability of making significant contributions to the 
organisation. An organisation can make an employee 
stay motivated and have job satisfaction through 

incorporating a proper suitable organisational culture 
which will help the employees to understand the 
values, norms and beliefs which in return leads to the 
creation of the organisational commitment. Culture 
also includes the organisation vision, values, norms, 
systems, symbols, language, assumptions, beliefs and 
habits (Needle, 2004). Simply stated, in the words of 
Deal and Kennedy, organisational culture is “the way 
things are done around here”. The above definitions 
of culture express how the constructs play out in the 
workplace, and how organisational culture affects the 
way people and group interact with each other, with 
clients, and with stakeholders.

A research depicts that the average attrition rate 
in India is as high as 25 percent, as the employers fail 
to meet the expectations of the employee, and it is 
tremendously higher in the Information Technology 
(IT) /ITES sector. From this respect, it is important 
to give consideration to the human resource of the 
organisation, so there is a clear increase in the point 
of commitment of employees in a culture of the 
organisation to be distinguished from others. There 
are plenty of opportunities in the Tech Industry and 
the players in the Industry have to continuously keep 
themselves updated with the, changing technology, 
changing environment, changing customer demands 
and focus on efforts of developing new solutions to 
meet their requirements.

1.2 NEED OF THE STUDY:

Over the past decades, Information Technology (IT) has 
been in development and showed a greater growth with 
the improvement in the advancement of technology. The 
IT industry achieved a major breakthrough in the 1990s 
and is now one of the important industries of India with 
a compound annual growth of about 52 percent between 
1991 and 1996; the Indian software sector has expanded 
almost twice as fast as the world’s leading US software 
industry did, during the same periods, although from a 
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smaller base.[3] With such development, the Industry is 
always in need maintaining a pool of employees who are 
well educated, well skilled and have the goals which will 
synchronize with the goals of the organisation and above 
all they expect the employees who will stay loyal and 
committed to the organisation for a longer period. 

1.3 OBJECTIVES OF THE STUDY

The objectives of the study are as follows:

1.  To determine the organizational culture 
factors.

2.  To identify the relationship between the 
demographic variables with organizational 
commitment. 

1.4 RESEARCH METHODOLOGY

1.4.1 Research design

The research design adopted for this study was 
Descriptive research design, since it concerns with 
specific predictions, with narration of facts and 
characteristics concerning individual, population or 
phenomenon studied.

1.4.2 Collection of data

Primary data- Self administrative 
questionnaireSecondary data- Journals, Books, 
Websites

1.4.3 Tools for Analysis

Reliability test, Factor Analysis 

1.4.3 Sample Size

Questionnaire was given to 210 respondents out of 
which only 204 responded.

1.5 RELIABILITY EVALUATION:

Cronbach’s Alpha is a convenient test used to estimate 
the reliability, or internal consistency of a scale. It 
gives a simple way to measure whether or not a scale is 
reliable, higher the value of alpha derived, the greater 
will be the reliability of the questionnaire. Reliability 
of data is significant for any research to examine the 
relationship, impact of one variable to other variable.  
After deducting particular statements which was not 
reliable, the cronbach’s alpha value resulted to 0.948 

which is a greater value showing the highest reliability, 
and that the questionnaire is suitable for further study.

Table 1.1 Reliability Analysis for Pilot study

S.No Particulars Cronbach’s 
value

No. Of 
items

1. Overall Value 0.948 54
Factors:

2. Communication 0.902 7
3. Teamwork 0.841 7
4. Training & Development 0.853 8
5. Reward & Recognition 0.911 8
6. Affective Commitment 0.723 8
7. Continuance 

Commitment
0.770 8

8. Normative Commitment 0.770 8

Source: Primary data

1.6 HYPOTHESIS OF THE STUDY:

In order to accomplish the objectives of this study, the 
following hypothesis were proposed and intended to test:

H01: The model framed does not fit the factors 
influencing the organisational commitment.

1.7 LIMITATIONS OF THE STUDY

Every research study has its own limitations and 
this study is no exception. The study is specific to 
the one particular industry (i.e.) IT industry, thus 
generalizations of findings to other occupation is to 
be limited. The time frame to study 204 respondents 
was very less, and the major limitation is that the study 
confines to the Chennai city, since India is a multi-
lingual, multiethnic, multi religious and hierarchical 
society comprising different economic groups, research 
should be conducted in various cities/ states to reach a 
more conclusive data. The efforts has been made to 
study the organisational commitment overcoming the 
difficulties faced while collecting samples to measure 
the commitment level of the employees, as it was self 
report measures, the responses may suffer from human 
bias and prejudice.

1.8 REVIEW OF LITERATURE

1.8.1 J.C Drench(2009), the study focused on Cehave 
pasze in Poland, all 151 employees filled the 
questionnaire. The levels of affective commitment 
are satisfactory except for the level of affective 
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commitment to the company (0.57), which was a 
little below the satisfactory level. Cehave Pasze is 
recommended to examine more in depth the impact of 
company specific education.

1.8.2 O. Manetje and N.Martins(2009), The results of 
this study suggested that organizational culture has 
an effect on organizational commitment. It has also 
recommended to successfully implementing both 
organizational culture and organizational commitment 
for development and change initiations. The study also 
showed evident that normative commitment is high 
when the respondents perceive the existing power 
culture as dominant.

1.8.3 Zahariah mohd zain, Razanita ishak, Erlane 
K ghani(2009), suggested that understanding corporate 
culture as a management philosophy is essential to 
managing an organisation in improving its overall 
performance. The results show that all dimensions of 
corporate culture chosen in the study are important 
determinants in motivating the employees to be 
committed to their organisation. 

1.9 ANALYSIS AND INTERPRETATION

 ●  Factor analysis-Factor Analysis is used 
to find the hidden patterns show how these 
patters overlap and show what characteristics 
are seen in multiple patterns.

 ●  Analysis of variance-Analysis of Variance is 
employed to identify the relationship between 
the demographic variables with the dependent 
variable, organisational commitment derived 
from organisation culture.

1.10 CONFIRMATORY FACTOR 
ANALYSIS (CFA)

Confirmatory factor analysis is used to test whether 
measures of construct (model) are consistent with a 
researcher’s understanding of nature of that construct 
(model) or factor. The model developed by using 
Analysis of Moment Structure(AMOS) version 2 
which includes  Communication, Team Work, Training 
& Development, Reward & Recognition, Affective 
Commitment, Continuance Commitment, Normative 
Commitment.

The above table shows that Chi-square(x2) value 
is 397.477 which is significant at 1% level. This 

shows that the model framed possess a good fit.The 
root mean square error of approximately (RMSEA) 
calculated value as 0.074 which is less than 0.08 , and 
Comparative Fit Index (CFI), Incremental Fit Index 
(IFI), Normed Fit Index (NFI) calculated value was 
1.000, goodness of fit (GFI) calculated value as 1.000, 
then Adjusted goodness of fit (AGFI) showed value 
as 0.788. Tuker- Lewis Index (TLI) value as 0.880, 
Relative Fit Index (RFI) shows as 0.720, and then 
Expected Cross Validation Index (ECVI) was derived 
as 0.082 (2.680-2.598) which ranges between 0.5 to 
0.1, that falls under the acceptable range.Therefore, 
the above values calculated proves that the model 
framed possess a good fit and appropriate for Structural 
Equation Modelling. 

Chart-1.1 Model framed for confirmatory factor 
analysis

Table 1.2 Model fit summary(CFA)

S.No Particulars Values
Root mean square error of 
approximation (RMSEA)

0.074

Normed Fit Index (NFI) 1.000
Goodness of Fit (GFI) 1.000
Adjusted Goodness of Fit (AGFI) 0.788
Comparative Fit Index (CFI) 1.000
Incremental Fit Index (IFI) 1.000
Tuker- Lewis Index (TLI) 0.880
Relative Fit Index (RFI) 0.720
Expected Cross Validation Index 
(ECVI)

2.598

Most Expected Cross Validation Index 
(MECVI)

2.680
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1.11 STRUCTURAL EQUATION 
MODELLING (SEM)

Structural equation modelling may also be defined as 
a multivariate statistical analysis technique that is used 
for analyzing structural relationships.  This technique 
may better be explained as a combination of factor 
analysis and multiple regression analysis.

Chart 1.2
Model framed from Structural Equation Modelling

 H01: The model framed does not fit the 
factors influencing the organisational 
commitment.

The model fit X2 value derived 420.835 which is 
significant at 1% level; hence the null hypothesis is 
rejected. The table shows that. The root mean square 
error of approximately (RMSEA) calculated value as 
0.076 which is less than 0.08 , and Comparative Fit 
Index (CFI), Incremental Fit Index (IFI), Normed Fit 
Index (NFI) calculated value was 1.000, goodness 
of fit (GFI) calculated value as 1.000, then Adjusted 
goodness of fit (AGFI) showed value as 0.788. Tuker- 
Lewis Index (TLI) value as 0.822, Relative Fit Index 
(RFI) shows as 0.713, and then Expected Cross 
Validation Index (ECVI) was derived as 0.082 (2.811-
2.729) which ranges between 0.5 to 0.1, that falls under 
the acceptable range. Therefore, it is recognized that 
the model fit the actual model framed for the study. 
Hence, it is concluded that the factors.

Table 1.3 Model fit Summary (SEM)

S.No Particulars Values
Root mean square error of 
approximation (RMSEA)

0.076

Normed Fit Index (NFI) 1.000
Goodness of Fit (GFI) 1.000

Adjusted Goodness of Fit (AGFI) 0.788
Comparative Fit Index (CFI) 1.000
Incremental Fit Index (IFI) 1.000
Tuker- Lewis Index (TLI) 0.822
Relative Fit Index (RFI) 0.713
Expected Cross Validation Index 
(ECVI)

2.729

Most Expected Cross Validation Index 
(MECVI)

2.811

Probability level = 0.000
Chi square= 420.835
Degree of freedom= 194

1.12 SUGGESTIONS AND 
CONCLUSIONS

Based on the above findings, the following suggestions 
can be given to improve the commitment of the 
employees. Culture in organization should be assessed 
and managers should become aware what is needed to 
higher positive results from employees lead to higher 
performance and lower turnover ratio among other 
things. IT organizations should concentrate more on 
providing proper training and also opportunities for 
development of employees which will in particular 
normative commitment can be improved which 
recommends enhancing grand effectives of value, 
perception and skills. Superiors should encourage 
employees to confidently propose ideas, initiatives and 
innovations in the development of services and working 
methods. The effective improvement initiatives should 
be evaluated, recognized and rewarded in various 
forms. Organisations should create a favourable 
environment to enhance interaction with the employee 
at work; sharing the assessments of superiors for the 
employees themselves, and organising meetings often 
with subordinates will make the employees feel as 
part of the organisation. Tuker- Lewis Index TLI value 
as 0.880, Relative Fit Index RFI shows as 0.720, and 
then Expected Cross Validation Index (ECVI) was 
derived as 0.082 which ranges between 0.5 to 0.1, 
that falls under the acceptable range and shows that 
the model framed possess a good fit ad acceptable 
for Structural Equation Modelling. The findings 
also make a contribution in creating awareness and 
understanding of the development of a theoretical base 
for application of the four dimensions of organisation 
culture resulting in an improvement of employees’ 
working conditions that inevitably contributes towards 
their commitment. Finally, the findings also prescribe 
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potential implications for top management to review 
their organisational culture dimensions, consistent 
with the training needs of the employees within the 
organisations.  

1.13 SCOPE FOR FUTURE RESEARCH

The study realized some limitations which must be 
considered for future research. Firstly, the respondents 
of this study were only 204, thus further studies could 
use a larger sample size of more than 500 respondents, 
which will reveal better results. The study was confined 
within the Chennai city, so the results cannot be 
applicable to whole country since the culture differs 
state to state in India. However, the results of this study 
provide directions for the future research on the impact 
of organization culture on organization commitment. 
Further studies, can adapt other factors. Furthermore, 
the future research can employ work environment as a 
mediating variable and job satisfaction to be included in 
the conceptual framework. It also proposed that future 
research be conducted in other types of organizations, 
such as BPO sector, manufacturing and service using 
similar approach. 
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Abstract

This study examines the relationship between Monetary 
Employee benefits and Motivation. Benefits could be 
monetary or non-monetary. The study is considered 
significant since the measurement of motivation itself 
is subjective and varies from time to time and from 
employee to employee.

Keywords: Employee, Benefit, Motivation, Monetary

INTRODUCTION

Like any other industry, the motivation level of 
employees in an Information Technology (IT) company 
is determined by the benefits offered. The benefits may 
be monetary or non-monetary, immediate or accrued. 
Some benefits are indirect employee motivators. 

The benefits that motivate employees vary from 
employee to employee. 

The demographical factors such as age, marital 
status, family status and so on also determine on 
what benefits motivates the employees. Also, the 
determinants of an employee’s motivation are not the 
same at all times. 

Every organization should have a watch on the 
level of motivation of employees on a regular basis. 
This is because the motivation level of an employee 
determines several important parameters like his/
her productivity, attitude towards his supervisor and 
team members, absenteeism, engagement level in the 
assigned work, attitude towards work and participation 
towards the welfare of the organization. 

A motivated employee also motivates his/her co-
workers. The success of any organization in the long run 

lies in the employees being engaged. Communication 
of benefits to employees is as important as providing 
the benefit.

Monetary benefits no doubt motivate the 
employees. Few components of an employee’s pay 
structure are fixed while few others are flexible. 
These components are revised on a regular basis. The 
monetary benefits provided to the employees should 
be equitable in the organization. Also, the benefits 
provided by companies must be on par with the 
competitors. 

REVIEW OF LITERATURE

Research by Brown (1961)1, suggests that money can 
reduce anxiety. People learn to become curious in the 
presence of a number of cues and signals signifying 
the absence of money. Once money is obtained, cues 
disappear. Money therefore helps in reducing anxiety. 
A growing child learns the value of money at different 
stages. First is pairing of cues with pain, which 
arouses anxiety. In the second stage, this is associated 
with a variety of cues indicating lack of money. With 
repeated exposures, lack of money arouses anxiety 
and naturally, its availability helps reduce anxiety. We 
want more and more money because it can help us to 
reduce anxiety related to the pain of not having enough 
food, shelter and other needs important to us. 

Padaki and Dolke’s (1970)2 study found adequate 
salary as the major dissatisfier among few other 
dissatisfiers. Another study conducted by them also 
found more or less the same as perceived dissatisfiers. 

Grant and Singh (2011)3, two management 
professors from The Wharton School of the University 
of Pennsylvania, argue that traditional incentive 
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schemes (stock options and bonuses)  motivate and 
improve employee performance, but can have serious 
repercussions such as “unethical behavior, fuel 
turnover and foster envy and discontent.”  They further 
explain that financial incentives are best used with the 
following three guidelines. 

-when tasks are algorithmic in nature and 
generally not interesting

-when the financial incentives are small and they 
work in coherence with major initiatives 

-They also point out three important elements, 
based on Daniel Pink’s research that the workplace 
should incorporate to raise productivity: autonomy, 
mastery and purpose. 

Ederer and Manso’s, (2011)4 study titled “Is 
Pay for Performance Detrimental to Innovation?” 
concluded that: The ideal incentive scheme that 
motivates employees’ exploration is fundamentally 
different from standard pay-for-performance schemes 
implemented to motivate effort. Tolerance for early 
failure, reward for long-term success, commitment 
to a long-term incentive plan, excessive continuation 
and timely feedback on performance are important to 
motivate exploration. 

Azoulay, Graff-Zivin, Manso (2011)5, 

Professors at Massachusetts Institute of Technology 
and University of California, Santa Barbara, published 
a paper titled “Incentives and Creativity: Evidence 
from the Academic Life Sciences” indicating that long 
term rewards rather than short term rewards helped 
to motivate scientists in their work and to promote 
creativity. The application of this study suggests that 
short term rewards that are common in many companies 
may not help in motivation of employees in the long 
run and hinder innovation. 

Prubhjot Kaur Mahal (2012)6 in his research 
paper directly reveals the high mean value of the 
salary between organizational commitment and 
organizational performance. Salary plays a crucial 
role in influencing the commitment among employees. 
When the employees are given fair wages, it will result 
in a cordial relationship between the employer and 
employee. 

A.Subhiua M. Selva Kumar & B. krishnaveni 
(2012)7, in their study, directly measured the 
employee’s attitude regarding the benefits provided 

by the spinning mills. Bonus and incentives increase 
the employee’s involvement and decrease the conflicts 
among the employees.

OBJECTIVES OF THE STUDY:

The following are the objectives of the study:
1.  to identify the factors of employee benefits 

and motivation

2.  to find the relation between employee benefits 
and motivation among the employees in IT 
companies

HYPOTHESES

1.  The factors of employee benefits and 
motivation do not differ significantly.

2.  There is no relation between employee 
benefits and motivation.

METHODOLOGY

Top three Information Technology companies were 
considered for the study. Respondents were from 
Wipro Technologies Limited, Infosys Technologies 
and Cognizant Technology Solutions. The following 3 
steps Research Methodology were applied to conduct 
this research. They are:

1. Pre-test 

2. Pilot study
3. Main study

In the first stage of pre-testing and measures 
compilation, the researcher thoroughly investigated 
literature reviews and obtained statement and scales 
from previous researchers. These statement and scales 
were compiled systematically to ascertain employee 
opinion on benefits and motivation. The further 
refinement of these statements was done in the pre-
test stage. The researcher obtained 30 responses from 
the employees of IT companies and Cronbach’s Alpha 
method was applied. It was found that Cronbach Alpha 
co-efficient was 0.897 which is above the benchmark 
value of 0.75. Therefore, the questionnaire passed pre-
test procedures and then entered into pilot study stage.

In the second stage, the researcher collected 50 
responses from the employees of IT companies and 
the procedure is subject to the refinement through 
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exploratory factor analysis. At this point, meticulous 
care was taken to verify the cross loadings among 
the factors. The crossed variables were identified and 
removed from the analytical domain. This further 
refines the statements in the questionnaire considered 
for research. 

In the final study stage, the researcher collected 
100 responses from top IT companies in Chennai city. 
Convenience sampling method was found suitable 
to obtain the responses with significant perceptual 
variance among the employees of IT companies. In 
this stage, the researcher applied Confirmatory Factor 
Analysis and Linear Multiple Regression Analysis 
simultaneously to identify the pre-dominant factors 
of employee benefits, motivation and the respective 
relationships.

ANALYSIS AND DISCUSSION

The application of Confirmatory Factor Analysis 
AMOS software and the researcher obtained the 
following model fit.

Model: Total Variance Explained
Component Rotation Sums of Squared Loadings

Total % of Variance Cumulative %
1 3.59 4.99 4.99
2 3.52 4.89 9.88
3 3.43 4.76 14.65
4 3.25 4.51 19.16
5 3.06 4.25 23.41
6 3.03 4.21 27.63
7 2.82 3.92 31.55
8 2.81 3.91 35.47
9 2.76 3.84 39.31

Extraction Method: Principal Component Analysis.

The subsequent application of factor and Principal 
Component method and exploratory approach also 
confirmed the existence of 9 pre-dominant factors. 
They are:

1. Salary
2. Bonus
3. Increment on promotion
4. Incentives
5. Loan
6. Leave encashment
7. Profit sharing

8. ESOP
9. Allowances

The application of Exploratory Factor Analysis and 
Confirmatory Factor Analysis profoundly concluded 
the 9 monetary employee benefits factors with:

-chi-square model fit value of 6712.21

-Comparative fit index (CFI) of 981

-Goodness of fit index (GFI) .890 and root mean 
square error of approximation RMSEA.055

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy.

.85

Bartlett’s Test 
of Sphericity

Approx. Chi-Square 6712.21
Df 25
Sig. .000

All of them are within the benchmarks and 
statistically significant at 5 percent level of significance. 
After obtaining the 9 factor scores, the researcher 
related them to the level of satisfaction of employee 
benefits which is otherwise called motivation. The 
employee benefits and motivation are exhaustively 
related through linear multiple regression analysis as 
shown in the table below.

Table: Model Summary

Model R R Square
Adjusted 
R Square

Std. Error of 
the Estimate

1 .043(a) .38 .38 .7995

From the above table, it is found that all the R2 
values are greater than .3. This implies that all the 
9 monetary employee benefits factors are found to 
influence motivation factors. 

ANOVA (b)

Model

Sum of 

Squares df

M e a n 

Square F Sig.
1 Regression 41.99 15 2.799 4.379 .000(a)

Residual 182.84 286 .639
Total 224.83 301

The regression fit f value = 4.379, p value = 0.000 
further confirmed the existence of unique relation 
between employee benefits and motivation. In fact, the 
monetary employee benefits and motivation are well 
related to validate the present research.
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FINDINGS AND CONCLUSION:

After the rigorous statistical analysis, the researcher 
found that in IT companies, the employees depend 
upon the 9 pre-dominant factors. In ranking these 
factors, the researcher was able to distinguish them 
into short term and long-term monetary benefits. As 
far as the employees’ perception is concerned, they 
perceived equal importance to both short-term and 
long-term monetary benefits. 

This leads to the acceptance of the hypothesis 
that the factors of employee benefits and motivation 
do not differ significantly. It shows that employees 
in IT companies give equal importance to both short-
term and long-term monetary benefits. The Regression 
analysis further revealed the existence of relationship 
between employee motivation and benefits. This 
does not support the hypothesis which subsequently 
leads to the rejection of the hypothesis that there is no 
relation between employee benefits and motivation. 
The employees are continuously motivated to show 
that involvement and optimistic contribution to the 
productivity of companies are through attractive 
employee benefits prevailing in the organization. 
Hence, companies should focus on short term and 
long-term monetary benefits as well as non-monetary 
benefits.

GAPS IN REVIEW OF LITERATURE:

There exists a vast literature review in the area of 
Motivation and Employee benefits contributed by both 
Indian and foreign authors in several industries. These 
reviews add tremendous value to researchers in the 
area of Human Resource Management (HRM).

Such research studies usually through structured 
questionnaire or interviews (either in person or 
telephonic conversation) are conducted during a 
certain period. The period could be for 3-6 months 
or sometimes a year. At the end of the period the 
studies are concluded. To bring more meaning to such 
research studies, the study should be repeated a couple 
of times for extended periods. This will clearly bring 
out changes in the level of motivation of employees 
in an organization. Also, the subject of the research 
studies should be the same to bring consistent results. 
Conducting of research studies over a period of several 

years is certainly time consuming. It requires a lot of 
persistence and follows up.

Although there exists extensive research studies 
on Motivation and Employee benefits, there are still 
gaps in the same. Research studies on Motivation 
level of an employee influenced by various employee 
benefits are certainly subjective in nature. Anything 
subjective is difficult to be measured. Expectations of 
employees keep changing based on time. Moreover, 
advancement in technology, family circumstances, 
family composition and choice of employees also 
determine the benefits that motivate them.

BIBLIOGRAPHY:

1.  Organizational Behavior and Human 
Performance, Vol.3, Issue 2, May 1968, pp.  
157-189.

http://www.yourarticlelibrary.com/employees/
relevant-indian-studies-in-the-field-of-motivation-of-
employees/45077  dated 7th November 2019.
[2]  (A.M. Grant & F. Gino) (“Little thanks go a 

long way: Explaining why

Gratitude expressions motivate prosocial 
behavior.” A Little Thanks Goes A Long Way: 
Explaining Why Gratitude Expresses Pro Social 
Behavior) (98,6,953) (http://www.management.
wharton.upenn.edu/grant/GrantGino_JPSP2010.pdf) 
viewed on 7th November 2019. 
[3]  (Ederer, F. & Manso, G.) (“Is pay-for-

performance detrimental to innovation?”) 
(http://www.mit.edu/~manso/em.pdf) viewed 
on 7th November 2019.

[4]  Azoulay, P. Graff Zivin, J. & Manso, G, 
(“Incentives and creativity: Evidence from 
the academic life sciences”) (Rand Journal 
of Economics) (http://www.mit.edu/~manso/
hhmi.pdf) viewed on 7th November 2019.

[5]  h t t p s : / / p a p e r s . s s r n . c o m / s o l 3 / p a p e r s .
cfm?abstract_id=2184208 dated 7th 
November2019.

[6]   A.Subhiua M. Selva Kumar & B. krishnaveni 
(2012), “A Study of HR Management in Textile 
Industry”, The IUP Journal of Management 
Research, Vol. 11.



Abstract

Supply chain management has revolutionized how 
business can be carried out and become successful. 
Seventy nine percentagesof companies with high-
performing supply chains achieve revenue growth 
superior to the average within their industries.A great 
deal of cost can be saved by improving, streamlining, 
and optimizing the supply chain. At the same time 
the market for E retailing in India has gained a great 
momentum with consumers preferring to go online to buy 
products and theyoung generation to go for e-commerce 
has increased over a period of time because of the wide 
variety of products available at a very competitive price, 
convenience and availability. Flipkart, Amazon, Snapdeal 
and many other have come up in the market and are able to 
sustain the local retailers because of the wide variety that 
they offer in the online stores. Real time information on the 
E-retailing websites and enabling collaboration between 
trading partners are the main fragment of Supply chain 
management. But eventually the biggest challenge of the 
online stores is managing their supply at distinct location 
and making it available to the consumer within the 
committed period. All this requires a strong supply chain 
management system in place and create the competitive 
advantage to the company as well. This research  focuses 
much on how effectively the supply chain management 
practices of amazon was carried out to create competitive 
advantage and sustain in the market with special reference 
to Bengaluru based customers. The data was collected 
primarily using the questionnaire by survey method, 
analyzed, interpreted and the results are presented to 
overcome the current challenges and efficiently utilize the 
opportunities.

Keywords: Supply Chain Management, E Retail, 
Competitive Advantage, Trading Partner

INTRODUCTION

Amazon enjoys a craze of customers since the services are 
quick and efficient supply chain management practices 

with the combination of sophisticated information 
technology, an extensive network of warehouses, multi-
tier inventory management and excellent transportation 
among all the major companies in the world.

Amazon’s supply chain success heavily depends 
on outsourcing of its inventory management, Delivery 
options to customers, Push/Pull Strategy for Supply 
chainSuccess, Classes and Zones, Automation, Supply 
Chain Cost, dronebased delivery system.

Amazon supply chain strategy includes Warehousing, 
Delivery, Technology, and Manufacturing. Amazon is a 
company known for its very short delivery time and Its 
logistics even enable it to develop "same-day delivery" in 
urban areas. 

Amazon’s SCM has a strategic fit with its competitive 
strategy of being the retailer of choice for its customers. 
The combination of multi-tier inventory management, 
superlative transportation, and highly efficient use of 
IT and its wide network of warehouses are all geared 
towards aligning its SCM with its competitive strategy.

Amazon stocks the frequently purchased and 
ordered items in its own warehouses so that it canbe 
responsive to the customer needs as well as not 
compromise on the delivery times and the lead times 
by segregating its inventorywhere it isneeded and also 
it divides its customer segments and follows a price 
differentiation strategy. The various forms of delivery 
are one day delivery, free super saver delivery, first 
class delivery, and prime customers delivery

LITERATURE REVIEW

To validate the research the following journals and 
articles were reviewed and are presented in the review 
of literature.

Kotler, Keller, Manceau (2012) examined the 
positive or negative impression a customer has 
about a buying or consuming experiencebetween 
his expectations of the product and his perceived 
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performance and above all loyalty is the propensity 
of a consumer to buy the same product frequently 
from the same store whenever he needs it, in the case 
of Amazon customer satisfaction builds the loyalty.
Surfeco (2018)studied that managing resources and 
skills is a competitive advantage for the company 
.Warehouses location of Amazon and the way itmanage 
its employee skill to preserve its know-how, to be 
innovative and creative and even its way to invest are 
integral parts of its strategy.Glassdoor (2018) studied 
that Amazon manages its resources includes physical 
resources, such as buildings, production tools or 
stocks, and financial resources include debt capacity, 
self-financing to create the competitive advantage.

Duvauchelle (2012) studied that Amazon's main 
objectives is speed in delivering orders quickly.
Evans (2014) studied that at the end of 2017, Amazon 
generated $149 billion in annual revenue and the 
company was valued at $724.2 billion by having 
a huge range of products in stock and renews its 
inventory periodically.Bowman (2017) has studied 
that the company is winning in the way it manages its 
money and in its investment choices, a strategy that 
has enabled it to be the world leader in E- commerce 
today, in 2018. Business Insider (2017) in his study 
stated that by investing one-click ordering, a real 
competitive advantage. It patented its ordering system 
and generated profits by offering this functionality to 
other E-commerce players.

Chisato (2018) has stated that the company has 
built a solid image as the most reliable player in 
Ecommerce, considered as a reference in the field. 
Kantor and Streitfeld (2015) has identified that Amazon 
has a special relationship with its customers for highly 
personalized customer  experience by making the 
product available to meet customer requirements 
and  Amazon excels in customer satisfaction. Thabit 
(2015) in his study identified that the technology, 
organizational resources and information systems are 
strategic tools in the company. Bastien (2017) has 
analyzed that Amazon's core competitive strategy is 
to get privileged relationships with its customers to 
maintain their loyalty. 

Prudhomme (2017) identified that, Amazon 
manages 6 warehouses in France. There are 80 storage 
and replenishment warehouses worldwide. Berthelot 
(2017) studied that Amazon has also expanded its 
distribution activities, the majority of the software 
it has developed concerns warehouse development 
tools. Pumphrey (2018) has studied that once the 
order is preparedit is shipped to the customer. Cloud 

is Amazon's ultimate logistics .Amazon is constantly 
seeking to control its entire value chain. 

RESEARCH METHODOLOGY

The study is descriptive in nature, utilizing quantitative 
methods. The primary data was collected, analyzed 
using the statistical tools and the results are presented.
Since service sector is rapidly increasing its growth in the 
Indian economy, the E- commerce firms are improving to 
give the best to their customers. In cities like Bengaluru, 
they witness growth in the recent past years and have to 
survive the market competitions and break through the 
technological advancements that the service industry is 
adopting now. Thus, this study is to identify the problem 
that Amazon is having in their efficient delivery system 
to their existing customers and helping them to formulate 
the strategies and model edge thebusiness.

OBJECTIVES OF THESTUDY

1.  To study  the  existing supply chain practices 
and competitive advantage of Amazon 

2.  To analyse  the association between frequency 
of purchase and favorite services of Amazon 
customers

3.  To analyze the relationship between 
satisfaction of the customer support offered 
an the frequency ofpurchase

4.  To understand the relation between efficient 
supply chain management and the efficient 
delivery system ofAmazon.

SCOPE OF THESTUDY

The study will help the researcher to explore the 
importance and development of efficient supply chain 
management for successful E- commerce business.

LIMITATION OF THESTUDY

 ●  The conclusion will be based only on the 
research of single online store, hence the 
conclusion drawn cannot be generalize to all 
the onlineretailers

 ●  The research study is restricted to one and 
half month and it’s very difficult to collect the 
data within the stipulatedtime.

 ●  The exact quantifiable data may not be 
possible due to personalbias

 ●  The trends in service sector may change rapidly so 
it was difficult to arrive at the generic conclusion.
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METHODOLOGY OF THESTUDY

Research is a procedure of logical and systematic 
application of the fundamentals of science to the general 
and overall questions of a study and scientific technique, 
which provide precise tolls, specific procedures and 
technical information, rather than philosophical means for 
getting and ordering the data prior to their logical analysis 
and manipulation.The sources of data include primary and 
secondary data sources. Primary data is collected directly 
from the respondents by using the instrument questionnaire 
by survey method. Secondary data collected from Amazon 
website and Publications. Roughly on the basis of daily 
Amazon gets nearly 4000 orders in Bengaluru. The sample 
size of the study is111.The sampling technique used for the 
study is convenience sampling and snowball sampling. 
The target population was those who shop online on 
regular basis. To test the internal consistency to measure 
the scale of reliability the internal consistency of all items 
included test exactly the same construct. The value of 
Cronbach’s alpha is more than 0.773 and it signifies that 
the measuring scales are closely related with each other 
as agroup.ANOVA ,Corelation, Percentage Analysis was 
used to analyse the data

SWOT ANALYSIS OFAMAZON

Strength
Strongbrand
Extensive productmix
Highest revenues in 
theindustry

Weakness
Easily imitable 
businessmodel
Limited penetration in 
developingmarkets
Limited brick-and-
mortarpresence

Opportunities 
Penetrate 
developingmarkets
Expand brick-and-
mortar business
Boost measures 
to reduce 
counterfeitsales

Threats 
Cybercrime
Imitation
Aggressive competition 
with large retailfirms

Inference
Amazon has necessary strength to continue its 
e-commerce dominancein India but limited presence in 
developing markets andrecommended that to increase 
its strategic entry into developing countries.  Also to 
address the issue of logistics and the delivery systems 
to itscustomers wherein Flipkart is excelling in its 
customer service domain and gives tough competition 
to Amazon against retail firms. Amazon must consider 
increasing its brick-and-mortar stores, which help 
increase market reach and brand popularity and 
also address counterfeiting and cybercrime through 
intensified information technology measures for 
organizational and consumer security andprotection.

Data Analysis and Interpretation
 Hypothesis 1:To examine whether the mean frequency 
of purchase differ based 
onfavorite services.

ANOVA
Frequency of purchase VsFavorite service

Sum of Squares Df Mean Square F Sig.
Between Groups 3.990 4 .998 .682 .606
Within Groups 155.109 106 1.463
Total 159.099 110

H0: There is no mean difference in frequency of 
purchase based on the favorite  Service

H1: There is a mean difference in frequency of 
purchase based on the favoriteservice

Interpretation: Here since the significance value 
is .606 which is above .05 we accept the Null hypothesis 

that is the frequency of purchase doesn’t really depend 
upon the favorite services it may be the other factors 
such as need and want which differ according to the 
customers who make purchase on Amazon.

Hypothesis: 2To examine how the likeliness to 
recommend Amazon differs on the Customer Preference

ANOVA
Recommend Amazon Vs Preference of their service

Sum of Squares Df Mean Square F Sig.
Between Groups 2.913 4 628 .365 .489
Within Groups 136.673 106 1.289
Total 139.586 110
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H0: There is no mean difference in Recommendation 
based on thePreference of the service 

H1: There is a mean difference in Recommendation 
based on the preference of the service

Interpretation: Here since the significance value 
is .489 which is below .05 we accept the Alternative 
hypothesis and reject the null hypothesis.   The 
recommendation of the portal does really depend upon 

the preferred services hence the factors like hassle free 
returns, quick delivery and the re- scheduling of the 
delivery and the packing and quality of the products 
really matter to the customers who make frequent 
purchase on Amazon.

Hypothesis : 3To examine how the likeliness to 
recommend Amazon differs on the customer preference 
in Amazon

ANOVA

Recommendation Vs Experience of the customer

Sum of Squares Df Mean Square F Sig.
Between Groups 8.947 4 2.237 1.804 .134
Within Groups 130.226 105 1.240
Total 139.173 109

H0: There is no mean difference in Recommendation 
based on the experience of the customer

H1: There is a mean difference in Recommendation 
based on the experience of the customer

Interpretation: Since the significance value is 
.134 which is below .05 we accept the Alternative 
hypothesis and reject the null hypothesis. The 

recommendation of the portal depend upon the 
experience of the customer hence the factors like cash 
on delivery, transaction security, quick delivery and 
being the prime customers in Amazon matter to the 
customers who recommend Amazon to others.

Hypothesis : 4 To analyze the correlation between 
the likeliness to recommend and frequency of purchase

Correlations
Recommend Frequency

Pearson Correlation 1 .812

Recommend Sig. (2-tailed) .023

N 111 111

Pearson Correlation .812 1

Frequency Sig. (2-tailed) .023

N 111 111

H0: There is no relationship between the likeliness 
to recommend and the frequency of purchase.

H1: There is a relationship between the likeliness 
to recommend and the frequency of purchase.

Interpretation:We reject null hypothesis and 
accept the alternative hypothesis at 5% significance level 
as p-value (significant value) is less than 0.05.There is 
a relationship between the likeliness to recommend and 

the frequency of purchase of the customers. It indicates 
that the frequency of the purchase is based on the service 
which Amazon providesto its customers and with the, 
frequency of purchase the recommendation increase 
with the rate ofpurchase.

Hypothesis: 5  To analyze the relationship between 
satisfaction of the customer support offered and the 
frequency of purchase.

Correlations

Frequency Customer support
Pearson Correlation 1 .683

Frequency Sig. (2-tailed) .039
N 111 110
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Pearson Correlation .683 1
Sig. (2-tailed) .039

Customersupport 110
N 110

Satisfaction of the customer support offered an 
the frequency of purchase

H0: There is no relationship between satisfaction 
of the customer support and frequency of purchase

H1: There is a relationship between satisfaction of 
the customer support and frequency of purchase

Interpretation:We reject null hypothesis and accept 
the alternative hypothesis at 5% significance level as 
p-value .039 (significant value) is less than 0.05.There is a 
relationship between satisfaction of the customer support 
and frequency of purchase of the customers. It indicates 
that the Satisfaction of the customer service influence the 
frequency of purchase made by the customers ofAmazon.

CURRENT AMAZON LOGISTICS

Amazon uses India post to deliver the product to the 
customer.Pricing and remote delivery were the vital points 
for theirdelivery.Using this new notion they have opened 
multiple warehouses across the country according to the 
need for that particular geography.Delhivery is India’s 
largest logistics and supply Chain Company delivering 
shipments across 3800+ pin codes. Indiapost is a unique 
opportunity for the sellers who are selling their product on 
Amazon. Now it has become the backbone of Amazon.

Workflow at Amazon after order placed online

Customer > Order > Amazon > Seller and 
Logistics partners

Delivery Time= Process of Seller to logistics 
partner here Delhivery and Delhivery to Customer

Now on Amazon, it is mandatory for the sellers to 
ship the product only through Delhivery in Bengaluru 
so that it could be delivered on promised time. When 
a customer places an order, Amazon immediately 
sends the details about the order to the seller and to 
their logistics partner. Seller packs it with Amazon 
packaging material and Delhivery picks it up from the 
seller and immediately it is sent to the customer.

Dropship – Dropshipping is the method of 
fulfilment in which seller does not keep the inventory 

in stock. Seller transfers the order request directly to 
the manufacturer, retailer, whole seller or who ships the 
goods to Delhivery as it mandatory in case of Amazon

Inventory – This method is used when the stock 
is available. Seller just handovers the ordered goods 
to Delhivery

When the customer returns the product, the seller 
has to wait for 30 days to receive the product and if 
the product is not damaged he gets happy.To avoid this 
Amazon has come up with new notion named Amazon 
Advance where it offers to sellers that they could store the 
product in Delhivery warehouse and it will be delivered 
to the customer within 24 hours.One of the matchless 
step taken by the Amazon is COD(Cash On Delivery)
Amazon was not the first to start COD in India but yes it’s 
the first one to make it plausible and believable. Amazon 
has trusted their customer more than anything. It allows 
their customer to return order several times in this case 
Amazon blames the product not their customers.

Amazon App Integration

Link the gap between the Amazon Marketplace 
and Customer Support Service of Amazon Customers. 
Also, furnish close attention to each customer’s query 
coming from the Amazon Store and resolve their issue 
in the less amount oftime.

This app gets the order related details like order date, 
status, dispatch status, quantity, title, etc on the ticket 
directly for the support agent to validate the order and 
proceed with the resolution.The integration of Amazon 
Channel is super easy and takes less amount of time.

FINDINGS

 ●  The frequency of purchase doesn’t depend upon 
the favoriteservices,it may be the other factors 
such as need and want which differ according to 
the customers who make a purchase onAmazon.

 ●  The recommendation of Amazon depend upon 
the preferred services, hence the factors like hassle 
free returns, quick delivery and the re- scheduling 
of the delivery and the packing and quality of the 
products really matter to the customers who make 
frequent purchase onAmazon.

 ●  The experience of the customer, factors like cash 
on delivery, transaction security, quick delivery 
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and being the prime customers in Amazon matter 
to the customers who shop onAmazon

 ●  There is a relationship between satisfaction 
of the customer support and frequency of 
purchase of the customers. It indicates that 
the Satisfaction of the customer service 
influence the frequency of purchase made.

 ●  Major respondents choose Amazon has their 
preferred shopping site and the reason being the 
lesser prices which they offer to theircustomers

 ●  There is no efficiency in delivery services 
provided to its customers as they choose their 
favorite service as better quality of products 
compared to other E- commerce portals

 ●  The respondents feel that Amazon should 
have better and convenient delivery system 
and customer support so that it would make 
their shopping a better experience.

SUGGESTIONS

 ●  Scope of Amazon is good to earn above 
average profits in long run since there are 
customers for Amazon in Bengaluru.

 ●  Good packaging influences the sales as well 
as minimizes the chances of in-transit damage 
and increases the repeat purchases 

 ●  Stock up your inventory may improve the 
efficiency.Reduced stock out ratio  to fulfill 
order will influence more business. 

 ●  Deliver on time will increase the efficiency 
by Keepingproductsreadyfordeliveryandm
arkthemRTD(ReadytoDispatch)and fulfill a 
return or exchange request also on time to get 
good customer ratings and reviews.

 ●  Keep customer delight a priority will create 
the competitive advantage.. Acknowledging 
feedbacks and working towards providing 
them better service will give them more 
reasons to smile. Participation in spike sales 
and running ad campaigns are essential 
investments for benefits in the long run.

CONCLUSION

A credible rival can do wonders to an enterprise and 
Amazon is no different. The entry of Amazon in India 
has enabled the firm to develop a lot of in-house 
innovation and organically developed best-practices - 
that have now become the industry standard. Amazon 
began operations on the consignment model; goods 

were procured from suppliers on demand, based on the 
orders received through the website. Later, the books-
to- electronics e-shop adopted the warehouse model. 
The company had its own warehouses, and maintained 
its own inventory. However in July 2018, Amazon 
launched its model of marketplace just one month after 
Flipkart launched its marketplace in India. It introduced 
payments brand Amazon pay for online merchants and 
customers seeking fast, hassle free and safe payment 
options. Some 70 per cent of its shipments are done by 
its own logistics company and about half of deliveries 
are on a cash-on-delivery basis. Amazon has recently 
introduced the next day guarantee delivery service 
and shopping from its own mobile application. Given 
the critical mass of transactions Amazon controls - 
about 100,000 aday- the company is betting that it has 
the volumes to lay the foundation of what will be a 
profitable business. Last but not the least; Amazon has 
very clearly prioritized customer delight as its chief 
avenue for customer acquisition and retention. This 
causes them to build a lot of slack into their existing 
systems causing higher costs at several points in the 
supply chain. How they address this challenge is what 
will determine their future success.
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Abstract

Marketing aims at finding out what consumers want, 
then planning and developing a product or service 
that will attract consumers. It also ensures that the 
right product is available at the right place and at the 
right price. More often than not, modern marketing 
– through an aggressive advertising campaign – 
tries to create a demand for a product. Millennials 
are the generational demographic cohort following 
Generation X and proceeding Generation Z. Social 
media gives powerful insights into their perceptions of 
the products, services, and brands and allow them to 
contribute and collaborate in their business in different 
ways. The success of this strategy depends on the effect 
of these marketing communications on millennial 
consumers’ attitude. Young internet users make use 
of at least one social media. This has prompted the 
researcher to undertake a study. The sample size was 
fixed as 300 respondents aged between 18 and 30 years 
old (Millennials) who are using at least two social 
media platforms on regular basis. The collected data 
was analyzed via statistical software known as SPSS 
version20.  It is found that the most preferred social 
media among the millennialsis WhatsApp followed by 
YouTube, Facebook, Instagram and Twitter. LinkedIn 
and Google+ are the least preferred social media 
among the millennial cohorts

1 .INTRODUCTION

Marketing aims at finding out what consumers want, 
then planning and developing a product or service 
that will attract consumers. It also ensures that the 

right product is available at the right place and at the 
right price. More often than not, modern marketing – 
through an aggressive advertising campaign – tries to 
create a demand for a product. 

Marketing communications includes advertising, 
promotions, sales, branding and online promotion. 
Marketing communication is often the largest 
component of communication within a company, 
which may be to present company values, objectives 
or specific products and services to investors, 
customers or the general public. In the 21st century, 
communications objectives focus on more customized 
messages, targeting customer groups or individuals to 
create high responses and greater brand interaction

Millennials are the generational demographic 
cohort following Generation X and proceeding 
Generation Z. There are no precise dates for when this 
cohort starts or ends. Demographers and researchers 
typically use the early 80’s as starting birth years 
and the mid 90’s to early 2000 as ending birth years. 
Through the proliferation of internet they have quickly 
become used to having any and all the information 
that they need right at their finger trips .They are the 
first generation raised on digital and comfortable with 
technology and are often called as “digital natives” or 
Generation Y. They want a far more holistic experience 
from companies. They want to be entertained but 
they also want to be able to make their own voice 
heard.This group is now extremely important to the 
marketers especially in India as they have changed 
the way marketers look at customers and created a 
marketing revolution. 

PREFERNCE OF SOCIAL MEDIA AMONG MILLENNIALS
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2. STATEMENT OF THE PROBLEM

media advertisements, advertisement strategy focusing 
on the interactive social media platforms are helpful to 
the marketers to reach, connect and communicate with 
a much wider audience precisely and effectively. Social 
media gives powerful insights into their perceptions of 
the products, services, and brands and allow them to 
contribute and collaborate in their business in different 
ways. The success of this strategy depends on the effect 
of these marketing communications on millennial 
consumers’ attitude. Young internet users make use 
of at least one social media. This has prompted the 
researcher to undertake a study for gaining insight into 
the following questions:

1.  What is the socio economic status of 
millennial consumers?

2.  Which social media is preferred by the 
millennial consumers? 

3. OBJECTIVES OF THE STUDY

1.  To examine the demographic profile and 
social media usage characteristics of the 
millennial consumers.

2.  To identify the preferred social media among 
millennial consumers.

4. REVIEW OF LITERATURE

 ● �AmaliaTriantafillidou� et� al� (2018)1made 
an attempt to measure the Facebook users’ 
experience in a holistic way by taking into 
account the various dimensions such as 
entertainment, flow, escapism, challenge, 
learning, socializing etc. They tested the 
effects of these dimensions in relation 
to consumers’ brand engagement on 
Facebook. An online survey was conducted 
by using self-administered questionnaire. 
The study result showed that different 
dimensions have varying effects on the 
brand engagement factors. They suggested 
that brand managers should design 

Facebook for their brands that entertain 
and immerse consumers. It must enable 
the consumers to socialize and bond with 
others to increase the level of consumer 
engagement.

 ● �Bhuvanesh� Kumar� Sharma� and�
SwarnaParmar(2018)2 tried to identify 
the impact of various demographic factors 
such as age, gender, education, occupation 
income, purchasing power and purchasing 
frequency on online purchase intention 
through social  media and also to understand 
the reasons for not buying products and 
services from social media .They found that 
there is significant difference in purchase 
intention among the respondents on the 
basis of  the demographic variables .Some 
respondents are not using social media for 
online purchase because of many reasons 
like Unawareness of purchasing through 
Social Networking Sites, risk associated 
with social media, Privacy issues etc.

 ● �Bilgin� (2018)3 analyzed the effect of 
social media marketing activities on brand 
awareness and brand image. He also 
examined the effect of brand awareness 
and brand image on brand loyalty. In his 
research data has been obtained via online 
questionnaires from 547 brand followers 
and collected data were analyzed by 
SEM. The result shows that social media 
marketing activities is an effective factor 
on brand awareness and brand loyalty and 
the highest influence is on brand awareness. 
It has been found that brand awareness and 
brand image have a significant effect on 
brand loyalty but the brand awareness has 
a limited effect on brand image.

 ● �NagzarTodua�(2018)4evaluated the impact 
of social media marketing of Tourist 
Company on consumer buying decision. The 
study result revealed the strong relationship 
between tourist companies’ social media 
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marketing activities and consumer behavior. 
He found relationship among interest, 
reliability, and satisfaction about social 
media marketing and consumer behavior.

5. RESEARCH METHODOLOGY

The present study is empirical and descriptive in nature. 
The researcher conducted an extensive literature 
review and with the popularly believed characteristics 
of social media marketing communication a well-
structured questionnaire was phrased.

5.1 Period of study

The period of study is 2 months from September 2019 
to October 2019.

5.2 Area of the study

The Eranadu Talukof Malapuuram District in Kerala is 
the sampling area.

5.3 Profile of the study area

Malappuram district is one of the 14 revenue districts 
in the state of Kerala and Erandu Taluk is one of the 
seven taluks in the Malappuram district. There are 29 
villages and 7 towns in the taluk. As per the census 
India 2011, Eranadu taluk has a population of 9,10,978 
of which 49% are Male and 51% Female population. 
Literacy rate is comparatively higher as the male 
literacy is 82% and Female 81%.Out of the total 
population 65% of population lives in the urban areas 
and 75% lives in rural areas.

5.4 Sources of data

Primary data was collected through Questionnaire 
method from sample respondents who are residing 

in EranaduTaluk in Malappuram District of Kerala.
Researcher also used secondary sources like books, 
journals, newspapers, internet etc for collecting data 
for developing theoretical framework.

5.5 Sampling Design

The sample size was fixed as 300 respondents aged 
between 18 and 30 years old (Millennials) who are using 
at least two social media platforms on regular basis.

5.6TOOLS OF ANALYSIS

The collected data was analyzed via statistical software 
known as SPSS version20.The following tools have 
been used for a detailed analysis.

 ● Percentage Analysis
 ● Descriptive statistics  
 ● Garret Ranking

6. SCOPE OF THE STUDY

The present study covers analyzing the effect of social 
media marketing communication on consumer attitude 
and examining the effect of demographic and usage 
characteristics of the social media users on their attitude 
in respect of social media advertisements which can be 
referred for adopting segmentation strategies. 

7. DEMOGRAPHIC PROFILE OF THE 
MILLENNIAL CONSUMERS

Understanding demographic characteristics of the 
consumers is very relevant in marketing research 
as it has an impact on their buying behavior. This 
examination also makes important contribution to 
attitudinal research. The demographic profiles of the 
respondents were examined using descriptive statistics 
such as cross tabulation and percentage analysis.

Table 1 provides a comprehensive overview of the millennial respondents’ demographic profile.
TABLE 1 DEMOGRAPHIC PROFILE OF THE RESPONDENTS

Demographic�Variables Categories Frequency(n) Percent�(%)
Age 18-20 Years 118 39.3

21-24 Years 123 41.0
25-30 Years 59 19.7
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Gender Male 84         28
Female 216 72

Education School 37 12.3
Graduate 140 46.7
PG 105 35.0
Professional 18 6.0

Occupation Student 222 74.0
Employed 58 19.4
Unemployed 13 4.3
Self Employed 7 2.3

Family Income(Monthly) Up to 10,000 87 29.0
(₹) 10,001-20,000 82 27.3

20,001-40,000 73 24.3
40,001-60,000 28 9.3
Above 60,000 30 10.0

Place of Residence Rural 102 34.0
Semi Urban 135 45.0
Urban 63 21.0

Source: Primary data(Computed using SPSS)

Table 4.1 shows that out of the 300 respondents, 
39% are in the age group of 18-20 years and most 
of them (41%) belong to 21-24 age group and the 
remaining 20% are in the age group of 25-30 years.
Categorization of respondents on the basis of gender 
displays that 28% are male and72% are female. On 
the basis of education level of the respondents, it is 
observed that 12.3%of the respondents have school 
level education,46.7% are graduates, 35% are post 
graduates and the remaining 6% are professionals. 
Out of the total respondents 74% are from student 
category, 19.4% of the respondents are employed, 
4.3% are unemployed and 2.3% are self-employed. 
With regard to the income level, 29% of the 
respondents are having a family income of less than 
10, 000 per month, 27.3% are under 10001-20,000 
income group, 24.3% have income between 20,001-

40,000, 9.3% have income between 40,001-60,000 
and the remaining 10% are having income more 
than 60,000.Out of 300, 34% of the respondents are 
from rural areas, 45% from semi urban areas and 
only 21% are from urban areas.

8.� PREFERRED�SOCIAL�MEDIA�AMONG�
MILLENNIALS

In order to identify which social media is preferred by 
the millennial respondents, Garret ranking technique 
was applied .The calculation of Garret Ranks 
comprising of the following steps:

1.  Percent position value of each rank is 
calculated using the following formulae-

Percent Position Value = 100(Rij-0.5)/Nj

WhereRij = Rank given for the ith variable by jth 
respondents
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Nj = Number of variable ranked by jth respondents
2.  Garret value for each rank is obtained from 

Garret table on the basis of the  percent 
position value.

3.  Calculate the total score by multiplying 
each rank with corresponding garret 
value.

4.  Calculate Average of this score and rank them.

Table�2�shows�the�ranks�of�each�social�media�when�Garret�Ranking�tool�was�applied�to�the�collected�

responses.

TABLE 2 PREFERRED SOCIAL MEDIA AMONG MILLENNIALS: GARRET RANKING

Social Me-
dia

Rank 
1*78

Rank 
2 *66

Rank 
3 
*57

Rank 
4*50

Ran 
5 
*43

Rank 
6*34

Ran 
7*21

Total 
Score

%

Average
Rank

FB 2106 4884 3306 2200 1376 170 126 14168 57.6 3

Twitter 156 198 171 350 1290 2380 546 5091 36.1 5

Google+ 156 2244 3021 2900 2881 714 504 12420 18 7

Linkedln 390 132 399 900 860 1020 1176 4877 35 6

WhatsApp 16224 3300 969 500 129 68 84 21274 72.36 1

YouTube 1872 6072 5757 2800 344 272 21 17138 59 2

Instagram 2340 2640 2622 2550 1462 340 252 12206 54.7 4

Source: Primary Data

Table 2 displays that the most preferred social 

media among the millennialsis WhatsApp followed by 

YouTube, Facebook, Instagram and Twitter. LinkedIn 

and Google+ are the least preferred social media 

among the millennial cohorts

9. CONCLUSION 

In the ICT era online networking has expanded the 

quality of work.  Millennials are using these media 

every day .Social media has different merits and 

sometimes it may influence individuals contrarily.  

Hence, it is suggested that the users are advised to take 

the positive aspects of social media.
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ABSTRACT

Women entrepreneurship development is an essential 
part of human resource development. The development 
of women entrepreneurship is very low in India, 
especially in the rural areas. Entrepreneurship 
amongst women has been a recent concern. Women 
have become aware of their existence their rights and 
their work situation. However, women of middle class 
are not too eager to alter their role in fear of social 
backlash. The progress is more visible among upper 
class families in urban cities. 

This paper focuses on women entrepreneur. Any 
understanding of Indian women, of their identity, 
and especially of their role taking and breaking new 
paths, will be incomplete without a walk down the 
corridors of Indian history where women have lived 
and internalized various role models.

INTRODUCTION

The Indian economy has been witnessing a drastic 
change since mid -1991, with new policies of economic 
liberalization, globalization and privatization initiated by 
the Indian government. India has great entrepreneurial 
potential. At present, women involvement in economic 
activities is marked by a low work participation rate, 
excessive concentration in the unorganized sector and 
employment in less skilled jobs. 

Any strategy aimed at economic development 
will be lop-sided without involving women who 
constitute half of the world population. Evidence has 
unequivocally established that entrepreneurial spirit 
is not a male prerogative. Women entrepreneurship 
has gained momentum in the last three decades with 
the increase in the number of women enterprises and 
their substantive contribution to economic growth. 
The industrial performance of Asia-Pacific region 
propelled by Foreign Direct Investment, technological 
innovations and manufactured exports has brought a 

wide range of economic and social opportunities to 
women entrepreneurs.

There is a need for changing the mindset towards 
women so as to give equal rights as enshrined in the 
constitution. The progress towards gender equality is 
slow and is partly due to the failure to attach money 
to policy commitments. In the words of president APJ 
Abdul Kalam “empowering women is a prerequisite for 
creating a good nation, when women are empowered, 
society with stability is assured. Empowerment of 
women is essential as their thoughts and their value 
systems lead to the development of a good family, 
good society and ultimately a good nation.”

CONCEPT OF ENTREPRENEUR

An entrepreneur is a person who combines capital 
and labor for production. According to Cantillion 
“entrepreneur is the agent who buys means of 
production at certain prices, in order to sell at prices 
that are certain at the moment at which he commits 
himself to his cost”. According to P.F Drucker “ he is 
one who always (1) searches for change (2) responds 
to it (3) exploits it as an opportunity.”

CONCEPT OF WOMEN ENTREPRENEUR

A woman entrepreneur is a woman who starts and 
owns and enterprise by investing at least 51% in an 
enterprise.

CATEGORIES OF WOMEN 
ENTREPRENEURS

 ● Women in organized & unorganized sector

 ● Women in traditional & modern industries

 ● Women in urban & rural areas

 ●  Women in large scale and small scale 
industries.

 ● Single women and joint venture.
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 CATEGORIES OF WOMEN 
ENTREPRENEURS IN PRACTICE IN 

INDIA

 ● First Category

 ● Established in big cities

 ●  Having higher level technical & professional 
qualifications

 ●  Nontraditional Items

 ● Sound financial positions

 ● Second Category

 ● Established in cities and towns

 ● Having sufficient education

 ● Both traditional and nontraditional items

 ●  Undertaking women services-kindergarten, 
crèches, beauty parlors, health clinic etc

Third Category
 ● Illiterate women

 ● Financially week

 ●  Involved in family business such as 
Agriculture, Horticulture, Animal Husbandry, 
Dairy, Fisheries, Agro Forestry, Handloom, 
Power loom etc.

SUPPORTIVE MEASURES FOR 
WOMEN”S ECONOMIC ACTIVITIES  

AND ENTREPRENEURSHIP

 ● Direct & indirect financial support

 ● Technological training and awards

 ● Federations and associations

Direct & Indirect Financial Support
 ● Nationalized banks

 ● State finance corporation

 ● State industrial development corporation

 ● District industries centers

 ● Differential rate schemes

 ● Mahila Udyog Nidhi scheme

 ●  Small Industries Development Bank of India 
(SIDBI)

 ●  State Small Industrial Development 
Corporations (SSIDCs)

Technological Training and Awards

 ●  Stree Shakti Package by SBI

 ●  Entrepreneurship Development Institute of 
India

 ●  Trade Related Entrepreneurship Assistance 
and Development (TREAD)

 ●  National Institute of Small Business 
Extension Training (NSIBET)

 ● Women’s University of Mumbai

Federations and Associations

 ●  National Alliance of Young Entrepreneurs 
(NAYE)

 ●  India Council of Women Entrepreneurs, New 
Delhi

 ●  Self Employed Women’s Association 
(SEWA)

 ●  Association of Women Entrepreneurs of 
Karnataka (AWEK)

 ●  World Association of Women Entrepreneurs 
(WAWE)

 ●  Associated Country Women of the World 
(ACWW)

WOMEN WORK PARTICIPATION 
COUNTRY PERCENTAGE

India (1970-1971) 14.2
India (1980-1981) 19.7
India (1990-1991) 22.3
India (2000-2001) 31.6
USA 45
UK 43
Indonesia 40
Sri Lanka 35
Brazil 35

Some Examples

Mahila Grah Udyog – 7 ladies started in 1959
Lizzat Pappad, Lakme – Simon Tata
Shipping corporation – Mrs. Sumati Morarji
Herbal Heritage– Ms. Shahnaz Hussain
Balaji films- Ekta Kapoor
Kiran Mazumdar - Bio-technology
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PROBLEMS OF WOMEN 
ENTREPRENEURS IN INDIA

Women in India are faced many problems to get ahead 
their life in business. A few problems can be detailed as;

1.  The greatest deterrent to women entrepreneurs 
is that they are women. A kind of patriarchal 
– male dominant social order is the building 
block to them in their way towards business 
success. Male members think it a big risk 
financing the ventures run by women.

2.  The financial institutions are skeptical about 
the entrepreneurial abilities of women. The 
bankers consider women loonies as higher 
risk than men loonies.

3.  The women entrepreneurs are suffering from 
inadequate financial resources and working 
capital. The women entrepreneurs lack access 
to external funds due to their inability to 
provide tangible security. Very few women 
have the tangible property in hand.

4.  Women’s family obligations also bar them 
from becoming successful entrepreneurs 
in both developed and developing nations. 
“Having primary responsibility for children, 
home and older dependent family members, 
few women can devote all their time and 
energies to their business” (Starcher, )

5.  The business success is depends on the 
support the family members. The interest of 
the family members is a determinant factor 
in the realization of women folk business 
aspirations.

WAYS TO DEVELOP WOMEN 
ENTREPRENEURS

1.  Consider women as specific target group for 
all developmental programmers.

2.  Better educational facilities and schemes 
should be extended to women folk from 
government part.

3.  Adequate training program on management 
skills to be provided to women community.

4.  Encourage women’s participation in decision-
making.

5.  Vocational training to be extended to women 
community that enables them to understand 
the production process and production 
management.

CONCLUSION

Entrepreneurship among women, no doubt improves 
the wealth of the nation in general and of the family 
in particular. Women today are more willing to take 
up activities that were once considered the preserve 
of men, and have proved that they are second to no 
one with respect to contribution to the growth of the 
economy. Women entrepreneurship must be moulded 
properly with entrepreneurial traits and skills to meet 
the changes in trends, challenges global markets and 
also be competent enough to sustain and strive for 
excellence in the entrepreneurial arena.
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Abstract

Entrepreneurship  plays  an  influencing role in 
the  economic  growth  and  industrial  development 
of  a  country  as  it  has  immense  potential  in 
offering  employment  opportunities.  The  factors 
contributing  to  our  Indian  economic  development 
are  labour,  technology,  natural  resources,  capital 
and  entrepreneurship.  Economic  liberalization 
and  globalization  has  brought  a  dynamic  change 
in  the  inception  of  industries  and  entrepreneurial 
development  in  the  country.  Over  last  few  decades 
entrepreneurship education has grown rapidly which 
has reflected in bringing healthy business competition 
both  at  national  and  international  level,  developing 
new entrepreneurship curriculum and programme. But 
the  approaches  towards  entrepreneurship  education 
have  varied  across  colleges  and  universities. 
Unfortunately, the present entrepreneurship education 
in  India  concentrates  on  entrepreneurship  courses 
which  are  similar  to  the  general  business  courses. 
But  general  business management  education  has  no 
significant influence on entrepreneurial orientation. In 
this regard, there is a demand for education programs 
specifically  designed  to  expand  students’  knowledge 
and experience in entrepreneurship. The contents and 
teaching  methods  have  to  be  differentiated  between 
entrepreneurship and traditional business courses.  

In  this  context,  this  paper  attempts  to  explain  the 
evolution  of  entrepreneurship  education  in  India. 
The  objectives  of  the  paper  are  to  give  an  overview 
of entrepreneurship education in India, to identify and 
discuss  the challenging confronting entrepreneurship 
education  in  India.  Moreover,  this  paper  discusses 
the  steps  that  should  be  taken  by  colleges  and 
universities  towards  promotion  of  entrepreneurship 
education.

Key word: Entrepreneurship, Economic Development, 
Entrepreneurship Education

INTRODUCTION TO THE STUDY

Entrepreneurship is considered as the most 
influential forces that determine the wealth of 
the economy. Entrepreneurial  education  for  
younger  generation  towards  setting  up  small  
business  concerns,  their  self-development and  
the  development  of industrial economy assumes 
prime focus. The entrepreneurship education seeks 
to provide students with the knowledge, skills and 
motivation to encourage entrepreneurial success 
in a variety of settings. Hence, education plays an 
important factor in determining the entrepreneurial 
orientation in individuals. Education and training can 
have a definite role in enhancing entrepreneurship, 
especially in a developing country like India by 
enlarging the pool of entrepreneurs or job creators. 
The Government, industry and universities today are 
taking a proactive role in promoting entrepreneurial 
culture and entrepreneurial education in India to 
survive in the highly competitive global market. 
The Government is also  promoting  entrepreneurial  
universities  by  establishing educational  zones,  
science  and  technology  parks,  technology  business  
incubators  and entrepreneurial clusters. About 50 
Entrepreneurial Development Cells have already 
been created at premier science, engineering and 
management schools. Education needs to address 
the development of skills required to generate an 
entrepreneurial mindset and to prepare future leaders 
for solving more complex problems. Education 
needs to come back to the top of  the priorities of 
governments and the private sector and be seen 
as fundamental system for attaining sustainable 
economic development and societal progress.

In this context, this paper discusses the evolution 
of entrepreneurship education in India and identifies the 
challenging confronting entrepreneurship education in 
India. 

ENTREPRENEURSHIP EDUCATION: A STUDY ON CHALLENGES AND  

EFFORTS IN INDIA

RAJALAKSHMI
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LITERATURE SURVEY

Aditya Roy and Kaushal Mukherjee (2017) have 
discussed in their paper about the necessity of entrepreneurial 
education for the entrepreneurship development. The 
paper has concluded that the most important part of the 
entrepreneurial environment is culture/values and education. 
Anis ur Rehman and Yasir Arafat Elahi (2012) have 
discussed in their paper that Entrepreneurship, self-
employment and enterprise creation provide a solution to the 
crises of both unemployment and under-employment. The 
B-Schools help in increasing knowledge base, by identifying 
opportunities, and by pointing out ways to overcome 
barriers imposed by ones environment. They have a definite 
role in enhancing entrepreneurship by enlarging the pool of 
entrepreneurs in society. Finally, the study has suggested 
that the Indian government should take appropriate 
measures to promote and develop entrepreneurial education 
in India. Asha K. Makwana (2013), has discussed that 
globalization and information technology are the primary 
means of modern entrepreneurship. The users are no longer 
constrained by national boundaries and can readily access 
the information based economy. Diffusion of Technology 
in Indian higher education scenario would respond to the 
21st century demands. The contemporary higher education 
systems are aiming for acquisition of technology skills 
as a part of the core education system. Experience has 
shown that information and communication technology 
can become a powerful leverage for rapid development of 
countries and their globalization. H.V.Mukesh, Abhishek 
S. Rao, Rajasekharan Pillai K. (2018) have analysed 
entrepreneurial potential of students and entrepreneurship 
education in the higher education system. They also have 
examined whether there exists an alignment among them 
using the data triangulation method. The finding of the 
study has signified that entrepreneurial potential of students 
is on the upper side, and entrepreneurship education in 
higher education system is below average. The outcome of 
the study has highlighted the increasing need to focus on 
entrepreneurship education in higher education. Ilayaraja 
and Ganesh (2016), in their article has insisted that the 
educational institutions should adopt entrepreneurship 
educational strategies for promoting self-reliance among 
the students and persuade them with innovative ideas, new 
ventures and new techniques to match the global challenges 
in the contest of new demand. The study has concluded that 
at every level high school, college, graduate school, and 
community college entrepreneurship needs to be taught, 
and by 2020, there will be much greater penetration of 
entrepreneurship education throughout society. Meenakshi 
Gandhi (2015) identifies the lacuna and shortcomings 
based on extensive in depth interview of teachers in 

higher education engaged in teaching entrepreneurship 
and identifies a roadmap that could be taken to refine 
teaching pedagogy to make this subject inspiring and 
encouraging. Findings of this sort of studies can be very 
helpful to policy makers of these countries in academy, 
industry and government for designing effective courses on 
entrepreneurship for economic growth and employment in 
the country.

RESEARCH DESIGN: EXPLORATORY 

Type of data: Secondary data has been used in the study

Sources of data: The secondary sources namely, 
Books, Journals, Magazines, Internet, etc. have been 
used in the study.

OBJECTIVE OF THE STUDY

1.  To discuss the evolution of entrepreneurship 
education in India

2.  To identify the challenges confronting 
entrepreneurship education in India 

BACKGROUND OF ENTREPRENEURSHIP 
EDUCATION IN INDIA

Entrepreneurship education in post- independence, 
India has focused on measures designed to encourage 
self-employment and originating of Small and 
Medium Enterprises (SMEs). The Industrial Policy 
Resolution of 1956 has a very strong emphasis on 
the SME sector. As the economy transitioned from 
being primarily agrarian into one that has significant 
contribution from other sectors, it was felt that the most 
imperative requirement was education that motivates 
to move toward becoming employment suppliers than 
occupation searchers into these emerging sectors.

Consequently, in 1960s and 70s, entrepreneurship 
education  was  exclusively  delivered  in  the  form  of  
training  programs,  offered  by institutions  under  the  
guidance  of  State  and  Central  Governments,  and  
by  financial  institutions receiving support from the 
Government. Some of the institutions delivering such 
programs are Small Industries Development Bank of 
India (SIDBI), National Small Industries Corporation 
(NSIC), and Small Industries Service Institute etc. over 
a period of time entrepreneurship education has gone 
through a significant change from entrepreneurship 
training programme to enterprising approach. Ministry 
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of small scale industries, Government of India is 
encouraging National Level Entrepreneurship Training 
institutions, like NIESBUD Noida, NISIET Hydrabad, IIE 
Guwahati and EDII Ahmadabad to establish 
Entrepreneurship and Business Development Centres 
(EBDCs) in selected universities, colleges, Regional 
Engineering Colleges, institutions and organizations 
under the plan scheme of National Entrepreneurship 
Development Board (NEDB).
The objectives offsetting up these EBDCs are: 

 ●  Promote entrepreneurial climate and inculcate 
entrepreneurial values among the students, 
with a thrust on innovations. Motivate students 
to take up entrepreneurship as career. Create 
an entrepreneurship in the Host Institution 
and thereby promote auxiliary activities in the 
region where it is located.

 ●  Provide handholding and umbrella support 
to students by networking with support 
agencies like Bank, Technology providers, 
Infrastructure providers etc. to help them in 
setting up their new enterprise.

 ●  Facilitate better linkages among academia, 
industries and other Government and Non-
government organisations engaged 
in promotion of entrepreneurship. 

 ●  Generate and disseminate knowledge in the 
field of entrepreneurship through research, 
seminars and workshops at various levels. 

 ●  Contribute to policy-making process for 
entrepreneurship development by interacting 
with the concerned Government agencies.

Present scenario of Entrepreneurship Education 
in India

Entrepreneurship has become a key driver for 
economic growth as it has immense potential in 
offering employment opportunities. The  latest  surveys  
of  the  trends  of  entrepreneurship  education  in  India  
indicate  that  44,500 students are currently enrolled 
in entrepreneurship programs across the country 
and expected to grow at a CAGR of 20.4% to reach 
54,700 by 2012. Moreover, the UGC has taken a major 
initiative to launch the curriculum on entrepreneurship 
in each and every college and university. More than 
100 different departments of various colleges and 

universities offer courses in entrepreneurship in India. 
By integrating the entrepreneurship curriculum into 
mainstream education a major step can be achieved. 

The prime objective of a developing country like 
India is to achieve sustained rate of economic growth. 
Nevertheless, liberalisation, globalisation and economic 
reforms in 1991 have made India as one of the leading 
economies in the world. Entrepreneurship is considered 
as an instrument for economic growth and development. 
Therefore developing the culture of entrepreneurship 
has become a prime focus area for Government, policy 
makers and the society. Government promotes culture 
of creation of new enterprise for the economic growth. 
New enterprise creation is the result of excellent 
human skill with developed technology and availability 
of resources. Education system has also focused in 
this direction and entrepreneurial development has 
been listed as one of the major areas of colleges and 
universities in India.

Challenges faced by entrepreneurship education 
in India 

Some of the challenges faced by entrepreneurship 
education in India are of the following:

 ●  Entrepreneurship can develop only in a society 
in which cultural norms permit variability in 
the choice of paths of life. People in India 
are more sensitive to emotional affinity in 
the workplace than to work and productivity. 
Moreover, the caste system has impeded class 
mobility for centuries. The caste system and 
its series of obligations reinforce the practice 
of following a family occupation rather than 
launching a new venture. 

 ●  Venturing a business in India is costly in 
terms of the time required and the cost 
involved. The reason for such delay is 
bureaucratic (Ashish Gupta, 2004). 

 ●  The absence of an appropriate entrepreneurial 
climate, the lack of required infrastructure 
facilities, and the lack of access to relevant 
technology hinder rapid industrial 
development. Most  of  the  time, Indian 
entrepreneurs have to tackle electricity, 
transportation, water, and licensing problems  

 ●  A survey done by the Entrepreneurship 
Development Institute, India (EDII) in 
2003  shows that young people are afraid 
to start their own business because they 
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are not confident, not capable, and lack 
knowledge in starting a business. 

 ●  The lack of a standard framework is a 
big challenge to the development of 
entrepreneurship education in India

 ●  Higher degree of dependence on 
Government, insufficient private-sector 
participation and lack of sustainable business 
models in the entrepreneurship education 
act as barriers to its development in India.

 ●  Another issue is that entrepreneurship 
education is often conflated with management 
education. In most of the colleges and 
universities entrepreneurship courses are 
similar to the general business courses. 

SUGGESTIONS:

 ●  In the current banking paradigm, it is 
easy for an  established businessperson 
to advance loans for starting new ventures or 
expand current businesses. However, a new 
entrepreneur wishing to start a new 
business finds it very difficult to procure 
basic funds to set up and run a business.  
The Reserve Bank of India has urged banks 
to provide funds to small and new businesses 
(Indian Express, 31 December, 2002).

 ●  India is inundated with successful 
entrepreneurs. Now, these successful 
entrepreneurs should turn into angel investors 
to provide seed funding to new entrepreneurs 
for their ideas. 

 ●  The education institutions and support system 
should be conducive to motivate the students 
to adapt entrepreneurship as a career option. 

 ●  Entrepreneurship education should 
acquire an important place in primary 
and secondary academic curriculum for 
developing an entrepreneurial culture. The 
formation of entrepreneurship culture can 
be done by the use of media. 

 ●  Entrepreneurship education is not just 
teaching someone how to run a business but 
also about encouraging creative thinking 
and promoting strong sense of self worth 
and accountability. 

CONCLUSION

Based on the above discussions, the study is concluding 
that there should be an appropriate linkage between 
university education and industry which is important to 
improve the quality and relevance of entrepreneurship 
education. Colleges and universities have a significant 
role to play in the growth of India as a nation because they 
are the breeding grounds for future entrepreneurs. They 
have the potential to provide an opportunity to create 
employment for self and for others. Entrepreneurship, 
self-employment and enterprise creation provide a 
solution to the crises of both unemployment and under-
employment. Therefore, the Indian government should 
take appropriate measures to promote and develop 
entrepreneurial education in India.
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Overcoming poverty is not a gesture of Charity. It is 
an act of justice. It is a protection of a fundamental 
rights, the right to dignity and a decent life. While 

poverty persists, there is no true freedom. Sometimes 
it falls upon a generation to be great. You can be 

that great generation. Let your greatness blossom. 
Of course the task will not be easy. But not to do this 
would be a crime against humanity, against which I 

ask all humanity now to rise up”
Nelson Mandela

Abstract

The term “Financial Inclusion” means  the process of 
access to appropriate financial products and services 
needed by all sections of society including vulnerable 
groups such as weaker section and low-income at an 
affordable cost. It has been a very big challenge for the 
developing countries for including the people into the 
financial system. Financial inclusion is emerging as a 
new paradigm of economic growth that plays major role 
in driving away the poverty from the country. Financial 
inclusion is important priority of the country in terms 
of economic growth and advancement of society. 
Globally, the financial inclusion is on the rise and from 
2014-2017, 515 million adults opened an account with 
bank and there has been a significant increase in the 
use of mobile Phones and internet to conduct financial 
transaction. There was a commendable increase in 
the financial inclusion and this is predominantly 
driven by India. Through government’ initiatives 
and indicatives taken by the RBI, weaker sections of 
society and economically poor people were able to 
access to financial products, services, credit etc. The 
basic variables for measuring the financial inclusion 
are bank penetration, credit penetration, number of 
accounts opened etc. So the present study aims to 
investigate the progress of financial Inclusion in India 
through the initiatives taken by the Government of 
India(GOI) and Reserve Bank of India (RBI).

Keywords: Bank Penetration,Deposits penetration, 
Credit Penetration, Financial Inclusion.

INTRODUCTION

For a country economic growth is an important goal 
to provide quality life to the citizens. The economic 
growth should be an inclusive growth including the 
excluded. The policy makers nowadays realize that 
development will be uneven if the countries do not 
address the problem of exclusion in a big way. The 
biggest challenges the world faces today are inequality 
and exclusions. Without addressing these challenges, 
the inclusive growth will be distant dream. To attain the 
inclusive economic growth ,the benefits of a growing 
economy must be extended to all segments of the 
society, Growthis inclusive when it takes place in the 
sectors in which the poor work(e.g. Agriculture);occurs 
in places where poor live(eg.underdeveloped are with 
few resources);uses the factors of production that the 
poor possesses (e.g. Unskilled labour);and reduces the 
prices of consumption items that the poor consume(e.g. 
Food ,fuel and clothing). For this Financial inclusion is 
the key for the inclusive growth.

REVIEW OF LITERATURE

1. (Sumi, 2014) had studied the role of Public Sector 
Banks in Financial Inclusion and found that  State 
bank of India was a leading bank in the role financial 
inclusion in achieving  100% coverage in 31,729 
villages during financial year 2014-15 and during 
2013-14 public sector banks set up 7,840  branches 
across the country of which 25 %  were in rural areas.

2. (Yorulmaz, 2018) has done as study on 
constructing global financial indices and found that 
It was concluded that the financial inclusion drive 
succeeded in increasing the penetration to 1,15,30 
villages with a population of 2,000 and led to the 
opening of tens of millions of NFAs .

FINANCIAL INCLUSION IN INDIA –A PROGRESS AND CHALLENGES
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Roy Debesh, (2012) emphasized that out of 
600,000habitations in the country; only about 5 
percent have a commercial bank branch. Also only 
about 57 percent of thepopulation across the country 
has bank account (savings), andthis ratio is much 
lower in the North-Eastern states. Further,13 percent 
of the population has debit cards and 2 percent 
hascredit cards. India has a significantly low level of 
financialpenetration compared with OECD countries.

3. (Bhuvana M & Vasantha S, 2016) have 
studies the dimension for measuring the financial 
inclusion in the rural areas of Tamil Nadu and found 
that only two districts namely Ariyalur and Tamil Nadu 
the highest level of financial inclusion with a score of 
64.79 and 55.7 and three districts namely Sivaganga, 
Nagapattinam and Pudukkottai has the above average 
level and rest of the districts were below average level 
of financial conclusion.

OBJECTIVES OF THE STUDY

I.  To investigate the extent of financial inclusion 
in India

II.  To study the role of government in financial 
inclusion

III.  To study the role of Central Bank(RBI) in 
financial inclusion

IV.  To suggest measures to improve financial 
inclusion in India

RESEARCH METHODOLOGY

This study is based on secondary data that was mainly 
collected from the reports of RBI, Minister of Finance, 
Government of India, Reports on trends and progess 
of Banking in India, Newspapers, Research Articles, 
Books and Magazines. The data were collected from 
various websites like RBI, Minister of Finance, 
Government of India(GOI), International Monetary 
Fund(IMF) and World bank. Section-I talks about 
financial exclusion and the causes. Section-II talks 
about Financial Inclusion –Concepts and Definitions, 
Section-III deals with Financial Inclusion Initiatives in 
India and SECTION: IV deals with Financial inclusion 
Progress In India

SECTION-I Financial Exclusion –Causes

As per the definition given by RBI, financial 
exclusion means obstacles in using the financial 
services, whether the impediments are price or non-
price barriers to finance- (RBI, 2008).

Demirguc-Kunt outlines some of the barriers to 
access as being:

I.  Physical barriers along the dimensions of 
branch and ATM penetration

II.  Eligibility to use financial access in terms of 
documentation

III. Lengthy paper work procedures and 

IV.  Affordability in terms of interest rates, fees 
and minimum balances 

V. Other challenges are distance and travel 

The extent of financial exclusion documented 
1.  NSSO -59THSurvey: 51.4% of farmer 

households are financially excluded from 
both formal/ informal sources. Of the total 
farmer households, only 27% access formal 
sources of credit; one third of this group also 
borrowed from non-formal sources.  Overall, 
73% of farmer households have no access 
to formal sources of credit.  Across regions, 
financial exclusion is more acute in Central, 
Eastern and North-Eastern regions. All three 
regions together accounted for 64% of all 
financially excluded farmer households in 
the country. Overall indebtedness to formal 
sources of finance of these three regions 
accounted for only 19.66%.However, over 
the period of five decades, there has been 
overall improvement in access to formal 
sources4 of credit by the rural households

2.  As per census 2011, only 58.7% of households 
are availing banking services in the country. 

3.  CRISIL Financial Inclusion Index (Inclusix) 
In June 2013, CRISIL first time published 
a comprehensive financial inclusion index 
(viz.,Inclusix). For constructing the index, 
CRISIL identified three critical parameters 
of basic banking services namely branch 
penetration , deposit penetration and credit 
penetration . The CRISIL Inclusix indicates 
that there is an overall improvement in the 
financial inclusion in India
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CRISIL –Inclusix (on a scale of 100) increased 
from 35.4in March 2009 to 37.6 in March 2010 and to 
40.1 in March 2011.

SECTION: II Financial Inclusion: 
Concepts
Financial Inclusion is the recent concept in India 
which helps achieve the sustainable development of 
the Country, through available financial services to 
the unreached people with the help of the financial 
institutions. (Tamilarasu, 2014)Financial Inclusion is 
the provision of affordable financial services to those 
who tend to be excluded. (Sreelakshmi, 2016)Financial 
inclusion can be defined as giving access to formal 
financial systems and services and their usage by all 
members of the economy. The committee on financial 
inclusion has defined financial inclusion as the process 
of ensuring timely access to financial services and 
adequate credit where needed by vulnerable groups 
such as the weaker sections and low income group at 
an affordable cost. (Committee, 2008).

UN secretary General Kofi Annan emphasised on 
building of an inclusive financial sector for providing 
access to sustainable financial services including savings, 
credit and insurance to the poor and regarded financial 
inclusion as a precondition to inclusive growth. The 
goal of the financial inclusion is to enable everyone to 
participate fully in the formal financial system which will 
ultimately benefit individuals, the commercial enterprises 
that serve them, and society at large (McKinsey, 2010).
Financial inclusion calls for the higher level of financial 
penetration of the banking system and access to banks 
accounts combined with deposit, insurance, easy access 
to credit at an affordable cost( (Throat , 2006).

The term financial inclusion is often understood 
as having bank account alone, but it is indeed a 
broader concept. As per Centre for Financial inclusion, 
the definition  of financial inclusion is defined as “ 
providing access to a full suite of quality financial 
services to everyone who can use them and making 
sure that people have the tools they need to manage 
their financial and economic lives. It goes beyond 
access to ensure usage and quality of products and 
services, and those customers can interact in the 
marketplace and throughout the supply chain ( (The 
Business of Financial Inclusion:Insights from Banks 
in Emerging Markets, 2016)

The Centre for financial Inclusion defines financial 
inclusion as:

1.  Access to a full suite of financial services 
including credit, savings, insurance and payments

2.  Providing with quality Convenient, 
affordable, suitable, provided with 
dignity and client protection

3.  And Financial Capability Clients are 
informed and able to make good money-
management decisions

4.  To everyone who can use financial services 
Excluded and under deserved people

5.  Through a diverse and competitive marketplace 
A range of providers, a robust financial 
infrastructure and a clear regulatoryframework

FINANCIAL INCLUSION IS ON RISE

Globally, 69% of adults-3.8 billion people now have 
an account at a bank or mobile money provider and it 
helps in escaping from poverty. From 2014-2017, 515 
million adults opened an account with bank and there 
has been a significant increase in the use of  mobile 
Phones and internet to conduct financial transaction. 
(www.worldbank.com, 2018)

In South Asia, the share of adults with an 
account rose by 23 percentage points, to 70 percent. 
Progress was driven by India, where a government 
policy to increase financial inclusion through biometric 
identification pushed the share with an account up to 
80 percent, with big gains among women and poorer 
adults. 

Excluding India, regional account ownership still 
rose by 12 percentage points—but men often benefited 
more than women. In Bangladesh, the share with an 
account rose by 10 percentage points among women 
while nearly doubling among men. Region-wide, 
digitizing payments for agricultural products could 
reduce the number of unbanked adults by roughly 40 
million.

SECTION-III - FinancialInclusion 
initiatives in India

Swabhiman Campaign

As the name of this campaign i.e, Swabhiman 
which means “self-respect” and similarly this campaign 
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aims at giving more self-respect and confidence to 
people by making them aware of the financial sector 
of their country and banking services. This Campaign 
was introduced in 2004 on the recommendations of 
C. Rangrajan Committee. It is especially focused on 
including people from Rural into Banking Services 
and linking them in the financial sector of India in a 
proper and organized way. Under this public is made 
aware of the benefits of financial services especially in 
rural areas.

BUSINESS CORRESPONDENCE MODEL

Under this model financial Institutes appoint 
commission agents who provide financial Services 
at the doorstep of the public at remote areas where 
they are unable to open branches which result in large 
customer base at low cost. Therefore this model is also 
known as the cost-efficient model. These appointed 
agents have various functions such as identification 
of borrowers, the collection of small value credit, a 
collection of interest, recovery of principal, the sale 
of micro insurance, pension schemes and products, 
mutual funds, other payment instruments, creating 
awareness about saving and other products and advice 
on managing money and debt counseling.

For Banking

RBI’s Compulsory Requirement of Opening 
Branches in Un-banked Villages, banks are directed 
to allocate at least 25% of the total number of 
branches to be opened during the year in un-
banked (Tier 5 and Tier 6) rural centers. Various 
kinds of saving account in past and present 
No Frill account- The central bank had introduced 
‘no-frills’ accounts in 2005 to provide basic banking 
facilities to poor and promote financial inclusion. The 
accounts could be maintained without or with very low 
minimum balance. These were later converted into 
BSBDA

 ●  Basic Saving Bank Deposit 
Account(BSBD)- RBI advised all banks to 
open Basic Saving Bank Deposit (BSBD) 
accounts with minimum common facilities 
such as no minimum balance, deposit, and 
withdrawal of cash at bank branch and 
ATMs, receipt/ credit of money through 

electronic payment channels, facility of 
providing ATM card

 ●  JAN DHAN Account- These are similar 
to BSBDA but with little more features as 
earlier bank were reluctant to open BSBDA 
account. Banks also do not provide good 
service to BSBDA account holder. They 
even denied service like the debit card. But 
after JHAN DHAN Yojna this scenario has 
been completely changed

 ●  JHAN DHAN account holder is 
compulsorily issued RUPAY debit card and 
many more services. It certainly increased 
the financial inclusion and made bank 
account opening a cake walk

 ●  It also provided premium free life insurance 
till the time accounts opened on 26 Jan 
2015. It has life insurance of Rs 30000 and 
accidental insurance covers Rs 1 lakhs

 ●  Also, provide overdraft facility up to 5000 
Rs per month without any Rate of Interest. 
And security but with few conditions which 
are 

1. Account age should be at least 6 months

2.  Account holder should visit ATM branches at 
least once in 90 days

3.  Income should be up to 1 lakh per year in 
rural areas and up to 1.5 lakh year for urban 
areas

For Loans-

In order to control public to borrow from Schedule 
banks to lend fix amount in priority sector at affordable 
rate of interest along with certain government schemes 
such as – Pradhan Mantri Mudra Yogana , Pradhan 
Mantri Awas Yogana etc.

For Insurance Sector-

Insurance sector also plays a major role 
in financial inclusion of a country and thus 
government has various schemes in this sector 
among which few most recent schemes are- 
a)Pradhanmantri Fasal Bima Yojna : This is a general 
insurance for crops and this scheme started from 
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Feb 2016 by NDA government and replaced the 
earlier scheme of UPA government named “National 
Agricultural Insurance” with few more advantages 
such as low premium on crop insurance, use of 
technology for weather forecasting (like smartphones, 
drones, remote sensing satellites), Future generation of 
claim and post-harvest benefits e.t.c

b)Pradhan Mantri Jeevan Jyoti Yojna : It is a life 
insurance scheme from age of 18-50 years (benefit until 
55 years) at a premium of Rs 330+(18%gst). It covers 
till 2 lakh Rs and is under LIC India on behalf of the 
government of India. Pradhan Mantri Surksha bima 
yojna – started on Jan 2015 for accidental insurance 
and covers up to Rs 2lakh in case of death and Rs 
1 lakh in case of physical disability at a premium 
of (Rs 12+GST) for the age group of 18 to 70 years 
and is under HDFC life on behalf of government of 

India As on May 14, 2018, nearly 5.35 crore people 
had enrolled under PMJJBY, and the total number of 
claims received till date were nearly 1,02,849.

SECTION IV: The Progress of Financial 
Inclusion in India

The11th Five Year Plan (2007-12) documented 
that majority of Indian Population was excluded 
from financial system and services. The agricultural 
sector remained neglected and very purpose of 
nationalization of Indian banks was to give priority 
to agriculture and rural areas. Many schemes 
have been introduced by government include the 
excluded. Schemes such as Lead Bank Scheme, 
20- point Economic Program and Integrated Rural 
Development Programme. (www.hindustantimes.
com)

Table-1 Financial Inclusion Plan

Sr. No. Particulars Mar-10 Mar-17 Mar-18 Y-o-Y 
growth in 
per cent 

(2016-17)

Y-o-Y 
growth in 
per cent 

(2017-18)

1 Banking Outlets in Rural location – Branches 33,378 50,860 50,805 -1.9 -0.1
2 Banking Outlets in Rural location - 

Branchless mode
34,316 547,233 518,742 2.4 -5.2

3 Banking outlets in Rural locations – Total 67,694 598,093 569,547 2.0 -4.8
4 Urban locations covered through BCs 447 102,865 142,959 0.3 39.0
5 BSBDA - Through branches (No. in Million) 60 254 247 6.7 -2.8
6 BSBDA - Through branches (Amt. in 

Billion)
44 691 731 45.8 5.8

7 BSBDA - Through BCs (No. in Million) 13 280 289 21.2 3.2
8 BSBDA - Through BCs (Amt. in Billion) 11 285 391 73.8 37.2
9 BSBDA - Total (No. in Million) 74 533 536 13.6 0.6
10 BSBDA - Total (Amt. in Billion) 55 977 1,121 53.1 14.7
11 OD facility availed in BSBDAs (No. in million) 0 9 6 0.0 -33.3
12 OD facility availed in BSBDAs (Amt. in Billion) 0 17 4 -41.4 -76.5
13 KCC - Total (No. in Million) 24 46 46 -2.1 0.0
14 KCC - Total (Amt. in Billion) 1,240 5,805 6,096 13.1 5.0
15 GCC - Total (No. in Million) 1 13 12 18.2 -7.7
16 GCC - Total (Amt. in Billion) 35 2,117 1,498 41.8 -29.2
17 ICT-A/Cs-BC-Total number of transactions 

(in million)
27 1,159 1,489 40.1 28.5

18 ICT-A/Cs-BC-Total number of transactions 
(in billion)

7 2,652 4,292 57.2 61.8

Note: Sr. No. 1-16 consist of cumulative data from the inception. Sr. No. 17-18 consist of data from the start of 
corresponding financial year.Source: FIP returns submitted by banks.
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The Pradhan Mantri Jan Dhan Yojana ( PMJDY)

PMJDY is financial inclusion programme of the 
Central Government, which is applicable to 20 to 
65 years age group, that aims to expand and make 
affordable access to financial services such as bank 
accounts, remittances, credit, insurance and pensions.

The scheme is primarily aimed at the poorer 
sections who are unable to have access to the banking 
system. Under the programme, the accounts are opened 

at zero balance and they do not become dormant even 
if deposits are not made into it.

The scheme was launched by Prime Minister 
Narendra Modi on August 15, 2014. It has also entered 
the Guinness World Records for most bank accounts.

re than Rs 1 lakh crore have been deposited in 
over 36 crore bank accounts opened under the Pradhan 
Mantri Jan Dhan Yojana (PMJDY), revealed an RTI. 
(https://www.indiatoday.in, 2019)

Table: 2 Performance of PMJDY:

S.N0 Item Mar-15 Mar-16 Mar-17 Mar-18 Mar-19

1 Number of Accounts opened (in Crores) 14.72 21.43 28.17 31.44 35.27
2 Deposit in PMJDY accounts (in Rs. Crore) 15,670 35,672 62,972 78,494 96,107
3 Average Deposit per PMJDY account (in Rs.) 1,065 1,665 2,235 2497 2,725
4 Number of RuPay debit cards issued to 

PMJDY account-holders (in Crore)
13.14 17.75 21.99 23.65 27.91

Source RBI

As against an average balance of Rs. 1,065 in 
accounts opened under PMJDY in March 2015, 
the average balance has grown to Rs. 2,725 as on 
30.3.2019 with an overall balance in PMJDY accounts 
of Rs 96,107 crore. 1.2.3 RuPay Debit cards: A total 
of 27.91 crore RuPay debit cards have been issued 
till 30.03.2019 to PMJDY account-holders. Apart 
from banking convenience, these cards come with an 

inbuilt accident insurance cover of Rs 2 lakh. As on 
30.03.2019, a total 4,657 accidental claims under this 
RuPay card linked insurance coverage have been paid. 
1.2.4 Overdraft facility for PMJDY account holders: 
An overdraft facility of up to Rs 5,000 (since enhanced 
to INR 10,000) after satisfactory operation in the 
account for six months is available to provide hassle 
free credit to the beneficiaries under PMJDY.

BANK PENETRATION:

Table: 3 Number of Commercial banks, Number of Insurance Corporation, Branches of Commercial 
banks and Number of ATMs IN INDIA

Year Number of 
commercial banks

Number of insurance 
corporations

Branches of commercial 
banks

Number of Automated 
Teller Machines (ATMs)

2004 296 28 67156 NA
2005 293 29 68357 17642
2006 226 30 69629 21523
2007 184 32 71996 27088
2008 178 37 75977 35075
2009 171 43 79922 44310
2010 169 48 85219 61833
2011 169 48 90965 76741
2012 173 51 98643 97121
2013 157 51 106551 115849
2014 151 52 117869 163230
2015 157 52 126561 183993
2016 157 53 135506 201913
2017 162 66 140674 213396
2018 161 68 142868 213472

Source:IMF
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Figure:1 Bank Penetration

PRADHAN MANTRI MUDRA YOJANA

Graph:2

Figure:3 Performance under Stand Up India Scheme
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FINDINGS: 

 ●  Worldwide, from 2014-2017, 515 million 
adults opened an account with bank and 
there has been a significant increase in 
the use of mobile Phones and internet to 
conduct financial transaction.

 ●  As many as 5.70 crore farmers purchased the 
crop insurance policy PMFBY during 2016-17 
crop year (www.economictimes.com, 2018)

 ●  As on May 14, 2018, nearly 5.35 crore 
people had enrolled under PMJJBY, 
and the total number of claims received 
till date were nearly 1, 02,849. (www.
economictimes.com, 2018),

 ●  The banking outlet was increase to 50,805 
in 2018 from 33,379 in 2010

 ●  Total banking outlet in Rural location is 
increased from 67,694 to 5, 98,093 between 
2010 to 2018.

 ●  Year on year (YoY) growth in covering rural 
location through Business Correspondence 
(BC) model is 39,0 between 2017-2018.

 ●  Deposit under   Rs. 96,107, it was Rs.15, 
670 crores in March, 2015.

 ●  In terms of Branch penetration (bank), there 
was an steady progress and year on year 
growth was high in the year2014 with 10.62%.

CONCLUSION: 
The Indian government has been committed to improving 
financial inclusion in the country. The initiatives taken 
by the government and RBI are yielding good result in 
accessing the financial services by common folk. From 
the study it can be concluded that efforts have been

made to achieve the goal but for a diversified 
country like India it is necessary to bring the basics 
first, and customize the models as per the need, thus, 
will lead to financial development in a country which 
will help to accelerate economic growth.
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Abstract

Market soaring high and taking a dip is a part of 
investment journey. The investor participation in 
mutual fund industry taps the competition nerve and 
challenges the players to sustain the investor base. 
While the investment objectives of the investors are 
given due consideration by the fund managers, it is also 
complex to maintain the risk and return format. Hence, 
measuring the performance of the asset management 
companies enables us to understand the efficiency 
of the fund managers and performance of the fund. 
This paper investigates the performance of Focused 
Equity Fund in SBI Mutual Fund over a period of five 
years (1st April 2014 to 31st March 2019). To make 
comparison of fund return with market, CNX Nifty 500 
is considered as benchmark index. The study employed 
various risk adjusted measures to check the fund is out 
performed or unperformed against the market. 

Keywords: Investor, Mutual fund, Management, 
Performance

INTRODUCTION

Mutual fund is one of the most sought investment vehicle 
of Indian investors. The fund manager creates portfolio 
by taking into account the needs and risk tolerance of 
investors. It is the most sought avenue of investment 
for the people who have lack of time or knowledge 
in understanding the stock market movements. As an 
investment avenue, mutual fundhas the two points 
of concern, in terms of interest and disservices. It 
provides economies of scale,liquidity and they are 
overseen by expert investors. Diversification, Market 

timing and selection securities based on the needs 
of investors and risk tolerance are points of concern 
raised by stakeholders. Fund managers of the mutual 
fund company generate returns by investing in range of 
securities, which are further passed back to investors.
The main advantage of mutual funds is its diversified 
portfolio such as open ended, close ended, equity, 
balance fund, gilt fund, money market and more. This 
implies broadening over resource classes-allocating 
some portion of yours portfolio in values stocks and 
some part in the red, etc. Regardless of whether a 
piece of your portfolio were to experience a downturn, 
gains from others can check the disintegration in its 
worth. Mutual funds also facilitates the investors to 
choose their convenient way of investing money such 
as Systematic Investment Plan(SIP) where investors 
needs to put a similar measure of cash in a specific 
shared fund at each stipulated timeframe and other is 
Lump sum where investors can invest single complete 
sum of money. It also enables investors to pull back 
a fixed or variable sum from his common reserve 
conspire on a present date each month, quarterly, 
semi every year or yearly according to his needs.
Few major classes of funds are, equity fund which 
is a fund that puts resources into stocks, additionally 
called stock fund. It appears differently in relation 
to bond funds and money funds. Fund resources are 
normally in stock, with some measure of money, 
which is commonly very little, instead of bonds, notes, 
or different securities. Next fund is, debt fundwhich 
plan to put resources into obligation papers like 
government and corporate securities, currency market 
instruments, and other fixed-salary protections. This 
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offers a safe and nonvolatilereturn. Last one is, hybrid 
fund invest in a bucket of asset classes, which combine 
equity and debt in various proportions to suit investor 
needs and risk profiles. SBI Mutual fund is one of the 
India’s largest sponsored mutual fund companies. The 
Focused Equity Fund is one of the best performer funds 
of SBI Mutual Fund with AUM of Rs. 5127.49 Cr as 
on 31 Aug 2019. The fund has a mix of 65% equity and 
related instrument and 35% in debt or money market 
instrument. This fund picks the stock in bottom up 
approach in a wide range of sectors.  Hence, the study 
takes this fund alone to measure its performance from 
1st April 2014 to 31st March 2019. 

LITERATURE REVIEW

A study conducted by Jayadev (1996) made an 
attempt to evaluate two growth oriented mutual funds. 
Considering total risk it was identified that the chosen 
fund did not perform well. In the book “Winning 
Strategies for Mutual Fund Investing” authored by 
Martin and McCann (1998) advices that the investors 
should focus on the profit making sectors on the given 
global economy. The book states that approaching to 
invest with focus on profit making sector enables a 
great potential for profit making. Buying and selling 
an investment is an art which does not involve chances 
and emotions but it employs a strategy to choose which 
fund to buy and sell assessing when it has to be done.

Mutual fund performance evaluation done by 
Narayan and Madava (2003) states that out of 269 
open ended schemes, only 58 schemes return were 
better than that of the risk free returns. Only these 
58 schemes gave a premium on systematic risk and 
total risk meeting the expectation of the investors.  
Tyson (2007) in his book insists on choosing right 
fund by matching the fund managers and personal 
investment branch. It was recommended that the 
investors should balance between financial objectives 
and individual situation. Therefore performance of 
Mutual fund is a key which enables us to understand 
Mutual fund mechanism. Evidences of Bansal et al. 
(2012) study states that two out of nine selected funds 
outperformed the market index. Rests of the funds are 
underperforming against the market.

The study conducted by Sathish and Srinivasan 
(2016) all the chosen schemes gave a positive return 
over the study period. It was suggested that to the 

investors to make an informed decision based on the 
fund performance. Market timing was indicated as an 
important factor which determines the performance 
of mutual fund.  A study conducted Vasantha et al. 
(2013) shows that the performance of the selected 
mutual funds showed that the funds are less volatile 
in the market. The selected funds were open ended 
schemes across India. In contrast a study performed 
by Burlacanti et al. (2013) states that all the selected 
mutual fund performs well. It was also suggested that 
the investments in the Mutual fund should be of long 
term in nature to get an improved return.

There are several studies which will enable to 
understand the investor behaviour while choosing 
mutual funds. An interesting study conducted by Das 
et al. (2008) between the mutual fund and insurance 
company securities as investment vehicle, concludes 
that the age and education factors determines the 
investors choice of mutual fund. 

NEED FOR STUDY

The financial goals of individuals vary based on the 
needs. Either the goals may be short term or long 
term goals. But investors who choose mutual fund 
as an investment avenue has either the lack of time 
or knowledge to understand the secondary market 
volatility. Mutual funds eliminate such deficiency of 
investor wherein the fund manager analyses and fix 
the need and risk tolerance as base for investments. 
When it comes to choosing a right fund to be invested 
in, this paper enables to understand the performance 
of the SBI Equity Fund. This study helps not only the 
investors, but also the SBI mutual fund managers to 
guide the investors with proof of the performance of 
SBI Focused Equity fund over a past five years period.

OBJECTIVES

 ●  To  study various schemes offered by SBI 
Mutual Fund

 ●  To analyze the performance of SBI Focused 
Equity fund with market return. 

METHODOLOGY

This study is analytical and descriptive in nature. 
To accomplish the objectives, the study took 60 
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monthly observations on SBI equity fund Net Asset 
Value (NAV) and CNX Nifty 500 closing points from 
1st April 2014 to 31st March 2019. Data has been 
collected from Association of Mutual Fund Industry 
(AMFI) and National Stock Exchange (NSE).To make 
comparison of fund return with market, CNX Nifty 
500 is considered as benchmark index. The study 
employed various risk adjusted measures such as 
Sharpe ratio, Treynor ratio and Jensen Alphato check 
the whether fund is out performed or unperformed 
against the market. 

Data Analysis and Interpretation

Table -1 Beta value of the SBI Focused Equity 
Fund

Month
Year

2014-15 2015-16 2016-17 2017-18 2018-19

April 0.3955 0.7677 0.5778 0.6035 0.7643

May 0.3968 0.5316 0.4958 0.8523 0.4963

June 0.6079 0.6685 0.6531 0.7633 0.8731

July 0.7902 0.6485 0.6546 0.8135 0.8623

August 0.8362 0.7914 0.7622 0.8116 0.5875

September 0.9188 0.6324 0.7896 0.8716 0.8077

October 0.6714 0.4696 0.8499 0.5671 0.7965

November 0.8559 0.7388 0.7898 0.7254 0.6718

December 0.791 0.6643 0.835 0.691 0.8265

January 0.6578 0.7722 0.6837 0.493 0.7275

February 0.7614 0.5682 0.7023 0.8385 0.6093

March 0.7326 0.5793 0.6687 0.6888 0.8668

Average 0.7013 0.6527 0.7052 0.7266 0.7408

Source: Authors calculation

Table 1 depicts that monthly Beta value of the 
SBI Focused Equity fund over a period of five years.
Beta helps to find the volatility of fund return against 
the market return as whole. Column 1 depicts that 
number of months and remaining five columns 
represents the beta value of fund. As per criteria, if 
beta <1 ; it means that the fund return will be less 
volatile than market return and if beta >1 ; it means 
the fund return will be more volatile than market 
return. From the above table, it can be inferred that 
beta value is less than one which indicates the SBI 
equity fund return is less volatile than market return 
over a period five years. 

Table- 2 Sharpe ratio forSBI Focused Equity Fund

Month
Year

2014-15 2015-16 2016-17 2017-18 2018-19

April 4.8715 -4.4852 30.9893 0.9041 5.2524

May 13.1778 -3.3181 -11.779 -0.1182 -4.6356

June 26.1791 -0.4815 2.0908 25.723 -3.6428

July 2.1796 12.5233 63.5468 6.2341 17.363

August 4.4975 -8.4396 2.6565 -1.1778 12.4787

September 4.5269 0.4607 -0.689 -5.6275 -380.79

October 1.3642 14.0539 -0.1517 48.3639 -2.2649

November 9.0382 -3.2476 -29.722 32.9611 44.4854

December 6.4416 1.1343 -7.6051 76.6815 11.5627

January 3.0196 -37.613 5.1655 -1.4271 -7.711

February -2.6006 -8.2711 3.381 -8.6797 2.4439

March -2.4364 8.1565 17.0397 -10.84 32.4745

Average 5.8549 -2.4606 6.2436 13.5831 -22.748

Source: Authors calculation

Table 2 depicts that the monthly performance of 
SBI Focused Equity fund by using sharpe ratio. This 
fund shows the positive return except in February( 
-2.6006) and March(-2.4364 ) of 2014-15. It is observed 
that the fund has been outperformed the market in the 
year 2014.Column 3 depicts that, this fund shows 
positive return except in April(-4.4852), May(-3.3181), 
June(-0.4815), August(-8.4396), November(-3.2476), 
January(-37.6128) and February(-8.2711) of 2015. It 
is observed that the fund has been underperformed the 
market in the year 2015-16.

Column 4 depicts that, this fund shows positive 
return except in May (-11.7792), September (-0.6890), 
October (-0.1517), November (-29.7218) and 
December (-7.6051) of 2016-17. It is observed that 
the fund has been outperformed against the market 
in the year 2016-17. Column 5 depicts that, this fund 
shows positive return except in May (-0.1182), August  
(-1.1778), September (-5.6275), January (-1.4271) , 
February (-8.6797) and March(-10.8400) of 2017-18. 
It is observed that the fund has been outperformed well 
in six months, but underperformed in other six months 
against the market in the year 2017-18.

Column 6 depicts that, this fund shows positive 
return except in May (-4.6356), June (-3.6428), 
September (-380.7873), October (-2.2649) and January 
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(-7.7110) of 2017-18. It is observed that the fund has 
been outperformed against the market in the year 
2018-19. Last row depicts the average performance 
of fund for each year; the fund shows positive return 
except in year 2015-16 and 2018-19. 
Table-3 Treynor Ratio SBI Focused Equity Fund

Month
Year

2014-15 2015-16 2016-17 2017-18 2018-19

April 4.7934 -4.9768 8.453 0.7201 5.7144

May 24.6369 -2.9668 -0.4193 -0.0776 -3.3046

June 11.9187 -0.6827 1.1746 3.3286 -5.0421

July 2.5621 3.9638 6.6029 3.974 4.6608

August 4.2642 -4.5988 3.8106 -0.8358 4.7813

September 2.0654 1.0536 -1.0308 -0.7868 -11.736

October 0.9497 6.5361 -0.1319 4.3105 -3.0346

November 3.8707 -1.9482 -8.81 8.3589 3.0291

December 3.2277 1.2673 -5.9153 5.3189 2.5464

January 5.2283 -9.7899 4.6831 -2.7859 -5.8515

February -2.8215 -12.937 3.3676 -4.3955 0.8498

March -3.2068 11.8198 3.9561 -3.5368 8.4515

Average 4.7907 -1.1049 1.3117 1.1327 0.0887

Source: Authors calculation

The performance of SBI Focused Equity fund 
by using Treynor ratio which is displayed in Table 
3.column 2depicts that, SBI Equity fund shows 
positive return except in February (-2.8215) and 
March (-3.2068) of 2014-15. It is observed that the 
fund has been outperformed well against the market 
in the year 2014-15. Column 3 depicts that, this 
fund shows positive return except in April (-4.9768), 
May (-2.9668), June (-0.6827), August (-4.5988), 
November (-1.9482), January (-9.7899) and February 
(-12.9365) of 2015-16. It is observed that the fund has 
been underperformed against the market in the year 
2015-16.

Column 4 depicts that, this fund shows positive 
return except in May (-0.4193), September (-1.0308), 
October (-0.1319), November (-8.8100) and 
December(-5.9153) of 2016. It is observed that the 
fund has been outperformed against the market in 
the year 2016-17. Column 5 depicts that, this fund 
shows positive return except in May (-0.0776), August 
(-0.8358), September (-0.7868), January (-2.7859), 
February (-4.3955) and March (-3.5368) of 2017-18. 
It is observed that the fund has been outperformed well 

in six months, but underperformed in other six months 
against the market in the year 2017-18. Column 6 
depicts that, this fund shows positive return except in 
May (-3.3046), June (-5.0421), September (-11.7363), 
October (-3.0346) and February (-5.8515) of 2018-19. 
It is observed that the fund has outperformed against 
the market in the year 2018-19. Last row depicts the 
average performance of fund for each year, the fund 
shows positive return except in year 2015-16. 

Table-4 Jensen Alpha Ratio for SBI Focused 
Equity Fund

Month
Year

2014-15 2015-16 2016-17 2017-18 2018-19

April 1.8316 -89.616 5.821 1.2812 7.9156

May 13.6252 -1.2264 1.1822 0.6626 -2.6154

June 9.5803 -1.435 1.961 1.7601 -5.7985

July 1.4825 3.4283 6.7456 6.3896 8.6306

August 6.4729 -9.2151 4.0654 -2.2471 4.5289

September 1.0237 1.4889 -2.1253 -2.7526 -16.52

October 3.255 3.4693 -1.0508 5.3214 -6.4742

November 5.5301 -2.4819 -11.881 4.9983 4.211

December 0.6536 0.5658 -6.1201 6.5434 2.0007

January 6.7354 -12.758 6.4723 -0.2919 -6.2267

February -2.2065 -12.275 3.7491 -7.8672 -0.5218

March -6.0137 10.6586 4.3179 -5.1868 12.8141

Average 3.4975 -9.1164 1.0948 0.7176 0.162

Source: Authors calculation

Table 4 shows that monthly performance of SBI 
Focused Equity fund by adopting Jensen Alpha ratio 
over a period of five years.Column 2 depicts that, 
this fund shows positive return except in February 
(-2.2065) and March (-6.0137) of 2014-15. It is 
observed that the fund has been outperformed well 
against the market in the year 2014-15. Column 3 
depicts that, this fund shows positive return except 
in April (-89.6164), May (-1.2264), June(-1.4350), 
August (-9.2151), November (-2.4819), January 
(-12.7577) and February (-12.2751) of 2015-16. It 
is observed that the fund has been underperformed 
against the market in the year 2015-16. Column 4 
depicts that, this fund shows positive return except in 
September (-2.1253), October (-1.0508), November 
(-11.8812) and December (-6.1201) of 2016-17. It is 
observed that the fund has been outperformed against 
the market in the year 2016-17.
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Column 5 depicts that, this fund shows positive 
return except in August(-2.2471), September(-2.7526), 
January(-0.2919), February(-7.8672) and 
March(-5.1868) of 2017-18. It is observed that the 
fund has been outperformed against the market in 
the year 2017-18. Column 6 depicts that, this fund 
shows positive return except in May(-2.6154), June(-
5.7985), September(-16.5203), October(-6.4742), 
January(-6.2267) and February(-0.5218) of 2018. 
It is observed that the fund has been outperformed 
well in six months, but underperformed in other six 
months against the market in the year 2018-19.Last 
row depicts the average performance of fund for each 
year, the fund shows positive return except in year 
2015-16. Finally, the table depicts the fund has been 
outperformed well against the market over a period of 
five years.

FINDINGS

The Beta value of SBI Focused Equity fund’s depicts 
that, beta value is less than 1 for each collected monthly 
data of five years. It means that the fund will be less 
volatile than the market. As per Sharpe ratio, the fund 
has been performed well against the market in 2017-18 
followed by 2016-17 and 2014-15 while the fund has 
been underperformed against the market in 2015-16 
followed by 2018-19.  As per Treynors ratio and Jensen 
Alpha ratio, SBI equity fund has shown positive return 
in all the periods excepts 2015-16. SBI equity fund has 
not been performed well against the CNX Nifty 500 
during 2015-16. Finally, the overall results indicate 
that the SBI Focused equity fund outperformed well 
against the market movement during the study period 
except in the year 2015-16. 

CONCLUSION

Mutual funds are highly effective if the funds are 
parked for a longer period of time, so is the case of 
focused funds. SBI focused funds invest only in fewer 
numbers of stocks and the portfolio diversification 
is limited to large cap and mid cap. The sectors are 
also limited and therefore, the beta value of the study 
depicts that the fund is less volatile and less risky. The 
study further elaborates in the lines of Sharpe ratio that 
SBI focused fund recorded a positive return against 
Nifty for three years. It was also recorded that the 

positive return was not recorded for three continuous 
study periods but only for the year 2014, 2016 and 
2017. While considering the reward to volatility ratio 
the study records positive return except for the year 
2015. SBI focused fund has earned excess compared to 
the risk free return during the study period. The Jenson 
alpha measures positive return  exceptfor 2015 against 
Nifty. The performance of SBI focused equity fund for 
the study period records outperformance against the 
risk adjusted return measures. The unsystematic risks 
should also be considered before considering investing 
in focused mutual funds. The focused funds are sector 
and company specific and therefore any downturn will 
have a greater impact in the focused funds. 
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Abstract:

Business English may be a special West Germanic that 
is employed in business. Each year a lot of folks are 
finding out  business English course to enhance  their 
probabilities of finding employment, career prospects 
and to be ready to add English speaking countries. The 
aim of business English has given to developing  general 
knowledge understanding of the employment of English 
in business English. Initially, practicing the strategy 
like speaking, pronunciation and listening elective. 
Conducting and conducive conferences  meeting and 
negotiating with customers effectively by victimization 
communicative business English. Business English is 
employed wide and usually within the community and 
can’t be labile to a different kind of business whereby 
most of colleagues have native tongues and will cause 
lots of distinction if business English is used. Business 
English aims to realize a high customary of English 
communication skills at business. It covers several skills 
some of them are conferences, displays, negotiations 
and communication.

Keywords: Business English, communication, 
presentation.

INTRODUCTION:

Communicative English has modified as business 
English. The cultural changes has given varied ideas 
to vary or equate someone’s level of English with their 
level of intelligence. There are such a lot of fascinating 
coaching job centers also as training centers 
have established everywhere to enhance business 
english as marketing.Speaking any languages 
often or occasionally is good  however throughout 
movement time folks wont to communicate solely with 
business English by everybody for business purpose 

with some limitations. First they must speak 
slowly and enunciate very clearly, next mind our 
language, if attainable twice or thrice later prompt 
the audience to whom we tend to are about to speak. 
Although they’re comfy with their own language we 
must always offer some temporal order and breaks 
as we tend to all legendary pauses. In alternative 
method, if you’re a participant, you ought to not 
dominate the discussion member.

According to prof David Crystal ,96% of the 
worlds language are spoken by four percentage of 
the folks. English has nearly 1,000,000 words as well 
as technical or non technical and scientific words. 
Most of the native speaking adults are exploitation 
ten thousand words in their daily communication. 
Non native speakers sometimes use their extent level 
of 1000-2000 vocabulary but a native speakers in 
business English. The beginners of  English learners 
fail to speak with success in order that they assume or 
blame, it’s as a result of their unbalanced ebility.

Demotivating  themselves is that the reason 
behind their failures as a result of that they’re going 
to be usually embarrassed, pissed off and humiliated. 
It implies that they continually speak  too quick, 
and have a powerful regional accent that ends 
up in stop learning ne’er been exposed anytime 
and anyplace Analyze our current level of proficiency 
in business English communication is should. The 
relevant info concerning ourselves in networking 
skills is required with applicable format. 

MEETINGS

Recognizing and manufacturing formal and informal 
hereas exploitation with connected business 
vocabulary to achieve our goal relating to this business 
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communication can teach America vocabulary skills 
and connected collaborating in conferences.  What is 
more learning terms and phrases to talk , participate and 
conclude the conferences. This business communication 
can stimulate everybody effectively to participate on 
web site conferences, teleconferences associated to 
arrange writing proposal as an outcome of a gathering.

PLANNING AND NEGOTIATING

Business English communication is finding associate 
inappropriate price of designing and negotiating that 
after we learn language and methods for a successful 
negotiation culminating. These methods fully known 
with formal and informal settings. Evaluating the 
options, comparison the services and designing for 
a business. Even a business event exploitation for 
negotiation skills.

BUSINESS ENGLISH: CREATING 
PRESENTATION

Presentation creating relating to this effective 
presentation in English can facilitate to be told language 
and techniques for successful presentation. To develop 
well organized presentation exploitation charts and 
graphs to focus and learning objectives. Organizing 
the displays spirited and interesting the audience and 
presenting the precious info through our fascinating 
presentation.

Business English has communicated well 
to the audience. These business English voice 
communication skills like, such as, expressing opinions, 
asking queries ,taining action. Typically our English 
communication isn’t a voice communication rather 
than exploitation or as well as the abilities of agreeing , 
disagreeing and creating confab. Delivering a presentation 
in English or conducting a coaching session is 
way expecting a transparent concept that means that not 
a speed of speech however would like a accuracy or 
fluency. Describing a method or giving directions or 
recommendations are suggesting in business English 
with all circumstances.

There are completely different levels of 
ritual in business English. pondering however we 
speak our 1st language? can we speak an 
equivalent thanks to our collogues or the same 
to our friends or our boss? actually, completely 
different folks , completely different things, completely 

different coaching conjointly followed in business English. 
There are completely different varieties of business 
English is employed 1st is “Formal English” after we are 
giving a show or speech everybody follow this rule.

BUSINESS COMMUNICATION:

Business communication is that the sharing of the 
knowledge between folks among a corporation that’s 
performed for the business good thing about the 
organization. The new international and various geographic 
point needs glorious spoken and written language skills. 
Communication could be a method whereby info is 
encoded, channeled and send by a sender to a receiver via 
some medium. All types of communication a sender , a 
channel, a message, a receiver and therefore the feedback 
to varieties of verbal communications are there, one is 
language ,next one is written language.

A face to face interaction between the sender and 
therefore the receiver. creating shows and showing for 
interviews. The sender uses the written mode to transit 
his or her messages. Non verbal communication When 
a message is communicated while not employing 
a word, the method needs non verbal cues to be 
transmitted and received. Some exambles are there for 
non verbal communication, facial expressions, posture, 
eye contact, walk, person’s voice, language, visual 
communication volume, pitch and voice modulations 
are required for non verbal communication. 
Communication takes place through the formal channels 
of the organization structure on the lines of authority 
established by the management. Such communications 
are usually in writing and will take anyone of the forms , 
policy, manuals, procedures and rule books, memoranda, 
official conferences and reports are followed in formal 
meetings. Communication arising out of all those 
channels of communication that fall outside the formal 
channels is understood as informal communication. 
Informal communication does not follow lines of 
authority as is that the case of formal communication. 
Such communication is typically used for oral and 
will be coated even by straightforward look or smile or 
silence. 

Interpersonal communication is Associate in 
Nursing exchange of data between two or a lot of folks.  
It’s the method by which individuals exchange info, 
feelings, and that means through verbal and non 
verbal messages. Intrapersonal communication takes 
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place among one’s own self. this means individual 
reflection, contemplation and meditation. 
An structure method by that activities of a society 
are collected and coordinated to achieve the goals 
of each people and therefore the collective cluster. It’s  a 
subfield of general communications studies and is 
commonly a element to effective management in a 
very geographic point setting.

Mass communication  
Mass communication means that conveyance 
of title messages to a whole world. this can 
be usually known with tools of contemporary mass 
media, that embrace books, the press, cinema, 
television, radio, internet, etc. It conjointly includes 
speeches delivered by leaders to an outsized audience. 
Mass communication would facilitate to spread the 
message in a very fraction of your time through 
social media currently a days. Successful listening 
is difficult and needs lots of follow for business 
English. It’s a talent that is commonly taken with a pinch 
of salt. Listening is Associate in Nursing everyday affair. 
Effective listening could be a dynamic activity that 
seeks out the meaning supposed within the messages 
sent by the speaker. performing some practices so 
as to develop listening skills like, voluntary activity, 
demands excellent coordination between the ears and 
therefore the brain following techniques for effective 
business listening everybody ought to have Associate in 
Nursing open mind, next don’t judge the speaker or his 
message. While listening summarize what the speaker 
is conveying the message and take down notes .Ask 
relevant question to the speaker for the clarity in your 
understanding.

Business and travel brouchers can facilitate to 
refer quickly to induce help us reading skills is 
employed to quickly gather the foremost vital info, 
or gist. Skimming and scanning quickly rise up to 
hurry on a current business state of affairs. what is 
more intensive reading is employed to get a general 
understanding of a theme and includes reading 
longer texts for pleasure also as business books and 
also grasp some general knowledge of business 
procedures.

Intensive reading is employed on shorter texts 
in order to extract specific info. this can be a type 
of language analysis that doesn’t take the given text 
at face worth, however involves a deeper examination 

of supporting points and attainable counter 
readers therefore acknowledge not solely what a text 
say, however conjointly however that text portrays the 
topic matter. It means that analyzs the text and assert 
a that means for the text as an entire interpretation.
Intonation:

The tone of voice is to blame for this the tone 
involves the quantity however it’s used, then the 
amount and therefore the style of feeling that 
communicate and emphasis the words that for 
selecting. Pitch refers to  the increase and fall in 
humane voice. It plays a vital role in communication. 
Questions for example, should endways the 
next note affirmative statements ought to finish in 
a very level or slightly lower pitch. The ending 
of statements on a high frequency will produce 
doubt in your listeners vary your pitch throughout 
your presentation to determine and reinforce your 
message

WRITING SKILLS

Effective business english writing could be 
a gift that cultivate for clear writing and clear 
thinking. whereas writing ought to concentrate and 
concern with audience. By consciously presenting the 
most plan 1st, then sharpen our argument before diving 
into the majority of our writing.

BUSINESS LETTERS:

Many of the strict conventions of letter writing 
have conjointly been relaxed and it’s quite usual to 
seek out lots of selection within the means letters 
are set out or worded. Writers typically use informal 
expressions and forms example contractions, 
whereas antecedently this might are avoided. This 
makes things a lot of difficult for the language learner 
since, used not suitably, informal forms will cause 
offence for this reason company to company 
has two units coping with affairs correspondence.

Some letter writing conventions however 
remain much alive. Presentation for example, is 
until vital few folks will want to try and do business 
with a corporation that sends out badly written, 
badly worded, or badly laid-out letters. Seemingly 
minor details can even irritate the reader of the 
letter and provides a negative impression. The 
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author for example knows one man of affairs World 
Health Organization rejected a quotation just 
because the missive ended` yours dependably ` rather 
than `yours sincerely.

CONCLUSION

Teaching business English needs primarily focuses 
on skills and discourse use of the language. One to 
one business English teaching may be a nice chance. 
Business communication that promotes a product, 
service or organization among a business from a 
corporation. business West Germanic particularly 
associated with international trade and utilized 
in business.
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Abstract:

Gone are the days everything used to be manual, which 
without a doubt devoured a great deal of endeavours 
and time. Furthermore, the exactness of the information 
and control was the key bit of freedomto many. Control 
anyway can be construed to the advanced occasions 
too except if and until you have sound information 
and grasp over the cutting-edge innovation and its 
suggestions. The motivation behind why many do fail 
in verifying their assets and character is a result of 
absence of information towards the potential use of 
the assets they have. In the cutting-edge time where 
everything is caught by the advanced media, so are the 
advanced experts in the fields of bookkeeping too. In 
the above setting, the most widely recognized experts 
or rather state the people who are focused on are the 
ones who are holding presumed statuses in the general 
public where in the basic man puts their confidence 
on their reports and their verbal interactions. To give 
some examples these people or state the super people 
are Chartered Accountants, MBA’s in the field of 
Accounting, Corporate Secretaries and the Certified 
Professional Accountants. To the extent GST is worried, 
regarding control of the information as it exclusively 
relies upon the individual and their internal expert 
morals.The sole explanation of digitization being vital 
to singular achievement exists in the believability and 
the inward lesson of the expert morals. centring upon 
computerized evaluating and detailing as far as GST 
completely has its base on the information on PCs and 
the different applications bolstered subsequently.

INTRODUCTION:

The word audit derived from the Latin word Audire 
literal meaning to hear, has never been so exiting 

for the individuals who have been working day in 
and day out for their organization and individual 
growth. The idea of digital auditing commenced in 
the early 1960’s & as the time passed, there have been 
numerous changes in the field of Auditing & Reporting 
till date. In the present era where every individual or 
rather say professional is surrounded by technology, 
its been quite easy to accomplish the audits before the 
expected time. The super humans apart from common 
individuals who carry out their routine business, 
who have been massively profited by the innovation 
are the Chartered Accountants, MBA’s in the field of 
Accounting, Corporate Secretaries and the Certified 
Professional Accountants around the world, who are 
quite multitasking in their respective fields and are 
consistently on the edge of their seats in this merciless 
focused world, where each individual has their eyes 
on either the year end reports distributed by different 
entrenched associations so as to improve their financial 
soundness among its customers like speculators 
purchasers, venders and the overall population on the 
loose. The period of digitization isn’t just disentangled 
as for general reviews alone, yet additionally has 
supported up the speed of creating audit reports with 
just one click away. In nut shell it can be stated that 
the base of digitization irrespective of how advanced 
it gets, it all depends upon the individual professional, 
or a business man who do work round the clock to 
upgrade themselves for the betterment of the society at 
large and for an individual as a whole.

COMPONENTS OF DIGITAL AUDITING:

As digital communication continues to explode more 
organizations are recognizing its importance within 
the marketing mix. In order to develop strategy and 
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allocate resources business leaders need to understand 
the effectiveness of their existing digital initiatives. A 
great way to do this is to conduct a digital audit – a 
study of your brand’s digital presence (on its own and 
in relation to your competitor set) across six key areas: 
Reach, Architecture, Content, Conversion, Integration 
and Measurement. Which can be briefly explained as 
below.

Reach – Organic and paid exposure across 
digital channels:

 ●  Use tools like Rank Checker to measure 
how well you rank (organically) on 
branded and category/industry keywords 
and phrases across major search engines

 ●  Do you have an email marketing program 
in place? What are your open rates, click 
rates, etc.?

 ●  Do you have a presence on social media 
channels relevant to your organization? 
Measure potential reach via likes, 
followers, subscribers, channel views, 
video/image views, etc. More importantly, 
measure % effective reach per channel 
by adding engagement activities such as 
likes + comments + shares and dividing by 
potential audience size.

 ●  Are you running pay per click advertising 
campaigns, display advertising campaigns 
or mobile ads? Measure impressions and 
click through rates per ad channel

Architecture – Channel design, structure 
and functionality

 ●  Assess website usability. How are 
graphic elements used? How effectively 
is information presented and consumed? 
Test things like loads times, link integrity, 
navigation, etc.

 ●  How well are your social media channels 
set up? Are profiles, descriptions, tags, 
links, etc. optimized?

Content – Process and assets

 ●  Do you have a content strategy in place? 
Do you have content creation workflows 
in place? Is there a mechanism to measure 

what’s working and what isn’t?

 ●  How strong are your content assets? What 
formats are you using? Text? Video? 
Photos? Audio? Applications?

Conversion – Activation of visitors

 ●  Are your digital channels designed with a 
conversion funnel in mind?

 ●  Do you have any forms on your website, 
Facebook, blog, etc? What is your rate of 
form fills per visitor? What is your form 
abandonment rate?

 ●  Do you have clear calls to action on your 
web pages, Facebook pages, blog, etc?

Integration – Connection of all online and offline 
touch points

 ●  Are social media channels accessible from 
your website?

 ●  Are you cross linking from one social 
media channel to another? Are you linking 
back to your website from social media 
channels?

 ●  Do your offline activities connect back to 
digital channels i.e. print ads, trade shows, 
etc.

Measurement – Digital objectives, metrics 
and performance

 ●  Do you have objectives in place for 
awareness, influence, engagement and 
action?

 ●  What metrics are you using to gauge 
performance?

 ●  Do you have reporting protocols in place? 
What is the frequency of measurement 
and reporting? Are there feedback loops 
in place? Are reports analysed and acted 
upon?

Internal Audits Opportunity with The 
Rise of Intelligent Automation:

Intelligent automation, also known as digital 
labour,was once an intriguing but far-fetched idea, 
but it has now become almost a given in many 
organizations. Today, practically all business areas are 
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putting resources into trend setting innovations, for 
example, huge information, prescient examination, 
process mechanical autonomy, psychological 
frameworks, regular language handling, AI, and 
man-made consciousness to computerize information 
work. Robotization isn’t new, however various 
components are uniting to drive fast appropriation of 
savvy computerization. Initially, the expense of the 
innovation is getting progressively moderate, even as 
it turns out to be all the more dominant and progressed. 
Second, organizations now have the abilityto 
more efficiently integrateintelligent automation 
applications within existing processes and technology 
infrastructures, increasing the speed of deployment for 
these types of solutions.The new forms of disruptive 
technologies under the intelligent automation umbrella 
come in all shapes and sizes, but together they offer an 
incredibly efficient platform from which to automate 
tasks and scale expertise—largely independent of 
labor growth. Intelligent automation is taking hold in 
front-, middle-, and back-office processes in a wide 
array of business units, with most organizations in the 
exploration and pilot phases and leaders moving to 
scaled implementation.

The present clever computerization advancements 
have the transformational potential to expand the speed, 
operational productivity, cost-adequacy, control, 
and precision of everyday business exercises, and to 
engage gifted human experts to create progressively 
significant experiences, empowering more astute 
choices all the more rapidly.

Understanding Intelligent Automation-Internal 
Auditors Perspective:

For internal audit leaders to help the 
organization through the risk considerations 
associated with intelligent automation, they 
first need a firm handle of precisely what wise 
mechanization is and how it is being utilized 
to improve the association’s business forms. 
Savvy computerization use information and 
investigation, mechanical, psychological, and 
man-made consciousness to mechanize both 
routine business process exercises just as mind 
boggling information work.Intelligent automation 
has the capacity to augment human capabilities to an 
incalculable degree, enabling both entire enterprises 
and individual functions to transform how business 
gets done.

Internal Audits role in Intelligent Automation:

In a business situation that is changing at a quicker rate 
than any time in recent memory, inside examiners assume 
an inexorably significant job. With the huge vulnerabilities 
exhibited by an invasion of problematic powers, the inward 
review work must keep pace to enable the association to 
comprehend and deal with the related dangers, accomplish 
anticipated outcomes from computerization, and keep on 

improving to include esteem.

Key opportunities for internal audit within 
intelligent automation initiatives include the following:

 ●  Internal audit canhelp to integrate 
governance, risk, and controls considerations 
throughout the automation program life 
cycle as an organization establishes and 
implements its program.



334

   

 ●  Internal audit can help the organization 
identify opportunities to embed automation-
enabled control activities within the 
impacted business processes and functions.

 ●  Finally, the internal audit organization 
can capitalize on intelligent automation 
innovations to increase the efficiency and 
effectivenessofitsownactivities.

Internal audit considerations for intelligent 
automation across the three lines of defense:

1.  First Line of Defense: The Business 
Owners

As the association sets out on shrewd computerization 
activities inside its business procedures and capacities, 
interior review should go about as a key “robotization 
consultant,” with an essential spotlight on surveying the 
effect of mechanization activities on frameworks and 
controls to address the association’s changing danger 
profile. Likewise, inside review should help recognize 
chances to insert mechanization empowered control 
exercises into astute robotization activities. Consider, 
for instance, how interior review can help the fund and 
bookkeeping capacity in utilizing insightful mechanization 
to all the more successfully agree to money related 
announcing gauges (e.g., SOX, SOC 1, SOC 2, ISO, 
HIPAA, and so forth.) while as yet accomplishing danger 
and control necessities. When these tasks shift from manual 
to automated, it will allow the organization to:

 ●  Improve consistency and quality in the 
application of policies, procedures and 
controls

 ●  Improve efficiency of manual activities, 
resulting in cost savings from reduced 
errors and cycle time

 ●  Improve morale and reduce costs by 
managing labour capacity constraints

 ● Reduce the total cost of compliance

 ● Enable faster decisions.
2. Second line of defense – Standard setters

For the second line of protection, internal audit 
should help recognize chances to use wise robotization 
inside checking controls, administrative consistence, 
administrative arrangements, and revealing exercises. 

Internal Audit ought to likewise enable the 
second to line of barrier to set up proper techniques 

and benchmarks to address the administration, 
hazard, and control contemplations related with a 
wise mechanization program. In spite of the fact that 
utilizing existing framework execution administration 
is a decent establishment, the exceptional chances and 
dangers identified with shrewd robotization will drive 
advancement in administration.Finally, internal audit 
should help identify the risks associated with intelligent 
automation initiatives to help the organization implement 
appropriate standards for risk mitigation. Key risk areas 
for consideration include:

 ● Authentication of bots

 ● Change management

 ● Program and bot monitoring

 ● Overall risk and governance.
3. Third line of defense – Assurance Providers

Seizing automation opportunities can also help 
internal audit reduce its costs, improve outcome 
quality, and drive additional value within the internal 
audit organization.

While intelligent automation opportunities within 
internal audit activities may be limited by either the 
maturity of the organization’s processes, systems, 
and controls or the quality and availability of data, 
numerous potential use cases exist. In evaluating 
where internal audit can benefit from shifting to an 
intelligent automation model, internal audit should 
consider all phases of the internal

audit process: risk assessment, planning, scoping, 
testing, reporting, remediation assessment and 
monitoring, and audit management and administration.

By utilizing intelligent automation, the internal 
audit team has the ability to “do more with the same,” 
including:

 ●  Improve quality and consistency of internal 
audit processes

 ●  Improve efficiency of planning, testing, 
and reporting activities, creating more time 
for critical thinking activities

 ●  Increase coverage and frequency of testing 
across the audit universe

 ●  Expand the audit scope for individual 
audits

 ●  Move from limited sample testing to full 
population testing
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Manage labour capacity and geolocation 
constraints.

New Risks in From New Technology:

Associations that send insightful robotization—as 
most will, at some point or another—need to think about 
inquiries regarding administration and hazard, starting 
with possession. The business, IT offices, focuses of 
greatness, and merchants all have a stakein intelligent 
automationprograms. Subsequently, programs need 
to set up brought together oversight of key execution 
pointers (KPIs), key hazard markers (KRIs), and hazard 
relief and hazard acknowledgment forms. This oversight 
helps structure the system for creating and overseeing 
bots1—the PC programs that are at the core of insightful 
computerization—in a way that supports the program’s 
technique while keeping up consistency and security.

Most organizations know how to assess their 
employees’ competencies to gain confidence in their 
performance.But do they know how to build and 
assess the competencies of bots, particularly those 
that use artificial intelligence for more complex tasks? 
Controls are needed to validate that bots continue to 
perform as intended

and are maintaining the completeness, accuracy, 
and integrity of data. To be effective, these controls 
need to be considered and consistently applied 
throughout the automation program life cycle (see 
Figure below).

CONSULTING AND ASSURANCE 
SERVICES: INTERNAL AUDIT’S DUAL 

ROLES

With the right skills and resources, internal audit 
can help identify new risks, integrate and improve 
governance, and assess controls related to intelligent 
automation. Internal audit can take a two-pronged 
approach to working with the organization by providing 
both consulting and assurance services, depending on 
the needs of the organization at the given time.

Consulting services provide “advisory and 
related client service activities, the nature and scope of 
which are agreed with the client, are intended to add 
value and improve an organization’s governance, risk 
management, and control processes without the internal 
auditor assuming management responsibility. Examples 
include counsel, advice, facilitation, and training.”2   
The “client” for consulting services can be any key 

stakeholder, such as the business owner, process owner, 
control owner, etc.

Assurance services provide “an objective 
examination of evidence for the purpose of providing an 
independent assessment on governance, risk management, 
and control processes for the organization. Examples 
may include financial, performance, compliance, system 
security, and due diligence engagements.”3

Adding value at every stage

To better understand internal audit’s opportunities 
to help the organization throughout its intelligent 
automation program, we will look at examples of 
where internal audit can add value through consulting 
or assurance services during each stage: plan, build, 
run, and monitor.

1. Plan

Whether the organization is getting ready to 
deploy an intelligent automation program or is 
embarking on a specific use case, the risk profile and 
related risk appetite should be assessed for each. In 
the planning stage,the organization should understand 
the organizational, functional, industry, regulatory, 
and compliance requirements that will inform the 
governance program.

2. Build
As work begins on delivering intelligent automation 

solutions, the organization should launch a governance 
framework early in the solution development life cycle 
(SDLC) to enable consistent, effective risk management. 
This framework should integrate controls, policies, 
procedures, training, toolkits, templates, and accelerators 
to support the build. As bots are developed, controls 
should be in place regarding coding practices, secured 
authentication, data access, and interactions with other 
applications, to name just a few considerations. This 
stage should commence with thorough user acceptance 
testing of the bot performance.
Consulting services example reviews
Business and technical user engagement
Delivery quality and budget management
Lessons learned (technical and functional) and implemented
Risk identification and control design
Assurance services example assessments
Application of the SDLC methodology
Bot development, testing, and acceptance procedures
Control design and operating effectiveness, including system 
configurations, identity access management, etc.
Real-time system implementation
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3. Run
As the organization begins to implement 
intelligent automation within its business 
activities, controls should be embedded into 
the day-to-day operations to monitor per-
formance and effectiveness. These controls 
should identify, evaluate, mitigate, and, 
when appropriate, accept risks. To avoid 
common errors of the digital age, such as 
ineffective logging, monitoring, and analyt-
ics capabilities, organizations should estab-
lish automated tools to identify and resolve 
errors and analyze trends. New continuity 
risks may also arise, as system outages, for 
example, could find bot-dependent organi-
zations without the human resources and 
skills to maintain critical functions manu-
ally.

4. Monitor

With an intelligent automation program up and 
running, the organization and internal audit should 
seek to continuously improve performance and manage 
known and emerging risks. Activities include monitoring 
KRIs; conducting periodic audits; championing better 
practices in governance, risk management, and controls; 
and collaboratively identifying opportunities for 

improvement. Ideally, internal audit will contribute to 
the intelligent automation program life cycle from the 
start. However, even if internal audit enters when the 
program is already up and running, it can help align risk 
management and controls with the organization’s risk 
appetite, maintain that risk position, achieve compliance, 
and identify improvements.

CONCLUSION:

As the maxim goes, each coin has different sides, the 
heads or the tails, everything relies on your own karma 
and fortune, regardless of whether you win or lose in 
this relentless business aggressive world. On the off 
chance that precise estimations are gone for broke 
in advance, numerous targets can be accomplished 
effortlessly. The well-suited answer for every one of 
the issues in this digitized evaluating time is to utilize 
veritable programming and applications and to pursue 
legitimate conventions for a similar which thusly 
would enable the association to develop at a consistent 
pace with no breakdown in its very own notoriety. 
It’s in every case better to have a reinforcement of 
all that you do as its never known how and when the 
precautionary measures or the preventive measures 
would spare you and your association from the prying 
eyes.



Abstract

Business Intelligence delivers a rich set of benefits 
that drive significant and tangible return on 
investment. It removes the complexity of converting 
raw data into meaningful business intelligence by 
giving organizations the power to transform data 
from multiple sources into accurate, consumable 
information that can be shared securely throughout the 
enterprise. It enables users to make informed business 
decisions quickly and confidently by providing the 
query and reporting tools they need to find, share, 
manage, publish and analyse information. The goal of 
Business Intelligence is to enable management to make 
more intelligent decisions on the basis of knowledge 
extracted from data. Does this mean that having data 
is always good, that having more data and extracting 
more Knowledge from it is better, and that knowledge 
can be derived only from data?

The paper also aims at describing processes of 
building Business Intelligence (BI) systems. Taking 
the BI systems specifics into consideration, the author 
presents a suggested methodology for the systems 
creation and implementation in organizations. The 
considerations are focused on the objectives and 
functional areas of the BI in organizations. Hence, in 
this context the approach to be used while building 
and implementing the BI involves two major stages 
that are of interactive nature, i.e. BI creation and BI 
“consumption”. A large part of the article is devoted to 
presenting Objectives and tasks that are realized while 
building and implementing BI.

Introduction

 The provision of the right data with 
appropriate quality according to the needs of decision 
makers or automated processes is crucial for successful 
operations of companies and government agencies. 
Management Information Systems, Decision Support 
Systems, Executive Information Systems, interactive 

online analysis (OLAP), data mining, dashboards 
and recently predictive analytics are examples for the 
historic advancement of business analytics/business 
intelligence concepts for the front-end, while databases, 
data warehousing and recently ‘big data’ are examples 
for the development of the underlying technical 
infrastructure concepts. The smart combination of 
task-oriented front-end innovations and technology-
driven infrastructure innovations allow for enhanced 
decision speed, more efficient extracting, cleaning, and 
aggregating data from source systems, maintaining and 
analysing larger data sets, and demand-oriented access 
to data.According to Forrester Research, business 
intelligence is “a set of methodologies, processes, 
architectures, and technologies that transform raw data 
into meaningful and useful information used to enable 
more effective strategic, tactical, and operational 
insights and decision-making.”

What Are the Necessary Business Intelligence 
Skills?

We’ve established that a career in the field is 
potentially rewarding and well compensated, but what 
skills are needed for a career in this most reward field 
of work? Let’s take a look.

The specific BI skills necessary for a career in 
the field vary according to whether you want to be 
more of a back-end or a front-end BI professional. To 
simplify things, you can think of back-end BI skills 
as more technical in nature and related to building BI 
platforms, like online data visualization tools.

Front-end analytical and business intelligence 
skills are geared more towards presenting and 
communicating data to others. Regardless of the 
choice you make, you can always switch directions as 
your career progresses. You might also end up taking 
on all of these roles if you work at a smaller company. 
But no matter what path you choose, the following 
business intelligence skills are necessary – without 
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them, you will be building a career based on very flaky 
foundations, limiting your prospects and increasing 
your potential for failure.

Data Analysis. Most BI skills and intelligence 
analyst-related skills are about using data to make 
better decisions. You need to be good at examining 
many different sources of data and then making 
accurate conclusions about them.

Problem-solving. BI isn’t just about analysing 
data; it’s also about creating business strategies 
and solving real-world business problems with that 
data. For example, you could be the one to extract 
actionable insights from specific retail KPIs that need 
to be visualized and presented during a meeting.

Specific industry knowledge. While some of this 
can and will be learned on the job, you need to have a 
solid grasp of the industry’s dynamics, particularly the 
areas of the field that you’re looking to work in. Over 
time, you’ll want to become an expert in your industry 
as this will increase your ability to connect data with 
business problem-solving.

Communication skills. In addition to acquiring 
intelligence analyst-related skills, you’ll need to be 
able to communicate your findings effectively to the 
other professionals you’ll be working with. To some 
extent, if you work in back-end BI, you won’t need 
to communicate quite as much. However, if you work 
in front-end, you’ll be responsible for communicating 
technical concepts to non-technical people. This kind 
of role requires excellent communication skills.

Advanced vision and attention to detail. By 
its very nature, a career in business intelligence 
is incredibly detail-oriented. As a BI analyst or 
developer, you’ll often work with the smallest 
fragment of information with the objective of turning 
it into actionable insight. You will need a great deal 
of forward-thinking vision and the ability to pay very 
close attention to detail to succeed in the fast-paced 
world of BI.

Business acumen. Last but not least on our 
list of essential BI skills is a little something called 
business acumen. To thrive in a business intelligence 
career, you will need to possess a swift ability to 
understand your company’s business model and 

how to tailor your efforts to not only gain maximum 
value from your key performance indicators (and 
the KPI management process) but also make strategic 
decisions that will help your organization succeed on 
a continual basis.

Benefits and Advantages of Business Intelligence 
Systems

But do organizations meet this goal? To find out 
what kind of benefits business intelligence delivers 
in the real-world, we asked over 2,600 business 
intelligence users to provide us with insights on this 
topic.

Respondents were given a list of some of the 
potential benefits of business intelligence and were 
asked to indicate to what level they had achieved those 
benefits with BI:

Faster reporting, analysis or planning

More accurate reporting, analysis or planning

Better business decisions

Improved data quality

Improved employee satisfaction

Improved operational efficiency

Improved customer satisfaction

Increased competitive advantage

Reduced costs

Increased revenues

Saved headcount

Disadvantages of Business intelligence

Piling of Historical Data

The major objective of Business intelligence 
system is to stockpile past data about a firm’s deals 
and reveal it in such a way that it permits professionals 
in decision making. On the flip side, this information 
generally amounts to a small portion of what the firms 
actually require to function, besides its restrained 
worth. While in other situations, the user may not have 
interest in historical data as many markets that the 
company regulates are in frequent alteration.

Cost
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Business intelligence at times can be a little too 
much for small as well as for medium sized enterprises. 
The use of such system can be expensive for basic 
business transactions.

Compexity

Business intelligence at times can be a little too 
much for small as well as for medium sized enterprises. 
The use of such system can be expensive for basic 
business transactions.

Muddling of commercial settings

Business intelligence at times can be a little too 
much for small as well as for medium sized enterprises. 
The use of such system can be expensive for basic 
business transactions.

Limited Use

Like all improved technologies, business 
intelligence was first established keeping in 
consideration the buying competence of affluent firms. 
Even today BI system cannot be afforded by most of 
the companies. Although, traders in the past few years 
have started modifying their services towards medium 
and small sized industries, but the fact is that many 
of such firms does not consider them to be highly 
essential, for its complexity.

Time Consuming Implementation

Many firms in today’s fast paced industrial 
scenario are not patient enough to wait for the execution 
of Business intelligence in their organization. It takes 
around 18 months for data warehousing system to 
completely implement the system.

List of Top five Business Intelligence Companies 
in India

Below is the list of few Business Intelligence 
Companies in India which have a first hand is offering 
BI products to Indian firms.

Teradata Corporation

The firm is world’s biggest firm on increasing 
business intelligence through data warehousing and 
project analytics. Situated in around 40 nations, the 
firms provides a single source of reliable and precise 

data for professionals which help them in decision 
making and enhancing customer relationships, 
productivity and analytic competence to convert data 
into knowledge. Teradata has more than 850 clients 
and around 1,900 sub divisions all across over 100 
nations.

The firm has started its operations in India since 
2001 and currently it has a R&D expansion facility 
in Bangalore and Hyderabad besides an international 
advisory centre in Mumbai. It aims to help in the 
expansion of Indian Business Intelligence market as 
well as offer its customers knowledge on BI policies. 
The company desire to bring together the entire BI 
user group irrespective of the applications they have 
installed to satisfy their business requirements.

MAIA Intelligence

The firm is dedicated to expanding and incessantly 
enhancing strong Business Intelligence reporting and 
assessment services to satisfy the requirements of 
corporate executions and application service suppliers. 
The firm stringently follows the administrative and 
professional norms and has in-house network and 
methods to provide their clients with BI tools and 
prospects to undertake the right instrument . The 
intelligence products are created keeping the client’s 
existing and future requirements in consideration, 
raising the productivity and competence by converting 
data into actionable knowledge. The firm releases new 
product characteristics and improvisations after every 
three months to deal with commercial challenges that 
the firms undergo at present.

Binary Semantics Ltd

Customer centric international software 
development firm, Binary Semantics Ltd offers 
software, research and development, website 
development, IT services besides optimization and 
calculated structuring solutions and advisory services. 
These services aim at reducing the business issues 
that the firm faces in its day to day operations across 
Europe, USA, Canada and india . The firm has a 
powerful software manufacturing techniques and has 
been authorized by American Quality Assessor (AQA) 
and ISO 9001 for software improvement and sustaining 
activities. The various technologies offered by the firm 
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are Open Source, J2EE, Oracle, NET and PHP to wide 
range of sectors like fast moving consumer goods, 
insurance, automobile, hospitality, engineering, retail 
and travel.

IDC India Ltd

Leading international provider of business 
intelligence, consultation services and IT, 
telecommunications and clients technology needs. 
The firm assists IT experts, business professionals 
and investment groups to make accurate decisions on 
equipment procurements and business guidelines. It 
has its operations spread across 110 nations for more 
than 45 years and is a subordinate of IDG, the primary 
media, research, and Events Company.IDC (India) 
Ltd., subordinate of CyberMedia, was established 
in the year 1987 and is an ISO certified firm. It is 
considered as India’s most extensive, reliable and 
esteemed source for business intelligence and advisor 
in the IT, telecommunications and client technology 
sector.

Tech Axes

The self-motivated Indian based firms; Harbinger 
TechAxes is aspiring to lead the Business intelligence 
market all across the world. Analytics software and BI 
tools merchant, TechAxes offers complete service to 
the firms who desire to satisfy their systematic needs. 
The chief services of Tech Axes are incorporated 
analytics,outsourced development,consumption & 
assistance services for BPM platforms,customization 
and Business Performance Assessment.

Scope and Future Of Business Intelligence 
Systems In The Indian Market

While Business Intelligence (BI) is growing 
rampantly in developed countries, India is still warming 
up to it. Simply put, Business Intelligence is data-
driven decision-making that includes the generation, 
accumulation, analysis, and visualization of data in a 
bid to help managers make better business decisions. 
In other words, BI is technology with a human touch: 
it involves processes and procedures that strengthen 
our capacity for collecting, sharing, and analysing data 
and making informed decisions.

Customer data is like a gold mine and Business 
Intelligence can help businesses leverage this data to 
increase customer engagement and satisfaction and 
resolve business inadequacies. Slowly but surely, 

Indian companies are realizing the hidden potential of 
BI. Factors such as increasingly discerning consumers, 
coupled with stringent government and industry 
regulations and a volatile marketplace, have led to 
the adoption of Business Intelligence. This has led to 
drastic improvements in operations and processes, and 
increased competence.

Relevance of Business Intelligence in 
organisations

So how does BI help an organisation move 
towards greater success? According to a recent study 
by Nucleus Research, organizations earn an average of 
$10.66 for every dollar spent on analytical applications 
such as BI and predictive analytics. That’s a 1000 
percent return on investment!

Some of the ways in which BI can most directly 
affect and improve businesses and business processes 
include:

1. Aligning processes to the business objective 
– BI helps detect functions, people or activities that are 
improperly aligned with core business objectives. This 
in turn helps management take immediate action and 
improve practices. Lean and mean is the way to go.

2. Providing insights to the most difficult business 
problems – Quick access to large volumes of data 
helps extract critical facts at a rapid speed, and as they 
say, time is money!

3. Determine patterns in customer behaviour 
– Knowledge of customer patterns helps an enterprise 
know who its most valuable customers are, how to retain 
them and in some cases, when to let certain customers 
go. The better you know your target audience, the 
more likely you are to grow your business.

4. Empower employees – BI equips businesses 
with the most important tool for successful decision 
making: real-time information! With this, every 
employee can make informed decisions, increasing the 
success rates of business processes multi-fold. Real 
time information helps transform effort into efficiency.

5. Monitor the usage of companies’ resources 
– With BI, organisations can determine the cause of 
loss of productivity by tracking internet usage and how 
much time employees spend on activities unrelated to 
work. Better use of resources equals better returns for 
the company.
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6. Helps in cost control – BI improves the visibility 
of functions like inventory management. It lowers 
storage and maintenance costs by preventing to in 
manufacturing, by maximising production efficiency.

7. Scale performers in the organisation – BI 
helps reveal information on who the top and bottom 
performers are and enables one to reorganise a team 
to reap better returns from existing talent. It’s always 
beneficial to let your top performers know who they 
are.

8. Eliminate time spent on data entry –BI, when 
well-configured, can reduce and in some cases 
eliminate the time spent on data entry; time which can 
then be spent analysing outcomes and making better 
and more informed decisions.

Future of Business Intelligence

Oftentimes enterprises under-estimate the power 
of BI and think that Business Analytics is the answer, 
but BI has a very important role to play in terms of 
collection of data which includes interrogating, 
reporting, and can answer questions pertaining to what 
happened in the past. When an enterprise has all this 
in place, it is more likely to use business analytics and 
consulting to answer questions pertaining to the future, 
like ‘What is likely to happen in the future and why 
will it happen?’

BI certainly is emerging as a fastgrowing 
function. Today, Indian Companies like Housing.
com and Eveready Industries are using BI to enhance 
customer interface and analyse sales data. BI as a 
function is finding a strong footing in the sectors of 
e-commerce and retail, finance (banking, insurance 
etc.), and surprisingly in the industries of gaming, 
food, fashion, public transport and governance. There 
is definitely going to be a strong dependence on 
Business Intelligence to advance user acquisition and 
growth in every sector.

As the dependence on data increases, almost 

any usage of data will require analytics and Business 

Intelligence to extract actionable insights in future. 

Experts predict that while the enterprise software 

solution giants like Cognizant and Wipro will continue 

to offer Business Intelligence solutions, younger 

companies are poised to offer most of the fun and 

exciting BI software products. It’s a good time to be 

a data driven company when it is evident that data is 

the future. So why wait, join the data revolution and 

leverage the edge it will give your company.

CONCLUSION

In an organization, managers have a key role in the 

success of operations. The managers have to take 

decisions that directly affect the organization. A 

bad decision by a poorly informed source will lead 

to disastrous outcomes. The decisions are taken at 

individual level right to the organizational level

The implementation of BI will improve the 

decisions taken by the mangers. The BI systems 

will in fact empower all the employees with enough 

information and make them capable of decision 

making.

In an organization a lot of data is present. Data can 

be related to customers, suppliers, invoices, purchase 

orders, pay slips, employee information, sales data, 

financial data, training data, product data, client data, 

etc. It becomes cumbersome to manage such huge 

amounts of ever-increasing data. BI systems can make 

the management of these huge amounts of data easy by 

using technologies like OLAP and Data Warehousing.
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ABSTRACT

Impact of corporate governance on shareholder value 
in India is a study on listed companies analysing the 
corporate governance evolution, recommendations by 
various committees in India, corporate governance 
practices and its impact on shareholder value in Indian 
companies. The study has taken one hundred and fifty 
companies on the basis of market capitalisation listed 
on National Stock Exchange. It was further segmented 
at sectoral level like large cap companies, mid cap 
companies and Small cap companies. The research 
was carried out to examine the impact of Corporate 
Governance at Sectoral. The companies were further 
segmented at industrial level by classifying into eight 
industries to analyze the practices of Corporate 
Governance and its impact on various Industries 
in India. Finally the study computed the impact of 
Corporate Governance on Shareholder Value in the 
mode of Corporate Governance Mechanism. The 
data for the study was sourced from CMIE Process 
database, NSE websites and Annual reports of 
companies covering the study period from 2013-14 to 
2018-19. It was found that Companies which follow 
the good corporate governance are enjoying good 
reputation in the stock market. The study concluded 
that large cap companies found following leadership 
level of corporate governance and making high 
shareholder value.

Keywords: Tobin’s Q, Networth, Value creation, 
Market Capitalisation

1. INTRODUCTION

Corporate Governance and Shareholder Value are 
two sides of the same coin. A company that has 
good corporate governance has a much higher level 
of confidence amongst the shareholders associated 
with that company.  When a company is governed 
properly its value increases is the premise of the study. 

Governing a company means not just following the 
rules and regulations framed from time to time, it 
goes beyond the rules book called Ethics. In the same 
manner increase in the shareholder value does not 
just mean an increase in the price of the shares in the 
stock market, it goes beyond scrip price called trust 
in the company. Therefore proper implementation 
of corporate governance would ultimately create 
shareholder value in the long run. Thus ethics is the 
means towards destination trust. 

In the modern corporate world, companies need 
investors for funds and invertors depend on companies 
for better investment avenues. Therefore the corporate 
and investors are depending upon each other. In 
between them government plays a key role in creating 
a conducive economic environment for corporate and 
creating a sense of confidence that the capital market 
is safe for investors.

1.1 Meaning of Corporate Governance

Corporate Governance is the eco-system of rules, 
practices and processes by a company is directed 
and controlled. Now in the modern corporate world 
the ownership of a company is widely held that 
shareholders are spread all across the globe but the 
management of the company is held by few so there is 
a possibility that the company many not be run in the 
genuine interest of shareholders. In order to counter 
this threat the concept of corporate governance comes 
into the picture.

1.2  Definitions of Corporate Governance

“Good corporate governance is about maximizing 
shareholder value on a sustainable basis while 
ensuring fairness to all stakeholders: customers, 
vendor partners, investors, employees, government 
and society.” – N. R. Narayana Murthy
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Corporate governance theories

a. Agency theory

The owners are considered as principals and 
the executors are considered as agents of the 
corporations. In modern day, joint stock companies, 
shareholders are spread all across the world, they  
do not have time, energy and other needed  
resources to run day-to-day business operations 
professionally. This is called agency theory .This 
structure of creating contracts between owners 
(principles) and managers (agency) are called 
agency theory.

b. Shareholder theory

The thesis of this theory is that the corporation 
is considered as the property (investment) of 
shareholders. The owners expect better return on 
their investment from property. And they ensure 
this happens by overseeing that noting harm is 
happening to the investment (property) of the 
owners (shareholders). In the Figure 1.1 Concept 
of Corporate Governance Implementation below 
how companies in modern day implements the 
mechanism of corporate governance and its end 
results are illustrated

c. Stakeholder theory

This model is known as input-output model. This 
model includes shareholders, employees, customers, 
suppliers, local-community, creditors and the 
government as interest groups. At times, there could 
arise conflicting interests among the interest groups 
for instance, employees could demand more salary 
and bonus and the customers expect the product to 
be sold at a lower price. This theory assumes that 
the stakeholders are capable and willing to negotiate 
and bargain with one another.

d. Stewardship theory

This theory gives high importance to employees and 
managers as the guardians of the corporation in the 
absence of owners. Stewards should take utmost cave 
of the corporation. According to this theory the values 
have to be identified and a series of good training 
programmes should be provided in order to achieve 
excellence.

Link between Corporate Governance and 
shareholder value

The value of the company is reflected in the stock 
market valuation that is market value of assets of the 
company minus the market value of all debenture. 
Shareholder Value = Market value of the company - 
Market value of debt

Companies can declare dividends to shareholders 
every year. It is a cash inflow to investors and cash 
outflow to companies. When a company is declaring 
dividends consistently it is a good indicator from the 
investor point of view that the company is in a good 
position and capable of generating returns every year 
irrespective of any market condition. 

Companies can issue bonus shares to investors if 
the company has sufficient cash reserves in its balance 
sheet. Bonus issue results in neither cash inflow nor 
cash outflow to both investors and companies. It is just 
an accounting entry in the books of accounting but still 
it helps the companies in improving shareholder value 
significantly. 

Buy back of shares is an extraordinary corporate 
action from the company that is normally company 
issues shares for money but here it happens reverse 
that is companies’ gives money to shareholders by 
buying back the shares from the existing shareholders.  

Rights issue is a privilege given by the company 
to the existing shareholders. This gives the right to 
the existing shareholders in subscribing to the equity 
shares first than non-shareholders.

2. REVIEW OF LITERATURE

Rechner and Dalton (1991) researchers examined 
the option between Chief Executive Officer Duality 
and independent board leadership structure in the 
organization and further this composition impact on 
organizational performance for a period of six years 
from 1978 to 1983 on a sample of 141 companies 
selected from the list of fortune 500. The researcher 
gathered the data from the database called Compustat 
maintained by Standard & poor’s. The study inferred 
that companies having independent director as the 
chairman would perform much better than Chief 
Executive Officer Duality companies.
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Morris G. Danielson, Jonathan M. Karpoff 
(1998) researchers document a large and broad-based 
increase in the use of corporate governance provisions 
in the late 1980s. As a result, most large publicly 
traded firms have complex governance structures. This 
violates an assumption implicit in many empirical 
studies that provision use is mutually independent. 
While overall provision use is not systematically 
related to industry grouping, the uses of some types of 
provisions are correlated. Most notably, supermajority 
vote requirements, classified boards, and shareholder 
meeting requirements tend to be used in concert. 
Firms reincorporating to Delaware tend to eliminate 
cumulative voting, and coverages by certain types of 
state antitakeover laws are correlated. Researchers 
also find that firms with poison pills tend to have 
relatively high institutional ownership, low managerial 
ownership, and a high proportion of independent 
directors.

Balasubramanian, Bala N (2005) the researcher 
analyzed a host of literature on governance models, 
stakeholder protection, best practices in board 
constitution and its processes, the equations between 
the board and the operating executive management, 
and so on. What is less known is the fact that our 
own ancient texts have laid down sound principles 
of governance which surprisingly seem very 
relevant to modern day corporate requirements. In 
this study, researchers explore some of the ancient 
and scriptural sources to illustrate some of these 
basic principles as brought out in such texts, and 
to relate them to modern day precepts and practices 
in this field. An important objective of this study is 
also to examine whether some of the current best 
practices are so foreign, and hence inappropriate, to 
our circumstances, as is often suggested; and finally, 
also to ascertain whether there are best practices in 
ancient governance that could be extrapolated or 
built upon in designing an Indian model of good 
corporate governance.

Balasubramanian, Bala N. and Black, Bernard 
S. and Khanna, Vikramaditya S (2008) researchers 
provide an overview of Indian corporate governance 
practices, based primarily on responses to a 2006 
survey of 370 Indian public companies. Compliance 
with legal norms is reasonably high in most areas, 

but not complete. Researchers identify areas where 
Indian corporate governance is relatively strong and 
weak, and areas where regulation might usefully be 
either relaxed or strengthened. On the whole, Indian 
corporate governance rules appear appropriate for 
larger companies, but could use some strengthening 
in the area of related party transactions, and some 
relaxation for smaller companies. Executive 
compensation is low by U.S. standards and is not 
currently a problem area. Researchers also examine 
whether there is a cross-sectional relationship 
between measures of governance and measures of 
firm performance and find evidence of a positive 
relationship for an overall governance index and for 
an index covering shareholder rights. Researchers 
find an overall association, which is stronger for 
more profitable firms and firms with stronger growth 
opportunities. A sub index for shareholder rights is 
individually significant, but sub-indices for board 
structure (board independence and committee 
structure), disclosure, board procedure, and related 
party transactions are not significant. The non-results 
for board structure contrast to other recent studies 
and suggest that India’s legal requirements are 
sufficiently strict so that over compliance does not 
produce valuation gains.

Bhattacharyya, Asish K. and Raychaudhuri, 
Ajitava andVivekRao, Sadhalaxmi (2008) the study 
takes into consideration that Regulations dealing 
with investor protection are essential for economic 
development of any country. India, with more than 20 
million shareholders, is one of the largest emerging 
markets in terms of market capitalization. In order 
to protect the large investor base, the Securities 
and Exchange Board of India (SEBI) has enforced 
a regulation requiring mandatory disclosure of 
information and change in the corporate governance 
mechanisms of Indian listed companies. The aim of 
this study is to empirically examine the economic 
impact of this Regulation on Indian stock market. 
The results provide evidence of significant reduction 
in beta of the experimental group, where beta is used 
as surrogate for cost of equity capital. The result is 
consistent with the notion that increased information 
and better corporate governance mechanism reduces 
the cost of equity capital of these companies.
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3.1 Methodology

Although there are numerous studies in every area 
of corporate governance available both in India 
and abroad, there is no study to empirically score 
companies based on corporate governance principles 
and to examine whether there is any link between those 
companies which obtained high corporate governance 
score have produced a significant high shareholder 
value over a period of time. The researcher has found 
this gap and tried to fill this by conducting the present 
research study.

Studies on the relationship between board 
structure and firm performance are Rechner and 
Dalton (1991), Daily and Dalton (1995), Klein 
(1998), Rhaddes et al. (2001), Bathalaet  al (2004), 
Kula (2005), Kang and Zardhoohi (2005), Wan 
and Ong (2005). Studies on Board size, number of 
Independent directors, board network characteristics 
and firm financial performance are Yermack (1996), 
Farrer and Ramsay (1998), Dalton et al., (1999), Kim 
(2005), Prasanna (2005), Dhawan (2006). Studies 
on the impact of corporate governance mechanisms 
on firm performance are Weir et al., (2003), Brown 
and Caylor (2004). Studies on the relationship 
between ownership patterns and firm performance 
are Patiabandla (2001), Mohanty (2002), Dwivedi 
and Jain (2005), Phaniet  al. (2005), Prasanna (2005), 
Mayur and Sarvanan (2006),Studies on Clause 49 of 
the Listing agreement are Gupta et al., (2003), Gupta 
(2006), Das (2007).

3.2 Statement of the Problem

Companies are promoted by the promoter. After 
promoting the company, the promoter occupies an 
important position in the incorporated company 
as a Chairman or Managing Director or Chief 
Executive Officer or any other name coined by him 
but his position is a fiduciary one. The incorporated 
Companies are managed by Board of Directors. This 
Board of Directors is having one objective whereas 
the companies are funded by investors and they 
are widespread across the world. These investors 
are having another objective. The problem here is 
the objectives of board of directors and investors 
should be one or sync with each other else problem 
arises which is called mismanagement this can be 
solved by implementing good corporate governance 
system.

It is not easy to fully and unequivocally quantify 
the relationship between good corporate governance 
practices and the firm’s specific performance results 
(OECD). Good corporate governance is not a choice 
but a compulsion without a second thought in today’s 
market condition. Investors intend to invest only in 
good governed companies. The investors’ money 
which is coming to the stock market is hard earned 
money from the point of view of investors that should 
be governed well in order to produce the best possible 
returns in the form of shareholders value.

3.3 Objectives

1.  To understand the relationship between 
Corporate Governance Practices and 
Shareholder Value

2.  To examine the impact of Corporate 
Governance in Large Capitalized, Medium 
Capitalized and Small Capitalized Companies 
in India

3.4 Method

The study is based on descriptive research methodology 
where in the researcher collected both qualitative and 
quantitative data from various sources to explain the 
nature or phenomenon of corporate governance system 
at various levels namely sectoral level, industries level, 
and company level. The researcher hypothesized large 
company will be governed better comparatively against 
mid cap and small cap companies. The study is not 
getting stopped by just describing the nature but also goes 
analytical in order to find the cause and effect relationship 
between various variables selected by the researcher 
to empirically test the results using robust statistical 
analysis with help of advanced software namely SPSS 
25.0 and E-Views. The word hypo means literally less 
and the word thesis means an idea or opinion that has 
to be defended by the proponent.  The word hypothesis 
means an opinion formed has to be evaluated and 
considered less value to a general opinion. According 
to Goode and Hatt, “hypothesis is a proposition which 
can be put to test to determine its validity”. According 
to Veal (2005, p. 3) “research is a systematic, careful 
inquiry or examination to discover new information or 
relationship and to expand verify existing knowledge 
for some specified purpose” According to McGrigan  
“Hypothesis is a testable statement of a potential 
relationship between two or more variables”. According 
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to H.M Garrett “the null hypothesis is akin to the legal 
principle that a man is innocent until he is proved guilty, 
It constitutes a challenge and the function of a research 
is to give facts a chance to refute this challenge” Collis 
and Hussey (2003, p. 55) told that research methodology 
refers to the overall approach to the research process, 
from the theoretical underpinning to the collection and 
analysis of data”.

3.5 Hypotheses of the study

H1: Large capitalized companies will have good 
corporate governance Score

H2: Small Capitalized companies will have basic 
corporate governance Score

H3: Medium Capitalized companies will have average 
corporate governance Score

3.6 Sources of Data

The data for the study have been sourced through 
various reliable and authentic sources. In order to 
study the corporate governance disclosure practices 
of companies, the researcher has taken the data 
by downloading the annual reports of the samples 
companies for a period of five years from the financial 
year 2012-13 to 2016-17 from National stock exchange 
of India website i.e. www.nseindia.com and SEBI 
EDIFAR link.  The quantitative data of all the sample 
companies have been source from CMIE (Centre for 
Monitoring Indian Economy) Prowess database to 
measure the financial performance and shareholder 
value creation of sample companies.

3.7 Sampling Technique

The study takes into consideration only listed public 
limited companies in India Number companies listed 
are given in the table the researcher has cognized 
that there are about 1600 odd companies, but the 
researcher wanted to be very precise and wanted to 
take multi stage stratified random sampling technique 
in order to conduct the study scientifically.Stage one 
of the sampling techniques is choosing National 
Stock Exchange from the list of stock exchanges 
in India. Although there are two most prominent 
stock exchanges namely National Stock Exchange 
and Bombay Stock Exchange and other 20 stock 
exchanges in India. The reason for choosing National 
Stock Exchange is the trading value of NSE is five 

times more than its counterpart BSE.Stage two of the 
sampling Technique is fixation of cutoff date to take 
sample companies. As the study is a five-year period 
one the expected submission of work is April 2018 
therefore the researcher took the cutoff date as 1st April 
2013. On that date there were 1560 companies traded 
on the stock exchange out of 1592 listed companies.
Stage three of the sampling technique is to find the first 
50 percentile of the companies on the basis of trading 
value that is the first half of the total 1560 with more 
trading value in the exchange. Thus, the researcher 
Segmented 780 companies.Stage four of the sampling 
technique is to segment these 780 companies into three 
on the basis of market capitalization that is large market 
capitalization, medium market capitalization and small 
market capitalization. Thus, the researcher segmented 
as 338 companies in large market capitalization, 232 
companies in Medium market capitalization and 210 
companies in Small Market capitalization.

Stage five of the sampling technique is the 
choose 20 percent of Companies from the shortlisted 
companies as sampling unit. 20 percent of 780 
Companies numbers to be 156 companies however 
the researcher felt right to take 150 companies as a 
whole number and that is 50 companies from Large 
capitalized, 50 companies from mid capitalized and 
50 companies from small capitalized.  Totally, 150 
companies are selected based on various parameters 
viz., large market capitalization, and small market 
capitalization.

National stock exchange of India has created an 
index called NIFTY 50 which is the flagship product 
and a barometer of Indian stock exchange. This index 
is tracking the price behavior of blue-chip companies, 
most liquid and the largest companies listed in NSE. 
The NIFTY 50 has fifty stocks out of 1700 companies. 
NSE S&P CNX NIFTY 50 index is the official name of 
Nifty. It is a joint venture of S&P and NSE. NSE S&P 
CNX NIFTY 50 index is capturing 65% of all listed 
securities in National stock exchange. The index covers 
almost all sectors of the Indian economy therefore 
many investors take an intelligent investment by 
purchasing the shares of these constituent companies. 
Even many mutual funds benchmark the performance 
with NSE S&P CNX NIFTY 50 index. The index has 
derivatives trading since 1996 which is mainly used 
by foreign institutional investors. It is owned and 
managed by a company called India index services and 
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products limited and this company’s is considered to 
be a specialist operator in Index management.

This index has 50 companies from the mid-cap 
segment of NSE.  NIFTY Midcap 50 Index is based 
on free float market capitalization method. The index 
represents about 6% market capitalization of all listed 
market capitalization in NSE. Index got launched 
in 2010.The objective of launching this index is to 
capture the movement of small cap companies in 
NSE. The index is drawn from Nifty small cap 250. 
This index represents 2% market capitalization of all 
companies listed in NSE.

In order to conduct qualitative study on sampled 
companies using corporate governance scorecard, the 
researcher had requested the Bombay stock exchange 
corporate governance section to share the corporate 
governance tool which is a joint product of World 
Bank group IFC and BSE with the support from Japan 
Ministry of Finance.

3.8 Period of the study

The study has covered the time period of financial year 
2012-13 through 2016-17 for gathering secondary 
data of companies to check the financial position and 
calculate the shareholder value of companies find 
the link between corporate governance score and its 
impact on the financial performance of the companies.

3.9 Tools

Descriptive statistical analysis gives the idea of overall 
distribution of the observation in the data set. These 
measures together can be called as descriptive statistics. 
A measure of central tendency is a value around which 
all the observations have a tendency to cluster. Such a 
value is considered as the most representative figure 
of the entire data set. The most important measure of 
central tendency is mean.

Standard deviation is the most widely used 
measure of dispersion of a series and is defined 
as the square root of the average of the squares of 
deviations. When a researcher divides the standard 
deviation by the mean the resulting quantity is called 
the coefficient of standard deviation which means 
the relative measure to compare other series. When 
this coefficient of standard deviation is multiplied 
by 100 it becomes coefficient of variation. When a 
researcher squares the standard deviation, it becomes 

variance. Skewness is lack of symmetry. Skewness 
gives a researcher an idea of the shape of distribution 
of the given data. Kurtosis gives a researcher an idea 
about the flatness or peakedness of the distribution 
curve of the give data set.

Chi-square distribution is encountered when a 
researcher deals with collections of values that involve 
adding up squares. Variances of samples require 
researcher to add a collection of squared quantities and 
thus have distributions that are related to chi-square 
distribution.

Rank correlation or Charles Spearman’s 
coefficient is the techniques of determining the degree 
of correlation between two variables in case of ordinal 
data where ranks are given to the different values of 
the variables

Analysis of variance is a collection of statistical 
models and their associated procedures used to 
analyze the differences among group means. ANOVA 
was developed by statistician Ronald Fisher. In the 
ANOVA setting, the observed variance in a particular 
variable is partitioned into components attributable 
to different sources of variation. In its simplest form, 
ANOVA provides a statistical test of whether the 
means of several groups are equal, and therefore 
generalizes the t-test to more than two groups. ANOVA 
is useful for comparing (testing) three or more means 
(groups or variables) for statistical significance. It is 
conceptually similar to multiple two-sample t-tests but 
is more conservative and is therefore suited to a wide 
range of practical problems.

Regression analysis is also used to understand 
which among the independent variables are related 
to the dependent variable, and to explore the forms 
of these relationships. In restricted circumstances, 
regression analysis can be used to infer causal 
relationships between the independent and dependent 
variables.

4. ANALYSIS AND INTERPRETATION 

Impact of Corporate Governance on Shareholder 
Value at Sector Level

The study on impact of corporate governance 
was focusing on highlighting the importance of 
implementation of corporate governance practices in 
listed companies in India. The study has taken one 
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hundred and five companies from three categories 
that are from Large Capitalised companies, Medium 
Capitalised companies and Small capitalised 
companies in India. As a first step the researcher 
wanted to understand whether there are any 
significant differences in the performance of corporate 
governance variables between Large capitalised, 
medium capitalised and small capitalised companies 
with respect to various attributes i.e., the financial and 
valuation variables of the companies.
Table 1 Distribution of Mean Tobin’s Q during the 

period between 2014 and 2019

in Times
Financial  

Year
Large  
Cap

Mid  
Cap

Small  
Cap Total

2014-2015 0.87 0.72 0.50 2.08
2015-2016 0.89 1.01 0.80 2.70
2016-2017 0.89 0.78 -3.35 -1.68
2017-2018 0.86 0.75 0.94 2.55
2018-2019 0.90 0.98 0.77 2.65

Total 4.40 4.24 -0.35 8.29
Mean 0.88 0.85 -0.07
SD 0.02 0.14 1.84
CV% 1.83 16.28 -2618.16

Tobin’s Q is a popular measure of corporate 
governance variable to test whether companies made 
wealth on behalf of shareholders or not. The numerator 
is market valuation of companies’ shares and the 
denominator is the real assets of the companies. 
Therefore a value of 1 indicates it is fairly valued. 
Here the mean of Large Cap companies Tobin’s Q 
value is 0.88, Medium cap companies are 0.85 but the 
small cap companies are in negative figure. The mean 
values of Tobin’s Q follows this relationship that is 
Large cap>Medium Cap>Small Cap.

Tobin’s Q variable for five year data among large 
capitalised, medium capitalised and small capitalised 
companies are displayed using combined cross section 
bar graph.

Table 2 Analysis of Variance of Mean Tobin’s Q during the period between 2014 and 2019

Tobins_Q

Sum of Squares df Mean Square F Sig.

Between Groups 2.905 2 1.452 1.278 .314

Within Groups 13.641 12 1.137

Total 16.546 14

The same data was analysed using one way Anova 
and the output for the study gives the significance value as 
0.314 which is more than 0.05. Therefore the researcher 

accepts the null hypothesis that there is no statistically 
significant difference in the Tobin’s Q variable of 
Companies between Large Cap, Mid Cap and Small Cap

Sl.No Variables Hypothesis Sig. Result Actual

1 Tobin’s Q Lcap>Mcap>Scap .314 H0Accepted Lcap>Mcap>Scap

2 Price Earnings ratio Lcap>Mcap>Scap .356 H0Accepted Lcap<Mcap<Scap

3 Price to Book ratio Lcap>Mcap>Scap .010 H0Accepted Lcap>Mcap>Scap

4 Earnings per share Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

5 Total returns Lcap>Mcap>Scap .095 H0Accepted Lcap<Mcap<Scap

6 Market Capitalisation Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

7 Adjusted Price Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

8 Sales Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

9 Profit Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

10 Total Assets Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

11 Shareholders’ Funds Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap

12 Networth Lcap>Mcap>Scap .000 H0 Rejected Lcap>Mcap>Scap
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Analysis of Nifty Large Cap Index, Mid 
Cap Index and Small Cap Index

The descriptive statistics of the most important 
three indices are given here with various descriptive 
statistics namely mean, median maximum, minimum 
standard deviation and others.  Form the table the 
researcher is able to infer that high standard deviation 
of 1254 points in Nifty large cap whereas in Nifty mid 
cap and Nifty small cap they are 695 and 656 points 
respectively.  

The distribution is flat (platykurtic) relative to the 
normal since Kurtosis is less than 3.  JarqueBera test 
(JB = n [(√b1)2 / 6 + (b2 – 3)2 / 24]) is conducted to test 
the normality of data set. The null hypothesis here is 
the data set is normally distributed and the alternative 
is it is not normally distributed. The result here gives 
the researcher an idea to reject the null hypothesis since 
the data set has not come from normal distribution. 
Therefore there is strong difference in the behaviour 
of price movements here.

Application of Corporate Governance 
scorecard

The researcher has made thorough observations 
on all 150 companies sampled ranging from 
large market capitalisation to medium to small 
capitalisation. The study has adopted the 70 questions 
corporate governance scorecard model created by 
Bombay Stock Exchange along with International 
Finance Corporation. The Scorecard provides a 
standardized and objective evaluation framework 
which can be used by companies, regulators, 
and other stakeholders to assess companies’ 
corporate governance practices. For the most part, 
the benchmarks embedded in the Scorecard are 
independent of regulatory requirements – helping 
market participants approach governance as a 
principle-driven, and not compliance, exercise. Over 
time, the Scorecard will help promote the adoption 
and implementation of best practices in corporate 
governance in the Indian markets.

 Descriptive Statistics Medium cap companies

N Minimum Maximum Mean Std. Deviation
Corporate Governance Score 50 40.00 77.00 55.8400 8.88098
Rights & Equitable Treatment 50 7.00 23.00 15.6800 4.05795
Stakeholders Role 50 4.00 14.00 7.2800 2.20426
Disclosure Transparency 50 14.00 33.00 22.5600 4.62098
Board Responsibilities 50 8.00 25.00 14.7600 3.88382

The descriptive statistics of medium market 
capitalised companies tell the researcher that maximum 
corporate governance score is 77 and the minimum 
corporate governance score is 40 in medium market 
capital companies in Nifty midcap 50. The standard 

deviation of corporate governance score is 8.88 and 
the mean of corporate governance score is 55.84. The 
coefficient of variation is 15.77% which means the 
relative variability among the fifty companies in Nifty 
midcap 50.

Descriptive Statistics Small Cap companies
N Minimum Maximum Mean Std. Deviation

Corporate Governance Score 50 45.00 68.00 55.0800 5.40536
Rights & Equitable Treatment 50 8.00 23.00 14.9600 3.55114
Stakeholders Role 50 4.00 12.00 6.9000 2.06279
Disclosure Transparency 50 11.00 33.00 20.3800 4.20830
Board Responsibilities 50 10.00 21.00 14.5000 2.05287

The descriptive statistics of small market 
capitalised companies tell the researcher that 
maximum corporate governance score is 68 and 
the minimum corporate governance score is 45 in 
small market capitalised companies. The standard 

deviation of corporate governance score is 5.40 and 
the mean of corporate governance score is 55.08. 
The coefficient of variation is 9.81% which means 
the relative variability among the fifty companies in 
Nifty small cap 50.
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The researcher has analysed the data and inferred 
that good companies on the basis of corporate 
governance score has got the highest market 

capitalisation where as companies which have only 
basic corporate governance implementation got only 
least market capitalisation.

Table 4.34 Distribution of sample companies on the basis of corporate governance score

CORPORATE GOVERNANCE STATUS
Frequency Percent Valid Percent Cumulative Percent

Valid

BASIC 22 14.7 14.7 14.7
FAIR 73 48.7 48.7 63.3
GOOD 39 26.0 26.0 89.3
LEADERSHIP 16 10.7 10.7 100.0
Total 150 100.0 100.0

In the application of Bombay Stock Exchange 
created Corporate Governance Score card mechanism 
the researcher is able find that highest percent of 
companies are falling under Fair corporate governance 
category with 48 percent of companies.

Surprisingly companies under basic corporate 
governance category and leadership governance 
category are approximately same with 14 and 10 
percent respectively.

CORPORATE GOVERNANCE STATUS * MARKET CAPITALISATION  Cross tabulation

LARGE CAP
MARKET CAPITALISATION

Total
MID CAP SMALL CAP

CORPORATE GOVERNANCE STATUS

BASIC 4 10 8 22
FAIR 19 23 31 73
GOOD 17 11 11 39
LEADERSH 10 6 0 16

Total 50 50 50 150

In the analysis large cap companies with leadership 
level corporate governance is 10 companies; there is 
no small cap company with leadership governance.

From the chi-square test it is inferred that at 
10percent level of significance the researcher can say 

companies are not equally distributed and it differs 
significantly but at five percent level the researcher 
has to accept the null hypothesis that there is no 
association between the corporate governance and 
market capitalisation of companies.

Chi-Square Tests

Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 16.960a 6 .009
Likelihood Ratio 21.521 6 .001
N of Valid Cases 150
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.33.

The next chapter gives the analysis of impact 
of corporate governance on shareholder value at 
industries level. The section covers eight industries 
and identifies the companies which are best in the 
industries.
Hypothesis Number 5a:
Ha: There is significant difference in the impact of 
Corporate Governance Score on the Shareholder Value 
of various companies

Shareholder Value is tested using the proxy 
Tobin’s Q:

The significance value is 0.000 the researcher 
reject the null hypothesis and accepts the alternative 
hypothesis that there is significant difference in the 
impact of corporate governance on the shareholder 
value of various companies in the study.
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Regression analysis on dependent variable Price 
Earnings Ratio

Around the arithmetic mean the variability of 
the observed variables are measured using standard 
deviation in the same way in the analysis of regression 
the variability of Y values from the predicted Y values 
is measured by standard error trough Syx=√SSE/n-2.

The table gives the values of R = 0.275 
representing the simple correlation that indicates a 
moderate positive degree of correlation between Price 
earnings variable and mean sales, mean corporate 
governance score , mean profit after tax and mean 
total assets and R square indicating the level of total 
variation in the dependent variable Tobin’s Q can be 
explained by the dependent variables namely mean 
sales, mean corporate governance score , mean profit 
after tax and mean total assets. In this case it is 7.6% 
which is very small.

The computed test statistic Fc=1.70 and the p-value 
of the test is more than 0.05 so the null hypothesis is 
not rejected and the researcher could no collect enough 
to reject the null hypothesis of linear relationship 
between Price to earning variable and mean sales, 
mean corporate governance score, mean profit after 
tax and mean total assets using the regression model 
enters method.

The  β Coefficients tell the researcher the way the 
dependent variable Price earning variable is influenced 
by various independent variables like Corporate 
governance score of 1.97, mean sales -4.17 , mean 
profit after tax -.001, mean total assets negative -1.36 
and mean networth .00. Price earnings ratio= -32.20 
+ (1.97 X CGS) - (4.17 X mean sales) - (.001 X mean 
pat) - (1.36 X mean total assets) + (0.00 X mean 
networth)

Hypothesis Number 5b:

Ha: There is significant difference in the impact of 
Corporate Governance Score on the Shareholder Value 
of various companies

Shareholder Value is tested using the proxy Price 
Earnings:

The significance value is 0.140 the researcher 
accepts the null hypothesis and rejects the alternative 
hypothesis that there is no significant difference in the 
impact of corporate governance on the shareholder 
value of various companies in the study.

Regression analysis on dependent variable Price 
to Book ratio

Around the arithmetic mean the variability of 
the observed variables are measured using standard 
deviation in the same way in the analysis of regression 
the variability of Y values from the predicted Y values 
is measured by standard error trough Syx=√SSE/n-2.

The table gives the values of R = 0.540 
representing the simple correlation that indicates a 
moderate positive degree of correlation between Price 
to book variable and mean sales, mean corporate 
governance score, mean profit after tax and mean 
total assets and R square indicating the level of total 
variation in the dependent variable Tobin’s Q can be 
explained by the dependent variables namely mean 
sales, mean corporate governance score, mean profit 
after tax and mean total assets. In this case it is 29% 
which is very small.

The computed test statistic Fc=9.63 and the p-value 
of the test is less than 0.05 so the null hypothesis is 
rejected and the researcher conclude that there is an 
evidence of linear relationship between Price to Book 
variable and mean sales, mean corporate governance 
score, mean profit after tax and mean total assets using 
the regression model enters method.

The β Coefficients tell the researcher the way 
the dependent variable Price is influenced by various 
independent variables like mean sales 2.98 , mean 
profit after tax 1.45, mean total assets negative -2.54 
and mean networth 2.33. Price Earnings ratio= -20.093 
+ (0.47 X CGS) + (7.39 X mean sales) - (1.18 X 
mean pat) - (4.62 X mean total assets) - (5.95 X mean 
networth).

Hypothesis Number 5c:

Ha: There is significant difference in the impact of 
Corporate Governance Score on the Shareholder Value 
of various companies

Shareholder Value is tested using the proxy Price 
to Book ratio:

The significance value is 0.000 the researcher 
rejects the null hypothesis and accepts the alternative 
hypothesis that there is significant difference in the 
impact of corporate governance on the shareholder 
value of various companies in the study.

Factor Analysis under Principal Components 
Method
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Factor analysis technique is applicable when 
there is s systematic interdependence among a set of 
observed variable therefore the researcher is interested 
in finding out something more fundamental which 
creates this commonality.

KMO test output gives the value as 0.748 this is 
inferred as high since it is very much close to 1 the 
better. Bartlett test of Sphericity is a statistical test 
for overall significance of the correlations within a 
correlation matrix and it uses chi square distribution 
where p is number of variables and significance gives 
the p value is .000 which is less than 0.05 hence there 
is significant correlation among variables.

5. FINDINGS OF THE STUDY

Findings of the study are divided into three areas on 
the basis of analysis and interpretations made in the 
study namely impact of corporate governance on 
shareholder value at sectoral level taking the basis 
of market capitalisation, on the basis of industrial 
differences and finally on the companies level with 
corporate growth as the point of difference among the 
companies. 

Large companies accounting variables are 
much greater than mid cap companies and small cap 
companies but market variables are not that varying 
between these classes of companies.

The sectoral analysis clearly gives a clear picture 
about the characteristics of companies on the basis of 
market capitalisation. As the researcher hypothesised 
the large market capitalised companies are doing 
better than medium cap companies and medium cap 
companies are performing better than the small market 
capitalisation companies. The results confirm the same 
in the present study.

Price to book ratio of samples companies analysis 
it was found that large cap companies were consistently 
trading at 4 times to 5.5 times of its respective book 
value. Here the book value was sourced from the 
Prowess database provided by Centre for Monitoring 
Indian Economy. At the same time, mid cap companies 
was trading at 3 times to 4 times only in the stock 
market. Similarly small cap companies were trading at 
only 1 time to 3 times of book value. Thus the researcher 
found that large cap companies are commanding a 
much better valuation in the stock market than mid cap 
companies and small cap companies.

In the analysis of price earnings ratio the researcher 
hypothesised that large cap companies earnings will be 
valued more than mid cap and small cap companies. 
But the researcher was not getting the expected results. 
Large cap Companies average price earnings ratio 
was 34 times, mid cap companies price earnings ratio 
was 52 times and small cap companies price earnings 
ratio was 56 times. Ultimately the market value of a 
share is what matters to an investor. An investor will 
purchase a share if its price is low and has growth 
potential. As Baron Rothschild said buy sheep and 
sell deer. Investors will buy a stock which is sold at 
low valuation. The results contradicts the theory that 
The price earnings ratios of well established and 
financially sound companies are high and the returns 
are high for weaker companies the price earnings ratio 
is low since they are riskier investments. But in reality 
it is quite opposite. Small companies got high price 
earnings ratio whereas large companies got low price 
earnings ratio.

 Earnings per share analysis indicate the 
earnings of a common share. It enables investors 
to actually quantity the income earned by a share 
and to determine whether it s reasonably priced. 
The researcher had hypothesised that large cap 
companies will fetch more earnings per share than 
mid cap companies and small cap companies. As per 
the theoretical expectation the results are out that 
large cap companies fetch more average earnings per 
share of about ̀ 60 per share, mid cap companies fetch 
average earnings per share of about `20 per share and 
small companies fetch average of earnings per share 
of about `10 per share.

 Market capitalisation analysis on large cap 
companies, mid cap companies and small cap 
companies have produced the obviously the 
expected results. The researcher has found that 
large cap companies are 10 times larger than mid 
cap companies and more than 20 times larger than 
small cap companies. Mid cap companies are two 
times larger than the small cap companies. Small 
cap companies have got the average market cap of 
`42500 million.

Adjusted closing price of all the sample 
companies were analysed categorically on the basis 
of large cap companies, mid cap companies and 
small cap companies. As the theoretical expectation 
that large cap companies share prices are generally 
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of high priced than mid cap companies share price 
and small cap companies share price. This is in line 
with the expectation of the researcher that large cap 
companies average share price is `1500 whereas 
mid cap companies average share price is `650 and 
small cap companies average share price is `250. 
The statistical evidence also confirms that there is 
significant difference between the adjusted closing 
prices of the category of companies. 

6. CONCLUSION

Companies which follow the good corporate 
governance are found enjoying good reputation in the 
stock market. This privilege of being a respectable 
company in the stock market enables these companies 
to mobilise capital liberally at lowest cost of capital 
by merely issuing equity shares. High corporate 
governance companies’ market capitalisation has 
been growing over a period of time. Whenever 
these companies require funds they go for rights 
issue, bonus issue and these steps help the investors 
to increase the shareholder value in the company in 
long run. Unfortunately companies which do not 
implement good corporate governance are found to 
have weak balance sheet, these companies tend to 
go for debenture or loans from financial institutions 
at high cost of capital thus they do not enjoy bigger 
benefits of being a listed entity in the stock market. 
Some mid cap companies and small cap companies 
are found they do not follow all corporate governance 
principles, they have not disclosed all business 
information in the annual reports, and few companies 
do not have complete information on the website 
regarding the investors’ requirement. These companies 
are found to be less valuable in the stock market and 
institutional investors were not interested in holding 
these stock. Thus they do not provide good shareholder 
value in terms of price appreciation, bonus issue, high 
dividends so on. This research also concludes better 
governed companies have transparent governance than 
others. Promoters play a crucial role in helping the 
companies to run better. This study results are in line 
with the results of other studies (Balasubramanian, N., 
Black, S. Bernard, and VikramadityaKhanna, 2010) 
found in India.  Corporate governance is a function 
of trying to create confidence in stakeholder not just 
shareholders. The study concludes the there is impact 
of corporate governance on shareholder Value in India. 
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INTRODUCTION:

To ensure growth and development of any organization 
the efficiency of people must be augmented in the 
right perspective. Without human resources, the 
other resources cannot be operationally effective. The 
original health of the organization is indicated by the 
human behaviour variables, like group loyalty, skill, 
motivation and capacity for effective interaction, 
communication and decision making. Men, materials, 
machines, money and methods are the resources 
required for an organization. These resources are 
broadly classified into two categories, viz., animate 
and inanimate (human and physical) resources. 
Men, otherwise known as the human resources, 
are considered to be animate resources. Others, 
namely, materials, machines, money and methods are 
considered to be inanimate or physical resources. Thus 
human resource accounting is a process of identifying 
and reporting investment made in the human resource 
of the organisation that are presently unaccounted 
for in the conventional accounting practices. It is an 
extension of the standard accounting principles.

HUMAN RESOURCE ACCOUNTING IN 
INDIA:

As far the statutory requirements go, the Companies 
Act, 1956 does not demand furnishing human resource 
accounting in the financial statement of the companies. 
The Institute of Chartered Accountants of India too, 
has not been able to bring any definitive standards 
or measurements in the reporting of human resource 
cost. While qualitative pronouncements regarding the 
importance of human resource is often made by the 
chairmen in the AGM, quantitative information about 
their contribution is rarely recorded or communicated.

There are few organizations, however that do 
recognize the value of their human resource, and 
furnish the related information in their annual reports. 
In India, some of these companies are: Infosys, BHEL, 
and the steel authority of India ltd, the oil and Natural 
gas commission, Oil India ltd, the Cement Corporation 
of India Ltd etc.

Need for human resource accounting:

 ●  Under conventional accounting, no 
information is made available about human 
resource employed in an organization, and 
without people the financial and physical 
resource cannot be operationally effective.

 ●  The expenses related to the human 
organization are charged to current revenue 
instead of being treated as investment, to 
be amortized over a period of time, with 
the results that magnitude of net income 
is significantly distorted. This makes 
the assessment of firm and inter firm 
comparison difficult.

 ●  If the value of human resource is not duly 
reported in profits and loss account and 
the balance sheet, the important act of 
management on human assets cannot be 
perceived.

 ●  Expenses on recruitment, training, etc, 
are to be treated as expenses and written 
off against revenue under conventional 
accounting. all expenses on human resource 
are to be treated as investment , since the 
benefits are accured over a period of time
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METHODS OF VALUATION OF HUMAN 
ASSETS:

There are number of methods for the valuation 
of human assets. Many of these methods are based 
on the valuation of physical and financial assets while 
others take into account human consideration. Major 
methods of valuation of human assets are historical 
cost ,replacement cost, standard cost, present value 
of future earning and expected realizable value. On 
scanning through literature , the approaches to human 
resource accounting can be broadly classified as 
follows:

 ●  Historical cost: According to this method, 
the actual cost incurred on recruiting , 
selecting , training, placing and developing 
the human resource and an enterprise 
are capitalized and written off over the 
expected useful life of human resource. 
The procedure followed by human resource 
asset is the same as that of other physical 
asset.

 ●  Replacement cost: In this method the 
cost of replacing employees is used as the 
measure of company’s human resources. 
The human resource of the company are 
to be valued on the assumption as to what 
it will cost the concern if exiting human 
resources are required to be replaced with 
other persons of equivalent experience and 
talent.

 ●  Opportunity cost: This method determines 
the value of human resource on the basis 
of an employee’s value in alternative uses. 
Accordingly the value of an employee is 
based on his opportunity cost the other 
division are willing to pay for the services 
of an employee working in another division 
of an organization.

 ●  Economic valuation method: According 
to economic valuation method, the value 
of human resource is determined on the 
basis of the expected services of the 
employees in each service state that they 
may occupy during their association with 
the organization.

 ●  Return on effort employed method: 
This method measures the value of the 
firm’s human resource on the basis of 
the effort made by the individuals for the 
organizational benefits. It makes possible 
inter-divisional comparison which ensures 
effective competition.

 ●  Reward valuation method: The method 
seeks to measure the value of human 
resource on the basis of an employee’s value 
to an organization at various services states 
that he is expected to occupy during the span 
of his working life with the organization. It 
is the most scientific model as it demonstrate 
the impact of the concept of human asset 
upon the management of human resources.

 ●  Standard cost method: This method 
envisages establishment of a standard cost 
per grade employee, updated every year. 
Variances produced should be analyzed 
and would from a useful basis for control.

 ●  Current purchasing power method: 
Under this method instead of taking 
the replacement cost to capitalized the 
capitalized historic cost of investment in 
human resource is converted into current 
purchasing power of money with the help 
of index numbers. Its great advantage 
is its simplicity even though it might 
produce only approximate answer and 
approximately correct.

COST OF HUMAN RESOURCE

Training and development cost:

 ● Formal training

 ● On the job training

 ● Special training

 ● Development programmes
Welfare cost:

 ● Medical cost

 ● nteen cost

 ● Specific and general allowance

 ● Children welfare expenses

 ● Other cost
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CALL CENTRE:

A call centre also known as customer interaction centre 
is a centralised office used for receiving or transmitting 
a large volume of requests by telephone. An inbound 
call centre is operated by a company to administer 
incoming product support or information inquiries 
from consumers. Outbound call centre are operated 
for telemarketing, solicitation of charitable or political 
donations, debt collection and market research. A 
contact centre is a location for centralised handling of 
individual communications, including letters, faxes, 
live support software, social media, instant message, 
and e-mail.

The next wave of outsourcing of call centre 
jobs came during late 1990’s and early 2000, when 
these MNC organization began looking at cheaper 
destinations in developing economy like india , south 
Africa and far east for setting up their call centres. This 
gave rise tp the global call centre outsourcing industry. 
A sunrise industry which promised jobs to millions of 
educated unemployed youth in developing countries 
and millions of dollars as saving MNC organizations 
in the developed nations.

REVIEW OF LITERATURE

Title: Comparative Analysis of Human Resource 
Accounting (HRA) Practices in Indian Companies by 
Prof. Anita Shukla, Mr. Nader Naghshbandi.

This research paper is based upon the HR practices 
of disclosing the HR value and value per employee 
of selected 4 manufacturing companies in India. 
This study introduces the field of Human Resource 
Accounting (HRA) and suggests that it may play a role 
in facilitating the goals of enterprise sustainability. It 
is also clarify the effect of human resource accounting 
information on human resource investment and its 
benefit to organization improvement. The analysis 
found that the Indian companies’ are using Lev & 
Schwartz model for evaluating their employees and the 
value per employee in the companies were found to be 
different in sample units. Human resource accounting 
is evaluated as a potential organizational measurement 
tool. Specifically, asset and cost models are examined 
in terms of reliability, validity, and usefulness.

Title: Human Resource Accounting: a frame work 
for better Financial Accounting and Reporting by 

Dr. A. Lakshmana Rao.

The present research paper aimed at the treatment 
of human resources with a true and fair view, like 
other elements involved in financial accounting and 
the inclusion of human resources not only from the 
expenditure perspective but also from the investment 
point of view is argued to depict the true and fair view 
of financial accounts and financial reports. Further, it 
is intended to discuss setting up of an apex body for 
valuation and treatment of human resources and other 
concerns which limits the practice of human resource 
accounting.

Title : Application of Human Resource Accounting 
in Heavy Industries by Shalini Sharma and R.K. 
Shukla

Accounting is a process of identifying and 
measuring data about human resources. This paper 
aims at analyzing the application of Human Resource 
Accounting in heavy industries covering the period 
from 2001-2010 with the case study of The Hindustan 
Copper Limited, a public sector undertaking. The 
basic Theory underlying the HRA is -

 ●  That people are valuable resources of an 
organization or enterprise.

 ●  Information on investment and value of 
human resource is useful for decision 
making in the organization.

In every business concern physical assets as 
well as human resources are required for its success. 
Physical assets like plants, machinery, building etc. are 
unproductive without humanresources. Thus, human 
resource accounting provides quantitative information 
about the value of human assets, which helps the top 
management to take decisions regarding the adequacy 
of human resources.

STATEMENT OF PROBLEM:

Human resource accounting is a new concept in 
india and only few top companies have adopted, but 
when it comes to the call centre industries they are 
facing a lot of problems with the people management in 
the organisation. In the call centres there are two types 
of function i.e inbound and out bound telemarketing. 
The out bound telemarketing process is facing a lot 
of problems in handling there human resources as 
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every month there is a inflow and outflow of human 
resources. Under such circumstances there has to be 
proper management of human resource as capital, how 
the human resource accounting can be implemented 
with fluctuation in the numbers of employees and to 
what extent it can be beneficiary.

NEED FOR THE STUDY

Since human resource accounting is a new concept 
on india and few industries have already adopted 
and are adopting it day by day. But it involves a lot 
of confusion in the adoption process, because of the 
loopholes in the HRA concepts.

OBJECTIVES

1.  To know the status of implementation of human 
resource accounting in domestic call centres.

2.  To check according to the HRA concept, if 
we can treat employees as capital.

3.  What will be the result if employees are treated 
as an asset under the human resource accounting

4.  Application of HRA in domestic call centre

SAMPLE SIZE

The size of the sample used for my project is 15 
questions with 50 respondents.

HYPOTHESES

Ho: fluctuation in the human resource does impact 
on HRA system. H1: fluctuation in human resource 
does not impact on the HRA system.

DATA ANALYISIS AND INTREPRETATION

1. Essentiality of adoption of HRA in India

Statistical tool

H0 : adoption of human resource accounting is not 
essential in India 

H1: adoption of human resource accounting is 
essential India.

Table 4.1 One- sample statistics on essentiality of human resource in India

N Mean Std deviation Std error mean
VAR0001 50 3.56 1.091 1.54

One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval 
of the difference

Lower Upper
VAR00001 23.074 49 .000 3.560 3.25 3.87

Interpretation:
 ● T-testcal = 23.074
 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1
The significant at 2 tailed t-test is 0.000. thus we 
reject Ho and accept H1, concluding that adopting 
human resource accounting, is required in all kinds of 
industries in India.

2. Acceptability of HRA across the globe.

 ● Statistical Testing:
H0 :  Human resource accounting is accepted 

across the globe.

H1 :  Human resource accounting is not accepted 
across the globe.

Table 4.2 One- sample statistics on acceptance of HRA across the globe.

N Mean Std deviation Std error mean
VAR0002 50 3.70 1.035 1.46
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One – sample Test

Test Value =0
T Df Sig (2- 

tailed)
Mean 

Difference
95% Confidence 

interval of the 
difference

Lower Upper
VAR00002 25.267 49 .000 3.700 3.41 3.99

Interpretation:

 ● T-testcal = 25.276

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept 
H1

The significant at 2 tailed t-tests is 0.000. Thus 
we reject Ho and accept H1, concluding that human 
resource accounting is not accepted across the globe 

and only in few developed nations has adopted and 
accepted it.

3.  Modification of human resource 
accounting concept.

 ● Statistical Testing:

H0 : Modification is not at all required in human 
resource accounting . H1 : Modification is required in 
human resource accounting.

Table 4.3One sample statistics modification in HRA

N Mean Std deviation Std error mean
VAR00003 50 3.36 1.083 .153

One – sample Test
Test Value =0

95% Confidence interval of 
the difference

Lower Upper
VAR000003 21.929 49 .000 3.360 3.05 3.67

Interpretation:

 ● T-testcal = 21.929

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1

The significant at 2 tailed t-test is 0.000. Thus we 
reject Ho and accept H1, concluding that modification 
and advancement of human resource accounting is 

important in order to solve the problem application in 
human resource across the globe.

4.  Fluctuation of employees in call centre 
industry

	Statistical Testing :

H0 : Call centre industries are not facing high 
employee fluctuation. H1 : Call centre industries are 
facing high employee fluctuation

Table 4.4One –sample statistic stability of employees in call centre industry

N Mean Std deviation Std error mean
VAR00004 50 3.28 .004 .128

One – sample Test
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T df Sig (2- tailed) Mean 
Difference

95% Confidence interval of 
the difference

Lower Upper
VAR000004 25.644 49 .000 3.280 3.02 3.54

Interpretation:

 ● T-testcal = 25.644

 ● T-testtab=2.0096
Therefore tcal > ttab . Thus we reject H0 and accept H1

 ●  The significant at 2 tailed t-test is 0.000. 
Thus we reject Ho and accept H1, concluding 
that call centre industry is facing high level 
of fluctuation in the number of employees.

5  Human resource fluctuation effect more 
the domestic call centre industry or 
international call centre industry

Statistical Testing:

H0 : Domestic call centre industry are more 
affected compared to international call centre industry.

H1 : Domestic call centre industry are more 
affected compared to international call centre industry.

Table 4.5 One sample statistics impact of domestic call centre industry.

N Mean Std deviation Std error mean
VAR00005 50 1.74 .828 .117

One – sample Test
Test Value =0

T df Sig (2- tailed) Mean Difference 95% Confidence interval of 
the difference

Lower Upper
VAR000005 14.854 49 .000 1.740 1.50 1.98

Interpretation:

 ● T-testcal = 14.854
 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1

 ● The significant at 2 tailed t-tests is 0.000. 
Thus we reject Ho and accept H1, concluding that 
domestic call centre industry are affected severely 
by fluctuation in number of employees compared to 
international call centre industry.

6.  Outbound process call process high 
fluctuating problems with human resource.

Statistical Testing:

H0 : Employees in out-bound process are stable 
then inbound process.

H1 : Outbound process is more affected than 
inbound process from fluctuating in numbers of 
employees.

Table 4.6 One –sample statistics on stability of employees in outbound call process

N Mean Std deviation Std error mean
VAR00006 50 3.44 1.110 .157

One – sample Test

T Df Sig (2- tailed) Mean 
Difference

95% Confidence interval 
of the difference

Lower Upper
VAR000006 21.924 49 .000 3.440 3.12 3.76
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Interpretation:

 ● T-testcal = 21.924
 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1

 ● The significant at 2 tailed t-test is 0.000. 
Thus we reject Ho and accept H1, concluding that out 
bound call process in call centre industry is facing 
really problems with the stability of human resource.

7.  Existence of human resource fluctuation 
in the longer period.

Statistical Testing :

H0 : highly fluctuating in numbers of employees 
will exit for specified or shorter period.

 H1 :highly fluctuating in numbers of employees 
will exist for longer period.

Table 4.7  One –sample statistics on existence of fluctuation

N Mean Std deviation Std error mean
VAR00007 50 3.58 992 .140

One – sample Test
Test Value =0

T df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval of 
the difference

Lower Upper
VAR000007 25.529 49 .000 3.58 3.30 3.86

Interpretation :

 ● T-testcal = 25.529

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept 
H1

 ● The significant at 2 tailed t-tests is 0.000. 
Thus we reject Ho and accept H1, concluding that 

fluctuation will exit for a longer period in call centre 
industry compared with other industries.

 ● Treatment of human resource as an asset.

Statistical Testing:
H0 : Human resource is an asset in highly 

fluctuating employee’s scenario.
H1 : Human resource is not as asset in highly 

fluctuating employee’s scenario.

Table 4.8 One sample statistics on treatment of HRA as an asset
  N Mean Std deviation Std error mean 

VAR00008 50 2.46 1.014 .143 

 One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean Difference 95% Confidence interval of 
the difference

Lower Upper
VAR000008 17.148 49 .000 2.460 2.17 2.75

Interpretation:
 ● T-testcal = 17.148
 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1

The significant at 2 tailed t-test is 0.000. Thus we 
reject Ho and accept H1, concluding that we cannot 
treat human resource as an asset in the situations where 

the rate of human resource fluctuation is more.

9.   Treatment of profit in fluctuating scenario

 ● Statistical Testing :

H0 : HRA will raise profit against unrecoverable 
expenses in call centre industry. H1 : HRA will raise 
more unrecoverable expenses in call centre industry.
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Table 4.9 One sample statistics on treatment of profit in this scenario

N Mean Std deviation Std error mean
VAR00009 50 3.50 1.015 .144

One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval 
of the difference

Lower Upper
VAR000009 24.378 49 .000 3.500 3.21 3.79

Interpretation:

 ● T-testcal = 24.378

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept 
H1

The significant at 2 tailed t-test is 0.000. Thus we 
reject Ho and accept H1, concluding that HRA will raise 

more expenses as investment on employees and these 
expenses will reduce the percentage of profitability.

10.   Applicability of HRA in all scenarios 
Statistical Testing :

H0 : HRA is applicable in all scenario

H1 : HRA is not applicable in all the scenario 
especially with unstable human resource.

Table 4.10 One sample statistics on applicability of HRA in all scenario

N Mean Std deviation Std error mean
VAR000010 50 3.14 1.030 .146

One – sample Test
Test Value =0

Mean Difference
T Df Sig (2- tailed) Mean Difference 95% Confidence interval of the 

difference
Lower Upper

VAR000007 21.549 49 .000 3.140 2.85 3.43

Interpretation :

 ● T-testcal = 21.549

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept 
H1

The significant at 2 tailed t-test is 0.000. thus we 
reject Ho and accept H1, concluding that HRA can not 

be applicable in all situation especially with unstable 
human resource in numbers.

11.  Performance appraisal after adopting 
HRA in call centres. Statistical testing

H0 : HRA adoption will lead more problems when 
performance appraisal is made. H1 :HRA adoption will 
not lead to any problem when performance appraisal 
is made

Table 4.11 One sample statistics on probability of HRA after adoption

N Mean Std deviation Std error mean

VAR000011 50 2.08 1.047 .148
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One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval of the 
difference

Lower Upper
VAR0000011 14.052 49 .000 2.080 1.78 2.38

Interpretation:

•	 T-testcal = 14.052

•	 T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1

The significant at 2 tailed t-tests is 0.000. Thus 
we reject Ho and accept H1, concluding that HRA will 
do more favourable for the method of performance 

appraisal and other human resource department 
activities.

12. HRA to be used as tax saver tool. 

Statistical testing

H0 : HRA will not be a tax saver tool for the call 
centre industries of HRA in accepted

H1 :HRA will be tax saver tool for call centre 
industries if HRA is accepted as a concept from tax 
authorities.

Table 4.12One sample statistics on HRA as tax saver tool

N Mean Std deviation Std error mean

VAR000012 50 3.60 1.178 .167

One – sample Test
Test Value =0

T Df Sig (2- tailed) Mean 
Difference

95% Confidence interval 
of the difference

Lower Upper
VAR0000012 21.609 49 .000 3.600 3.27 3.93

Interpretation:

 ● T-testcal = 24609

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and accept H1

The significant at 2 tailed t-tests is 0.000. Thus 
we reject Ho and accept H1, concluding that if HRA 
is adopted in future in call centre industries, it can be 

one of the tool where company can show expenses 
on employees and can reduce the burden of tax if, tax 
authority accepts it.

13.  Benefits of HRA in call centre industry 
Statistical testing

H0 : HRA is adverse in call centre industry 

H1 :HRA is beneficial is call centre industries

Table 4.13  One sample statistics effect of HRA in call centre industry

N Mean Std deviation Std error mean
VAR000013 50 2.76 1.318 .186

One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval of the difference
Lower Upper

VAR0000013 14.807 49 .000 2.760 2.39 3.13
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Interpretation:
 ● T-testcal =
 ● T-testtab=

Therefore tcal > ttab . Thus we reject H0 and accept H1

The significant at 2 tailed t-tests is 0.000. Thus we 
reject Ho and accept H1, concluding that if

14.  Treating employees as an asset who quit the 
job in 6months

Table 4.14 One sample statistics on treatment of who quit the job within 6 months

N Mean Std deviation Std error mean

VAR000014 50 2.20 .990 .140

One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval 
of the difference

Lower Upper
VAR0000014 15.718 49 .000 2.200 1.92 2.48

Interpretation:
 ● T-testcal = 15.718
 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and 
accept H1 .

The significant at 2 tailed t-tests is 0.000. Thus we 
reject Ho and accept H1, concluding that the employees 

who quit their job within 6 months won’t be treated as 
human asset.

15.  Time required to treat human as an asset 
in a company Statistical testing

H0 : No time period is required to treat employees 
as an asset. H1 : Minimum time is required to treat 
human as an asset.

Table 4.15 One sample statistics on treatment of who quit the job within 6 months

N Mean Std deviation Std error mean

VAR000015 50 1.12 1.534 .385

One – sample Test
Test Value =0

T Df Sig (2- 
tailed)

Mean 
Difference

95% Confidence interval 
of the difference

Lower Upper
VAR0000015 15.718 49 .000 3.120

Interpretation:

 ● T-testcal = 14.383

 ● T-testtab=2.0096

Therefore tcal > ttab . Thus we reject H0 and 
accept H1 .

The significance at 2 tailed t-test is 0.000. Thus 
we reject H0 and accept H1 . thus minimum time is 
required to treat human as an asset.

FINDING AND CONCLUSION

 ●  Human resource accounting is a new 
concept and its being implemented step 
by step on a day to day basis, by various 
industries. As far as industries in our 
country is concerned human resource 
accounting is still in the development stage.

 ●  Most of the respondent felt that adoption of 
human resource accounting is essential for 
India after globalisation as objective of HRA 
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is not merely the recognition of the value of 
all resources used by the organization, but 
also includes the management of human 
resource which will enhance the quantity 
and quality of goods and services.

 ●  The study found that modification is 
required in human resources accounting 
because of the drawback in the concept in 
human resource. As there is no proper clear 
cut and specific procedure or guideline for 
finding cost and value of human resource 
of an organization. There is no universally 
accepted method for human resource 
accounting.

 ●  The study found out that domestic call 
centre industries are facing high fluctuating 
human resource, where this causes various 
problems on the implementation of human 
resource accounting system in industry.

 ●  Domestic call centre industries are facing 
high fluctuating problems towards the 
number of employees in company if 
compared with international companies. 
The period of existence of human resource 
is uncertain and hence valuing them under 
uncertainty in future seems to be unrealistic.

 ●  In spite of all its significance and necessity, 
tax laws do not recognize human beings as 
assets. In future HRA concept can be a tax 
saver tool for the call centre industry if tax 
industry accepts it as another accounting 
concept for preparation of financial 
statement.

 ●  The study found that there should be a 
minimum time period concerned with the 
treatment of human resource as an asset.

 ●  The study found that fluctuation in human 
resource will have an impact on implication 
on human resource accounting in all the 
call centre industries.\

SUGGESTIONS:

 ●  Though HRA is new concept, which is still 
in the developing stage. HRM and HRA 
is now followed by most of the medium 

and large scale companies in India as there 
is awareness of the benefits in terms of 
Revenue, productivity, flexibility in skill 
development and so on. It requires lot of 
studies in its modification of the concept 
because when it comes for adopting this 
concept various doubts arises in terms 
of methods of evaluation. There is need 
to prescribe the specific provisions for 
valuing human resources and disclosing 
the details of investment in human assets. 
HRA measures can be used to show 
that investments in a company’s human 
resources may result in long-term profit for 
the company.

 ●  The call centre industry can 
easily come out the problem if the 
government makes legally strong of 
job contract between the employer 
and employee.

 ●  Many employees find call centre 
jobs to be routinized and boring, 
leading to high levels of employee 
dissatisfaction, absenteeism, and 
turnover. There should be minimum 
time bound to treat human resource 
that who joins company to be treated 
as assets, so the company can avoid 
losses against human assets and they 
can show it as an opening expenses.

CONCLUSION:

Human resource accounting can be useful in every 
company. In recent years, the importance of Call 
Centres has increased exponentially in the customer 
care industry. The call centre company is facing high 
unstable employees in numbers and automatically face 
the problems labour turnover. The study found that 
there should be certain time parameter regarding the 
treatment of employees as assets in the company. HR 
managers need to put in efforts on the development of 
their employees, building new and innovative retention 
and motivational schemes, making the environment 
challenging by providing effective leadership so that 
the employees get motivated while working in this 
environment. The majority of the employees working 
in call centres are young, energetic and are able to work 
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continuously at a very long stretch. Thus, managing 
the human resource in domestic call centre industry is 
a challenge.
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ABSTRACT

In developing countries organic farming is still 
diminutive;the traditional repetition of organic farming 
by the indigenous farmers is an advantage that would 
help India to become a global market lead in this sector. 
Possible emerged export market for organic product. 
India has the possible to emerge as a major exporter 
of organic produce. Organic food is the product of a 
farming system which avoids the use of man-made 
fertilizers, artificial chemicals, pesticides; growth 
regulators and livestock feed additives.

Sterilization and the use of genetically modified 
organisms (GMOs) or products produced from or by 
GMOs are generally prohibited by organic legislation. 
Worldwide trade in organic products is growing/ very 
fast incredibly which has motivated experts to project 
consumption of organic food to be more than 25% of 
total food consumption by 2020. 

Worldwide consumption growth rates over the 
next 3-5 years will be fairly high (25 – 30%) when 
associated to most other categories of food. In the last 
decade, organic food products have been measured 
to do a healthier business, environment friendly than 
conventional food products. In this study research 
expose the consumption of organic product and also 
recommendations to implement the various marketing 
strategies adopted by the retailers to sell the products 
and other factors impacting the preference of the 
consumers in the various strata of the society.

Keywords: Marketing strategies, Organic food 
products, Consumer preference and availability

INTRODUCTION

India and in other parts of the emerging world. It is 
seen as avital strategy to facilitate sustainable growth. 
A country like India can enjoy a number of repayments 

from the adoption of organic manufacture. Financially 
viable and social benefits like generation of rural hire, 
increased earning capacity of household, ensuring the 
health of juvenile generations, women empowerment, 
sustainable progress, avoidance of disasters caused 
by pesticides, improving environmental conditions, 
safety of natural resources, improved soil fertility, 
prevention of soil erosion, preservation of regular and 
agro-biodiversity are the major benefits.  However 
50% of organic food production in India goes towards 
exports, there are many who look towards organic 
food for domestic consumption. India was among the 
top ten countries where health food, including organic 
food, is in demand from the consumers. Concern for 
the health of one’s own children is the most important 
reason for purchasing organic food. Organic food is 
expensive than conventional food (Bonti – Ankomah 
and Yiridoe, 2006) and customers have to pay a 
superior, generally 20 -30% more than what they 
pay for regular farm produce. However, this has not 
prevented customers who are willing to pay a higher 
premium owing to the perceived health benefits of 
organic products. Rising incomes, the development of 
retail trade, changing lifestyles, and rapid economic 
growth have been the other key drivers of the increase 
in the sale of organic foods

LITERATURE REVIEW

Fatima Baby D. (2013) in her research found that 
the difficulties faced in organic tomato cultivation are 
lack of irrigation, the issues involved in marketing, 
lack of storage facility, price variation and lack of 
financial support. The researcher suggested that the 
government should conduct awareness programme on 
organic farming, the subsidies available for agriculture 
and loan facilities meant for farmers. It also needs to 
ensure that at least one cold storage center is setup for 
each major tomato selling market
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Wheeler et al., (2017) Trust across various 
areas is a key driver of both food and environmental 
attitudes. Hmielowski et al. (2014) found enlarged 
trust in scientists was associated with climate change 
beliefs. Previous literature proposes that those trusting 
a number of sources with regards to information of 
claims about the environmental impacts of products 
spend more on organic food (Millock&Nauges, 2014).

Muringai& Goddard, 2018 Other research has 
also originate strong links between the trust in others 
and trust regarding food retailers or organisations in 
addition to food safety risk perceptions.In general, 
outcomes on relationships between trust and organic 
food purchases indicate that the source of information 
and perceptions of the reliability of that source are 
important factors regarding organic choices.

Janssen (2018) has furthered the literature 
complete a comparison of actual organic purchase 
history and organic food attitudes. Research inside the 
resource economic literature has been increasingly 

RESEARCH OBJECTIVES

●● ●To identity the factors influencing consumer 
towards organic food in Coimbatore.

●● ●To analyze the marketing various strategies 
adopted by organic shop retailers. 

CONSUMER BEHAVIOR TOWARDS 
ORGANIC PRODUCTS 

According to peter and Olson , Consumers are 
analyzed by three elements object :Affect and 
Cognition”, “Behaviour”, “Environment” and there 
is an relationship between each other. Each and 
every element affects another element for decision 
making. So all the elements considered when deciding 
marketing strategies.There are number of factors 
that impact the consumers of the emerging market to 
purchase organic food. Based on the early literature, 
the authors determined four factors that influence 
buying intention. In this section, the researcher 
presents a summary from the early literature.

KNOWLEDGE

It is a common trust that consumers’ awareness and 
knowledge about organic food play an important 
part in their organic purchasing decisions. Several 
researchers regard the lack of knowledge concerning 
organic food as a obstacle to organic food purchase 
Organic food knowledge requires what consumers 
know about organic food and their ability to evaluator 
the quality and unique characteristics of organic food 
products. There are two major qualities of knowledge 
about organic product are Subjective and objective 
knowledge. While the former refers to what people 

perceive that they know, the latter means what 
people actually know about organic food. Find that 
both objective and subject knowledge are positively 
connected to attitudes towards organic vegetable 
consumption. These authors also suggest a causal 
relationship in that objective knowledge enhances 
subjective knowledge, which in turn improves one’s 
attitude towards organic purchase and consumption.

HEALTH CONSCIOUSNESS 

Now a day’s numerous numbers of consumers 
are believed in health consciousness. Consumers 
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are practicing tradition eating habits may for their 
health life, because of that Organic markets are 
going on developed in India.  Health consciousness 
reflects individuals’ beliefs on health issues and their 
willingness to undertake actions to ensure their health. 
Consumers have been increasingly concerned about 
health and nutrition in food. There is a general belief 
that organic foods are healthy to eat because such 
products are rich innutrition and are chemically free. 

ENVIRONMENT FRIENDLY

Levels of ecological factor affect the consumer for 
their intension to purchase organic food products. 
Consumers are understand that the gods are produced 
in natural ways will not harm environment ie, 
chemical free goods. They know that by buying and 
consuming organic foods, they can help to reduce 
nature adulteration, defend the health of soil and water 
as well as reduce the use of chemical instruments in 
agriculture activities.  Consumers believe they are 
consuming organic food product due to increases their 
food security and environmental issues. 

PRICE

Organic food market price is the major barriers for 
most of people to buy organic food product.  Now a 
days usually the price of organic foods remains high 
in many markets due to there being an increasing 
demand for these products. Consumers were willing 
to pay an additional for organic products if compared 
to conventional foods, but they preferred domestic 
organic products over imported organic products. Price 
was not reflected as a negative factor if consumers 
perceived that organic foods are more nutritious 
compared to conventional foods. However, higher 
prices of organic foods are confirmed less as a problem 
by regular consumers if compared to occasional 
organic consumers.

STRATEGIES FOR ORGANIC FOOD 
MARKETING

In today’s digitalized world, retailers use various digital 
marketing strategies to promote their business. These 
digital marketing strategies are new-age innovation 
technologies which are  unique in each manner. There 
are lot of strategies are used by organic  retailers like On 
–Off page optimization technology, Social Marketing, 
Video Promotion, e- mail marketing etc., through these 
strategies its directly hit in to the mind.

SCOPE FOR FURTHER RESEARCH:

This research was limited to Coimbatore city, and in 
particular the respondents who consume organic food 
products. This could befurther expanded to various 
cities of India. Future research could be undertaken 
to study the different marketing strategies by the 
marketers and other factors impacting the preference 
of the consumers in the various sections of the 
society.According to Chen (2009), the government 
and related institutions should help as a monitoring 
mechanism and to provide safety assurance for organic 
foods in order to improve consumer’s suspicions 
and help consumers to sustain positive attitudes to 
organic foods. Moreover, the fact that accessibility 
of organic foods can affect the intention to purchase 
organic foods is actually providing suggestion for the 
marketers to rethink their marketing strategies in order 
to ensure that the consumers can purchase the organic 
foods via correct distribution channels.  Although 
currently availability of organic foods are vital for the 
consumers in consuming organic foods, the growth 
area and distribution channels of organic foods are 
still limited in Coimbatore. Also, in order to make sure 
that the consumers have positive attitudes and beliefs 
towards the organic foods, the marketers can provide 
beneficial marketing appeals about the organic foods. 
This can help to enhance the perceptions of consumers 
towards the benefits of organic foods.  It is time 
consuming if we want to make attitudes into habits. 
Therefore, the marketers and manufacturers of organic 
foods should be more patient and implement suitable 
strategies in order to establish positive approaches 
from the consumers towards the consumption of 
organic foods. Last but not least, the present research 
should have some development in order to overcome 
all the limitations mentioned in the previous section. 
For example, the sample size should be stretched in 
order to obtain better results for the factors presented 
in the paper. A better mode research as to provide better 
insights for manufacturers, marketers and consumers 
of organic foods.

LIMITATIONS OF THE STUDY 

The present study has certain inevitable limitations. 

1.  Respondents may be biased in answering the 
questions. 

2.  The study has been limited to a sample of 71 
respondents in the Coimbatore District. 
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RESEARCH METHODOLOGY

a Conceptual framework:
There are several factors that influence consumer 
attitude towards buying organic food products due to 
consumer perceptions like, organic food products are 
healthy ,Eco -friendly, economically priced, and trust 
in product certification and availability of the products

b Sampling and Data Collection:
Through the objectives of the study, Secondary and 
Primary data collection methods were implemented. 

Demographic profile of the respondents

Demographic factor Categories No. of 
Respondents.

Percentage Mean Standard 
Deviation

Age

Below 18
18-25 Years
26- 30 Years
Above 30 years
Total

4
26
32
9
71

5.6
36.6
45.1
12.7
100

2.6479 .77641

Gender
Male
Female
Total

46
25
71

64.8
35.2
100

1.6479 .48103

MaritalStatus
Married
Unmarried
Total

47
24
71

66.2
33.8
100

1.3380 .47641

Monthly Income

Below 20,000
Rs 20,000-30,000
Rs 30,000-40,000
Above Rs 40,000
Total

4
34
20
13
71

5.6
47.9
28.2
18.3
100

2.5915 .85486

Educational

HSC
Under Graduate
Post Graduate
Any others
Total

6
43
15
7
71

8.5
60.6
21.1
9.9
100 2.3239 .77043

Source: Primary Data

Primary data was collected with the use of structured 

surveys based on the five point Likert scale, which 

ranged from strongly agree to strongly disagree. An 

exploratory study was conducted after an extensive 

literature survey. The study was conducted among 

71 consumers to identify the factors influencing 

consumer preference towards organic food purchase. 

15 retailers have been selected from 22 organic shops 

in Coimbatore. 

From the above table, it is clear that majority of 
the retailers belong to the age group of 26-30 years 
who run the organic shop in Coimbatore. Gender-
wise, 64.8% of the respondents running organic shops 
in Coimbatore are male and most of them possess at 
60.6% an undergraduate degree. 

RELIABILITY ANALYSIS

A reliability test is used to examine the stability and 
consistency with which the research implement 
measures the hypothesis. The Cronbach’s alpha and 

items of independent variables and dependent variable. 
The coefficients of Cronbach’s alpha for all variables 
factor is good between that rages.
Variables Cronbach’s Alpha
Consumer Behaviour 0.831
Knowledge about Organic 
Products.

0.829

Health Consciousness 0.851
Ecological Factor 0.818
Price 0.795
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The closer the reliability coefficient gets to 1.00t 
indicates that the implements used in the research 
are good. Table shows that the value for consumer 
purchase intention indicates that the variables used 
were good enough and able to measure the accuracy 
of consumers’ purchase intention on organic foods. All 
the independent variables also found good and reliable 
values because the reliability coefficients were mostly 
over 0.80 for knowledge (0.829), health consciousness 
(0.851), Ecological Factor (0.818), price (0.795) as its 
reliability coefficient.

SALES PROMOTIONAL TECHNIQUES 
ADOPTED BY THE RETAILERS:

Sales promoting techniques are one of the tools to 
attract the customers, by issuing credit, discount, or 
gifts and also prompting their sales in new marketing 
strategies like through social media, E-mail and vide 
promoting etc., On –Off page optimization technology   
This analysis is to evaluate the suitable techniques 
to catch the attention of customers to consume the 
organic products.

Sales promotional technique Number of respondents Percentage Valid Percent Cumulative Percent
Social Networking
Video Promoting
E-mail
Sale on discount & Coupons
Gifts

TOTAL

22
9
7
16
17

71

30.6
12.7
9.8
22.5
23.9

100

31.0
12.7
9.9
22.5
23.9

100.0

31.0
43.7
53.5
76.1
100.0

Majority of the retailers preferred to sell their 
products at reasonable price because, as it is, organic 
products are more expensive than non-organic 
products.Retailers promote sale they preferred to 
promote their sales through social networking and also 
provide gifts &discount coupons

CONCLUSION

Environmental agriculture is practiced almost in 
every country and has transformed to be one of the 
most dynamic sectors of Coimbatore, especially in 
India. The driving forces after this growth are the 
conservation of atmosphere and trend of consumer 
markets in healthy food products. Organic food is 
becoming a great opportunity for food producers in 
Coimbatore; it has contributed to farm incomes and 
shaped employment for more than three decades 
now. The level of achievement of organic produce 
in one country depends on various factors such as 
society, attitudes, values, agricultural practices, 
etc. Consumers are becoming more urbane in their 
purchasing decisions. Given the study results, it can 
be concluded that perceived values significantly 
influenced consumers’ purchase intention of organic 
food products. A likely scenario for future demand is 
that the relative gap between the prices of organic and 
conventional food becomes smaller, and the increase 
of locally fresh organic products in various distribution 

channels.  The current growth in ingestion of organic 
products actually reflects a greening of consumer 
lifestyles. However, the future challenges facing 
agriculture and food production are considerable.
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INTRODUCTION

The prolonged scepticism of investors about 
investment in mutual funds is evident from the fact 
that only 9% of the domestic savings go into this asset 
class. A SEBI survey carried out in 2019 disclosed the 
fact that over 90% of investors still preferred bank 
deposits over other forms of investment. However, all 
the 43 Asset Management Companies in the country 
have together managed to enhance the total Assets 
Under Management to over 26 Lakh Crores in October 
2019 from over 5 Lakh Crores in December 2007. The 
increasing cash flows through lump sum investments 
and systematic investment plans have enabled these 
institutions to significantly scale up over the last 12 
years. However, investors across both segments 
have continued to nurture doubts about performance, 
particularly during the bearish phase. Although there 
has been a significant degree of increase in terms 
of number of accounts for SIP’s and lump sum 
investments, there is also been periods when cash 
flows were reduced to a trickle or completely dried 
up. This is particularly true of funds that are equity 
focused or have a considerable part of their portfolio 
in equities. 

JUSTIFICATION FOR THE STUDY

Fund managers in India go overboard in making 
investments by subscribing to Initial Public Offering 
because there is generally a quota of allotments for 
mutual funds. Premium issues typically get over 
subscribed several times the issue size and even 
mutual funds get pro rata allotment. While some of 
them cash out by taking advantage of a high listing 
price, many others continue to hold on in the hope of 
seeking higher returns. However, several issues open 
with poor listing or go below the allotment price after a 
feverish profit booking activity is witnessed on listing. 

Since, several companies don’t choose Green Shoe 
Option (GSO) as a market stabilisation mechanism, 
the decline starts immediately after the listing or on the 
listing day itself. Many of these IPO issues failed to 
reach even the allotment price for a long time causing 
erosion of value to the investment and the investors.

Under these circumstances, it is relevant to study 
the performance of IPO’s subscribed to buy mutual 
funds and the consequent effect on the portfolio. The 
nagging question of over pricing of IPO’s can best be 
answered by a critical evaluation of some IPO’s that 
hit the market in the last 3 years from September 2016. 
This study attempts to analyse the performance of 
shares that came to the market in recent years and how 
it affected the performance of funds that invested in 
these equity issues. 

SCOPE OF THE STUDY

The study has chosen 10 Initial Public Offers that 
came to the market and got fully subscribed or 
oversubscribed in the past 3 years and analysed 
their subsequent performance by using some trusted 
parameters. It has considered the price of the shares 
on listing, their all-time high and low, their 52 week 
high and low and the closing price on 31st October. 
The evaluation of the fund performance is based on 
the performance of the shares that were subscribed to. 
The study assumes that the fund managers could have 
exited by selling on listing or holding on to the shares 
hoping for a better price. 

OBJECTIVES

The study is carried out with following objectives;
1.  To trace the history of mutual fund 

investments and growth in India before and 
after liberalisation.
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2.  To examine the performance of mutual fund 
investments in initial Public Offers over the 
last 3 years.

3.  To critically evaluate the issue of IPO pricing 
and creation or erosion of value in secondary 
markets.

4.  To suggest measures that may enable mutual 
funds to improve performance through 
judicious choices. 

METHODOLOGY

This descriptive study is based entirely on secondary 
data drawn from financial data bases AMFI website, 
NSE and BSE and SEBI. It also uses data from journals 
and periodicals for literature survey. It uses simple 
statistical tools such as tables, graphs and percentages 
for the purpose of analysis and interpretation.

REVIEW OF LITERATURE

A.Affiliated Mutual Funds and the allocation of 
Initial Public Offerings. Jay Rilter, Donghang 
Zhang (2007): The authors framed a model in which 
the ratio of a bidder’s Q to that of a prospective target 
has a non-monotone, inverted U shaped effect on the 
probability of the two firms merging. Further they 
find that the likelihood of a merger is positively and 
linearly related to the ratio of the growth potential of 
an acquirer and its prospective target.

B. Twenty Years of India’s Liberalisation: 
Experiences and Lessons. Arvind Vermani, Partha 
Ray (2012): in this book the authors bring out the 
changes and lessons to be learnt from the liberalisation 
started in 1991 till 2012. The mutual fund industry in 
India started in 1963 with the formation of Unit Trust 
of India. In 1987 other public sector entered the mutual 
fund industry and in 1993 private sectors entered the 
industry. The total net resources mobilised by mutual 
fund including UTI, Banks Sponsored mutual funds, 
financial institutions sponsored mutual fund, private 
sector mutual funds registered a secular increase.

C. The Mutual Fund Industry: From Inception 
to Advancement. Ajay Pratap Yadav (2015): the study 
focused on various aspects like historical perspective 
of mutual funds, growth aspects, challenges, issues 
and growth prospects of Indian mutual fund industry. 
It reveals that after liberalisation there was a dramatic 

change in the Indian Financial System. The study also 
states that mutual fund industry is one of the major 
results of financial novelty in the Indian context.

D. A Study of Mutual Funds from Different 
Sectors in India. Sonali Agarwal, Chand Tandon, 
P.S Ray Chaudheri (2015): the study attempt to 
analyse and compare a few selected mutual funds to 
help the investors in fund selection. They pointed out 
that the main problem with investing in mutual funds 
is the selection of appropriate security which involves 
complete market and security analysis along with 
portfolio management.

E. A Study of Investors Perception Towars 
Mutual Fund Decision: An Indian Perspective. 
Rajesh Trivedi, Prafulla Kumar Swain, 
Manoranjan Dash (2017): the research focus on the 
relationship between investment decision and factors 
like liquidity, financial awareness, and demography. 
It is found that low risk funds and liquidity of fund 
schemes are having impact on the investor’s perception 
for investing in Mutual Fund.

F. Factors Influence Investors Investment in 
IPO. Narmata.N.Khatri (2017): The study reveals 
that majority of the investors take brokers advice while 
investing in IPO. The analysis also indicate that the 
major problem found by investors is delay in refund 
and lack of clarity in allotment.

G. A Study on Risk Adjusted Performance of 
Mutual Fund Industry in India. Shivangi Agarwal, 
Nawazish Mirza (2017): The study compares the 
performance of selected schemes with benchmark 
index to see whether schemes are under performing 
or over performing the benchmark. The study reveals 
that the value at risk for equity based mutual funds 
are higher than that of debt fund which shows that 
even though the equity funds have higher potential for 
returns.

H. Performance of Mutual Funds in India. 
Bilal Pandow (2017): the study points out that after 
the inception in 1963 the mutual fund industry has 
sufficient growth in the area of number of und houses, 
number of schemes, funds mobilised etc. eventhough 
there is a growth in all these parameters India is far 
behind compared to other developed and emerging 
economies of the world. The major challenges faced 
by India are low penetration ratio, lack of product 
differentiation, lack of investor awareness etc.
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I. Mutual Funds Make The Most Of IPO’s. 
Kumar Shankar Roy (2017): This article by value 
research states that the IPO’s became popular among 
mutual fund investors in the year 2014. SEBI has 
introduced various reforms to make the IPO market 
safer and transparent. It introduced ASBA, reduced 
the listing time and changed the allotment system. The 
mutual funds, since April 2017 have invested in quite 
a few IPO’s of which biggest position include ICICI 
Lombard, HUDCO, AU Small Finance Bank etc.

J. A Prospective Study of Factor That Lead 
to Investment in Mutual Fund: A Mediating Role 
of Investor’s Perception. Waseem Ul. Hameed, 
Muhammed Imran, Nadeem Maqbool (2018): 
the study aims to investigate the various factors 
influencing on people to invest in mutual funds and 
examine the mediating role of investor’s perception. 
The results reveal that risk and return, liquidity 
of assets, demographic factors, convenience and 
reduction in transaction cost, tax benefits etc. were 
the key factors and maintained significant relationship 
with investment in mutual fund.

ANALYSIS AND INTERPRETATION OF 
DATA

The raging debate on IPO pricing and the growing 
feeling among analysts and investors that primary 
markets have become more expensive than secondary 
markets is a common phenomenon not only in India 
but even in matured equity markets. But what is more 
disturbing is the fact that experienced money managers 
continued to subscribe to IPO issues, despite of the 

fact that there are conflicting views about pricing 
and valuation. Since mutual fund institutions have 
a stated quota in every IPO, they subscribe to issues 
that are hived off by established brands claiming that 
it is an exercise to unlock values. At the same time 
they also subscribe to relatively unknown companies 
citing potential future growth as the reason for doing 
so. However, the recent experience is that several 
IPO’s have lost steam after the brisk effervesces on 
the day of listing. A few others start lagging right from 
the day of listing and continue to lag far behind even 
the allotment price raising serious doubts about the 
wisdom of the investment bankers who advised the 
company and the promoters in fixing IPO price. The 
spotlight also turns on to underwriters who promote 
the issue and the money managers who commit the 
hard earned money of investors to such over-priced 
asset class and the inexplicable wisdom in doing so. 

This paper attempts to go deep into the issue 
of IPO pricing and its effect on fund instruments 
that have invested in such issues for this purpose 
a comparison between allotment price on the one 
hand and listing price, all-time high and low price, 
52 week low and high price and the closing price on 
31st October, on the other the results are tabulated to 
identify the winners and losers who intern determine 
the good or bad performance of the funds. In going 
through this exercise, the identified IPO’s are 
chronologically listed with details about the issue size, 
the price band, allotment price, quota allocation for 
Qualified Institutional Buyers (QIB), mutual funds, 
retail investors and high net worth or non-institutional 
investors.

TABLE 1.1: Table showing IPO details and investor category quotas.

ISSUING 
COMPANY

ISSUE SIZE 
IN NO. OF 
SHARES

ISSUE 
SIZE IN 

AMOUNT 
(IN 

CRORES)

ALLOCATION OF SHARES TO

PRICE 
BAND

QIB MUTUAL 
FUND

RII NII

ICICI SECURITIES 66925305 401 22016111 1100805 7338703 11008054 519-520
SBI LIFE 
INSURANCE 120000000 840 43326906 9137681 28993545 9996273 685-700

ICICI LOMBARD 86247187 570 16386966 819348 28677190 12290225 651-661

COCHIN SHIPYARD 33984000 146 16580000 829000 11606000 4974000 424-432
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CENTRAL 
DEPOSITORY 
SERVICES 35167208 52 6893442 344672 12063523 5170081 145-149
HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION 200190000 120 100095000 5004750 70066500 30028500 56-60

BOMBAY STOCK 
EXCHANGE 15427197 124 3085440 154272 5399519 2314080 805-806

RBL BANK LTD. 53909628 121 10864515 543226 18926183 8111221 224-225
PNB HOUSING 
FINANCE 38719309 300 7952500 397625 13912500 5962500 750-775

L&T TECH SERVICE 
LTD 10400000 89 5200000 260000 3640000 1560000 850-860

Table 1.2: Value of mutual fund investments in IPO’s at Allotment price

S.NO. ISSSUING COMPANY ISSUE SIZE AT 
ALLOTMENT PRICE

(IN CRORES)

SHARE OF MUTUAL 
FUNDS

(IN CRORES)
1 ICICI SECURITIES 401 20.5
2 SBI LIFE INSURANCE 840 42
3 ICICI LOMBARD 570 28.5
4 COCHIN SHIPYARD 146 7.3
5 CENTRAL DEPOSITORY SERVICES 52 2.6
6 HOUSING AND URBAN 

DEVELOPMENT CORPORATION 120 6
7 BOMBAY STOCK EXCHANGE 124 6.2
8 RBL BANK LTD. 121 6.05
9 PNB HOUSING FINANCE 300 15
10 L&T TECH SERVICE LTD 89 4.45

All the issues chosen for the purpose had a 5% 
share for mutual funds that was included in the 
QIB quota. A quick glance reveals that mutual 
funds have invested between 2.6 Crores to 42 
Crores in these issues. So, it could be interesting to 
start tracing gains or losses from the time of listing 
which becomes the first level indicator about 
the fairness of pricing. This view gains currency 
because the secondary market are generally 
known to be a price discovery mechanism and 
would more or less bring value and market price 
to an acceptable level of equilibrium. Since the 
investor reaction to an IPO is reflected at the time 

of subscription first and listing later, it could be 
prudent to begin the analysis with a comparison 
of listing price to allotment price. Ideally a 
comparison of the allotment price with opening 
listing price, day’s high, day’s low and the closing 
price may be more revealing. But profit booking is 
an inevitable feature of share price movements on 
the day of listing, a comparison with the closing 
price is reasonably justified because the initial 
euphoria would have given way to informed buying 
or selling decisions. This is captured in table 1.3 as 
shown below. 
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TABLE 1.3: comparison of closing price on listing day with allotment price.

NAME OF THE COMPANY ALLOTMENT 
SIZE

ALLOTMENT 
TO MUTUAL 

FUNDS

AMOUNT 
AT THE 

ALLOTMENT 
PRICE

LISTING 
PRICE 

CLOSING

PROFIT\ 
LOSS ON 
LISTING

ICICI SECURITIES 66925305 1100805 520 297.55 -222.45

SBI LIFE INSURANCE 120000000 9137681 700 707.55 7.55

ICICI LOMBARD 86247187 819348 661 681.2 20.2

COCHIN SHIPYARD 33984000 829000 432 528.15 96.15

CENTRAL 
DEPOSITORY 
SERVICES

35167208 344672 149 261.6 112.6

HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

200190000 5004750 60 72.55 12.55

BOMBAY STOCK 
EXCHANGE

15427197 154272 806 1069.2 263.2

RBL BANK LTD. 53909628 543226 225 299.4 74.4

PNB HOUSING 
FINANCE

38719309 397625 775 891.15 116.15

L&T TECH SERVICE 
LTD

10400000 260000 860 869 9

ICICI securities raised a lot of hope in its run up to 
the opening of the issue market experts suggested that it 
could be a good value preposition and gave a ‘buy’ advice. 
Typically, the issue was multiple times over-subscribed 
reflecting investor’s faith in the issue. The high degree 
of anticipation could not be met because the listing was a 
big disappointment. The share finally closed 40% down 
at rs.297.55 resulting in a loss of rs.222.45

There were also a few shares that were just above 
water with very marginal gains such as SBI Life 
Insurance (rs.7.55) and L&T tech service ltd (rs.9).

The heartening feature was a block buster 
listing by CDS which closed almost at a premium of 
80% at rs.261 (Allotment price rs.149), RBL bank at 
over 30% closing 299.4 (allotment price rs.225) and 
Bombay Stock Exchange over 25% closing at 1069 

(allotment price rs.806).

As the famous saying goes “markets are crazy”. 
It is very likely that winners may become losers and 
vice versa in course of time as the markets strive 
to discover value and price equilibrium. In the 
medium term the liquidity floating in the system or 
the lack of it may act as a constraint for investors 
and so prioritisation becomes the order of the day. 
Hence, the shares may be trading in a narrow range 
or looking for breakup levels on the upside or the 
downside. However, in the long term the shares 
may settle at prices that are almost synonymous to 
their values and may take a long time to achieve a 
break out at the resistance level. Hence, it would 
be appropriate to compare market price behaviour 
with the allotment price by drawing a comparison 
between all-time high and all-time low. 
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TABLE 1.4: Comparison of all-time high with allotment price

NAME OF THE 
COMPANY

ALLOTMENT 
SIZE

ALLOTMENT 
TO MUTUAL 

FUNDS

ALLOTMENT 
PRICE

ALL 
TIME 
HIGH

PROFIT\ 
LOSS ON 
LISTING

ICICI SECURITIES 66925305 1100805 520 537.3 17.3

SBI LIFE 
INSURANCE

120000000 9137681 700 1030 330

ICICI LOMBARD 86247187 819348 661 1399 738

COCHIN 
SHIPYARD

33984000 829000 432 599 167

CENTRAL 
DEPOSITORY 
SERVICES

35167208 344672 149 486 337

HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

200190000 5004750 60 102.3 42.3

BOMBAY STOCK 
EXCHANGE

15427197 154272 806 1200 394

RBL BANK LTD. 53909628 543226 225 716.4 491.4

PNB HOUSING 
FINANCE

38719309 397625 775 1717.65 942.65

L&T TECH 
SERVICE LTD

10400000 260000 860 1855 995

In a bull run markets tend to get exuberant, 
sometimes irrationally so and even ordinary scripts 
move up considerably although that may not reflect 
value. It’s also the time when shares trading below 
the allotment price may break out and start moving 

upwards for example; ICICI bank broke out from 
below and touched an all-time high, trading at rs.537, 
trading at a higher margin, however meagre that may 
be. All other shares were trading at a very comfortable 
premium to allotment price as shown in the table.

TABLE 1.5:Comparison of all time low with Allotment price.

NAME OF THE 
COMPANY

ALLOTMENT 
SIZE

ALLOTMENT 
TO MUTUAL 

FUNDS

ALLOTMENT 
PRICE

ALL TIME 
LOW

PROFIT\ 
LOSS ON 
LISTING

ICICI SECURITIES 66925305 1100805 520 271 -249
SBI LIFE 
INSURANCE

120000000 9137681 700 485 -215

ICICI LOMBARD 86247187 819348 661 638.65 -22.35
COCHIN 
SHIPYARD

33984000 829000 432 326.9 -105.1

CENTRAL 
DEPOSITORY 
SERVICES

35167208 344672 149 180.8 31.8
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HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

200190000 5004750 60 29.8 -30.2

BOMBAY 
STOCK 
EXCHANGE

15427197 154272 806 446.2 -359.8

RBL BANK LTD. 53909628 543226 225 230.55 5.55
PNB HOUSING 
FINANCE

38719309 397625 775 370.5 -404.5

L&T TECH 
SERVICE LTD

10400000 260000 860 712.25 -147.75

The real test for value comes not in a buoyant 
market but actually in a foreign market. Companies 
that are capable of holding themselves above the 
allotment price are once that really possess value all 
others are also-rans that could produce no value in 
the true sense of the term. Among the chosen stocks, 
only 2 companies CDS and RBL could manage 
to stay above the allotment price. All others were 

trading below and returned a loss although they could 
manage a decent listing. Particularly 3 companies 
PNB housing finance, Bombay Stock Exchange 
and ICICI securities were all trading under a deep 
discount to the allotment price indicating significantly 
lower value. This proves beyond any doubt that these 
stocks have been clearly over-priced during an Initial 
public offer.

TABLE 1.6:Comparison of 52 week low with Allotment price.

NAME OF THE 
COMPANY

ALLOTMENT 
SIZE

ALLOTMENT 
TO MUTUAL 

FUNDS

ALLOTMENT 
PRICE 

52 
WEEK 
HIGH

PROFIT\ 
LOSS ON 
LISTING

ICICI 
SECURITIES

66925305 1100805 520 537.3 17.3

SBI LIFE 
INSURANCE

120000000 9137681 700 1030 330

ICICI LOMBARD 86247187 819348 661 1399 738
COCHIN 
SHIPYARD

33984000 829000 432 420 -12

CENTRAL 
DEPOSITORY 
SERVICES

35167208 344672 149 247.95 98.95

HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

200190000 5004750 60 47.8 -12.2

BOMBAY STOCK 
EXCHANGE

15427197 154272 806 648 -158

RBL BANK LTD. 53909628 543226 225 716.4 491.4
PNB HOUSING 
FINANCE

38719309 397625 775 1038 263

L&T TECH 
SERVICE LTD

10400000 260000 860 1820 960
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Shares tend to reach new peaks in a Bull Run 
and test new loss during a bearish phase hence, a 
comparison of the 52 week high prices and low prices 
would also be very revealing, when it comes to value 
picking. In that sense 4 shares namely L&T (rs.960), 
ICICI Lombard (rs.738), RBL Bank (rs.491) and SBI 

Life Insurance (rs.330) have all managed to maintain 
their prices and generate greater returns to the stock 
holders. On the other hand, even during a market 
uptrend atleast 3 shares continued to trade low and 
below the allotment price indicating clearly that the 
issue of IPO overpricing cannot be dismissed off hand.

TABLE 1.7:Comparison of 52 week low with Allotment price.

NAME OF THE 
COMPANY

ALLOTMENT 
SIZE

ALLOTMENT 
TO MUTUAL 

FUNDS

 ALLOTMENT 
PRICE

52 WEEK 
LOW

PROFIT\ LOSS 
ON LISTING

ICICI SECURITIES 66925305 1100805 520 277.35 -242.65

SBI LIFE INSURANCE 120000000 9137681 700 515.55 -184.45

ICICI LOMBARD 86247187 819348 661 785 124

COCHIN SHIPYARD 33984000 829000 432 326.9 -105.1
CENTRAL 
DEPOSITORY 
SERVICES

35167208 344672 149 180.8 31.8

HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

200190000 5004750 60 29.8 -30.2

BOMBAY STOCK 
EXCHANGE

15427197 154272 806 446.2 -359.8

RBL BANK LTD. 53909628 543226 225 230.55 5.55

PNB HOUSING 
FINANCE

38719309 397625 775 370.5 -404.5

L&T TECH SERVICE 
LTD

10400000 260000 860 1321 461

A 52 week low price for a share occurs either 
when markets are falling or when the company is doing 
badly. However, the real mettle of a script in terms of 
intrinsic value is tested and proven only during this 
time. Good companies manage to stay much above the 
allotment price even if their shares are trading at the 
52 week low. On the other hand scripts that went up 
on account of a strong upward current are pulled down 
so easily in a down trend and always trade below the 
allotment price, unless they have managed to create 
value in the mean-time. In line with the general trend, 
6 of the 10 shares were trading much lower than the 
allotment price because of the bearish phase. The best 
performers like PNB Housing Finance and Bombay 
Stock Exchange that traded at a premium of more than 
20% to allotment price on listing, dwindled down to 

more than 40% lower than the allotment price (PNB 
Housing Finance from 775 to 370.5 and BSE from 806 
to 446.2)

The other 4 stocks that were already doing not too 
well even in the Bull Run, continued to perform poorly 
like ICICI securities, SBI Life Insurance, Cochin 
Shipyard and Housing and Urban Development 
Corporation.

The 4 value stocks led by L&T tech services ltd 
managed to hold on to their value although down a 
little as compared to their previous highs. Central 
Depository Services, ICICI Lombard and RBL Bank 
ltd.were the other top gainers even during times of 
distress. Although they were trading much lower than 
their best price.
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TABLE 1.8: Comparison of current market price with Allotment price.

NAME OF THE 
COMPANY

ALLOTMENT 
SIZE

ALLOTMENT 
TO MUTUAL 

FUNDS

ALLOTMENT 
PRICE

CURRENT 
MARKET 

PRICE

PROFIT\ 
LOSS ON 
LISTING

ICICI 
SECURITIES

66925305 1100805 520 510.45 -9.55

SBI LIFE 
INSURANCE

120000000 9137681 700 991.5 291.5

ICICI LOMBARD 86247187 819348 661 1342.8 681.8
COCHIN 
SHIPYARD

33984000 829000 432 389.555 -42.445

CENTRAL 
DEPOSITORY 
SERVICES

35167208 344672 149 232.5 83.5

HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

200190000 5004750 60 41.15 -18.85

BOMBAY 
STOCK 
EXCHANGE

15427197 154272 806 554.65 -251.35

RBL BANK LTD. 53909628 543226 225 310.1 85.1
PNB HOUSING 
FINANCE

38719309 397625 775 536.35 -238.65

L&T TECH 
SERVICE LTD

10400000 260000 860 1503.65 643.65

Although history may be interesting, it’s only 
the current performance that generates profits. This 
is because book profits are only on paper whereas 
only booked profits translate into cash and value. 
Viewed from that angle, 6 out of the 10 stocks were 
trading below the allotment price as on 31st October 
2019 casting a shadow over the issue of IPO pricing 
or even over pricing. Both Bombay Stock Exchange 
and PNB Housing Finance were trading at around 
70% of the allotment price on the date mentioned 
above (BSE allotment price- 806 and traded price on 
31st October is 554.65, PNB allotment price- 775 and 
traded price on 31st October is 536.35) the other 4 
stocks were not far behind and they continued their 

dismal performance till the end of October (ICICI 
Securities down 9.55, cochin shipyard down 42.445 
and Housing and Urban Development Corporation 
down 18.85

The above analysis that involved comparison 
of allotment price with various prices as resulted 
in identifying a mixed bag of winners and losers 
this classification was purely based on the ability 
of a script to hold itself above the allotment price 
and generate value both in good and bad times. The 
other category of scripts were those that could never 
justify the price paid for allotment either in the past 
or today. These are captured in the two tables shown 
below. 
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TABLE 1.9: The Winners

WINNERS ALLOTMENT 
PRICE

ALL 
TIME 
HIGH

ALL 
TIME 
LOW

52 
WEEK 
HIGH

52 
WEEK 
LOW

CURRENT 
PRICE

UPSIDE

SBI LIFE 
INSURANCE

700 1030 485 1030 515 991.5 41%

ICICI 
LOMBARD

661 1399 638.65 1399 785 1342.8 103%

CENTRAL 
DEPOSITORY 
SERVICES

149 486 180.8 247.95 180.8 232.5 55%

RBL BANK 
LTD

225 716.4 230.55 716.4 230.55 310.1 37%

L&T 860 1855 712.25 1820 1321 1503.65 74%

The above table is self-explanatory and clearly 
indicates the winners with percentage gains over 
allotment price in terms of the current price (31st 

October). Hence they have settled the issue of IPO 
pricing as fair and reasonable 

TABLE 1.10: The Losers 

LOSERS ALLOTMENT 
PRICE

ALL 
TIME 
HIGH

ALL 
TIME 
LOW

52 
WEEK 
HIGH

52 WEEK 
LOW

CURRENT 
PRICE

DOWN 
SIDE

ICICI SECURITIES 520 537.3 271 537.3 277.35 510.45 1.9%
COCHIN 
SHIPYARD

432 599 326.9 420 326.9 389.55 9.9%

HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

60 102.3 29.8 47.8 29.8 41.15 31.6%

BOMBAY STOCK 
EXCHANGE

806 1200 446.2 648 446.2 554.65 31.2%

PNB HOUSING 775 1717.65 370.5 1038.95 370.5 536.35 30%

The table clearly brings out the fact that two of the 
5 scripts have lost over 30% as compared to allotment 
price going by the closing price on 31st October. The 
act that 52 week high and low as well as the all-time 
low were also below the allotment price, is a clear 
pointer to the fact that their initial offer price may 
have been grossly over-valued (Housing and Urban 
Development Corporation-31.6% and Bombay Stock 
Exchange -31.2%) as for the other 3 companies they 

are just hovering below the allotment price and the 
sincere hope is that they may break out and move 
upwards in the medium term or long term. However 
the fact still reminds that even after 18 months of 
listing they continue to be under water raising critical 
questions about not only the pricing of the IPO, but also 
the wisdom of money managers who committed large 
sums of money to these issues without undertaking a 
thorough analysis of possible future valuations. 
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TABLE 1.11: The Effect of IPO Subscription on Mutual Fund Performances

S.NO. NAME OF THE 
COMPANY

MUTUAL FUND 
INVESTMENT 

AT ALLOTMENT 
PRICE

(in Crores)

INVESTMENT VALUE AT
(IN CRORES)

LISTING 
PRICE

ALL 
TIME 
HIGH

ALL 
TIME 
LOW

52 
WEEK 
HIGH

52 
WEEK 
LOW

CURRENT 
PRICE

1. ICICI SECURITIES 57.24 32.75 59.14 29.83 59.14 30.53 56.19
2. SBI LIFE 

INSURANCE
639.63 646.53 941.18 443.17 941.18 471.09 906

3.
ICICI LOMBARD

54.15 55.81 114.62 52.32 114.62 64.31 110

4. COCHIN 
SHIPYARD

35.81 43.78 49.65 27.1 34.81 27.1 32.29

5. CENTRAL 
DEPOSITORY 
SERVICES

5.13 9.01 16.75 6.23 8.54 6.23 8.01

6. HOUSING 
AND URBAN 
DEVELOPMENT 
CORPORATION

30.02 36.30 51.19 14.91 23.92 14.91 20.59

7. BOMBAY STOCK 
EXCHANGE

12.43 16.49 18.51 6.88 9.99 6.88 8.55

8.
RBL BANK LTD.

12.22 16.26 38.91 12.52 38.91 12.52 16.84

9. PNB HOUSING 
FINANCE

30.81 35.43 68.29 14.73 41.27 14.73 21.32

10. L&T TECH 
SERVICE LTD

22.36 22.59 48.23 18.51 47.32 34.34 39.09

The table shown above vividly captures the 
effect of subscription to Initial Public Offer by mutual 
funds on their performance. Undoubtedly the money 
managers earn incentives based on the funds under 
their management and would strive to achieve the best 
possible performance not only for the sake of investors 
but also for their own sake. However, losing money 
by subscribing to IPO’s doesn’t seem to have really 
affected their investment decisions and allocation of 
funds to IPO subscription the disturbing results are 
briefly summarised as follows:

1.  ICICI securities was viewed with a lot of 
hope by investors as a script that would not 
only generate return on listing, but also lead 
to long term wealth creation. Unfortunately 
the stock lost almost 40% at closing prices 

on listing and ended at around 32 Crores as 
against 57 Crores of investment made by all 
the mutual funds put together.

2.  The markets were not all that bad on 24th 
April 2018 when the company made a debut 
on Indian Bourses. However it was a poor 
opening and even the day’s high could not 
come anywhere near the allotment price, 
leave alone surpassing it. 

3.  The asset managers were thinking of cashing 
out on listing were either disappointed or 
knew it all along and were prepared to wait 
for a medium term optic. The result however 
was a combined loss of 25 Crores for all the 
funds put together. 
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4.  Other than L&T Tech Services that could 
only manage a flat listing, all the other issues 
had a marginal or premium listing with CDS 
on top of the list producing a staggering 80% 
return on the first day. If the fund managers 
had either cashed out or stayed invested, they 
would have still made some money from the 
script. 

5.  A comparison of the allotment price with 
all- time high of each script reveals that all 
of them were above board and had no serious 
problems from the market.

6.  Except CDS all the shares went down below 
the allotment price when compared with all- 
time low. This is a clear indication that there 
may have been a possible over valuation 
of price at the time of IPO. Most of the 
companies listed above traded at least 40% 
down as compared to allotment price.

7.  3 companies HUDCO, BSE, Cochin Shipyard 
all traded below the allotment price even 
when they managed to touch an all- time high 
in 52 weeks. Consequently funds invested 
in these companies lost a total of 14 Crores 
in terms of the traded price compared with 
allotment price. The other companies were 
able to fare better with SBI on top producing 
more than 40%.

8.  The real test came when the shares touched 
a 52 week low that spilled into the year 2019 
causing significant loss to the portfolio. ICICI 
Securities (rs.26.71 cr.), SBI Life Insurance 
(rs.168.54 cr.), Cochin Shipyard (rs.27.05 
cr.), HUDCO (rs.15.11 cr.) BSE (rs.5.55 cr.) 
and PNB Housing Finance (rs.16.08 cr.).

9.  The disturbing result is that all the funds 
together must have lost around 259 Crores.

10.  Even at current prices as on 31st October 
2019 all the funds together are under a loss 
totalling 27.37 Crores.

11.  The nagging question of whether the funds 
have paid more from investor money to 
promoters of company at the time of Initial 
Public Offering, has been partly answered in 
this analysis. Except in the case of CDS, SBI 
Life, L&T and RBL, all the other stocks are 
still trading below the allotment price. 

12.  This has virtually ended all hopes of recovery 

for the remaining scripts because they are 
unable to break out to the higher levels even 
during a bull market run.

FINDINGS

A critical evaluation of market data for the chosen 
shares revealed some interesting but also disturbing 
patterns that suggest a possible over pricing of IPO 
issues. On top of that the inexplicable decision of fund 
managers to continue the practice of seeking allotment 
from the IPO quota in spite of the fact that primary 
market tend to be more expensive than the secondary 
market, is also incomprehensible. The resulting loss 
to the fund under management is to be born only by 
the innocent investors who plays their entire faith on 
experienced money managers for return and capital 
appreciation. Hence it becomes the responsibility of 
the fund managers to not only try and create wealth but 
also ensure that there is no wealth erosion on account 
of wrong choices of investment.

The results of data analysis are summarised as 
findings below;

1.  Theworst fears of over pricing are vindicated 
when the scripts starts stuttering even on the 
listing da. It would be much easier to blame 
market conditions for such an eventuality but 
value scripts trade at a premium on the day of 
listing and lifts the mood of the market and 
makes it bullish. There were at least 3 stocks 
from the chosen 10 that faced this problem 
and continued to languish even during good 
times as is the case today.

2.  ICICI securities, of all the scripts, was a 
big disappointment and triggered all doubts 
about valuation and IPO pricing. The script 
continued to perform badly as on 31st October 
and traded at a discount to the allotment price.

3.  Scripts like BSE, PNB Housing Finance and 
even HUDSCO showed no signs of scaling 
up and the brunt o the burden was born by 
mutual fund investors. Except during a period 
of all time high trading prices, these scripts 
were mostly trading at a discount to the 
allotment price.

4.  A few purple patches in the form of good 
listing and continuously trading at a premium 
was the feature of stocks like CDS, RBL 
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Bank, L&T Tech Service Ltd. and SBI Life 
Insurance. But even these stocks are trading 
at a discount to the allotment price at the 
current levels.

5.  The unspoken doubt about the wisdom 
of fund managers to invest in IPO’s after 
repeated debates is probably anybody’s 
guess. If the optimism of high value listing or 
future trading is expected to counter balance 
the risk of possible loss from over pricing the 
optimism is certainly misplaced.

6.  The Chinese whispers about a possible tacit 
understanding is gaining ground and getting 
louder. This cannot be simply dismissed off 
hand because every IPO that falls into the 
pit is talked about after the damage is done. 
Moreover the process seems to continue 
without an effort to put in more focused 
research into fundamentals.

7.  From IPO’s that hit the market at the wrong 
time could not procure even the minimum 
subscription as it happened in the case of 
MRMGF and Wokkard Hospitals in February 
2008. This was preceded by a 2.5 Billion 
mega issue by Reliance power in January 
2008. The issue was 72 times over-subscribed, 
sucking out 180 Billion of liquidity from the 
market. This share was priced at rs.430 and 
it is nowhere near the price even by the most 
fertile imagination.

8.  The other issue was by Cairn Energy India 
Ltd. which was priced at rs.180 and took 
more than 2 years from the day of listing 
even to come closer to the price, let alone 
overtaking it.

9.  There are plenty of similar instances of 
ambitiously overpriced IPO’s that are not 
even actively trading today. If that is the case 
who is accountable for the losses incurred by 
mutual fund investments into these shares, 
is a long pending question that is yet to be 
answered.

10.  While we see AUMs growing from 5 lakh 
Crores in late 2007 to over 26lakh Crores in 
October 2019, the act still remains that the 
over-priced IPO’s may have significantly 
eroded investor value in these funds. If so, 

is there a provision for penalising wrong 
investment decisions like incentivising the 
fund managers for good performance?

11.  Answer to these very delicate but most 
relevant questions should be answered not 
only through transparent disclosures that also 
adhere into high degree of ethics in reporting.

CONCLUSION

The investors in India and else were in the world are 
already in a dilemma because deposits in banks no 
longer are low risk investments. On the other hand 
mutual fund investments are subject to market risk is 
also widely advertised with a caution to read the offer 
documents carefully before investing. Investments in 
direct equity is also not an option unless the investor 
choses to stay invested for a long time like over 10 
or 15 years to realise the benefits. Although one 
reads the success stories of long time investors like 
Warren Buffet, George Soress or Raymond Balio it 
is never take seriously in practice.  Investors should 
carefully evaluate the fund managers and the fund 
instruments as much as they can before making a 
decision. The advantage of rupee cost averaging can 
be fully leveraged if the investor is prepared to take 
the Systematic Investment Plan route for typically 
long periods of time mainly 10 years or more. Young 
investors who have just joined jobs should take savings 
as a habit initially and get addicted to it over a period of 
time. Since mutual funds are managed by professional 
money managers, questioning their wisdom may not 
be the right thing to do but at the same time leaving 
them scot free and unaccountable is also meaningless. 
The watch dog SEBI is already monitoring all the 
43 Asset Management Companies doing business in 
India, but also puts checks and balances for the benefit 
of retail investors. The fund manager for his part 
should inculcate a sense of social commitment in his 
approach to investment decisions.

When markets are bullish there is a swarm of 
IPO’s and all of them get subscribed. The consequent 
liquidity dry up may render the secondary markets 
helpless as the greedy bears take control. If this trend 
can be reversed, the issue of over pricing will never 
surfaced. Until then the debate about whether it is 
primary or secondary markets that are expensive will 
continue with no conclusive proof or agreement.
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It is essential to safeguard the interest of retail 
investors and make all efforts to preserve their capital 
and multiply it into wealth to fulfil their future dreams. 
For this to happen the mind-set of the fund managers 
should change and become socially focused instead of 
self-driven
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Abstract

Amazon consumers are broad at the present a day’s 
along with it have developed to millions of customers, 
seller, content creator, developers, and enterprise. 
Every one of these group has altered needs, and for 
all time work to meet those wants by innovating recent 
solution to make things easier, quicker, improved, and 
more cost- successful. The key features of the website 
are editorials and customer review, manufactured 
goods information, secure payment system, picture 
uploads etc. The purchaser can visit network stores 
from the calm of their home and shop as they sit in 
front of the computer. Now a day’s digital marketing 
has turn out to be accepted between people and they 
feel very comfort in using internet. Amazon customers 
also take pleasure in great savings every day on deal 
of the day, lightning deal, and Amazon prime day sale 
and as well as through cash back. Amazon brings 
all new Amazon pay balance which where can store 
money and use that for Amazon shopping. Cash back 
and token deal are also related on Amazon pay sense 
of steadiness. Cash back is the utmost cash back and 
voucher signs site which assist to save extra money and 
receive money back every time for buying the favourite 
product from Amazon.  And also will get faster refunds 
on pay balance. This paper focuses on concept and 
growth of Amazon Company.

Keywords: Digital marketing, Amazon key features, 
Amazon customers offer. 

INTRODUCTION

Amazon is what it refers to as three buyers set customer, 
seller customer, and developer customer. The company 
provides digital marketing military, together with 
website expansion, marketing, performance, client 
services, and recompense processing. The Amazon 

allows clients to surrender review to the website sheet 
of each manufactured goods. Reviewers have to charge 
the manufactured goods on a ranking scale from one 
to five stars. If a review is given adequate useful 
hits, it appears on the front page of the manufactured 
goods.  Investigate within the book is a characteristic 
which allow clients to search for keywords in the full 
passage of my book. The Amazon announces that it 
has particular New Delhi; Indian Based Daksh.com 
to provide Web based client service from India. The 
company believed that the travel will allow leveraging 
“India high quality and cost helpful purchaser care 
professional. When a customer first entered into 
Amazon page they provide featured manufactured 
goods by the website, except when the clients stay for 
the next time the recommender method regularly offer 
commodities by study purchaser security and qualities. 
Customer acquirement and preservation has been the 
most rights of way to Amazon Company’s preparation. 
Throughout web site Amazon maintain complicated 
announcement that automate the procedure of create 
cost for the customers. Amazon Company has a 
number of product and services available such as: 
Amazon Fresh, Amazon Prime, Amazon Fire TV, and 
Kindle.

REVIEW OF LITERATURE

1.  Julita Vassileva (2017) this swot is based 
on supposed efficiency, trustworthiness and 
maintenance intent in E- commerce; A study 
on Amazon.  From this study it’s clear that 
the supposed efficiency of an e- commerce 
business like Amazon is a great forward 
planner of maintenance target. This cram 
suggested that the promising plan guiding 
principle in the development of winning e- 
commerce site.
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2.  Abdullah Al Imran (2014) topic on Amazon 
information system, company strategy and 
e-CRM. The main purpose of this study is 
known how Amazon implements CRM. 
This study is based on secondary data. The 
study finds that the main success of Amazon 
is the innovation and the competition in the 
markets.

3.  Reid M. Berryman (2014) this paper is about 
the analysis of Amazon.com. In this study 
special attention given to historical overview, 
organisational structure, business operation, 
financial performance. The future outlook of 
Amazon business interest is shifting. 

4.  Dr. Vinay Pandit, Dr. Arun Poojari 
(2014) the learning is based on Amazon 
most important air for possibility and 
effectiveness- a graphical data examination. 
The main objective of the study is the 
feasibility of Amazon primary air business 
form. The main idea of this study is to study 
the possible and money-making aspect of 
business. These researchers conclude that the 
future company idea may not be in present 
big business environment.     

5.  Sandeep Krishnamurthy (2002) focused 
study on Amazon.Com- a Business History to 
come into view in E- commerce Management. 
The main purpose of this paper is to present 
a balance and up to date business history of 
the company.

REASONS FOR THE GROWTH OF 
AMAZON MARKETING COMPANY

1.  Innovation: The main growth of Amazon 
Company has come its ability to continuously 
innovate. They are looking for new ways to 
reach customers to use their site for purchases. 
They focused on building a business that 
included bigger and more expansive networks 
of products to sell. Innovation is possible 
because the company is not afraid to spend 
money to try out new ideas and methods. 

2.  Customer Service: Amazon have residential 
a scope of useful gear users can occupy 
to path correspondence and fast return or 
replace ordered items. Social media is one 

more controlling tool that Amazon employs 
to employ with shopper and improve the 
excellence of its purchaser services.

3.  Execution: Amazon gets the whole thing 
right execution purchaser orders. They 
choose goods and services that service that 
customer’s wants and needs. Amazon also 
has outstanding seller relations that permit 
them to offer customers low-cost pricing. 

4.  Use Data and Learn: The Company 
recognizes what commodities and services 
clients wish for and then innovates or 
changes up their game plan to reach those 
customers more effectively. The company 
learn from their customer needs and concerns 
will always stand above those who just keep 
pushing the same business model.

5.  A Dedication to Standing out: If you are 
building an e- commerce business, one of 
the most important steps for you to take is 
to get the product to your customers fast and 
safely. When you consider the value of this 
within your own business, it means having a 
no nonsense attitude. The company creates 
a plan and executes it. It works hard at 
connecting all the dots to ensure it doing just 
what it promises its customers it would do.

6.  Simple Clear User Experience: Amazon 
site is very easy to use. It is designed 
to be effortless in selling a product. It 
drives customer sale because it’s such a 
straightforward, effective process. Making 
it easy the customer to make a purchase is 
a core component of the company’s success 
because no other website is that efficient, 
clear, and easy to use. 

7.  “Why Question”: Another reason why 
Amazon is working so effectively at growing 
its sales is that it gives consumers key 
information in a simple, clear manner. If find 
any product listings on the site to be very 
thorough and detailed. They are not hiding the 
products they selling or using sale language 
on these pages.  They contain the content the 
consumer needs including reviews, photos, 
description, price in a clear manner, purchase 
and delivery timelines, return information, 
warranties and guarantees. 
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CONCEPT OF AMAZON COMPANY

1.  Obsess over customers: The Amazon 
company especially obsess over competitors, 
the Amazon built its Amazon web server 
business, which was planned to resolve the 
trouble with too- expensive in- house function 
hosting and open resource products that 
weren’t full-bodied enough to easily support 
fast- growing or previously large company. 

2.  Take risk for market leadership: The 
Amazon three try to get its big business as a 
exchange and performance platform off the 
ground. First it tried Amazon auction, a more 
or less through aping of the mock-up that put 
eBay wrote in his very first yearly letter. 

3.  Positive word of mouth: The main 
motivation for the achievement of Amazon is 
the constructive word of mouth. The Amazon 
build a great knowledge, regulars are bounce 
to tell their relatives and contacts about it.

4.  Keep innovating: Amazon is additional than 
just an online vendor. It gets to everywhere 
it is at present for the reason that it’s believe 
in frequent improvement. Amazon has 
developed mental shops; buzz freedom 
system a very big cloud compute business, 

and so a great deal more. Amazon Company 
are fulfilled when they come up with single or 
two good information.   

RESRARCH METHODOLOGY

This research learning is based on fully secondary data. 
The secondary data is mainly consists of published 
report of Amazon com. 

OBJECTIVES OF THE STUDY

 ● To find out the growth of Amazon company.

 ● To analyse how Amazon makes money.

 ● To understand the concepts of Amazon.

LIMITATIONS OF THE STUDY

 ●  The data is collected based on secondary 
data.

 ●  The data used in this analysis are purely 
based on published report of Amazon 
Company.

 ●  This study has been conducted within a 
short period of time.

ANALYSIS AND INTERPRETATION 

TABLE 1 AMAZON QUARTERLY INCOME STATEMENT
Date 30-09-2019 30-06-2019 31-03-2019 31-12-2018 30-09-2018 30-06-2018

Amount 50,26,875.19 45,54,436.13 42,88,370.40 51,99,343.82 40,63,967.23 37,98,907.15

Source: Secondary Data
Inference:

From the above data its shows the quarterly income 
statement of Amazon company from 30 –September 
-2019 to 30 – June – 2018 (Fig.1) 

QUARTERLY INCOME STATEMENT

Fig. 1

From the above quarterly income statement chart 
it is clear that, the income of the Amazon Company is 
varying from quarterly. From June 2018 to December 
2018 the income level is increased, then December 
2018 to march 2019 the income level is decreased and 
from 2019 June to September 2019 the Amazon income 
in increasing. From this chart it’s clear that the income 
of the Amazon Company is fluctuating day by day. 

TABLE 2 ANNUAL NET SALES 

2016 2017 2018

North America $ 79,785 $ 1,06,110 $ 1,41,366

Global $ 43,983 $ 54,297 $ 65,866

AWS $ 12,219 $ 17,459 $ 25,655

Total $ 1,35,987 $ 1,77,866 $ 2,32,887

Source: Secondary Data
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Inference:

The above table reveals the annual net sale of the 
Amazon company year from 2016 to 2018. (Fig.2)

ANNUAL NET SALES

Fig. 2

From the above table it is clear that the net sales 
are increasing yearly from 2016 to 2018.  Net sales 
consist of item for consumption and service sales. 
Manufactured goods sale characterize profits from the 
deal of product and connected transport cost and digital 
media satisfied where we trace revenue gross. Service 
sales mainly characterize third- party vendor rate, 
which include commission and any interconnected 
completion and transport cost, AWS sales, Amazon 
prime sponsorship amount, promotion services, and 
certain digital satisfied subscription. 

FINDINGS AND SUGGESTIONS

 ●  Amazon company development based on 
in depth move towards to SEO and Ad 
words target keywords.

 ●  Simple and creating experience all the way 
through testing and learning is the main 
highlight of the Amazon Company.

 ●  The suggestion is that Amazon Company 
should focus on customer observation 
rather than competitor focus. 

CONCLUSION

Online business saves clients currency and valuable 
time. The function of any big business is to offer 
inventive solution to people’s trouble. Paying 
awareness to how distinguish on value and excellence 
will permit becoming a more free-thinking member 
of staff, business owner, and shareholder. Amazon 
has all necessary conditions to become the world 
most successful e- commerce company. It plays an 
important role in making online business become 
popular than ever. With the quick development of the 
world, especially in e- commerce, the influence of 
Amazon will be more important in the future.
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Abstract 

As our prime minister of India stated that, the people of 
the government of India to move on the cash less economy, 
in connection with the above statement, the companies 
are selling their product through online and also they are 
encouraging or attracting the customer to buy a product 
through online. In this regard in present days online 
marketing is emerging one. The online marketing is 
growing rapidly in India with fast pace. Many companies 
are using online market to sell their product in Tamilnadu, 
not only in Tamilnadu all over the India, the companies 
like Snapdeal, Amazon, flipkart club factory and so on, so 
this study reveals that few information about satisfaction 
of the online customer in Chennai city.

Keywords: Customers, Online marketing, 
Satisfaction, Chennai 

STATEMENT OF PROBLEM

The growth in online marketing in the past decade 
has been phenomenal in India. In the current scenario 
many people are tipping towards online marketing 
because of its convenience and easy for the customer 
even the competitive advantages the companies are 
trying to give home delivery. Even with the massive 
spike in online marketing and all its new avenues, the 
vast potential of conducting business online is largely 
untapped. Moreover, there is still much room for 
online marketing to grow. 

In this study try to reveals that most of the studies 
in this area are related to non-Indian context and hence 
there is an urgent need to analyze the risk perceptions 
in online marketing. The present study is aimed to 
fulfill this requirement. This is a study of understanding 
whether trust matters or not in online marketing and 
understanding risk perceptions in online marketing in 

Chennai. Hence this study has been made an attempt 
to analyses the customer satisfaction in Chennai city.  

OBJECTIVE OF THE STUDY

To understand the buying behavior and pattern of 
customers towards online shopping

REVIEW OF LITERATURE 

Smith (2012) carried out a longitudinal study over 3 
years (2009 through 2012) in a millennial group (students 
of the age group 19-23 years) in a prominent university 
in the USA. Gender ratio was approximately 44:56 (male 
to female). The research was carried out in a Behavior 
Lab setup by surveying the millennial group and data was 
captured over these years as they would respond to live 
digital marketing incidences on internet (likes of Google, 
YouTube, Blogs etc. and also email updates).

Minton, Lee, Orth, Kim and Kahle (2012) 
did this very interesting research on sustainable 
marketing and social media, involving cross-
culture populations (subjects) to analyze motives for 
sustainable behaviours. South Koreans representing 
collectivist culture and USA, Germany being more 
of individualistic culture, were studied based on their 
usage of Facebook and Twitter with regard to motives 
for sustainable behaviours. Using Kelman‟s (1958) 
functional motives as basic theoretical foundation, 
online survey method was used to cover the subjects 
belonging to different cultures. The conceptual model 
for this study tried to analyse how functional motives 
(responsibility, involvement and internalization) 
influence the sustainable behaviours such as, recycling 
behaviours, organic food purchase, green transport 
use, anti-materialistic views, and charity. It was found 
that involvement motives lead to recycling behaviours 
and green transportation use for all countries. 
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Bacile, Hoffackerand White. (2014) in this qualitative 
research based onnetnographic’approach (a nonintrusive 
ethnographic study on the internet) attempts to explore 
as to, which aspects of social media service encounters 
on a brand’s social media pages influence consumers in a 
manner similar to marketing communications.

V. Tripathi (2016), in his study clearly mentioned 
that the online Marketing is fast developing in front of 
our eyes and it is almost impossible to reject and hide 
from this new form of media. It is true statement because 
at present there are lots of online marketing companies 
are exist. “This shift in consumer influence indicates a 
need and an opportunity for companies to reprioritize 
the mix of communication channels they use to reach 
their consumers”. The study discusses the attitude of 
teens towards brand selection due to Online Marketing 
comprising apparel market in India. The study is 
exploratory in nature. The research uses content analysis 
to conduct the research. This research is divided in three 
parts to understand The Impact of Online Marketing on 
Brand Selection by Teenagers.1) Strategy behind Online 
Marketing to Teenagers. 2) Role of Online Marketing on 
Teenagers in Brand Selection .3) Benefits and worries of 
Online Marketing on Teenagers.

RESEARCH METHODOLOGY 

The study comprises both primary data and secondary 
data, the primary data were collected by using 
questionnaire, and the secondary data were collected 
trough the books, journals, magazine and the like   

SAMPLING SIZE

For the data collocation purpose the researcher 
identified 260 respondents in Chennai city by using 
judgment sampling method.

LIMITATIONS OF THE STUDY

1. The study is confined to Chennai city only

2.  The study is based upon the consumer 
opinion of online marketing; the opinion is 
May or may not be correct. 

3.  The data collected for the research is fully on 
primary data given by the respondents. There 
is chance for personal bias. So the accuracy 
is not true

ANALYSIS AND INTERPRTETION

CHART 1: GENDER WISE 
CLASSIFICTAION OF THE RESPONDENTS  

Source: Primary data 

From the survey it was found that majorly 60.8% 
of the respondents are male whereas the remaining 
39.2 % of the respondents are female. No third gender 
is given their opinion hence it was ignored.

CHART 2: AGE WISE CLASSIFICATION 
OF THE RESPONDENTS  

Source: Primary Data 

the diagram it is inferred that 5% of the respondents 
comes under the category of below 18 year of old, 57% 
belong to 18-24 years, 12% comes under 25-34, 9% of 
the respondent are belong to 35-44 age group, 14.4 % 
of the respondents belong to above 44 years.  

CHART 3: EDUCATION WISE 
CLASSIFICATION
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Source: Primary data

It is inferred that 3.2% of the respondents they 
were studied upto the secondary school, 10.5% from 
higher secondary, 6.3% pursuing their associate 
degree, 72.4% pursuing their bachelor degree and the 
remaining 7.4% pursuing other professional courses.

CHART 4: TIME SPEND WISE 
CLASSIFICATION

Source: Primary Data 

From the above chart explain that 5.1% of the 
respondents spent less than an hour, 14.3% spent 
an hour, 29.6% spent up to 3 hours, and 50% spent 
more than 3 hours and remaining one percentage of 
respondents said that they were used depending on 
their mood.

CHART 5: USAGE WISE CLASSIFICATION

Source: Primary Data 

From the above chart portraits that 71.3% use 
internet were using at home, 12.8% use at college, 
Remaining 15,9% use at other places.  

CHART 6: ONLINE SHOPPING BASED 
CLASSIFICATION

Source: Primary Data 

The researcher interpret that based on the analysis 
86.2% has opted for the option yes, 11.2% opted for no 
and both sometimes and rarely are being opted by 1% 
of the total respondents.

CHART 7: NUMBER OF TIMES 
PURCHASED CLASSIFICATION

Source: Primary Data 

From the above diagram elucidates that 41.9% and 
35.5% are the occasionally and rarely users. However, 
21.5% of the respondents are frequent users of online 
shopping and remaining 1% has never done only at the 
free time whenever they feel .

CHART 8: PRODUCT PURCHASED 
BASED CLASSIFICATION

Source: Primary Data 
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From the above chart enumerate that 8.7 % 
purchase jewelers, 34.8% purchases textiles, 20.7% 
prefer gift articles, 28.3% prefer books/cd’s majorly 
the respondents are (52.2%) prefer electronic goods 
and the remaining 26.1% prefer other products.

CHART 9: USAGE WISE CLASSIFICATION 
OF THE RESPONDENTS  

Source: Primary Data 

36% of the respondents used digital 
marketing for the website optimization for 
international business for 1-3 years, 28% of 
the respondents used digital marketing for 
the website optimization for international 
business for 1-5 years Therefore, most of 
the respondents used digital marketing for 
the website optimization for international 
business for 1-3 years.

CHART 10: CHOICE WISE 
CLASSIFICATION OF THE 
RESPONDENTS  

Source: Primary Data 

41% of the respondents mention that 50 
respondents getting their leads or customers, 26% of 

the respondents mention that less than 50 respondents 

getting their leads or customers Therefore, most of the 

respondents mention that 50 respondents getting their 

leads or customers 

 CHART 11: CLASSIFIED BASED ON PRODUCT 

RATING PREFERENCE  

Source: Primary Data

It is interpret that 87.2% of the respondents chose 

yes over the 12.8 % of respondents who chose NO. 

Because whenever the required the products they may 

buy the products not based on the products. 

CHART 12: CLASSIFIED BASED ON 
SELLER RATE

Source: Primary Data 

From the above chart researcher can interpret that 

71% of the respondents prefer a yes and remaining 

29% prefer a no. 
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CHART 13: TIME SPENT IN THE INTERNET 
FOR BUYING A PRODUCTS

Source: Primary Data 

From the above diagram interpret that 3.2 
% use on a daily basis, 28% use on  a weekly 
basis , majorly 49.5% use on a monthly basis 
and 19.4% use on a yearly basis.

CHART 14: CLASSIFICATION BASED ON 
REQUIMENT  

Source: Primary Data

It is interpreted that very less one perecent of the 
respondent’s requirements are said that the requirement 
was fulfilled, majority of the respondent (73.3%) are 
mostly completed. Remaining 21.1 % are rarely met 
and finally 4.4% are never completed.

CHART 15: CLASSIFIED BASED ON 
EXPLORATIONS  

Source: Primary Data 

From the above chart we can interpret 
that 49.4% is for specific sites they were used 
, 28.1% of the respondent were used google 
search engine, 16.9 %is for social media and 
remaining 5, 6% is for price aggregator.

CHART 16: CLASSIFIED BASED ON 
SATISIFATION ON ONLINE MARKETING

Source: Primary Data

It is interpret that 7% of the respondents 
were highly satisfied, 72% of the respondent 
were satisfied and remaining 21% are neither 
satisfied nor dissatisfied.

FINIDINGS OF THE STUDY

1.  Most of the respondents belong to the 
category of 18-24 years 

2.  The study included the majority of the 
respondents (72.6%) were hold their 
bachelor’s degree 

3.  Upto 50% of the respondents from the total 
time spend the more than 3 hours on the 
internet.

4.  About 71.3% of the respondents use internet 
from home.

5.  Large majority of the respondents were (i.e 
86.7%) buying through online in this study. 

6.  Upto 41.9% of the respondents occasionally 
shop online.

7.  Electronic goods are mostly purchased 
product from online.

8.  For 87.2% of the respondent’s product ratings 
do matter 

9.  For 71% of the respondent’s sellers rate does 
matter.
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10.  49.5% of the total respondents spend monthly 
on online shopping 

11.  Upto 73.3 % believe that online shopping 
mostly fulfil their requirements

12.   For most of the respondents i.e. 40% believe 
share of information’s and accuracy to be the 
vital part in online marketing.

13.  From the total respondents majority of them 
(72%) were satisfied in the online marketing.

RECOMMENDATIONS 

a.  Special offers can be given to make the 
customers to quantify the effect of digital 
marketing. This will help international business 
to increase the overall business

b.  Update and analyze the status of the website 
optimization on a periodical basis to assess the 
effectiveness of digital marketing

c.  Special training can be provided to understand 
the various new innovations that have happened 
in the website optimization field. This will 
motivate the customers to choose other digital 
marketing services

d.  Innovate the SEO services to continue the good 
services in the website traffic building and also 
to get more customers 

e.  Keep a close eye on the analytics data, and 
use this information to inform the customers 
on the promotional and content strategies. Pay 
attention to what posts and pages are proving 
the most popular and update the customer. This 
will give a better satisfaction for the customers.

CONCLUSION

Through this study, the researcher comes to conclusions 
that different studies and different analysis stated that 
Online marketing is a vast term for the marketing of 
goods used by the companies to sold out their products 
by using digital technologies, mainly in internet, 
this study has been undertaken to understand the 
overall effectiveness of the online marketing among 
customers in Chennai city. For this purpose, responses 
from the respondents of all age groups using online 
marketing have been collected and analyzed. Hence 
the online marketing companies are providing better 

services to the customers still there are some hurdles 
like time delay, quality of materials, and poor response 
from the customer care and so on. Once short out 
these problems by the particular companies, the online 
marketing is overruling the traditional marketing.       
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Abstract

After the globalization of Indian economy in 1991 the 
telecommunication sector reminds one of the most 
happening sectors in India. The recent years witness rapid 
and dramatic changes in the field of telecommunication 
in the last few years more and more companies both 
the foreign, domestic come in to cellular services to 
the people. It has immense capacity to serve the people 
directly or indirectly, telecom sector provides business 
and job opportunities to the people and help in increasing 
GDP of the country. In this contemporary scenario the 
market is full of alternatives to the customer; it is a buyer 
‘market with a lot of alternatives to choose either mobile 
devices or service provider. The reliance has given a 
new alternative to the customers in the name of” “JIO”. 
Reliance JIO’s mega entry generates lot of drastic and 
unanticipated changes in consumer’s buying behavior. 
After considering all the above this study made an 
attempt to analyze how the entry of reliance JIO affects 
the mobile users behavior. The study reveals that the 
launch of reliance JIO and their free offers and schemes 
especially providing high speed internet at nominal rates 
attract more and more customers towards JIO network 
because of majority of the respondents are middle class so 
they easily go for the offers and schemes of reliance JIO. 
The study also  analyze that after the launch of reliance 
JIO majority of the telecom companies  who are charging 
high price values, started to reduce the prices for facing 
big competition .In light of the above facts, the present 
paper focuses to analyse the impact of mass marketing 
strategies of reliance JIO on the mobile users. For which 
Thrissur region was selected for the study.

Keywords: Reliance JIO, Mobile phone users, 
Thrissur region.

INTRODUCTION

Reliance JIO is LTE mobile network operator in India. 
The company gives wireless 4G LTE service network 

and is the only 100 percent VOLTE (voice over LTE) 
operator in the country. The coverage circle for this 
company is 22.The units have been taking over the 
spectrum since 2010, and it has more than 1 million 
mobile phone subscribers. JIO is the process to set up the 
4G LTE infrastructure RJIL has set up the benchmarks 
by providing high speed internet connectivity, rich 
communication services, and other digital services. 
Reliance JIO infocomm ltd announced the launch of its 
digital services with JIO in Mumbai on 1st September 2016 
with JIO welcome offer with the permission of telecom 
regularly authority of India.  BAML said that its survey 
indicates that JIO’s free service is gaining reasonable 
traction with 26% using JIO as primary SIM and 21% as 
secondary SIM,55% of the surveyed users find JIO speed 
higher than that of other telecoms, the brokerage said, 
adding voice calling continuous to be an issue, with only 
22% surveyed users expressing satisfaction. The majority 
of reliance JIO infocom ltd users will stay on even after 
the free services end, a Bank of America Merrill lynches 
(BAML) survey found countering the perception that 
customers will leave once they are asked to pay up.

“An overwhelming majority – over 85% of JIO 
users will continue as paid consumers after the expiry of 
free offers. A Further 8% could continue if voice issue 
is fixed -implying just over 6% exhibiting reluctance to 
continue with JIO.”   JIO’s data transfer speed appears to 
be a bigger attraction than tariffs. The biggest reason for 
users to test JIO during the free offer period was not that it 
was free but that its data speeds were higher. Increasingly, 
a significant number cited JIO’s free content as a reason 
to use it. Over 60% respondents would upgrade their 
current phones to use JIO. Interestingly, 67% said they 
will use JIO as secondary sim / dongle and 18% will use 
it as a primary one when JIO’s free offer ends. In this 
survey is indicative, JIO should be able to retain the 
majority of customers.  To be sure, JIO is in a tug of war 
with market leader Bharti Airtel ltd, which has moved 
the telecom disputes settlement and appellate tribunal 
against reliance JIO’s extended free service offer. JIO 
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first launched with a “free welcome offer “that was to 
expire on 31 December and later extended it by tweaking 
it into a “happy New Year offer” that expires on 31 March 
.The Reliance JIO is according to the market trend hence 
it satisfies the market needs. And they also create more 
extensive services. These together bring the cumulative 
investment spectrum. (Dr.Pankaj Sharma and Dr.Tapen 
Gupta, 2017).The Reliance Jio has disrupted the normal 
functioning of the telecom industry due to the only aspect 
of the free services provided. This eventually attracted 
more customers due to the more services introduced and 
provided at cost less. (Jai Bhatia and Advait, 2016).The 
customers are satisfied with the services provided by the 
Reliance Jio as the Reliance Jio satisfies the customer 
preferences. The price cost which is very affordable by 
all range customers is the reason behind their success. 
(K.R.Mahalaxmi and Suresh Kumar, 2017).Company has 
sturdy monetary capability to suffer initial losses and to 
recover the gains after three to four years. sturdy complete 
image because of wonderful selling and advertising 
strategy adopted by the Reliance Jio promotions.
(M.Nandhini and D.Sivasakthi, 2014). The Reliance Jio 
provides more satisfaction among the customers. Strong 
and positive brand image because of glorious promoting 
and advertising strategy. Those who weren’t keen to shop 
for Lyf phones were been connected through Jio be part 
of app. ( Dr.A.Shanker Prakash, 2017). The client were 
been offered electronic device at lowest value of Rs 
1999/- just for the requirement of broadband. Consumer 
Friendly Registration. Customers were conjointly given 
door to door service of delivering their sim cards for 
his or her convenience.(ManashiMedhi, 2017 ).There 
were bound disadvantage including cherish there was a 
differentiation between voice job and information usage 
and so company should rely on information consumption 
for profit thanks to creating voice job free.4G network 
was launched by alternative operators before Jio launched 
within the market that created the JIO to contend with 
existing network operators within the market.(Mr.
Abhishek Kumar Singh and Prof. MalharParrikar, 2018).
Growth Hacking could be a method of each typical and 
unconventional selling experiments across the channels 
and products development to seek out the effective and 
economical ways in which to grow a business. It’s main 
target building, engaging, changing and retentive the user 
base of a business and Growth Hacker is that the one who 
helps to accomplish that each one.( Richard I.Levin and 
David.Rubin, 2004).

 JIO could be a telecommunications revolution. 
JIO leaps advanced method of communication in terms 
of voice, data, network & technology. JIO brought 
better India through the advancements and through 

the knowledge of internet services to all the people. 
(P.L.Senthil and S.Mohammed Safi, 2014).

The objective of the study to know the major 
changes in the buying behavior of mobile phone users 
after the entry of reliance JIO.   

OBJECTIVES OF THE STUDY

1.  To know the perception of customers about 
JIO network.

2.  To analyze the major changes in telecom 
industry after the launch of reliance JIO.

3.  To study the consumer attitude towards other 
network with JIO

METHODS AND MATERIALS

The present study is a descriptive research which is 
done with the help of data collection by collecting the 
survey. The survey was conducted with help a well 
structured questionnaire which was prepared with the 
help of the objectives. The sample size of the data 
collection recorded was about 100 respondents who 
belong to the students, employees, business man, 
professionals. The present study is based on both the 
primary and secondary sources of data which included 
many research articles, newspapers, blogs and books. 
The questionnaire contained questions regarding 
the respondent’s age, their gender their educational 
qualification and the occupation of the respondents were 
also asked. The respondent’s monthly income and the 
purpose using phone were also asked. The respondents 
were also asked about the number of members in their 
family using Reliance JIO and how long they have 
been using them. The preferences among the prepaid 
and postpaid connections were also asked and whether 
they were impressed by the marketing strategy used 
and the satisfaction level of the respondents was asked. 
And finally the problems with the connections and 
suggestions for the issues of Reliance JIO were asked. 
The collected analyzed by using percentage analysis, 
chi-square, Likert’s scalee.t.c.

HYPOTHESIS

To test whether the consumer attitude towards other 
network with JIO

Null Hypothesis

H0: There is no significant difference in the 
consumer attitude towards other network with JIO 
network coverage, cost and Customer care.
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Alternative Hypothesis

H1: There is a significant difference between 
consumer attitudes towards other network with JIO 
network coverage, cost and Customer care.

RESULTS

The study revealed that majority of 52% of the 
respondents were recorded as males and 84% of the 
respondents were females.

The present study recorded 100 respondents out of 
which majorities of 56% of the respondents were between 
20-30 years. And 20% of the respondents belonged to the 
age group of 30 years to 40 years. And the 15% of the 
respondents were belonging to the age group below 20 and 
the remaining 9% of the respondents were above 40 years.

The respondents belonged to various occupations 
such as, businessman,  employees, Student, professionals 
and various other occupations.

The respondents monthly income was recorded were 
there was equal majority of each 29% the respondents 
had no income. And 40% of the respondent’s income 
was less than10000 rupees. And 10% of the respondents 
income was about to 10000 -20000 rupees and 11% of 

the respondents income was recorded as 20000- 50000. 
And the remaining 10% of the respondent’s monthly 
income were above 50000.

The respondents were also asked whether they 
were satisfied with the services provided by the 
Reliance JIO which recorded that majority of 71% of 
the respondents stated yes and the remaining 29% of 
the respondents stated no

The respondents were asked on what factor did they 
select Reliance JIO which recorded that the majority of 
45% selected due to the free offers provided and 15% 
selected due to connectivity and 30% selected due to 
the advertising and  2% selected due to the goodwill and 
8% selected due to other reasons

LIKERTZ SCALE

The table shows that what kinds of factors are improved 
in reliance JIO services. the variable used to improve 
in network coverage, removing calling congestions, 
and upgrade in android version and data speed and 
customer care services, Likert scale is used to evaluate 
the statements. Each point on a scale carries a score. 
The score value for strongly agree, agree, neither agree 
or disagree, strongly disagree, values are 2, 1, 0, -1, -2.

Statement Number of respondents Total Attitude
S.A
(+2)

A
(+1)

N
(0)

D
(-1)

S.D
(-2)

Improved in network coverage F 30 20 35 10 5 100
W 60 20 0 -10 -10 60 Favourable

Removing calling congestion F 17 29 34 18 2 100
W 34 29 0 -18 -4 41 Favourable

Upgrade in android version F 21 28 42 4 5 100
W 42 28 0 -4 -10 56 Favourable

Data speed F 43 21 26 8 2 100
W 86 21 0 -8 -4 Favourable

Customer care services F 23 12 34 23 8 100
W 46 12 0 -23 -16 Favourable

INFERENCE:
The table shows the kinds of factors are improved in 
JIO services and all respondent’s attitude was favorable 
condition. 

CHI-SQUARE TEST
To test whether the consumer attitude towards other 
network with JIO

1. NETWORK COVERAGE

H0: there is no significant difference in the consumer 
attitude towards other network with JIO Network 
coverage

H1:there is a significant difference between consumer 
attitude towards other network with JIO network coverage
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Calculated value 10.57
Degree of freedom 4
Level of significance 5%
Table value 9.488

INFERENCE: 

At 5% level of significance the table value is 
9.488, the calculated value is higher than table value, 
hence reject the hypothesis.

2. COST

H0: There is no significant difference between the 
consumer attitude towards Cost of other network with 
cost of JIO

H1: There is a significant difference between the 
consumer attitude towards cost of other network with 
cost of JIO.

Calculated value 1.714
Degree of freedom 4
Level of significance 5%
Table value 9.488

INFERENCE:

At level of significance 5% table value 9.488 is 
greater than calculated value, hence accept hypothesis

DISCUSSION

The present study is based on the mass marketing strategy 
of the Reliance JIO such as free net and other services 
provided by the Reliance JIO. These services were 
provided at free of cost which is wanted by the customers 
of the society. This need in the society was correctly 
identified and solved by the Reliance JIO.Though there 
were many advantages for the Reliance JIO they had 
certain drawbacks such as less fide optic capacity and 
congestion during calls and etc which created controversial 
issues also. But later the Reliance JIO issues were rectified 
and had certain improvements which created and attracted 
more loyal customers. This study has stated the marketing 
strategy of Reliance with special reference to JIO and their 
impact on the mobile phone users

CONCLUSION

The study concludes that the majority of the respondents 
are middle class and they are attracted by because of 
mass marketing campaign, offers and schemes offered 
by the Reliance JIO.Hence Reliance Jio are the people’s 
favorite services provider. Most of the users of JIO are 
students and employees. The mega entry of Reliance 
JIO generates lot of drastic and unanticipated changes 
in consumer’s behavior and communication industry. 

And for facing cut throat competition the big service 
providers compelled to mergers and acquisitions. The 
study also observed that JIO would have generate a 
significant market share in coming 3-4 years. 

REFERENCES
[1]  ARULKEMILAS.A AND Esakkiammal.S, 

2016.Business Strategy in Reliance Jio.
International Journal Ssrg.Spl.Pp.7-10 

[2]  PAWAN Kalyan (2015).Study On Jio and Effect 
and Competitors Reaction. Jmeit. Vol.3. Issues. 
Pp.18-38 

[3]  MRS.V.Mathangi. Dr.R.Geethalakshmi (2017) 
Paradigm in Strategy Transfornis of Reliance 
Jio.Ijrss.Vol.7 Pp.432-439

[4]  R.Sakthi Prasath, N.Chandrand, R.Amutha. 
(2017) Reliance Jio Strategies. Ijariie. Vol-3.
Issue.3. Pp857-866 

[5]  R.Sorna Priya and M.Sathiya (2017) Customer 
Satisfaction towards Reliance Jio.Jams.Vol.6. 
No.1 Pp.21-27 

[6]  Rajbinder Singh (2017) Impact Of Reliance 
Jio on Indian Telecom Industry.Ijsrm, Vol.5. 
Issue 07. Pp.6469-6474 [7] D.Satyanarayana, 
Dr.K.Sambasiva Rao and Dr.S.Krishnamurthy 
Naidu. (2017).Ijar.Vol.3. Issue.3. Pp.209-212

[7]  J.Meena Maheshwari and Ms. Ramya (2017). 
Reliance Jio- A Digital Boom. Ijard. Vol.2. Issue 
6. Pp.473-476 International Journal of Pure and 
Applied Mathematics Special Issue 579 [9] 
Dr.Pankaj Sharma and Dr.Tapen Gupta. (2017). 
Reliance Jio- Impact. Vol.8. Issue 1. Pp.122-131

[8]  Jai Bhatia and Aditi Rao Palep (2016). Reliance 
Jio. Epw.Vol.51. Issue 39. Pp.2349-8846 

[9]  Kr.Mahalaxmi and Suresh Kumar (2017). 
Changing the Indian Telecom Sector. Reliance 
Jio. Ijard.Vol.2. Issue.2 .Pp. 62-64 

[10]  P.L.Senthil and S.Mohammed Safi. (2014). Study on 
Customer Preference. Ijmrr. Vol.7. Issue .2. Pp.7-11 

[11]  Richardi.Levin and David. Rubin. (2004). 
Statistics for Management. 7th Edition 

[12]  K. R Mahalakshmi and Suresh Kumar N (2017) 
In This Study Titled ‘Changing The Indian 
Telecom Sector Reliance Jio’ 

[13]  Reliance Jio Made Records Globally, Now Has 
130 Million Customers: Ambani.(2017 ).

 WEBSITE

1. www.ca.com
2. Izle.com
3. www.citefm.com



Abstract

Business units would like profit for its existence and 
for its enlargement. They discharge their obligations 
to the assorted segments of the society solely through 
earning profits. Therefore the monetary performance 
of the business organizations matters heaps for all its 
stakeholders. The interested parties square measure 
pretty much involved regarding is there any improvement 
in profit and whether or not there is potency in returns, 
etc. An analysis of the performance of the business 
can facilitate to assess the financial stability of such 
business. Monetary performance analysis refers to the 
method of determining monetary strength and weakness 
of the firm by establishing strategic relationship between 
the things of the record, profit and loss account. 

In this the researchers have attempted to investigate the 
monetary performance of Indian pharmaceutical firms 
by mistreatment Z score model. The study concludes that 
the monetary health of pharmaceutical business is in 
healthy zone. AS a result of from the eight chosen firms, 
5 firms (Divi, Aurobindo Ltd., Cipla Ltd., Dr. Reddy’s and 
Cadila Healthcare Ltd.) square measure in healthy area. 
Solely three firms (Piramal, Sun Pharma and Glenmark 
Pharmaceuticals Ltd.) square measure in insolvency zone.

PRELUDE

Financial Performance analysis that the method of 
mensuration the results of a firm’s operation and policy 
in financial item. It’s wont to live firms overall money 
health over a given amount of your time. Money 
performance analysis too can be wont to compare 
similar corporation diagonally identical trade or check 
industry’s or sectors in aggregate. And so money 
performance analysis includes analysis the data and 
interpretation of the financial statements in such how 

that it is undertakes full identification of profitableness 
and financial strength of the business. 

Financial analysis usually appraise the firms 
invention and output performance (total business 
efficiency), profitableness Efficiency, liquidity efficiency, 
working capital efficiency, mounted assets efficiency, 
fund flow concert and social concert. Numerous financial 
ratios analysis includes

 ● Assets Performance Analysis

 ● Capital structure Analysis

 ● Activity or Turnover Analysis

 ● Profitableness Analysis

Keyword: Financial Evaluation, Pharmaceutical 
Company, Capital Structure

STATEMENT OF THE PROBLEM

Businesses are functioning in a very extremely turbulent 
atmosphere. Not all businesses survive for long as there 
are businesses which could come back to associate finish 
at intervals a very short amount from the date of their 
origination. Contrary to the present, some businesses 
may end up once an extended amount of your time. 
Businesses perform numerous activities therefore on 
build profits and to come up with wealth for continued 
their operations. Finance is the backbone for of these 
activities. Therefore, a firm ought to be financially sound 
so as to survive amidst competition. Therefore the money 
health of the Indian Pharmaceutical trade is studied by 
applying Z score model.

OBJECTIVES OF THE STUDY

 ●  To analyses the financial health of Selected 
Indian Pharmaceutical companies in India.
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 ●  To measure the Z score of sample Indian 
Pharmaceutical companies in India.

 ●  To give valid suggestion, findings and 
recommendation.

RESEARCH METHODOLOGY

This research paper has been undertaken for the period 
of four years from 2014 to 2018.  In order to evaluate the 
financial strength of Indian Pharmaceutical Companies in 
India, Eight Companies have been selected as samples.

TOOLS USED

To measure the financial soundness of Indian 
Pharmaceutical companies in India, Altman Z score has 
been used by considering Solvency, Liquidity, Profitability 
and financial effectiveness.  In order to investigate the 
monetary health of sample pharmaceutical units in Asian 
country in terms of liquidity, solvency, profitableness 
and monetary potency, varied accounting ratios like 
quantitative relation of assets to total assets, quantitative 
relation of internet operative profit to income, Ratio of 
Profit before interest and taxes to total assets, quantitative 
relation of market price of equity to value of total debt and 
quantitative relation of total sales to total assets are used.

ALTMAN Z SCORE

“Z” Score analysis has been established by King of Great 
Britain. Altman to guage the general trend within the 
monetary health of associate enterprise over a amount. 
Several of the individual accounting ratios used oft to 
predict the monetary performance of associate enterprise 
might only give warnings once its too late to require a 
corrective action. Additional single quantitative relation 
does not convey a lot of the sense. There’s no internationally 
accepted customary for financial ratios against that the 
results are often compared. Therefore, Edward I. Altman 
combined variety of accounting ratios (liquidity, leverage, 

activity associated profitableness) to form an index of 
the profitability, that was effective indicator of company 
performance in predicting bankruptcy. The data collected 
for the study were 1st analyzed with the assistance of five 
accounting ratios. These completely different ratios square 
{measure} combined into one measure known as Z Score 
with the assistance of Multiple Discriminant Analysis 
(MDA). “Z” is that the overall index and therefore the 
variables ‘A’ to ‘D’ area unit computed as absolute share 
values whereas ‘E’ is computed number of times. The 
formula for “Z” Score Analysis is as follows. 

Z = 0.012A + 0.014B + 0.033C + 0.006D + 0.999E
Where,
A= quantitative relation of assets to total assets = 

Assets / Total assets * 100
B = quantitative relation of net operative profit to 

income = Net operative profit / income * 100
C = quantitative relation of Earnings before 

interest and taxes to total assets = Earnings before 
interest and taxes / total assets * 100

D = quantitative relation of market price of equity 
to value of debt = market price of equity / Book value 
of debt * 100

E = quantitative relation of Sales to total assets = 
Sales / total assets * 100

ALTMAN TIPS

 ●  If the Z score is below 0.8, the unit failure 
is for certain and it’s thought-about to be in 
bankruptcy zone.

 ●  If associate unit contains a “Z” Score 
between 0.8 and 3, then its monetary viability 
is considered to be healthy. The failure during 
this state of affairs is unsure to predict.

 ●  If “Z” Score is of 3 and on top of, then the 
unit is in too healthy zone and its monetary 
health is incredibly a lot of viable. 

DATA ANALYSIS AND INTERPRETATION
Table No.1 Ratio of Profit before Interest and Taxes to Total Assets (C) (in Percentage)

Year Sunpharma Drreddys Cipla Aurobindo Cadila Divis Piramal Glenmark
2014 3.03 8.4 4 7.2 2 3 8 6.6
2015 11.24 5.3 12 4.8 3.3 4 10 7
2016 8.24 9.6 8 7 4.2 3.3 12 8
2017 18 12.3 7 6.3 8 10 11 5.5
2018 13.56 6.2 13 8.2 1.1 12 7 6.7
Avg 10.814 8.36 8.8 6.7 3.72 6.46 9.6 6.76

Source: Annual Reports of the company
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Table No.1 shows that the average ratio of 
EBIT to Total Assets of the model pharmaceutical 
companies from 2014-2018. The average of EBIT to 
Total Assets is record maximum percentage in Sun 
Pharma (10.814) when compared to other sample 

units like Drreddys (8.36), Piramal Enterprises Ltd. 
(9.6) etc. indicating higher profit attained by the 
company supported total assets. But Cadila health 
care (3.72) is indicates lower profit earned by the 
company.

Table No.2 Ratio of Working Capital to Total Assets (A) (in Percentage)
Year Sunpharma Drreddys Cipla Aurobindo Cadila Divis Piramal Glenmark

2014 21.12 39.78 9.18 47.21 35.04 9.05 -19.44 11.95
2015 22.68 22.74 10.49 49.22 34.71 25.07 8.83 -14.65
2016 20.41 21.61 14.46 55.77 30.26 17.64 -19.25 -10.32
2017 24.23 21.1 12.12 58.34 22.45 18.11 -22.15 -17.11
2018 22.13 22.4 13.12 63.44 33.16 23.65 6.77 4.66
Avg 22.114 25.526 11.874 54.796 31.124 18.704 -9.048 -5.094

Source: Annual Reports of the company
Table No.2 depicts that the average relationship 

of Working capital to Total Assets of the illustrated 
pharmaceutical companies from 2014-2018. The 
average of Working capital to Total Assets is record 
highest in Aurobindo (54.79) times when compared 

to other sample units like Drreddys (25.526), Cadila 
Healthcare (31.12) etc. indicating higher liquidity 
position attained by the company supported total assets. 
But Piramal Enterprise (-9.048) and Glenmark (-5.09) is 
indicating very lower liquidity position of the company.

Table No.3  Ratio of Operating Profit to Sales (B) (in Percentage)

Year Sunpharma Drreddys Cipla Aurobindo Cadila Divis Piramal Glenmark
2014 21.45 25.41 32.65 44.98 31.19 25.76 28.61 8.15
2015 23.2 20.53 37.68 38.21 27.33 33.21 33.6 -5.48
2016 22.98 15.91 42.59 41.17 28.09 35.19 55.42 -0.5
2017 25.12 17.22 44.21 43.21 37.98 36.12 44.89 -0.28
2018 28.11 19.88 47.11 50.71 33.68 38.98 62.77 2.33
Avg 24.17 19.79 40.85 43.66 31.65 33.85 45.06 0.84

Table 3 reveals that the average operating profit 
of the sample pharmaceutical companies from 2014-
2018. The average net operating profit to net sales is 
recorded highest in Piramal (45.06%), when compared 
to other sample company like Cadila Healthcare Ltd. 
(31.65%), Aurobindo Pharma (43.66%). indicating 

efficiency of the management in controlling expenses. 
The average net operating profit to net sales recorded 
lowest in Drreddys (19.79%) and Sunpharma(24.17%) 
when compared to all other sample company  indicating 
less efficiency of the management in controlling 
expenses.

Table No.4 Ratio of Market value of Equity to Total Debts (D) (in Percentage)

Year Sunpharma Drreddys Cipla Aurobindo Cadila Divis Piramal Glenmark
2014 28.13 23.2 22.98 25.76 33.21 35.19 35.19 36.12
2015 25.41 20.53 15.91 28.61 33.6 55.42 38.98 34.93
2016 32.65 37.68 42.59 8.15 -5.48 -0.5 33.6 55.42
2017 44.98 38.21 41.17 41.17 43.21 50.71 42.89 28.09
2018 31.19 27.33 28.09 28.09 37.98 33.68 31.03 35.19
Avg 31.14 29.39 30.15 26.36 28.50 34.90 36.34 37.95

Table 4 shows that the average relationship 
of market value of equity to book value of debt of 
the model pharmaceutical com panies from 2014-
2018. This ratio is showed maximum in Glenmark 
(37.95%), when compared all other sample company 

which indicates market value of equity is more than 
that of the debt capital. This ratio is recorded least 
in Aurobindo (26.36%), when compared to all other 
sample company which indicates the company uses 
less debt capital.
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Table No.5 Ratio of  Revenue from operation (sales) to Total Assets (E)   (in Times)
Year Sunpharma Drreddys Cipla Aurobindo Cadila Divis Piramal Glenmark

2014 2.23 44.61 10.8 22 8.99 33.71 5.72 2.6
2015 3.27 38.53 13.61 19.8 8.45 20.66 3.66 3.74
2016 10.33 31.7 15.72 33.92 8.39 19.44 1.58 7.22
2017 13.34 35.23 18.67 25.98 15.9 22.32 2.45 10.31
2018 16.67 49.23 22.23 26.76 17.8 26.72 3.23 13.65
Avg 9.17 39.86 16.21 25.69 11.91 24.57 3.33 7.50

Table 5 reveals that the average ratio of Revenue 
from operation (Sales) to total assets of the sample 
pharmaceutical companies from 2014-2018. This ratio 
is recorded highest in Drreddys (39.86 times), when 
compared to all other sample company which indicates 

efficiency of management in converting assets to sales. 
The ratio is recorded lowest in Piramal Enterprises 
Ltd. (3.33 times), when compared to all other 
sample company which indicates less competence of 
management in converting assets to sales.

Table No.6 Z score Analysis of Selected Pharmaceutical Companies
Name of the Company A B C D E Z-Score

Sunpharma 22.11 24.17 10.81 31.14 9.17 3.43

Drreddys 25.52 19.79 8.36 29.39 39.86 3.8

Cipla 11.87 40.85 8.8 30.15 16.21 2.47

Aurobindo 54.79 43.66 6.7 26.36 25.69 2.83

Cadila 31.12 31.65 3.72 28.5 11.91 4.18

Divis 18.70 33.85 6.46 34.9 24.57 2.12

Piramal -9.04 45.06 9.6 36.34 3.33 1.72

Glenmark -5.09 0.84 6.76 37.95 7.5 1.27

Table No.6 shows that the financial soundness of 
selected pharmaceutical companies in India. From the 
selected sample companies, few companies Z score 
is greater than 3. i.e Sunpharma, Drreddys and Cadila.  
Therefore, these company are in “too healthy zone”. Z 
score value of Divis Laboratories Ltd., Aurobindo Pharma 
Ltd.,Cipla Ltd are between 1.80 and 3. Therefore, they are 
in healthy zone. The Z score value of Piramal Enterprises 
Ltd. and Glenmark Pharmaceuticals company are found 
below 1.80, which indicating weaker zone.

FINDINGS, SUGGESTIONS AND 
CONCLUSIONS

The researcher found that sales of the sunPharma gradually 
increased. Its helps to increase the too healthy zone. The 
working capital position of the Piramal and Glenmark is 
low compare than other pharma companies. The researcher 
suggest that , the companies use its working capital as much 
as possible. It can be concluded that the overall financial 
soundness of Indian pharmaceutical industry is in healthy 
zone. Because from the above 8 selected companies, 6 

companies (Sun Pharma, Divis, Aurobindo, Cipla Ltd., 
Dr. Reddy’s and Cadila Healthcare Ltd.) are in too healthy 
and healthy zone. Only 2 companies (Piramal Enterprises 
and Glenmark Pharmaceuticals Ltd.) are in insolvency or 
bankruptcy zone.
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Abstract

Social media marketing is a powerful way for businesses 
of all sizes ranging from early stage Start-ups to well-
known Fortune 500 Companies to reach prospects and 
customers. Each and every person is already interacting 
with brands through social media, and if the company is 
not speaking directly to the target audience through social 
media like Facebook, Twitter, Instagram, and LinkedIn, 
then the company’s marketing strategy is missing out. 
Great marketing on social media can bring remarkable 
success to the business, creating devoted advocates 
and even driving leads and sales.There is a need to 
personalize the Content marketing strategy for each 
organization depending on the nature and commercial 
transactions followed by their business. The business 
systems that support B2B and B2C communications, sales 
administration and transactions differ in complexity, 
scope, scale and cost, so it is crucial that each start-up 
company implements the right system for the customers.
The objective of this study is to analyze the extent to 
which start-ups use the social network LinkedIn, how 
they manage their online practices, what is their typical 
audience, and which are the potential factors influencing 
both the extent as well as audience.

Keywords: LinkedIn, B2B, B2C, Social Media 
Marketing, Content Marketing

INTRODUCTION

There are some basic differences between how 
organizations market to consumers and how they market 
to other businesses. Marketing B2B is different from 
B2C. The B2C customer base is large number of small 
customers, while B2B customer base is small number 
of large customers. The Role of B2C marketing is brand 
engagement, whereas the role of B2B marketing is Lead 
generation. Facebook, Twitter and Instagram are the 

social media networks which are best suited for B2C 
content marketing. While, LinkedIn is the best platform 
for B2B content marketing. LinkedIn can be considered 
to be the powerhouse social network for B2B start-ups 
to build their business network when used effectively. 
It seems to work exceptionally well for B2B lead 
generation, making it one of the top tactics for B2B 
content marketing. LinkedIn is a professional network 
which is seriously used for business purposes, unlike 
other social networks which have a familial element to 
them as well.

LITERATURE REVIEW

The literature review was focused on the relevant aspects 
of social media marketing with special reference to 
LinkedIn marketing, market research, data collection 
methods, and the current marketing practices followed 
by small B2B companies on LinkedIn platform. 

SOCIAL MEDIA MARKETING 

With the growth of the smartphone users, there has 
been a tremendous increase in the growth of the usage 
of social media platforms like the Facebook, YouTube, 
LinkedIn and Twitter (Gikas, 2013). The use of social 
media platforms as marketing channels has expanded 
in recent years, driven by the ability to reach millions 
of customers with brand-related content and to engage 
them in conversations(Hanna, 2011 &Schivinski, 2016). 
Social media marketing is also defined as the use of the 
platform which makes connection between the brand and 
the consumers while at the same time providing a channel 
for user-centered networking and social interaction(Chi, 
2011).  Put simply, it means that using the power and tools 
available in the social media to connect the brands to the 
customers and using that power to analyze the performance 
of the marketing efforts. Furthermore, according to Safko 
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and Brake, the social media can be defined in terms of 
the behaviors and practices which people adopt while 
belonging to a community and share relevant opinions 
and information by assembling on an online platform and 
using the mode of media which is conversational in nature 
(Safko, 2012).Social media has become a game-changing 
technology which impacts the way of the incorporation of 
the business a lot. The usage of social media for a company 
is extremely important for the promotions and the growth 
of a company. Social media marketing techniques allow 
ultimate features for the companies that are currently using 
it to do their branding and promotions. The use of social 
media in marketing provide the companies numerous 
ways to reach out a large customer base where they are 
capable of attracting new customers and interact with the 
existing customers(Steimle, 2014).

CONTENT MARKETING

As James O’Brien of contently wrote on Mashable, “The 
idea central to content marketing is that a brand must give 
something valuable to get something valuable in return. 
Instead of the commercial, it is the show. Instead of the 
banner ad, be the feature story (O’Brien, 2012). Content 
marketing requires continuous delivery of large amounts 
of content, preferably within a content marketing strategy 
of an organization. When businesses pursue content 
marketing, the main focus should be the needs of the 
prospect or customer. Once a business has identified the 

customer’s need, information can be presented in a variety 
of formats, including news, video, white papers, e-books, 
info graphics, email newsletters, case studies, podcasts, 
how-to-guides, question and answer articles, photos, blogs 
etc(Steimle, 2014). Most of these formats belong to the 
digital channel. Content marketing provides additional 
benefits in that it supports other digital marketing channels. 
It provides additional content for social media marketing 
and contributes to the SEO efforts by generating natural 
inbound links and building up good content on the 
company website that gets found on the search engines. 
In fact, for most of the companies the bulk of their SEO 
efforts should be focused on content marketing.

LinkedIn content marketing adoption trend 
within B2B organizations 
The companies are adopting a lot of marketing 
techniques to develop a connection with its potential 
customers. According to the authors Lamberton and 
Stephen, the strategies that are used by the companies 
in the developing connection to the customers involve 
marketing strategy that focuses relationships like the 
colleagues, family, brotherhood etc(Lamberton, 2016).
Considering social media for marketing and promotion 
of a B2B organization the scene remains different. 
Most of the B2B companies rely on LinkedIn and other 
platforms while the B2C companies follow Facebook 
for their marketing and promotions over social media. 
According to Tuten and Solo (Tuten, 2017).

Figure 1: Theoretical framework based on review of literature

PROBLEM STATEMENT
To date little attention has been paid to exploring the 
Social media specifically LinkedIn content marketing 

practices of the Organizations. No previous in-depth 
study explores the extent of content posting or usage of 
LinkedIn by those companies. Hence this study tries to 
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fill that gap by providing the very first overview of B2B 
start-up companies’ current content marketing practices 
on LinkedIn. Most studies in this area have only 
examined the impact or effect of LinkedIn tools, mostly 
related to users’ profiles (Breitbarth, 2012) (Guillory, 
2012) or the comparison of LinkedIn with other social 
networks (Archambault, 2012) (Picard, 2011). 

OBJECTIVES OF THE STUDY

 ●  To study the demographic profile of the 
LinkedIn users.

 ●  To find out the significant difference 
between the demographic of the LinkedIn 
user and Quality of content posted.

 ●  To analyse the significant influence of 
the content of the post on Success of the 
organisation.

RESEARCH METHODOLOGY

To examine how the products/services of an 
Organization can be marketed and the how can the 
Organization engage with potential stakeholders 
using LinkedIn, Information about 115 start-ups from 
across 12 countries, is examined. This particular study 
was focused on conducting Descriptive Research to 
cast light on the best content marketing practices to 
be followed by the B2B start-up sector on LinkedIn.
Convenient sampling method was applied in order to 
gain initial primary data regarding the usage of LinkedIn 
by individuals and companies for different purposes.
Survey method is selected for primary data collection 

and secondary data is collected through literature 
review and investigating the details of 115 start-ups. 
The research is carried out in two stages: 1. Survey 
method for primary data collection and 2. Website Data 
and Literature review for Secondary Data Collection.

In the first stage, a survey is conducted to analyse 
the current marketing practices followed by the 
organizations irrespective of their size and nature. This 
survey mainly focused on the stake holder’s interaction 
level with its organization’s LinkedIn company page 
and level of engagement on their personal profiles. 
This survey also aids in identifying the most preferred 
content marketing techniques which is most liked by the 
stakeholders in contrast to the currently followed content 
marketing techniques by their organizations. This survey 
is circulated among potential stakeholders of educational 
institutions, start-ups, and well-known companies. In 
the second stage, information about 115 B2B start-ups 
is collected from their respective LinkedIn Company 
pages. This data is collected to analyse the way B2B start-
ups are currently using LinkedIn for content marketing 
purposes. To analyse whether the start-ups are effectively 
utilizing the platform to its best potential or not and to 
identify the best marketing practices followed among all. 

A survey consisting of 30 questions was prepared and 
circulated among students, founders, corporate employees 
and academic faculty. This survey is mainly conducted 
to analyze the importance given by the organization to 
Content marketing on LinkedIn. The best performing 
content marketing practices are formulated by analyzing 
the survey results and the information decoded by data 
collected related to 115 start-ups. SPSS 16 Software and 
Microsoft Excel are used for the data analysis.

DATA ANALYSIS

 Inferential Statistics: 
Inferential statistics, draw conclusions from data that are subject to random variation (example: observational 
errors, sampling variation)
KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .861

Bartlett’s Test of Sphericity
Approx. Chi-Square 314.863
Df 28
Sig. .000

Table 4.18 KMO and Bartlett’s Test

Kaiser-Meyer-Olkin (KMO) test measures sampling 
adequacy for each variable in the model and for the 

complete model. The statistic is a measure of the proportion 
of variance among variables that might be common 
variance. The value 0.861 shows that sampling adequate 
for analysis.
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Reliability Statistics

Cronbach’s Alpha N of Items
.839 13

Table 4.19 Reliability Statistics

Cronbach’s alpha is a measure of internal consistency, 
that is, how closely related a set of items are as a group. It 
is considered to be a measure of scale reliability. The alpha 
coefficient for the thirteen items is .839, suggesting that the 
items have relatively high internal consistency.  

Analysis of variance (ANOVA) 
The one-way analysis of variance (ANOVA) is 
used to determine whether there are any statistically 
significant differences between the means of three or 
more independent (unrelated) groups. The ANOVA is 
conducted to test the statistically significant group with 
respect to the content being posted on the LINKEDIN 
as the quality and frequency of content directly impacts 
the image of the organization.  

Demographic vs Content

Ho: There is no significant difference between the 
demographic groups and Content that is posted on the 
LINKEDIN platform.

H1: There is a significantdifference between the 
demographic groups and Content that is posted on the 
LINKEDIN platform.

 ●  Ho1: There is nosignificantdifference between 
the having a LinkedIn profile and Content 
that’s is posted on the LINKEDIN platform

 ●  Ho2: There is nosignificant difference 
between the professional groups and Content 
that’s is posted on the LINKEDIN platform

 ●  Ho3: There is nosignificant difference 
between the gender and Content that’s is 
posted on the LINKEDIN platform

 ●  Ho4: There is nosignificant difference 

between the age groups and Content that’s 
is posted on the LINKEDIN platform

 ●  Ho5: There is no significantdifference 
between the company’s presence and Content 
that’s is posted on the LINKEDIN platform

 ●  Ho6: There is nosignificant difference between 
the number of employees and Content that’s is 
posted on the LINKEDIN platform

 ●  Ho7: There is nosignificant difference 
between the active engagement and Content 
that’s is posted on the LINKEDIN platform 

 ●  Ho8: There is no significantdifference 
between the kind of post and Content that’s 
is posted on the LINKEDIN platform

 ●  Ho9: There is no significantdifference 
between the frequency of post and Content 
that’s is posted on the LINKEDIN platform

 ●  Ho10: There is no significantdifference 
between the browsing frequency and Content 
that’s is posted on the LINKEDIN platform

 ●  Ho11: There is no significantdifference 
between the number of connections and 
Content that’s is posted on the LINKEDIN 
platform

 ●  Ho12: There is no significantdifference 
between the premium subscription and 
Content that’s is posted on the LINKEDIN 
platform

 ●  Ho13: There is no significantdifference 
between the promote company/brand 
Internationally and Content that’s is posted 
on the LINKEDIN platform

 ●  Ho14: There is nosignificant difference 
between the Encouragement from the 
company and Content that’s is posted on 
the LINKEDIN platform 

Table 1:Analysis of variance (ANOVA)
Mean Square F Sig. Hypothesis

Having LinkedIn profile
Between Groups .094 2.328 .010 Reject Null 

HypothesisWithin Groups .041
Total

Profession
Between Groups 2.511 3.313 .000 Reject Null 

HypothesisWithin Groups .758
Total

Gender
Between Groups .232 1.031 .430 Accept Null 

Hypothesis Within Groups .225
Total
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Age Group
Between Groups 1.733 2.246 .014 Reject Null 

HypothesisWithin Groups .772
Total

In s t i t u t i on / company ’s 
presence over LinkedIn

Between Groups .404 3.685 .000 Reject Null 
HypothesisWithin Groups .110

Total

No of Employees/Students
Between Groups 1.834 .847 .610 Accept Null 

HypothesisWithin Groups 2.165
Total

Active engagement from 
your end

Between Groups .227 .906 .550 Accept Null 
HypothesisWithin Groups .250

Total

Kind of posts
Between Groups 3.428 2.060 .025 Reject Null 

HypothesisWithin Groups 1.664
Total

Frequency of content 
posting

Between Groups 3.379 1.923 .038 Reject Null 
HypothesisWithin Groups 1.757

Total

Hours in a week browsing 
LinkedIn

Between Groups 1.447 2.403 .008 Reject Null 
HypothesisWithin Groups .602

Total

No of Connections you have
Between Groups 4.055 3.229 .001 Reject Null 

HypothesisWithin Groups 1.256
Total

Premium Subscription
Between Groups .381 1.659 .085 Accept Null 

HypothesisWithin Groups .230
Total

Suitable to promote brand 
internationally

Between Groups .230 3.313 .000 Reject Null 
HypothesisWithin Groups .069

Total
C o m p a n y / I n s t i t u t i o n 
encourage you to engage 
with brand content

Between Groups .240 1.025 .435 Accept Null 
HypothesisWithin Groups .234

Total

CORRELATION ANALYSIS

Correlation is a bivariate analysis that measures the 
strength of association between two variables and the 
direction of the relationship.  In terms of the strength 
of relationship, the value of the correlation coefficient 
varies between +1 and -1.  A value of ± 1 indicates a 
perfect degree of association between the two variables.  
As the correlation coefficient value goes towards 0, the 
relationship between the two variables will be weaker.

CORRELATION COEFFICIENT 

The correlation coefficient is the degree to measure the 
strength and direction of linear relationship. It measures 
the linear correlation between two variables. This 
technique was developed by Karl Pearson. Correlation 
coefficient is denoted by the symbol ‘r’. Correlation 
coefficient is also referred as Pearson correlation 
coefficient or Pearson’s r or bivariate correlation or 
Pearson product-moment correlation coefficient.

Correlations
Encouragement 

comes out of 
company news

Happens 
to 

support 
your 
voice

Activity on 
LinkedIn 

attracts more 
stakeholders

Interesting 
and valuable 

posts expected 
out of pages

Success 
factor of 
company

Content on 
LinkedIn

Encouragement 
comes out of 
company news

P e a r s o n 
Correlation

1 .572** .442** .509** 1.000** .657**
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Happens to 
support your 
voice

P e a r s o n 
Correlation

.572** 1 .629** .642** .572** .863**

Activity on 
L i n k e d I n 
attracts more 
stakeholders

P e a r s o n 
Correlation

.442** .629** 1 .394** .442** .785**

Interesting and 
valuable posts 
expected out of 
pages

P e a r s o n 
Correlation

.509** .642** .394** 1 .509** .741**

Success factor 
of company

P e a r s o n 
Correlation

1.000** .572** .442** .509** 1 .657**

Content on 
LinkedIn

P e a r s o n 
Correlation

.657** .863** .785** .741** .657** 1

**. Correlation is significant at the 0.01 level (2-tailed).

Table 2: Correlation Analysis

Interpretation: From the table 4.21, it can be 
interpreted that the study variables have shown a 
significant relationship between dependent variable 
and independent variables.

 ●  The independent variables likeencouragement 
comes out of company news, happens to 
support your voice, Activity on LinkedIn 
attracts more stakeholders, Interesting and 
valuable posts expected out of pages and 
Content on LinkedIn have a significant 
impact on Success factor of company.

 ●  The directions of the study variables are 
positive.

 ●  The value of variables lies between the 
ranges of 0.300 to 0.700.

 ●  This indicates that the variables are 
strongly related and there exists a positive 
relationship towards success of a company.

 ●  The p-values are significant at 95% 
confidence level (P≤0.05)

LINEAR REGRESSION

Linear regression is a linear approach to modeling the 
relationship between a scalar response (or dependent 
variable) and one or more explanatory variables (or 
independent variables). In the present study the linear 
regression is carried out between Content of The Post 
and Successes of Organization. Here Content is the 
independent Variable and Success is dependent variable. 

Ho: There is no significant relationship between 
Content of the post and Success of the organization.

H1: There is significant relationship between 
Content of the post and Success of the organization.

Model Summary
Table 3:Linear Regression

Model R R 
Square

Adjusted 
R Square

Std. Error 
of the 

Estimate

Change Statistics Durbin-
WatsonR 

Square 
Change

F 
Change

df1 df2 Sig. F 
Change

1 .697a .486 .481 .55210 .486 93.604 1 99 .000 1.549
a. Predictors: (Constant), Content
b. Dependent Variable: Success

R square value (also called the coefficient of 
determination), which is the proportion of variance in 
the dependent variable that can be explained by the 
independent variables (technically, it is the proportion 

of variation accounted for by the regression model 
above and beyond the mean model). Here the R square 
is 0.481, representing that independent variables explain 
48.1% of the variability of our dependent variable.
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ANOVAa

Model Sum of Squares Df Mean Square F Sig.

1
Regression 28.532 1 28.532 93.604 .000b

Residual 30.176 99 .305
Total 58.708 100

Table 4:ANOVAa

a. Dependent Variable: Success
b. Predictors: (Constant), Content

The F-ratio in the ANOVA table (see below) tests whether the overall regression model is a good fit for the 
data. Here the table depicts the model being fit for the data.

Coefficientsa

Model
B

Unstandardized Coefficients Standardized Coefficients t Sig.
Std. Error Beta

1
(Constant) .737 .364 2.025 .046
Content .845 .087 .697 9.675 .000

Table 5:Coefficientsa

a. Dependent Variable: Success
Here the linear regression equation can be 

represented as =
Y    = a     +     B X
Y= Success (Dependent Variable)
a = Constant (0.737)
B= Unstandardized Coefficients (0.845)
X= Content (Independent Variable)

The regression equation as depicted in the table 
clearly shows that content has a significant relationship 
with Success and impacts it by 0.84 times, which is an 
important contribution. Hence the content of the post 
is directly related to the success of the organisation. 
The P value is less than 0.05 hence rejecting the null 
hypothesis and accepting the alternate hypothesis.

FINDINGS & DISCUSSION

According to this study, only a few companies are using 
LinkedIn platform for its marketing and other purposes. 
Just a few of them engage in blogging or updating statuses. 
The findings also show that the audiences of a corporate 
LinkedIn page are generally influenced by the extent 
of usage of that channel. LinkedIn can be considered as 
a great tool to find new customers, clients, suppliers, 
partnerships, experts, and other people that would be 
valuable to add to the company’s network. Business-to-
consumer (B2C) companies can also market their services 
or products because consumers are members of LinkedIn, 
but also because the network offers a great platform for 
finding distributors, agents, and strategic alliances.Inbound 
marketing on LinkedIn get initiated with the confirmation 

that the company can be found in the LinkedIn companies 
directory and the company can be “followed” by users who 
want to stay up-to-date with the organization. Especially 
with the presence of the status update feature, LinkedIn 
company pages are quickly becoming a substitute free 
source of company information. Currently many start-ups 
are not updating their status regularly. Every organization 
should thrive to increase the number of followers by 
making a sincere effort to post regular status updates on 
its company page, create relevant videos, and include links 
back to the company website and blog. It is compulsory 
to add the location of company on the corporate page of 
LinkedIn; many companies have failed to do so. In most 
of the start-ups, the employees were not at all involved 
in engaging with the company’s content. Social media 
consents both the creators and curators of content to attain 
thought leadership merely by being active contributors and 
sharers of information. 

The Best LinkedIn Content Marketing Practices 
formulated as a result of this study:
A LinkedIn company page is the one page amidst those 
on your various social networks that calls for the most 
professionalism.Start-up must optimize its company page 
by completely mentioning all the sections and interact with 
its employees and advise them to open a LinkedIn account.
Company’s LinkedIn identity starts with its employees. 
Boost visibility with embedded keywords, job title 
descriptions, and content links. Company’s network can be 
grown by motivating the employees to connect with a broad 
range of contacts including colleagues, clients, friends, 
family, and alumni. B2B Company can Market its business 
to the LinkedIn community by creating an information hub 
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where visitors can learn about your company.  Showcase 
your products and services offering. Company must 
demonstrate value to the company’s followers by posting 
relevant, insightful content to the Company Page. Helpful 
articles, company news, and industry trends all make for 
great content. Prompt employees and colleagues to share 
your updates. You can even sponsor your updates to 
extend your reach beyond the existing Followers.Integrate 
your Company Page into company communications and 
add a Follow button to your website.Publish Long-Form 
Content- Establish the company or its employees as 
thought leaders in your industry, and watch the engagement 
build in the comments. Use hash tags to differentiate the 
company’s content, it will help the content to become 
more discoverable.Embed multimedia content such as 
videos, slideshows, documents and even other LinkedIn 
posts in the status updates. Post a video update on the 
company profile once in a week. Videos have the highest 
priority in the newsfeed. Text and image posts are still very 
important on LinkedIn platform and come in second place.
Publish blogs on another site and share it through LinkedIn 
publisher. LinkedIn is perfect for writing once and sharing 
the same content multiple times.Avoid adding links to 
external webpages within the company’s post text. Instead 
the links can be added in the comments section to avoid 
the punishment by the LinkedIn Algorithm. Have a good 
content mix of different topics and themes to maximise 
engagement. Every company must use the Career section 
feature; it allows the company to post openings. 

CONCLUSION
Content plays a vital role in establishing a brand value for any 
company. Creating and distributing valuable and relevant 
content on LinkedIn will help the organization in achieving 
its marketing targets. It is critical that every company must 
block out its time to create content and publish the posts 
on regular basis say two to three quality posts per day on 
LinkedIn. All the posts must not be pitching the products 
or services that are offered by the company; diverse posts 
must be created and distributed to catch attention of the 
clients and decision makers of other businesses. LinkedIn 
must be considered as an alternate forum for publishing the 
company progress, new products or services, new joiners, 
employee benefits, thought leadership etc. Each and every 
content piece is the springboard to initiate a conversation 
and to deepen the relationships with the potential prospects 
and customers. Nurturing these relationships with the 
quality content will effectively convert the customers to 
buy from the company.
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Abstract

This study focusses on understanding the training 
needs of employees in Information Technology 
companies. Understanding what is required from a 
training program is its success. A soundly planned 
training program is no doubt a successful one.

keywords: Employee, Training, Analysis, 
Assessment, Information Technology
Challenges in the area of Human Resource Management 
are growing with an increase in the complexity of 
work environment. This is the result of a diverse work 
force inorganisations. Training is a critical aspect in 
any organisation especially in Information Technology 
(IT) companies. Training is essential to fill in open 
positions or requirements in an organisation. It is the 
process of upgradation of skills and abilities as well as 
bringing about behavioural and attitude changes.

Training has become a vitalfunction in Information 
Technology companies. When open positions come up, 
IT companies try to fill in those positions internally. 
When the employees within the organisation do not 
possess the skills required to fill in those positions, they 
are cross trained. It is the Human Resources department 
of an organisation that plans such training programs.

Training that is required depends on the individual. 
Training enables employees to perform better. It 
improves employees’ efficiency and effectiveness. 
Training Need Analysis (TNA) is the study to 
understand the gap between the skills, abilities and 
attitudes of the employees at the current stage and what 
is required from them to run the future business. To fill 
in this gap, training programs are organised on a regular 
basis for the employees in organisations. Training and 
Development programs in an organisation should be a 
consistent effort. Only then, it has a long-term benefit.

REVIEW OF LITERATURE

According to Balderson1 (1999), the four phases 
in the “training cycle” are: Evaluation of Training, 
Identification of Training Needs, Planning of the 
training programand Implementation of the Training 
program.The training process has at least four phases. 
These phases begin with needs analysis, designing of 
the training and relevant training solution,delivering 
and evaluating the training program effectiveness.
The training program has to achieve its goals. These 
steps together form the “training cycle” and many 
researchers agree that these steps are necessary to 
ensure training effectiveness (Daniels, 2003; Leat and 
Lovell, 1997; Wilson and Bowman, 2008; Lorento and 
Gomez, 2004; and Reed and Vokala, 2006).

Goldstein2 (2001) claims that of all of the best 
practices, needs assessment is the most important part 
of the process.  Therefore, training needs assessment is 
the base of the wholeinstructional design process. It is 
the base of subsequent training programs.Also, needs 
assessment provides a database to support resource 
allocation for other human resource functions. If not 
done correctly, the effectiveness and validity of the 
training program becomes uncertain.

Leslie E. Sekerka3(2009) reviewed the best 
practices and its application on organizational ethics 
education and training. Training and development 
programs ensure that the organization’s climate and 
culture are the best for employees. In some of the 
organizations training is limited to online activities. 
But face-to-face interaction is crucial for development 
of workforce.

ShulagnaSarkar4(2013) study was on 
“Competency based Training Need Assessment – 
Approach in Indian companies”. All organizations 
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must focus on conducting training need assessment 
before deputing employees for training. Though most 
of the organizations are aware of the fact of conducting 
a need assessment for training their employees; few 
organizations fail to do it. In a large number of the 
smaller organizations, attending training is a matter of 
chancewhere individuals are nominated for trainings 
by senior management. Such nominations for training 
could be biased too.Thus, the training of an employee 
fails to achieve the desired result. This technique 
has been a solution to the sample organizations. Out 
of the seventeen sample organizations, only nine 
were following a systematic form of training need 
assessment whereas others were fully concentrating 
on training as a tool for motivation and fulfilling the 
industrial requirement of 48 hours training for each 
employee.

Syed, Irfan, Muhammad Zubair, Muhammad 
Umar &Kashif5 (2011) “Training needs assessment 
practices in corporate sector of Pakistan”, the results 
of this study has given findings in terms of effective 
outcomes of training. The reason is that organizations 
in Pakistan only focus on conducting the personal 
analysis TNA before starting training program. As 
a result of not engaging in comprehensive TNA 
approach, the result of the training program is poor 
and considered a subjective nature. The result showed 
that lack of comprehensive TNA approach gives 
less result and does not meet objectivity criteria of 
training program. Not even a single respondent had 
perception that the organization achieved the training 
objectivity in a real scene. Through the conversation 
with managers, most organizations in Pakistan are not 
well aware of the Kirkpatrick model which is used for 
the evaluation of training. Many managers agree to the 
fact that training is a long-term investment. 

Thorough analysis of TNA or comprehensive 
TNA approach leads to better result of training 
outcomes. Comprehensive TNA starts from micro 
level to macro level or TNA scanning starts from 
organizational level and finally comes down 
topersonal level (or the individual employee level). 
Through this comprehensive approach, organization 
can appropriately assess the actual need of the 
training at managerial level and it has a good impact 
on the outcomes of the training. When the TNA 
comprehensiveness increases, the last two levels of 
Kirkpatrick model objectivity also increases. Lack in 
TNA comprehensiveness results in a low achievement 
of training objectivity. 

Dr S Raghunatha Reddy, MM Surajud 
Dowla6(2012) found that training helps the employees 
to perform their duties effectively.It is used to bridge 
the skill gap of employees in the organization.

Ajit Jadhav7 (2012)studied the training and 
development programs in Indian banks. A continuous 
process to improve employees’ ability to perform 
the job better is training and development. Present 
performance level and future performance level can be 
improved through training. Banking industry adopts 
training and development programmes at the time of 
induction, promotion and some other situations which 
demands training. Employees become more efficient 
to meet the demands of the customers.

Atul Mathur, Dr P.K Agarwal8 (2013) observed 
that training and development programs aids in 
inculcating a sense of team work, team spirit and inter 
team collaborations.It also builds a positive perception 
among the employees towards the work place and the 
work environment.

G V Narasimhan, Dr C S Ramanarayanan9(2014) 
believed that training needs assessment is utilised to 
identify an organization’s training needs and determine 
the type and scope of resources needed to support a 
training program.The purpose of training is to benefit 
both the organization and employees in achieving their 
goals.

According to Salim M. Khanfar10 
(2014),aTraining Needs Analysis (TNA) is done to 
assess an organization’s training needs. The base of the 
training needs assessment (TNA) is the gap analysis. 
This is an assessment of the gap between knowledge, 
attitudes and skills that the people in the organization 
currently possess and knowledge, attitudes and skills 
that they require to meet the organizations objectives. 
Effective Training need analysis involves systematic 
planning, analysis and co-ordination. Training need 
analysis helps in planning of training which in turn 
contributesto employee development, improving 
morale and organizational performance. The aim of 
every training and development program is to add 
value to employees. 

OBJECTIVES OF THE STUDY:

1.  To study the employee perception on Training 
needs in IT companies.

2.  To find the relationship between Training 
need and organizational effectiveness among 
employees in IT companies.
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3.  To measure the influence of designation 
and experience on employee perception 
pertaining to Training needs. 

Hypotheses:
1.  There is no significant influence on perceptual 

difference among the employees with different 
designation with respect to Training need 
perception. 

2.  There is no significantinfluence on perceptual 
difference among the employees with different 
experience with respect to Training need 
perception.

RESEARCH METHODOLOGY:

This research is based on primary and secondary 
data. The primary data is collected through the well-
structured questionnaires.The questionnaire consists 
of statements pertaining to Training needs of IT 
company employees. The statements are answered 
by the employees in Likert’s five-point scale which 
ranges from strongly agree to strongly disagree. 

The researcher considered six Training needs namely 
Work skills, Leadership skills, Creative skills, Analytical 
skills,Communication skills and Knowledge acquisition. 
Reliability analysis was done to check the feasibility of the 
questionnaire. Cronbach’s alpha method was applied to all 
the statements in Likert’s 5-point scale. The value obtained 
was 0.87 which is above the benchmark value of 0.75. This 
conforms that the questionnaire is highly reliable. 

The researcher used content validity method to validate 
the questionnaire formulated out of theoreticalnotions of 
Training need Analysis. Factor analysis with exploratory 

type was applied to check the appropriate variable grouping 
in Training need Analysis variables. It was found that 
the KMO values were statistically significant conforms 
appropriate variable loading without any cross loadings, 
this validate the research instruments. 

The researcher applied convenient sampling method 
to collect the responses.The respondents werefrom 
top five IT companies11such as Sify Technologies, Iris 
Computers, Ricoh India, Rashi Peripherals and Epson 
India. These are fastest growing mid-sized IT companies 
in India. The researcher circulated 50 questionnaires in 
all these five companies among middle level managers 
and operational level employees. Sufficient time 
was given to the respondents to express their opinion 
on Training need Analysis without any bias. 210 
questionnaires were found complete and utilised for 
research. Hence, 210 was the sample size.

ANALYSIS OF DATA

After collecting the primary data from the employees 
of IT companies the researcher coded the data into 
numerical values. The following Statistical tools were 
used to analyze the data.: T-test, One-way Analysis of 
Variance and Linear Multiple Regression Analysis 

KEY DISCUSSION

To verify Training need Analysis the researcher 
formulated 6 needs such as Work skills, Leadership 
skills, Creative skills, Analytical skills,Communication 
skills, and Knowledge acquisition. These categories 
were profoundly verified through both Confirmatory 
Factor Analysis and Exploratory Factor Analysis.

TRAINING SKILLS:
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From the above diagram, the Confirmatory Factor 
Analysis output indicates that the Training skills in 
IT Companies mainly depends upon Work skills (r 
=0.85), leadership skills (r =0.92), Communication 
skills (r =0.92), Creative skills (r =0.95), Analytical 
skills (r =0.95). This shows that Training skills of the 
employees in IT Companies is the composition of all 
the six factors. Among them Creative skills, Analytical 
skills and Knowledge acquisition are predominant in 
identifying Training needs of employees. 

In this analysis, the researcher ran through both Factor 
Analysis and Linear Multiple Regression Analysis together. 
It is clearly evident from the following Fit index 1. Chi- 
Square Values (CMIN) – 131.108- P = 0.000 2. Goodness 
of Fit Index (GFI) – 0.906 – P= 0.000 3. Comparative Fit 
Index (CFI) -0.965- P =0.000 4. Root Mean Square Error 
of Approximation (RMSEA) -0.181- P=0.000 These Fit 
Indexes are highly significant in conforming to the factors 
responsible for Training needs. By the same analytical 
approach, it is the duty of the researcher to verify the 
influence of designation and experience of employees in 
IT companies on the six factors of Training needs.

From the above table, it is found that both 
experience and designation of employees are highly 
significant in influencing the factors of Training needs. It 
is further revealed that Work skills (F=11.840, P=0.000), 
Leadership skills (F=26.079, P=0.000), Communication 
skills (F=35.653, P=0.000), Creative skills (F=20.539, 
P=0.000), Analytical skills (F=23.166, P=0.000) and 
Knowledge acquisition (F=20.852, P=0,000) are 
statistically significant at 5% level and concluded 
that there is a significant influence of designation and 
experience of employees on factors of Training needs. 

CONCLUSION

This empirical study concluded that Training needs of IT 
Companies are aimed at improving Work skills, Leadership 
skills, Communication skills, Creative skills, Analytical 
skills and Knowledge acquisition. Among all these six 

training skills in IT Companies,employees are expected to 
possess high Creative skills and Analytical skills to face 
any hindrance at work. Knowledge acquisition is found 
to be the major issue in allIT Companies besides the 
employees focus on individual career development. 
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Abstract

A study undergoes that the relationship among the quality 
service, customer satisfaction, and customer loyalty in 
retail sector. The study examines their effect on customer 
satisfaction and loyalty. A study analyse the correlation 
relationship among the quality service and customer 
satisfaction and customer loyalty, the questionnaire 
has been collected from the respondent of the retail 
store customers in Chennai city. Finally the customer 
perception of reasonable price increases, the impact 
has been created by quality service based on customer 
satisfaction. The study showcases that perceived 
switching cost increase the relationship between customer 
satisfactions and strengthens the customer loyalty.

Key word: Quality service, customer satisfaction, 
customer loyalty

INTRODUCTION

This study believes that quality is an important outcome 
of comparison between customer expectations 
before and after their experience of the service. If 
customer views that their expectations for the service 
performance confirm their perceptions of the service 
this situation may lead to induce the notion of quality 
service. Many researcher concur that service quality, 
customer satisfaction and customer loyalty are distinct, 
but strongly interrelated constructs. For example, the 
ability of service provides to appropriately implement 
service quality in executing daily job many lead to 
greater customer satisfaction.

This relationship has widely been investigated the 
predicting variable of service quality is little explained 
in the service quality.

Customer loyalty is a competitive tool for many 
companies. The growth and survival of companies 

depend on how loyal their customers are, and the audit 
firm is no exception. Customer loyalty has played an 
important role for achieving the competitive advantages 
(Lin and Wang, 2006). Customer loyalty can increase 
a company’s income and reduce costs (Reichheld, 
1996). Reichheld, Sasser and Earl (1990) also found 
that customer loyalty could lead to a 25 to 85 percent 
increase in profit. Luo and Bhattacharya (2006), Ismail, 
Haron, Ibrahim and Isa (2006) and Oliver (1997) found 
that customer satisfaction is a major driver of customer 
loyalty and leads to future revenue. This paper assesses 
the customer satisfaction and customer loyalty of the 
audit firms’ customers and also focus on functional 
quality offered by the audit firms.

RESEARCH OBJECTIVE

 ●  To find that quality of service provide 
by the retail store will lead to customer 
satisfaction

 ●  To find that relationship among the 
customer satisfaction and customer loyalty 
in retail sector

CUSTOMER LOYALTY

Customer loyalty is an important key to organization 
success and sustained competitiveadvantage for the 
service industry (Pullman and Gross, 2004). Increasing 
customer loyalty will benefits in reducing the initial cost of 
introducing and attracting new customers, positive word 
of mouth, increase the number of purchase and value of 
purchase (McMullan and Gilmore, 2009; Tsoukatos and 
Rand, 2006), increase company’s profitability, growth, 
and performance (Reichheld, 1996) and increase market 
share and higher rates of return on investment (Reichheld 
and Sasser, 1990; Raj, 1985).

MARKETING INTELLIGENCE THROUGH THE RELATIONSHIP OF QUALITY 

SERVICE, CUSTOMER SATISFACTION, CUSTOMER LOYALTY
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CUSTOMER SATISFACTION

The word „satisfaction‟ originates from Latin 
language “satis” (sufficiently good, adequate) and 
“facio” (do or make). Simply, satisfaction is defined 
as an effort of fulfillment of something or making 
something adequate (Tjiptono, 2007). Howard and 
Sheth (1969) in Tjiptono (2007) state that customer 
satisfaction is a buyer‟s cognitive situation on gap 
between the results obtained and sacrifice made.Bitner 
and Zeithaml (1996) in Akbar and Parves (2009) 
stated that satisfaction is a customer‟s evaluation 
on product or service, whether or not the product or 
service meets their needs or expectations. Customer 
satisfaction plays an important role because there is a 
big difference in loyalty between customers who are 
just satisfied and those who are extremely satisfied 
(Lovelock and Wright, 2007). Ruswanti (2012) in 
her research concluded that customer satisfaction is 
a feeling resulting from an evaluation process about 
what is received on what to expect including the 
purchase decision of the goods itself, as well as the 
needs and desires associated with the purchase.

Relationship among Service Quality, Customer 
Satisfaction and Customer Loyalty

Service quality and customer satisfaction were 
regarded as relevant factors that could affect customer 
loyalty. High level of service quality will affect 
customer satisfaction and high level of customer 
satisfaction may lead to increased customer loyalty, 
high profitability and increased market share of 
business (Rootman, 2006). Chodzaza and Gombachika 
(2013) studied service quality, customer satisfaction 
and loyalty among industrial customers of a public 
electricity utility in Malawi. They found a very 
strong relationship between service quality, customer 
satisfaction and customer loyalty. This study also 
found that the relationship between service quality and 
customer loyalty is partially mediated by customer 
satisfaction. Bakti and Sumaedi (2012) studied 
the relationship between service quality, customer 
satisfaction, and customer loyalty in a public university 
library service in Indonesia. They found that service 
quality has a direct affect on customer satisfaction and 
customer satisfaction has a direct effect to customer 
loyalty. In other words, service quality influences 

customer loyalty indirectly via customer satisfaction. 
Lu et al. (2007) studied thedifferences in factors that 
affect customer satisfactionand loyalty to the local and 
the foreign supermarketsin China. The study found that 
there exist a difference in factors influencing customer 
satisfaction and loyalty with regards to Chinese or 
foreign supermarkets. Post-purchase service showed 
greater influence upon satisfaction for foreign 
supermarkets and in-store goods also have greater 
impact upon loyalty. For Chinese supermarkets, store 
infrastructure contributes more to loyalty than foreign 
supermarkets. Khan (2012) investigated the impact of 
customer satisfaction on customer loyalty. The sample 
of this studied are students of different universities of 
Pakistan by using questionnaire. The questionnaires 
were distributed through electronic mail and self-
administered. A five Likert scale were used to measure 
the impact of customer satisfaction on customer 
loyalty.

RESEARCH FRAMEWORK

This study seeks to determine the relationship among 
service quality, customer satisfaction and customer 
loyalty in retail sector. The independent variable of this 
study is the service quality and customer satisfaction 
in the retail market. The customer loyalty is the 
dependent variable. The respondents are 45 from big 
bazar, spar market, star bazarIn Chennai.Accordance 
with the literature, the developed research model is 
shown in 

Figure1. Marketing Intelligence key factors

Hypotheses Development

H1: signification relationship between service 
qualities is positively related to customer satisfaction.

H2: signification relationship between customer 
satisfactions is positively related to customer loyalty.
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Table 1: Quality of service provide by the retail store

Satisfaction level of quality service No. of the Respondent % of the respondent
Highly  satisfied 9 12
Satisfied 23 30
Neutral 32 43
Dissatisfied 9 12
Highly dissatisfied 2 3
Total 75 100

Table 2: Level of customer satisfaction with the service provide by the retail store

Customer Satisfaction level No. of the Respondent % of the respondent
Highly  satisfied 11 15
Satisfied 25 33
Neutral 29 39
Dissatisfied 8 11
Highly dissatisfied 2 3
Total 75 100

Table 3: Customer satisfaction create through customer loyalty

Customer satisfaction create 
customer loyalty

No. of the Respondent % of the respondent

Highly  satisfied 7 9
Satisfied 19 25
Neutral 38 51
Dissatisfied 6 8
Highly dissatisfied 5 6
Total 75 100

Table 4:Correlations between quality service and customer satisfaction

quality service customer satisfaction
quality service Pearson Correlation

Sig. (2-tailed)
N

1

75

.953

.000
75

customer satisfaction Pearson Correlation
Sig. (2-tailed)
N

.953

.000
75

1

75

**. Correlation is significant at the 0.01 level (2-tailed).

Significant level > table value so rejects H0

Interpretation:

H1 is accepted so there is significant relationship 
between the Age group and Awareness about the green 
products 0.953 value washighly positively correlated

FINDINGS OF THE STUDY:

 ●  The researcher has ascertained that 43% of 
the retail store are quality service

 ●  This study has determined that 39% of the 
customers are satisfied with the retail store 
service.
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 ●  Study has identified that 51% of the 
respondent customer satisfaction create 
through customer loyalty.

SUGGESTION:

 ●  Retail store has to be much concentrate 
about while providing service to the 
customer so that they can make customer 
satisfaction.

 ●  In this study it shows that when the 
customer is satisfied with the retail store, 
they are more loyal to the particular store. 
So that retailer has too much concentration 
on satisfying the customer by givingquality 
product and service.

CONCLUSION

Customers are satisfied with the overall quality of 
service provided by their retail store, their customers 
will be likely to purchase more products. The ability to 
keep customers is related to the intensity of customer 
satisfaction. Therefore, it is reasonable to predict that 
satisfied customers in retail store will have a higher 
loyalty intention toward its service. Therefore, retail 
store need to improve the relationship between audit 
firm and customer.Based on the above discussion, 
the three main points are drawn as conclusion, they 
are: first, only assurance that may predict customer 
satisfaction. It shows that the customers don‟t have 
definitive discrimination to determine whether they 
are satisfied or not with the service provided by the 
retail store; second, Satisfaction, it is found that 
there is an impact of service quality on customer 
satisfactionamounting to 1.780, p<.001, and the 
impact of satisfaction of loyalty amounting

REFERENCE

[1]  Akbar, M.M. &Parvez, N. (2009). Impact 
of Services Quality, Trust, and Customer 
Satisfaction on Customer Loyalty, ABAC 
Journal,Vol. 29, No. 1, pp. 24-38.

[2]  Babakus, E., Bienstock, C., &Scotter, J. (2004).
Linking perceived quality and customer 
satisfaction to store traffic and revenue growth. 
Decision Sciences, 35(4), 713-737.

[3]  Bowen, John T & Chen, S.L. (2001). The 
Relationship Between Customer Loyalty and 
Customer Satisfaction, International Journal of 
Contemporary Hospitality Management, Vol. 
13, No. 5, pp. 213-217

[4]  Chodzaza, G.E., &Gombachika H.S.H. (2013). 
Service quality, customer satisfaction and 
loyalty among industrialcustomers of a public 
electricity utility in Malawi.International Journal 
of Energy Sector Management, 7(2),269-282.

[5]  Fornell, C. (1992). A national customer 
satisfaction barometer: the Swedish experience. 
Journal of Marketing, 55(1), 1-21.

[6]  Jahanshahi, A.A., Gashti. M.A.H., Mirdamadi, 
S.A., Nawaser, K., &Khaksar,.S.M.S. (2011).
Study the effects of Customer Service and 
Product Quality on Customer Satisfaction and 
Loyalty. International Journal of Humanities 
and Social Science.Vol 1 No. 7.

[7]  Pearson, N. (1996). Building brands directly; 
creating business value from customer 
relationships. Macmillan, Business, 20 (6), 68-82.

[8]  Ribbink, D., van Riel, A.C.R., Lilijander, V. 
&Streukens, S. (2004). Comfort your online 
customer: quality, trust and loyalty on the internet. 
Managing Service Quality, 14(6), 446-456.

[9]  Turk, Z., &Avcilar, M.V. (2009). The effects 
of perceived service quality of audit firms 
on satisfaction and behavioural intentions: A 
research on the Istanbul Stock Exchange Listed 
Companies. Research Journal of Business 
Management, 3, 36-46.

[10]  Yang, Z. & Peterson, R.T. (2004). Customer 
perceived value, satisfaction, and loyalty: 
the role of switching costs. Psychology & 
Marketing, 21(10), 799-822.

[11]  Zeithaml, V., Berry, L., &Parasuraman, A. 
(1996).The behavioral consequences of service 
quality. Journal of Marketing, 6(2), 31-47.



Abstract

Welfare measures are having positive and significant 
effect on productivity of the organization. The 
welfare facilities will directly influence employee 
productivity. We are in the track of changing face due 
to various factors such as liberalization, privatization, 
globalization and also the recent global economic. So 
every organization is expected to meet the challenges 
by reshaping their labour welfare measures. It is found 
that better working conditions and welfare facilities are 
made available inside organization.Welfare facilities 
enable workers to have a richer and more satisfying life. 
It raises the standard of living of workers by indirectly 
reducing the burden on their pocket. Welfare means 
improving, faring or doing well. It is a comprehensive 
term, and refers to the physical, mental, moral and 
emotional well-being of an individual. Safety training 
must be given periodically and the employees who 
are unaware of safety aspects must be identified and 
trained. Training for handling of the safety equipment 
must be given periodically for the employees. This 
article paper highlights a study on the effectiveness of 
labour welfare measures the workers at public sector 
and to create awareness about the welfare measure.

Keywords - Labour, Welfare Measures, Training, 
Safety equipment, Productivity.

INTRODUCTION

According to the Factories Act,1948, a ‘factory’ 
means “any premises including the precincts thereof 
–whereon ten or more workers are working, or were 
working on any day of the preceding twelve months, 
and in any part of which a manufacturing process is 
being carried on with the aid of power, or is ordinarily 
so carried on, orwhereon twenty or more workers 

are working, or were working on any day of the 
preceding twelve months, and in any part of which 
a manufacturing process is being carried on without 
the aid of power, or is ordinarily so carried on; but 
this does not include a mine subject to the operation 
of the Mines Act, 1952 , or a mobile unit belonging 
to the armed forces of the union, a railway running 
shed or a hotel, restaurant or eating place.”mThe 
Act is administered by the Ministry of Labour and 
Employment through its Directorate General Factory 
Advice Service & Labour Institutes (DGFASLI) and 
by the State Governments through their factory 
inspectorates. DGFASLI was set up with the objective 
of advising the Central and State Governments on 
administration of the Factories Act and coordinating 
the factory inspection services in the States. It serves 
as a technical arm to assist the Ministry in formulating 
national policies on occupational safety and health in 
factories and docks. It also advises factories on various 
problems concerning safety, health, efficiency and 
well-being of the persons at work places.

The Oxford Dictionary Defines labour welfare as 
“effort to make life worth living for worker.Another 
definition implies that welfare is fundamentallyan 
attitude of mind on the part of management, influencing 
the method by whichmanagement activities are 
undertaken. The emphasis obviously is on the“Attitude 
of mind”.

In the Encyclopedia of Social Sciences welfare 
is defined as “the voluntary efforts of the employers 
to establish within the existing industrial system, 
working and sometimes living and cultural conditions 
of the employees beyond what is required by law, the 
customers of the industry and the conditions of the 
market.
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Welfare is comfortable living and working 
conditions. Employee welfare means the efforts to 
make life worth living for workman (Joshi, 1927). 
Human resources are the most important asset of an 
organization, and the accounting profession has to 
assess and record the value and cost of people of an 
organization.. All measures and activities undertaken by 
the government, employers and association of workers 
for improvement of standard of living of workers and 
promotion of their economic and social wellbeing are 
called labour welfare. Thus it may be defined as any 
work for improving the health, safety, and general 
well-being and work efficiency of the workers which 
improve their health and bring high morale. Welfare 
work may be classified into two categories, viz.

a) Statutory welfare work

b) Non statutory welfare work

Organizations provide welfare facilities to their 
employees to keep their motivation levels high. The 
employee welfare schemes can be classified into two 
categories viz. statutory and non-statutory welfare 
schemes. The statutory schemes are those schemes 
that are compulsory to provide by an organization as 
compliance to the laws governing employee health 
and safety. These include provisions provided in 
industrial acts like Factories Act 1948, Dock Workers 
Act (safety, health and welfare) 1986, Mines Act 1962. 
The non-statutory schemes differ from organization to 
organization and from industry to industry

 Welfare measures 

Non statutory 
welfare 

Statutory 
welfare 

we 

Voluntary 
welfare 

Mutual 
welfare 

STATUTORY WELFARE WORK

The statutory welfare schemes include the following 
provisions:

1.  Drinking Water: At all the working places safe 
hygienic drinking water should be provided.

2.  Facilities for sitting: In every organization, 
especially factories, suitable seating 
arrangements are to be provided.

3.  First aid appliances: First aid appliances 
are to be provided and should be readily 
assessable so that in case of any minor 
accident initial medication can be provided to 
the needed employee.

4.  Latrines and Urinals: A sufficient number 
of latrines and urinals are to be provided in 

the office and factory premises and are also to 
be maintained in a neat and clean condition.

5.  Canteen facilities: Cafeteria or canteens are to 
be provided by the employer so as to provide 
hygienic and nutritious food to the employees.

6.  Spittoons: In every work place, such as ware 
houses, store places, in the dock area and 
office premises spittoons are to be provided 
in convenient places and same are to be 
maintained in a hygienic condition.

7.  Lighting:Proper and sufficient lights are to 
be provided for employees so that they can 
work safely during the night shifts.

8.  Washing places: Adequate washing places 
such as bathrooms, wash basins with tap and 
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tap on the stand pipe are provided in the port 
area in the vicinity of the work places.

9.  Changing rooms: Adequate changing rooms 
are to be provided for workers to change their 
cloth in the factory area and office premises. 
Adequate lockers are also provided to the 
workers to keep their clothes and belongings.

10.  Rest rooms: Adequate numbers of restrooms are 
provided to the workers with provisions of water 
supply, wash basins, toilets, bathrooms, etc.

NON STATUTORY SCHEMES

Many non-statutory welfare schemes may include the 
following schemes:

1.  Personal Health Care (Regular medical 
check-ups): Some of the companies provide 
the facility for extensive health check-up

2.  Flexible-time: The main objective of the 
flexitime policy is to provide opportunity to 
employees to work with flexible working 
schedules. Flexible work schedules are 
initiated by employees and approved by 
management to meet business commitments 

while supporting employee personal life needs
3.  Employee Assistance Programs: Various 

assistant programs are arranged like external 
counselling service so that employees or 
members of their immediate family can get 
counselling on various matters.

4.  Harassment Policy: To protect an employee 
from harassments of any kind, guidelines 
are provided for proper action and also for 
protecting the aggrieved employee.

5.  Maternity & Adoption Leave –Employees 
can avail maternity or adoption leaves. 
Paternity leave policies have also been 
introduced by various companies.

6.  Medical claim& Insurance Scheme: This 
insurance scheme provides adequate 
insurance coverage of employees for 
expenses related to hospitalization due to 
illness, disease or injury or pregnancy.

7.  Employee Referral Scheme: In several 
companies employee referral scheme is 
implemented to encourage employees to refer 
friends and relatives for employment in the 
organization.

SOCIAL SECURITY IN INDIA

The following legislative measures have been adopted 
by the government of India by way of social security 
schemes for industrial workers.

I.  Workmen’s Compensation Act, 1923 
Under the Act, compensation is payable by 
the employer to workmen for all personal 
injuries caused to him by accident arising out 
of and in the course of his employment which 
disable him for more than three days. If the 
workman dies, the compensation is to be paid 
to his dependents.

II.  Employee’s State Insurance Act, 1948 Under 
the Act, an insured person is entitled to receive 
benefits such as medical benefit, sickness 
benefit, maternity benefit, disablement benefit, 
dependents benefit, funeral benefit etc.

III.  Employees Provident Funds and 
Miscellaneous Provisions Act, 1952 The Act 
has made schemes for three types of benefits 
namely, provident fund, family person and 
deposit linked insurance.

IV.  The Payment of Gratuity Act, 1962Under 
(he Act gratuity is payable to an employee 
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on the termination of his employment after 
he has rendered continuous service for not 
less than five years. The completion of 
continues service of five years is, however, 
not necessary where the termination of the 
employment is due to death or disablement.

V.  The Industrial Dispute Act, 1947 Under 
the Act, a retrenched worker is entitled to 
compensation at the rate of 15 days average 
earning for every completed years of service 
or part thereof. When the closure of the 
undertaking is due to circumstances beyond 
the control of the employer, compensation 
is limited to the maximum of three months 
average earnings.

VI.  Maternity Benefits Acts, 1961 The Act 
applies to women in factories, mines and other 
establishments. This Act replaced the Mines Act 
and it was adopted by most of the states, h does 
not apply to those covered by the ESI schemes.

VII.   Employees Family Pension Scheme, 
1971the family pension seeks to provide some 
monetary relief to the family members of 
employees, who die in service, that is, before 
superannuation. In the event of an employee’s 
death his family gets pension on a graded scale 
depending on the employee’s last salary grade.

Theories of Labour Welfare
Seven theories, constituting the conceptual framework 
of labour welfare, have so far been outlined

 Policing theory Religious theory Philanthropic theory 

Social theory Paternalistic theory 

Placating theory Public theory Functional theory 

LABOUR 
WELFARE 
THEORY’S 

The Police theory
The theory is basically meant for making the employees 
and workers availed with the basic facilities needed. 
e.g., Drinking water, enough rest and lunch intervals 
etc. in this approach the government has to introduced 
the practices to control the exploitationof workers by 
their employer. e.g. Heavy workload and less payment 
very small time intervals etc.

The Religious Theory
This theory believes in two key approaches:

The investment

The atonement (punishment)

The investment theory explains the welfare 
benefits provided to worker is the current investment 
made for future progress. The punishment approach 
says if the workers are not getting the benefits it is 
a part of their sins in the past and they need to be 

punished for that.

Philanthropic Theory
This is a benevolent approach which has a keen interest in 
giving strategy. Provision for good conditions of work, 
day care facilities for children, canteens and washing 
facilities in regard to the employee, rehabilitation of 
disabled people, working boys/girls hostel facilities, 
donation to NGO’s, rewards to educational intuitions 
etc.This theory is only encouraged for the well being 
of the internal and external environment.

Paternalistic theory
In this theory the owner occupier or the employer holds 
the funds of the industry in a trust. This trust consists 
of board or trust members and any amount to be spent 
in favor of the employees and the society is first being 
taken in discussion. It creates a good moral for the 
internal and external environment. This theory is also 
known as the “Trusteeship theory of  labour welfare”.
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Placating theory
This theory mainly responds to the peaceful measures 
applicable for the workers and employees. Application 
of this theory is basically meant for the organized and 
committable enthusiastic. This theory enables the 
employees to be pleased and obliged with the provided 
welfare benefits.

Public relation theory
This theory basically focuses on the attraction of 
goodwill of the industries. In this theory the welfare 
benefits are directly related to the impression of the 
industry. Impression with the point of views of internal 
& external environment e.g. the in-house employees 
and the visitors.

Functional theory
This theory believes in high productivity or outcome 
of employees by providing them the welfare benefits. 
An approach expects the results in the work efficiency 
& effectiveness on work. This concept is commonly 
used in nature. Also known as the “efficiency theory 
of labour welfare”.

Principles of Labour Welfare

 ●  Labour welfare is dependent on certain basic 
principles, which must bekept in mind and 
properly followed to achieve a successful 
implementation ofwelfare programmes. 
The Underlying rules of Labour welfare are 
explained underthe following points

 ●  The labour welfare activities should pervade 
the entire hierarchy of an organization. 
Management should be welfare-oriented at 
every level.

 ●  The employer should not bargain labour 
welfare as a substitute for wagesor 
monetary incentives. In other words, the 
workers have a right toadequate wages in 
addition to welfare measures.

 ●  The employer should look after the welfare 
of his employees as a matter ofsocial 
obligation. The Constitution of India, in 
its Directive Principles ofState Policy, also 
emphasizes this aspect of labour welfare.

 ●  Labour Welfare must aim at helping 
employees to help themselves in thelong run. 

This principle of self-help will enable them to 
become moreresponsible and more efficient.

Importance of the labour welfare
Today the labourers /employees part of an organization 
are given much importance by the management and 
lot of welfare measures have been included in the 
corporation pay package, irrespective of the size of the 
organization. We also see that almost all the Board of 
Directors of corporation thanking the services of the 
employees through the annual reports of the corporation.

Necessity of the labour welfare in India
As regards the necessity of the welfare work in India it 
can be easily released if we look into the conditions of 
working classes in our country. They have to work for 
long hours under unhealthy surroundings afterwards 
have no means to remove the drudgers of their life. 
Removed from the village community and thrown into 
a strange and uncongenial environment, they are liable 
to became easy victims of drinking, gambling and 
otherwise which tend towards their demoralization and 
ruin Indian workers regards industrial employment as 
a necessary evil from which they are eager to escape 
early as possible. To increase the conditions of their 
life and work and industrial control is important to the 
welfare work is therefore greater in India.

CONCLUSION

Labour welfare has become essential because of the 
very nature of theindustrial system. The approach 
to this problem or movement differs fromcountry 
to country, according to the degree of development 
in a particular country.However, the need for labour 
welfare in some way or the other is realized all overthe 
world because of the socio-economic conditions and 
problems which theindustrial society has thrown up.

The aims and objectives of labour welfare have 
progressively changedduring, the last few decades. 
From the primitive policing and placatingphilosophy 
of labour welfare, it gradually moved to the era of 
paternalism withphilanthropic objectives. Even today 
there is evidence of humanitarian outlook ofsome of 
the employers in many employee-welfare programmes. 
The recentthinking in labour welfare however is more 
oriented towards increasingproductivity and efficiency 
of the work people. An outstanding trend today is 
thatit has become a comprehensive concept concerned 
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with the development of thetotal human personality 
embracing physical, mental, social psychological 
andspiritual aspects of the employee’swellbeing.

Be that as it may be, well-organized labour welfare 
efforts can and dosolve some of the labour problems 
that have resulted from industrialization. Theremay be 
divergent views about the implementation of labour 
welfare programmes,about who should undertake 
responsibility for them and who should bear the cost.
But what is invariably called off is sincerity of purpose. 
However there has been agrowing appreciation and 
acceptance of “utility of welfare work” on the part 
ofemployers. As long as this appreciation exists, 
charity, as one of the motives,cannot undermine the 
purpose of labour welfare.
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Abstract

Globalisation and changing environment influences 
the companies to adapt recent trends for sustainable 
growth and development. Human Resource Analytics 
(HRA) is the data driven approach for the effective 
way of managing human resources in the organisation. 
Major purpose of HRA is better Decision making. 
It helps to enhance employee productivityand 
engagement.HR data with support of analytics in 
order to provide outcomes and insights that are 
supportive for business operations.This technique is 
being used by many organizations in both a strategic 
and tactical way to achieve competitive advantage in 
terms of their analytic capabilities as well as decision-
making processes based on data gained from analytics 
(Davenport, Harris & Morison 2009). HR Analytics 
also provides possible solutions for HR challenges. 
This research is an empirical study and represents 
a major contribution to the field of HR Analytics in 
organisations. In this research author covers what are 
the benefits, challenges and application of HRA. 

Keywords: Analytics, Data, Decision Making, 
Productivity, Engagement, strategy, tactical.  

INTRODUCTION

Human resources are the essential asset to the 
organisation. Human Resource analytics (HR 
Analytics) is defined as the area in the field of analytics 
which is applying analytical process to the human 
capital within the organization to improve employee 
performance and improving employee retention.HRA 
aims to collect human resource processes, gathering 
related data and then using this data to make predict 
decisions on how to overcome HR related problems.

HR analytics is the application of statistics, modelling, 
and analysis of employee-related factors to improve 
business outcomes. HR analytics is also known as 
people analytics, talent analytics and workforce 
analytics. Hr analytics covers all the hr functions such 
as time to hire, performance evaluation and training 
expenses per employee, People analytics can be applied 
to all people like customers as well as employees and 
workforce analytics encompassing term pertaining to 
employees on site, remote, gig workers, freelancers, 
consultants. 

HR ANALYTICS

In earlier stage 1900s it was operational Human 
Resource, later on 2000s it was strategic Human 
Resource and now its data driven Human Resource. 
Data is the most important thing on HRA. Human 
Resource analytics is a data-driven approach to 
managing people at work.analytics enables HR 
professionals to make data-driven decisions. analytics 
helps to test the effectiveness of HR policies and 
different interventions. Analysis can be done with the 
help of data. HRA requires two types of data one is 
internal data and external data.

Internal data contains employee tenure, employee 
compensation, employee training records, performance 
appraisal data, reporting structure, employee medical 
records, and details on high value, high potential 
employees and details about disciplinary actions. 
External data contains financial data, organisational 
specific data, passive data from employees, historical 
data. Tools to analyse these data are work day, google 
analytics, R, Python. Findings from the data are the 
key impact to their organisation.

HR ANALYTICS – A STRATEGY FOR EFFECTIVE HRM
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BENEFITS OF HR ANALYTICS

In sum, HR analytics will move from an operational 
partner to a more strategic centre of excellence. 

Companies are now realizing company success is built 
on people, and HR analytics can light the way from 
intangible theory-based decisions to real ROI through 
the following:

Challenges of HR Analytics

There are several challenges organizations need to 
overcome so they can reap the rewards:

 ●  Finding people with the right skillset to 
gather, manage, and report on the data.

 ● Data cleansing.

 ● Data quality.

 ●  Too much data to parse or not knowing 
what data is most important.

 ● Data privacy and compliance.

 ● Proving its worth to executive leadership.

 ● Tying actions and insight to ROI.

 ● Identifying the best HR technologies to 
keep track of the data.

Future of HR Analytics

We’re experiencing seismic shifts in the HR landscape, 
and smart organizations realize they need to embrace 
a data-driven culture to compete and retain top talent. 

Data analysis is now a necessary tool to move beyond 
gut feeling, but challenges remain in selling its benefits 
to the C-Suite. Once consensus is gained, partners and 
human resource management solutions will need to be 
chosen with care to ensure goals are met.

Psychology is also playing an increasingly 
important role in HR analytics. Industrial-
organizational psychology (I-O psychology) applies 
psychological principals to organizations. Its goal is 
to increase productivity and employee well-being. A 
common application is to match employees with the 
best-fit job within the organization, and analytics is 
one tool I-O practitioners use to make these decisions.

Strategic HR to Data driven HR Why
Analytics allows HR and its functions to measure and 
then increase its business impacts.When everything 
in HR is digital, prioritized and managed with data, 
HR can show where and how much it directly impacts 
strategic business goals.

Analytics allow HR and its functions to 
increase workforce productivity.HR can utilize 
analytics to identify the factors that directly increase 
productivity.
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Analytics allow HR and its functions to contribute 
to an increase in corporate speed and adaptability.In 
a rapidly changing and volatile world, businesses can 
only succeed if they are fast and adapt quickly. HR can 
make a contribution to that effort by utilizing analytics 
to develop a hiring process that selects individuals 
with these two key skill sets.

Analytics allows HR and its functions to contribute 
to increasing corporate innovations.Analytics can help 
HR design recruiting systems that effectively attract 
the best innovators.

Data allows HR and its functions to more 
effectively influence managers.The best thing about 
using data to influence managers is it’s hard for them 
to contest it.

Predictive analytics prepare managers and HR 
for the future.The most impactful component of data-
driven decision-making is the ability to predict trends 
and upcoming problems or opportunities in talent 
management.

Analytics allows HR to prioritize and funnel 
resources into the highest business impact areas. 
HR leaders can more accurately allocate their HR budget 
and staff into the programs with the maximum impact.

Analytics allows HR and its functions to identify 
which existing talent programs are not working.
Analytics helps HR leaders discover which of their 
existing programs and tools are working and which 
ones are not. Analytics also allow you to assess the 
effectiveness of new programs.

Analytics will identify the hidden causes of 
problems.HR must go beyond its current “what 
happened metrics” (i.e. our turnover is 12%) and 
begin gathering what I call “why metrics” (i.e. 85% 
left because of bad managers).

Data will increase hiring and recruiting efficiency. 
Research by the Bosh Consulting Group found that 
the recruiting function had the highest impact on both 
corporate revenues and profits. As a result, it makes 
sense to apply analytics in this area.

Applications of HRA



428

   

How Does HR Analytics Drive Business Value?

The data useful for the HR function can be used 
to improve employee performance, the employee 
experience, and in turn, maximize business outcomes. 
For example of how HR analytics can be used to 
enhance business value. “HR analytics could be 
used to measure investments in reskilling, which 
will deliver the right competencies to support a new 
revenue model, using data-driven insights to modify 
the training offering as sales results emerge”. This 
is definitive granular data that can not only impact 
the bottom line, it can also transform employee 
engagement in an organization.HR analytics being that 
of increasing the business value derived from using 
data for talent decisions.

CONCLUSION

Digitalization is a world-wide trend and it enhances 
the business operations. HRA is one among of that. 
Transformation of organisation from one level to 
next level will aids to increase their effectiveness and 
also in decision making process. Most importantly 
organisations must adapt and support findings solutions 
because it’s based on real time data. HR functions 
through integrating analytics as an integral part in order 
to enable the measurement of HR, HR outcomes and 
develops a decision with HR Data. Organisation must 
update them for growth and compete the challenges. 
HRA is a effective way of handling human resources 
in the organisation. 
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Abstract

Consumers establish their belief about the features of 
the alternative products that they would consider and 
determine, based on those perceptions, their attitudes 
towards the products.

Consumers Perception makes certain 
importance about a product or service 
when a consumer makes initial contact. At 
this juncture all of the senses are engaged 
in getting brand marketing correspond 
messages. In marketing prose, there are 
four distinct stages of perception arise 
during consumer information processing: 
i.e. sensation, attention, interpretation and 
retention. Smart homes will be filled with 
connected products are to make our lives 
easier, convenient, and comfortable. The 
smart home gadgets interact, seamlessly 
and securely; control, monitor and improve 
accessibility, from anywhere across the 
globe. The major potential of a smart home 
is enormous; for e.g., smart homes are 
essentially designed for old-age people 
because such homes are capable of sensing, 
processing and relaying their main health 
information and corresponding this data 
through integrated devices and networks to 
protectors.

INTRODUCTION

Back in 1923, Swiss architect Le Corbusier (1887–
1965) described a house as “a machine for living in”— 
and slowly, during the 20th century, his speech turned 
into reality. First, the arrival of convenient, electric 

power started to strip away the hard work from all 
kinds of domestic tasks, including washing clothes and 
water pump motor and water heater and grinder. Then, 
transistors made electronics affordable in the mid-20th 
century, home appliances started to control themselves 
in a limited way, using built-in sensors. But it’s only 
now, in the 21st century, that the vision of the fully 
automated, smart home is actually being realized. 
Thanks to the Internet, it’s easy to set up virtually 
any electric appliance in your home so you can 
control it from a Web browser anywhere in the world. 
And, before much longer, all kinds of net-connected 
machines will be talking to one another, running much 
more of our lives automatically through what’s known 
as the IoT. IoT (Internet of Things) means taking all 
the things (products) in the world and connecting them 
to the internet.

Preference formation is the consumer turns the 
perception into product preferences in the second half 
of the buying evaluation phase. Most models assume 
consumers have a utility function for attributes, which 
describes how the consumer’s valuation of the product 
varies with alternate levels and combinations of 
attributes. The consumer arrives at an attitude toward 
the product through the same evaluation procedure.

Home automation is a modern technology 
that modifies home to perform different sets of task 
automatically. In our nation is already the buzz word, 
particularly as the wave of second generation home 
owners raises, they want more than the basic need, 
i.e. food, cloth, shelter, water, and electricity. The 
first and foremost benefit of Smart Homes is comfort 
and convenience, as more devices can deal with more 
operations namely surveillance, lighting, temperature, 
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and so on, which in turn frees up the resident to carry 
out other tasks. This smart home technology happens 
to have an interface with IoT. Information Technology 
automation will be the key to linking the gap between 
human limitations and technology’s capabilities. In 
home automation, information can be instantaneously 
collected and flawlessly passed between devices as it’s 
simultaneously analyzed. Smart home is an appealing 
perspective for the Internet of Things (IoT), by 
connecting the IP gateway directly to the Internet or 
through a home gateway; this system can be controlled 
remotely using a Computer, mobile phone, Tab or 
other gadgets.

OBJECTIVE OF STUDY

 ●  To find gap between human limitations and 
technological capabilities

 ●  To identify the possibilities for home 
security, convenience and comfort.

 ●  To provide healthy, happy and independent 
life for elderly and disabled people

SIGNIFICANCE OF STUDY

The smart homes are operated through the internet and 
the home appliances are controlled by various devices. 
The consumer commands over the internet will be 
obtained by the Wi-Fi modems. The Microcontroller 
has an interface with this modem. These system 
statuses are displayed through the LCD display, beside 
with the system data. This is a distinctive IoT based 
Smart Home Automation system, for controlling all the 
home appliances. Apart from smart homes, the further 
development is smart cities, which would take the IoT 
to the next level. Apparently smart homes are presently 
a small part of our daily lives that the Internet of Things 
will transform our future in the upcoming years.

LIMITATIONS OF STUDY

Through technology personal information is fetched 
and transferred in the wireless network, privacy issues 
become more obvious that must make use of the full 
advantages of smart home technology. Normally, 
security deals with cryptographic techniques employed 
to secure communication channels to ensure message 
integrity, confidentiality, authenticity, but privacy 

studies the issues involved in faith and risk associated 
in the collection, storage, distribution and association 
of personal information.

REVIEW OF LITERATURE

Davit Marikyan, Savvas Papaginnidis, Eleftherios 
Alamanos (2018) in Science Direct: A smart home is 
a residence equipped with smart technologies aimed 
at providing tailored services for users. Smart home 
technology make it possible to monitor, control and 
support residents, which can enhance their quality 
of life and maintain independent living. Researcher 
provides a wide-ranging view of smart home 
explanation and its characteristics. Then researchers 
revolve towards a detailed discussion of the smart 
home types, related services and its benefits. Finally 
outlining the current state of smart home benefits, the 
researchers discuss the obstacles and challenges to 
implement smart home technology.

Parisa Raei, Abdelhamid Bouchachia (2016) : 
Researchers identified the various categories where 
smart home technologies provide useful assistance to 
elderly residents

Emergency help Fall detection an fall 
prevention

Temperature checking Helping with hearing and 
visual impairment

Automatic lighting Timely and precise 
information on drug side 
effect

Intruder alarm Remainder for future 
appointments or events

Monitoring the 
physiological factores

Blood pressure, glucose 
levels

Biljana L.Risteska Stojkoska, Kire V. Trivodaliev 
(2016)  in Scicece direct: Although Internet 
of Things (IoT) brings significant advantages 
over traditional communication technologies 
for smart grid and smart home applications, these 
implementations are still very rare. They believe on a 
broad review, this article intends to add value towards 
tightening the gap between the present smart home 
technology and the outlook of their integration into 
an IoT enabled environment. They suggest a whole 
structure which integrates different components from 
IoT architectures/structures proposed in the article, in 
order to efficiently incorporate smart home objects in a 
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cloud-centric IoT based solution. They identify a smart 
home management model for the proposed framework 
and the main tasks that should be performed at each 
level. 

Lili, Eleni Stroulia, Loanis Nikolaidis (2016) 
in Science direct: They identified and analyzed and 
found that: (1) technology-readiness level for smart 
homes and home health monitoring technologies is 
low; (2) smart homes health technologies are utilized 
to monitor activities of our daily living, decline 
intellectual capacity, and heart condition in older 
people; (3)  observably no proof that smart homes 
health monitoring technologies assist deal with 
disability prediction and health-related life, or fall 
prevention; and (4) apparently inconsistent proof that 
smart homes health monitoring technologies aid attend 
to chronic obstructive pulmonary disease.

Charlie Wilson, Tom Hargreaves, Richard 
Hauxwell-Baldwin (2017) in Science direct: Smart 
homes are a priority area of strategic energy planning 
and national policy. Consumer adoption of smart 
home depends on potential users recognizing obvious 
advantages with acceptable levels of risk. 

RESULTS OF DISCUSSION

What is a smart home?
A smart home is many appliances are wired up to a 
centralized computer so that they can automatically 
be set on and off at certain times for e.g., heating 
machines can be set to come on robotically at 6:00AM 
on rainy season and some events will occur i.e. lights 
can be switched on only when a photoelectric sensor 
detects that it’s dark.

For the most part homes already have a certain 
amount of “smartness” because many appliances 
already contain built-in sensors or electronic 
controllers. Almost all recent washing machines have 
programmers that make them perform a distinctive 
series of washes, rinses, and spins relying on setting 
their various dial and buttons when consumer first 
switch on. 

The smart home technologies have the maximum 
impact in energy saving. This is where IoT comes into 
place, and makes it such an integral part of the home 
automation. With the aid of smart home technology, 
devices can be controlled as and whenever you require.

The major benefit of smart home lies in the reality 
that the settings are controllable from your mobile 
phones and other devices. Smart home devices can 
help decrease costs and save energy. The smart home 
technology includes smart lights, smart televisions, 
smart heater, smart air coolers and other home 
appliances. Wearable’s (Smart Watch, fitness brands, 
smart headphones, smart clothing) are also expected 
to witness the growth in the future.

But do we really need a smart home?
Isn’t it lazy and indulgent to have a machine switching 
the lights on and off for you when you can do it perfectly 
easily yourself? Bear in mind, though, that many elderly 
and disabled people, and those with special needs, 
struggle with simple household tasks. Home automation 
could make all the difference between them being able 
to live happily and independently in their own home. 

As the population ages, governments and medical 
charities are looking at home automation with 
increasing interest: why not use computers, robots, 
and other technologies to provide the support that 
vulnerable people need to keep them happy, healthy, 
and independent? For e.g., people with dementia can 
have their homes fitted with automated sensors that 
check whether cookers have been left on or taps have 
been left to overflow.

Elderly people prone to falling can have their 
homes fitted with lighting activated by motion sensors, 
so that if they get up in the middle of the night they’re 
not stumbling around dangerously in the dark. Blind 
people can finally buy ordinary household appliances 
and use one simple computer controller, programmed 
to suit their personal needs, to manage them all.

For elderly or disabled, home automation systems 
like this can make all the difference to your quality of 
life, but they bring important benefits for the rest of 
us as well. Most apparently, elderly citizens get better 
home safety, security, comfortable, and convenient. 

Furthermore, smart home tecnology can assist aged 
people to live a highly independent and superior life.

More importantly, if they integrate energy monitors, 
such as thermostats, or sensors that cut the lights to 
unoccupied rooms, they can help you reduce household 
energy bills; automated systems such as Bye Bye Standby 
mode, which cut the power to appliances when they’re not 
being used, can dramatically reduce the energy wasted by 
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appliances such as washing machines, , and TVs when 
they›re not actually being used.

The major purpose for such home automation and 
digital environments is mounting to make available better 
conveniences and enhance their quality of life. Aged 
people can enhance their quality of life is turning a tedious 
environment into a happy and healthy environment, 
making them an extremely comfortable place to breathe.

How do smart homes work?
A smart home is meant to be a distinctive world, 
comprising of various devices, including sensors, 
actuators, displays and computational elements 
interacting and exchanging information with users to 
provide them with automated, customized, and secured 
services. These types of environments are designed 
to make life better and secure through information 
processing, automation and personalized services.

In a distinctive smart home technology, IoT 
shaped by the amalgamation of electronic elements 
that are likely to sense, process and transmit data 
collected from the mix of various devices, users and 
computers connected in the environment with a view 
to responding with custom-made facilities to users. 

Smart Home Environment Security Issues

Elderly citizens living in the smart home are 
progressively more intending on information from 
wireless networks that are monitoring, collecting and 
analyzing their data about them, their fundamental 
signs, location, motion, appliances, machines and 
utility usage, and sending them to their well wishers or 
other legitimate agencies for a timely decision.

Like this personal and sensitive information 
produced by the interactions between diverse 
intellectual devices and sensors are corresponded 
to external world through further existing network 
technologies. The integration of various gadgets, 
networks and various technologies, together with 
the Internet, put down no room for neglecting the 
security issues, architectures, protection and defense 
mechanism.

CONCLUSION

Involvement is the degree of perceived relevance 
and personal importance accompanying a particular 

product purchase decision. In high involvement 
decisions, the consumer carries at extensive evaluation 
of the products. High involvement product purchases 
incur high expenditure or personal risks. The consumer 
spends more time and effort in arriving at the right 
decision. 

In high involvement situations, marketers need to 
provide information as the customer will require such 
information to evaluate the product he is planning to 
purchase. Marketers must also ensure that the customer 
is aware of important attributes of the product and also 
ensure that he correctly evaluates their consequences.

Maybe you’re still not convinced—and maybe 
you’re right. Do you really need things like this? Do 
you need to buy even more appliances just to control 
the ones you already have? Isn›t it just as easy to 
get into the habit of switching things off yourself? 
Gadgets that kill your TV›s standby mode sound 
cool, but how hard is it to pull out the plug? What 
about switching the TV off altogether and reading 
a book? Or putting your games console away in the 
cupboard and getting into the habit of taking walks 
in the country instead? And instead of going to great 
lengths to wire up your house for while you›re away 
on vacation, how about befriending the neighbors 
and asking them to look out for you instead? For 
many of us, a house really is a machine for living 
in—and if that›s the way you like living, it›s just fine. 
But it›s important to remember that there are plenty 
of alternatives to living that way as well. If small is 
beautiful and simple is best, the smartest home might 
be one that has no gadgets at all!
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INTRODUCTION:

Interest rates are the major economic factors that 
influence the economic growth in an economy. They 
can be used to control inflation and to boost economic 
development. Interest rate is one of the most important 
factors that affect the bank financial performance. 
Interest rate is the price a borrower pays for the use 
of money they borrow from a lender or a financial 
institutions or fee paid on borrowed assets. They are 
major economic factors that influence the economic 
growth in an economy. Interest rate is economic tool 
used by bank to control inflation and to boost economic 
development. It is widely believed that fluctuations of 
market interest rates exert significant influence on the 
performance of commercial banks. Fluctuations of 
market interest rates spread exert significant influence 
the performance of commercial banks.

REVIEW OF LITERATURE:

Kaggwa Stella Nakayiza (2013) the researcher studied 
about cenetary bank in Uganda. Thestudy discovered 
that compliance with regulatory requirements involves 
Centenary bankabiding by the rules and regulations 
as provided by the Bank of Uganda as well as its 
internalrules and regulations as regards to interest rate 
policies and portfolio management. 

Wenshengpeng, Frank Leung and Chang Shu 
(2003) studied about the impact of interestrates shocks 
on performance of the banking sector. This study 
examines the impact of changesin the interest rate on 
the estimates of the study show that during the period 
under study,a rise in the spread squeezed the net interest 
margin and worsened asset Gauba and Rithika 2016 

from Lucknow studied about the customer satisfaction 
in thebanking sector and compared SBI and HDFC 
bank. The researchers pinpointed that thecustomers of 
both the banks were dissatisfied and customers of SBI 
were dissatisfied the most. 

Navneet Kaur 2014 has studied about the customer 
retention and customer satisfaction in relation to 
E-Banking in Patiala. The researcher has found that all 
the customers are important for the bank and the banks 
are laying extra efforts to bring customer satisfaction 
to a greater extent.

STATEMENT OF PROBLEM:

Interest rates in the Indian banking system keeps on 
varying and are influenced by various factors and can 
affect the performance of banking institutions. Banks 
earnings are affected by unanticipated changes in 
interest rates. The potential impact of interest rates on 
banks performance is a concern for bankers. Hence 
the study “Impact of interest rates on performance of 
public and private sector banks were taken” by the 
researcher.

OBJECTIVE OF THE STUDY:

 ●  To compare the performance of public 
sector and private sector banks.

 ●  To analyse the impact of change in interest 
rates on the performance of public and 
private banks.

 ●  To ensure that banks loan portfolio are 
maintained within acceptable limit.

A STUDY ON IMPACT OF INTEREST RATES ON THE PERFORMANCE OF 

PUBLIC AND PRIVATE BANKS

Keerthish S
Kristu Jayanti College,Researcher Master of Business Administration, Bangalore- 560077
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HYPOTHESIS OF THE STUDY:

Ho: There is no difference between the Equity 
share capital of SBI and ICICI

H1: There is difference between the equity share 
capital of SBI and ICICI

Ho: There is no difference between the other 
liabilities and provision of SBI and ICICI

H1: There is difference between the other 
liabilities and provision of SBI and ICICI

SCOPE OF STUDY:

The study the impact of interest rates on the 
performance of public and private banks will be carried 
out in Bangalore among various public and private 
banks. This study mainly will help the management 
of the banks as it warns the management about the 
effect the interest rates will have on the performance of 
their banks. It may also help the policy makers of the 
bank to restructure their policies into a better one and 
can also have a better insight on the future change in 

interest change and the potential effects on the banks. 
This study also acts as a base or ground for future 
researches in the same area.

RESEARCH METHODOLOGY:

The present study is an attempt to analyse the impact 
of interest rate on the performance of the selected 
public and private banks such as SBI and ICICI. The 
study does not include any other banks.

SOURCES OF DATA:

The data used for this research is secondary data. The 
data about the interest rates were collected from RBI 
website and to study the performance of the banks. 
The financial statement were taken from the websites. 
To extract more information past journals, magazines, 
articles and the previous projects on similar project is 
referred.

STATISTICAL TOOLS FOR ANALYSIS

The data collected were analysed with the help of 
statistical tools such as correlation and anova.

DATA ANALYSIS AND INTERPRETATION:

Equity Share Capital (in crores)

SL NO YEAR SBI INDEX VALUE ICICI INDEX VALUE
1 2017-18 892.46 133.00 1285.81 111.5409
2 2016-17 797.35 118.82 1165.11 101.0705
3 2015-16 776.28 115.68 1163.17 100.9022
4 2014-15 746.57 111.26 1159.66 100.5977
5 2013-14 719.40 107.21 1155.64 100.1969
6 2012-13 684.88 102.06 1153.64 100.0755
7 2011-12 671.04 100.00 1152.77 100

Source: SBI and ICICI websites

Ho: There is no difference between the Equity share capital of SBI and ICICI

H1: There is difference between the equity share capital of SBI and ICICI

ANOVA
Source of variation SS Df MS p-value F-crit
Between groups 620436.1 1 620436.1 3.4E-08 4.747225
Within groups 48530.76 12 4044.23
total 668966.9 13
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Interpretation: The index value shows that equity 
share capital of both SBI and ICICI areincreasing year 
by year. The share capital of SBI has increased by 33% 
over a period of 7years and the share capital of ICICI 
has increased by 11.54% over a period of 7 years. 
Theanova shows that critical value 4.74225 is less 

than the f value which is 153.4127 whichmeans null 
hypothesis is rejected and there is a difference between 
the equity share capital ofSBI and ICICI.

Other liabilities and provision of SBI and ICICI

Other liabilities and provisions (in crores)

SL NO YEAR SBI INDEX VALUE ICICI INDEX VALUE
1 2017-18 167138.08 206.559 192445.22 1094.870
2 2016-17 155235.19 191.849 175353.32 997.630
3 2015-16 159276.08 196.843 149834.79 852.448
4 2014-15 137698.04 170.175 141661.56 805.949
5 2013-14 96926.65 119.788 126030.31 717.019
6 2012-13 95455.07 117.969 32133.60 182.816
7 2011-12 80915.09 100 17576.98 100

Source: SBI and ICICI websites

Ho: There is no difference between the other liabilities and provision of SBI and ICICI

H1: There is difference between the other liabilities and provision of SBI and ICICI
ANOVA

Source of variation SS Df MS F p-value F-crit
Between groups 2.37E+08 1 2.37E+08 0.080127 0.781949 4.747225
Within groups 3.55E+10 12 2.96E+09
total 3.57E+10 13

Interpretation: The index value shows that 
other liabilities and provision of both SBI andICICI 
are increasing year by year. The other liabilities and 
provision of SBI have increased by106.5% over a 
period of 7 years and the other liabilities and provision 
of ICICI have increaseddrastically by 994.87% over 
a period of 7 years. The anova shows that critical 
value 4.74225is more than the f value which is 
0.080127which means null hypothesis is accepted and 
thereis no difference between the other liabilities and 
provision of SBI and ICICI.

FINDINGS AND SUGGESTIONS:

FINDINGS

The equity share capital of both SBI and ICICI has 
shown an increasing trend year by year. Itis at its 
highest in the year 2017-18 where SBI share capital 
892.46 crore which is 33%increase in past 7 years 
whereas ICICI share capital was 1285.81 crores which 
is 11%increase in past 7 years.There is a difference in 
the share capital of SBI and ICICI.

The reserves of both SBI and ICICI has shown an 
increasing trend year by year. It is at itshighest in the 
year 2017-18 where SBI reserves was 193388.12 crore 
which showed 135%increase in past 7 years whereas 
ICICI reserves was 106,310.68 crores which is 79% 
increasein past 7 years.There is a difference between 
the reserves of SBI and ICICI.

The deposits of SBI has increased by 159.32% 
over a period of 7 years and the deposits ofICICI has 
increased by 129.27% over a period of 7 years.There 
is a difference between the deposits of SBI and ICICI.

The borrowings of SBI have increased by 
185.13% over a period of 7 years and theborrowings 
of ICICI have increased by 63.16% over a period of 7 
years.There is no difference between the borrowings 
of SBI and ICICI.

Other liabilities and provision of both SBI and 
ICICI are increasing year by year. The otherliabilities 
and provision of SBI have increased by 106.5% over a 
period of 7 years and theother liabilities and provision 
of ICICI have increased drastically by 994.87% over 
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a period of 7 years. There is no difference between the 
other liabilities and provision of SBI and ICICI.

Revaluation reserves of both SBI and ICICI was nil 
for the first few years. For SBI there wasno revaluation 
reserve till 2015-16 then they had revaluation reserve 
of 31585.65 crores in theyear 2016-17 but in the year 
2017-18 it reduced to 24847.99 crores. ICICI bank did 
notmaintain any revaluation reserve until 2014-15 but 
had a reserve of 2817.47 crores thenreserve showed an 
increasing trend it in 2017-18 it increased to 3003.19.
There is no difference between the revaluation reserves 
of SBI and ICICI.

Other assets other assets of SBI showed decreasing 
trend for 2 years and decreased by 18% inthe year 
2013-14. Then it showed an increasing trend and it 
increased 326.82% in the year.ICICI bank showed an 
increasing trend and other assets of ICICI increased 
by 267.54% in theyear 2017-18.There is no difference 
between the revaluation reserves of SBI and ICICI

SUGGESTIONS:

 ●  This study recommends that both ICICI and 
SBI should set aside more of revaluation 
reserve which in turn will not pressurize 
the banks which will help the banks to 
grow and alsodevelop the economy.

 ●  The banks should pursue policies that 
would be feasible to majority of population 
because forthe development of economy 
and society banks should implement a 
more efficientmonetary policy.

 ●  Inflation mat hurt performance of bank 
and also have a direct impact on interest 
ratesgovernment should address the 
financial instability. The variation in the 
interest rates willlead lower performance 
of the banks hence the government should 
try to bring more stability.

 ●  Bank management should strategize to set 
up best discount rates which will reduce 
theirborrowing which will enhance their 
performance.

 ●  The banking industry in India have 
developed and is facing a lot of competition 
hence it isimportant for banks to subsidise 
their interest rates to compete and stay 
ahead of thecompetitors.

CONCLUSION:

This research studies about the impact of interest 
rates on the performance of public andprivate banks. 
The banks taken are SBI and ICICI. The study 
analysed various aspects of thebanks and various 
factors which influence the interest rates of the 
banks and also theperformance of the bank. Today 
in India there are lot of banks competing each other 
thecustomer will be in a dilemma on which banks 
to opt. The banks should provide their serviceswith 
subsidised interest rates which will improve their 
customer satisfaction and in turnimprove their 
performance which will then lead to economic 
development.



Abstract

The purpose of the study is to examine the impact of 
bank mergers and acquisition on the stock price of the 
respective banks. Data used for the study is secondary 
data which has been collected from National Stock 
exchange. T-test has been used to find the abnormal 
returns using the closing prices of shares under jump 
effect. 

Keywords: Mergers and acquisitions, 
share price, stock market

INTRODUCTION

As India aims to become a USD 5 Trillion economy 
with continuous and planned growth in various sectors 
of the economy there is one sector which is going 
through tremendous formation is the banking sector. 
Major PSB’s have been merged together to increase 
the national presence and infuse new technology into 
the system.

On August 30th 2019 it was announced that 10 
public sector banks will be amalgamated to form 4 
banks which will help them increase their credibility 
and enable the government to focus on coming up with 
better financial plans.

When announcements of amalgamations take 
place the stock market is the first to react. It has not 
just an effect on the stock price of the entities that are 
being merged but also has a domino effect on other 
sectors/industries as well.

The study aims to identify what is the effect of 
announcements of bank mergers and amalgamations  

on the respective stock price in the NSE. It also aims 
to find out which bank stock was most affected by this 
announcement.

Merger- A merger is the voluntary fusion of two 
companies on broadly equal terms into one new legal 
entity. The firms that agree to merge are roughly equal 
in terms of size, customers, scale of operations, etc.

Share Price -  It is the price of the shares of a 
company which are traded on the stock exchange. The 
share prices do not remain constant but fluctuate based 
on the demand and supply.

REVIEW OF LITERATURE

McGowan, Norfolk (2008), explore the impact of 
bank mergers and announcements on the financial 
performance of both the banks and also its effect 
on the stock price. The study has used event study 
analysis and tries to find if the returns due to this event 
are normal or there are fluctuations for the same.

Moffett, Naserbakth (2013), the study has been 
conducted on how stock prices are affected due to 
bank merger and amalgamation announcements and 
how it impacts on the return for shareholders in terms 
of returns in cash and in terms of profit. 

Dr. Bassi (2015). Analyzed how merger and 
acquisitions of banks impact the value of stock prices. 
Study finds positive impact and how these events are 
of a advantage to investors in gaining profits from 
abnormal returns on the stocks.

Georgios (2014), conducted a study on impact of 
cross border mergers and its impact on share prices 

IMPACT OF  MERGERS AND ACQUISITION ON BANK STOCK 
PRICES: AN EMPERICAL STUDY WITH RESPECT TO CANARA AND 

SYNDICATE BANK MERGER

ASHWINI.E
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in the short period. Classic event study analysis 
methodology was used, analysis depict that investors 
experience 4% positive abnormal returns for the first 
few days of announcements within the country and -15 
in cross border mergers and acquisitions.

Kyriazopoulos (2014), study examines short 
term valuation of domestic bank mergers in greater 
European area. It was found that the shareholders 
experience abnormal returns after the announcement 
but this later these abnormal returns vanish as the 
market stabilizes. Less efficient banks may experience 
the abnormal returns become negative overtime.

Karamanos (2015), conducted a study on the 
mergers and acquisitions of bank mergers in Greece. 
In his study he concludes that the mergers of banks 
have no positive or negative impact on shareholders 
wealth. It is concluded with a question whether the 
market is a determinant of mergers and acquisitions 
or vice versa.

Céline Meslier-Crouzille  (2008), an event 
study analysis to find the reaction of the Asian stock 
market to bank mergers after the 1997 financial crisis. 
Empirical results showed that there was a decrease in 
the banks value and that the market reacted negatively 
to announcements of mergers and acquisitions during 
the crisis period of 1997-2007.

Chatterjee (2016), analyzed the impact of 
acquisition announcement by State Bank Of its 
Associate banks for a period of 27 days and 7 days. 
It was found that the returns were normal for the 27 
day period analysis, whereas for the period of 7days 
analysis the abnormal returns shot up for two days 
but eventually declined. Also it did not create any 
immediate wealth for the shareholders.

STATEMENT OF THE PROBLEM

The banking sector in India involves consolidation 
of banks from time to time which involves merging 
smaller banks into larger banks with higher capital 
and fund for credit lending. Over the past decade the 
banking system has seen two major consolidations 
State bank of India and Associates; Bank of Baroda, 
Dena Bank and Vijaya bank. The study will help us 
understand what impact these mergers have on stock 
prices of the respective banks.

OBJECTIVES

A study on impact of announcement of bank mergers 
and amalgamations of banks has two main objectives:

 ●  To analyze the change in share prices of 
the two banks before and after the merger 
announcement.

 ●  To find out which share price of the two was 
most affected on the day or the subsequent 
days after the announcement.

The end result will help in finding out more 
specific reasons which leads to such fluctuations in the 
stock prices. It will also help potential investors and 
stock market participants to understand what they can 
do in such events that might happen in the future.

HYPOTHESIS

Ho – There is no significant relationship between 
bank M&A announcements on share prices.

Ha – There is a significant relationship between 
bank M&A announcements on share prices.

METHODOLOGY

1. Type of Research

The type  of research conducted is descriptive 
research that uses secondary data to interpret results.

2. )Data Source

The study has used secondary data. Secondary data 
was collected NSE website, research articles, research 
journals, E- journals and Wikipedia.org website.

3. Data collection

The secondary data used for analysis is the share 
price of the two banks that have been merged (canara 
bank and syndicate bank) for the period of 30 days. 

4. Plan of Analysis

T- test (paired sample)has been used to compare 
the stock prices before and after the announcement of 
the bank mergers.

SCOPE OF THE STUDY

Banks taken for the study are Canara bank and 
Syndicate Bank which have been merged together.
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Share prices studied include those of the banks 
being studied and which are listed on the National 
Stock Exchange for the period between 1st August 
2019 and 17th September 2019.

LIMITATIONS OF THE STUDY

Major limitations of the study are as follows:
1.  The number of banks analyzed in this study 

is two compared to the ten banks that have 
been merged.

2.  Data analyzed  is for the period of  one month 
3.  External factors which also impact the value 

of stock prices have not been considered. 

DATA ANALYSIS AND INTERPRETATION

GRAPH 10.1

Graph 10.1 shows the stock price movements 
of syndicate bank before and after the merger 
announcement. It has been found that the value of the 
share price had many jumps before the announcement 
was made. On the day the announcement was made 
there was a  rise in the value of the share prices by 
a margin of Rs 2, post which the prices of the shares 
have not declined in the market.

GRAPH 10.2

Graph 10.2 shows the share price of Canara bank. 
It was found that there was not much fluctuations in 

the share price before the announcement. Although the 
share witnessed a downfall in the price by Rs 23 once 
the announcement was made. This price was reflected 
once the market opened in the subsequent working day.

T-TEST  ANALYSIS AND 
INTERPRETATION

Table 9.1 Paired Samples Statistics
Mean N Std. 

Deviation
Std. 

Error 
Mean

Pair 1
Before 92.3583 6 95.45565 38.96960

After 98.9083 6 103.71312 42.34070

Paired sample test shows the mean before and 
after announcement of bank mergers. Mean before the 
announcement was 92.35 and post announcement was 
98.90.

Table 9.2: Paired Samples Correlations

N Correlation Sig.

Pair 1 Before & After 6 1.000 .000

Correlation  between two periods , r=1 and p 
value <0.05 the result is significant and hence alternate 
hypothesis is accepted. 

“There is a significant relationship between bank 
M&A announcements on share prices.”

Table 9.3 Paired Samples Test
Mean Paired Differences t df Sig. (2-tailed)

Std. Deviation Std. Error Mean 95% Confidence Interval 

of the Difference
Lower Upper

Pair 1 Before - After -6.55000 8.47390 3.45946 -15.44281 2.34281 -1.893 5 .117

Paired sample t- tests  results show 
that

T= -1.893 , df= 5 ,  p= .117

FINDINGS

I.  It is found that the share prices have been 
affected due the merger announcement. This 

has been established by analyzing the data 
using t- test.

II.  It is also found that the share prices of Canara 
bank had been affected the most as the price 
of the shares decreased by Rs 10 & 22 in the 
subsequent trading days.

III.  Also external factors do not affect the share 
prices in significant way.
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CONCLUSION

A study on bank merger and acquisitions of banks 
using event study analysis has revealed that the share 
prices are affected due to the announcements. Also it 
has been found that the stock market reacts to these 
events not on the same day but during the subsequent 
trading days. Analysis of data that has been done 
for the period of 30 days can be increased for more 
accurate results. Further studies on the same topic can 
involve other external and internal factors that might 
affect the stock prices due to these announcements.
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INTRODUCTION:

Real estate sector is all the major sectors that contribute 
towards the economy of the country are very large scale 
at a very large scale. There is widespread business 
opportunities and growth perspectives industry on 
the domain of real estate. Demonetisation being 
proactive change the financial system of the country 
is collectively contributed to the development and 
evolution of the present system in the circulation of 
finances and enhancing its free flow. The study gives a 
bird view point as to how common individuals in the 
society across the country have accepted and adapted 
demonetization and how it significantly impacted 
did you mean of real estate in this industrial world. 
Viewpoints collectively show the at most reflective 
effect on the individuals in the country.

REVIEW OF LITERATURE:

Bhagwat & A et. al. (2018)1, “EFFECTS OF 
DEMONETIZATION ON THE REALESTATE 
SECTOR”. The paper elucidates the impact on the 
availability of credit, spending and level of activity in 
the Real Estate sector of the country.

JLL (2016)5, “IMPACT OF DEMONETIZATION 
ON RESIDENTIAL REALESTATE” identify that the 
sector has traditionally seen a very high involvement 
of black money and cash transactions. However, 
almost all such incidences have been in the secondary 
sales market.

NIPFP-National Institute of Public Finance and 
Policy New Delhi (2016)9,“DEMONETISATION: 
IMPACT ON THE ECONOMY” believes the 
middlemen in resale ofproperties usually were paid in 
cash and would then lead to creation of unaccounted 
wealth.Such an issue seems to be tackled, though this 
has led to a drop in the income of this sphere ofwork.

RESEARCH GAP

The researcher has review and found that there is no 
much research done on impact of demonetization on 
real estate. There is insignificant number of studies 
with specific reference to Bangalore city. Therefore, 
the present study on impact of demonetization on real 
estate with reference to Bangalore.

STATEMENT OF PROBLEM:

The sudden ban on Rs 500 and Rs 1000 notes to be 
replaced by other notes of different denominations. 
The aim of this was to wash the black money out of 
the economy. It created a situation of limited cash in 
the market to be parked in real estate assets. This has 
resulted in the abrupt fall in the demand for housing all 
across the country. Real estate accounted for 11% of 
the nation’s GDP of which consisted of 50% in black 
money. Experts have opinion that demonetization is 
a result of a trust decrease in the real estate market. 
As money has become dearer the people are cautious 
about spending. This project has been taken up to 
understand the effects of demonetization on the real 
estate sector in India reference to Bangalore.

OBJECTIVES OF THE STUDY

• To understand the Impact of demonetization on real 
estate in Bangalore.
• To analyse the difference in price, pre and post 
demonetization.
• To find the impact of demonetization on real estate 
in Bangalore.

HYPOTHESES

H0: There is no significant difference between tax 
burden has increased as pre and post
demonetization

A STUDY ON IMPACT OF DEMONETIZATION ON REAL ESTATE WITH 

REFERENCE TO BANGALORE
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H1: There is significant difference between tax 
burden has increased as pre and post
demonetization

H0: There is no significant difference between the 
condition of real estate is poor as pre and
post demonetization.

H1: There is significant difference between the 
condition of real estate is poor as pre and
post demonetization.

SCOPE OF THE STUDY

The extent of the research is constrained to real 
estate organizations in Bangalore. This research just 
covers the effect of demonetization and the execution 
in real estate organizations in Bangalore. With the 
demonetization arrangement, the real estate division 
faces a great deal of difficulties and openings. 
This examination investigates the real effect of 
demonetization in real estate.

METHODOLOGY

In order to analyse the effect of demonetization on real 
estate the researcher has to collect both primary data 
and secondary data.

PRIMARY DATA
The primary data will be collected by circulating 
questionnaire among the real estate agents and 
business men.

SECONDARY DATA
The secondary data will be collected from various 
journals, website, articles and newspapers.

LIMITATIONS
1. Only one metropolitan city i.e. Bangalore has been 
considered in this research.
2. The sample size is very small in comparison to the 
population to generalize the findings for the universe.
3. Rural and semi-urban areas have not been 
considered.
4. The study is limited in terms of time.

DATA ANALYSIS AND 
INTERPRETATION:

Ho: There is no significant difference between the 
condition of real estate is poor as pre and
post demonetization.

H1: There is significant difference between the 
condition of real estate is poor as pre and post

Demonetization.

Paired Samples t-test to test the Gap between the 
condition of real estate is poor as pre and post 
demonetization

Paired Samples Statistics

Mean N S t d . 
Deviation

S t d .
E r r o r 
Mean

Pair 
3

Conditions 
of real 
estate is 
poor

1.75 83 1.010 .111

post 3.43 83 1.241 .136

Paired Samples Test

df Sig. (2 
tailed)

Pair 3 The condition of real 
estate is poor - post

82 .000

From the above tables it can infer that there is a 
significant gap between thegood market value for the 
properties as pre and post demonetization. The result 
shows thatthere is a significance value is less than 0.05. 
Therefore, null hypothesis has been rejected at5% level 
of significance of various statements of responsiveness 
dimension.The mean value of pre-demonetization 
(1.75ms) is lower than post-demonetization(3.43ms). 
That means that the condition of real estate is poor 
after demonetization and theconditions was much 
better before demonetization.

Ho: There is no significant difference between tax 
burden has increased as pre and post
demonetization

H1: There is significant difference between tax 
burden has increased as pre and post
demonetization

Paired Samples t-test to test the Gap between Tax 
burden has increased as pre and post demonetization.

Paired Samples Statistics
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Mean N Std. 
Deviation

Std Error 
Mean

Pair 5 Tax 
burden 

has 
increased

2.08 83 .829 .091

post 3.92 83 .829 .091

Paired Samples Test

P a i r e d 
differences

t df Sig. (2 
tailed)

P a i r 
5

T a x 
burden has 
increased 
- post

-1.469 -10.058 82 .000

It can infer that there is a significant gap between 
thegood market value for the properties as pre and 
post demonetization. The result shows thatthere is a 
significance value is less than 0.05. Therefore, null 
hypothesis has been rejected at5% level of significance 
of various statements of responsiveness dimension.The 
mean value of pre-demonetization (2.08ms) is lower 
than post-demonetization (3.92ms).Thus, it explains 
that tax burden was low before demonetization and tax 
burden has increasedafter demonetization.

FINDINGS:

 ●  The properties had good market value 
before demonetization and the value in 
the market forproperties is reduced after 
demonetization.

 ●  The attitude of the investors or customers 
to invest in real estate has decreased 
afterdemonetization and the attitude to 
invest before the demonetization in real 
estate was high.

 ●  The condition of real estate is poor after 
demonetization and the conditions was 
muchbetter before demonetization.

 ●  The demand for flats has decreased after 
demonetization and the demand for flats 
washigh before demonetization.

 ●  Tax burden was low before demonetization 
and tax burden has increased after 
demonetization.

 ●  Majority of population have started to take 
property on rent after demonetization.

 ●  The discounts provided to customers 
are low before demonetization and after 
demonetization, providing discounts have 
increased to attract the investors.

 ●  The majority of real estate agents are male.

 ●  The majority of agents who have 
experience in business above 11 years earn 
incomeabove 1000000.

 ●  Demonetization has an impact on economy 
as a whole.

 ●  Demonetization has a greater impact on 
real estate business.

 ●  The cost has increased after demonetization.

 SUGGESTIONS:

 ●  Majority of the respondents suggested that 
the price of sites is increased drastically 
inBangalore, so few regulatory bodies 
should be established to monitor and have 
a control onthe price.

 ●  Registration rate is increased after 
demonetization; the registration rate must 
be lowerlike before.

 ●  Tax burden has increased after 
demonetization. Govt. should have some 
relief for thestakeholders of real estate 
sector.

 ●  Condition of real estate is poor after 
demonetization. So, government should 
liberalizethe rules and regulations.

 ●  Due to the market condition, investors 
attitude to invest has decreased. So, the 
studysuggests the investors to invest more 
as everything is settling slowly.

 ●  Renting, leasing properties have increased 
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and discounts are provided to attract the 
investors. I suggest the investors to take 
advantage of these and diversify the risk 
and makeprofits.

CONCLUSION

This study is undertaken primarily to 
determine the impact of demonetization on 
real estatewith reference to Bangalore. It is 
proved that through this study that most of 
the respondentsare affected by demonization. 
The respondents, the real estate agents 

and the business menhave suffered losses 
and also it has affected Indian economy 
as a whole. Demonetization hasa greater 
impact on real estate as a whole. The prices 
have gone high. Tax burden has increased 
due to demonetization. The study also 
helped in analysing that due the impact of 
demonetization the real estatesector may 
settle slowly and real estate may grow like 
before and contributes to the GDP. I hope this 
study creates awareness that the real estate is 
worth investment practice.



Abstract

Financial inclusion is the priority of any government 
for inclusive and sustainable development of economy. 
Financial inclusion and financial literacy are the 
two faces of the same coin. Financial inclusion and 
poverty alleviation cannot become successful unless 
financial literacy is achieved. Financial education 
or financial literacy has assumed greater importance 
in the recent years because of the development of 
economy and financial markets. Researchers have 
shown that levels of financial literacy worldwide are 
unacceptably low down Developing countries have 
very less financially literate population as compared 
to developed countries. People find it hard to take 
decisions regarding personal finance issues confidently 
and often make mistakes. In India also the levels of 
financial literacy are very low. With this background 
in the present study, an attempt is made to assess the 
general financial awareness of shanty inhabitants in 
Chennai city.

Keywords: Financial inclusion, Financial 
Literacy, Investment, Borrowings, Shanty 
Inhabitants

INTRODUCTION

Financial Inclusion is the capability of individuals to 
access appropriate financial products and services. It 
is the delivery of financial services at affordable costs 
to vast sections of disadvantaged and lower-income 
segments of society like farmers, daily labourers, 
shanty inhabitants etc. (Lalrinmawia & Gupta). By 
providing these financial services alleviating Poverty 
of these segments is the main objective of financial 
inclusion. RBI and government of India have taken 

many measures towards the financial inclusion of 
India and they have asked the banks and financial 
institutions to increase their presence in rural India. 

The financial inclusion and poverty alleviation 
cannot become successful unless financial literacy 
is achieved. The Organization for Economic Co-
operation and Development/International Network 
on Financial Education) OECD/INFE has defined 
financial literacy as follows “A combination of 
awareness,  Knowledge, skill, attitude and behavior 
necessary to make sound financial decisions and 
eventually achieve individual financial wellbeing” 
.RBI has taken several steps towards increase of 
financial literacy among public. Financial Literacy 
and Counseling centers were established for providing 
adequate financial knowledge. However the awareness 
about these centers is very less among public as per 
one the study by RBI.

Financial information and financial knowledge 
is important for financially excluded segment for 
bringing them in to the formal financial economy. 
The minimum financial literacy is needed for taking 
effective financial decisions and for proper money 
management. Financially literate individuals can 
make in use of financial products and services and 
they will not get cheated by people selling financial 
products not suited for them. Financial literacy helps 
in improving the quality of financial services and 
contributes to economic growth and development of 
a country. Financial literacy is important for several 
reasons. Financially literate consumers are capable to 
sail through tough financial times.

Financial education or financial literacy has 
assumed greater importance in the recent years because 
of the development of economy and financial markets. 

A STUDY ON FINANCIAL AWARENESS AMONG SHANTY INHABITANTS IN 

CHENNAI CITY

Dr. M. Anusuya
Assistant Professor, Department of Commerce, Bishop Heber College,Trichy-17.
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Researchers have shown that levels of financial 
literacy worldwide are unacceptably low. Developing 
countries have very less financially literate population 
as compared to developed countries. People find it 
hard to take decisions concerning personal finance 
issues confidently and often make mistakes. In India 
also the levels of financial literacy are very low down. 
The governments and various organizations such as 
Economic Co-operation and Development (OECD), 
the U.K. Department of International Development 
(DFID), and the World Bank are promoting financial 
literacy in developing countries by imparting financial 
education. Financial education authorizes individuals 
to take their financial decisions in an improved way. 
Financial education plans refuge topics such as savings, 
borrowings, budgeting and making use of financial 
services. A big development in financial knowledge of 
individuals is necessary. This is probable with suitable 
financial education programs targeted at right people 
at right time. For financial education to be effective we 
must know the level of financial knowledge, attitudes 
and behavior. Present study will make an attempt 
to assess the general financial awareness of shanty 
inhabitants in Chennai city to have an idea about their 
financial literacy, which will help policy makers and 
regulators to devise appropriate strategies in order to 
increase the level of financial literacy among shanty 
population.

REVIEW OF LITERATURE  

Lusardi, Mitchell, & Curto, V. (2010) has examined 
the financial literacy among the young. They concluded 
saying the financial literacy was low among the youth. 
Less than one-third of the youth adults possessed 
basic knowledge about various financial concepts like 
rate of interest, inflation and diversification of risk.  
There was a strong relationship brought out between 
family financial sophistication and socio-demographic 
characteristics. Chen and Volpe conducted a survey 
among 924 college students to gain insight about their 
personal financial literacy. The study also highlighted 
an impact of the literacy on the opinion and decisions 
of the students. The authors have concluded that 
Americans have inadequate knowledge about personal 
finances. Long term investments for the retirement and 
children’s education must be planned for in advance.  
Lusardi and Mitchell (2007) reveal that many 
households’ basic economic concepts which were 

required to make   savings and investment decisions 
were very low. Terms like financial knowledge, 
financial knowledge and financial literacy are used 
interchangeably in the literature. Typically financial 
literacy or financial knowledge can be explained by 
studying the variation in financial outcomes like 
savings, debt behavior and investing. (Marcolin and 
Abraham, 2006). It is demonstrated by  international 
research, that financial literacy is widespread in 
rapidly changing markets.it is observed that men are 
more financially literate than women, middle-aged 
are more financially literate than young and old and 
people who are more educated are more financially 
literate.  (Lusardi & Mitchell, 2011).

RESEARCH OBJECTIVES:

1.  To study the general financial awareness of 
shanty inhabitants as a part of measuring their 
financial literacy in Chennai city.

2.  To understand the source of borrowing used 
by shanty inhabitants.

3.  To know the Investment alternatives adopted 
by shanty inhabitants.

RESEARCH METHODOLOGY:

For the present study descriptive design of research 
has been adopted. Both primary and secondary 
sources of data have been used. The primary data was 
collected by conducting a survey among 50 shanty 
inhabitants of Chennai city by preparing a structured 
interview schedule.  Convenient sampling method 
was chosen for selection of sample. To get insight into 
the area of research the secondary data was also used. 
The analysis of primary data was done with the help 
of statistical tools like percentages, cross tabs and chi 
square analysis using SPSS software -21. Hypotheses 
formulated for the study are as follows:

1.  H10:  There is no significant association 
between Demographic factors (Gender, 
Age group, Qualification, Marital status 
and Monthly income) and General financial 
awareness.

2.  H20: There is no association between 
Demographic factors (Gender, Age group, 
Qualification, Marital status and Monthly 
income) and sources of borrowing. 
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3.  H30: There is no association between 
Demographic factors (Gender, Age group, 
Qualification, Marital status and Monthly 
income) and Investment alternatives.

RESULTS AND DISCUSSION 

Descriptive analysis (table 1) has been done where 
demographic details (age, gender, educational 
qualification and income) of the respondents has been 
explained. 

Table 1- Profile of Respondents

Gender
Male 25 50
Female 25 50
Age(years)
25-40 20 40.0
40-55 17 34.0
55 and above 13 26.0
Educational Qualification
No Formal education 22 44.0
School 27 54.0
College 1 2.0
Monthly Income
Less than Rs 5000 17 34.0
More than Rs5000 33 66.0
Marital Status
Single 11 22.0
Married with no children/widow 5 10.0
Married with children 34 68.0

Source: Survey

Interpretation: Among respondents 50% of them 
are male and 50% are female. There is equal distribution 
of respondents between male and female. 40% of the 
respondents belong to the age group of 25 to 40 years. 
34% of them belong to 40 to 55 years and 26% of the 
respondents belong to above 55years.So majority of 
respondents were youths. Among 50 respondents 27 
have studied in school, 22 of them have no formal 
education and only one has college education. Majority 
of respondents that is 54% of them have studied till 
school education. 66% of the respondents have more 
than 5000 monthly income and 34% have less than 
5000 as their monthly income. 68% of the respondents 
are married with children, 22% were single, and 10% 
were married with no children or widow.

Table 2- General Financial Awareness on Banking 
Services 

Awareness Savings 
A/c

Fixed 
Deposit

Zero 
Balance 

A/c

ATM Loans 

Not Aware 32 46 56 38 56
Aware 68 54 44 62 44

Source: survey

Interpretation: 68% of the respondents know 
about Savings bank account which is the highest 
percentage of awareness compared to other banking 
services. 62% of them aware about ATM. 54% of 
respondents know about fixed deposits and 44% of 
them does not have any awareness towards loans and 
zero balance accounts.
Table 3- General Financial Awareness on Capital 

Market
Awareness Shares 

& Bonds
Mutual 
Funds 

Stock  
Exchanges

Sensex

Not Aware 66 42 64 68
Aware 34 58 36 32

Source: survey

Interpretation: 58% of the respondents are aware 
about mutual funds, 36% of them know about stock 
market and 64% of them not aware about stock exchanges, 
68% of respondents are not aware about Sensex and 66% 
of them have no awareness about stocks and bonds.

Table 4- General Financial Awareness towards 
government Schemes 

Awareness Panchayat/
Municipality 

NREGP PDS

Not Aware 24 82 70

Aware 76 18 30

Source: survey

Interpretation: 76% of respondents are aware 
about Panchayat and Municipality. 82% of them does 
not know about National Rural Employment Guarantee 
scheme of government and   70% of respondents are 
not aware about Public distribution system.

Table 5 - General Financial Awareness towards 
Social Security 

Awareness Self Help Groups Insurance 
Not Aware 32 44
Aware 68 56

Source: survey
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Interpretation: According to Table 5, 68% of 
shanty respondents are aware about self -help 
groups and 56% of them know about insur-

ance schemes for social security. Relatively 
more awareness is there towards self-help 
groups compared to insurance. 

Table 6 - Usage of Sources of Borrowing by Shanty inhabitants

Usage Commercial Bank  Co-operatives SHG Private Money Lenders 
Not used 38 70 34 32
Used 62 30 66 68

Source: survey
Interpretation: Majority of the shanty 

inhabitants that is 68% have borrowed from private 
money lenders, 66% of respondents in slum borrowed 

from self -help groups. 62 % of them taken loan from 
commercial bank and only 30% of them borrowed 
from co -operative banks.

Table 7 -Usage of Investment alternatives by shanty inhabitants

Awareness Fixed Deposit Chit Funds Gold Insurance Live stock
Not Invested 40 22 62 44 84
Invested 60 78 38 56 16

Source: Survey
Interpretation: 78% of the shanty dwellers 

have invested in chit funds, 60% of the respondents 
have invested in fixed deposits, 56% of them taken 
insurance for saving, 38% of them invested in gold and 
very less respondents that is 16% of them invested in 
live -stock.

 GENERAL FINANCIAL AWARENESS 
AMONG DEMOGRAPHIC FACTORS 

Hypothesis – H0: There is no significant 
association between Demographic factors (Gender, 
Age group, Qualification, Marital status and Monthly 
income) and General financial awareness.
Table 8:Chi-square test between General Financial 

Awareness and   demographic variables

VARIABLE P-VALUE ACCEPT / 
REJECT

Gender .762 Accept
Age Group .463 Accept
Qualification .047 Reject
Marital Status .775 Accept
Monthly Income .240 Accept

Analysis:Chi Square test was conducted to find 
the association between the demographic variables and 
general financial awareness among the respondents.

Interpretation: With χ2= .762, (p <.05) there 
seems to be no association between gender and 
general financial awareness. The males and females 

are equally informed about the financial services. Thus 
we are accepting null hypothesis. Similarly there is 
no association between Age group of respondents and 
financial awareness, since χ2 = .463 and we accept 
the null hypothesis. There is an association between 
qualification of respondents and general financial 
awareness, since  χ2 = .047 (p <.05), which means that 
the general financial awareness about savings account, 
fixed account, zero balance account, housing loan and 
capital market (shares and bonus, mutual funds, stock 
exchanges, sensex) is more for the respondents who 
are more qualified. There is no association between the 
general financial awareness and monthly income and 
marital status since p>.05.  

Hypothesis – H0: There is no association 
between Demographic factors (Gender, Age group, 
Qualification, Marital status and Monthly income) 
and Usage of sources of borrowing. 
Table 9: Chi-square test between Usage of  Sources 
of borrowing and  Demographic Variables 

VARIABLE P-VALUE ACCEPT / 
REJECT

Gender .526 Accept 
Age Group .736 Accept 
Qualification .142 Accept 
Marital Status .231 Accept 
Monthly Income .408 Accept 
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Analysis: Chi Square test was conducted to 
check the association between respondent’s sources 
borrowing   and demographic variables like gender, 
age group, qualification, marital status and monthly 
income. Since p > .05 for all the demographic variables, 
therefore we fail to reject the null hypothesis that “there 
is no significant association between demographic 
variables and usage of sources of borrowings”

Interpretation: Respondents usage of various 
sources of borrowing remains the same and do not 
differ according to their age, marital status, monthly 
income, gender or educational qualification. So, 
whether a respondent is school dropout or graduate, 
high or less income, married or unmarried they all 
are equally aware about all the sources to borrowing 
through which they can avail loan for themselves. The 
respondents are aware about the various sources of 
finance like commercial banks, co-operative society, 
SHG, private money lenders or daily collection. 

USAGE OF INVESTMENT ALTERNATIVE 
AND DEMOGRAPHIC FACTORS 

Hypothesis – H0: There is no association 
between Demographic factors (Gender, Age group, 
Qualification, Marital status and Monthly income) 
and usage of Investment alternatives.

Table 10: Chi-square test between Usage of 
Investment alternative and Demographic 

Variables

VARIABLE P-VALUE ACCEPT / REJECT
Gender .434 Accept 
Age Group .239 Accept 
Qualification .151 Accept 
Marital Status .714 Accept 
Monthly Income .428 Accept 

Analysis: Chi Square test was conducted to 
check the association between respondent’s usage of 
investment alternatives and   demographic   variables 
like Gender, Age group, Qualification, Marital 
status and Monthly income. Since p > .05 for all the 
demographic variables, therefore we fail to reject 
the null hypothesis that   “There is no significant 
association between demographic variables and   
respondent’s   usage of   investment alternatives.

Interpretation :  It is observed that the respondents 
are well  versed  with  the   different sources of  

investment alternatives  irrespective of their  gender, 
age , educational qualification,  marital status  and  
monthly income. They are very well aware about the 
various investment avenues like fixed deposit, Chitty, 
Gold, Insurance and livestock.  

FINDINGS AND CONCLUSION

Among the respondents, it is observed that few of 
them have not attended formal education. Most of the 
respondents also have a monthly income of more than 
Rs. 5000/-. Regarding the general financial awareness, 
most of the shanty in habitants respondents are aware 
of savings bank accounts, ATM services and fixed 
deposit. Few of them are not aware about zero balance 
accounts and loans provided by the banks. Survey 
about general financial awareness on capital market 
revealed that only one third of the respondents are 
aware about share and bonds, mutual funds, stock 
exchanges and Sensex. Most of the respondents are 
aware about financial schemes run by Panchayat 
and Municipal Corporation. Very few respondents 
are aware about NREGP and PDS scheme. It is also 
observed majority of them are aware about Self 
Help Groups and Insurance services provided by the 
banks. Most of the respondents have borrowed funds 
from private money lenders, Self Help Groups and 
commercial banks. Very few have taken loans from 
co-operative banks. Chit Funds and fixed deposits 
are the main investment avenues   adopted by shanty 
inhabitants. Very few of them have invested in gold 
and livestock.

General Financial Awareness is not affected by 
gender, Age Group, Marital status and Monthly income 
of the respondents.  But it changes with different 
educational qualification among the respondents. 
It is interpreted that usage of different sources of 
borrowing and usage of investment alternatives is also 
not affected by the demographic variables.

Overall it is observed that the financial awareness 
and financial literacy among the shanty inhabitants 
in Chennai City is very poor. The Government of 
India and RBI should insist the banks and financial 
institutions to conduct financial literacy programs 
for shanty inhabitants in Chennai and more financial 
literacy centers should be established to create more 
financial literacy. 
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Abstract

The core topic of this journal is; workforce 
diversity. This study deals with how a company 
or an organization achieves its organizational 
goals against the hurdles. Diversity makes 
the workplace heterogeneous.Now a days, 
companies face difficulties of diversity among 
employees, as they hire employees of different 
gender,creed,ages,experiences, backgrounds 
and ranks. Valuing diversity, empowering 
and educating managers, make diversity – 
friendly workspace. This diverse workspace 
helps and creates better workplace. Global 
market needs technological advancements, 
employees with good abilities and skills,to 
retain in the company.

Leaders are the only source through which this 
diversity can be expanded. Situational leadership is 
the ideal type of leadership to have a healthy workforce 
diversity.

This diversity is not only for the improved performance 
of the company but, also for putting together the 
various diverse working styles by diverse employees. 
Academicians and Industry should do more research 
on the issues and challenges on workplace diversity 
based on local socio-economicconditions .

Keywords: workforce diversity, heterogeneous,  
leadership

INTRODUCTION :

The idea  of workspace diversity is 
acknowledgement and reverence . These can 
be along the magnitude of  religious beliefs , 
socioeconomic status , ethnicity , age , status , 

gender , race and others . Diversity is emphasized 
to appreciate and understand mutual dependence 
cultures,practices,quality,experiences,buildinga
ffliation across the globe abide the differences.
This diversity creates a positive working space 
.Widining and capitalizing on diversity has 
become key issue for an organization these days.
Leaders,supervisors, managaers are the eminently 
addressed audience here.Realizing the importance 
of leveraging diversity to achieve a competitive 
advantages,companies have invorporated training 
and development programs in the United States 
(Holladay,Knight,Paige and Quinones 2003 ).

 ●  By reducing the same old cliché.

 ● Reducing misperception.

 ● Growing relationships.

 ● Emphasis on individual stratergies.

 ● Management stratergies.

 ●  To portray the working of workspace 
diversity in information technology.

 ●  To asset the most chief  stratergies adopted 
to intensify diversity.

 ●  To recognize the greatest experienced 
barriers for acquiring workspace diversity.

 ●  To find the stratergies of dimensions .

 ●  Emphasis on awareness about workspace 
diversity.

Diversity in the organizations would like 
to research on culture,effect on openness,and 
performance both at individual and organizational 
levels. Patrick (2010).

AN OVERVIEW OF THE CHALLENGES TO IMPLEMENT WORK PLACE 

DIVERSITY

S.Swetha Sri
Student BCOM (Hons) IAF, Faculty of science and humanities 
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LITERATURE REVIEW

Women in the Workplace: -
The need for diversity is also driven by women in 
the workspace.Today’s level of working has lofty 
participation of women.There is a lot of scope for 
women to raise their role in economic improvement 
.The potential is very high.By 2025,women in 
Asia could contribute an additional $4.5trillion of 
GDP,which is 12% higher GDP expected at that 
period.Asia is dynamic in showing increase in 
women’s role.Overall, it will be a massive transistion.
But,the healthcare worker has to spend time intracting 
with patients,stakeholders,employing a whole lot of 
interpersonal skills.In India and China,ten million to 
40 million workers will have ro make such transition.
Change in the family structure means that the women 
in traditional family roles have reduced(Zweigenhaft 
and Domhoff,1988).

RESTRUCTURING

There have been new changes in organisations.
Work practices have changed due to impact of 
industrialization and technology(Losyk,1996).
Generally speaking,reorganizations usually result in 
fewer people doing more.

LEGISLATION

Laws signifies not only employees but, also associates 
in the workspace and hold the groups accoungable for 
their actions.

GENDER DIVERSITY AND FIRM 
PERFORMANCE 

In the related study,Richard,Barnett,Dwyer and 
Chadwick(2004) added gender and racial diversity 
of employess , managers and supervisors. Gender 
diversity exhibit a positive long run working and 
performance.There is a linear relationship between 
diversity and performance has a great pwer in 
resourceful environment.Firm’s performance was 
measured by labour productivity and preceedings of 
2years.Instability would negatively mode.Rather,than 
as threats to overcome,they the success of diversity 
programs depends on how they are framed.Drawing 
up on social identity theory,the research suggested 
the employees to know the fellow individuals on 

overcoming the intergroup conflicts.Earlier researches 
also had paid scant attention to the nature of;top 
management team that intracts with TMT diversity 
in firms outcomes.Boone and Walter(2009) sought to 
address this gap by investigating how collaborative 
behavior,accurate information exchange and decision-
making decentralization moderate the impact of TMT 
diversity on financial performance of 13 IT firms.
Further, TMT has nationally has brought only positive 
results.The decreasing effect of gender,race diversity 
would be weaker.Relation based diversity had 
adverse effect on service industries and would further 
developed in long-term.Summarizing the results from 
39 studies,Joshi and Roh(2009)in a analytic study 
explored the role of factors at multiple levels.

LIMITATATION OF DIVERSITY 

 ●  Hiring managers emphasis on leadership 
skills;

 ●  Workspace seeks out experts who excel in 
their chosen career , competition can be 
healthy but, dangerous when it goes out of 
control.

 ●  Diversity make some workers over 
qualified for some jobs;

 ●  This creates stable job securities and 
thus,workers become over qualified for 
their jobs,it could be a struggle for them to 
find job at different avenues.

 ●  Diversity will create too many choices;

 ●  When a managers seeks opinions of each 
and every employee the process of decision 
making or speed of project.

 ●  Offshoring must be a part of this diversity 
at workplace;

 ●  Domestic diversity is expensive 
hence,companies look for offshoring 
avenues that can add unique identity 
without labour charges.

 ●  Increase in diversity creates disagreements;

 ●  It is not like an individual persons idea is 
always right there are always disagreements 
to it,people take personal action against 
their character.

 ●  Creates communication gap;
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 ●  People of different cultures may not speak 
the same language , the language stands as a 
barrier, even if the same language is spoken 
there can be technical jargons, which still 
creates confusion and disagreements at the 
workspace.

 ●  Complaints increases;

 ●  Conflicts increases between team 
members, due to working styles can create 
bothersome results.

 ●  Lessens trust;

 ●  when top priority is given is by an 
organization for diversity,it leaves void in 
demographic factors,educationalbackgrou
nd,experience.

STRATERGIES TO ENHANCE AT 
WORKPLACE

Based on the detailed study done by “ Ellen,Sharon and 
Lobel (2005), Human resources strategies to manage 
workforce diversity’’following are the statsistcal 
validation.

1.  Corporate culture by creative performance at 
a mean rank of 2.07%

2.  Improving employee morale and production 
at a mean rank of 2.20%

3.  Contemporary works are given oppurnities in 
new avenues at a mean rank of 3.12%

4.  by decreasing client complaints by a mean 
rank of 4.31%

5.  by imporving consumer relationship by a 
mean rank of 3.30%

Friedman chi-square of 398.349

Asymptotic significance of 0.000.

Interpretation is P<0.05 , concludes tat Creative 
cuture , employee morale and consumer relations are 
significant contributors in building a world class work 
place diversity .

ENHANCED ORGANIZATIONAL 
EFFECTIVENESS

 ●  Meet moral imperatives to do the ‘right’; 
highlighting the recruting efforts to support 
the diversity.

 ●  Develop workshops for the employees to 
get exposed to multiple cultures.Build more 
skill development, network and support.

 ●  Reducing labour cost; rewarding the 
managers who manage diversity effectively.
Identifying the areas of intervention.

 ●  Reducing law costs and grievances; hiring, 
promoting, equity monitoring.Deligently 
the commitment and coherent ‘zero 
tolerance’of harassment.

 ●  Enhance the reputation of the organisations; 
promote the organisation’s commitment 
to diversity through forums like webistes, 
newspapers, tv channels, community 
events.

 ● \Making policies and reforms to changing 
employee profiles; addressing the employee work 
and family needs.Considering employee feedback 
regarding progress.Link awards, for encouraging 
the diversity growth.

 The above are the other independent variables 
enflueincing the work place diversity.

RESEARCH GAPS

Future research should be done to find out thr other 
intervening factors of a work place diversity.Primary 
data or first hand sources must be done in contrast 
with secondary data.Suchquantative research must be 
conducted towards the diversity changes.Additional 
research must be done to find out the disadvantages 
and advantages of the diversity in even other avanues 
of workplaces.Anotherways would be further 
studying on government initiatives and regulations 
regarding workspace diversity.Moreacadamecians and 
industrialists must nurture diversity.

CONCLUSION

Workplace diversity has gained importance in the past 
few decades. US companies has relaized that women 
diversity needs attention and the culture and required 
atmosphere is needed to nurture the diversity.

Companies in US and Europe have realized 
that there is linkage between business performance 
and successes of diversity. There are limitaions and 
challenges , the same is explained in the journal.
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Companies need to understand what will work and 
what will not and based on the same stratergiesneed to 
be formed and reviewed. There should be mechanisum 
to review and bring changes to improve the workplace 
diversity.
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Abstract:

The purpose of the study is to on investor’s 
perception towards mutual fund 
investment using digi-bank. Data 
used for the study is primary data and 
secondary data which has been collected 
through questionnaire and internet sources 
respectively. T-test has been used here as a  
tool of measurement.

INTRODUCTION:

 ●  Mutual funds help the investors to reap the 
benefit or equity investment  without taking 
much risk and without having expertise.

 ●  It acts as a gateway to entering into equity 
market with small investment without 
taking much of the risk.

 ●  Mutual fund is essentially a mechanism 
of pooling together, the savings of large 
number or small investors from collective 
investment, with an avowed objective or 
attractive yields and capital appreciation, 
holding the safety and liquidity as prime 
parameters.

 ●  Digi-bank is the app introduced by DBS 
bank providing facilities with regard to 
mutual fund investments.

 ●  This app helps the investors to choose the 
asset management companies for investment.

STATEMENT OF THE PROBLEM:

The study is conducted to know the impact of digi-
bank on mutual fund investment and how far it is 
influencing investment level.

REVIEW OF LITERATURE:

A large study have been conducted on mutual funds 
covering different aspects of mutual funds.

 ●  Arathy B, Aswathy A Nair, Anju Sai 
P,Pravitha N R (2015) published a  
research paper on “A Study on Factors 
Affecting Investment on Mutual Funds 
and Its Preference Retail Investors”. 
which examined bitter past  experience of 
investments prevented investors to invest 
in mutual funds and various psychological 
and social factors influenced investments.

 ●  Dr. Ravi Viyas (2015) published a research 
paper “ mutual fund investor’  perception 
towards mutual fund in Indore city”. where 
the highly preferrence  investment was 
gold compared to any other investment.

 ●  R.Nandhini, & Dr.V.Rathnamani,(2014) 
published a research paper “A Study on 
the Performace of Equity Mutual Funds 
where the research suggested investors 
have to make a self analysis of their needs, 
risk appetite and expected return so as to 
develop a prudent investment strategy.

 ●  Dr. Binod Kumar Singh (2012) publishes 
a research paper “A study on  investors 
attitude towards mutual funds as an 
investment option” (2012) where The 
study shows that most of respondents are 
still confused about  the mutual funds and 
have not formed any attitude towards the 
mutual fund for investment purpose. It has 
been observed that most of the respondents 
having lack of awareness about the various 
function of mutual funds.

A STUDY ON INVESTOR’S PERCEPTION TOWARDS MUTUAL FUND 

INVESTMENT USING DIGI BANK WITH REFERENCE TO BANGALORE CITY.

DISHA.A.S
BANGALORE 560043
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RESEARCH GAP

A study on mutual fund transaction using digi bank has 
not been undertaken yet .Due to growing technology 
,including smart features for mutual fund investment is 
very essential. Hence this persuaded the researcher to 
conduct the study on above mentioned title.

OBJECTIVES OF THE STUDY

 ● The researcher primarily aims to :

 ●  To study the factors encouraging investment 
in mutual funds.

 ●  To know the association between the 
income of investors and their investment in 
mutual funds.

 ●  To know the level of awareness about 
digibank among mutual fund investors.

 ●  To find the change in mutual fund investment 
before and after introduction of digibank.

HYPOTHESIS

H1:There is no association between the income of 
the investors and the investment in mutual funds.

H2:There is no difference in the level of 
investment before and after use of digibank for mutual 
fund transaction.

RESEARCH METHODOLOGY

The research study is empirical research. The data is 
collected through primary source with sample size 
of 50 respondents using convenient sampling. The 
research is conducted in Bangalore. Questionnaire and 
interview schedule is used for collecting data. The tool 
for analysis used is Paired T-test and Chi-square test.

DATA ANALYSIS AND INTERPRETATION

 ●  The major factor encouraging the investors 
to invest in mutual funds are better  returns, 
diversification of risk, liquidity of fund 
and tax benefits are considered  for study. 
With the help of the questionnaire data was 
collected and results are as follows:

a)  Risk diversification is the factor which is highly 
preferred by respondents, that     .   influences   
their investment in mutual funds. 

b)  Liquidity of funds is significantly preferred by 
mutual fund investors.

c)  Better returns is moderately preferred by 
respondents.

d)  Tax benefits is least preferred by the 
respondents.

 ●  The level of awareness among mutual fund 
investors towards digibank.  In the survey 
of 50 respondents, 12 of them are not at all 
aware about digbank  whereas 15 of them 
are slightly aware, 7 are moderately aware, 
6 of the respondents have respondent 
positively and only 10 respondents are 
completely  aware of digibank.

H1:There is no association between the income of 
the investors and their investment in mutual funds.

Interpretation: The calculated value using Chi-
square test with 5% level of  significance and df 6 
is 22.97 and the critical value is 12.592, since the 
calculated value is more than the critical value null 
hypothesis is rejected and it can be concluded that 
there is a association between the income of investors 
and their investment in mutual funds.

H2:There is no difference in the level of 
investment before and after use of digibank for mutual 
fund transaction.

Interpretation: The calculated value using paired-t 
test with 5% level of significance and the df of is 
49(infinity) is 3.25 and the critical value is 1.96, since 
the calculated value is more than the critical value, 
hence the null hypothesis is rejected and it can be 
concluded that there is a change in level of investment 
after the introduction of digibank.

FINDINGS 

 ●  Diversification of risk and liquidity of funds 
majorly influences mutual fund  investments.

 ●  A good amount of people are aware of 
digibank for mutual fund investments.
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 ●  The level of investment in mutual fund is 
depends upon the income.

 ●  20% of the sample uses didibank for 
mutual fund investments which indicates 
a significant change in their level of 

investment, most of them are likely to invest 
more compare to pre digibank investment.

 ●  This also proves the convenience of 
digibank.

Implication:
Table No. 1 Factors encouraged for mutual fund investment

Factors Strongly agree Agree Neutral Disagree Strongly disagree Total
Better returns 10 20 13 5 2 50
Diversification of risk 17 28 2 3 0 50
Easy liquidity of funds 16 21 5 5 3 50
Tax benefits 15 15 10 5 5 50

 ●  As the mutual fund gaining more popularity 
in today’s world due to its easy   liquidity of 
funds and risk diversification, where most 

of them instead of investing in directly into 
the capital market the prefer mutual fund 
for investment.

Table No. 2 Awareness about digibank for mutual fund transaction
Not at all 

aware
Slightly 
aware

Moderately 
aware

Somewhat aware Extremely aware Total

Respondents 12 15 7 6 10 50
Percentage 24 30 14 12 20 100

 ●  Most of the AMC as to provide this facility 
to pool out the savings and covert them into 
profitable investments.

 ●  As every industry is undergoing a change of 

phase, SEBI which is the regulatory body 
of mutual funds in India has to promote this 
with the use of  technology that is with the 
help of digibank.

Table No.3 Income and Investment
Income/ Investment 5000-15,000 15,000-25,000 25,000-35,000 35,000-45,000 Total

<50,000 28 2 4 0 34
50,000-1,00,000 0 4 0 7 11
>1,00,000 0 1 2 2 5
Total 27 7 6 9 50

Table No.4 Investment before and after using 
Digibank

Investment Before After
50,000-15,000 29 28
15,000-25,000 9 7
25,000- 35,000 3 6
35,000-45,000 7 9

 ●  DBS is the only bank which is offering this 
digibank facility with smart  features such as 
convenient transaction, information of risk 

profile, NAV to be declared for schemes, 
hence all these information are available at the 
tips of fingers which enables investors to get 
clarity and make a right investment decision.

SCOPE FOR FURTHER STUDY

The study can be undertaken in future to know the 
difficulties or benefits derived by the  investors using 
digibank and how far the mutual funds agencies and 
AMC can use this application.
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LIMITATION OF THE STUDY:

 ●  Certain limitations do creep in the research 
study due to constrains of time and human 
effort

 ●  The research was confined only to 50 
respondents of DBS bank in  Bangalore, 
findings and suggestions may not be 
applicable to other cities.

CONCLUSION:

All types of AMC such as Bank sponsored, Institution, 
Private company ,Joint Venture who are providing 
this investment portfolio has to provide any of the 
application for convenient mutual fund transaction.
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Abstract 

Since the beginning of E-Commerce, E- 
Business has always been interested in 
knowing what propels their customer. In the 
present study, the author tried to understand 
the combination of factors influencing 
the online buying behavior towards 
E-Commerce. Further the writing survey 
approach as completed to comprehend the 
distinct hole that exists in the chose zone of 
research. The E-Commerce has advanced 
the success of the phase of utilization 
advertise and the understudies bunch is a 
market with incredible improvement space 
and undiscovered market. Huge writing was 
evaluated on every one of the factors and the 
examination hole was recognized clearing 
route for a significant goal of considering 
the effect of variables affecting web based 
purchasing conduct towards E-Commerce.

Key Words: Online buying behavior, level of 
satisfaction, Literature survey, and conceptual 
framework.

INTRODUCTION

With the advent of internet and e-commerce, a new 
phenomenon is evolved and it is called “Online 
Consumer Behavior” It is expected that more than 
2 billion individual worldwide will purchase goods 
and services from the web, up from 1.46 billion 
digital buyers in 2015 (Statista.com, 2016) As the 
Multiple uses of the Internet are created, Purchasing 
Commodities through system has become progressively 
prominent at present. The Researchers indicated 
that as compared to traditional consumer behavior, 
online behaviors of consumers are different in nature 
because of unique characteristics of Technology and 

difference in diffusion of E-Commerce. Organizations 
are progressively utilizing the Internet for business 
exercises. The pervasive idea of the Internet and 
its wide worldwide access has made it incredibly 
compelling method of correspondence among 
business and clients (Rowley 2001). Thompson 
(2005) presented that the development of Internet 
innovation has colossal potential as it diminishes the 
expenses of item and administration conveyance and 
broadens topographical limits in uniting purchasers 
and merchants. Customers are perpetually pulled 
in by web based shopping because of their frame of 
mind as respects sparing time, value adaptability 
and accessibility of different items and a scope of 
items on one stage (Ferrietal., 2008). Web based 
shopping has been developing in time since an ever 
increasing number of buyers have started confiding in 
E-Commerce and have moved a noteworthy piece of 
their shopping on the web

Therefore this study undertakes extensive 
literature review to identify factors affecting online 
buying behavior and attempts made to find out the 
research gap. From the literature survey, the present 
study found its gap and the constructs as given below.

REVIEW OF LITERATURE

Chime Man et.al. ,(1999) saw that regular web 
purchasers are time starved as they lead a wired way 
of life. This Web Consumers Shop Online to spare 
time. While structuring web based shopping situations 
online retailers should make standard or rehash – buy 
increasingly helpful (One – snap to – buy approach), 
tweak data for buy choice and should offer simple 
checkout process. Miyazaki and Fernandez (2001) 
referenced five periods of the customer acquiring 
process (Problem acknowledgment, data search by 
means of interior and outside system, assessment of 
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options; decision/buy and post-buy conduct) in their 
writing audit. They likewise cited that buying over the 
Internet is unique and the purchaser relates the past 
encounters of remote acquiring on to the web structure.

Novak et al., (2000) indicated an unequivocal 
model for immediate and circuitous impacts on stream 
and component for deciding how model builds identify 
with outside showcasing factors, for example, item 
data search and web based shopping practices that are 
applicable to the business online condition. 

Keeney (1999) sorted out and recognized 
goals identified with Internet Commerce as means 
destinations or central (targets implies goals) secured 
web business: minimization of misrepresentation, 
abuse of Visa, abuse of individual data, individual 
travel; most extreme access to data; item data, exactness 
or exchange, item assortment, item accessibility , 
simple to utilize; affirmation of framework security 
and dependable conveyance; limit rash purchasing, 
improve correlation shopping, settle on better buy 
decisions and offer individual communication. 

Elliot and Fowell (2000) Recommended the 
retailers to comprehend that an online clients 
experience isn’t constrained to choice of items and 
electronic installments, however it incorporates 
the foundation and upkeep of the client retailer 
relationship, the conveyance of the item obtained and 
ensuing purchaser retailer correspondences. 

Helander and Khalid (2000) proposed that e-store 
condition ought to be intended to help client choices: 
to enter the store, to explore, to buy, to pay, and to 
keep the merchandize. Procedure must it would be 
ideal if you fun and with regular stream, since client 
have various needs, capability and inspiration. They 
additionally found that while shopping on the web, 
shopper choice is impacted unmistakably more 
by elements, for example, accommodation, item 
accessibility and cost, as opposed to security concern.

Janda et al (2002) referenced that data amount 
and validity as significant components of online retail 
administration quality, where amount is alluded as the 
capacity to get to pertinent data in a buy circumstance 
(for example value examinations) and believability is 
degree to which buyers trust the data gave by an online 
retailer. Customers incline toward access to finish data 
that empowers them to settle on skillful and educated 

choices about an item, administration or buy (Nocak et 
al., 2000). Szymanski and Hise (2000) distinguished item 
data (lavishness and quality) as significant segment of 
E-fulfillment. 

Liao and Cheung (2001) investigated customer 
dispositions towards web based E-Shopping and found that 
life substance of items, exchanges security, value, seller 
quality, IT training and web utilization essentially influence 
the underlying ability of Singaporeans to e-shop on the 
web. They recommended that B2C online business can 
be productively presented or advanced along comparative 
measurements in socio-geologically and mechanically 
comparable circumstances. Lederer et al, (2000). States 
that apparent value in the innovation acknowledgment 
model compares to the relative prevalence in the Innovation 
dispersion hypothesis and saw convenience relates to the 
intricacy in the development dissemination memory. 

Case et al (2001) led online review on 425 
undergrad and MBA understudies and found that 
Internet Knowledge, salary and instruction level 
are amazing indicators of Internet Purchases among 
college understudies. From CRM point of view, 
they proposed that e-posteriors are gotten a kick out 
of the chance to accomplish the best pay off from 
building associations with upper division and graduate 
understudies with better than expected degrees of 
discretionary cash flow and Internet information.

Vrechopoulos et al (2001) created profiles of 
customers who have just led shopping through the 
Internet and of the individuals who are intrigued to 
receive Internet shopping as a development and found 
that intrigue customers are generally male, fall in 
25-44 age gathering and taught graduation and post 
graduation, single and experts with high month to 
month pay. They shop online to spare time and to get 
wide item assortment at relative low cost. 

Bhatnagar et al (2000) analyzed the impact of 
socioeconomics on hazard avoidance and found those 
more established customers were progressively open 
to buying on the Internet; where as the impact of sex 
was blended. Male are keen on the item classes like 
equipment, programming and gadgets and so forth 
where men have more noteworthy experience. Be that 
as it may, their enthusiasm for classes, for example, 
nourishment, drinks and garments was altogether lower. 
Conjugal status had no noteworthy impact, anticipate 
equipment class. They recommended division based 
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on sex, conjugal status and age. Anyway such division 
should be custom-made for every item class. 

Senecal et al (2005) referenced how nearness 
of new data sources, for example, recommender 
frameworks, wise – operator based frameworks and 
less effectively – available sources disconnected 
(e.g., opinions of huge gathering of purchasers on a 
particular item) may change the way, wherein customer 
play out their outside data search, different analysts 
contend that the web as a channel progressively offers 
shoppers full data about item elective (Haubl and 
Trifts 2000;) Kotler and Keller (2012) utilized diverse 
item’s attributes including item plan, quality, bundling 
structure and highlights to assemble an exploration 
model. The outcomes cleared that item characteristics 
including item data, quality and costs effectively 
affected by aim. Markman, Moreau and Lehmann 
clarified item data was the target item information 
inducing customers’ inclinations and being utilized the 
most. Furthermore, a previous research (Blackwell, 
Miniard and Engel 2001) proposed that item cost 
was an association or procedure among buyer and 
partnership to seek after and achieve a correspondence 
inside one another. 

Kalia et al (2016) set up that while scanning for 
item data before shopping or purchasing items on 
the web, customers for the most part depend on web 
crawlers, audit and friends sites. Online retailer site, 
interpersonal interaction destinations, websites and 
news papers are not well known wellspring of data. 
Wellspring of data has factual noteworthy association 
with statistic factors like city, age, occupation, 
family salary, sexual orientation and conjugal status. 
While contrasting different online assistance quality 
scales, he saw that security, unwavering quality, 
web composition, data, responsiveness, protection, 
usability, get to, client support and personalization are 
the reliably referred to measurements.

 Research Gap :- All the above studies and 
many other studies have highlighted the online buying 
behavior and its variables for adoption. However so far 
no attempt has been made to study the factors, which 
influences the students in India. The present study 
fills this gap. This study will access the factors that 
are Crucial for adoption of e commerce by different 
sections of students. Keeping this an objective, the 
present study focuses on the following framework for 
its research.

CONCEPTUAL FRAME  WORK

 

 Level  of 
Satisfaction 

Consumer 
Awareness 

Customer 
Attitude 

Online Buying 
Behaviour 

Customer 
Profile 
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ABSTRACT

The digital technology is influencing all areas of life 
and is now considered as the essential facility of the 
development (Yakel, Conway, Hedstrom & Walate 
2011.) The way of working life is redefined with the 
introduction of technology in to the Industrial system: 
This has led to a new concern for organizations and 
especially managers. This paper investigates the 
relationship between Organizations effectiveness 
and work stress (techno stress) among workers. 
Textile Industry plays a vital role in the economy as 
it contributes towards income, employment and gross 
domestic product. This research study investigates 
workers problems such as poor physical and mental 
health, poor and stressful working conditions and 
facilities pertaining to the productivity of labourers. 
For any technology platform to be successful, it must 
be accepted and adopted by the end users. So it is 
proposed to study the impact of digital technology 
in adopting and their contribution to the success 
of modern Industry and making the digital India 
initiative successful. 

INTRODUCTION

Stress is mainly over thinking about anything  
that can be about any negative or positive situation. 
It is primarily a physical response. When stressed, 
the body thinks it is under attack and switches  
to ‘fight or flight’ mode, releasing a complex mix  
of hormones and chemicals such as adrenaline, 
cortical and norephinephrine to prepare the body 
for physical action. This causes a number of 
reactions, from blood being diverted to muscles to 
shutting down unnecessary bodily functions such as 
digestion.

In the cutting edge world, the ‘battle or flight’ 
mode can at present assist us with enduring hazardous 
circumstances, for example, responding quickly to an 
individual running before our vehicle by hammering 
on the brakes. 

The test is the point at which our body goes into 
a condition of worry in unseemly circumstances. 
At the point when blood stream is going just to the 
most significant muscles expected to battle or escape, 
cerebrum work is limited. This can prompt a failure to 
‘think straight’; an express that is an incredible block 
in both our work and home lives. On the off chance 
that we are kept in a condition of worry for extensive 
stretches, it very well may be inconvenient to our 
wellbeing. The consequences of having raised cortical 
levels can be an expansion in sugar and circulatory 
strain levels, and a lessening in moxie.

According to spirituality the stress is the state 
of Soul. Soul has its own three faculties i.e. Mind, 
Intellect and impressions. And when the mind and 
intellect are not working in harmony, the intellect 
can’t work accurately. These three faculties has three 
main works i.e. Mind is for thinking and Intellect is 
for decision making and when we do any work again 
and again it becomes our Sanskara or impression. 
And when these three are not working accurately that 
is the stress. In the stress Mind thinks a lot about the 
things necessary or unnecessary. In this condition of 
lethargy, the astuteness gets unequipped for settling on 
reasonable choices. Stress in this manner, is a state of 
mind that influences the resources of the psyche and 
keenness of the spirit and this ought not be mistaken 
for the physical tiredness of the body. The beginning 
of pressure is established in pessimism that diminishes 
one’s consistent focus and it is without a doubt not 



464

   

as a result of difficult work but since of one’s “frame 
of mind towards work”. Physical tiredness and a 
large group of ailments may result from pressure, 
however plain difficult work isn’t straightforwardly 
identified with pressure. Mitigating pressure includes 
a psychological and profound fix and this is practiced 
by evacuating the negative impacts of the faculties and 
the indecencies by assuming full responsibility for the 
brain. A parity of prescription and reflection gives the 
ideal outcomes. 

Work Stress

Work pressure is characterized as pressure that is 
created because of clashing requests in one’s activity. 
The measure of control representatives have over 
their work process can affect how noteworthy work 
pressure will be. While all work has a component 
of stress, genuine work pressure is hurtful in that a 
worker has passionate and physical responses to work 
requests that are hard to control. 

Numerous Sources of Work Stress

Work pressure originates from numerous sources. 
Probably the most well-known wellsprings of 
occupation related pressure include: 

Natural Stress - Some pressure that individuals 
involvement with the work environment is identified 
with the physical condition in which they work. This 
sort of stress can be related with work environment 
security issues, the design of one’s work zone, the 
kind of furniture or gear that must be utilized so as to 
perform work, and different factors. 

Vulnerability - People who aren’t sure where they 
remain in their employments frequently experience a 
high level of work pressure. This issue can be attached 
to dread of employment misfortune, seeking after 
acknowledgment or an advancement, an absence of 
criticism on one’s exhibition, or different issues. 

Individuals Issues – A lot of working environment 
stress is identified with individuals issues, for example, 
adapting to troublesome colleagues, managing a 
negative or uncommunicative manager, peer weight, 
and that’s only the tip of the iceberg. 

Execution Pressure - Feeling strain to create 
a specific quality or amount of work can be a work 
environment stressor. This can be attached to deals or 

creation shares, producing guidelines, approaching 
cut-off times, and different variables. 

Techno Stress

Techno stress is the pessimistic mental connection 
among individuals and the presentation of new 
innovations. It is a consequence of changed propensities 
for work and joint effort that are being realized because 
of the utilization of present day Information advances 
at office and home circumstances. It is an unwanted 
marvel as a result of new innovations. The results of 
techno stress incorporate diminished Job Satisfaction, 
authoritative responsibility and profitability. An 
intermittent appraisal is important to check the degree 
of this pressure influencing workers and managers 
particularly the physical and passionate perspectives. 

The reasons for techno stress add up to 

 ● The speedy pace of mechanical change 

 ● Lack of appropriate preparing 

 ● An expanded outstanding burden

 ● The reliability of hardware and software.

REVIEW OF LITERATURE

Stress can be brought about by fill in just as by close to 
home issues and issues exterior the work environment. 
Whatever is the reason, stress can leave representatives 
feeling unfit to adapt to the weight of work with the 
outcome that presentation at work endures. The effect 
that business related pressure has on little units or 
groups can be more set apart than in bigger associations. 
For instance, losing only one partner for an all-
encompassing period with a pressure related sickness 
can dramatically affect the remaining task at hand and 
confidence of the remainder of the group. Research 
shows solid connections among stress and physical 
impacts, for example, coronary illness, back torment, 
cerebral pain, gastrointestinal unsettling influences 
or different minor sicknesses. The mental impacts of 
pressure incorporate tension and wretchedness. An 
investigation discharged in 2003 shows that pressure is 
still viewed as a forbidden subject in the present work 
environment. In spite of the tremendous expenses and 
high dangers related with business related pressure, 
many workplaces are still mainly described by high 
weight and substantial outstanding tasks at hand. 
Additionally, vulnerability to push is particularly 
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viewed as a shortcoming that workers can’t stand to 
feature unafraid of repercussions. These discoveries 
originate from furious: how stress is affecting on the 
21st century business condition finished by Cubits, a 
pro HR consultancy. Explicit discoveries include: 

 ●  Stress levels are rising and will get higher-
one of every four said that their normal 
levels at work were either higher or high and 
practically half anticipate that these levels 
should increment in the following a year. 

 ●  Complaining of stress will harm your vocation 
possibilities 76% of study respondents 
imagined that their profession possibilities 
would be harmed on the off chance that they 
griped of pressure. Also, directors affirmed 
that they are on the whole correct to think 
this. 79% of the chiefs said that they would 
be more averse to utilize an up-and-comer 
in the event that they presume that they 
were inclined to pressure and 87% would be 
more averse to advance a current worker in 
the event that they have question over their 
capacity to deal with pressure. 

 ●  It’s not simply emotive errands, for example, 
rejecting staff or reporting redundancies that 
reason worry for supervisors an enormous 
extent of chiefs said that center individuals 
the board assignment, for example, dealing 
with execution evaluation or leading the 
enlistment meet were a huge wellspring of 
worry for them. This proposes chiefs are not 
getting the preparation expected to perform 
in their job. 

As per the present World Health Organization’s 
(WHO) definition, word related or business related 
pressure “is the reaction individuals may have 
when given work requests and weights that are 
not coordinated as far as anyone is concerned and 
capacities and which challenge their capacity to adapt’. 

HSE’s proper meaning of business related 
pressure is: “The antagonistic response individuals 
need to inordinate weights or different kinds of interest 
set on them at work”. 

As indicated by Steve, (2011) stress is come about 
as a response of a representative when certain requests, 
weights and expert angles must be looked at the work 

place which doesn’t coordinate their insight levels 
there by representing a test and risk to the capacities 
of the worker which thusly would make a battle for 
presence as far as being utilized in a spot.

Research Methodology:

Sample:

The study was conducted on group of 100 employees 
and supervisors from private Textile Industries in 
Madurai and Rajapalayam in India, following the 
multi-stage sampling techniques.

Organized Questionnaire: This survey was created 
by Dr.Sibnath Dep and has four areas, 

Segment I: Demographic and financial data 
involved six things on issues like age, sexual 
orientation, training, occupation and family Income 

Segment II: It is to discover the components which 
decidedly and contrarily impact worker’s presentation. 

a.  Relationship among labourers is critical to get 
a decent degree of work execution. 

b.  Salary and other money related advantages 
fill in as the significant wellspring of work 
execution. 

c.  Employee execution, affected by poor work 
conditions can have negative effects. 

d.  Management’s help is fundamental to 
show signs of improvement Employee’s 
presentation level. 

e.  Chance of self progression expands the 
Employee’s presentation level. 

Segment III: It is to discover the connection between 
work pressure and worker execution. 

a.  Relationship among workers can diminish 
representative execution level. 

b.  Lack of Interest in the activity is the reason 
for visit leaves. 

c.  Adequate acknowledgments spur to work in a 
superior manner. 

d.  Increased Job fulfilment and better 
representative execution can be because of 
compensation Incentives. 

e.  Higher worker execution is conceivable by 
Job Satisfaction. 
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f.  Work related disappointments diminished the 
presentation level. 

g.  Work stress has incredible job in choosing the 
representative execution level 

Segment IV: It is measure the worker’s works feeling 
of anxiety. 

a.  I feel my activity is secure on account of solid 
administration. 

b.  I have appropriate connection to the work 
place. 

c.  My association is a decent spot for me to 
work. 

d.  I accept the board is worried about me 

e.  I am fulfilled by the pay given 

f.  Management is adaptable and I coexist with 
them effectively 

g.  I feel focused on my work. 

For some of the time, the method of reaction was 
dichotomous (yes/no) while others were numerous 
decision things. The poll was assessed by three 
specialists who gave input.

Data Analysis:

Notwithstanding the elucidating investigation of 
information, individual’s chi-square test as well 
as Fisher’s Exact test was applied to find out the 
relationship between the different measures and the 
statistic and social variables. A few strategic relapses 
were directed to additionally inspect the connection 
between work variables and execution level or 
potentially analyze the feeling of anxiety.

Results:

Demographics the sample includes 32% of employees 
belong to age (18-30) and 36% of employees belong to 
age (31-40) and 18% of employees belong to age (40-
50) and 14% of employees belong to age (51-above). 
Several employees do not want to provide information 
about their parent’s educational background and 
income. From the data, 4% of employees are female and 
59% of employees are male. And 52% of employees 
belong to UG and 48% of employees belong to PG. 
Further, from the data 27% of employees belong to 
village and 47% of employees belong to town and 
26% of employees belong to city.

Table 1:  Associations between factors, Relationship with performance and Stress level (N=100)

Prevalence of stress OR (95 % of CI) Adjusted OR(95 % of CI)
Factors Influence Performance
No
Yes

16 (22.3)
48 (38.4)

1
2.4 (1.3-4.7)

1
2.3 (1.2-4.1)

Relationship between stress and 
performance
No
Yes

17 (24.8)
45 (36.4)

1
1.6 (0.9-3.3)

1
2.3 (0.9-6.2)

Employee’s Stress level
No
Yes

7 (17.4)
57 (37.2)

1
206 (1.2-7.1)

1
2.3 (0.9-6.2)

FINDINGS

 ●  Management must give training and develop 
their skills to cope up with Techno Stress

 ●  Management should allay their fears in all 
aspects in their employment with Industry.

 ●  Management must give counselling, and 
establishing a team work relationship with 
colleagues.  

 ●  Suppose any one show their irritations, anger 
and tension to others, stress can be created by 
them.

 ●  Suppressing negative feelings can create 
stress.

 ●  If others insult a person, it becomes the 
reason for stress.

 ● Stress may be created by immoral actions.
 ●  If there is lack of spiritual strength to 

removing negative Feelings, mind cannot be 
stable at the time of crisis.

 ●  The mind is also affected, when there is no 
one to share their feelings.

 ●  The mind can be disturbed by the habit of 
continuous thinking on others critics.
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 ●  Stress can be created, when there is no 
fulfilment.

 ● Sometimes stress can be created by loneliness.

 ●  If there is a habit of remembrance of painful 
events, stress persists.

 ●  Stress also created by lack of adjustment with 
others.

SUGGESTIONS

 ●  Everyone should develop the power of 
silence through meditation and then they can 
give peace to peace less people.

 ●  One must handover his anger to God and 
should practice himself as “I am happiest 
person’ and give happiness to others.

 ●  To stop others negative actions, they must be 
given pure love.

 ●  Always have positive attitude on others 
opinion then everything will be positive.

 ●  For perfection in every action surrender 
the intellect to God and consider yourself 
as instrument or god then every action 
automatically turns into positive.

 ●  When a person faces painful incidents in his 
life, then he should connect his mind and 
intellect with the God and he should handover 
his pains and sorrows to Him.

 ●  Every scene in this world drama is covered 
with a nice gift of benefit. Don’t see negatives 
in any scene and see what gift is there inside.

 ●  When other people giving correction to our 
mistakes consider them as my well wishers.

CONCLUSION

Stress can be managed by practicing simple and easy 
techniques. The first step is to prevent stress and then 
to identify early signs of one has failed to prevent it. If 
ignored, stress can change into silent killer. Everyone 
should strengthen his foundation by meditation, then 
his inner self will be filled with values, will power 
and good knowledge, and then only he can easily 
face painful incidents, obstacles in his journey of life. 
Always have positive attitude on every human being 
and on nature then automatically those thinking will 
give Positive result to the thinker.

Further Research

The present study deals with some employees of 
private sector. Since the stress factor affects every 
sector of life, the study can be extended to other big 
organizations, Colleges, Hospitals and Industries with 
modern tools and instruments. 
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A corporate president put a senior executive in 
charge of a failing operation. His only directive was “Get 
in the Black.” Within two years of that injunction, the new 
executive moved the operation from a deficit position to 
one that showed a profit of several million. Fresh from his 
triumph, the executive announced himself as a candidate 
for a higher-level position and indicating that he was 
already receiving offers from other companies.

The corporate president, however, did not share 
the executive’s positive opinions of his behaviour. In 
fact, the president was not at all pleased with the way 
the executive had handled things.

Naturally, the executive was dismayed, and when 
he asked what he had done wrong, the corporate 
president told him that he had indeed accomplished 
what he had been asked to do, but he had done it single-
handedly, by the sheer force of his own personality. 
Furthermore, the executive was told, he had replaced 
people whom the company thought to be good 
employees with those regarded as complaint. In effect, 
by demonstrating his own strength, he had made the 
organization weaker. Until the executive changed his 
authoritarian manner, his boss said, it was unlikely that 
he would be promoted further.

This is an example dealing with the major fault in 
performance appraisal and management by objectives- 
namely, a fundamental misconception of what is to be 
appraised.

MEANING& INTRODUCTION

“Performance evaluation or Performance Appraisal is the 
process by which manager or consultant examines and 
evaluates an employee’s work behaviour by comparing 
it with pre-set standards, documents the results of the 
comparison and uses the results to provide feedback to 
the employees to show where improvements are needed 
and why.” It is used to gauge the amount of value added 
by an employee in terms of increased business revenue, 
in comparison to industry standards and overall employee 
return on investment (ROI).

Performance evaluations are extremely important to 
an organization, although they may be difficult to conduct. 
They tell organizations whether their selection methods 
are right. They demonstrate where training, development 
and motivational programs are needed and later help to 
assess whether these have been effective. As a matter of fact, 
many organizational policies and practices are evaluated, 
in large part, through their impact on performance. 
Performance evaluations, after all, are the basis on which 
managers make decisions about compensation, promotion, 
and dismissal.They also use feedback about people’s 
performance to recognize them for a job well done and 
motivate them. In short, without a good judgment of the 
employee’s performance, managers find it very difficult 
to identify and encourage organizational effectiveness.It is 
because formal Performance evaluations are so important 
that most organizations systematically carry them out.

PURPOSE

 ●  Periodic performance evaluation is an 
employee’s report card from his/her manager 
that acknowledges the work he/she has done 
in a specific time period and the scope for 
improvement.

 ●  An employer can provide 
consistent feedback on an employee’s 
strengths and strive for improvement in the 
areas that the employees need to work on.

 ●  It is an integral platform for both, the 
employee and employer, to attain a common 
ground on what both think is befitting a 
quality performance. This helps in improving 
communication which usually leads to 
better and more accurate team metrics and 
thus, improved performance results.

 ●  The goal of this entire process of performance 
evaluation is to improve the way a team or 
an organization functions, to achieve higher 
levels of customer satisfaction.

 ●  A manager should evaluate his/her team 
member regularly and not just once a year. This 

PERFORMANCE EVALUATION
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way, the team can avert new and unexpected 
problems with constant work being done to 
improve competence and efficiency.

 ●  An organization’s management can 
conduct frequent employee training and 
skill development sessions on the basis of 
the development areas recognized after a 
performance evaluation session.

 ●  The management can effectively manage 
the team and conduct productive resource 
allocation after evaluating the goals and 
pre-set standards of performance.

 ●  Regular performance evaluation can 
help determine the scope of growth in 
an employee’s career and the level of 
motivation with which he/she contributes 
towards the success of an organization.

 ●  Performance evaluation lets an employee 
understand where does he/she stand as 
compared to others in the organization.

FACTORS
Factors in evaluating the performance and 
progress of an employee-

1. Knowledge of work
2. Initiative
3. Quality of work
4. Target attainment
5. Aptitude
6. Degree of skill
7.  Extent of co-operation with colleagues and 

superiors
8. Honesty
9. Ambition
10. Crisis management
11. Discipline 
12. Punctuality, etc.

FUNCTIONS:

1.  To provide adequate feedback to each person 
on his or her performance;

2.  To serve as a basis for modifying or changing 
behaviour toward more effective working 
habits;

3.  To provide data to managers with which 
they may judge future job assignments and 
compensation.

PERFORMANCE REVIEW TEMPLATES

360 Degree Review

360-degree review is a comprehensive review 
mechanism that helps gather greatest insights and 
feedback on an employee’s performance from his/her 
supervisor, peers, colleagues, and subordinates.
Supervisor Evaluation

Supervisor evaluation survey is deployed to 
collect feedback and information from employees 
related to their supervisor. Supervisor evaluation helps 
an organization and its leadership understand the 
accuracy of the work done by the supervisor and also 
help them evaluate the overall value the supervisor 
adds to his/her team and to the organization as a whole.

MANAGER EVALUATION
A manager evaluation survey offers a set of 

questions that are answered by the employees to evaluate 
their direct or indirect manager’s effectiveness at work. 
This survey is extremely useful for the management 
to understand the manager’s performance, attitude at 
work, willingness to help his/her subordinate and more.

Senior Management Evaluation
Senior management evaluation survey questions 

are used to understand the employee’s perspective 
of the senior management and evaluate their abilities 
to be able to run the organization smoothly. This 
questionnaire should have questions that help an 
organization gather insights on effectiveness, direction, 
policy-making abilities, and other useful traits.  

Employee satisfaction survey and employee 
engagement survey are also one of the best ways 
to conduct the performance evaluation. A satisfied 
and an engaged employee is most likely to perform 
14%  better than his/her counterparts (Gallup).

Employee Satisfaction
Employee satisfaction survey is deployed to 

understand how satisfied or dissatisfied is your workforce. 
It is essential you measure employee satisfaction as 
dissatisfied employees not only not perform well but 
also can be a major reason for high levels of employee 
attrition in an organization. This survey can power your 
workforce and HR strategies to cultivate a work culture 
that enables your organization to win from within. 
Many times, if an employee doesn’t feel challenged 
enough, then he/she remains unsatisfied with the work. 
Performance evaluation can find reasons behind one’s 
contribution to the company and ways of enhancing it.

Employee Engagement
Employee engagement survey enables you as an 

organization to test the levels of engagement of your 
employees and to understand how motivated they are to 
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perform well in the workplace. Employee engagement is 
a matter of concern for most organization and disengaged 
employees set a negative example for other employees. 
Disengaged employee performances poorly as compared 
to his/her colleagues. Thus, this survey can be used 
to analyze and review the level of performance of an 
employee and take corrective measures immediately.
Performance Evaluation Process:

Step 1: In most organizations, a performance 
evaluation process states that an employee’s 
performance is tracked every three and six months, 
provided, the employee has worked with the 
organization continually for that tenure. The HR 
department can send across an online survey for the 
employees to fill out regarding their satisfaction and 
engagement levels.

Step 2: The employee’s immediate manager will 
decide his/her performance quality after evaluating 
the yearly performance, conducting an employee 
engagement survey and eventually having a face-to-
face meeting.

Step 3: The feedback received from the online 
employee satisfaction survey can be kept anonymous. 
This feedback can be analysed in real-time from a 
centralized dashboard. On the basis of the analysis, the 
manager can prepare further questions for the face-to-
face performance evaluation meeting.

For a probationary employee to be termed as a 
tenured employee, he/she must perform as per their 
supervisor’s expectations for six months. The first 
six months of an employee’s tenure are crucial as the 
management always has a watchful eye on them for all 
their contribution towards assigned tasks, ownership 
skills and punctuality in task completion.After 
confirmation, an immediate manager will evaluate the 
non-probationary employee on a yearly basis.

Performance Evaluation Methods:
There are 5 most critical performance evaluation 

methods. Using only one of these performance 
evaluation methods might help an organization merely 
gain one-sided information, while, using multiple of 
these methods help in obtaining insights from various 
perspectives which will be instrumental in forming an 
unbiased and performance-centric decision.

1. Self-Evaluation: This is an amazing method 
to get started with employee reviews. Self-evaluation 
is when an employee is expected to rate themselves 
using multiple-choice or open-ended questions, 
by keeping in mind some evaluation criteria. After 
conducting self-evaluation, the management has an 
opportunity to fairly assess an employee by considering 
his/her thoughts about their performance.

An organization’s management can compare every 
employee’s self-evaluation with the rating his/her manager 
provides, which makes the performance evaluation process 
exhaustive and effective. The gap between self-evaluated 
ratings and the supervisor’s ratings can be discussed to 
maintain a certain level of transparency.

2. 360-degree Employee Evaluation: In this 
performance evaluation method, an employee is a rated in 
terms of the advancements made by him/her within the team 
as well as with external teams. Inputs from supervisors of 
different departments are considered along with evaluation 
done by direct supervisors and immediate peers too. Thus, 
in 360 degree feedback, each employee is rated for the job 
done according to their job description as well the work 
done by them in association with other teams.

3. Graphics Rating Scale: This is one of the 
most widely used performance evaluation methods by 
supervisors. Numeric or text values corresponding to 
values from poor to excellent can be used in this scale 
and parallel evaluation of multiple team members can be 
conducted using this graphical scale. Employee skills, 
expertise, conduct and other qualities, in comparison 
to others in a team, can be evaluated. It is important 
to make each employee understand the value of each 
entity of the scale in terms of success and failure. This 
scale should ideally be the same to each employee.

4. Developmental Checklists: Every organization 
has a certain roadmap for each employee for their 
developments as well as exhibited behaviour. This method 
of maintaining a checklist for development is one of the 
most straightforward performance evaluation methods. 
This checklist has several dichotomousquestions, 
answers of which need to be positive. If not, then the 
employee requires some developmental training in the 
areas where he/she needs improvement.

5. Demanding Events Checklist: There are events 
in each employee’s career with an organization where 
he/she has to exhibit immense skill and expertise. An 
intelligent manager always tends to keep a demanding 
events list where employees show good or bad qualities.  

Performance Evaluation Example:

By considering all the discussed points, here is an 
example explaining how performance evaluation works:

“Martin has been one of the most hardworking 
members of the software development team. He works 
exceedingly well under restricted time frames and adjusts 
according to the demand of the project. He always discusses 
his concerns well in time to get results immediately and 
also keeps the others team members regularly motivated.

He keeps track of the quality of work he 
produces and is very analytical. Due to this, he 
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constantly improves himself. The only concern that I 
have currently is whether he will be able to manage 
additional responsibilities.”

From this example, it is clear that, for a manager to 
have an impactful performance evaluation, he/she must 
present the coordinate it in the most professional manner 
by making sure the negatives do not overpower the 
positives. This is a testimony to the manager’s leadership 
skills as well as the employee’s yearly performance.

EFFECTS OF PERFORMANCE EVALUATION

Performance Evaluation has impacts on the 
Employees as well as the Organization.

4. On Employees-

The employee performance appraisal is an 
important career development tool for the manager 
and employee. The manager can help guide the 
employee on the path to corporate advancement, and 
the employee gets a clearer understanding of what is 
expected from her in her daily job duties. Performance 
appraisals have a wide variety of effects on employees 
that managers must identify and understand.

 ● Motivation
An employee performance appraisal can act 

as motivation for an employee to improve his 
productivity. When an employee sees his goals clearly 
defined, his performance challenges identified and 
career development solutions in place to help advance 
his career, the effect is to motivate the employee to 
achieve those goals. Creating a comprehensive plan 
for employee development and giving an employee 
achievements to strive for will inspire a higher level 
of efficiency.

 ● Clarity
 perform their job duties to the best of their abilities 

throughout the year based on guidance from management. 
Part of a performance appraisal is when a manager and 
employee review the job description and compare the 
employee’s performance with expectations. This gives 
the employee a feeling of clarity and understanding that 
will help him better perform his job duties.

 ● Take Responsibility
To prepare for the annual review, a manager should 

keep notes of all of the employee’s accomplishments 
and challenges throughout the year. When these are 
presented to the employee during the appraisal, it 
gives the employee the opportunity to benefit from 
her accomplishments and accept responsibility for the 
performance challenges. By claiming ownership of 
performance issues, the employee makes the process 
of career development a more personal commitment.

 ● Teamwork
During a performance appraisal, a manager needs 

to take time to show the employee how his performance 
affects the productivity of the entire organization. When 
employees understand how their performance affects the 
ability of others to do their jobs, it helps put his own job 
duties into an overall company context. It helps improve 
the notion of teamwork among the staff, and can also 
encourage cooperation to achieve corporate goals.

5. On Organization-
Organizations that use the results of performance 

appraisal to identify areas of strength and opportunity 
can benefit as well. Performance appraisal can provide 
an indication of areas of training need as well as 
direction for leadership development, performance 
improvement and succession planning.

 ● Identifying areas of strength
The results of performance appraisal can se 

assessed to identify areas of strong performance across 
all employees, by department or by demographics. 
Standardized performance assessments allow companies 
to aggregate, calculate and analyse results to show where 
performance is strong. These areas of strength then can 
serve as benchmarks and opportunities for sharing of 
best practices for other areas of the organization.

 ● Identifying Training Needs
Evaluating the results of performance appraisals 

can provide managers, human resources departments 
and organizations with an indication of where additional 
training and development may be necessary, says 
Lin Grensing- Pophal, author of “Human Resource 
Essentials.” For instance, results may indicate that 
employees collectively are scoring low on items related 
to use of technology or customer service. These may 
become target areas for the creation and implementation 
of training programs designed to boost employee 
competence and performance. Results also may be 
assessed at the individual, department and division levels.

 ●  Leadership development and Succession 
planning

Performance appraisal can provide an indication 
of employees with leadership potential or leadership 
development needs. In both cases, the manager and HR 
department then can develop programs and interventions 
to either offer employees an opportunity to exercise their 
leadership competencies or build skills. Performance 
appraisal can serve as an input to succession planning 
by identifying employees with specific competencies 
that the organization knows it will need in the future 
due to turnover and retirement; it can highlight external 
factors affecting the need for new skills.



Abstract

The study aims to documents the presence of escalation 
on Institutional Investors and Commodity derivatives 
market by using the Semi-Log Growth Model with 
the monthly dataset from April 2016 to October 
2019 with 43 Observations. To construct the semi 
log growth model need to fulfill the four assumptions 
they are i) There is no serial correlation in the data, 
ii) The data are normally distributed, iii) There is no 
Heteroskedasticity and iv) The data must be stationary. 
These assumptions are fulfill means the predicted 
growth model is fit. Variables have been chosen for 
the study are Institutional Investors and Commodity 
derivative market in India. Institutional investors 
are classified into two they are Foreign Institutional 
Investors and Domestic Institutional Investors; Bullion 
segment is selected in Futures Commodity Derivative 
market in that gold and silver commodity is chosen 
for analyzing purpose. A Semi-log Growth model 
demonstrates that there is presence of escalation in 
chosen Institutional Investors and Futures Commodity 
Derivatives market in India. Therefore, the study 
exemplifies that the investors can bravely invest in the 
commodity derivative market in India.

Keywords: Commodity Derivatives, Bullion market, 
Institutional Investors, Growth model

INTRODUCTION

Commodity derivatives are investment paraphernalia 
that permit investors to revenue from convinced 
commodities devoid of possessing them. Construction 
of a forward market in commodities was a momentous 
of human being modernization. The principal impulsion 
for this rationale arises out of the straightforward fact 
that while the assembly of farming foodstuffs was 
largely recurring and theme to a number of possibilities, 
utilization was and motionless is not. Fundamentally, 
the forward market endow with a apparatus by which 

the projection of future production and utilization were 
brought to bear on today’s price in a coherent way that, 
among other things, reputable a link between current 
and upcoming production and utilization cycles, in 
that way make possible the inter-temporal smoothing 
of prices. An Institutional investor is a person which 
pools money to acquisition of securities, real property 
and other investment assets or originate loans. 
Institutional Investors include banks, credit union, 
insurance companies, pensions, hedge funds, REITs, 
investment advisors, endowments and mutual funds. 
Not only by these avenues can they also include in the 
commodity market. Here the institutional investors are 
Foreign Institutional Investors as well as Domestic 
Institutional Investors.

REVIEW OF LITERATURE

(Kabir & Ikram, 2012) investigating the Role of 
Financial Derivatives and its Impact on Indian Capital 
Market: A Case Study of National Stock Exchange 
(NSE) since 2000. This paper focuses and analyzes 
the role of financial derivatives in the Indian Capital 
Market. The efforts are also made by the researchers 
to test its impact on Indian Capital Market. The data 
analyzed in this paper has been collected from the 
related source i.e. NSE India. The sample consists 
of monthly average of stock indices of NSE (i.e. 
S&P CNX Nifty) and indices of derivatives i.e. 
(Future Index Nifty) in India. Researchers employed 
correlation, regression and t-test approach with market 
data for the period April 2000 to March 2010 and 
also analyzed the impact of sectoral index of futures 
on Indian Capital Market. The result shows that there 
is a higher fluctuation in the market which shows the 
high volatility and higher risk in the market. On the 
basis of the data analyzed, they found out that there is 
a significant relationship between the movement of the 
Financial Derivatives and Capital market.
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(Dhandayuthapani & Sudha, 2018) examines a 
study on performance of Commodities Derivatives 
Trading in India. The major objective of their study 
is to figure out the trading practices and level of 
performance with special reference to one of the 
major commodity exchange in India, that is Multi 
Commodity Exchange (MCX). It is found that the 
trading in commodity derivatives is about three times 
more than in physical market, whereas, it is more than 
ten times in advanced economies.

(Knaut & Paschmann, 2019) analyzed price 
volatility based on the example of German electricity 
markets. They develop a theoretical model to replicate 
the price formation in the day-ahead and intraday 
auction which is sequential short-term electricity 
markets with 60-minute and 15-minute products. 
The theoretical model is then transferred into an 
empirical analysis to first validate the modeling 
approach and second to comparatively assess the 
impact of increasing product granularity and restricted 
market participation. In this paper they found that 
the high quarter-hourly price volatility in real-world 
data is essentially triggered by two factors. First, the 
high variability of demand and renewable electricity 
generation create a need for sub-hourly product 
granularity. Second, they identify that the supply curve 
in the intraday auction inclines compared to the day-
ahead auction. Based on their empirical results, they 
derive a proxy for welfare losses related to restricted 
participation which approximated EUR 108 million in 
2015 and EUR 55 million in 2016.

STATEMENT OF THE PROBLEM

The institutional investor’s assessment to endow 
in the commodity market will verify the altitude of 
finances offered and the resourceful performance of 
the market. Consequently investment pronouncement 
require to go through a methodical analysis of the 
situations widespread based on a number of dynamics, 
though despite of the speckled information obtainable 
that justifies rationality and illogicality, investors are 
eager to stay away from suspicions allied with the 
vital decisions they employ in. Thus, investors have to 
consider the growth of the futures commodity derivative 
market. This coins the researcher to investigate the 
study on growth of institutional Investors and futures 
commodity derivatives market in India.

OBJECTIVE

The main objective is to study the growth of 
Institutional Investors and Select commodity futures 
market in India.

Hypotheses

 ●  H01: There is no Stationarity of Institutional 
Investors and Select Bullion commodity 
Derivative Market in India.

 ●  H02: There is no Growth in Institutional 
Investors and Select Bullion commodity 
Derivative Market in India.

RESEARCH METHODOLOGY

The study investigates the presence of escalation in 
the Institutional investors and Bullion Commodity 
Derivatives futures market in India. The research 
design is analytical in nature and it consists on 
secondary data for a period of three years monthly 
data from April 2016 to October 2019 with 43 
observations. The Variables chosen for the study are 
Institutional Investors, Foreign Institutional Investors 
and Domestic Institutional Investors; In the Bullion 
Commodity Derivatives futures market Gold and 
Silver commodity was selected for research analysis. 
The data are obtained from Securities Exchange Board 
of India (SEBI), Multi Commodity Exchange (MCX) 
and National Stock Exchange (NSE). Econometric 
tools adopted for the study are Augmented Dickey-
Fuller Unit Root test and Semi-Log Growth Model. 

To construct the semi log growth model, need to 
fulfill the four assumptions. They are: 

I. There is no serial correlation in the data 

II. The data are normally distributed 

III. There is no Heteroskedasticity and 

IV. The data must be stationary. 

If these assumptions are fulfills means that the 
predicted growth model is fit. 
Results and Discussion

Augmented Dickey - Fuller Test (Unit Root Test)

H0: There is no Stationarity of Institutional 
Investors and Select Bullion Commodity futures 
Derivative Market in India.
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Table 1  Augmented Dickey – Fuller test of Institutional Investors and Select Bullion commodity futures 
derivative market in India for a period from April 2016 to October 2019

Variables
Level 1st Difference

t statistics Prob.* t statistics Prob.*
FII -4.335440  0.0069
DII -4.056736  0.0141
GOLD -1.205160  0.8955 -4.588450  0.0007
SILVER -1.605528  0.7739 -6.622866  0.0000

Source: Complied and Calculated

The above table portrays the outcome of the Unit 
root test to determine the stationarity among the time 
series data. The Augmented Dickey – Fuller test was 
used at level and first difference under the postulation 
of intercept, trend and constant. According to the 
consequence of the test, Foreign Institutional Investors 
(FII) and Domestic Institutional Investors (DII) 
are stationary at level I(0). Gold and Silver Bullion 

commodity are not stationary at level, but it become 
a stationary when its first difference I(1) was taken. 
Hence, the null hypothesis is rejected and demonstrates 
that the data is stationary for Institutional Investors 
and Select bullion commodities in India.

H0: There is no Growth in Foreign Institutional 
Investors in India

Table 2 Semi Log Growth Model of Foreign Institutional Investors in India for a period from April 2016 
to October 2019

Variable Coefficient Std. Error t/F-Statistic Prob. Accept / Reject H0

LFII 0.201027 0.200887 2.991866 0.0005* Reject H0

Breusch-Godfrey Serial Correlation LM Test:
H0: There is no serial Correlation

0.072869 0.9423 Accept H0

Normal Distribution – Jarque-Bera Test
H0: The data is normally distributed

1.857216 0.3951 Accept H0

Heteroskedasticity Test: Breusch-Pagan-Godfrey
H0: There is no Heteroskedasticity

0.050813 0.8228 Accept H0

Source: Computed
Note:* 5 per cent significant level

The above table demonstrates the semi log growth 
model for Foreign Institutional Investors in India. The 
LFII coefficient value shows that 20.10 per cent growth 
in FII during the study period and the probability value 
less than 5% level of significance (0.0005). Here the 
significance value illustrates that there is a growth in 
FII in India. The Breusch-Godfrey Serial correlation 
LM Test shows the serial correlation of variable, that 
the probability value (0.9423) is greater than 5 per 
cent significance level and it shows there is no serial 
correlation. Hence, the null hypothesis is accepted. The 

p-value of Jarque-Bera (J-B) test statistics (0.3951) is not 
significant at 5 per cent level. Hence, the null hypothesis 
is accepted and it shows that the data are normally 
distributed. The probability value of Breusch-Pagan-
Godfrey heteroscedasticity test (0.8228) is greater 
than 5 per cent, hence the null hypothesis is accepted 
and there is no heteroscedasticity. The estimation had 
met the assumptions of stationarity, serial correlation, 
normality and Heteroskedasticity; hence the estimated 
semi log growth model for growth prediction is fit.

H0: There is no Growth in Domestic Institutional 
Investors in India

Table 3 Semi Log Growth Model of Domestic Institutional Investors in India for a period from April 2016 
to October 2019

Variable Coefficient Std. Error t/F-Statistic Prob. Accept / Reject H0

LDII 0.108040 0.003657 29.543341 0.0000* Reject H0

Breusch-Godfrey Serial Correlation LM Test:
H0: There is no serial Correlation

0.609544 0.5487 Accept H0
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Normal Distribution – Jarque-Bera Test
H0: The data is normally distributed

0.151217 0.9271 Accept H0

Heteroskedasticity Test: Breusch-Pagan-
Godfrey
H0: There is no Heteroskedasticity

2.124282 0.1526 Accept H0

Source: Computed
Note:* 5 per cent significant level

The above table illustrates the semi log growth 
model for Domestic Institutional Investors in India. 
The LDII coefficient value shows that 10.80 per 
cent growth in DII during the study period and the 
probability value less than 5% level of significance 
(0.0000). Here the significance value exemplify there 
is growth in DII in India. The Breusch-Godfrey Serial 
correlation LM Test shows the serial correlation of 
variable, that the probability value (0.5487) is greater 
than 5 per cent significant it shows there is no serial 
correlation. Hence, the null hypothesis is accepted. The 
p-value of Jarque-Bera (J-B) test statistics (0.9271) 

is not significant at 5 per cent level. Hence the null 
hypothesis is accepted and it shows that the data are 
normally distributed. The probability value of Breusch-
Pagan-Godfrey hetero skedasticity test (0.1526) is 
greater than 5 per cent, hence the null hypothesis 
is accepted and there is no heteroskedasticity. The 
estimation had met the assumptions of stationarity, 
serial correlation, normality and hetero skedasticity; 
hence the estimated semi log growth model for growth 
prediction is fit.

H0: There is no Growth in Gold Commodity 

futures market in India
Table 4 Semi Log Growth Model of Gold Commodity for a period from April 2016 to October 2019

Variable Coefficient Std. Error t/F-Statistic Prob. Accept / Reject H0

LGOLD 0.049936 0.003031 16.4750907 0.0001* Reject H0

Breusch-Godfrey Serial Correlation LM Test:
H0: There is no serial Correlation

0.040228 0.2279 Accept H0

Normal Distribution – Jarque-Bera Test
H0: The data is normally distributed

3.791528 0.1502 Accept H0

Heteroskedasticity Test: Breusch-Pagan-Godfrey
H0: There is no Heteroskedasticity

0.360766 0.5514 Accept H0

Source: Computed
Note:* 5 per cent significant level

The above table exemplifies the semi log growth 
model for Gold Commodity futures market in India. 
The LGOLD coefficient value explains that 4.99 per 
cent growth in Gold commodity during the study 
period and the probability value less than 5% level 
of significance (0.0001). Here the significance value 
represent there is growth in Gold commodity derivative 
in India. The Breusch-Godfrey Serial correlation LM 
Test proves the serial correlation of variable, which 
the probability value (0.2279) is greater than 5 per 
cent significant it shows there is no serial correlation. 
Hence, the null hypothesis is accepted. The p-value 
of Jarque-Bera (J-B) test statistics (0.1502) is not 

significant at 5 per cent level. Hence the null hypothesis 
is accepted and it shows that the data are normally 
distributed. The probability value of Breusch-Pagan-
Godfrey heteroskedasticity test (0.5514) is greater 
than 5 per cent, hence the null hypothesis is accepted 
and there is no heteroskedasticity. The estimation had 
met the assumptions of stationarity, serial correlation, 
normality and heteroskedasticity; hence the estimated 
semi log growth model for the escalation of gold 
commodity prophecy is fit.

H0: There is no Growth in Silver Commodity 
futures market in India
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Table 5  Semi Log Growth Model of Silver Commodity for a period from April 2016 to October 2019

Variable Coefficient Std. Error t/F-Statistic Prob. Accept / Reject H0

LSILVER 0.020615 0.002481 8.309149 0.0301* Reject H0

Breusch-Godfrey Serial Correlation LM Test:
H0: There is no serial Correlation

0.196369 0.2681 Accept H0

Normal Distribution – Jarque-Bera Test
H0: The data is normally distributed

0.399540 0.8189 Accept H0

Heteroskedasticity Test: Breusch-Pagan-Godfrey
H0: There is no Heteroskedasticity

0.330445 0.5685 Accept H0

Source: Computed
Note:* 5 per cent significant level

The above table epitomizes the semi log growth 
model for Gold Commodity futures market in India. 
The LSILVER coefficient value explains that 2.06 
per cent growth in Silver commodity during the study 
period and the probability value less than 5% level 
of significance (0.0301). Here the significance value 
represent there is growth in silver commodity derivative 
in India. The Breusch-Godfrey Serial correlation LM 
Test establish the serial correlation of variable, which 
the probability value (0.2681) is greater than 5 per cent 
significant it shows there is no serial correlation. Hence, 
the null hypothesis is accepted. The p-value of Jarque-
Bera (J-B) test statistics (0.8189) is not significant at 
5 per cent level. Hence the null hypothesis is accepted 
and it shows that the data are normally distributed. 
The probability value of Breusch-Pagan-Godfrey 
heteroskedasticity test (0.5685) is greater than 5 per 
cent, hence the null hypothesis is accepted and 
there is no heteroskedasticity. The evaluation had 
met the assumptions of stationarity, serial correlation, 
normality and heteroskedasticity; hence the estimated 
semi log growth model for the boom of silver 
commodity divination is fit.

CONCLUSION

This study shows that the education of investors 
is massively important for the present situation in 
India. Investors before making investments need to 
collect investment related updates of the commodity 
market. In this way current research is helpful for 
both the foreign Institutional Investors and Domestic 
Institutional Investors to invest in the commodity 
market. The outcome of the research shows that there 
is a presence of growth in Institutional Investors 
and Bullion commodity futures market in India, it is 

concluded that the investors can bravely invest in the 
commodity market in India.
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Abstract

Employee grievances are considered as the most critical 
factor in working environment. These grievances 
may be related with salary and financial incentives, 
performance appraisal, job stress, job security, 
health and safety etc. a grieved employee is always 
demotivated and dissatisfied. This dissatisfaction 
and discontents leads to less job performance, job 
commitment and morale of employees. Hence a fair 
grievance management system is essential for every 
organization which helps to resolution of various 
grievances in working environment. A fair grievance 
management helps to attract and retain the existing 
talents and employee retention. Various companies are 
providing different techniques for employee grievance 
identification. This includes step ladder policy, open-
door policy, gripe boxes and opinion surveys.  Hence 
this study analyses the employee’s perception on 
grievance management and its effect on employee job 
commitment levels with reference to IT employees in 
Kozhikode Cyber Park.

Keywords: Grievance, Perception, Commitment,

 INTRODUCTION

Employee is considered as the most important asset 
of every organization. Pet milk theory is related with 
wellness of employees. This theory proves that happy 
cows give more milk, like that happy and satisfied 
employees are more productive and highly committed 
to their work and environment. A grievance is any 
dissatisfaction that arise from ones employment 
situations. This dissatisfaction negatively affects their 
productivity, morale and job commitment. Many 
organizations lack a fair grievance management system. 
Hence the filed grievances not get much attention and 
this leads to reduce the job performance of employees. 
If the grievances are not solved it tend to the employee to 
leave from the job. Hence a fair grievance management 

procedure is essential for every organization.

Employee commitment can define in different 
forms. It is the connection to a goal, connection to the 
organization and connection to a job. Job commitment is 
different from job enlargement. Engaged employees are 
in their job, but not committed to the goals or organization. 
There are three distinct types of employee commitment. 
Those are affective commitment, normative commitment 
and continuance commitment. Employee grievance 
management has a strong relation with commitment.

Indian IT sector mainly consist of two aspects. IT 
services and business process outsourcing companies. 
The sector has a huge growth and many changes in 
the working environment in recent years. Some of the 
IT parks and companies have separate cell for sexual 
harassment and discrimination issues, but they ignore 
the other aspects or reasons of the employee grievances. 
Kerala is one of the top state India regarding use of IT 
and ICT for business operations.  Info ParkCochin and 
Techno Park Trivandrum are the two major IT parks 
promoted by Kerala government.   

OBJECTIVES OF THE STUDY

 ●  To understand employees level of 
awareness on grievance management 
practices adopted by cyber park.

 ●  To know employees perception on 
grievance identification techniques in 
cyber park, Kozhikode.

 ●  To understand employees attitude on 
grievance handling procedure in cyber 
park.

 ●  To analyze the relationship between 
grievance management practices and 
employee commitment.

 ●  To measure the impact of grievance 
management practices on job commitment 
of employees.

IMPACT OF EMPLOYEE GRIEVANCE MANAGEMENT ON JOB COMMITMENT 
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 RESEARCH METHODOLOGY

The study follows descriptive and causal research method. 
Both primary and secondary data are used in the study. 
The primary data was collected through questionnaire and 
personal interviews. Secondary data was collected from 
academic journals and websites. The sample size taken 
for the purpose of the study is 90 from five companies 
in Kozhikode Cyber Park. Simple random sampling is 
used as sampling technique and the study is conducted at 
Kozhikode city. Chi squire test, t test, ANOVA, correlation 
and multiple regression are used for data analysis.

REVIEW OF LITERATURE

V.Mohanasundaram and D. Ramya(2014) studied 
grievance handling procedure at Hema engineering 
industries limited, Hosur. The study focused on 
the nature and causes of employee grievances and 
effectiveness of grievance handling procedure at 
Hema engineering industries limited. The study 
follows descriptive research design and simple random 
sampling technique is used to select 110 employees. 
Percentage analysis and F test is used for data analysis. 
Findings reveal that majority of the employees are 
aware about grievance handling procedure in the 
organization. It concludes that the employees are not 
fully satisfied with the salary and promotion provided 
by the organization. Hence the management should 
take some steps to increase the employee satisfaction.

G karthi (2017) made a study on employee 
grievance handling system with special reference to amrita 
dairy private limited, Erode. The study aims to examine 
employee’s perception towards grievance management and 
to rank the main causes of grievances faced by employees. 
200 employees of amrita dairy private limited are selected 

by using simple random sampling. Chi square test, simple 
percentage analysis and weighted average ranking method 
are used for data analysis. Findings reveal that employees 
are aware about the various committees of grievance 
redressal. Majority of the employees are agreeing with 
friendly approach followed by the organization regarding 
grievance management. Most of the employees are prefer 
open door policy for grievance identification.  They agree 
with grievance management in the organization helps 
to increase their performance. The study concludes that 
employees are satisfied with working condition and salary 
aspects.

Arindamgarg (2018) studied effectiveness of 
grievance handling mechanism in Arunachal Pradesh state 
cooperative apex bank limited. The study aims to identify 
the awareness level of employees on grievance handling 
system and explore the factors influencing grievance 
handling procedure. The study is based on descriptive 
research design and data was collected from 35 employees. 
Percentage analysis and correlations were used for data 
analysis. Judgmental sampling is used for selecting the 
samples. Findings reveal that there are deviations in the real 
basis identification; it will be reflected in the satisfaction 
level of employees. Most of the employees are agreeing 
with regular follow up was conducted to ensure the right 
decision on grievances. Majority of the employees are 
aware about the committees of grievance redressal.

 ANALYSIS AND INTERPRETATION

CHI-SQUARE TEST

H01: There is no association between gender 
of the respondents and employees awareness on 
grievance management practices.

5.1 Table showing the association between gender and awareness on grievance management practices.

Gender 

awareness Chi square significance

Employee protection laws 41.532 .000
Grievance committees 157.652 .000
Grievance reporting authority 166.123 .000
Grievance communication system 118.637 .000
Grievance identification techniques 169.457 .000
Grievance follow up 100.000 .000

Source: primary data
The above table shows that the chi square association 

between the gender and awareness on grievance 
management practices. It is inferred from the table gender 
and awareness on grievance identification techniques 
has highly significant with chi square value 169.457, 
the researcher conducted correspondence analysis and 

found that female respondents awareness on grievance 
identification techniques have more association.

H02: There is no association between gender of the 
respondent and perception on grievance identification 
techniques. 
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5.2Table showing the association between gender and perception on grievance identification techniques.

Gender 

Grievance identification techniques Chi square significance
Open door policy 30.804 .000
Step ladder policy 42.607 .000
Grip boxes 25.755 .000
Exit interviews 25.409 .000

Source: primary data.
Table 5.2 states the chi-square association 

between the gender and perception on grievance 
identification techniques. It is inferred from 
the table gender andperception on step ladder 
technique has highly significant association with 
chi-square value 42.607. Correspondence analysis 

shows that male respondents prefer step ladder 
policy more.

INDEPENDENT SAMPLE T TEST
H03: There is no association between gender of the 
respondents and perception on grievance handling 
procedure.

5.3 Table showing the significance difference between gender and perception on grievance handling 
procedure.

S.No Particulars Significance
1 Relation with supervisor 0.236
2 Satisfaction on grievance procedure 0.813
3 Time span for problem solving 0.875
4 Confidentiality of information 0.812
5 Grievance record maintenance 0.895

Source: primary data.
Table 5.3 states the significance difference 

on the perception of employees towards various 
aspects of grievance management based on the 
age of the gender of the respondents.  The P value 
for each construct is greater than 0.05, which 
indicates the null hypothesis is accepted. Thus 
there is no significance difference the perception 

of employees based on their gender and grievance 
handling procedure.

ANOVA

H04:There is no association between age of the 
respondents and perception on grievance handling 
procedure.

5.4 Table showing the significance difference between age and perception on grievance handling 
procedure.

S.No particulars Significance
1 Relation with supervisor 0.183
2 Satisfaction on grievance procedure 0.005
3 Time span for problem solving 0.061
4 Confidentiality of information 0.601
5 Grievance record maintenance 0.181

\Source: primary data.
Table 5.4 states the significance difference 

on the perception of employees towards various 
aspects of grievance management based on the age 
of the respondents. The p value for all aspects except 
satisfaction on grievance procedure is greater than 0.05 
which states that there is no significance difference on 

age with these aspects except satisfaction on grievance 
handling procedure.

CORRELATION ANALYSIS
H05: There is no relation between job commitment 

and grievance management practices.
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5.5 Table showing relation between job commitment and grievance management practices.
Independent variable Dependent variable Pearson correlation Significance

Grievance management 
practices

Affective commitment .550 .000
Normative commitment .647 .000
Continuance commitment .559 .000

Table 5.5 portrays the correlation between the 
dependent variable job commitment and independent 
variable grievance management practices. Job 
commitment has shown highest significant relation 
with P value .000.

MULTIPLE REGRESSION

H06: There is no significant impact of grievance 
management practices on job commitment of 
employees.

5.6 Table showing significant impact of grievance management practices on job commitment of employees.
Model R square Adjusted R 

square

Impact of grievance management practices on job commitment of employees 0.803 0.813
Predictors: relation with supervisor, satisfaction on grievance procedure, time span for 
problem solving, confidentiality of information, grievance record maintenance.
Dependent variable: job commitment.

The above table shows the impact of grievance 
management practices on job commitment of select 
IT sector employees in Kozhikode Cyber Park. The  
R-Square value shows that any change in the chosen 
predictors will yield 80.3% changes in the dependent 
variable that is the job commitment. The adjusted r-square 
value shows the change in the r-square value when a 
predictor is added or deleted from the existing regression 
model. The minimum discrepancy between the r-square 
and adjusted r-square value shows the absence of multi-
collinearity issues between the predictor variables.

FINDINGS AND SUGGESTIONS

 ●  Grievance management in Cyber Park, 
Kozhikode is satisfactory. 63%of the 
respondents who experienced grievance in their 
organization relating to work environment, 
salary and incentives, leave policy etc.

 ●  Majority of the employees are sharing 
grievances with their coworkers. After that 
they approach formal grievance handling 
procedure.

 ●  Majority of the grievances are resolved 
within 1-2 weeks.

 ●  Most of the respondents prefer step ladder 
policy and open door policy for grievance 
identification.

 ●  Correlation results show that there is high 
correlation between employee perception 
on grievances and their job commitment.

 ●  60 % of the employees are comfortable with 
the clarity and openness of grievance handling 
procedure and 40 % affirm that grievances are 
handled without any discrimination and facts 

of grievances are checked rather than hearsay.
 ●  Proper awareness programs should conduct 

which encourages employees to voice their 
grievance.

 ●  Awareness on grievance handling committees 
should be increased.

 ●  The companies should formulate guidelines 
for the treatment of grieved employees.

CONCLUSION
Employee grievance management is essential for 
organizational success. Today Indian IT sector has 
been faced many criticisms. Some of the IT companies 
lacks separate cell for addressing employee grievances 
and sexual harassment issues. This will leads to 
employee dissatisfaction, discontent, and poor job 
performance. Job commitment is the most important 
construct for measuring the job performance of 
employees. IT companies should timely address the 
grievances, and tries to increase commitment level 
of employees. Some of the managers are ignore these 
grievances or negatively treated the grieved employee. 
This tends to employee leave from that job. Hence 
it is essential to implement grievance management 
strategies and techniques in every organization for 
increase the job satisfaction, commitment, attachment 
and develop good interpersonal relationship.
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Abstract

Green finance isa financial instrument or 
investmentwhich is in broader term flowing into 
the sustainable development projects and help in 
enhancing more sustainable economy. Green finance 
is not only an instrument for environmental factors 
but also it is a long bond process throughout the 
lending decision making, ex post monitoring and 
risk management which promote environmentally 
possible investment and low carbon technologies and 
businesses.it has important to promote and support 
the flow of financial  towards the development of 
sustainable business models, investments, trade, 
economic, environmental and social projects and 
policies. Especially the global financial crisis in 
2006-2009, the upcoming global warming and the 
need for the sustainable business practices. This 
green financing practices are addressing for the 2030 
sustainable development goals by way of shifting the 
focus from shareholders’ value creation(economic)to 
the generation of stakeholder’svalue (i.e., economic, 
social and environmental). Green finance is a futuristic 
promotion of financial sector through innovative 
mechanisms and by supporting the investment in 
projects with sustainable externalities. This paper 
deals with the introduction, impact, development 
through green finance and way forward of green 
finance towards sustainable development of the 
economy through various techniques of green finance.

Keywords: Green Finance, Implication and 
Development, Way Forward in Respect to India.

INTRODUCTION

According to United Nation Environment Program 
(UNEP),green finance refers to the to increase level of 
financial flows (from banking, micro-credit, insurance 
and investment) from the public, private and not-for-

profit sectors to sustainable development priorities. 
A key part of this is to better manage environmental 
and social risks, take up opportunities that bring both 
a decent rate of return and environmental benefit and 
deliver greater accountability. Green financing could 
be promoted through changes in countries’ regulatory 
frameworks, harmonizing public financial incentives, 
increases in green financing from different sectors, 
alignment of public sector financing decision-making 
with the environmental dimension of the Sustainable 
Development Goals, increases in investment in clean 
and green technologies, financing for sustainable 
natural resource-based green economies and climate 
smart blue economy, increase use of green bonds, and 
so on.

Organization for Economic Co-operation and 
Development (OECD): Green Finance is finance for 
“achieving economic growth while reducing pollution 
and greenhouse gas emissions, minimizing waste and 
improving efficiency in the use of natural resources.

G20 Green Finance Study Group: “Financing 
of investments that provide environmental benefits 
in the broader context of environmentally sustainable 
development. These environmental benefits include, 
for example, reductions in air, water and land pollution, 
reductions in greenhouse gas (GHG) emissions, 
improved energy efficiency while utilizingexisting 
natural resources, as well as mitigation of and 
adaptation to climate change and their co-benefits.”
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OVERVIEW OF GREEN FINANCING IN 
INDIA

The climate change has made thrust into public 
consciousness and institutional investors are under 
pressure to act. The financial sector has to develop 
approaches and instruments in order to make 
environmental finance a mainstream priority. In order 
to counter the impact of climate change, India needs 
massive capital. The environment ministry estimates 
that India will need $2.5 trillion to meet climate 
change targets, of which $280 billion is needed in the 
next five years for green infrastructure alone. With 300 
clear sunny days, over a dozen perennial rivers and a 
coastline of more than 7,500 KMs, India since the age 
of Puranas, had realized the importance of the sun and 
other sources of renewable energy and the power they 
possess for the benefit of its inhabitants.

But as of now, this fact is not hidden from 
anyone that India is the world’s fourth-largest carbon 
emitter with power sector contributing majorly to 
the same. But in the recent years, India has made 
significant strides in the renewable energy space. The 
Climate Change concern across the Globe has further 
propelled the Government and Decision Makers to 
develop a detailed blue print for clean and sustainable 
power for all.

Green finance covers the financing of investments 
that generate environmental benefits as part of the 
broader strategy to achieve inclusive, resilient and 
cleaner economic growth. Elements of green finance 
in India lie scattered and shallow. Most of the 
experience with renewables has been project financing 
by domestic banks. Although India is among the top 
issuers of green bonds, total issuances in 2017 stood 
at $6 billion—a fraction of what’s needed. More needs 
to be done to increase this number, including requiring 

audit trails and enforcement for the use of proceeds. 
Investment advisory services in green remain marginal 
businesses with scant understanding of international 
risk instruments.

NEED FOR GREEN FINANCING 

Recent studies of various international organizations 
such as HSBC GLOBAL RESEARCH, UNEP says 
climate change causes rising temperature and extreme 
weather conditions that rise risks to energy, food and 
water systems globally, India followed by Pakistan 
and Philippines at the most vulnerable Countries to 
changes in climate.World health organization projects 
that number of deaths are due to harmful effects of 
emission, 150000 to 250000 by 2030. In addition to 
this India is making big efforts in that directions.  But 
more needs to be done for a Climate resilient economy 
can only be done by regulator, banks and financial 
institutions be part of the effort.  Indian government 
planning to source 175GW of power from renewable 
by 2022 and nearly 57% total electricity capacity 
to come from non-fossil fuels by 2027. It has been 
estimated that 100 trillion of additional investment 
will be require between 2016 - 2030.    Banks and 
financial institutions are the major intermediaries 
between investors who are investing more of their cash 
into low carbon, sustainable projects those requiring 
capitals.   Green finance is gaining prominence to raise 
funds for environment friendly and climate resilient 
projects.

CONCEPT OF GREEN FINANCING 

A green financial system is the remedy for achieving 
harmony between the economy and the environment. 
The concern for environmental sustainability by the 
banks has given rise to concept of Green Banking. 
Green financing is the part of green banking. Green 
banking means promoting environmentally friendly 
practices and reducing your carbon footprints from 
your banking activities.As concept of green financing 
green bonds were launched in India, green bond 
issuance in India rose sharply last year to more than 4 
billion dollars.  This is not enough to encourage green 
finance; more measures must be taken which will help 
raise finance needed to green India’s economy.  Steps 
towards drawing more foreign capital would help in 
rising fund.    
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As a part of initial commitment to Paris climate 
accord, India is planning to reduce a carbon emission 
intensity- emission per unit of GDP-by 33 to 35% over 
15 years.  As per world bank report 70% of global 
greenhouse gas emission comes from infrastructure 
development, construction, power plants and transport 
systems.

Green Projects 

Sustainable land use, water and urban waste 
management, green building, clean transportation, 
pollution prevention and control systems and energy 
efficiency projects are some of the areas globally 
receiving green finance. Electrical vehicles play 
a complementally role to bio fuels, the share of 
renewable in the road transport energy consumption 
remains limited i.e. increasing from 4% in 2016 to 5% 

in 2022. Green bonds help companies to tap money 
from specialized funds focused on climate change.As 
of now, 120 institutional investors from 9 countries 
have joined the institutional investor group on climate 
change.

According to international energy association, 
CO2 emission must fall by 70 % in aggregate by 2050.   
Green bonds in India were first launched in 2015, 
cumulatively over 6 Billion via green bonds.  China 
was the top green bond issuer with 22 % share but 
current regulatory restrictions in India allow Insurance 
company and person funds to invest only in AAA rated 
bonds, to deepen the green bond market in India the 
government should actively consider making them tax 
free.   Still India needs for a Comprehensive energy 
policy.

Observer Research Foundation Special Report: 
Financing Green Investment in India

As Indian economy is forecast to grow 7% to 8 % 
2018-19, still India is among the lowest quartile in terms 
of per capita income, India’s nationally determined 
contribution includes reducing the emission intensity of 
GDP by 2030.To achieve these targets India is planning 
on a huge program of investing in solar energy, not 
only solar energy but in electrifying transportation via 
electric vehicles, increasing agricultural activity etc. 

There are different short- and medium-
term assessments made on the investment need.   
According to the high-powered export committee 
appointed by Ministry of housing and urban affairs 
around 39 lakh cr of fund is required for the creation 
of urban infrastructure, the housing for all by 2022 
program aims to construct 20 million houses in 7 
years.  The total budget of Central Government 
is 383 Billion dollars.  Bold climate action can 
deliver 26 trillion in economic benefit through 
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2030.  Long term investment is a fundamental 
requirement in greening infrastructure.  The world 
saves 20 trillion annually and nearly 28 trillion of 
these saving is with OECD pension fund alone.  
Among the capital market instruments green bonds 
offer an opportunity to relieve pressure on bank 
balance sheet.  They are fixed income securities 
whose proceeds go specifically to low carbon 
climate resilient projects. 

Adaptation and resilience bonds as an asset 
class present a huge opportunity and need in the 
Indian market. Projects such as the run by NABARD 
and the zero-budget natural farming are one such 
exploring bonds. Climate Bonds Initiative and the 
World Resources Institute are developing criteria 
to help bring to market high-quality issuances in 
this category. Asset backed securitized (ABS) deals 
with a strong case for an uptake and add to the 
diversification of green bonds into varied sectors. 
To regularize the bond issuance, SEBI issued 
“disclosure requirement for issuance and listing 
of green debt securities”, they were necessary 
and progressive, but not sufficient on market. The 
guild lines are largely with international standards-
the ICMA green bond principle and the climate 
bonds initiatives taxonomy.The greening of India’s 
economy, however, needs to be assessed through 
both the high-volume individual deals (utility scale 
RE, Rail or metro transport etc.) green bonds with 
their taxonomy (various science backed voluntary 
frameworks in use globally), simplicity of structure 
and attractiveness to ‘green investors’ can steer 
access to long term cheap capital.

Securitization, the process of transforming a 
pool of financial assets (for example, mortgages or 
lease receivables) into tradable financial instruments, 
A securitization can be defined as ‘green’ when 
cash flows backing it come from low-carbon assets. 
The introduction of a tax reprieve for unlisted debt 
securities and new rules in favor of foreign investment 
into the sector have given a fillip to securitization in 
India. 

One way to increase visibility is to develop green 
tagging tools for different sectors to identify assets 
and their climate impact. Green tagging is also needed 
for identifying green loans in the books of financial 
institutions to help structure green securitization. It 

can prove to be an effective supply-side measure to 
match future demand.

UNLOCKING GREEN FINANCE 

Our journey in the field of green finance is still in 
the beginning stage to emerge as a big player in the 
field, greening investment require efforts in the term 
of capacity-building, improving governance and 
investment policies. Sustainability and economic 
growth are co-dependent.

In India green funding has two concepts: 
One, financial institutions ensuring that no project 
financed breaches current environmental standards. 
Second relates top preferring activities or projects 
that are climate friendly one that reduce emission 
or help cope with vagaries with climate change. A 
recent report by the Global Sustainable Investment 
Alliance shows at least $30.7 trillion is held in green 
investments, up 30 per cent from 2016.The world 
needs a lot of capital to fight climate change. As per 
a report by the World Economic Forum, it would 
need an added investment of around $0.7 trillion 
per year to sustain the challenges posed by climate 
change. The notion of green funding in India is 
very recent. “Green banks” are considered to be a 
promising solution to develop green infrastructure 
markets.

The most interesting topic towards Indian market 
and deploying innovative financing tools, such as 
“green window” which will grow investment for 
renewables, especially for underserved and emerging 
technologies, rooftop solar and battery storage 
technologies. Green windows are catalytic financing 
tools that can jumpstart the clean energy expansion in 
India. The Ministry of New and Renewable Energy 
(MNRE) and IREDA have been working to NRDC 
and our partners the Council for Energy, Environment 
and Water (CEEW) on developing green windows in 
India.

Way Forward

The government can start offering Green 
National Savings Certificates (NSCs) and 
Government Savings Bonds, using the scheme 
to grow a market for green retail bonds. Include 
investment into green bonds in one of the mandatory 
investment categories such as low-cost housing.
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Allow EPFOs to invest in non-AAA-rated bonds in 
the private sector for such green issuers. Municipal 
Bonds can potentially act as an alternative to 
the central and state government grants to ULBs. 
Adopting an innovative mode of financing, such as 
Government Citizen Partnership (GOCIP) Bonds, 
where citizens invest in the bonds floated by ULBs 
to improve urban infrastructure and urban civic 
services, is one such option. 

Indian Renewable Energy Development 
Agencyallowing it to make capital expenditure on 
new products, approve modernization measures 
and purchase equipment without the approval of the 
government up to a limit of INR5 billion (US$81.8 
million). 

National Clean Energy FundAims to provide 
momentum for the development of clean energy in 
India, Better governance and institutional capacity, 
along with a reform of the Fund’s operational 
framework will help improve its performance.

Priority Sector Lendingpolicy towards facilitating 
the identification of sustainable businesses, improving 
the viability of PSL. Manufacturing for clean energy 
and waste-to-energy projects should be included in the 
PSL guidelines for renewable energy. 

The draft Indian Financial Code (IFC), This 
includes claims by firms with respect to environmental 
sustainability standards met (or often not met) by their 
products. This should curb lending to environmentally 
harmful sectors, and perhaps encourage lending to 
greener sectors. The IFC contains provisions for the 
regulation of financial products aiming at protecting 
consumers. Not only the above mentioned, but 
various other such as viability gap funding for SMEs, 
Adaptation Financing, Bundling of Products, Water 
and Sanitation, Waste Management, Green Climate 
Fund leveraged to provide funding to projects that 
enable a significant transformation towards a low 
carbon trajectory, such as projects on energy access 
through clean energy, MSME focused low carbon 
projects that have a wider ramification on reducing 
energy consumption, and waste management projects 
that address not only environmental concerns but also 
social concerns. Technology Transfer, Building on the 
International Solar Alliance, External Commercial 
Borrowings.

CONCLUSION

All the issues that concern us - poverty, education, 
employment, health - it is easy to forget that global 
warming is one of the most critical challenges we 
face. We need to do a lot more and a lot sooner or 
risk an environmental crisis.Countries spend trillions 
of dollars on waging wars, but they are reluctant to 
commit more to mitigate climate change and this is an 
imminent disaster.The world is at an “important stage” 
to deal with climate change and should lay stress on 
“very strong” community- oriented activity to tackle 
the issue.While using Technology as a solution to 
the climate impacts, for instance drip irrigation in 
dry lands, ramifications and worsening of social and 
political conditions should not be ignored.

Financing clean energy infrastructure, sustainable 
transport, energy efficiency and waste management 
are among the key imperatives today. Growth and 
diversification of the market remain key targets.
Integrating adaptation and mitigation could be a 
possible way out. Integrating both will increase the 
local legitimacy of the project, as adaptation puts 
emphasis on local needs.
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 INTRODUCTION 

Digital marketing is often referred to as ‘online 
marketing’, ‘internet marketing’ or ‘web marketing’. 
The term digital marketing has grown in popularity 
over time, particularly in certain countries. In the USA 
online marketing is still prevalent, in Italy is referred 
as web marketing but in the UK and worldwide, 
digital marketing has become the most common term, 
especially after the year 2013. 

Digital marketing is an umbrella term for the 
marketing of products or services using digital 
technologies, mainly on the Internet, but also including 
mobile phones, display advertising, and any other 
digital medium. 

The way in which digital marketing has developed 
since the 1990s and 2000s has changed the way brands 
and businesses utilize technology and digital marketing 
for their marketing. Digital marketing campaigns are 
becoming more prevalent as well as efficient, as digital 
platforms are increasingly incorporated into marketing 
plans and everyday life, and as people use digital 
devices instead of going to physical shops. 

OBJECTIVES

1.  The main purpose of this paper is to recognize 
the usefulness of digital marketing in the 
competitive market.

2.  To study the impact of digital marketing on 
consumers purchase. 

METHODOLOGY APPLIED 

 ●  Primary Data: The research is done 
through observation and collection of data 
through questionnaires. 

 ●  Secondary Data: Secondary data is 
collected from  journals, books and 
magazines to develop the theory.  

 ●  Sample Size: The sample size is determined 
as 100 respondent’s opinion from the 
customers who presently purchasing 
products with a help of digital marketing. 

Advantages of Digital Marketing to Consumers 
and Analysis

Digital marketing technologies permit the 
customers to keep on with the company information 
rationalized. These days a lot of customers can way in 
internet at any place whichever time and companies 
are constantly updating information regarding their 
goods or services. 

Customers know how to visit company’s website, 
examine with reference to the products and make 
online purchase and afford feedback. Consumers 
get complete information related to the products or 
services. They can make comparison with other related 
products. 

Digital marketing allows 24 hours of service 
to make purchase for the consumers. Prices are 
transparent in the digital marketing.

A STUDY ON DIGITAL MARKETING AND ITS IMPACT

Ramani.E
BANGALORE
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Profile of the Online Buyers

Category Number of Respondents Percentage of Respondents

Gender Male 70 70%

Female 30 30%

Total 100 100%

Age Below 18 Years 17 17%

19-30 years 25 25%

31-45 years 33 33%

Above 45 years 25 25%

Total 100 100%

Profession House Wife 11 11%

Employee 50 50%

Business 23 23%

Students       8 8%

Any other       8 8%

Total 100 100%

Monthly Family 
Income (in Rs.)

Below 10000 21 21%

10001-20000 49 49%

20001-40000 25 25%

Above 40000       05 5%

Total 100 100%

Awareness of Online Shoppers

Particulars Number ofRespondents Percentage ofRespondents

Having knowledge about online 
shopping

100 100%

Not having knowledge about online 
shopping

- -

Total 100 100%

Availability of Online Information about Product

Particulars Number of Respondents Percentage of Respondents
Excellent 54 54%

Good 38 38%

Average 7 7%

Poor 1 1%

Total 100 100%
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Reasons for Choosing Online Shopping

Particulars Number of Respondents Percentage of Respondents
Wide variety of Products 23 23%
Easy buying Procedures 38 38%

Lower Prices 19 19%

Various Modes of 
Payments

14 14%

Others  6 6%

Total 100 100%

Frequency of Online Purchasing

Particulars Number of Respondents Percentage of Respondents
purchase once Annually 12 12%
2 - 5 Purchases Annually 46 46%

6-10 Purchases Annually 26 26%

11 Purchases and above Annually 16 16%

Total 100 100%

 Findings

 ●  Digital marketing have a greater future in 
the present market

 ●  Consumers are satisfied purchasing through 
digital marketing.

 ●  Ratio of male customers is very high in 
online shopping that is 70%.

 ●  People find it safe mode of online purchase. 

 ●  Awareness about online shopping is 100% 
among the respondents.  

 ●  Income of respondents mainly falls in the 
range of Rs 10,001 to Rs. 20,000 that is 
49%.   

 ●  Employees of various companies are 
purchasing more than others through online 
shopping that is 50%.  

 ●  Most numbers of respondents that is 38% 
feels that online shopping have simple 
buying procedures; others feel that they 
can have a broad variety of products, 
products with lower price, a variety mode 
of payments etc.  

 ●  54% of respondents feel that availability 
of online information about Product & 
Services is outstanding.   

 ●  46% of the respondents purchase the 
products 2 to 5 times annually. 

SUGGESTIONS 

 ●  Improve technical advancement in 
promotion of digital marketing.

 ●  Collect and implement the feedback 
provided by the consumer in the right way.

 ●  Provide a transparent and good service to 
the consumer before and after purchase.

 ●  Creating awareness among the people 
about digital marketing.

 ●  Complete description need to provide about 
the product to the online shoppers. 

CONCLUSION

Digital marketing has turn out to be crucial part of 
approach of many companies. At the present time, still 
for tiny business proprietor at hand have an extremely 
inexpensive and competent method by using digital 
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marketing to market their products or services in the 
society. It has no restrictions. Company can utilize 
any devices such as tablets, smart phones, TV, laptops, 
media, social media, email and lot other to support 

company and its products and services. Digital 
marketing may achieve something more if it considers 
consumer desires as a peak priority.
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ABSTRACT

Banking industry has undergone many changes due 
to the changes in technology and to cope up with 
the changing needs of customers. All banks were 
computerized and banks started giving services 
through online. Various modern technologies has 
also been adopted by the banks like ATM, Internet 
banking, Mobile banking, Wallet services etc..  
With the introduction of all these technologies 
the customers need not have to visit the bank for 
using most of the banking services. Hence this 
paper presents the findings of the research work 
done on the Customer perception towards UPI base 
Mobile Wallets. Researcher has adopted descriptive 
research method, and collected 150 samples using 
structured questionnaire. Collected data has been 
analysed with the help of ANOVA and Frequency 
analysis.

Keywords: E-wallet, consumer perception, UPI.  

INTRODUCTION

Today the world is on the hands of everyone in 
the form of smart phones. People are using mobile 
phone not only to make calls and chat but also for 
most of the works they do like buying and selling 
online, making payments, fund transfer, using bank 
accounts etc.. With the increased level of usage of 
smart phone and time constraint pushed everyone 
to go online for most of the receipt and payment 
transactions. Banks also are in a situation to provide 
services to meet the customer’s needs and this 
resulted in the technological advancement of banks. 
Initially almost all the bank works are computerized 
and then banks introduced debit and credit cards to 
meet all the monetary transactions of the customers 
with the help of ATMs, and then internet banking, 

mobile banking was introduced. Now the people 
don’t even want to spent time in ATM and another 
facility has been introduced to save the time of 
people i.e. Ewallets. 

E-WALLETS: 

E-wallet is a kind of pre-paid account in which a 
customer can store his/her money for any upcoming 
online transaction. An E-wallet is confined with 
a password. By using an E-wallet, one can make 
payments for groceries, online purchases, and movie 
tickets, among others.

For opening an E-wallet account, the user needs 
to set up the software on his/her device, and enter the 
appropriate information necessary. After shopping 
online, the E-wallet involuntarily fills in the user’s 
information on the payment form. To make active the 
E-wallet, the user needs to enter his password. Once 
the online payment is completed, the consumer is not 
required to fill up the order form on any other website 
as the information gets stored in the database and is 
updated mechanically.

UPI BASED WALLETS:

The UPI system, which is based on the IMPS 
(Immediate Payment Service) platform, permits a 
user to transfer money from one bank account to 
another bank account immediately. An e-wallet allows 
consumer to make payments for a variety of services 
or transfer funds, without using internet banking, but 
the wallet itself wants to be loaded first using internet 
banking.

Literature Review

Nidhi singh, saline Srivastava and Neena sinha 
in their study analyzed the effect of various 
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demographic variables on the consumer perception, 
preference and satisfaction towards mobile wallets 
and also studied how these perception, preference 
and satisfaction having impact on the usage of 
mobile wallets. In this study they have been 
used eight variables to determine the consumer 
perception. Researcher used T.test and anova to 
analyze the impact of gender and age on various 
study variables. The researcher concluded that there 
is a significant growth in usage of e-wallets among 
Indian consumers due to the rapid awareness of 
consumers about technological advancements.

Saviour F in his study analysed the various 
factors which leads to consumer satisfaction. The 
researcher’s main focus is on the satisfaction level 
of paytm users. Researcher has identified the reasons 
for dissatisfaction of consumer towards the ewallet 
services and also the researcher made an attempt to 
find out suggestions to improve the paytm services. 
Study concluded that most of the respondents are 
satisfied with the services of paytm, because of 
ease of access, increased usage of smart phone and 
cashless economy.

Alaknanda Lonare, Anukriti Yadav, and Samiksha 
Sindhu(2018), stated that a revolution of mobile wallet 
is underway. In this study the researcher analyzed the 
proportion of increase in the mobile wallet users and 
the underlying factors of it, and also analyzed the 
impact of demonetization and adoption of e-wallet 
by the small vendors in the study area.  The findings 
of the study were the impact of demonetization was 
in existence only for few weeks till the end of cash 
crunch, the real reason for adoption of ewallets by 
small vendors is because the representatives of ewallets 
have approached them to adopt it, many of the whole 
sellers refused to accept payments through ewallet so 
that the small vendors are reluctant to accept payment 
through ewallet. 

Objectives and Hypothesis

1.  To study the customer perception towards 
UPI based E-Wallets

2.  To study the impact of demographic factors 
on the level of usage of various E-wallets

3.  To study the various characteristics of 
E-Wallets

In pursuance of the above objectives, the following 
hypotheses were formulated for testing:

H01: There is no significant difference is perceived 
by respondents for various characteristics of E-Wallet 
based on the gender of respondents.

H02There is no significant difference is perceived 
by respondents for various characteristics of E-Wallet 
based on the age of respondents.

H03There is no significant difference is perceived 
by respondents for various characteristics of E-Wallet 
based on the education of the respondents. 

H04There is no significant difference is perceived 
by respondents for various characteristics of E-Wallet 
based on the profession of the respondents.

H05There is no significant difference is perceived 
by respondents for various characteristics of E-Wallet 
based on the annual income of the respondents.

Research Methodology

The current study is based on the primary data 
collected from 150 respondents from the various 
parts of kanchipuram District. A well-structured 
questionnaire was used to collect the information 
from the respondents. Likert five point scales were 
adopted for obtaining responses. The responses have 
been collected by means of face-to-face interviews by 
researcher.

Sampling unit & size: In this paper the 
researcher collected data from the users of various 
UPI based E-Wallets. Data has been collected from 
150 samples.

Research and Statistical Tools Employed

Statistical tools used in this study are ANOVA and 
Frequency analysis. SPSS 19 was used to carry out 
statistical analysis. Cronbach’sAlpha test was adopted 
to find the reliability of the data. Frequency analysis 
on the main factor under study, indicate overall 
satisfaction levels of respondents with E-wallets. 
ANOVA was carried out to find the variation in the 
responses and to test the hypothesis.
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Table1: Respondents Demographic profile

Variable Characteristics Frequency Percentage

Gender Male 102 68

Female 48 32

Age group

20-30 yrs 61 41

31-40 yrs 44 29

41-50 yrs 26 17

51 yrs& above 19 13

Education

Post-Graduation 16 11

Graduation 77 51

10+2 26 17

Matriculation  
or below 31 21

Profession

Student 17 11

Private Sector  
Employee 64 43

Public Sector  
Employee 37 25

Self Employed 32 21

Annual 
Income

Upto 2.5 Lacs 12 8
2.5-5 Lacs 91 61
5-7.5 Lacs 32 21
7.5-10 Lac 8 5
10Lacs & above 10 5

Results and Discussion
The respondent profile as shown in Table 2 the 
population generally engaged in use of E-wallet. Most 
of the respondents are male (68%), employed either 
in private sector (43%) or government sector (25%), 
are either graduate (51%) or  10+2 (17%) in  the age  
group of 20-30 years (41%) or 31-40 years (29%). 
Their annual income is Rs. 2.5 to 5 Lacs (61%). 

Hypothesis testing:

ANOVA Computation

In order to check the hypothesis ANOVA was carried 
out. The results are given below. Table 4 gives the 
result of ANOVA working out on the basis of gender, 
age education, profession and annual income of the 
respondents.

Table 2: Computation of ANOVA

Characteristics/Attributes Gender Age Education Profession Annual Income
F Sig. F Sig. F Sig. F Sig. F Sig.

No need to load money in wallet .193 .648 1.109 .345 13.829 .080 3.633 .004 1.038 .371
One wallet for different purposes .141 .713 2.142 .080 17.103 .000 1.427 .231 .733 .588
Easy to access .979 .314 .923 .460 216.45 .000 2.236 .069 1.903 .103
Time saving .435 .521 1.816 .127 20.513 .000 3.213 .011 .521 .551
Safe transactions 1.902 .163 1.009 .402 13.829 .000 2.252 .067 1.828 .118
Cost of usage 8.242 .005 2.581 .046 66.488 .000 2.321 .043 1.091 .342
No KYC .002 .972 .789 .503 90.432 .000 5.997 .001 .657 .609
Wallet usage gives self pride .531 .421 3.331 .015 13.219 .000 1.004 .413 .872 .381
No need to carry cash .122 .727 .461 .764 61.579 .000 1.507 .203 2.081 .086
Acceptance by most of the sellers 2.758 .099 1.296 .275 89.375 .000 2.096 .084 .947 .439
More discounts and offers .421 .614 1.713 .127 12.781 .000 3.399 .011 .458 .700
No minimum transaction value .880 .298 1.003 .460 34.389 .000 2.220 .066 1.762 .103
It assists banks .990 .309 .883 .460 24.491 .000 2.147 .066 1.681 .110
Helps to face cashless economy 3.004 .564 3.913 .00 3.2 .007 1.531 .160 .721 .821

The result of ANOVA test shows that no 
significant differences are perceived by male and 
female respondents for majority of characteristics 
of E-wallets. Hence H01 can be accepted. This 
indicate that both male and female customer perceive 
E-wallets in the same way. Likewise the ANOVA 
computation results that there is no significant 
difference perceived by the respondents on the basis 

of age, profession and annual income. Hence accept 
H02, H04, and H05. However significant differences are 
perceived by respondents for most of characteristics 
of E- wallets on the basis of their education. Hence 
the researcher rejected the H03. This indicted that 
education plays an important role in acceptance of 
E-wallets. Educated persons are more tending to use 
the E-wallets.
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Table 3: Respondent’s Satisfaction Level

Characteristics/Attributes Highly 
satisfied Satisfied Neutral Dissatisfied Highly  

dissatisfied
Mean 
score

Offers given by E-wallets 84 38 7 12 9 4.17
Cost of usage 110 22 11 4 3 4.54
Time taken for Transactions 121 24 1 1 3 4.73
Security 98 30 9 6 7 4.37
Acceptance by sellers 115 17 8 7 3 4.56

The result of the mean score on respondent’s 
satisfaction shows that majority of the respondents 
are highly satisfied with the time taken for completing 

the transactions, next with the sellers acceptability 
towards E-wallet payment, followed by the cost of 
using E-wallet services.

Table4: Usage level of various E-wallets

Name of E-wallet Most Frequently Frequently Moderately Rarely Never Mean score
Google pay 126 15 5 3 1 4.75
Phonepe 85 24 11 18 12 4.01
Paytm 134 10 4 2 0 4.84
Freecharge 45 47 16 19 23 3.48
Mobikwik 10 15 18 8 99 1.86

The result of the above table shows that paytm 
has highest mean score, that shows majority of the 
respondents are using paytm, next to that most of 
the respondents are using Google pay followed by 
phonepe, Freecharge and Mobikwik.

CONCLUSION

Present study has made an effort to understand 
customer perception concerning E-wallet. It was 
found except Education other demographic factor 
does not have much impact on the use of the E-Wallet. 
Anova calculation support this judgment as there 
was no signification difference is perceived by the 
respondents on the basis of age, gender, annual income 
and profession. Only education level of the respondents 
has signification difference on the basis of age, gender, 
annual income and profession. It shows that adoption 
of E-Wallet is subjective to the education level of the 
customer. It is also found that most of the respondents 
are using Paytm and Google pay among the various 
E-wallets services. Majority of the respondents are 
highly satisfied with the time taken for making the 
transactions followed by seller’s acceptability and cost 
of usage.
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THE ROLE OF DIGITAL AND SOCIAL MEDIA MARKETING IN CONSUMER 

BEHAVIOR

BY M. LALITH KISHOR

ABSTRACT

This article reviews recently published research about 
consumers in digital and social media marketing 
settings. Five themes are identified: (i) consumer 
digital culture, (ii) responses to digital advertising, (iii) 
effects of digital environments on consumer behavior, 
(iv) mobile environments, and (v) online word of 
mouth (WOM). Collectively these articles shed 
light from many different angles on how consumers 
experience, influence, and are influenced by the digital 
environments in which they are situated as part of their 
daily lives. Much is still to be understood, and existing 
knowledge tends to be disproportionately focused 
on WOM, which is only part of the digital consumer 
experience. Several directions for future research 
are advanced to encourage researchers to consider a 
broader range of phenomena.

INTRODUCTION

Using the internet, social media, mobile apps, and other 
digital communication technologies have become part 
of billions of people’s daily lives. For instance, the 
current rate of internet use among Indian adults is about 
67% and is closer to 100% for demographic groups such 
as college-educated and higher-income adults. Younger 
people—the next generation of mass consumers—have 
similarly high levels. People also spend increasing 
time online. For example, in India, over the last decade 
the number of hours spent online by adults has more 
than doubled, and now averages 20.5 hours per week. 
Social media has fueled part of this growth: worldwide 
there are now more than 2 billion people using social 
media, and Facebook alone now has approximately 
1 billion active users per day. Clearly, people are 
exposing themselves to more and more digital and 
social media. This is for many purposes, including in 
their roles as consumers as they search for information 
about products, purchase and consume them, and 
communicate with others about their experiences. 

Marketers have responded to this fundamental shift 
by increasing their use of digital marketing channels. 
Approximately one-third of global advertising 
spending is forecast to be in digital channels. Thus, 
future consumer marketing will largely be carried out 
in digital settings, particularly social media and mobile. 
It is therefore necessary for consumer research to 
examine and understand consumer behavior in digital 
environments. This has been happening over the last 
decade, with increasing amounts of research focusing 
on digital consumer behavior issues. The literature is 
still relatively nascent, however, and more research is 
of course needed—particularly given the ever-changing 
nature of the digital/social media/mobile environments 
in which consumers are situated and interact with 
brands and each other. This article attempts to take 
stock of very recent developments on these issues in 
the consumer behavior/psychology literature, and in 
doing so hopes to spur new, relevant research. Articles 
related to digital marketing, social media, and online 
word of mouth are featured in this review. In total, 29 
articles were published on these topics in the consumer 
behavior literature in the last few years, suggesting that 
this is an increasingly popular domain within consumer 
research. 

PROBLEM STATEMENT:

Marketing in consumer behavior brings the fact that 
consumers are now moreempowered because of the 
easy access to information where consumers come 
across false information because of this new level of 
proactiveness which affects the consumer behavior on 
basis of digital and social media marketing and how it 
effects the environment and culture of marketing.

OBJECTIVES

1.  To identify the impact on influence of social 
media marketing on consumer behavior in 
the aspect of point of purchase.
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2.  impact of digital platforms that converts 
individuals to potential customers.

METHODOLOGY

Primary Data: The research is done through 
observationand collection of data through 
questionnaires.

Secondary Data: Secondary data is collected 
fromjournals, books and magazines to develop the 
theory.

Sample Size: The sample size is determined as 
100respondent’s op inion from the customers who 
presently purchasing products with a help of digital 
marketing

RESULTS AND DISCUSSIONS

ANALYSIS OF DIGITAL AND SOCIAL MEDIA MARKETING IN CONSUMER BEHAVIOUR:

CATEGORY NUMBER OF 
RESPONDENTS

PERCENTAGE OF 
RESPONSES

GENDER MALE 60 60%
FEMALE 40 40%
TOTAL 100 100%

AGE BELOW 18 YRS 17 17%
19-30 YRS 27 27%
31-45 YRS 32 32%
ABOVE 45 YRS 24 24%
TOTAL 100 100%

INCOME BELOW 10000 12 12%
10001-25000 17 17%
25001-45000 20 20%
45001-60000 24 24%
ABOVE 60000 27 27%
TOTAL 100 100%

AWARENESS OF SOCIAL MEDIA MARKETING

PARTICULARS NUMBER OF 
RESPONDENTS

PERCENTAGE 
OF RESPONSES

KNOWLEDGE OF SOCIAL MEDIA MARKETING 81 81%
NO KNOWLEDGE OF SOCIAL MEDIA MARKETING 19 19%
TOTAL 100 100

REASONS FOR USING SOCIAL MEDIA MARKETING

PARTICULARS NUMBER OF RESPONDNETS PERCENTAGE OF 
RESPONDNETS

WIDE VARIETY OF PRODUCTS 29 29%
EASY BUYING PROCEDURES 25 25%
LOWER PRICE 18 18%
DISCOUNTS AND OFFERS 10 10%
MODE OF PAYMENT 11 11%
OTHERS 7 7%
TOTAL 100 100%
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CONCLUSION

In conclusion, there has been much recent activity in 
the consumer behavior/psychology literature related 
to digital and social media marketing, and many 
important contributions to knowledge have been made. 
To move this literature forward, particularly given 
the fast-moving nature of digital settings, research 
that attempts to broaden our understandings of key 
phenomena, examines brand-new phenomena, and 
develops theories in an area that lacks an established 
theoretical base will be most valuable. The digital/
social media consumer behavior literature is fast-
growing and largely focuses on phenomena that are 
practically relevant and theoretically interesting. 
Researchers have mostly considered how consumers 
use information (e.g., online WOM, reviews) available 
to them in digital/social media environments. Future 
research should continue this approach, although in a 
more expanded fashion. Consumers’ behaviors other 
than those related to online WOM/reviews should be 
considered, and other types of information found (and 
inferences made) in online environments should be 
considered. For example, it would be interesting to 
consider the complex interplay between transmitter, 
receiver, linguistic/content, and context factors when 
it comes to antecedents and consequences of online 

WOM. Another high-potential direction for future 
research is to consider how various kinds of digital 
environments (including social media and mobile) 
impact a wide variety of consumer outcomes, including 
psychological and economic constructs. 
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ABSTRACT

Goods and Services Tax (GST) is an indirect tax 
which was introduced in India on 1 July 2017 and 
was applicable throughout India which replaced 
multiple cascading taxes levied by the central 
and state governments. It‟s true that GST means 
„Great Step towards Transformation‟, „Great Step 
towards Transparency‟ in India and it is also true 
that someone gives „birth‟ while someone else 
„nurtures it‟. It has been long pending problem to 
streamline all the specific types of oblique taxes and 
put into effect a “single taxation” system. Because 
the name indicates, the GST could be levied each 
on items and offerings. GST is a tax that needs to 
pay on supply of products & offerings. Any person, 
who is presenting or offering goods and services, 
is liable to fee GST. Now we are witnessing, how 
this tax reform reshapes our economy and business 
dynamics for Micro, Small and Medium Enterprises. 
Flourishing amidst a challenging environment, the 
Small and Medium Enterprises (SMEs) of India 
experienced several highs and lows in the past few 
years. With the Indian economy expected to emerge 
as one of the leading economies in the world and 
likely to become a $5 trillion economy by 2025, 
major impetus is being given to strengthen the back 
bone of our economy-the SME sector. This paper 
highlights to know the GST and MSMEs and Impact 
of GST and MSME.

INTRODUCTION

Goods and Services Tax (GST) is an indirect tax 
which was introduced in India on 1 July 2017 and 
was applicable throughout India which replaced 
multiple cascading taxes levied by the central 
and state governments. It was introduced as The 
Constitution (One Hundred and First Amendment) 
Act 2017, following the passage of Constitution 
122nd Amendment Act Bill. The GST is governed 
by a GST Council and its Chairman is the Finance 

Minister of India. Under GST, goods and services 
are taxed at the following rates, 0%, 5%, 12% ,18% 
and 28%. There is a special rate of 0.25% on rough 
precious and semi-precious stones and 3% on gold. 
In addition a cess of 22% or other rates on top of 28% 
GST applies on few items like aerated drinks, luxury 
cars and tobacco products.GST replaced a slew of 
indirect taxes with a unified tax and is therefore set 
to dramatically reshape the country’s 2 trillion dollar 
economy. 

The single GST(goods and service taxes) 
replaced several former taxes and levies which 
included: central excise duty, services tax, additional 
customs duty, surcharges, state-level value added 
tax and Octroi. Other levies which were applicable 
on inter-state transportation of goods have also 
been done away with in GST regime.GST is levied 
on all transactions such as sale, transfer, purchase, 
barter, lease, or import of goods and/or services. 
India adopted a dual GST model, meaning that 
taxation is administered by both the Union and 
State Governments. Transactions made within a 
single state are levied with Central GST (CGST) by 
the Central Government and State GST (SGST) by 
the State governments. For inter-state transactions 
and imported goods or services, an Integrated GST 
(IGST) is levied by the Central Government. GST 
is a consumption-based tax/destination-based tax, 
therefore, taxes are paid to the state where the goods 
or services are consumed not the state in which they 
were produced. IGST complicates tax collection for 
State Governments by disabling them from collecting 
the tax owed to them directly from the Central 
Government. Under the previous system, a state 
would only have to deal with a single government in 
order to collect tax revenue. 

As per the government website on GST, “Goods 
and Services Tax” Network (GSTN) is a nonprofit 
organization proposed to be formed for creating a 
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website / platform for all the concerned parties related 
to the GST, namely stakeholders, government and 
taxpayers to collaborate on a single portal. When up 
and running, the portal is supposed to be accessible 
to the central government which allows it to track 
down every transaction on its end while taxpayers are 
advertised to have the ability of connecting this to 
their tax returns. However its efficacy and efficiency 
is yet to be tested. The known authorized capital of 
GSTN is 10 crore (US$1.6 million) in which Central 
Government holds 24.5 percent of shares while the 
state government holds 24.5 percent and rest with 
private banking firms for smooth running of the 
transactions. 

TAXES SUBSUMED

The single GST subsumed several taxes and levies, 
which included central excise duty service tax 
additional customs duty, surcharges, state-level value 
added tax and Octroi. Other levies which were 
applicable on inter-state transportation of goods 
have also been done away with in GST regime.GST 
is levied on all transactions such as sale, transfer, 
purchase, barter, lease, or import of goods and/or 
services.

India adopted a dual GST model, meaning that 
taxation is administered by both the Union and state 
governments. Transactions made within a single 
state are levied with Central GST (CGST) by the 
Central Government and State GST (SGST) by 
the State governments. For inter-state transactions 
and imported goods or services, an Integrated GST 
(IGST) is levied by the Central Government. GST 
is a consumption-based tax/destination-based tax, 
therefore, taxes are paid to the state where the goods 
or services are consumed not the state in which they 
were produced. IGST complicates tax collection for 
State Governments by disabling them from collecting 
the tax owed to them directly from the Central 
Government. Under the previous system, a state 
would only have to deal with a single government in 
order to collect tax revenue.

HSN CODES

HSN is an 4 to 8-digit code for identifying the 
applicable rate of GST on different products as per 
CGST rules of government of India. If a company 

has turnover up to INR 15 million in the preceding 
financial year then they need not mention the 
HSN code while supplying goods on invoices. If a 
company has turnover more than INR 15 million but 
up to INR 50 million, then they need to mention the 
first two digits of HSN code while supplying goods 
on invoices. If turnover crosses INR 50 million then 
they shall mention the first 4 digits of HSN code on 
invoices.

WHAT ARE MSME’S

 ●  The Government of India has enacted the 
Micro, Small and Medium Enterprises 
Development (MSMED) Act, 2006 in terms 
of which the definition of micro, small and 
medium enterprises is as under:

 ●  Enterprises engaged in the manufacture or 
production, processing or preservation of 
goods as specified below:A micro enterprise 
is an enterprise where investment in plant 
and machinery does not exceed Rs. 25 
lakh;A small enterprise is an enterprise 
where the investment in plant and machinery 
is more than Rs. 25 lakh but does not 
exceed Rs. 5 crore;A medium enterprise 
is an enterprise where the investment in 
plant and machinery is more than Rs.5 
crore but does not exceed Rs.10 crore. 
In case of the above enterprises, investment 
in plant and machinery is the original cost 
excluding land and building and the items 
specified by the Ministry of Small Scale 
Industries vide.

 ●  Enterprises engaged in providing or rendering 
of services and whose investment in equipment 
(original cost excluding land and building 
and furniture, fittings and other items not 
directly related to the service rendered or as 
may be notified under the MSMED Act, 2006 
are specified below.A micro enterprise is an 
enterprise where the investment in equipment 
does not exceed Rs. 10 lakh;A small enterprise 
is an enterprise where the investment in 
equipment is more than Rs.10 lakh but does 
not exceed Rs. 2 crore;A medium enterprise 
is an enterprise where the investment in 
equipment is more than Rs. 2 crore but does 
not exceed Rs. 5 crore.
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POSITIVE impact of GST on small and 
medium enterprises

 ●  GST will help and ease the process of starting 
a business in India. Earlier, every business in 
India was required to obtain VAT registration, 
which differs in every state, and the rules and 
regulations are different. Thus it was a very 
confusing procedure. However, under GST, 
the businesses have to only register for GST 
which will have a centralized process, similar 
to service tax.

 ●  Currently, for any business, it is mandatory 
to make a VAT payment if the annual 
turnover is more than 5 lakh in few states and 
10 lakhs in few other states. This difference 
in various states creates confusion. Under 
GST a business does not have to register 
or collect GST if the annual turnover is 10 
lakh. This is applicable to every state. This 
will allow many small businesses which 
have a turnover between 5 lakh – 10 lakh to 
avoid applying for the GST return.

 ●  GST allows small and medium business to 
do business with ease in India, due to the 
less complexity. The distinction between the 
services and goods will be gone, and this will 
make compliance easier.

 ●  State-specific MSMEs have access to 
larger markets – With significant issues 
with inter-state transactions, many MSMEs 
were limited to the local market. Large 
procurements were also localised to fulfill 
local demand only. Now, MSMEs are 
able to supply goods across state borders 
easily. Things have also been simplified for 
e-commerce suppliers and given them larger 
market access. 

 ●  Starting up becomes easy - Starting up has 
become simple with one-stop online GST 
registration for MSMEs wanting to do 
business anywhere in the country.  

 ●  Seamless input credit and avoidance of 
double taxes – Earlier input of excise 
was not available for service providers. 
The VAT of different states was also not 
available for input credit. The input of CST 
was not available. For capital goods, only 

50% credit was available in the first year. 
Now, all these issues have been done away 
with giving more benefits to MSMEs at 
large.

Negative impacts of GST on MSME’S

 ●  Impact of lower threshold limit – 
Threshold limit for excise registrations for 
small manufacturer was Rs 1.5 crore and 
for Service Tax it was Rs 9 lakhs and for 
most VAT registrations the limit was in the 
range of Rs 5-15 lakhs. GST registration 
threshold of Rs 20 lakhs have benefitted 
many but have also impacted small 
manufacturers. 

 ●  Multiple returns and compliance cost – The 
initial GST returns and comprehensive 
requirements to be reported in the return, 
makes accounting and compliance 
complicated for MSMEs and has increased 
their compliance cost and time. However, 
a trade-off between increased compliance 
cost and benefit accruing from being part of 
formal economy and banking system must 
be analysed on a long-term perspective. 
Benefits of available credit lines, the scope 
of expansion, and a larger available market 
cannot be totally agreed.

DATA Analysis 
The impact of GST has been analyzed in two main 
categories i.e. long-term benefits to the country and 
the operational efficiency/ease of use. Here 80% of 
the enterprises agree that GST implementation was 
a good step by the Government. 57% mentioned that 
GST has made the tax payment easy for their business. 
48% stated that GST will help in the growth of new/ 
micro enterprises, 66% states that it has brought 
down the prices of goods & service,69% agree to 
ease of tax filling, 61% agree to the increase of sales 
after GST came into action, it has brought down the 
logistic overheads for 43% ,26% agree that this has 
been a profit for the new starters of a business,70% 
stated that it has brought an increase in the technology 
dependency for every enterprises & 47% of them has 
a view that due to GST, the unorganized enterprises 
experienced tax burden. 
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CONCLUSION

MSME is a growing sector where enterprises enter 
and exit the market frequently, so the implementation 
of GST has had a great effect on the survival in the 
market. Some enterprises found it beneficial but 
majority faced difficulty in accepting it. For existing 
enterprises, GST simplified the tax structure, unified 
the market hence improved the overall operational 
efficiencies of MSME, so far the unorganized MSMEs 
were growing fast than the organized ones because of 
the tax avoidance, with GST in effect, it has made the 
taxation system transparent thus making the entities 
liable for tax payment. For a new entrepreneur, the 
application of GST, made the registration for taxation 
easy, relieved them from previous VAT registration. 
The Government has implemented GST with a 
view of long-term better prospect for the country by 
various aspects. The goods and services tax (GST) 
makes the tax system easy and thus contributing in 
the growth of the country. The Government applied 
GST by summing up of various taxes under CGST 
& SGST, transparent taxation, reduced raw material 
cost, to bring down the cost of goods and services 
and the ease of doing business in India. Initially there 
was huge chaos regarding the enactment of GST, but 

many successful businesspersons supported it and 
considered it as a boon for the long-term development 
of the nation. GST being the big step of Government 
of India to simplify the previous tax system has both 
positive and negative impact on business regulations of 
Micro, Medium & Small Enterprises. The fundamental 
of ‘ONE NATION, ONE TAX’ was created with an 
intention to easy tax filing, ease of doing business in 
other states, reduction in the prices of goods, relieving 
the burden of logistic overhead from small enterprises. 
On the contrary, it has increased the technology 
dependency of every enterprise, as every transaction 
is madeonline. It will take some time for the people to 
get used to the new taxation regime, only then will the 
nation start to see the fruits of ‘ONE NATION, ONE 
TAX’ – the GST. 
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ABSTRACT

Goods and Services Tax (GST) is an indirect tax 
which was introduced in India on 1 July 2017 and 
was applicable throughout India which replaced 
multiple cascading taxes levied by the central 
and state governments. It‟s true that GST means 
„Great Step towards Transformation‟, „Great Step 
towards Transparency‟ in India and it is also true 
that someone gives „birth‟ while someone else 
„nurtures it‟. It has been long pending problem to 
streamline all the specific types of oblique taxes and 
put into effect a “single taxation” system. Because 
the name indicates, the GST could be levied each 
on items and offerings. GST is a tax that needs to 
pay on supply of products & offerings. Any person, 
who is presenting or offering goods and services, 
is liable to fee GST. Now we are witnessing, how 
this tax reform reshapes our economy and business 
dynamics for Micro, Small and Medium Enterprises. 
Flourishing amidst a challenging environment, the 
Small and Medium Enterprises (SMEs) of India 
experienced several highs and lows in the past few 
years. With the Indian economy expected to emerge 
as one of the leading economies in the world and 
likely to become a $5 trillion economy by 2025, 
major impetus is being given to strengthen the back 
bone of our economy-the SME sector. This paper 
highlights to know the GST and MSMEs and Impact 
of GST and MSME.

INTRODUCTION

Goods and Services Tax (GST) is an indirect tax 
which was introduced in India on 1 July 2017 and 
was applicable throughout India which replaced 
multiple cascading taxes levied by the central 
and state governments. It was introduced as The 
Constitution (One Hundred and First Amendment) 
Act 2017, following the passage of Constitution 
122nd Amendment Act Bill. The GST is governed 
by a GST Council and its Chairman is the Finance 

Minister of India. Under GST, goods and services 
are taxed at the following rates, 0%, 5%, 12% ,18% 
and 28%. There is a special rate of 0.25% on rough 
precious and semi-precious stones and 3% on gold. 
In addition a cess of 22% or other rates on top of 28% 
GST applies on few items like aerated drinks, luxury 
cars and tobacco products.GST replaced a slew of 
indirect taxes with a unified tax and is therefore set 
to dramatically reshape the country’s 2 trillion dollar 
economy. 

The single GST(goods and service taxes) 
replaced several former taxes and levies which 
included: central excise duty, services tax, additional 
customs duty, surcharges, state-level value added 
tax and Octroi. Other levies which were applicable 
on inter-state transportation of goods have also 
been done away with in GST regime.GST is levied 
on all transactions such as sale, transfer, purchase, 
barter, lease, or import of goods and/or services. 
India adopted a dual GST model, meaning that 
taxation is administered by both the Union and 
State Governments. Transactions made within a 
single state are levied with Central GST (CGST) by 
the Central Government and State GST (SGST) by 
the State governments. For inter-state transactions 
and imported goods or services, an Integrated GST 
(IGST) is levied by the Central Government. GST 
is a consumption-based tax/destination-based tax, 
therefore, taxes are paid to the state where the goods 
or services are consumed not the state in which they 
were produced. IGST complicates tax collection for 
State Governments by disabling them from collecting 
the tax owed to them directly from the Central 
Government. Under the previous system, a state 
would only have to deal with a single government in 
order to collect tax revenue. 

As per the government website on GST, “Goods 
and Services Tax” Network (GSTN) is a nonprofit 
organization proposed to be formed for creating a 
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website / platform for all the concerned parties related 
to the GST, namely stakeholders, government and 
taxpayers to collaborate on a single portal. When up 
and running, the portal is supposed to be accessible 
to the central government which allows it to track 
down every transaction on its end while taxpayers are 
advertised to have the ability of connecting this to 
their tax returns. However its efficacy and efficiency 
is yet to be tested. The known authorized capital of 
GSTN is 10 crore (US$1.6 million) in which Central 
Government holds 24.5 percent of shares while the 
state government holds 24.5 percent and rest with 
private banking firms for smooth running of the 
transactions. 

TAXES SUBSUMED

The single GST subsumed several taxes and levies, 
which included central excise duty service tax 
additional customs duty, surcharges, state-level value 
added tax and Octroi. Other levies which were 
applicable on inter-state transportation of goods 
have also been done away with in GST regime.GST 
is levied on all transactions such as sale, transfer, 
purchase, barter, lease, or import of goods and/or 
services.

India adopted a dual GST model, meaning that 
taxation is administered by both the Union and state 
governments. Transactions made within a single 
state are levied with Central GST (CGST) by the 
Central Government and State GST (SGST) by 
the State governments. For inter-state transactions 
and imported goods or services, an Integrated GST 
(IGST) is levied by the Central Government. GST 
is a consumption-based tax/destination-based tax, 
therefore, taxes are paid to the state where the goods 
or services are consumed not the state in which they 
were produced. IGST complicates tax collection for 
State Governments by disabling them from collecting 
the tax owed to them directly from the Central 
Government. Under the previous system, a state 
would only have to deal with a single government in 
order to collect tax revenue.

HSN CODES

HSN is an 4 to 8-digit code for identifying the 
applicable rate of GST on different products as per 
CGST rules of government of India. If a company 

has turnover up to INR 15 million in the preceding 
financial year then they need not mention the 
HSN code while supplying goods on invoices. If a 
company has turnover more than INR 15 million but 
up to INR 50 million, then they need to mention the 
first two digits of HSN code while supplying goods 
on invoices. If turnover crosses INR 50 million then 
they shall mention the first 4 digits of HSN code on 
invoices.

WHAT ARE MSME’S

 ●  The Government of India has enacted the 
Micro, Small and Medium Enterprises 
Development (MSMED) Act, 2006 in terms 
of which the definition of micro, small and 
medium enterprises is as under:

 ●  Enterprises engaged in the manufacture or 
production, processing or preservation of 
goods as specified below:A micro enterprise 
is an enterprise where investment in plant 
and machinery does not exceed Rs. 25 
lakh;A small enterprise is an enterprise 
where the investment in plant and machinery 
is more than Rs. 25 lakh but does not 
exceed Rs. 5 crore;A medium enterprise 
is an enterprise where the investment in 
plant and machinery is more than Rs.5 
crore but does not exceed Rs.10 crore. 
In case of the above enterprises, investment 
in plant and machinery is the original cost 
excluding land and building and the items 
specified by the Ministry of Small Scale 
Industries vide.

 ●  Enterprises engaged in providing or rendering 
of services and whose investment in equipment 
(original cost excluding land and building 
and furniture, fittings and other items not 
directly related to the service rendered or as 
may be notified under the MSMED Act, 2006 
are specified below.A micro enterprise is an 
enterprise where the investment in equipment 
does not exceed Rs. 10 lakh;A small enterprise 
is an enterprise where the investment in 
equipment is more than Rs.10 lakh but does 
not exceed Rs. 2 crore;A medium enterprise 
is an enterprise where the investment in 
equipment is more than Rs. 2 crore but does 
not exceed Rs. 5 crore.
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POSITIVE impact of GST on small and 
medium enterprises

 ●  GST will help and ease the process of starting 
a business in India. Earlier, every business in 
India was required to obtain VAT registration, 
which differs in every state, and the rules and 
regulations are different. Thus it was a very 
confusing procedure. However, under GST, 
the businesses have to only register for GST 
which will have a centralized process, similar 
to service tax.

 ●  Currently, for any business, it is mandatory 
to make a VAT payment if the annual 
turnover is more than 5 lakh in few states and 
10 lakhs in few other states. This difference 
in various states creates confusion. Under 
GST a business does not have to register 
or collect GST if the annual turnover is 10 
lakh. This is applicable to every state. This 
will allow many small businesses which 
have a turnover between 5 lakh – 10 lakh to 
avoid applying for the GST return.

 ●  GST allows small and medium business to 
do business with ease in India, due to the 
less complexity. The distinction between the 
services and goods will be gone, and this will 
make compliance easier.

 ●  State-specific MSMEs have access to 
larger markets – With significant issues 
with inter-state transactions, many MSMEs 
were limited to the local market. Large 
procurements were also localised to fulfill 
local demand only. Now, MSMEs are 
able to supply goods across state borders 
easily. Things have also been simplified for 
e-commerce suppliers and given them larger 
market access. 

 ●  Starting up becomes easy - Starting up has 
become simple with one-stop online GST 
registration for MSMEs wanting to do 
business anywhere in the country.  

 ●  Seamless input credit and avoidance of 
double taxes – Earlier input of excise 
was not available for service providers. 
The VAT of different states was also not 
available for input credit. The input of CST 
was not available. For capital goods, only 

50% credit was available in the first year. 
Now, all these issues have been done away 
with giving more benefits to MSMEs at 
large.

Negative impacts of GST on MSME’S

 ●  Impact of lower threshold limit – 
Threshold limit for excise registrations for 
small manufacturer was Rs 1.5 crore and 
for Service Tax it was Rs 9 lakhs and for 
most VAT registrations the limit was in the 
range of Rs 5-15 lakhs. GST registration 
threshold of Rs 20 lakhs have benefitted 
many but have also impacted small 
manufacturers. 

 ●  Multiple returns and compliance cost – The 
initial GST returns and comprehensive 
requirements to be reported in the return, 
makes accounting and compliance 
complicated for MSMEs and has increased 
their compliance cost and time. However, 
a trade-off between increased compliance 
cost and benefit accruing from being part of 
formal economy and banking system must 
be analysed on a long-term perspective. 
Benefits of available credit lines, the scope 
of expansion, and a larger available market 
cannot be totally agreed.

DATA Analysis 
The impact of GST has been analyzed in two main 
categories i.e. long-term benefits to the country and 
the operational efficiency/ease of use. Here 80% of 
the enterprises agree that GST implementation was 
a good step by the Government. 57% mentioned that 
GST has made the tax payment easy for their business. 
48% stated that GST will help in the growth of new/ 
micro enterprises, 66% states that it has brought 
down the prices of goods & service,69% agree to 
ease of tax filling, 61% agree to the increase of sales 
after GST came into action, it has brought down the 
logistic overheads for 43% ,26% agree that this has 
been a profit for the new starters of a business,70% 
stated that it has brought an increase in the technology 
dependency for every enterprises & 47% of them has 
a view that due to GST, the unorganized enterprises 
experienced tax burden. 
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CONCLUSION

MSME is a growing sector where enterprises enter 
and exit the market frequently, so the implementation 
of GST has had a great effect on the survival in the 
market. Some enterprises found it beneficial but 
majority faced difficulty in accepting it. For existing 
enterprises, GST simplified the tax structure, unified 
the market hence improved the overall operational 
efficiencies of MSME, so far the unorganized MSMEs 
were growing fast than the organized ones because of 
the tax avoidance, with GST in effect, it has made the 
taxation system transparent thus making the entities 
liable for tax payment. For a new entrepreneur, the 
application of GST, made the registration for taxation 
easy, relieved them from previous VAT registration. 
The Government has implemented GST with a 
view of long-term better prospect for the country by 
various aspects. The goods and services tax (GST) 
makes the tax system easy and thus contributing in 
the growth of the country. The Government applied 
GST by summing up of various taxes under CGST 
& SGST, transparent taxation, reduced raw material 
cost, to bring down the cost of goods and services 
and the ease of doing business in India. Initially there 
was huge chaos regarding the enactment of GST, but 

many successful businesspersons supported it and 
considered it as a boon for the long-term development 
of the nation. GST being the big step of Government 
of India to simplify the previous tax system has both 
positive and negative impact on business regulations of 
Micro, Medium & Small Enterprises. The fundamental 
of ‘ONE NATION, ONE TAX’ was created with an 
intention to easy tax filing, ease of doing business in 
other states, reduction in the prices of goods, relieving 
the burden of logistic overhead from small enterprises. 
On the contrary, it has increased the technology 
dependency of every enterprise, as every transaction 
is madeonline. It will take some time for the people to 
get used to the new taxation regime, only then will the 
nation start to see the fruits of ‘ONE NATION, ONE 
TAX’ – the GST. 
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ABSTRACT

The study is based on the satisfaction of Coco-Cola 
Company with its customers. A sample survey of 50 
respondents was undertaken to find out the satisfaction 
of Coco-Colin Chennai city. The main objective of 
the study is to identify the customer satisfaction 
towards Coco-Cola drink. The major findings of the 
study are majority (66%) say that coco cola comes to 
their mind when they think of soft drinks, 46% of the 
respondents say that they prefer 200-250 quantity to 
buy  and majority of the respondents say that Coco-
Cola product range is good (60%). Finally, 38%  of the 
respondents said that they prefer Coco-Cola during 
parties.

KEYWORDS: Customer, Customer Satisfaction, 
Products and Soft Drinks

INTRODUCTION

A Coco-Cola drink is a beverage often carbonated soft 
drink are more commonly known as soda, tonic etc., 
in part of the united states and Canada or fizzy drinks 
in the UK sometimes called minerals in Ireland. It is 
a non-alcoholic beverage. It is artificially flavors and 
contain no fruits or pulpy. India with population of 
more than 100 cores is potential one of large consumer 
market in the word after china. The consumer market 
can be defined as the market for products and service 
that are purchased by Individual as households’ goods 
for their personal consumption.

CUSTOMER SATISFACTION

It has been differently defined in various studies. The 
word satisfaction first appeared in English during 
the thirteenth century. The word satisfaction itself is 
derived from the Latin sati’s. Early usage centered on 

satisfaction being some sort of release from wrong 
doing. Later citing of the word emphasizes satisfaction 
as a ``release from uncertainty'' (The Oxford Library 
of Words and Phrases, 1993). The word satisfaction 
has been fundamental to the marketing concept for 
over three decades. viewed marketing as ``satisfying 
the needs and desires of the consumer''. This means to 
fulfill customer’s need in a good way. When a product 
says “satisfaction guaranteed” it means if your need 
doesn’t fulfill, you will get your money back. A good 
meal provides satisfaction of your hunger. Consumer 
satisfaction is a product feature or attribute that fulfils 
consumer’s need it is consumption experience the 
perceived performance of the product”, as proposed by 
Kotler. consumer’s evaluation of product’s perceived 
quality It can be transaction specific consumer 
satisfaction and cumulative consumer satisfaction. 
Transaction-specific consumer satisfaction is an 
evaluation of purchase occasion with post consumption 
experience cumulative consumer satisfaction is a new 
idea that presents an overall evaluation based on the 
entire purchase and consumption experience with a 
product over time Thus, we can conclude customer 
satisfaction: Customer satisfaction is the feelings of 
customer after the use of product. If the product’s 
quality and performance are as per the expectations of 
the customer and have proved right as per the claims 
given by the company in the advertisement about the 
product and all this will impact the attitude of customer 
positively and finally customer will think himself/
herself satisfied.

REVIEW OF LITERATURE

According to Tony Proctor (2000) "A strategy is a plan 
that integrates an organization's major goals, policies, 
decisions and sequences of action into a cohesive 
whole. It can apply at all levels in an organization and 
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pertain to any of the functional areas of management." 
An organization can have various kinds of production, 
financial, marketing or human resources strategies 
to aid it in achieving its objectives. A strategy is 
measured by its effectiveness rather than its efficiency 
in processing the environment and designing plans 
to fit between the organization, its resources and 
objectives within the environment it operates.

Studies of soft drink market Indian soft drinks 
market grew 7.7% in 2008 to reach a value of$3.4 
billion. In 2013, the Indian soft drinks market is 
forecast to have a value of $4.6 billion. An increase of 
36.9% since 2008. All the major players in cola market 
put their best strategies to capture more and more out 
of this lucrative progress. In the modern arena of 
information, it takes something or someone special to 
please the consumer. A celebrity is often considered to 
be the vital basis for the brand association of a product 
and this fact becomes stronger when it comes to soft 
drinks industry in India. India is one country, which 
has always idolized the stars of the celluloid world. 
Therefore, in the words of McCracken, a celebrity 
endorser is someone who besides enjoying popularity 
and public recognition, uses this recognition to 
promote a consumer good or service by appearing in 
the advertisements for the same. It is not essential that 
a celebrity in a particular field promotes the products 
only in that particular demine.

Marketers overtly acknowledge the power of 
celebrities in influencing consumer-purchasing 
decisions. It is an absolutely accepted fact that 
celebrity endorsement can bestow special attributes 
upon a product that it may have lacked otherwise. 
Although celebrity advertising celebrity advertising 
for soft drinks brands is popular in India. Little is 
known about its effectiveness in India. Thus, the 
primary motive behind this research project is to 
measure this effectiveness using some of the existing 
scale and methodologies and try and establish the 
relationships which exist between the attitude of the 
youths towards celebrity endorsement and their brand 
loyalty towards a low involvement product soft drink 
brand while paying special attention on the personality 
traits of the celebrity endorsing the soft drink brand. 
This should give

us an insight into the consumer behavior in 
response to celebrity endorsement in case of carbonated 
soft drinks.

OBJECTIVE OF THE STUDY

To find out the consumer preferences of coco-cola 
products.

To study consumer opinion on price and package 
of coco-cola products.

To identify the customer satisfaction towards the 
services rendered by Coco-Cola company

LIMITATIONS OF THE STUDY

The main purpose of this study is getting idea 
about the preference of the customers towards various

Coco-Cola products. But there are certain 
factors which affects this study they are as follow: 
Since the sampling procedure was judgmental, the 
sample selected may not be true representative of the 
population. Economic and market conditions are very 
unpredictable (Present and future). This study duration 
is limited to 4 weeks so it limits the area of study. The 
study was confined to Chennai city.

RESEARCH METHODOLOGY

The study is conducted to find out the consumer 
satisfaction on Coco-Cola products in Chennai city. 
Sampling means a few units of population consider for 
analysis this in the smallest representation of a large 
whole are it is the process by which the sample park is 
selected to represents the whole. Data will be collected 
from a sample of size 50 and distributed over different 
areas by using.

SAMPLING

Sampling allows us to concentrate our attention 
up relatively small number of people and hence devote 
more energy to ensure that the information collected 
from them is accurate.

Population People from the chennai city. Sampling 
Size 50Respondents only. Sample Method 
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Simple Random Sampling.

FINDINGS

The important factors that influence the purchase 
decisions of a soft drink are the taste of a soft drink are 
the taste and flavor.

The factors mentioned above the other important 
factors that influence the purchase decisions were 
found to be advertising and price.

Sales promotion program taken up by the company 
is also popular among the respondents.

The product is very much popular for its easy 
availability.

SUGGESTIONS

Suggestions have been made based on certain 
factors as highlighted by study.

Efficient promotional activities pertaining to 
consumers are to be taken up.

Company should improve the quality of 
packaging.

Introduction of a new flavor is suggested to make 
the product promotion more efficient.

It is suggested that the company should increase 
the usage of internet for further promotional activities.

CONCLUSION

As stated in the objectives, this study is aimed at 
studying the brand pretense and factors influencing 

young consumers of packaged soft drinks. The 
major part of the soft drink  consumers is in 15-20 
age groups. The most preferred brand is Sprite and 
second position to others. The consumption of soft 
drinks products increases comparing with previous 
times. The changing living pattern and life style of 
the peoples are changed a lot of so soft drinks where 
common preference among all the individuals with 
the change in life style and income level, peoples are 
shifting their consumption patterns. The competition 
between the brands lead to a high influence in buying 
behavior of the consumers because their marketing 
strategy. The quality and taste are influencing in 
consumer purchasing decisions. One of the major 
influencing media of purchasing soft drink product 
is media advertisements. Major part of the consumer 
view about soft drink is as an aid to put off thirst. 
Another part of the consumer believes soft drink as 
a  status symbol. Soft drink consumption is no good 
for health there are so many diseases incure through 
soft drink consumption but our changes in life styles 
soft drinks consumption is an important product item 
in modern society both urban and rural and becoming 
more popular in the consumer world. At present soft 
drink market is one of the most competitive markets 
in the world.
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ABSTRACT

Internet and Information technology had made 
tremendous contributions for business transformation 
witnessed nowadays all over the world. This had given 
birth to e-Commerce which encompasses several 
pre- purchase and post-purchase activities leading to 
exchange of products or service or information over 
electronic systems such as the internet and the other 
Telecommunication networks. Most of the consumers 
are using the online marketing not only to buy the 
product but also to compare prices and features of 
product. It is essential for the online marketers to 
understand the customer perception towards the 
online marketing. Today many organizations provide 
online marketing for the shopping purpose. This 
article highlighted the customer perception and 
response towards online marketing by measuring their 
satisfaction on various parameters important to online 
shopping.

INTRODUCTION

Consumer perception is a marketing concept that 
encompasses a customer's impression, awareness and/
or consciousness about a company or its offerings. 
Customer perception is typically affected by 
advertising, reviews, public relations, social media, 
personal experiences and other channels.

Internet marketing

Internet marketing is also referred to as e-Marketing, 
i-Marketing, online marketing or web-marketing. e- 
Marketing refers to the use of the Internet and digital 
media capabilities to help sell your products or services. 
These digital technologies are a valuable addition to 
traditional marketing approaches regardless of the 
size and type of your business. As with conventional 
marketing, e-marketing is creating a strategy that 

helps businesses deliver the right messages and 
product/services to the right audience. It consists of all 
activities and processes with the purpose of finding, 
attracting, winning and retaining customers. What has 
changed is its wider scope and options compared to 
conventional marketing methods.

E-marketing is deemed to be broad in scope, 
because it not only refers to marketing and promotions 
over the Internet, but also includes marketing done via 
e-mail and wireless media. E-marketing also embraces 
the management of digital customer data and electronic 
customer relationship management (ECRM) and 
several other business management functions.

E-marketing joins creative and technical aspects 
of the Internet, including: design, development, 
advertising and sales. It includes the use of a website 
in combination with online promotional techniques 
such as search engine marketing (SEM), social medial 
marketing, interactive online ads, online directories, 
e-mail marketing, affiliate marketing, viral marketing 
and so on. The digital technologies used as delivery 
and communication mediums within the scope of 
e-marketing include:

 ●  Internet media such as websites and e-mail

 ●  Digital media such as wireless, mobile, cable 
and satellite.

Internet markers uses advertising and marketing 
efforts that use the Web and e-mail to drive direct sales 
via e-commerce as well as sales leads from Web sites 
or emails. Internet marketing and online advertising 
efforts are typically used in conjunction with 
traditional types of advertising like radio, television, 
newspapers and magazines. Marketing efforts done 
solely over the internet. This type of marketing uses 
various online advertisements to drive traffic to an 
advertiser's website. Banner advertisements, pay per 
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click (PPC), and targeted email lists are often methods 
used in Internet marketing to bring the most value to 
the advertiser. Internet marketing is a growing business 
mainly because more and more people use the internet 
every day. Popular search engines such as Google and 
Yahoo have been able to capitalize on this new wave 
of advertising.

Online Marketing is the art and science of selling 
products and/or services over digital networks, such 
as the Internet and cellular phone networks. The art 
of online marketing involves finding the right online 
marketing mix of strategies that appeals to your target 
market and will actually translate into sales.

The science of online marketing is the research 
and analysis that goes into both choosing the online 
marketing strategies to use and measuring the success 
of those online marketing strategies.

Types of Online marketing include:

 ● Ecommerce

 ● Online Advertising

 ● Search Engine Marketing

 ● Email Marketing

 ● Social Media Marketing

 ● Article Marketing

And that's definitely just to name a few more online 
marketing strategies are being invented all the time. 
Online marketing is becoming increasingly important 
to small businesses of all types. In the past, marketing 
online was something that local bricks-and-mortar 
businesses could justifiably ignore. It didn't make 
sense to waste time and money on online marketing 
when all your business was local. Now with increasing 
local search and people's new habit of searching on the 
Internet first, it matters. I would go so far as to say that 
all businesses should include some online marketing 
in their marketing mix. Internet Marketing is an all-
inclusive term for marketing products and/or services 
online-and like many all-inclusive terms, Internet 
marketing means different things to different people.

Essentially, though, Internet marketing refers 
to the strategies that are used to market a product or 
service online, marketing strategies that include search 
engine optimization and search engine submission, 
copywriting that encourages site visitors to take 

action, web site design strategies, online promotions, 
reciprocal linking, and email marketing-and that’s just 
hitting the highlights.

Online marketers are constantly devising new 
Internet marketing strategies in the hopes of driving 
more traffic to their Web sites and making more sales; 
witness the increasing use of blogs as marketing tools 
for business, for instance.

Critical Success factors in E-Marketing

Having observed the evolving paradigms of business 
in the Internet era, there are five critical success factors 
that the E-Marketer has to keep in mind.

Attracting the Right Customer is the first crucial 
step. Rising digital penetration would mean that the 
number of customer visiting particular sites would 
inevitably go up. While the number of eyeballs or 
page views has so far been conveniently used as a 
satisfactory measure by most web sites, it would 
be foolish to cater to the whole spectrum of digital 
visitors. Content has to be very target specific. The 
digital company has to select its target segment by 
finding out which section of customers are the most 
profitable in terms of revenue transactions and who 
are the customers who generate the maximum number 
of referrals. Here again it is important to note that 
the majority of online customers are not seeking the 
lowest price. Rather they are seeking convenience 
above everything else. The power of customer referrals 
has never been so enormous, since word of the mouse 
spreads faster than word of the mouth. E-Bay attracts 
more than half of its customers through referrals. Not 
only do referred customers cost less to acquire than 
those brought in by advertising or other marketing 
tools, they also cost less to support since they use their 
friends who referred them for advice rather than using 
the companies’ own technical desk.

Delivering Content Value to engage the user’s 
interest is the critical importance in retaining 
customer participation. This is because content 
serves as a powerful differentiator. Content would 
include Product enhancements (Software patches 
for glitches), personalized interactions (through 
customized navigation paths as seen on the web sites 
of GM and Toyota) and Problem Resolution (updates 
of delivery schedules and e- mail responses). Integral 
to the concept of delivering proper content value is 
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innovation. The retail financial services industry, for 
example, is changing rapidly with multiple players 
jockeying for position. Product innovation serves as a 
key tool to attract new customers.

Priceline.com, for example, has revolutionized 
the travel and related services business by letting in a 
form of “buyer driven commerce” Customers specify 
their desired prices and competing companies then bid 
for customer requirements. Delivering proper content 
to make existing customers in the traditional “brick” 
business switch to Web-enabled transactions makes a 
lot of sense because in every conceivable case, the cost 
of Web-Based transactions is an order of magnitude 
less than the traditional ways and is decreasing at a 
faster rate. The cost of an Internet based banking 
transaction is less than one-tenth the cost of a human 
teller - transaction. It is keeping this aspect in mind 
that Indian Banks have started toying with the idea 
of setting up Internet kiosks to let their low-value 
customers settle their banking transactions at the kiosk 
nearest to their place.

Ensuring E-Loyalty is vital to the success of any 
online venture. This is because acquiring customers 
on the Internet is enormously expensive and unless 
those customers stick round and make lots of repeat 
purchases over the years, profits will remain exclusive. 
Contrary to the general view that Web customers are 
notoriously fickle, they in fact follow the old rules of 
customer loyalty. Web customers stick to sites that they 
trust and with time consolidate their purchases with 
one primary supplier to the extent that purchasing from 
the supplier’s site becomes part of their daily routine. 
The issue of trust is integral to the issues of privacy 
and security. Companies like Amazon.com, which 
command amazing levels of consumer trust, have 
used a variety of encryption tools and simple ethical 
decisions like not accepting money for publishers for 
independent book reviews to maintain the trust of its 
customers.

E-Learning to facilitate personalized interactions 
with customers has been the biggest contribution of 
the Web to the marketing strategists. Customers in 
traditional bricks-and-mortar stores leave no record 
of their behavior unless they buy something-and 
even then the date might be sketchy. In the digital 
marketplace, however technology has made the 
entire shopping experience a transparent process. For 
example, if the customer exits the web-site when the 

price screen appears, he is a price sensitive consumer. 
Such minute tracking of customer behavior has major 
implications for the world of advertising. The Internet 
may soon be used as a test bed for testing prototypes of 
marketing and advertising campaigns. By monitoring 
pages selected, click through, responses generated, 
and other indicators, the company would be able to 
discover which parts of a prospective campaign would 
work, thus reducing the risk of a potential flop. This 
would make it possible for the company to modify 
its product offerings much earlier than usual in the 
product life cycle.

Providing Digital value to the evolving consumer 
through his life cycle has become possible because 
of customized interactions and emerging business 
models. These models have often disturbed the 
traditional status quo and created new rules of 
business. The sectors where new business models 
will emerge or have emerged are the music industry, 
the financial services industry, the travel industry, the 
relating segment and the publishing segment. Digital 
value is delivered to the consumer by promising 
him convenience, allowing the customer to feel his 
ownership of the Web experience, and giving the 
customer a sense of belonging that traverses the 
physical boundaries.

Benefits of Internet Marketing to 
Customers

The reason why internet marketing has become 
so popular is because it provides many benefits to 
potential buyers:

 ●  Convenience: Customers can order products 
24 hours a day wherever they are. They don’t 
have to sit in traffic, and a parking space, 
and walk through countless shops to find and 
examine goods.

 ●  Information: Customers can find reams of 
comparative information about companies, 
products, competitors, and prices without 
leaving their office or home.

 ●  Fewer hassles: Customers don’t have to 
face salespeople or open themselves up to 
persuasion and emotional factors; they also 
don’t have to wait in line.

 ●  Updates: The internet keeps customers 
constantly updated through websites, emails, 
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online adverts and social networking sites. 
Customers can access the internet on the 
move through smart phones and tablets. 
Manufacturers and retailers can instantly 
update their customers through the internet.

Benefits of Internet Marketing To 
Marketers

1.  Quick adjustments to market conditions: 
Companies can quickly add products to their 
offering and change prices and descriptions.

2.  Lower costs: On-line marketers avoid the 
expense of maintaining a store and the 
costs of rent, insurance, and utilities. They 
can produce digital catalogs for much less 
than the cost of printing and mailing paper 
catalogs.

3.  Relationship building: On-line marketers can 
exchange the ideas with consumers and learn 
from them. Internet marketing is considered 
to have a broader scope because it not only 
refers to digital media such as the Internet, 
e-mail, and wireless media but Internet 
marketing also includes management of 
digital customer data and electronic customer 
relationship management (ECRM) systems.

4.  Audience sizing: Marketers can learn how 
many people visited their site and how many 
stopped at particular places on the site. This 
information can help improve offers and 
ads. Clearly, marketers are adding on-line 
channels to reach, communicate, and sell to 
the customers.

5.  No real limit on advertising space: In 
contrast to print and broadcast media where 
marketers have to pay per inch and per second 
respectively, internet marketing has no such 
restriction on the size of the ad so marketers 
can have flexibility in choosing the content 
of ad as there is no space limit for internet 
marketing.

RESEARCH METHODOLOGY

The research was based on the responses obtained by 
those respondents who shop on-line. The data was 
collected by a structured questionnaire with an objective 

to understand the perception, of the respondents towards 
shopping on-line. The questionnaire was served to 400 
respondents which serve the primary data conducted 
during July-September 2019 whereas; secondary data 
was gathered through various online sources.

DISCUSSION

Table 1 Analysis of favourite information sources 
internet marketing available to consumers

Quality Worst Not  
good Neutral Very 

good Best

Direct  
communication  
from
E-com Websites 3.0 1.5 9.0 31.3 39.0
Ads and Banner  
marketing 3.8 21.0 23.8 24.0 17.8

Email 
marketing 4.0 9.0 47.3 19.3 14.8

Social Media  
Marketing 9.0 6.5 53.0 18.3 10.8

Referred by  
Friends  
and family

6.5 3.0 52.3 30.3 5.8

Figure 1 Analysis of favourite information sources 
internet marketing available to consumers

As we already know that the internet marketers are 
using different strategies to attract consumers, through 
table and figure 1 we can clearly identify the favourite 
or most convenient source of information on different 
products and services available on internet or digital 
space. Most of the consumers (70%) preferred going 
direct to respective website know their offerings, 
which they felt the most convenient way of knowing 
all the offers to compare them; Second preference the 
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consumers were giving to Ads and banner marketing 
(42%) then email marketing (34%) and then referenced 
of friends and family (36%) and Social media 
marketing (29%); that means consumers were trying 
to use all the available sources to get information on 
their preferred product or services.

Measuring the satisfaction of consumer can 
give us the clear idea about their perception whether 
they feel that internet marketing is improving their 
life and helping them to overcome the challenges of 
modern life style; so the researcher first asked about 
overall product quality there was no big variation 
in answer except miserable status i.e. only 12 
people says but rest of 388 people were in category 
of somewhat satisfied, satisfied, very satisfied, 
delightful and no comments. Researcher assumed 
that if respondents are not in negative like miserable 
are consider positive if they do not give any answer 
like no comment category in minimum variation but 

if variation increasing a huge range may consider in 
negative. Moreover in variety of product; Automated 
Search and information presentation; Installation or 
First use experience; Usage Experience; 26, 23 and 
10 people said the miserable category about online 
purchase product quality. When researcher asked 
about Price of the products; other added costs like 
shipping or delivery charges etc.; maximum 112 and 
123 people said that miserable condition.. Automated 
Search and information presentation; Installation 
or First use experience; Usage Experience; after 
purchased Services (like: - warranty, repair, return, 
replace exchange etc.) the maximum 162, 283, 324 
and 206 people no commented about after purchase 
product quality and its services. That showed that 40% 
minimum and 80% maximum people not responding 
any comment about online purchase uses experience 
and after purchase services etc. table 2 and figure 2 
explain same respectively.

Table 2 Respondents satisfaction measurement about online purchased product replace exchange etc.)
Satisfaction Miserable Somewhat 

Satisfied Satisfied Very 
Satisfied Delighted No 

response
Overall product quality 12 68 74 69 96 81
Variety of products 26 56 69 86 92 71
Price of the products 112 96 22 77 56 37
Other added costs like shipping  
or delivery charges etc.

123 96 26 56 63 36

Automated Search and information 
presentation

23 32 36 82 65 162

Installation or First use experience 10 6 78 12 11 283
Usage Experience 26 12 20 6 12 324
After purchased Services (like: - warranty, 
repair, return, replace exchange etc.) 68 34 75 12 5 206

Figure 2 Percentage of respondent’s satisfaction measurement about online purchased product quality
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Table 3 the measurement of attributes linked with product performance are important

Not Not so Somewhat Most Cannot
Importance Imp. imp. Imp. Imp. Imp. say
Overall product quality 12 17 40 109* 216* 6
Variety of products 36 75 56 112* 114* 7
Price of the products 89 96 113* 56 26 20
other added costs like shipping or delivery charges etc. 189* 102* 35 36 35 3
Automated Search and information presentation 221* 56 39 46 36 2
Installation or First use experience 30 26 49 181* 109* 5
Usage Experience 53 61 85 97 99 5
After purchased Services (like: - warranty, repair, return, 
replace exchange etc.)

12 26 97 132* 131* 2

The table 3 explains the reality check of product 
performance is important or not. Here researcher had 
asked various points like not important not so important; 
somewhat important; important and most important. We 
had a category like cannot say for those respondents are 
confused or not need to give any comments. The table 
explains that Overall product quality; Variety of products; 
Installation or first uses experience; after purchased 
services (like: - warranty, repair, return, replace exchange 
etc.) are important and most important for the respondents 
but price of the products; other added costs like shipping or 
delivery charges etc.; automated search and information 
presentation are somewhat important; not important; and 
not so important category respectively.

Not Imp. Not so imp. Somewhat Imp.
Imp. Most Imp.

Figure 3 the measurement of attributes linked 
with product performance is important

To get the very clear idea of consumer perception 
on internet marketing researcher had compared the 
two tables that were the factors table which explained 
percentage of the importance in consumer mind and 

second table that mapped the percentage of satisfaction 
on those factors. Refer to figure 4, it clearly showed 
that internet marketers had passed the consumer test 
in all there expectation except three; these are “After 
purchase services” where the importance meter is 
showed that it is 66% important to consumer but 
consumer were only 9% satisfied, “Installation or first 
use experience” where the importance meter is showed 
that it is 73% important to consumer but they were 
only 20% satisfied and “Usage experience” where the 
importance meter is showed that it is 50% important to 
consumer but they were only 24% satisfied; where the 
new age consumers were finding themselves hesitant 
in using the internet marketing media to satisfy their 
day to day needs; this is the main reason where the 
consumers were not able to shift themselves over 
internet completely but researcher was sure that 
internet marketer will definitely solve these problems 
by altering their new strategies for market their product

Overall product quality 82
52

Installation or First use 73
experience 20

After purchased Services 66
9

Variety of products 58
54

Usage Experience 50
24

Price of the products 22
37

Automated Search and 21
information presentation 62

Other added costs 18
33

Top 2 importance score Top 2 satisfaction score
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Figure 4 Comparison of percentages of satisfaction 
factors and factors of importance.

CONCLUSION
The present study concluded that, internet marketing 
is making its strong way in the consumer’s lives and 
innovating many strategies to attract consumers.Most 
of the consumers are using the online marketing not 
only to buy the product but also to compare prices 
and features of product. It is essential for the online 
marketers to understand the customer perception 
towards the online marketing. This study throws light 
on the consumer perception which is very positive and 
consumer are adopting internet marketing as a daily 
needs but still there are areas which could be improved 
in the current scenario of internet marketing.

REFERENCES
[1]  http://www.businessdictionary.com/definition/

customer-perception.html
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ABSTRACT

Diversity is an important phase that all employees 
have to deal with at one point during their careers. 
There are many positive outcomes to diversity in the 
workplace, such as exchange of ideas because of the 
diverse cultures of employees, the development of 
friendship without discrimination, workers learn to 
cope up with the diverse environment, stereotyping 
is eliminated, retention of employees are more likely 
due to healthy competition. On the other hand, there 
is are negative parts which includes communication 
gaps due to language barrier and resistance to change. 
This study discusses about the Cultural diversity and 
employees view about Work Culture found in IT 
Companies in Chennai.

I INTRODUCTION

Diversity is any dimension that can be used to 
differentiate groups and people from one group to 
the another, in which these dimensions can be visible 
or invisible. The workplace diversity indicates that 
the workplace is heterogeneous in terms of gender, 
religion, age, education and ethnicity and the 
employees possess distinct qualities, differing from 
one another in an unique way.

II LITERATURE REVIEW

Elizabeth Foma (2014)identifies that a diverse 
workplace increases productivity, increases creativity, 
and improves problem solving

Loden et al (1991) statesthat if people feel 
valued regardless of their background, it will lead to 

increased commitment and productivity, enhanced 
work relationships and towards the recruitment and 
retention of the efficient employees.

Ford et al (2001) reveals that knowledge sharing, 
as the process of dispersing knowledge from one 
individual or group to another within the multicultural 
organization has language barrier as an important 
obstacle.

Anil Gurung et al (2006) suggests to bridge 
cultural gaps, companies may offer cultural training, 
cultural awareness initiatives and team-building 
workshops.

III OBJECTIVE OF THE STUDY

1.  To explore and understand the concept of 
Cultural Diversity

2.  To identify the extent employees’ accept 
Cultural Diversity in the Organisation.

3.  To understand the Organisation’s importance 
given for employees.

4.  To Suggest measures to improve employees 
acceptance of Cultural Diversity.

IV RESEARCH METHODOLOGY

This study is empirical in nature. For the purpose of 
the study, both Primary and Secondary data has been 
used. The Primary data has been collected from the 
employees of IT sector based in Chennai. The sample 
of the study is 118. The data collected was analysed 
using SPSS. One Sample t Test, Independent t Test and 
One Way ANOVA was used. The Secondary data was 
collected from Websites, Journals, Newspaper reports 
and blogs. 
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V. CULTURAL DIVERSITY& 
EMPLOYEE ORIENTATION

Cultural Diversity has been styled as “the composition 
of work units (work group, organization, occupation, 
establishment or firm, teams) in terms of the cultural 
or demographic characteristics that are prominent 
and representatively meaningful in the relationships 
among group members”.Diversity requires a strong 
organizational culture in which each employee can 
pursue his or her career aspirations without being 
subdued by gender, nationality, religion, age or 
other factors that are not primary for an employees’ 
performance. 

VI ANALYSIS & INTERPRETATION

Demographic Characteristic

The majority of the respondents are male 67(56.8%) and 
female are 51 (43.2 %).  The respondents between the 
age group 26-35 are the majority(50.8%) followed by 
the age group less than 25 years of age and respondents 
of age 36 and above. 53.4 % are unmarried and 46.6% 
are married.  

Hypotheses- 
Hypothesis I 

Opinion of the employees regarding Statements on 
Cultural Diversity are equal to Average level 

Table 1 t test for Specified value (Average = 3.5) of Statements on Cultural Diversity

Statements on Cultural Diversity Mean SD t value P value
Learning Different Languages 3.07 1.69 2.781 0.006*
Native Language 3.33 1.88 0.981 0.329
Language training 2.86 1.42 4.863 <0.001
Knowledge Sharing 2.75 1.47 5.500 <0.001
Cultural awareness 3.11 1.52 2.780 0.006*
Creativity 2.95 1.48 4.048 <0.001
Values 2.81 1.42 5.309 <0.001
Business opportunity 2.97 1.37 4.231 <0.001
Functions of Organisation 3.10 1.94 2.234 0.027*
Respect Differences 2.72 1.62 5.239 <0.001

Note :* denotes significant at 5% level
Since P value is less than 0.05, the null hypothesis is 
rejected at 5% level with respect to Learning different 
Languages, Cultural awareness and functions of the 
Organisation.

Hypothesis II 

There is no significant difference between Gender and 
Employee Orientation

Table 2 t test for significant difference between Gender and  factors relating to Employee Orientation in 
the Organisation Culture.

Employee Orientation
Gender

t value P valueMale Female
Mean SD Mean SD

Working Environment 2.24 1.35 2.63 1.81 3.329 0.184
Stable output 2.57 1.36 2.55 1.50 0.578 0.945
Open Communication 2.43 1.53 2.49 1.39 0.001 0.834
Manager 2.24 1.57 2.63 1.79 0.875 0.212
Team Members 2.19 1.53 2.63 1.62 0.256 0.140
RewardSystem 2.27 1.40 2.88 1.77 1.764 0.038*
Salary Package 2.76 1.68 3.57 2.12 5.871 0.023*
Longer Stay 2.72 1.64 3.39 1.83 1.665 0.037*
Goals 2.57 1.44 3.29 1.79 3.881 0.016*
Achievement 2.43 1.56 2.69 1.35 1.255 0.356

Note: * denotes significant at 5% Level



519

 

Since P value is less than 0.05, the null hypothesis is 
rejected at 5% level, with regard to Reward system, 
Salary package, Longer Stay in the Organisation and 
motivation to carry out the goals.Excluding stable 
output, female employees consider all the factors to 
be beneficial rather than male employees. There is 
no significance difference between male and female 
employees with regard to Working environment, stable 

output, Open Communication, Trust on the Manager, 
Rapport with Team members and Achievement of 
goals,since P value is greater than 0.05.

Hypothesis III

There is no significant difference between age group 
of the Employees and Cultural Diversity existing in 
the Organisation.

Table 3 One Way ANOVA for significant difference between Age group of employees and Cultural 
Diversity existing in the Organisation.

Cultural Diversity
Age Group in years

F value P value
Below 25 25-35 Above 35

Learning Different Languages 3.06
(1.632)

2.85
(1.783)

3.63
(1.439) 1.833 0.165

Native Language 3.53
(1.862)

3.07
(1.867)

3.71
(1.899) 1.276 0.283

Language training 3.15
(1.459)

2.68
(1.408)

2.92
(1.381) 1.182 0.310

Knowledge Sharing 2.79
(1.452)

2.53
(1.359)

3.25
(1.700) 2.084 0.129

Cultural awareness 3.38
(1.280)

2.92
(1.660)

3.21
(1.474) 1.078 0.344

Creativity 3.15
(1.417)

2.77
(1.511)

3.13
(1.484) 0.930 0.397

Values 3.12
(1.343)

2.52
(1.432)

3.08
(1.412) 2.584 0.080

Business opportunity 3.12
(1.320)

2.68
(1.321)

3.46
(1.444) 3.142 0.047*

Functions of Organisation 2.82
(1.783)

2.90
(2.014)

4.00
(1.745) 3.391 0.037*

Respect Differences 2.74
(1.399)

2.43
(1.588)

3.42
(1.816) 3.298 0.040*

Overall Cultural Diversity 30.85
(12.053)

27.35
(12.109)

33.79
(11.237) 2.737 0.069

Note :  1. The value within bracket refers to SD
 2.  * denotes significant at 5% level

Since P value is less than 0.05, the null hypothesis 
is rejected at 5% level, with regard to Business 
Opportunity, Functions of Organisation and Respect 
Differences. There is no significant difference between 
the age group of employees and the cultural Diversity 
existing in the Organisation in the case of Learning 
Different Languages, Native Language, Language 
training, Knowledge Sharing, Cultural Awareness, 
Creativity and values.

VII SUGGESTIONS-

Managing cultural diversity involves identifying the 
best practices suitable for the Organisation. A best 
practice is a technique, method, process, activity, 
incentive, or reward that is believed to be more 
effective at delivering a particular outcome than 
any other technique, method, process, etc. when 
applied to a particular condition or circumstance. 
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Importance to diversity training programs, giving 
managers diversity related goals and making sure 
they are met and finally, giving respect to people of 
all culture, by making room for religious holidays, 
diet preferences etc., as the little things that matter 
the most. At the same time these strategies could 
backfire if there is a lack of planning or research 
before implementation.

VIII CONCLUSION-

To gain competitive advantage, Organisations have 
been forced to bring forward new strategies to bring 
out the best from a diverse workgroup and avoid 
conflicts. Achieving a culturally diverse workforce 
and effectively managing this workforce can yield 
huge benefits.
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ABSTRACT

Within just few decades, the applied technology 
has been developed dramatically, especially the 
advancement of usage of smart mobile phone. It leads 
to the tremendous growth of cashless transactions in 
mobile payment area. The remarkable change takes 
place most in developing countries like India with large 
economy scale. Along with the global trend, Indian 
government carried out the Digital India program in 
2015. The initiative has made great contribution to the 
economy growth of the country. This paper aims at 
finding out the adoption level and users perception of 
mobile payment experience. The study was conducted 
in the region of kattankulathur, Kancheepuram 
District, Chennai. Primary data was collected from 
60 respondents. Data analysis was based on statistical 
tool of SPSS 20.

Keywords: Cashless transactions, mobile payment, 
customer adoption, UPI mode.

I. INTRODUCTION

We all have witnessed that the traditional payment 
modes have been replaced by various types of 
e-payments that are quick and efficient. In e-payment 
process both buyer and seller uses digital modes to 
send or receive money, it is an automatic process 
whereseller and the buyer can avoid visiting their 
bank. With the emergence of various financial 
technology product and services, the digital payment 
landscape in India is witnessing unprecedented 
growth. The Indian government ‘Digital India’ 
initiative has emerged as one of the key catalysts. 
It is expected to enable awareness, availability and 
adoption of digital financial product and services at 
an accelerated rate. [9]

The RBI Ombudsman scheme for digital 
transactions defines a ‘Digital Transaction’ as 

“Digital Transaction’ means a payment transaction 
in a seamless system effect without the need for cash 
at least in one of the two legs, if not in both. This 
includes transactions made through digital / electronic 
modes wherein both the originator and the beneficiary 
use digital / electronic medium to send or receive 
money.”[1]

As per the ‘Vision 2018’ document by RBI, a 
four pillar strategy has been devised for Indian digital 
payment industry. [2] It includes a special focus on 
public policies, building next generation infrastructure, 
supervisory mechanisms and development of products 
& services. Further it is to be augmented by replacing 
cash payments, reducing digital payment costs and 
laying national optical fiber network to improve 
connectivity. The RBI vision document entails working 
on areas such as coverage, convenience, confidence, 
convergence and cost, for successful growth of the 
digital payment space in India. The demonetization 
decision helped in changing the outlook of end citizen 
in India towards adoption of digital payments. It 
enabled users to adopt new methods of commerce in 
cyber space with agility, trust and confidence. Indian 
digital payment space looks promising with initiatives 
such as, but not limited to, Aadhaar based transactions, 
JAM trinity, direct benefit transfers, and rise of Fintech 
technologies and with introduction of prepaid payment 
instruments.

UPI – Unified Payment Interface

Unified Payments Interface (UPI) is a system 
that powers multiple bank accounts into a single 
mobile application (of any participating bank), 
merging several banking features, seamless fund 
routing & merchant payments into one hood. It also 
caters to the “Peer to Peer” collect request which 
can be scheduled and paid as per requirement and 
convenience.
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UPI – available in Two Modes [7]
Independent Mode – Bank developing a separate  
UPI app, and/or converting their existing  
mobile banking application to be extended to facilitate 
UPI services.

Embedded Mode – The UPI compliant app/module 
is embedded in other (merchant) apps by bank giving 
the binary/SDK to the merchant to integrate into their 
apps. Merchants may choose to include more than one 
UPI compliant app from different banks.

The Unified Payment Interface offers an 
architecture and a set of standard API specifications 
to facilitate online payments. It aims to simplify and 

provide a single interface across all NPCI systems 
besides creating interoperability and superior customer 
experience. [8]

II REVIEW OF LITERATURE

Dixit R in his research paper tried to find out the 
current status of adoption of mobile wallet. [3] He 
has found that mobile wallet became major payment 
channel for cashless transactions, and the satisfaction 
level for using mobile wallet to customers is 
sufficient. Throughout the study, he made survey 
with 170 respondents which is satisfied to support the 
hypothesis test.

Dr. Dhani Shanker Chaubey, Piyush Kumar in 
their study on “Demonetization and its impact on 
adoption of digital payment: opportunities, issues 
and challenges” speaks on the analysis of Digital 
payments after Demonetization, the way consumer 
perceives digital transaction after demonetization [4]. 
The study states that digital payment had given a new 

force to learn about the way digital transaction works 
after demonetization. People were ready to adopt the 
digital mode of payments but unwilling to pay extra 
for money transactions. Digital payments are being 
adopted very easily in many countries as it is easy as 
well as simplify transactions. The study is conducted 
on the light of the past studies on E-payment Digital 
money, Mobile money and payment available across 
the world. The study also analysed the theories and 
models adopted and methodology used by the previous 
studies in order to get a better understanding.

Mohd Forman and Waseem Khan in their study 
on ‘The Factors affecting adoption of mobile based 
internet banking in emerging market: A study of the 
Indian consumers observation’ states that age is one 
of the main factors that effects the evaluation of the 
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service they use, how much they are satisfied using it 
and how prompt it is a matter of concern for the people. 
[5] This study showed no significance difference 
between the risk associated with the transactions failed 
and the inconvenience in using mobile based internet 
banking. It also found out that the young people of 
age group below 25 showed more trust on the new 
transaction channel than those people above 25.

In the paper ‘A Study on the Perception of 
Customers towards E-Commerce and E-Payments 
in Local Survey’ S. Kowsalya, Swetha Krishnan, 
Mridhula. R, and Sowmya.

A. M. mentioned that the trust in Ecommerce 
mainly depends upon the online payment system 
which allows a customer to make payment to the 
online merchant or service provider. [6] Consumers 
are becoming more and more comfortable in making 
online transactions and are concerned about conducting 
electronic business transactions and the risks involved 
that have a vital impact on the transition of electronic 
business. Increasingly more consumers are migrating 
to e-commerce to make electronic bill payments, to pay 
for information online, to purchase products, services. 
According to the authors E-Payments refers to the 
technological breakthrough that enables us to perform 
financial transactions online, thus avoiding hindrances 
and other hassles. E-Payments provides greater freedom 
to individuals in paying their taxes, licenses, fees, 
fines and purchases at unconventional locations and at 
whichever time of the day, & 365 days of the year. The 
authors found that credit and debit cards will become 
obsolete, because they saw the increasing development 
of mobile technology and the internet industry.

III OBJECTIVES

The study is to find out:

(a)  The general knowledge of using digital 
payment when doing purchasing.

(b)  Customer perception toward digital 
payment, especially the adoption level of 
UPI mode.

(c)  The major concern form customers while 
doing cashless transactions. 

(d)  Thus, in the pursuance of achieving above 
objectives, following hypotheses will be 
tested:

H01: There is no significant difference perceived for 
adoption of digital payment on the basis of income level.

H02: There is no significant difference perceived 
for adoption of digital payment on the basis of 
education level.

IV RESEARCH METHODOLOGY

Sampling Plan

Both primary data and secondary were collected in the 
study, hence factor analysis all depends on primary 
factors. The primary data was collected from 60 
respondents through a well designed questionnaire 
by means of online survey. In order to test above 
hypotheses, dependent variables as well as independent 
variables are included. Five point scale method was 
used for qualitative data collection.

Statistical tool: SPSS 20 was employed for 
coding, editing, transformation and analysis of data.

V DISCUSSION AND INTERPRETATION

Frequency Analysis

Bar Chart 1&2: Frequencies of customer adoption and 
perception.

Frequencies bar chart 1&2 indicate the overall 
spread map of customer adoption level of digital 
payment and the satisfaction level toward cashless 
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transactions. Moderate to always option leads to high 
percentage of adoption level, and neutral to strongly 

agree leads to high positive opinion of digital payment 
mode.

Crosstabs Analysis

Table 3&4: Customer adoption and satisfaction crosstabulation

Frequency of using digital payment * Satisfied with making digital trasaction Crosstabulation

 Count
Strongly disagree Satisfied with making digital trasaction Total

Disagree Neutral Agree Strongly agree
Not at all 1 0 1 0 0 2
Low level 1 4 1 0 0 6

Frequency of using digital payment Moderate 0 3 1 5 0 9
High level 0 0 2 24 7 33
Always 0 0 1 7 2 10

Total 2 7 6 36 9 60

Chi-Square Tests

Value df Asymp.  
Sig. (2- sided)

Pearson Chi-Square 55.871a 16 .000

Likelihood Ratio 47.950 16 .000
Linear-by-Linear  
Association

28.697 1 .000

N of Valid Cases 60

a.  22 cells (88.0%) have expected count less than 5. 
The minimum expected count is .07.

Table 3&4 clearly shows that there is a positive 
relation between adoption level and satisfaction 
responses. In other words, customer perception 
towards digital transaction is mostly positive and 
satisfied with the result and experience. The procedure 
of doing digital transactions stays at fulfilled position. 

We can predict that once a customer has done one time 
of digital transaction, he or she will adopt the life style 
with trust and reliability.

Correlation and ANOVA Analysis

Table 5,6 &7: T Test and One way ANOVA
Paired Samples Correlations

N Correlation Sig.

Pair 1 Education Level &  
Frequency of using  
digital payment

60 .600 .000

Pair 2 Monthly Income &  
Frequency of using  
digital payment

60 .576 .000

Paired Samples Test

Mean Paired Differences

t df Sig. (2- tailed)Std. 
Deviation

Std. Error 
Mean

95% Confidence Interval 
of the Difference

Lower Upper
Pair 1 Education Level 

- Frequency of  
using digital 
payment

-.917 .962 .124 -1.165 -.668 - 7.382 59 .000

Pair 2 Monthly Income 
- Frequency of  
using digital 
payment

- 1.000 .974 .126 -1.252 -.748 - 7.951 59 .000
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ANOVA
Sum of Squares df Mean Square F Sig.

Age Group  Between
Groups 31.113 4 7.778 8.001 .000

Within Groups 53.471 55 .972
Total 84.583 59

Education Level Between
Groups 31.758 4 7.939 9.525 .000

Within Groups 45.842 55 .833
Total 77.600 59
Between
Groups 32.814 4 8.203 13.521 .000

Access to Internet Within Groups 33.370 55 .607
Total 66.183 59
Between Groups 40.750 4 10.188 16.759 .000

Monthly Income
Within Groups 33.433 55 .608
Total 74.183 59
Between Groups 26.984 4 6.746 15.449 .000

Knowledge of UPI mode Within Groups 24.016 55 .437
Total 51.000 59

The result of T Test and One way ANOVA 
computation indicate that there is significant difference 
perceived for adoption of digital payment on the basis 
of income level and education level. Hence we reject 
H01 and H02. It means there is significant difference 
perceived for adoption of digital payment (UPI mode).

CONCLUSION

The study identified that the independent variables 
selected, income level, education level, access to Internet 
have a positive relationship with the dependent variable 
customer adoption and satisfaction. The intensity of 
relation is strong for transaction cost and efficiency 
which shows a positive relationship. The study has 
made an attempt to understand customer perception 
towards digital transaction mode. It also found that age 
factor does not have much impact on the adoption of 
the digital payment but education, income and access to 
Internet. T test and ANOVA computation supported this 
finding as there was signification difference is perceived 
by the respondents on the basis of education level and 
monthly income. In a nut shell, we can understand that 
only the education and income aspect that impact one 
person to have the courage to try a new life style.
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The study hasto investigate the important factor for 
new product development with process of effective 
sales force adoption. Almost there lot of research 
evidence supported for the selling performance  with 
relationship between the sales force adoption, This 
research paper has explored the impact of sales force 
adoption with sales performance as  Independent 
variables are Dimension of sales force adoption are 
commitment, effort, customer orientation, competitor 
orientation, inter-functional coordination with 
mediator  sales force creativity. Data collected from 
the sales person from various industries located 
in Chennai. The study  has tested  with  reliability 
test, t-test, Regression analysis, then the formulated 
hypothesis would support for the sales force adoption 
for improving  sales person success in New product 
success, Thus result of study was with engendering 
successful sales performance  with strong research 
evidence of sales force adoption. Finally result shows 
that dimension of sales force adoption are significant 
relationship between sales performance which 
indicates that commitment, competitor orientation, 
inter- functional coordination has effect on the sales 
performance thus effort, customer orientation has low 
effect on the sales performance. This finding indicate 
that sales person in marketing industry with dimension 
of sales force adoption has micro managing and 
looking over the shoulder.

Keywords: Sales performance, customer orientation, 
inter-functional coordination and sales force adoption

INTRODUCTION

With the advancement of the technology changes. 
Demand for the new product has raised with 
challengingissues for the needful customer in the 
market. The purpose of the study has be focused 
on the adoption of the new product in market with 
mediating effect of the sales force creativity. The 
study has focused on factors behindfor rejecting the 
new products in market by customer. (Rogers, E. M., 

1983and Robertson and T. S. Gatignon, H. 1989)The 
sales force specifically focus on end consumer who are 
very familiar and regular to sales people for buyingtheir 
products. Salespeople  utilises the  promoting 
strategies for   the new products in the market with first 
line customer. Past literature evidence showsthat new 
product are reached to consumer with support of sales 
force involvement to maximum effort.Kosnik and 
Moriarty (1989)has examined the introduction of new 
product in new technology are tend to be high customer 
satisfaction. Which are successful with influence of 
the sales force communication strategies in the market. 
Sales force adoption came out different skills, training, 
field attention  and  positive conversation for launching 
the new product in the market, creativity  influence 
the sales people  to implement  the new product  in 
effective  way in  the market, it is not necessary  for all 
the sales deals  should beuniqueness for new product 
introduction in market. However, organization are 
adopted the sales force with innovative and creative 
culture for implementing the new products with 
influence of the technological changes. Atuaheneand 
Gima (1997)a study has analysed that new products 
in the market are adopted by the sales force with 
intention of increasing the sales performance. Ideally 
current study has made the extensive work in the 
empirical evidence  on the sales force adoption 
with mediating variables like sales force creativity, 
thus  result indicate that there is deep association 
between  the two variable are  adoption and sales 
performance are interconnecting  terms  are stimulus 
- response  behaviour  on customer. Robertson and 
Anderson (1995) caution the contingency approach 
is recommend for the sales force to adopt the new 
product development. It is not necessary that adopting 
sales force would lead to increased performance for 
new product when product in the introduction stage for 
customer adaptability and other marketing condition. 
This study has come out with evidence based concept 
whether adopted sales force is efficient for the new 
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product sales performance or not. Further sales force 
is has an impact on sales performance with mediating 
with sales force adoption in the market. 

The relationship marketing and organization 
productivity has considered to be important factor for 
the salesperson in the marketing. Moreover it has built 
the customer relationship by adding the mutual benefit 
(Boles, Brashear et al (2000));  Relation maintained by 
the buyer and seller with strong communication and 
proximity which lies with uniqueness of proximity 
and dyadic communication  for strong relation 
between  sales person and  customer. Sales person has 
manage the customer with close relation with product 
and service for better performance, which leads to 
develop the special skill like communicating factor 
with influence of the information technology. Sales 
force adoption has facilitate the customer relationship 
as a part of marketing the strategies. This method of 
sales force are involved like a gathering of customer 
information with increase concentration of customer 
service firms (Pullig, Maxham2002). Sales force 
adoption are term which linking customer demand 
and customer satisfaction, it is satisfied by creating 
and delivering the customer value for the efficient and 
efficiency of sales conversation. Utility of sales force 
adoption to understanding the customer demand with 
relationship and communicating value.  Literature 
on sales force adoption is reviewed important factor 
for study. This study fulfils the gap with sales force 
creativity with the sales force adoption factor will 
increase the sales performance.

REVIEW OF LITERATURE

Erik Jan Hultink, Kwaku Atuahene et al (2000) 
examined the effect of new product adoption by the 
sales force to increase the selling performance,  with 
effect of  potential supervisory and marketing factors 
that would moderate this linkage. A review of the results 
points to six potential implications for sales managers 
in managing a new product launch for salespeople 
to sell the new products. These implications must 
be considered as tentative for the exploratory nature 
of the study and limitations of our sample. Findings 
shown that sales force adoption highly supportive to 
sales performance, simultaneously which enhance 
the market volatility are positive effect on sales 
performance, Further analysis found that  sales 
department with training and field attention which are 

not favourable for sales force adoption linkage and sales 
performance linkage. Haya Ajjan(2016) investigates 
usage of social media in the large scale organization 
with sales force involvement in  upper management 
however the study has identified the impact between 
the two variables which is related to organizational 
valuable resource, that integrated the social media into 
their sales operation. Technology has played a major 
role for sales force to adopt the capability development 
during sales process. it is followed the hypothesis:

H1   To investigate sales force adoption 
has positive significant effect on sales 
performance.

H 1.1 To investigate commitment has 
significant effect on sales performance

Atuahene–Gima, (1997) revealed that sales force 
adopted vision and mission of the organization for new 
products. They figure out the extensive field work to 
achieve the target. So far adoption process contribute 
important component to implement the sales process 
from existing products to the new products. Although 
it emphasizes that salesperson conversation has less 
effort for commitment new products. Which developed 
the intermediate effect for sales are involved in the 
commitment. The alternative option to stimulate a 
long term benefit for the new products. The argument 
which  is convenient to the innovation process 
because the commitment are  completely resistance 
to the innovation (Gatignon, H. and Robertson 1989)
and (Rogers, E. M 1983)it followed the strategy like 
push-pull theory which made the innovation process 
into the  psychological factors. The adoption of new 
products for sales force has fixed with the goals and 
values. Adoption of the new products are need of the 
motivational factor its fulfils long terms goals in the 
organization. From the above discussion framed the 
hypothesis.

H 1.2 To Investigate effort has significant 
effect on sales performance

The literature analysis are with strong empirical evidence 
that sales person  effort  has positive relationship the 
sales performance.(Michael and Gima, et al 1997) has 
identified that effort and sales performance among the 
sales force has significant relationship. (Peterson and 
Brown 1989) analysed that hard worker and smarter in 
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form of the behavioural construct. By gathering of data 
for the targeting customer consistently fulfil customer 
satisfaction by providing standard value. Customer 
orientation  are mostly  utilized  by the sales force  to  
build strong the value chain networks  to occupies  
market  and dynamics environment  (Slater,1990). 
The organization adopted the innovative method to 
employees to implement better quality of product and 
service to the customer. with innovation process sales 
force has to adopt the  customer current and future  
demand however it makes sales people to be always  to 
be creative to solve the customer  problems with above 
discussion  study hypotheses that 

H 1.3 To investigate Customer orientation 
has positive significant effect on sales 
performance.

Kevin Zheng Zhou1, James R Brown et al  (2007)
investigated that  that  market orientation and  
competitor orientation has  settle with inappropriate 
evidence   for  environment  roles  for increasing the 
sales performance. Various sales force adoption in 
the market and competitor orientation are different in 
operating the sales process in a different way   in order 
to increase the sales performance.  Sales force has adopt 
the customer orientation and competitor orientation in 
different strategy in the market. Contrary the literature 
evidence support for the strategy by the  customer 
orientation and competitor orientation in the market, 
Further study has  focused on the contingency approach 
on the  boundary condition obtained through  which  
gathering of information for  competitor orientation (  
ketchen and Hult 2001;) when compared to the market 
orientation,   customer orientation performed better 
for customer satisfaction. In competitor orientation 
market are  is  utilised the scarce resource available 
in the market  through which  makes  market  more 
leaner than before  with inappropriate market 
condition, More demanding market are served by the  
strong influence of the customer orientation in the 
market, while  customer orientation  is suitable to the   
favourable environment thus competitor market are  
most appropriate for the  understanding the customer 
more better way. Thus obtains  competitive advantage 
in the market. It confined to the  environment factor 
which  integrate the customer orientation in the globe 
context, However it lead to  the international  arena 
with a lack of validity  with the above discussion 
framed hypothesis 

H 1.4 ToInvestigate Competitor 
orientation has positive significant 
effecton sales performance.

Eva Tomaskova(2018)has examined that inter-function 
coordination  is identified the important motivational 
factor to be considered for the many modern method 
that adopt the changes in the organization, which is  
considered to be the important  contribution for the  
overall mission and vision  for  improving the customer 
satisfaction, and It completely utilised by the inter 
function coordination which integrates  the complete 
employees coordination and customer coordination. 
Although it has positive significance of relationship 
between internal and external environment, which 
focus the customer success with the influence of the 
inter function coordination and It brings all  under 
one roof for  information gathering coordination, 
coordination activities, acquisition, coordination, 
which access to international market. The study has 
concluded that similar strategy has adopted for the  all 
electrical and electronic components in developed and 
developing countries, The information to next research 
area  under the influence of the  inter functional 
coordination formality, strictness, flexibility to be 
sustained in internal and external environment, This 
paper has examined  important paradoxes which can 
develop the attitudes towards the different  for inter 
functional coordination with above discussion framed 
hypothesis 

H 1.5  To Investigate Inter-functional 
coordination has positive  significant 
effect on  sales performance.

Leonidas A. Zampetakis(2014)has investigate the 
relationship between the organizational creativity and 
sales force management, it results that sales team has  
highly supportive to the creativity  on the working 
environment that follows recruiting the right person on 
the right job, with procedure of selecting and training, 
appraisal systems, incentives and bonus systems. The 
study are focused more  on the organization creativity  
to  identify the  functional activities in the  creative 
climate which would relate the  successful future 
in the sales force management in the organization 
with important proposition for the creativity  with 
the sales force management. salespersons  are with  
inappropriate  requirement  towards the sales job 
towards the sales productivity, market share and cash 
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flows are increased when  compared to organization 
which is not supportive tosalesperson organization are 
not encouraging  the creativity.The studyhas found to 
highly supportive to creativity has tend to emerging 
research field.Moreover study has presents a capable 
new dimension for research included the strong 
management literature evidence.

H2   Sales force creativityplays a 
Mediating Role in the Relationship 
Betweensales force adoption and sales 
performance.

Conceptual frame work
Dimension of Sales force adoption

 Commitment 
 
Effort 
 
Customerorientation 
 
Competitororientation 
 
Inter-functional 
Coordination 

 

Sales force 
Creativity 

 

Sales  
Performance 

RESEARCH METHODOLOGY

The research analysis has carried out from the sales 
force employing in Indian made manufacturing  
industries,  samples acquired from various industries 

like  industries,  chemical and plastics, machinery and 
equipment, computer manufacturing  automobile and  
transportation industries etc. The data used for the study 
primary data and simple random sample was used in 
choosing the sample of the study in Chennai, Tamil 
Nadu The respondent are invited to participate in survey 
through by commercial mails, Google forms, Direct 
questionnaire forms to fill the questionnaire, more than 
150 sales employees are participate in the survey and 
119respondent are respond to survey.  For quantitative 
data analysis, the Statistical Package for Social Science 
(SPSS 23.0) is used for data input and analysis. The 
statistics results were presented in below format with 
detailed description. The data have been analysed using 
statistical indexes such as regression, T-test.

THE RELIABILITY TEST

The reliability of data was tested using the Cronbach 
alpha test. Variablesobtained from the test instruments 
are considered to be reliable only whenthey provide 
stable and reliable responses over a repeated analysis. 
The sales force adoption with mediating effect of 
sales performance in different industries among 
sales employees values were found in the range from 
0.77to 0.94( P > 0.01) within acceptable levels for the 
selected samples.

Variables No. of  
items

Cronbach’s  
Alpha

Commitment 4 0.775
Effort 3 0.880
Customer orientation 3 0.776
Competitor orientation 3 0.708
Inter functional coordination 3 0.730
Sales force creativity 3 0.742
Sales performance 3 0.746

Table 2: t-test between gender and Sales force adoption and Sales Performance

Variable Gender N Mean Std. Deviation t -value p-value
Commitment Male 66 2.1197 .81432 2.119 4.981

Female 53 1.8333 .44321 2.376
Effort Male 66 2.2018 1.07321 1.020 4.286

Female 53 2.0119 0.76332 1.081
Customer orientation Male 66 3.9654 0.91341 0.209 0.314

Female 53 3.9315 0.83654 0.201
Competitor orientation Male 66 2.12541 0.85321 0.166 0.356

Female 53 2.09231 0.90445 0.165
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Inter functional 
coordination

Male 66 1.7244 1.72732 -1.344 .004
Female 53 1.89436 1.8963 -1.384

Sales force creativity Male 66 2.0322 2.6459 -0.456 2.568
Female 53 2.1216 2.1198 -0.416

Sales performance Male
Female

66 
53

2.1565
2.4523

2.64756
2.74961

-0413
-0.461

2.036

It is inferred from the above table that there is no 
significant difference between male and female 
on Commitment (5.007), Effort (4.286), Customer 
orientation (.314), Competitor orientation (.004), 
Sales force Creativity (2.568) and Sales performance 
(2.036)there is no significant differences in their mean 
values too.  We can infer that there is no considerable 
difference in their mean scores and none of the p-value 
is significant at 95% confidence level, hence, the 
proposed hypothesis is rejected

Table 3. Regression analysis of Sales Force 
Adoption and Sales performance

Variables Beta T Sig
Commitment 0.179 4.089 0.000
Effort 0.096 2.057 0.041
Customer orientation 0.932 0.912 0.379
Competitor orientation 0.165 1.044 0.000
Inter functional 
coordination

0.032 6.323 0.000

Sales force creativity 0.345 2.623 0.266

From Table(3) the results of the regression analysis 
of Sales Force adoption dimensions are Commitment, 
Effort, Customer orientation, Competitor orientation, 
Inter functional coordination, (as independent variable)  
Sales force creativity asMediator and Sales Performance 
(as dependent variable). R square measures the effects 
of the independent variables on the dependent variable. 
In this case, R² is 83%, In other words, about 83 % of 
the variation of sales performance was explained by the 
four dimensions Sales Force Adoption.

In the regression analysis, the beta coefficients 
could be used to explain the relative importance 
of the four dimensions (independent variables) in 
contributing to the variance in Sales Performance 
(dependent variable). According to Beta value, 
three dimensions of sales force Adoption have a 
significant positive impact on Sales performance. 
Commitment (.179) Competitor orientation(0.165), 
andInter functional coordination, (.0.152) are the 
most important dimensions in contributing to Sales 

performance. The reliability had a great impact on 
sales performance. Nevertheless, Effort and Customer 
orientation are the lowest dimensions contributing 
to Sales performance. This result is consistent with 
Parasuraman et al.’s (2005, p.16) finding that Effort 
and customer orientation is the lowest important 
dimension to service recovery. Looking at these 
results, the first hypothesis (H1.1, H1.4, and H1.5) of 
the study is supported.

Discussion, limitations, and implications

This study concludes that with dimension of the Sales 
force adoption only Commitment and competitor 
orientation and inter-functional coordination supports 
the sales performance for the new product development. 
But it does not support for Effort, Customer orientation 
and sales force creativity.The study has just followed 
the generic management practice to understand the 
relation between the sales force adoption and sales 
performance with mediator  of sales force creativity.
Since the result of study has highly favourable to sales 
force dimension has considered to be noteworthy for 
the sales performance of the new product. But in the 
market to begin with sales force creativity does not 
received the much attention in the study. None less  the 
dimension of sales force adoption has  create creative 
climate  to adopt the  their action on for envisioned  
future. The  study recommending  for future research for 
sales force adoption, by identifying eminent manager 
for  selling experience, achievement  orientation  and 
long term orientation  has necessary characteristic 
with role ambiguity, understanding  market potential  
and competitiveness  for  developing the  sales force 
adoption. Finally study has found that no significant 
difference between high and low sales organization 
creativity groups in terms of sales performance, 
particular in sales growth, sales revenue. With  demands  
from  customer organization has to allocate  a sales 
resource  with  solution  for  customized problems  with  
cash flow and market share.Although  study  considered  
relationship between the sales force development and  
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sales performance are still emerging research field, thus 
Sale management research area has considered to be  
potential avenue  for future research area. 
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ABSTRACT 

Employee Engagement is one of the recent concept 
emerged in the companies all over the world. 
It is where the employees are engaged in their 
work efficiently and contribute successfully to the 
organization. An engaged employee is one who fully 
engages himself into the work for organizations 
success in a positive way like achieving the objectives 
of the organization, increasing the growth rate of the 
organization. It is the enthusiasm and the level of 
satisfaction an employee that engages him to commits 
himself into an organization. At the same time there 
are some people who work in an organization who 
do not voluntarily engage himself in the organization 
but with the compulsion of doing it. This paper 
attempts to study about employee engagement and 
its impacts on organization in IT sectors. This helps 
to know about the concept of employee engagement, 
the factors which contribute to employee engagement 
and the challenges faced by the organization when the 
employees are not engaged properly in their job. The 
data was collected from the employees in IT sectors 
through a structured questionnaire. Both primary and 
secondary data were used to collect data. Statistical 
techniques like ANOVA, Chi-square, and percentage 
analysis were used to find out the results. 

Keywords: Employee Engagement, Impacts, 
Commitment, Organization, Factors 

INTRODUCTION

Employee Engagement is the level at which the 
employees feel comfortable about their jobs and put 
serious efforts to achieve the organizational objectives 
with commitment. It is a concept where there is 
possibility to understand about the organization and 
the employee. More the employee engage himself 
into the organization, more will be the growth of the 
organization and its output. An engaged employee 
shows a positive attitude towards organization where 

as a disengaged employee may not be in a position to 
work efficiently in the organization. 

Employee engagement is considered as important 
because the work done by the employee to the 
organization drives the organization. An engaged 
employee always try to adapt the whole of the 
organizations environment and fit themselves in which 
they are suitable in. This will lead to a better decision 
making. This will help the organization to have a better 
change through their efforts. A committed employee 
may do his work perfectly and also contributes more 
to the organization without being asked. 

The Employee Engagement can be measured 
so that the organization can know how much the 
employee is engaged in and how they are satisfied.  It 
also helps to know them why the employees are not 
engaged towards their work. Therefore the employee 
engagement can be measured using techniques like 
survey, feedback, Relationship with other employees, 
managers, satisfaction, personal growth. 

Employees are engaged not by their own but 
through certain actors. Some of the factors which 
contribute to employee engagement are career 
development opportunities, flexibility in time, 
pay structure, culture, transparency, autonomy, 
communication, Recognition. These factors are 
considered as the major factors which contribute for 
employee engagement. 

On the other hand some of the employees may 
not commit themselves properly to the organization 
due to certain factors like; lack of career growth, 
poor communication, pay, lack of recognition, poor 
leadership, lack of training, excessive workload, lack 
of collaboration. 

Researchers say that there are 10 C’s which 
is important for an employee to be engaged in an 
organization. Connect, Career, Clarity, Contribute, 
Control, collaborate, Convey, Congratulate Credibility 
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and Confidence. With this each and every employee 
can commit themselves in the organization and work 
efficiently for organizations success. 

This paper helps to know about Employee 
Engagement and the Impacts of Employee Engagement 
in an organization especially in IT sectors. 

REVIEW OF LITERATURE

Saks (2006) in his Research paper says that 
organizational commitment differs from engagement. 
It refers to a person’s attitude and commitment towards 
their organization. It could be argued that engagement 
is not an attitude; it is the degree to which an 
individual is committed to their work and absorbed in 
the performance of their role. The focus of Employee 
engagement is one’s formal role performance rather 
than purely extra-role and voluntary behavior.

Robinson (2006), in his research paper, An 
Employee Engagement can be attained through the 
creation of an proper organizational environment where 
positive emotions such as commitment and pride are 
encouraged, which results in better organizational 
performance, lower employee turnover and better health.

Demerouti and Cropanzano (2010), said about 
the effects of burnout on engagement and make a 
recommendation that organizations “try to minimize 
or optimize job demands such that they do not have 
effects on employee health”. This could be done by 
making ergonomic accommodations for tasks that 
are physically demanding or provide an employee a 
variety of tasks that are both demanding as well as 
undemanding. Organizations need to put practices in 
workplace that reduce burnout in addition to focusing 
on engagement.

Bakker, Demerouti and Brummelhuis (2011) In 
their research paper, found that employee engagement 
was a benefit for employee performance but only for 
“highly Honest employees”. The researchers said, this 
is due to the employees with little honesty is likely 
needing more guidance to be motivated to perform well.  

Anitha (2014), in her Research paper, says that 
training and career development are one of the important 
aspects of employee engagement. Training improves job 
performance, which leads the employee to have more 
confidence in their ability, and which directly relates to 
job commitment. The improvement of an employee’s 
career also improves their engagement. 

Hansen, Byrne and Kiersh (2014), they said about 
the relationship between interpersonal leadership and 
engagement and also found that interpersonal leadership 
is associated positively with employee engagement. The 
research also shows that the leaders who exhibit positive 
interpersonal leadership traits provided environments in 
which employees could survive.

STATEMENT OF THE PROBLEM

Employee Engagement plays a major role in any 
Organization. Most of the organization makes 
use of these in order to make them successful in 
achieving their goals. The main problem is, some of 
the employees are engaged in such a way that they 
contribute more on the other hand some employees 
are disengaged in their work due to certain factors 
which make them to give a minimum output which 
reduces the organizations output also. Since Employee 
engagement involves both pros and cons where the 
cons will be a greater risk to the organization. It is also 
necessary for the organization to Measure the level of 
employee engagement so that they can take effective 
steps to make it positive.

Therefore it is important to know the various 
impacts of employee engagement to the organization 
and also to know how to measure employee 
engagement through proper techniques.  

OBJECTIVES OF THE STUDY 

The following are some of the important objectives of 
the study:

1.  To Find out the factors contributing to 
employee engagement 

2.  To know about the Impacts of employee 
engagement  

3.  To find out how the employee engagement is 
measured

SCOPE OF STUDY

This study is mainly focused on the Impacts of 
Employee Engagement towards Organization. It is 
especially focused towards the employee in IT sectors. 
It is mainly focused on the Factors contributing to 
employee engagement and its impacts. This study 
can also be further done towards various industries 
and also can be focused on various other aspects of 
Employee Engagement.  
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LIMITATIONS OF THE STUDY

This Study has got certain limitations of which a few 
have been listed below:

1.  The study is conducted among the employees 
of IT Sectors in Chennai  

2.  Respondents were reluctant to give proper 
information because of security reasons. 

3.  Time Constraints 

4.  Survey is conducted with limited Respondents 

5.  The results and findings were based on the 
responses got from the Employees individual 
opinion.

RESEARCH METHODOLOGY 

Sampling area

The Study is conducted in Chennai from the employees 
in IT sectors

Sampling Technique 

Purposive Sampling is used to choose the employees 
of IT sectors because the paper is focused on the 
impacts of Employee Engagement towards IT sectors. 
Questionnaires were given to 150 Employees out of 
which only 100 were selected which is duly filled and 
it is taken for further analysis. 

Statistical tools

The statistical method which is used for analyzing the 
data is Chi-Square test and ANOVA. 

ANALYSIS AND INTERPRETATION

HYPOTHESIS – I 

H0: There is no association between Age and Factors 
influencing Employee Engagement

H1: There is an association between Age and 
Factors influencing Employee Engagement
Table showing Chi-square Analysis of Respondents 

Age and Factors influencing Employee 
Engagement with Career Development 

Chi-Square Tests

Value df Asymp. Sig. 
(2-sided)

Pearson Chi-
Square 8.543a 3 .036

Since the p value 0.036 is less than 0.05 that is 
at 5% significance level, therefore the Alternative 
hypothesis “There is an association between Age 
and Factors influencing Employee Engagement with 
Career Development” is accepted.
Table showing Chi-square Analysis of Respondents 

Age and Factors influencing Employee 
Engagement with Communication 

Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson 
Chi-Square 9.777a 3 .021

Since the p value 0.021 is less than 0.05 that is 
at 5% significance level, therefore the Alternative 
hypothesis “There is an association between Age 
and Factors influencing Employee Engagement with 
Communication” is accepted.
Table showing Chi-square Analysis of Respondents 

Age and Factors influencing Employee 
Engagement with Pay structure 

Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson  
Chi-Square

1.666a 3 .045

Since the p value 0.045 is less than 0.05 that is 
at 5% significance level, therefore the Alternative 
hypothesis “There is an association between Age and 
Factors influencing Employee Engagement with Pay 
structure” is accepted.
Table showing Chi-square Analysis of Respondents 

Age and Factors influencing Employee 
Engagement with Culture 

Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson Chi-
Square

7.051a 3 .030

Since the p value 0.030 is less than 0.05 that is 
at 5% significance level, therefore the Alternative 
hypothesis “There is an association between Age 
and Factors influencing Employee Engagement with 
Culture” is accepted.
Table showing Chi-square Analysis of Respondents 

Age and Factors influencing Employee 
Engagement with Recognition 

Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson 
Chi-Square

6.603a 3 .016
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Since the p value 0.016 is less than 0.05 that is 
at 5% significance level, therefore the Alternative 
hypothesis “There is an association between Age 
and Factors influencing Employee Engagement with 
Recognition” is accepted.

INTERPRETATION

From the above tables of chi-square, it is found 
that The Hypothesis results show that there is an 
association between Age and Factors influencing 
Employee Engagement. The reason being is that age 

plays a major role in recent days because people of 
different ages may have a different attitude towards 
work. That is the reason where the results of the survey 
reveals that there is an association between Age and 
Factors influencing Employee Engagement.

HYPOTHESIS – II

H0: There is no significant relationship between 
Gender and Impacts of Employee Engagement 
H1: There is a significant relationship between Gender 
and Impacts of Employee Engagement

Table showing ANOVA for Gender and Impacts of Employee Engagement

ANOVA
Sum of Squares df Mean Square F Sig.

High 
Retention

Between Groups .102 1 .102 .406 .526
Within Groups 24.538 98 .250
Total 24.640 99

Higher
Productivity

Between Groups .706 1 .706 3.182 .078
Within Groups 21.734 98 .222
Total 22.440 99

Increased
Profitability

Between Groups .674 1 .674 3.248 .075
Within Groups 20.326 98 .207
Total 21.000 99

Increased
Employee
Loyalty   

Between Groups 1.576 1 1.576 6.886 .010
Within Groups 22.424 98 .229
Total 24.000 99

Achieve
Organization
Objectives

Between Groups 1.298 1 1.298 7.510 .007
Within Groups 16.942 98 .173
Total 18.240 99

INTERPRETATION

From the above ANOVA table, it is clear that the factors 
significant value is more than 0.05, which shows that 
there is no significance. Therefore it is concluded that 
there is no significant relationship between Gender and 
Impacts of Employee Engagement. The reason is that 
gender does not influence in the impacts of employee 
engagement because both contributes equally to the 
organization. In such a case the results shows that 
there is no relationship.

FINDINGS

The following are the findings of this study conducted 
among the Employees:

 ●  70% of the respondents belong to the age 
category of 18-25

 ● 78% of the respondents are Male

 ●  Majority of the respondents Agreed that 
communication, Autonomy and pay structure 
are the factors involved in employee 
engagement 

 ●  82% of the respondents said that Employee 
disengagement is due to poor communication, 
and 74% of the respondents said that 
employee disengagement is due to Lack of 
training 

 ●  70% of the respondents said that the 
employee engagement can be measured 
through suggestion box

 ●  The majority of the impacts through 
Employee Engagement is Achieving the 
organizational Objectives and other impacts 
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are Less absenteeism followed by More 
profitability

 ●  Chi-square analysis reveals that there is 
an association between Age and Factors 
influencing Employee Engagement

 ●  From the ANOVA analysis, it is found 
that there is no significant relationship 
between Gender and Impacts of Employee 
Engagement

SUGGESTIONS 

Some of the suggestions are: 

 ●  The employees in the organization should 
be periodically assessed so that their opinion 
about their job and working conditions can be 
known

 ●  The Employee engagement is dependent on 
the basis of the organization environment. 
Therefore the environment should be in such 
a way that it motivates or makes the employee 
work feel better 

 ●  In case of an employee leaves the organization, 
it is better to have an exit interview so that the 
company can know the reason behind it. So 
that it can be changed and it does not happen 
to any other employees. 

CONCLUSION 

Employee Engagement is much important in an 
organization where most of the organizational 
objectives are achieved. Therefore it is necessary that 
each and every employees working in an organization 
should be clearly assessed and if training needed 
should be provided to the employees. This reflects the 
organization in the positive way. 
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ABSTRACT

Social media marketing is the systematic application of 
marketing, along with other concepts and techniques, 
to achieve specific behavioral goals for a social good. 
Social marketing can be applied to promote merit 
goods, or to make a society avoid demerit goods 
and thus to promote societies well being as a whole. 
For Example, this may include asking people not to 
smoke in public areas, asking them to use seat belts, 
or prompting to make them follow speed limits. At 
the heart of any business are customers and social 
networking represents an opportunity to build even 
more mutually rewarding and candid relationships 
with those customers. But for organizations to realize 
tangible business benefits, they need to find better 
ways to plan, manage, and measure their social 
networking efforts. Social media deals with engaging 
the customers and vendors and maintaining a bridge 
between these two.

With the advent of internet and ongoing changes 
in consumer behavior, last decade has witnessed 
revolutionary growth in e-commerce and e-business 
in India because of significant use of social media 
marketing tools. Increasingly, social media marketing 
is being described as having “two parents” a “social 
parent” = social sciences and social policy, and a 
“marketing parent” = commercial and public sector 
marketing approaches. This report clearly shows that 
social medias is a creative solution for any business 
solutions.

Keywords :- Social media, tools, effectiveness, online 
marketing

I. INTRODUCTION

Social media refers to Internet services where the 
online content is generated by the users of the service. 
Social networking on social media websites involves 

the use of the internet to connect users with their 
friends, family and acquaintances. Social media 
websites are not necessarily about meeting new people 
online, it also provides online marketing services also. 
The most well-known social media platforms are 
Facebook, Youtube, Twitter, Instagram, WhatsApp, 
Pinterest, LinkedIn etc. These websites allow us to 
online marketing services, share photos, videos and 
information, organize events, chat and play online 
games.

Social media marketing is the use of social 
media platforms and websites to promote a product 
or service. Although the terms e-marketing and digital 
marketing are still leading in academia, social 
media marketing is becoming more popular for both 
practitioners and researchers. Most social media 
platforms have built-in data analytics tools, which 
enable companies to track the progress, success, and 
engagement of ad campaigns. Companies address a 
range of stakeholders through social media marketing, 
including current and potential customers, current 
and potential employees, journalists, bloggers, and 
the general public. On a strategic level, social media 
marketing includes the management of a marketing 
campaign, governance, setting the scope (e.g. more 
active or passive use) and the establishment of a firm’s 
desired social media “culture” and “tone.”  Some of 
the best-known examples for social media marketing 
include technology-driven companies such as 
Microsoft, Google, Amazon, Flipkart, Myntra, Uber, 
Zomato etc. In a short span of time, social media has 
become one of the most loved mediums for the Indian 
youths today. Social Media Marketing is the hottest 
new marketing concept and every business owner 
wants to know how social media can generate value 
for their business. Social media has played a very vital 
role in promoting the business and brands through 
online. 
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Examining social media therefore requires us to 
think about how social tools facilitate the production 
and dissemination of information and how they enable 
people to discuss and consume the information. Here 
examine a range of different social media used by the 
companies as marketing tools.

II. MAJOR SOCIAL MEDIA TOOLS FOR 
ONLINE MARKETING

FACEBOOK

Facebook continues to be the reigning champ of social 
media sites, where friends connect and share online. 
More than just a meeting place for friends, Facebook 
has grown into a venue for businesses to market 
themselves through interaction with customers and 
self-promotion. Facebook is a powerful marketing 
tool Irrespective of level of business, whether MNC 
or local business, it’s a great space to keep customers 
informed, develop brand identity, and broaden your 
reach.

TWITTER

Twitter is a powerful social networking tool and 
search engine in which anyone can typically find the 
latest information about virtually any topic. This also 
includes updates from the companies and business 
units. It is a powerful marketing tool because:-

1.  It allows the companies to share and promote 
branded content in seconds.

2. It expands the reach of the people.

3.  It allows the companies to provide quick 
customer service and support.

4.  It works as a search engine tool for the 
businesses to search for the competitors and 
their marketing content to see which tactics 
they’re using.

5.  It can be used as a search engine tool 
for prospects to find and learn about the 
companies.

6.  It allows the companies to converse with 
followers, share the latest updates about the 
company, and address the audience. 

INSTAGRAM

Instagram is one of the fastest growing social 
networks, especially in the younger audiences, so it 
demands attention by consumer marketers. Instagram 

marketing is the way that brands use Instagram to 
connect with their target audiences and market their 
offerings. Recently, it’s gained popularity as an 
exciting method for brands to show off their cultures, 
recruit new employees, engage with customers, and 
show off products in a new light. The main benefits of 
Instagram marketing are:-

1. Showcase the products or services

2. Build the community

3. Increase awareness of the brand

4. Showcase the company culture and values

5. Advertise to potential customers

6. Increase brand loyalty

7. Share company news and updates

WHATSAPP

In today’s Digital World, Marketing is directly 
proportional to the adoption of new technology by the 
masses. WhatsApp is a world known social media. It is 
now incorporates more than 1.2 Billion Monthly users 
and has become essential for the masses to fulfill their 
regular messaging needs. There is the significance of 
power of the application of online marketing with a 
tool like WhatsApp arises. The reason why businesses 
should incorporate top WhatsApp Marketing 
Campaign Strategy in their marketing campaigns is its 
power, interactive nature, great convenience, personal 
touch and effective applicability.        

As WhatsApp does not provide sell ad space or 
any business-specific features, it is why very important 
to be innovative, engaging and interesting in your 
WhatsApp marketing Approach. These are some of 
important strategies for WhatsApp marketing:

1.  Create an Engaging Brand Persona for 
WhatsApp to chat with users and build buzz

2.  Offer one-on-one help to inspire new uses for 
a product

3.  Offer Great Value to build a phone database, 
plus, be Interactive and engaging

4.  Offer discreet advice and service to high-
value customers

5.  Encourage user opt-in and Provide simple 
and clear instructions

6. Offer Always On Relevant Content for Free

7. Deliver Speedy Customer Service

8. Ensure Consumer Research
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PINTEREST

While Pinterest originally was known for being the 
go-to site for finding recipes and home decor ideas, 
there is so much more to it than that. In fact, Pinterest 
has made a name as a visual search engine, housing 
tons of photos, graphics, links and inspiration for 
nearly anything you might want to find. This means 
it’s a goldmine social media platform for businesses 
with a visual aspect to their business, whether it’s 
photography or original graphics. In fact, 55% of 
users are specifically on the platform to find photos of 
new products and the platform is extremely powerful 
when it comes to driving website traffic.

With 200 million monthly users, Pinterest may 
not be a social media behemoth like Facebook, but 
it’s an important social platform with deep penetration 
in valuable demographics. According to the result of a 
global study in online marketing using Pinterest, More 
than two-thirds of Pinners say they’ve discovered a 
new brand or product on Pinterest, and a whopping 93 
percent of Pinners (yes, that’s almost all of them) use the 
network to plan purchases. And it’s not just planning. 
Half of Pinners have actually made a purchase after 
seeing a Promoted Pin, and two-thirds look at saved 
Pins while out shopping in brick-and-mortar stores.

LINKEDIN 

LinkedIn is the most professional of the social media 
networking websites. It is used by over 135 million 
professionals worldwide, and is a great tool for making 
business to business connections. Unfortunately, 
many companies underestimate its digital marketing 
power; but because of its wide use in the professional 
world, LinkedIn should be a big part of any marketing 
strategy. There are few important strategies that can be 
applied for the online marketing using LinkedIn:-

1. Update your LinkedIn profile to get more followers

a. Add Blog

b. Share Presentation

c. Post Events

d. Tweet More

e. Upload Portfolio

2. Utilize community features to increase visibility

a. Groups

b. Answers

c. Company Pages

3. Use LinkedIn to market a business

a. Reach out to prospective clients

b. Find employees

c. Run advertisements

d. Analyze analytics.

IV EFFECTIVENESS OF SOCIAL MEDIA 
ONLINE MARKETING

Most businesses are careful about what type of 
marketing strategies they invest in. When it comes 
to marketing budget, it’s important that you spend 
it wisely to get the most for your money. Marketing 
through social media is one of the most versatile and 
cost-effective strategies that all businesses can use to 
reach their target audience and boost sales over time. 
That’s why 97% of marketers are using social media 
to reach their audiences. These are dominant reasons 
for which in this current global business marketing 
strategy online marketing through social media is very 
vital:

1. Your customers are on social media.
One of the best reasons for your business to be 
marketing through social media is that your customers 
are spending time on these channels. With so many 
consumers using social media every day, this 
presents a great opportunity for businesses who 
want to reach their online audience. Connecting 
with your target audience can be easy if you are 
active on the channels that they use most often. In 
other words, don’t make your audience come to 
you – go to your audience.

2.  Marketing through social media can help 
increase brand recognition.

Another benefit of marketing through social media is 
that it helps you improve visibility, and thus increase 
recognition for your brand. Your business social media 
profiles present new opportunities to share your content 
and really present your brand’s voice and personality. 
By posting compelling content that adds value for 
your target audience, you are making your brand both 
more accessible and familiar for new leads and current 
customers. Let’s say that a new lead stumbles upon 
your brand on social media. They may not have heard 
of your company before, but through your social media 
content, they are able to learn more about your brand 
and the value that you provide. Also after seeing your 
social media content on multiple networks, existing 
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customers are able to become better acquainted with 
your business, which may increase their interest in a 
repeat purchase.

3.  Marketing through social media increases 
your inbound traffic.

Your social media profiles provide yet another way 
to get more inbound traffic to your website. This 
makes marketing through social media an excellent 
strategy to complement your search engine optimization 
efforts. Each piece of content that you post to your 
social media profiles is another opportunity to bring 
new visitors to your site. Once the visitor gets to your 
site, you will have the opportunity to convert.

In order to get the most inbound traffic possible, 
it’s important that you consistently publish content that 
is engaging and adds value for your target audience. 
The more quality content that you post on your social 
media channels, the more opportunities you have 
to engage new leads and direct them back to your 
website. If your website is optimized for conversions 
than it will only be a matter of time before these new 
leads convert into customers.

4.  Marketing through social media is cost 
effective.

One of the greatest benefits of marketing through social 
media is that it helps you cut marketing costs without 
sacrificing results. Most of the social media results will 
come from investing time in creating and publishing 
content as well as having conversations with your fans 
and followers. The good news is that even just a few 
hours a week can have significant results. 

Even if we decide to make social media advertising 
a significant part of your social media strategy, you will 
still find that social media marketing is cost effective. 
Depending on your goals and the scope of your 
campaign, it is relatively inexpensive to run paid ads 
on social media channels like Facebook and Twitter. 
No matter how small your budget is, you are still able 
to make an impact on these channels to reach and 
convert new leads.

5.  Social media marketing may help improve 
your search engine rankings.

There’s a good chance that you’re already focused 
on improving your search engine optimization. The 
interesting fact is that search engines may be using 
your social media presence as a factor in their rankings. 
Successful brands tend to have a healthy social media 

presence, so a strong social media presence may act as 
a signal to search engines that your brand is valuable, 
credible, and trustworthy. Though the ranking factors 
are always changing, it’s a safe bet that active social 
media channels will end up helping you in the end.

Not only could your social media presence impact 
your search engine rankings, but it’s important to note 
that your social media profiles will most likely show 
up on the first page of Google when consumers are 
looking for your brand. If the consumer clicks on 
your social profiles and finds that they are outdated or 
not engaging, they may decide to take their business 
elsewhere. That’s why it’s important to not only 
consistently publish compelling content on your social 
media channels, but also check your profile information 
periodically and make changes and updates as needed.

5.  Marketing on social media leads to higher 
conversion rates.

According to some study, social media has a 100% 
higher lead-to-close rate than outbound marketing 
tactics. That could be because every post you make 
and each interaction you have on your social media 
channels is an opportunity to convert an interested lead 
into a happy customer.By building a report with your 
leads and customers and posting valuable content on a 
consistent basis, your brand can work to improve trust 
and credibility, which leads to more conversions.

The most significant element of social media that 
results in more conversions is the ability to bring a more 
human component to your brand messaging. Since 
social media is a place for consumers to socialize and 
network, brands are able to show the human side of 
their brand through light, often conversational content 
that allows each company to show their personality, 
humor, and warmth.

REVIEW OF LITERATURE

In today’s technology driven world, social networking 
sites have become an avenue where retailers can 
extend their marketing campaigns to a wider range 
of consumers. Kaplan and Haenlein (2010, 61) define 
social media as “a group of Internet based applications 
that build on the ideological and technological 
foundations of Web 2.0, and allow the creation and 
exchange of user generated content’’. Chi (2011, 
46) defines social media marketing as a “connection 
between brands and consumers, [while] offering 
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a personal channel and currency for user centered 
networking and social interaction.” The tools and 
approaches for communicating with customers have 
changed greatly with the emergence of social media; 
therefore, businesses must learn how to use social 
media in a way that is consistent with their business plan 
(Mangold and Faulds 2099). This is especially true for 
companies striving to gain a competitive advantage. 
This review examines current literature that focuses 
on a retailer’s development and use of social media 
as an extension of their marketing strategy. A main 
topic being studied involving effectivenss of social 
media as a marketing tool . “VBC can be described as 
aggregations of consumers that occur on the internet 
because of their interest in some brand or product” 
(Muniz and O’Guinn as cited in Georgi and Mink 
2012, 3). Specifically, a brand community is a group 
of people who share the same interest in a particular 
brand or product (Casaló, Favián and Guinalíu 2008). 
The study made by Bhagwat and Goutam (2013) is in 
line with the study done by Jati and Mohanty (2012) 
where they assert the need for social networking sites 
in a business. They highlight that social technology is 
connecting people in ways to share information and 
other things to each other. From their study they found 
Facebook to be the leading Social media networking 
site. They have also provided with statistical data 
which shows that social media sites are growing and 
providing facilities to both business organizations and 
the people. Their reputation in short time is in lieu of 
their requirement in society for communication and 
also for business as well. 2. Likewise, Kumar and 
Singh (2013) makes the case that how social media 
as a marketing communication tool helps in building 
brand equity and customer relationship. In their study 
they have examined the strategy “Live the moment” 
used in social media campaign by Maruti Suzuki for 
its Ritz car to creating awareness and preference for 
its car. They found that using social media strategy 
used became a most successful campaign by the 
company and was capable of building a strong brand 
and strengthen its customer relationship through 
social media network. This tool not only stimulated 
the interest among its online fans community it also 
increased the awareness of other stakeholders. They 
also found that social media browsing has influenced 
the youths purchasing behaviour through three factors, 
viz., important channel for communication, enhanced 
product and brand choice and spending power.

VI AIMS AND OBJECTIVES OF THE 
STUDY

This study is to find out:-

1.  How businesses can seize the moment of 
using social media networks to create brand 
image in online marketing.

2.  The general knowledge of using social media 
as online marketing tool.

3.  Depth of effectiveness of social media in the 
field of online marketing.

4.  How social media can be useful for small 
businesses and new business startups.

VII LIMITATIONS OF THE STUDY

The main limitation faced during this study was 
related to sample size, because of less number of total 
populations. Therefore the findings can’t be generalized 
to include all the companies to use social medias and 
can’t collect relevant data from the population because 
sample size is too small.

VIII RESEARCH PROBLEM
The research problem mainly focuses on the study are:-

1.  Is there any significant impact of Facebook 
social media as a marketing channel on 
consumer’s purchasing decisions of home 
appliances sector? 

2.  Is there any significant impact of Twitter 
social media as a marketing channel on 
consumer’s purchasing decisions of home 
appliances sector? 

3.  Is there any significant impact of YouTube 
social media as a marketing channel on 
consumer’s purchasing decisions of home 
appliances sector? 

4.  What is the major channel of social media 
has a significant impact on consumer’s 
purchasing decisions? 

5.  How effective is social medias is used as a 
marketing tool by the companies?

IX RESEARCH METHODOLGY

Both primary and secondary datas were included in 
the study. The primary data were collected from 40 
respondents through a well designed questionnaire 
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through online survey. Dependent variables and 
independent variables are also included in this study 
for testing the hypothesis. This study is designed to 
follow the process shown in below figure:

X DATA ANALYSIS AND 
INTERPRETATION

Frequency distribution test has been used for studying 
effectiveness of social medias as tool for marketing. 
In order to collect data about “effectiveness of social 
medias as marketing tool” 100 questionnaires were 
distributed to the people. The responses are tabulated, 
analyzed and explained below:

● Gender
Particulars No of Respondents
Men 20
Women 30
Total 50

Table 1 shows that out of 50 respondents 20 
of them are male and remaining 30 are women 
respondents.
● of respondents

Particulars No of respondents
18-25 yrs 20
26-35 yrs 10
36-45 yrs 10
45-55 yrs 10
Total 50

Table 2 shows that out of 50 respondents the 
highest number of response from the respondents is 
18-25 year old.
● Mostly used social media
Particulars No of respondents Percentage
Facebook 15 35
Whatsapp 7 10
Instagram 10 30
Twitter 6 8
LinkedIn 6 7
Pinterest 6 10
Total 50 100

Table 3 shows that highest people 35% are using 
facebook and only 7% are using LinkedIn to interact 
with people.
● Purpose of using social media platform

Particulars No of  
respondents Percentage

Connecting with friends 20 40
Playing games 20 40
Exchanging views 
about product or service 10 10

Other activities 10 10
Total 50 100

Table 4 depicts that the respondents is using 
social medias for connecting with friends and playing 
games (40%) and less number of respondents is using 
social medias for exchanging views about products or 
services and for other activities is 10% each.
● Time spent on social medias per day

Particulars No of 
respondents Percentage

More than three hours 20 40
Two or three hours 15 30
Less than one hour 5 10
One hour to two hours 10 20
Total 50 100

Table 5 mentions that out of 50 respondents 40% 
of them using social medias for more than 3 hours per 
day and only 5% of the respondents are using social 
medias for less than one hour.

•  Motivation for following a brand

Particulars No of  
respondents Percentage

Brand Invitation 15 40
Friends Invitation 5 10
Personal Approach 20 20
Loyalty towards the brand 10 30
Total 50 100
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The above table shows the respondents motivation 
for following a brand or joining a brand page. It shows 
that out of 50 respondents 20% of them are motivated 
to following a brand is by their personal approach and 
only 5% of them are motivated by friend’s invitation.

XI CONCLUSION

The study is mainly focuses on the effectiveness of using 
social medias as a marketing tool by the companies for 
promoting the business and brand awareness.  From this 
study it shows how social media is slowly becoming 
an important marketing tool which offers companies 
opportunity to engage with their markets and to learn 
about customers’ needs and wants. Even though social 
medias are becoming popular and effective marketing 
tools, Social network sites can pose a threat as well as 
an opportunity to companies as they can rapidly spread 
the views of dissatisfied customers comments. Social 
networks and the Web offer small and large companies 
new and unique opportunities to engage with their 
customer and learn about customers needs in real time 
like never before. Social media alone cannot be effective 
without augmenting it with other traditional media 
channels like radio, newspaper, or TV even though it is 
widely reported that the effectiveness of traditional media 
and their use is sharply falling. The study shows how 
social media has become an important tool for marketing 
and creating brand awareness. In fact it is foreseen that 
in the near future there will be a paradigm shift from 
traditional advertising to social media platforms. It is 
agreeable that though social media is effective it cannot 
be used on its own without augmenting it with the 
traditional forms of advertising. This is a very interesting 
study and even though it is not fully researched. 
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QUESTIONNAIRE

1. Gender: -  Male   Female  
2.  Age of respondents: - 18-25yrs   26-35yrs   

  36-45yrs   46-55yrs  
3.  Social Media Using: -  Facebook   

WhatsApp   Instagram   Twitter      
LinkedIn   Pinterest  

4.  Motivation behind following a brand or 
joining brand page: - Brand Invitation  
Friend’s Invitation   Personal approach  

  Loyalty towards the brand 

5.  Time spent on social networking sites per 
day: - More than 3 hours   Two or three 
hours   Less than one hour   One hour 
to two hour 

6.  Purpose for using social media platform: - 
Connecting with friends   Playing contests/
Games   Exchanging views about product 
and service   Other activities  

7.  Considerations of  social networks in buying 
decision : - Always   Most often   Rarely      
Never   

8.  Which is the most effective social networking 
site for online marketing: - Facebook        
Whatsapp   Instagram   Twitter   
LinkedIn   Pinterest   

9.  Do you follow your favorite brands on social 
medias : - Yes   No   

10.  Do you think the relative cost is much lesser 
as compared with traditional ads: - Yes   
No   Depends 
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ABSTRACT 

Banking systems are reliable on paper works and 
outworn operations. In the same way banks are 
not upgraded system with reliable and trustworthy 
technology for the transaction process that could 
leads to scalability, frauds, some security and 
technical issues. Banks cannot operate independent 
self sufficient entities as many transactions are made 
through intermediaries. Furthermore the money which 
is transferred on international scale takes up to 5 days 
with entailing risks to reach the another transaction. 
Thus the world is going on to digital technology and 
the economic activity has been picking up in coming 
days the banks are constantly emerging their system 
with aid of latest technology in sequence to secure 
the markets. So the block chain technology is much 
needed and provides reliable access, makes small 
transfers feasible along with the aid of lower fee in 
order to prevent their place in the ecosystem. The study 
focuses on Trends, Usage of Block Chain Techniques 
and Challenges in adopting block chain technology by 
using trend analysis and Garett ranking method for the 
period of five years from 2015-2019. The result of the 
study also recommends the bank has to improve their 
marketing campaigns to increase the awareness level 
of adoption of block chain technology. Thus the study 
concluded banks such as BOA, RBS and Standard 
Chartered banks has to overcome the challenges and 
secure the data from the hackers to enrich the better 
customer oriented activities by predicting the future 
prospects. 

1.1 INTRODUCTION 

Financing defensible development and fortify a resilient 
financial system are the major challenges in today’s 
scenario. As number of barriers limit for mobilizing 
finance, different sectors are initially promoting 
FinTech application which is chiefly used by financial 
institutions for their back end of their business activity. 

To enlarge those activities, they extend their financial 
services including mobile payments, money transfers, 
fundraising and asset management.  Extrusive among 
FinTech are block chain technology. The technology 
depicted the change in different industry, but the 
one sector that is preeminent the way of exploring 
is in the banking sector. The banking sector helps to 
decentralize, transparency, immutability and enable 
the banks to process payments and transactions more 
quickly by reducing the processing costs. This makes 
the global financial system as one of the most popular 
in banking and benefited for the customers as well. 
Operating on highly dependent networks, the banks 
are prone to errors and frauds by crippling money 
management system. According to the Global FinTech 
report 2017, 77% FinTech are expected to adopt 
block chain technology as part of production system 
by 2020. Block Chain is a technology which helps to 
potentially solve problems and possess all the attractive 
characteristics needed by reliable technology. It is high 
level security system for exchanging data, money and 
the information. It promises in demand solutions for the 
banking sector. Bank of America, Standard Chartered 
bank, Royal bank of Scotland, HSBC and Deutsche 
bank has filed patent document for implementation of 
block chain from 2019 for securing records as well as 
authenticating business progress. 

1.2 STATEMENT OF THE PROBLEM

In the present scenario the banking systems are reliable 
on paper works and outworn operations. In the same 
way banks are not upgraded system with reliable and 
trustworthy technology for the transaction process that 
could leads to scalability, frauds, some security and 
technical issues. Banks cannot operate independent 
self sufficient entities as many transactions are made 
through intermediaries. Furthermore the money which 
is transferred on international scale takes up to 5 days 
with entailing risks to reach the another transaction. 
Thus the world is going on to digital technology and 
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the economic activity has been picking up in coming 
days the banks are constantly emerging their system 
with aid of latest technology in sequence to secure the 
markets. So the block chain technology is much needed 
and provides reliable access, makes small transfers 
feasible along with the aid of lower fee in order to 
prevent their place in the ecosystem. As many studies 
have kept an eye on Block chain technology, But the 
present study tends to sketch the Revolutionizing of 
Block Chain Technologies for mobilizing sustainable 
Development in Indian Banking sector. The study also 
examines the challenges in adopting block chain in 
Indian Banking sector. 

1.3 OBJECTIVES OF THE STUDY

1.  To study the trends of block chain technology 
in banking sector.

2.  To depicts the usage of block chain technology 
in banks.

3.  To examine the challenges in adopting the 
block chain technology in banking sector. 

1.4 HYPOTHESIS OF THE STUDY

H01 : There is no significant difference in usage of block 
chain technology in banks. 

1.5 SIGNIFICANCE OF THE STUDY 

Digital finance on block chain technology plays a 
significant role in the changing economy. The primary 
goal of block chain technology is provide open source 
and trusted platforms which transmit data and value by 
reducing the cost processes and services by generating 
new revenue streams. Over the last decade, the internet 
has had a major impact by transforming the way of 
individuals, business and societies into digitalization. 
Lot of banks are facing challenges in adoption of block 
chain technology as it is powerful enabled bit coins, 
and open access to many virtual currencies. Therefore, 
there is a necessity to study the Growth of Block chain 
technology in Indian banks and also the challenges for 
adopting the technology. Some of the researchers have 
gone through the block chain adoption with regards 
to several industries. But the present study has the 
individuality to evaluate the usage and challenges of 
adopting block chain technologies. Hence an attempt 
has been made to study the Revolutionizing of Block 
Chain Technologies for mobilizing sustainable 

Development in Indian Banking sector. 

1.6 SCOPE OF THE STUDY

The study aims to reveal the usage and challenges in 
adopting block chain technology in banking sector. 
The trends of the block chain technology of the banks 
are evaluated by using trend analysis and forecasting 
the banks performance by 2025. The usage of the 
banks is examined by using Garett Ranking and the 
challenges of block chain has assumed as a theoretical 
framework for the study. 

1.7 METHODOLOGY

Period of the study

The present study covers a period of five years from 
2015-2019 and the forecasting study covers a period 
for another five years from 2019-2024 by using trend 
analysis. 

Sampling Design

The researcher has selected samples of those banks 
for the past five years from 2015-2019. The banks are 
Bank of America, Standard Chartered bank, Royal 
bank of Scotland, HSBC and Deutsche bank. 

Sources of Data

The study is based on secondary data. The data 
collected from American banker and block chain 
development management of the select banks and 
Business statistics.

Tools and Techniques

Trend analysis was used to analyze the trend of block 
chain technology in banks. Garett raking has used 
to find out the usage of block chain technology. The 
variables used for usage of block chain technology was 
international money transfers, securities clearing and 
settlement, KYC and AML, Flat currency payments and 
settlement, creating transparency, Decentralized   notary, 
fraud deterrent, asset registries, security issuance and 
transfer. Challenges in adopting block chain technology 
were analyzed by theoretical framework. 
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1.8 ANALYSIS AND INTERPRETATION
Table 1 Trends of Block chain technology for the period of 2015-2019 and forecasting period for 2020-2023

(Rs in Crores)
Present trends of Block Chain Forecasting trends of Block Chain

Banks 2015 2016 2017 2018 2019 2020 2021 2022 2023
Bank of America 9855 104253 117892 102354 103127 122475 120074 131458 144758
Royal of Scotland 114789 204781 214175 295471 3224478 240149 147987 131458 224157
Standard Chartered 335486 514583 481254 221458 452147 488303 547214 347156 470210
HSBC bank 97485 114782 101147 136987 210478 341894 311289 397468 410352
Deutsche bank 166571 294631 410147 463257 510784 545547 624704 706548 478994
Source: Computed and Compiled from www.Americanbanker.com 

The table 1 reveals that trends of block chain 
technology for the period of 2015 to 2019 for the 
select banks. The forecasting period has been analyzed 
from 2020 to 2023. The trend lines are increasing in 
HSBC bank and Deutsche bank. Thus the progress 
of the banks has kept on developing a year after year. 

Similarly other banks such as Bank of America, Royal 
Bank of Scotland and Standard Chartered bank are 
showing fluctuating trend as the forecasting trend 
has been increased from Rs.341894 to Rs.410352 in 
HSBC bank whereas rest of the banks are showing the 
variation in forecasting trend period of the banks. 

Figure 1 TRENDS OF BLOCK CHAIN TECHNOLOGY

Table 2 usage of Block Chain techniques in banks for the period of 2015-2019

(in %)
Usage of Block Chain Technology in banks BOA RBS SC HSBC Deutsche bank Rank based on usage
International Money transfer 88 82 91 81 83 5
Securities clearing and settlement 74 55 54 42 71 7
KYC and AML 57 49 63 67 72 8
Flat currency payments and settlement 91 84 86 88 80 6
Transparency 100 82 100 100 92 1
Decentralized Notary 82 100 87 89 91 4
Fraud deterrent 70 100 100 86 81 3
Asset registries 44 55 48 62 67 9
Security issuance and Transfer 100 100 100 97 94 2
Ranking based on banks 4 5 3 1 2
Source: Computed and Compiled from www.Americanbanker.com 
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The table 2 depicts the usage of block chain 
techniques in select banks for the study period. 
The ranks has been categorized based on usage 
of techniques and based on banks performance. 
Transparency has ranked 1st and security issuance 
and Transfer has ranked 2nd and finally Asset 

registries has ranked 9th rank. On accord of Standard 
Chartered has ranked 1st and Deutsche bank has 5th 
rank during the study. Thus all other banks such as 
Bank of America, RBS and HSBC banks level of 
usage of block chain techniques is less as compared 
to other banks.

Figure 2 Usage of Block Chain Technology

1.9 CHALLENGES OF ADOPTING 
BLOCK CHAIN TECHNOLOGY 

Block Chain has its own advantages in terms of 
adoption, but there are some problems addressed for 
banks to grow forward with block chain. Challenges in 
adopting Block chain is a platform to develop and but 
it is difficult to use in the banks. There are some of the 
reasons quoted below are:

Interoperability

The block chain technology is not leap by rules and 
regulations but it helps in increasing the needs for 
interoperability among the large industrial sectors like 
banks, however technology needs compatibility with 
different systems. The integration of existing block 
chain system is a very big challenge now days and the 
processes cannot entirely neglected by the banks. If the 
block chain allows multiple systems to work together 
then the operations become smoothly and feasible to 
achieve the target.  

Privacy 

Banks are the entities that are trusted by people for 
storing funds and transfers the funds from one to 
other. In the presence of block chain takes place, 
it is important to make certain that data stored on 
block chain is kept secure and would not pannier the 
identity of any individual. As the transaction took 
place in public block chain are publicly available 
whereas private block chain helps to explore the 
potential data with the resolution of issues like 
interoperability. 

Encryption

Private keys are the important elements of block 
chain and play a significant role in securing data from 
an individual. Furthermore, a private key are helps 
in generating misplace or lost , there’s no way to 
get it back and it is used to store data, compromised 
loopholes in the network and helps to predict the 
susceptible to hacker attacks.
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Security 

The block chain network is secure and embedded with 
cryptography techniques. It is complex and hack any 
kind of security breach of network and require high 
amount of computational power to secure any hack. 
When block Chain network is applied to any banking 
institution, it can be secure with multiple protocols 
and capable enough to restrict participating authorities 
to take control of network to access permission to 
the server. Depending on the requirements, the block 
Chain involved in banking could be permission less 
in order to save the overall network from malicious 
insiders and cyber hackers. 

Scalability

Growth of existing databases is undeniable. The number 
of entries will keep on increasing as the number of people 
will continue to grow too. This poses a big challenge 
to the application of blockchain technology network. 
The network created through a blockchain should be 
able to handle the growing traffic while maintaining the 
speed of accessibility for the network participants. If the 
blockchain technology is applied to the current banking 
systems and institutions, it has to ensure the capacity of 
handling large volumes of data too.

Energy Consumption

Most of the current successfully running Block 
Chain networks run on the concept of proof-of-
work mechanism in which the network participants 
are rewarded based on how quickly they solve the 
equation to add a new block to the network. While this 
keeps the network working smoothly, it also increases 
the consumption of energy in enormous amounts in the 
form of computational work. This kind of computing 
power leaves massive carbon footprints which affect 
the environment. Before adopting Block chain in an 
industry like banking, this issue needs to be resolved 
through alternate rewarding mechanisms.

Legal Regulations

Block chain is applied in the banking sector; the need 
for international and national regulations around it 
will become mandatory. Currently, crypto currencies, 
the most popular application of block Chain, do not 
have any regulations around them which make them 
susceptible to both profits and losses. However, if and 
when block Chain finds its place in the banking or 

finance sector, the regulations need to be in place so 
as to avoid chaos among people in case of any losses.

1.10 SUGGESTIONS

1.  Bank of America, Standard Chartered bank 
and Royal bank of Scotland has to initiate 
block chain more to give open source access 
and trusted customer platform that securely 
transmit data and easy to processing payments.

2.  Bank of America and RBS banks have 
to increase the benefits of utilization of 
transparency, security, KYC and AML norms 
to boost the robust structure of block chain 
technology.

3.  The banks has to develop the smart contracts 
for self automated interference of external 
parties, hire better people to give the strong 
foundational base to the customers, fastest 
and cheapest payments, improve marketing 
campaigns. 

1.10 CONCLUSION

As block chain technology pays a predominant role 
in today banking sector. It is type of technology that 
records transactions to digital ledger where they cannot 
be changed or altered. A number of applications are 
built on the block chain and the application provides 
wide variety of solutions to improve the business 
activity. Though the application spreads wide there is 
a problem in adopting the technology. However the 
result of the study also recommends the bank has to 
improve their marketing campaigns to increase the 
awareness level of adoption of block chain technology. 
Thus the study concluded banks such as BOA, RBS 
and Standard Chartered banks has to overcome the 
challenges and secure the data from the hackers to 
enrich the better customer oriented activities. This help 
to increase the market in long run for precise valuation 
of banks by predicting the future prospects. 
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ABSTRACT

The aim of this study is to spread the knowledge 
about digitalization of auditing in the Auditors 
Profession. Digital audit is one of the easy ways to 
report the auditing. In previous period, the auditors 
are follows manual reports and filing. Now a day 
the auditors are following digitalization method, 
the software is available for the purpose of digital 
auditing and reporting.There will be an inbuilt 
format is displayed to proceed the audit report. 
The digitalization is very low level in auditing and 
reporting. It is one of the tool has used fordigitalize 
in auditing i.e. Computer Assisted Audit Techniques 
(CAATs) and Block Chain Technology. It is a digital 
ledger created to capture transactions conducted 
among various parties in a network.The study 
concludes these are the software tools used for 
digitalization in auditing and reporting. 

Keywords: Digitalization, Auditing, Reporting, Tools 
and Auditor Profession.

INTRODUCTION

Digitalization of society is taking place on a global scale 
and may currently be the strongest force of change in 
society. This change is forming organizations that will 
work in the future. Digitalization is the use of digital 
technologies to change a business model and provide 
new revenue and value-producing opportunities; it is 
the process of moving to a digital business.Digital 
audits are one of the most misunderstood agency 
service offerings, as well as one of the most abused. 
Some agencies offer a “free website audit” as a 
sales promotion to catch organizations that haven’t 
already spent thousands of cash performing their 
own audits in-house. True digital audit reports go 
far beyond the automated email you get after 
entering your website’s URL on some slick landing 
page. They are detailed and extremely personalized 
to organization’s industry, history, and goals.

Digital Accessibility

Any digital audit should cover how you can help 
to remove the barriers that people with disabilities 
face when browsing content on your websites or social 
media. This is especially important for companies in 
many industries where digital accessibility compliance 
is federally mandated.However, all companies should 
be thinking about Web Accessibility. For one, digitally 
accessible websites reach the broadest possible audience, 
rather than excluding 20% of the population. Reaching 
a wider audience means more potential customers.

Web accessibility can also improve your SEO by 
growing organic web traffic to your site. This happens 
because marking up your code for web accessibility 
makes your web pages more search-engine friendly 
(and voice-search friendly), which boosts your 
rankings in organic search results so that your website 
appears at the top of search engine results pages 
(SERPs) for important keywords you are targeting.

Internal Use of Digital

Some companies not only want recommendations 
for improving their external use of digital (public-
facing websites, inbound marketing, etc.), but they 
also want recommendations for how employees 
and internal staff use digital. Agencies can look at 
intranets, communication tools, and team software, 
and provide feedback on areas to improve efficiency 
or communication.

How to Prepare for Digital Audits

If an organization has decided to perform a digital 
audit, these tasks will help to prepare ahead of time to 
ensure the auditing process goes smoothly: 

1.  Set expectations for digital audit report. 
Do you want a simple analysis of your 
current digital marketing landscape or are you 
looking for a strategic path to move forward. 
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2.  Gather as many old marketing reports 
as possible. Your auditing agency is going 
to want to look at these reports to evaluate 
and determine what has worked and what 
hasn’t. Additionally, gather any internal 
marketing plans you think will be useful to 
the auditing agency.

3.  Work with IT so that granting access 
to digital accounts doesn’t hold up the 
process. Agencies usually want to look 
“under the hood” of your website, so they can 
examine things like analytics software to get 
a deeper look at digital metrics.

4.  Prepare an Organizational Chart with job 
roles – Work with H.R. Department to collect 
a graphic representation of organizational 
structure that includes descriptive job roles 
of any relevant positions within marketing, 
communications, and digital teams.

5.  Be excited, eager and ready to collaborate – 
As with almost any agency-client 
relationship, maintaining quick and constant 
communication is key to a successful audit. 
If you’re ready and willing to respond to 
questions and requests quickly, it will not 
only help the audit process go more smoothly, 
but also improve the quality of your final 
audit report.

6.  Minimize the chances your team’s 
feelings get hurt. Especially for companies 
with small, tight marketing departments; 
audits can sometimes be a scary thought, 
because they point out areas where your 
marketing team can improve. Remind your 
team that while the audit will be honest, it’s 
ultimately for the betterment of the team 
and the company, not an indictment of their 
performance.

For these purposes the auditors are asked to 
follow the Techniques to fulfill their audit report in 
the digital manner. As for above mentioned details, 
if auditors are use the modern technology, their audit 
report will be uniform and organisation will also get 
the quick respond with this digital report. By using the 
Information technology, the auditor profession is also 
get time consumption. The most important tools are 
Computer-Assisted Audit Techniques (CAATs) and 

BlockChain Technology. The both are used for the 
digital audit purposes in the vast organisations.  

Computer Assisted Audit Techniques 
(CAATs)

Computer Assisted Audit Techniques (CAATs) is 
the tool which is used by the auditors. This tool 
facilitates them to make search from the irregularities 
from the given data. With the help of this tool, the 
internal accounting department of any firm will be 
able to provide more analytical results. These tools 
are used throughout every business environment 
and also in the industry sectors too. With the help of 
Computer Assisted Audit Techniques, more forensic 
accounting with more analysis can be done. It’s really 
a helpful tool that helps the firm auditor to work in 
an efficient and productive manner. When planning 
the cost audit, the cost auditor should consider an 
appropriate combination of manual and computer-
assisted audit techniques (CAATs).

The CAAT tool supports the forensic accounting 
in which larger amount can be diverted to the 
analytical form and it also prompts where the tool 
detects the fraud. This tool simplifies the data and 
in the automated form. The name of CAATs tool is 
placed in almost every firm where the auditing or 
advance level accounting takes place. The firm is well 
aware of the benefits of these tools and also making 
some advancement in this tool in accordance with 
their need, in return all the large raw data becomes in 
statistical and analytical form. It’s a time saving tool.

With the advancement in the field of technology, 
many easy to use and more efficient CAATs tools are 
available. Accountants of the present business world 
found this tool very much easier to use as the new 
upcoming tools come with the guide book and even 
are users friendly.

For working with the CAAT tool, it is essential for 
the accountant or the auditor to select the right data, 
the selection process is very much complicated, and 
you need to be professional for it. After selecting the 
right data, import that to the CAAT tool, now the tool 
will automatically generate the analytical data. This 
tool really contributes to the efficiency of the auditors.

The following is based on a real life scenario faced 
by an internal audit team in the financial servicessector. 
As part of a regulatory requirements review of the 
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“Depositor Guarantee Scheme” it was identified 
that there would be an opportunity to use CAATs to 
analysea critical business data file. The internal audit 
team took the decision to analyse the data file using 
CAATs after being informed that checks performed 
by the business had been sample based. By leveraging 
CAATs, a 100% check would be achievable and the 
results would deliver greater assurance to the business.

Through conversation with the business it 
was identified that the file needed to contain key 
requirements set out by the Financial Services 
Compensation Scheme (FSCS)/Prudential  Regulation 
Authority (PRA):

 ●  Header record – contained information such 
as creation date, society identifier, total 
number of records and number of records in 
specific criteria

 ●  Body records – containing individual details 
and key identifier to allow records to be 
segregated appropriately

 ●  Footer record – identifies the end of the file

Using the business knowledge of the file layout 
and expected content, a mind mapping session was 
held which focused on matching the data requirements 
to a test which would verify their appropriateness. This 
process identified the following tests.

1.  Total number of records in the file matches 
the total recorded in the file header record.

2.  A count of the number of records flagged 
with a specific criteria identifier matches the 
totals for each criteria recorded in the header 
record.

3.  Check for negative balance.

4.  Check for multiple entries e.g. society head 
office address is being used as the customer 
address

5.  Check for anomalies such as missing post 
code or date of birth or date of birth greater 
than 150 years.

6.  Perform keyword matches to return groups of 
records which can be analysed further. E.g. 
the records returned by a search for the word 
‘solicitor’ are checked to ensure they have 
been allocated to the correct criteria.

CAATs especially valuable in 
environments that have:

1. High volumes of transactions

2. Complex processes

3. Distributed operations

4. Unrelated applications and systems

In determining whether to use CAATs, he should 
take into account:

(i)  His computer knowledge, expertise and 
experience.

(ii)  Availability of CAATs and suitable 
computer facilities.

(iii)  Impracticability of manual tests.

(iv) Effectiveness and efficiency.

(v) Timing.

KEY CAPABILITIES OF CAATS

CAATs refer to using computer for auditing data as 
per audit objectives. This requires understanding 
of the IT environment and most critically the core 
applications and the relevant database and database 
structure. CAATs could be used by using the relevant 
functionalities available in general audit software, 
spreadsheet software or the business application 
software. However, broadly the key capabilities of 
CAATs could be categorized as follows:

1.  File access: This refers to the capability of 
reading of different record formats and file 
structures. These include common formats 
of data such as database, text formats, excel 
files. This is generally done using the import/
ODBC function.

2.  File reorganization: This refers to the features 
of indexing, sorting, merging, linking with 
other identified files. These functions provide 
auditor with an instant view of the data from 
different perspectives.

3.  Data selection: This involves using of global 
filter conditions to select required data based 
on specified criteria.

4.  Statistical functions: This refers to the features 
of sampling, stratification and frequency 
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analysis. These functions enable intelligent 
analysis of data.

5.  Arithmetical functions: This refers to 
the functions involving use of arithmetic 
operators. These functions enable performing 
re-computations and re-performance of 
results.

NEED FOR USING CAATS

As entities increase the use of information systems 
to record, transact and process data, the need for 
the auditors to utilize tools to adequately assess risk 
becomes an integral part of audit coverage. The use of 
computer-assisted audit techniques (CAATs) serves as 
an important tool for the auditor to evaluate the control 
environment in an efficient and effective manner. The 
use of CAATs can lead to increased audit coverage, 
more thorough and consistent analysis of data, and 
reduction in risk. 

CAATs include many types of tools and techniques, 
such as generalized audit software, customized queries 
or scripts, utility software, software tracing and 
mapping, and audit expert systems. 

CAATs may be used in performing various audit 
procedures including:

1. Tests of details of transactions and balances

2. Analytical review procedures

3. Compliance tests of general controls

4. Compliance tests of application controls

CAATs may produce a large proportion of the 
audit evidence developed on audits and, as a result, 
the auditor should carefully plan for and exhibit due 
professional care in the use of CAATs. 

Block Chain Technology and the Future 
of Audit

In the current digital era, businesses across the world 
are running transactions of humongous volumes. Block 
Chain technology is a step towards modernization of 
digital infrastructure and allows the reorganization of 
data and assets. Block Chain solutions across industries 
are helping solve complex problems with use of its 
platform and technology qualities, yet it remains 
a question whether we are ready to handle the risks 

that these solutions can bring in. Traditional models 
of audit fail to take into consideration many of the 
risks associated with blockchain-enabled processes, 
and hence there is a need to understand the specific set 
of risks and develop an evolved auditing approach for 
blockchainbased solutions

In recent years, blockchain technology has 
evolved far beyond bitcoin and is now being 
tested in a broad range of business and financial 
applications.  Blockchain technology could bring new 
challenges and opportunities to the audit and assurance 
profession.

What Is BlockChain Technology?

A blockchain is a digital ledger created to capture 
transactions conducted among various parties in a 
network. It is a peer-to-peer, Internet-based distributed 
ledger which includes all transactions since its creation. 
All participants (i.e., individuals or businesses) using 
the shared database are “nodes” connected to the 
blockchaineach maintaining an identical copy of the 
ledger. Every entry into a blockchain is a transaction 
that represents an exchange of value between 
participants (i.e., a digital asset that represents rights, 
obligations or ownership). In practice, many different 
types of blockchains are being developed and tested. 
However, most blockchains follow this general 
framework and approach. 

When one participant wants to send value 
to another, all the other nodes in the network 
communicate with each other using a pre-determined 
mechanism to check that the new transaction is 
valid. This mechanism is referred to as a consensus 
algorithm. Once a transaction has been accepted by 
the network, all copies of the ledger are updated 
with the new information. Multiple transactions 
are usually combined into a “block” that is added 
to the ledger. Each block contains information that 
refers back to previous blocks and thus all blocks in 
the chain link together in the distributed identical 
copies. Participating nodes can add new, time-
stamped transactions, but participants cannot delete 
or alter the entries once they have been validated 
and accepted by the network. If a node modified 
a previous block, it would not sync with the rest 
of the network and would be excluded from the 
blockchain.
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Blockchain Platform Qualities

Transactions executed in blockchain are validated by 
the participating nodes against the defined validation 
rules before it is linked to older blocks, making a chain 
of blocks that show every transaction made in the 
history of that blockchain.

Decentralized

Blockchain can operate independently of any 
intermediary or authority i.e. it can be managed by 
participating nodes in a network on peer to peer basis 
and not necessarily operated by one central authority 
or entity.

Immutable

The transactions performed in blockchain are 
immutable as transactions which are validated cannot 
be replaced, reversed or altered, and, are permanently 
recorded across the network nodes.

Verifiable

Transactions performed in blockchain are broadcasted 
to the participating nodes of blockchain where the 
nodes can verify the ongoing transactions and history 
of the transactions.

Distributed

The ledgers of blockchain are distributed and replicated 
amongst the participating nodes of blockchain, hence 
all the participating nodes maintain their own identical 
copy of the ledger.

Traceable

Every ledger entry of blockchain is linked to the 
previous transaction so that it is retraceable across its full 
history, hence providing an audit trail of the underlying 
transactions.A properly functioning blockchain is thus 
immutable despite lacking a central administrator.

KPMG IN INDIA’S BLOCKCHAIN 
SOLUTIONS AUDIT FRAMEWORK 
(Klynveld Peat Marwick and Goerdeler)

1. Key ownership and management

Secure storage, maintenance, review and 
governance of cryptographic private keys used for 
authentication and validation by nodes.

2. Interoperability and integration

Consistent communication between multiple 
blockchain platforms and integration with 
organisations’ enterprise and legacy systems.

3. Consensus mechanism

Blocks in the chain are validated by nodes to 
maintain a single version of the truth to keep adversaries 
from derailing the system and forking the chain.

4. Heterogeneous regulatory compliance

Compliance with laws and regulations across 
various country and state legislations that will govern 
information and transactions processed.

5. Access and permissions management

Permissions configured for defined roles for 
access, validation and authorisation of blockchain 
transactions by internal and external participants

6. Infrastructure and application management 

Secure software development practices and testing 
of blockchain applications, platform, infrastructure 
and communication interfaces.

7. Network and nodes governance

Monitoring of network for information 
compliance and node reputation checks to handle and 
resolve disputes.

CONCLUSION

Digitalization is the use of digital technologies to 
change a business model and provide new revenue and 
value-producing opportunities. The digitalization of 
auditing and reporting will be held by technological 
software. The software tools are used for future 
digitalization in auditing and reporting. The tools 
are Computer-Assisted Audit Techniques (CAATs) 
and Block Chain Technology. Auditors working 
methods will be change due to these tools. By using 
thesetechnologies, auditor profession move towards 
digitalization in the auditing and reporting. Because of 
this expertise, the interaction of auditor and client will 
be increases. Whatever, the changes has launched in 
their field, the auditors can easily able to adopt their 
profession. This advanced workingprocesswill leads 
to develop the audit professions, skill and reduce the 
time wastage. They believe that the efficiency and 
credibility in the auditor’s work is enhanced by using 
digital information.
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 STRUCTURED ABSTRACT
Purpose: The purpose of this study is to identify 
impact of goods and services tax on pharmaceutical 
industry. The other purpose of this study is to 
understand pharmacist perception about goods and 
services tax.

Methodology: The data for the study is collected 
through 60 pharmacists. IBM SPSS 22 version 
software is used to process and analyze the collected 
data for the study. 

Findings: The study identifies that goods and services 
tax has brought logistics cost down and increased 
prices of essential drugs and medicines including 
ayurvedic products.

Implications: The results of the study indicate that all 
essential lifesaving drugs should be brought under the 
lowest slab of goods and services tax and steps should 
be taken to subsidize importing of essential drugs by 
pharmaceutical companies.

Keywords: Goods and Services tax, Pharmaceutical 
Companies, Supply Chain, Prices, Operational 
Activities. 

INTRODUCTION

Goods and Services tax is one of the huge taxes in 
India. GST is an Indirect Tax which has replaced 
many Indirect Taxes in India. The Goods and Service 
Tax Act was exceeded in the Parliament on twenty 
ninth March 2017. The Act came into impact on 1st 
July 2017; Goods & Services Tax Law in India is 
a comprehensive, multi-stage, destination-based 
tax that is levied on each and every cost addition. 
In easy words, Goods and Service Tax (GST) is 
an indirect tax levied on goods and services. This 

regulation has replaced many indirect tax laws that 
in the past existed in India. Under the GST regime, 
the tax is levied at each and every factor of sale. In 
the case of intra-state sales, Central GST and State 
GST are charged. Inter-state sales are chargeable to 
Integrated GST. “GST is a comprehensive, multi-
stage, destination-based tax that is levied on each 
value addition.”

GST has primarily eliminated the Cascading 
effect on the sale of goods and services. Removal of 
cascading impact has impacted the cost of goods. Since 
the GST regime eliminates the tax on tax, the price 
of items decreases. GST is additionally in most cases 
technologically driven. All activities like registration, 
return filing, software for refund and response to be 
aware wishes to be done on-line on the GST Portal; 
this accelerates the processes.

There are three taxes relevant beneath this system: 
CGST, SGST & IGST.

CGST: Collected by using the Central Government 
on an intra-state sale.

SGST: Collected through the State Government 
on an intra-state sale.

IGST: Collected by using the Central Government 
for inter-state sale.

INDIAN PHARMACEUTICAL SECTOR

India is that the largest supplier of generic medication 
globally. Indian pharmaceutical sector trade provides 
over fifty per cent of world demand for numerous 
vaccines, forty per cent of generic demand within 
the USA and twenty five per cent of all medication 
in Britain. India enjoys a crucial position within 
the world prescribed drugs sector. The country 
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additionally incorporates a massive pool of scientists 
and engineers. United Nations agency have the 
potential to steer the trade ahead to a fair higher level. 
Presently over eighty per cent of the antiretroviral 
medication used globally to combat AIDS (Acquired 
Immune Deficiency Syndrome) are provided by Indian 
pharmaceutical corporations.

The pharmaceutical sector was valued at 
US$ thirty three billion in 2017. The country’s 
pharmaceutical trade is predicted to expand at a 
CAGR of twenty-two.4 per cent over 2015–20 to 
achieve US$ fifty five billion. India’s pharmaceutical 
exports stood at US$ seventeen.27 billion in FY18 
and have reached US$ nineteen.14 billion in FY19. 
Pharmaceutical exports embrace bulk medication, 
intermediates, drug formulations, biologicals, 
Ayush& flavoring merchandise and surgicals. Indian 
firms received 304 Abbreviated New Drug Application 
(ANDA) approvals from the USA Food and Drug 
Administration (USFDA) in 2017. The country 
accounts for around thirty per cent (by volume) and 
regarding ten per cent (value) within the USA$ 70-
80 billion US generics market. India’s biotechnology 
trade comprising bio-pharmaceuticals, bio-services, 
bio-agriculture, bio-industry and bioinformatics is 
predicted grow at a median rate of around thirty per 
cent a year and reach US$ one hundred billion by 
2025.

The Union cupboard has given its nod for the 
change of the present Foreign Direct Investment (FDI) 
policy within the pharmaceutical sector so as to permit 
FDI up to one hundred per cent below the automated 
route for producing of medical devices subject to 
bound conditions.The medication and prescribed 
drugs sector attracted additive FDI inflows price 
US$ fifteen.98 billion between Gregorian calendar 
month 2000 and March 2019, in step with information 
discharged by the Department of business Policy and 
Promotion (DIPP).

Some of the recent developments/investments 
within the Indian pharmaceutical sector are as 
follows:

Between Jul-Sep 2018, Indian drug company 
sector witnessed thirty-nine letter investment deals 
price US$ 217 million. Investment (as you look after 
sales) in analysis & development by Indian drug 
company companies enlarged from five.3 per cent in 

FY12 to eight.5 per cent in FY18. In 2017, Indian 
pharmaceutical sector witnessed forty six merger & 
acquisition (M&A) deals price US$ one.47 billion 
The exports of Indian pharmaceutical trade to the 
USA can get a lift, as branded medication price US$ 
fifty five billion can become off-patent throughout 
2017-2019.

REVIEW OF LITERATURE

Kinjal V et.al (2018) in their paper entitled “Impact 
of GST on Pharmaceuticals: An Overview” concluded 
goods and services tax has enabled pharmaceutical 
companies to explore strategic supply chain and 
distribution channel activities. Further, goods and 
services tax will result in rising prices of ayurvedic 
products compared to the past and it will have an 
impact on small pharmaceutical companies.(Kinjal V, 
2018)

RanjanaUpashi in his paper entitled “Study on 
effects of goods and service tax on different sectors 
in India” concluded that goods and services tax will 
bring down the prices of essential drugs but could 
increase the cost of ayurvedic products as they are 
brought under highest slab of goods and services tax.  
Further goods and services tax will make it difficult 
for companies to offer, free samples, discounts and 
interstate stock transfer.(Upashi, 2017).

Karthick R et.al(2017) in their research paper 
found that consumers feel that the tax rates square 
measure high for the product of daily use. They 
additional found that buyers feel that methodology 
being followed for GST is extremely difficult and 
periodic analysis of tax rates is needed. additional 
they over that GST will be eminent only if business 
persons have a right understanding of however  
GST needs to be charged to the shoppers. 
(R Karthick, 2017)

Chaurasia et al. (2016) concluded that that in 
overall GST are useful for the event of Indian economy 
and this can conjointly facilitate in up the Gross 
Domestic product of the country over two percent.
(Pradeep Chaurasia, 2016)

Jaiprakash (2014) in his analysis study mentioned 
that “the GST at the Central and therefore the State 
level square measure expected to present additional 
relief to trade, trade, agriculture and customers through 
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a additional comprehensive and wider coverage of 
input tax set-off and repair tax set-back, subsuming 
of many taxes within the GST and phasing out of 
civil time. Responses of trade and additionally of 
trade are so encouraging. therefore GST offers USA 
the simplest choice to broaden our assets and that we 
mustn’t miss this opportunities to introduce it once 
the circumstances square measure quite favorable 
and economy is enjoying steady growth with solely 
delicate inflation.”(Jaiprakash, 2014)

OBJECTIVES OF THE STUDY

The objective of this study 
 ●  To study the demographic profile of the 

respondents.

 ●  To understand pharmacists perceptions 
towards goods and services tax

 ●  To identify whether there is any relationship 
between goods and services tax and thrust 
areas of pharmaceutical sector.

MATERIALS AND METHODS

Sources of Data Primary Data collected with structured questionnaire. 
Research Design Quantitative and Empirical
Sampling Design Simple Random Sampling
Sample Area Chennai
Sample Size 60
Statistical Design Descriptive Analysis and one sample t-test
Independent variables Goods and Services tax
Dependent variable/Thrust areas of pharmaceutical sector Pricing, Supply chain and Operational Activities

RESULTS AND DISCUSSION
Table 1 showing Age Profile

Age
Frequency Percent Valid Percent Cumulative Percent

Valid 20-30 15 25.0 25.0 25.0
30-40 15 25.0 25.0 50.0
40-50 20 33.3 33.3 83.3
50-60 10 16.7 16.7 100.0
Total 60 100.0 100.0

Source: Primary Data Analysis

Figure 1 showing Age Profile of the  
Respondents

Interpretation

The table 1 shows the age profile of the respondents. The 
Frequency column indicates the number of observations 
in the given category. The Percent column indicates 
the percentage of observations based on overall 
observations in the study.The Valid Percent column 
displays the percentage of observations based on total 
non-missing responses in the category.The Cumulative 
Percent column can be computed by adding all of the 
numbers in the Valid Percent column above the current 
row. It is clear that 25% of the respondents of this study 
belong to 20-30 and 30-40 respectively while 33.3% of 
the study’s respondents belong to the age group of 40-50 
while 16.7% of the respondents are below the age group 
of 50-60. Figure 1 shows diagrammatic representation 
of age profile of the respondents.
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Table 2 showing Gender

Gender
Frequency Percent Valid Percent Cumulative Percent

Valid Male 50 83.3 83.3 83.3
Female 10 16.7 16.7 100.0
Total 60 100.0 100.0

Source: Primary Data Analysis

Figure 2 showing Gender

Interpretation

The table 2 shows the gender profile of the respondents. 
From the above table it is clear that 83.3% of the 
respondents are male and 16.7% of the respondents are 
female. Figure 2 show diagrammatic representation of 
the gender of the respondents.

Table 3 showing Educational Qualification

Educational Qualification
Frequency Percent Valid Percent Cumulative Percent

Valid

Graduate 30 50.0 50.0 50.0
Post Graduate 10 16.7 16.7 66.7
Professionally Qualified 20 33.3 33.3 100.0
Total 60 100.0 100.0

Source: Primary Data Analysis

Figure 3 showing Educational Qualification

Interpretation

The table 3 shows the educational qualifications of the 
respondents. From the above table it is clear that 50% 
of the pharmacists are graduates while 16.7% of the 
respondents are post graduates. It can also be observed 
that 33.3% of the respondents are professionally 
qualified in pharmaceutical industry. Figure 3 show 
diagrammatic representation of the educational 
qualification of the respondents. 

Table 4 shows Pharmacists opinion on impact of GST on prices

Descriptive Statistics
N Minimum Maximum Mean Std. Deviation

GST has resulted in increase in prices of drugs and medicines 12 2.00 5.00 3.3333 1.07309
GST has resulted in working capital blockages. 12 2.00 4.00 3.1667 .71774
Input tax credit reduces the burden of double taxation 12 3.00 5.00 4.0000 .73855
GST increased loan licensee charges and commission paid 12 2.00 5.00 3.7500 .75378
Withdrawal of area based exemptions affected the business 12 1.00 5.00 3.5833 .99620
Valid N (listwise) 12

Source: Primary Data Analysis
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Interpretation

The table 4 shows the pharmacists opinion on impact of 
goods and services tax on pricing of medicines. Based 
on the mean score of 4.00, it is clear that goods and 
services tax has reduced the burden of double taxation. 
Further it is clear that increased licensing charges have 

made it difficult for pharmacists to obtain loan. It is 
supported by mean score of 3.75. GST provisions like 
withdrawal of area based exemptions has increased 
drug prices and created working capital problems. This 
is advocated by the mean score of 3.58, 3.33 and 3.16 
respectively. 

Table 5 showing Pharmacists opinion on impact of GST on supply chain

Descriptive Statistics
N Minimum Maximum Mean Std. Deviation

GST will bring down the logistics costs down. 60 3.00 5.00 3.8333 .71774
Consolidation of warehouses and depots reduces cycle time 60 3.00 5.00 3.6667 .65134
E-way bills make outbound logistics more efficient. 60 3.00 5.00 4.3333 .77850
GST enables companies to comply with anti-profiteering 
guidelines

60 3.00 5.00 3.9167 .66856

Drug prices are highly regulated by GST 60 2.00 4.00 3.5000 .79772
Valid N (listwise) 60

Source: Primary Data Analysis

Interpretation

The table 5 shows the pharmacists opinion on impact 
of goods and services tax on prices of drugs and 
medicines. Based on the mean score it is clear that 
goods and services tax has made outbound logistics 
in pharmaceutical industry more efficient. This is 
supported by the high mean score of 4.33. This is 
true because goods and services tax has eradicated 

all the state trade barriers which existed in the past 
indirect tax system. Further it is also clear from mean 
score of 3.9167 that goods and services tax enabled 
companies to comply with anti-profiteering guidelines. 
Pharmacists has brought down logistics cost and 
reduces cycle time. This is supported by mean score 
of 3.83 and 3.66. Further pharmacists feel that drug 
prices are regulated by GST as supported by mean 
score of 3.50. 

Table 6 showing Pharmacists opinion on impact of GST on operational activities

Descriptive Statistics
N Minimum Maximum Mean Std. Deviation

Reverse Charge mechanism increases cost of APIs imported 
in India

60 3.00 5.00 3.7500 .75378

Batch failure problem is not addressed by GST 60 3.00 5.00 3.9167 .66856
Multirate structure makes classification of products difficult. 60 2.00 4.00 3.5000 .79772
Lack of provision for loan and licensee units hinders business 60 2.00 5.00 3.5000 .79772
Treatment of Expired/near expired drugs is not addressed. 60 2.00 5.00 3.9167 .99620
Valid N (listwise) 60

Source: Primary Data Analysis

Interpretation

The table 6 shows the pharmacists opinion on impact 
of goods and services tax on supply chain activities. 
Based on the mean score it is clear that goods and 
services tax has not addressedbatch failure and 
treatment of drugs in pharmaceutical industry more 
efficient. This is supported by the high mean score 

of 3.91. This is true because goods and services tax 
has made certain procedural complexities in certain 
areas. Further it is also clear from mean score of 3.75 
that goods and services tax through reverse charge 
mechanism increased the cost. Pharmacists finds it 
difficult to classify products and hurdles are there in 
obtaining loans for pharmaceutical business. This is 
supported by mean score of 3.50. 
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Hypothesis 1

H0– Goods and Services tax does not influence the 
prices of medicines

H1 – Goods and Services tax does influence the 
prices of medicines.

Table 7 showing one-sample Test for GST on prices

One-Sample Test
Test Value = 3

t df Sig. (2-tailed) Mean Difference
95% Confidence Interval of the Difference

Lower Upper
GST on prices 24.182 11 .000 14.83333 13.4832 16.1834

Source: Primary Data Analysis

Interpretation

The table 7 shows the one-sample t-test to study the 
relationship between goods and services tax and prices 
of medicines. From the above table it is clear that goods 
and services tax has a significant influence on prices 
of medicines. Since the p-value 0.000 is less than 
the significant value 0.01, the null hypothesis stating 
goods and services tax does not influence the prices 

of medicines is rejected and the alternate hypothesis 
accepted at 1% significance level.

Hypothesis 2

H0– Goods and Services tax does not influence the 
supply chain activities

H1 – Goods and Services tax influences the supply 
chain activities.

Table 8 showing one-sample Test for GST on supply chain

One-Sample Test
Test Value = 3

t Df Sig. (2-tailed) Mean Difference

95% Confidence Interval of the 
Difference

Lower Upper
GST and Supplychain 27.453 11 .000 16.25000 14.9472 17.5528

Source: Primary Data Analysis 

Interpretation

The table 8 shows the one-sample t-test to study 
the relationship between goods and services tax and 
supply chain. From the above table it is clear that 
goods and services tax has a significant influence on 
prices of medicines. Since the p-value 0.000 is less 
than the significant value 0.01, the null hypothesis 
stating goods and services tax does not influence the 

supply chain is rejected and the alternate hypothesis 
accepted at 1% significance level.

Hypothesis 3

H0– Goods and Services tax does not influence the 
operational activities
H1 – Goods and Services tax influences the 
operational activities.

Table 9 showing one-sample Test for GST on operational activities

One-Sample Test
Test Value = 3

t Df Sig. (2-tailed)
Mean 

Difference

95% Confidence Interval of the 
Difference

Lower Upper
GST and Operational activities 27.990 11 .000 15.58333 14.3579 16.8087
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Interpretation

The table 9 shows the one-sample t-test to study 
the relationship between goods and services tax and 
operational activities. From the above table it is clear 
that goods and services tax has a significant influence 
on prices of medicines. Since the p-value 0.000 is less 
than the significant value 0.01, the null hypothesis 
stating goods and services tax does not influence the 
operational activities is rejected and the alternate 
hypothesis accepted at 1% significance level.

CONCLUSION AND 
RECOMMENDATIONS

Goods and Services tax has made a significant impact on 
the pharmaceutical industry. While certain bottlenecks 
has been eradicated, it has brought new challenges 
as well. For instance, it has increased licensing 
charges which make it difficult for the pharmacist 
to obtain loans for expansion and diversification in 
pharmaceutical products. Efforts should be taken by the 
government to reduce the licensing charges and loan 
facilitation should be smoothened to help pharmacists. 
Imports can be cheaper by subsidizing core products 
of pharmaceutical products like lifesaving drugs.  To 

conclude, the study enabled to get practical touch with 
the topic and understand the various implications of 
GST for pharmaceutical industry.
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ABSTRACT

Purpose: The purpose of this study is to identify 
impact of goods and services tax on purchasing 
power. The other purpose of this study include offering 
suggestions on how real benefits of goods and services 
tax can be transferred to the consumers.

Methodology: The data forthe study is collected 
through 50 consumers in Chennai city. IBM SPSS 22 
version software is used to process and analyze the 
collected data for the study. 

Findings: The study identifies that spending 
ability is influenced 13.5% by GST rates and 43.7% 
by the mechanism in which the GST was implemented. 

Implications: The results of the study indicate 
that all essential commodities should be brought under 
the lowest slab of goods and services tax

Keywords: Goods and Services tax, Common Man, 
Spending ability.

INTRODUCTION

Goods and Services tax is primarily a consumption 
tax on product and services. It is a kind of revenue 
enhancement within which shoppers pay taxes as they 
purchase product and services. Goods and services 
tax is that the new tax introduced in the country 
that subsumed several of the multiple indirect taxes 
antecedently existing within the country. Taxes and 
shopper selections have a major relationship with 
one another. actually several countries uses taxes as 
an weapon to change the behavior of shoppers or to 
change unfavorable demand prevailing within the 
market which might result in rising inflation level. 
Likewise, goods and services tax conjointly affects the 
buyer behavior.

In fact major welfare and development schemes 
are funded through the revenues generated by taxes 
in numerous forms. Tax policies not solely exerts its 
importance at domestic level however additionally 
determines the international fight of the country. For 
example, just in case of imports and exports, tariff rate 
is taken into account as necessary issue. 

Goods and Services Tax – Definition

Goods and services tax can be defined as the destination 
based taxation system whereby the taxes accrues on 
the place of consumption rather than the place of 
manufacturing with a new unique feature input tax 
credit attached to it.

Features of Goods and Services Tax

1.  It is dual goods and services tax. It is 
implemented in two forms namely State and 
Central goods and services tax.

2. It is a destination based tax.

3.  The set off is allowed only against respective 
goods and services tax.

Relationship between taxes and spending 
ability
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1.  Consumers are probable to change their 
disbursement behavior if they understand a 
tax change to be lasting.

2 . Consumers would possibly begin to regulate 
their payment forthwith once a tax modification 
is passed into law, or maybe once the outlines of 
the modification begin to firm up—developments 
that may occur long before the modification 
really begins to have an effect on taxpayments.

REVIEW OF LITERATURE

Gowtham Ramkumar (2018) in his study titled 
concluded that four tier system of products and services 
tax can facilitate in burdensome the posh things at the 
next level and sure revisions created when the initial 
implementation of products and services tax has 
reduced the burden of customers and finished that it’ll 
take time to judge whether or not the new legal system 
has benefited Bharat or not.”(Ramkumar, 2018)

Karthick R et.al(2017) in their research paper 
found that consumers feel that the tax rates square 
measure high for the product of daily use. They 
additional found that buyers feel that methodology 
being followed for GST is extremely difficult and 
periodic analysis of tax rates is needed. additional they 
over that GST will be eminent only if business persons 
have a right understanding of however GST needs to 
be charged to the shoppers.(R Karthick, 2017)

Chaurasia et al. (2016) concluded that that in 
overall GST are useful for the event of Indian economy 
and this can conjointly facilitate in up the Gross 
Domestic product of the country over two percent.
(Pradeep Chaurasia, 2016)

Jaiprakash ( 2014) in his analysis study mentioned 
that “the GST at the Central and therefore the State 
level square measure expected to present additional 
relief to trade, trade, agriculture and customers through 
a additional comprehensive and wider coverage of 
input tax set-off and repair tax set-back, subsuming 
of many taxes within the GST and phasing out of 
civil time. Responses of trade and additionally of 
trade are so encouraging. therefore GST offers USA 
the simplest choice to broaden our assets and that we 
mustn’t miss this opportunities to introduce it once 
the circumstances square measure quite favorable 
and economy is enjoying steady growth with solely 
delicate inflation.”(Jaiprakash, 2014)

OBJECTIVES OF THE STUDY

The objective of this study 

 ●  To study the relationship between goods 
and services tax and spending ability of 
consumers.

 ●  To offer suggestions on implementation of 
goods and services tax.

MATERIALS AND METHODS

Sources of Data Primary Data collected with 
structured questionnaire. 

Research Design Quantitative and Empirical
Sampling Design Simple Random Sampling
Sample Area Chennai
Sample Size 50
Statistical Design Multiple Regression Analysis.
Independent 
variables

GST Rates, GST Implementation 
and GST aspects

Dependent 
variable

Spending Ability

RESULTS AND DISCUSSIONS

Table 1 showing the impact of GST on the 
spending ability of FMCG Consumers – through 

Regression Analysis

Table 1.1 Model Summaryb

Model R R 
Square

Adjusted  
R Square

Std. Error of  
the Estimate

1 .597a .356 .338 3.34319
a. Predictors: (Constant), GST Rates, GST Implementation

b. Dependent Variable: Spending Ability 

Source: Primary Data Analysis

The Spending ability of the consumers is the 
dependent variable where GST Rates, GST Aspects, 
GST Implementation are the independent variables. 
GST has a significant impact on disposable income 
of the consumers. This is indicated by p-value of 
0.000 indicating lower level of significance not 
acceptable at 1% and 5% level. It is also supported 
by the R square change which is 0.356, indicating 
that 35.6% of the variation in the spending ability is 
explained by the independent variables. Factor R of 
multiple cross correlation of 59.7% show moderate 
cross correlation which is an acceptable significance 
level. 
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Table 1.2 ANOVAa

Model
Sum of  
Squares df

Mean 
Square F Sig.

1 Regression 445.051 2 222.525 19.909 .000b
Residual 804.736 72 11.177
Total 1249.787 74

a. Dependent Variable: Spending Ability
b. Predictors: (Constant), GST Rates, GST 
Implementation

Source: Primary Data Analysis

Table 1.3 Coefficientsa

Model B
Unstandardized Coefficients Standardized Coefficients

t Sig.
Std. Error Beta

1 (Constant) 6.620 1.563 4.236 .000
GST Implementation .437 .108 .505 4.040 .000
GST Rates .135 .132 .128 1.026 .308

a. Dependent Variable: Spending Ability

The table 1.2 shows the results of ANOVA.
The hypothesis is further tested by ANOVA table. 
Since the computed p-value 0.000 is lower than 
the acceptable significance value of 0.01, it is 
concluded that GST have a significant influence on 
the spending ability of the consumers. Thus the null 
hypothesis is rejected and alternate hypothesis is 
accepted. 

The table 1.3 shows the co-efficient table of the 
regression analysis. From the above table, regression 
equation can be derived

Y = 6.620 +0.437X1 + 0.135X2

The regression equation explains the functional 
relationship between the spending ability and 
GST which consisted of two parts namely GST 
Implementation and GST rates. The equation shows 
that for every one change in Y variable, X1 changes 
by 43.7% and X2 changes by 13.5% and vice versa. 
Any indirect tax will affect the spending ability of 
the customers. Therefore GST also has an impact 
on the spending ability of the customers. Both GST 
implementation and GST rates significantly influences 
the spending ability and both the independent variables 
are highly significant at 1% level. 

SUGGESTIONS

The various suggestions of this study are as follows

1.  All the essential commodities should be brought 
under the lowest slab of goods and services.

2.  The benefits of composition scheme should 
be transferred in the form of price reduction 
to consumers.
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ABSTRACT

Digital Transformation (DT) considers the ongoing 
digitization process of an enterprise, which use 
digital and data-driven innovation to improve 
existing processes, change distinctive business model 
(BM) elements, or completely reinvent his BM. Big 
businesses position themselves on the front line of 
the DT, while small and medium-sized enterprises 
(SMEs) challenged by resource constraints and 
missing out guidance on realizing the benefits of DT. 
The situation SMEs are threatening as large players 
increasingly use DT. Comprehensive research on how 
SMEs can be effective participating in DT is limited. 
Against this backdrop, this article focuses on what 
impact is caused by the digitalization on the different 
factors of employees like satisfaction, attitude, and 
perception. Which makes it possible DT in SMEs by 
involving publicly funded support units. These units 
help SMEs to understand and structure the potential of 
digital and data-driven innovation. For the study the 
researcher took 152 samples from the selected SMEs 
from Palakkad district. All the selected SMEs were 
digitalized firm. All data were collected from primary 
sources by issuing questionnaire. Under descriptive 
statics One way ANOVA, correlation, regression 
and independent T- test were used for testing the 
hypothesis.

Key words: Digital Transformation, Digitalization

INTRODUCTION

Digitalization is the one of the fast ongoing technique 
in the global business as well as the industries; this 
is now controlling the world market, so that the 
companies need to focuses more to the digital tools. 
This study tries to analysis the different factors of the 
employees, their changes and levels from the selected 
medium and small scale companies in Palakkad 

districts namely Bright Calton, Aeevee polymers, 
Deppa panels, Devicone Fabrications and Ideal crumb 
rubber factory. The study used discriminant and 
qualitative analysis for getting the result of the impact 
of the digitalization in the small and medium scale 
selected industries.

OBJECTIVES

1.  To study the attitude of employees about 
digitalization

2.  To understand the level of awareness of  
employees towards digitalization

3.  To find out the problems faced by the 
employees after digitalization

4.  To examine the impact of digitalization on 
the performance of employees 

HYPOTHESIS

H01 There is no significant difference between 
attitude and the age 
H02 There is no association between level of 
awareness of digitalization on gender 
H03 there is no relationship between employee 
satisfaction and attitude of the employees 
H04 there is no influence on performance of 
employees by digitalization   

RIVEW OF LITERATURES 

1.  Loredana PatrutiuBaltes (2016) studied 
on the impact of digitalization on business 
communication. The researcher says that 
business communication has undergone 
some critical changes in the past years both 
in terms of means and content. In past the 
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target customers were limited geographically 
but now it is consider globally. So that 
the success of business communication 
depends essentially on how managers to turn 
digitalization into a competitive advantages. 
The study also reveals that most of the small 
firms will face marketing problems and they 
will also loose their potential customers when 
they not planned to go digitally in the future 
years. So it is essential to go digital otherwise 
it will be a thret. The researcher concluded 
that digitalization has allowed a dynamic 
transformation of business communication. In 
a future dominated by high technology without 
an active environment and non digitalized 
system an organization cannot survive.

2.  Jeeban JyotiMohanty (2018) conducted a 
study on micro, small and medium enterprise 
in India and the effect of digitalization. The 
study says that Micro, Small and Medium 

Enterprises (MSME) are one of the most 
important sectors in any economy in general 
and in India especially in terms of fair, 
inclusive and employment economic growth. 
This sector also plays a very important role 
in the social and economic development of 
the Indian economy taking into account their 
advantages, such as low capital requirement, 
high job creation, decentralization industrial 
activities, use of local resources and 
expanding the entrepreneurial base.

STATEMENT OF THE PROBLEM 

In the previous studies there was many studies 
regarding the technology aspects relating to the 
digitalization such as its mode of operations, software 
programming, AIs influence etc.. Through the reviews 
the researcher founds that the need of study which 
have a HR and social science perspective thus this 
study focuses on these aspect. 

ANALYSIS AND INTERPRETATION 

H01 There is no significant difference between attitude and the age 

ANOVA
attitude

Sum of Squares df Mean Square F Sig.
Between Groups 22.212 3 7.404 5.001 .002
Within Groups 219.130 148 1.481
Total 241.342 151

The results depict that the P value is 0.02 which is 
less than 0.05, hence we can reject the null hypothesis 
and accept the alternative hypothesis that is there is 

a significant difference between age and the attitude 
level of the of the workers . 

Multiple Comparisons
Dependent Variable: attitude 

Tukey HSD

(I) age (J) age Mean Difference (I-J) Std. Error Sig. 95% Confidence Interval
Lower Bound Upper Bound

20-35
35-45 .54526 .26187 .164 -.1352 1.2257
45-55 -.24768 .28725 .824 -.9941 .4987
above 55 -.42807 .29718 .476 -1.2003 .3441

35-45
20-35 -.54526 .26187 .164 -1.2257 .1352
45-55 -.79294* .27048 .020 -1.4958 -.0901
above 55 -.97333* .28101 .004 -1.7035 -.2431

45-55
20-35 .24768 .28725 .824 -.4987 .9941
35-45 .79294* .27048 .020 .0901 1.4958
above 55 -.18039 .30480 .934 -.9724 .6116

a b o v e 
55

20-35 .42807 .29718 .476 -.3441 1.2003
35-45 .97333* .28101 .004 .2431 1.7035
45-55 .18039 .30480 .934 -.6116 .9724
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The result of the post hoc says that there is a 
significant difference in attitude between the age 
groups 35-45 and 45-55 (0.020) level of sig level, 
there is also a significant difference between the age 
category above 55 and 35-45 at (0.04) sig value. The 

study also says that the younger age employees and the 
senior most employees have a good attitude towards 
the organization than the middle aged employees.
H02 There is no association between level of 
awareness of digitalization on gender 

Gender

awareness Chi square Significant 
Digital tools 45.697 .650
Advanced software 198.631 .890
Electronic communication 142.436 .896
Artificial Intelligence  116.439 .789
Connectivity 158.669 .987
Digital payments 124.239 .452

For testing the hypothesis the researcher seeks the 
help of ANOVA. The table shows that all the values are 
above than 0.05 so we can accept the null hypothesis 
and there is no association between genders and 
level of digital awareness, which means that most of 
respondents in spite of gender are aware of the digital 
tools used in their firm.

H03 there is no relationship between employee 
satisfaction and attitude of the employees 

Descriptive Statistics
Mean Std. Deviation N

satisfaction 3.2368 .30072 152
attitude 3.0658 .26424 152

Correlations
satisfaction attitude

satisfaction

Pearson  
Correlation 1 .957**

Sig. (2-tailed) .000
N 152 152

attitude

Pearson  
Correlation .957** 1

Sig. (2-tailed) .000

N 152 152

From the above table it is clear that there is a 
high relationship between employee satisfaction and 
the attitude of the employees. The employees of the 
digitalized firm are seems to be satisfied and their 
attitude level is also high. For measuring both the 
researcher seeks the help of mean, satisfaction level 
have average of 3.323 out of 5 at .3007 standard 
deviation. The result of the attitude level also very high 
3.065 at .264 standard deviation, which proves that the 
attitude level of the employees in the digitalized firm 
is high.  The result of the correlation at .000 sig level 
which shows that the correlation value of satisfaction 
and the attitude is .957, so there is a high correlation 
between these two variables.

Problems faced by the employees after digitalization

Problems Mean Mean Ranking Standard deviation
Lack of  understandability 4.14 1 0.569
Difficult to use 3.45 2 0.789
More time for studying 2.89 3 0.456
Less user friendly 2.14 5 0.784
High processing time 1.45 6 0.896
Complexity of software 2.39 4 1.120

The above table show that the main problems 
faced by the employees due to digitalization. The 
survey shows that lack of understanding the digital 
equipment is main constrain for the employees who 
possesses high in mean ranking and the mean value of 

4.14. After those employees says that digital tools are 
difficult to use which have the mean value of 3.45, it is 
spotted as the second most affected problem. Then it is 
followed by the factor more time for studying, which 
is standing at the third main problem with a mean 



567

 

value of 2.89. Then complexity of software is the 
fourth main problem faced by the employees due to 
digitalization which have a mean value of 2.39. After 

that less user friendliness is at the fifth problem with a 
mean value of 2.14. Finally high processing time is at 
the last problem which has a mean value of 1.45.

H04 there is no impact on job performance by digitalization

Model R R Square Adjusted R 
Square

Sig. F 
Change

Durbin-Watson

Impact on job performance by 
digitalization .883 .779 .721 .000 2.279

Predictors: (Constant), digital tools, Artificial 
Intelligence, computerised data  

Dependent Variable: job performance

For checking the impact of digitalization on job 
performance the researcher used Regression as a 
tool. The null hypothesis says that there is no impact 
caused by the digitalization on the employees’ job 
performance. Digitalization is measured by the help of 
the digital tools used by the firm, Artificial Intelligence 
techniques used by the firm, and level of computerized 
data used by the firm. The R square value of the test is 
.779 and the adjusted R value is .721 at .000 sig level, 
which is less than 0.05 therefore we can reject the null 
hypothesis and accept the alternate hypothesis that is, 
there is an impact on job performance by digitalization.    

CONCLUSSION 

In this study the researcher tried to find out the impact 
of digitalization in selected medium and small scale 
enterprises in Palakkad district. The sample size was 
152 out of it most of the employees are satisfied with 
the digital tools used by their companies. The study 
also find out that the young bloods are more adaptable 
and having positive approach towards the digitalization 
than of the aged employees, this shows the positive 
sign that the youngsters are showing eagerness to 
know and study the modern tools. It also finds that the 
higher income people have a good attitude towards the 
firm than the lower income persons. Finally the study 
proves that there is an impact by digitalization on job 
performance of employees.
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ABSTRACT

In the modernistic ear, Money determines a prominent 
part in every one’s life. In other hand we have been 
facing both social and financial problems and to need 
to protect the future of mankind. For that people are 
indulging to invest their money in different capital 
movement. They are very much interested to invest 
their money in various purposes at the same time to 
expect perceived risk , return on investment ( gold ) 
invulnerability , credibility , merchantable , tariff 
benefit, formidable capital return, payback period 
etc. as well as believed that tangible outcome also .   
Undoubtedly, Human has been having charismatic 
competent knowledge of experience, brand outfit, 
foresight knowledge, criticism, and deployment of 
capital, moral accountability; in participate the 
investment decision risk. More over woman has 
a potential power to involve all kind of filed.  They 
have participated in prevalent active part in decision 
making among the member of the family. For this 
glaring reason need to study to scrutinize gender 
disparity in holding financial uncertainty and identify 
the reason for gender disparity in their characteristics  
between men and women in risk taking decision and to 
find out another reason that women totally differ from 
men thereby they have been taking more reactionary 
decision in the fiscal exchange than men. 

INTRODUCTION

In the modernistic ear, Money determines a prominent 
part in every one’s life. In other hand we have been facing 
both social and financial problems and to need to protect 
the future on mankind. For that people are indulging to 
invest their money in different capital movement. Every 
business is facing an efficient allocation of investment. 
These investment decisions are very significant to 
business since they evaluate its value size by influencing 
its profitability growth and risk management also and 
investment decision refers that capital budgeting because 

it is similar in the today business thereby  investment 
decision which word “ capital “is exclusively to indicate 
real assets . So investment conclusion is a paramount one 
for every individual life. We have been having plenty of 
investment avenues in nature that all not give profit at 
any time because investor decision is not worthy way 
in all times that is a human nature to commit mistake 
in order to take wrong decision. At present people are 
having different distinct personality from their taste, 
ideas, concept and character particularly views of men 
and women there were more research report reveal that 
gender disparity in the investment decision. Due women 
empowerment women are participated in huge way in 
the investment decision and more traditional and less 
confident to invest in risk management. Literally women 
involved risk averse than men because women have 
lack of fiscal exchange knowledge and met many family 
issues. 

COMMITMENT OF STUDY

Men and women are equal in relationship to Christ. 
The husband is a leader in the home. Home is to be the 
women’s primary area of influence and responsibility. 
In order to increase the individual and social life 
quality, all human being need the  education that only 
way people can improve themselves and the most the 
significant education occurs in the family because 
family is a fundamental type of education so men are 
not take any decision individually without help of 
women because due to high rate of women  education  
they are actively participated all  kind of activities  in the 
family and also commit the money dealing conclusion 
so the researcher urgent  to study the common  disparity 
on money dealing  conclusion of the family . 

OBJECTIVE OF THE STUDY

1.   To check the effect of common disparity on 
the monetary requirements of depositor in the 
fiscal exchange. 
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2.  To survey the analytical compounds of 
spouse condition of depositor domination in 
their choice of fiscal exchange money dealing 
substitute.

EXPERIMENTATION OF PLAN

The present study has incorporated both data namely 
primary and secondary which is relating to effect of 
common disparities on money dealing conclusion 
in the fiscal exchange tools. This study sample size 
is only 200 and data was collected form who have 
deposited in the fiscal exchange.

CONSTRAINT OF THE STUDY

This outline covers only those who are deposited in the 
fiscal exchange. The researcher which is used   the city 
of tirunelveli for this inquiry. More over the researcher 
used very short period of time to incorporate this 
survey.

REVIEW OF LITERATURE

The other study conducted in Coimbatore District by 
R. Sreepriya and P. Gurusamy (2013). They conducted 
research on subject of monetary requirements of 
depositor in the fiscal exchange salaried persons. 
According to this research paper salaried persons 
always deposit to secure their money for making 
use able for their future to meet various expenses. 
They preferred increments on their deposit  but they 
were possessive about their deposits  rather than high 
returns or gains on deposits . These preferences vary 
to another because every individual don’t maintain 
equal level of deposits, savings, needs and returns. The 
sample size of this study is 200 and data was collected 
by using primary ways like questionnaire and surveys. 
The secondary data collected by using internet, journals 
and research articles. The deposit securities are equity, 
municipal bonds, corporate bonds, real state, gold post 
offices and bank deposits. They measure deposit level 
according to educational qualification

Investigation and Clarification 

Table 1 Common Figure of Depositor 

Common Numbers Proportion Solid Percent Aggregate proportion 
Men 122 61 61 61
Women 78 39 39 100
Total 200 100 100

Source: primary data 

Table 1 represent that common figure of the 
depositor which is 122 are men depositor along with 78 

are women depositor from out of 200 respondents that is 
men belong to 61 % as well as women belong to 39 % . 

Table 2 Fiscal Exchange tools * short summary: Common 

Fiscal Exchange tools Men Women
Numbers Proportion Numbers Proportion

New securities issue (first exchange) 43 35.24 14 17.94
Stake  (subordinate exchange ) 71 58.19 35 44.87
Common stocks 54 44.26 41 52.56
Impartiality commodity 54 44.26 31 39.74
Coin Offshoot 20 16.39 15 19.234
Credit tools 59 48.36 41 52.56
Document of reserve 22 18.03 15 19.23
Transfer of batter stock 31 25.4 38 48.71
Precious metal  (Gold, Silver& Diamonds) 46 37.7 21 26.92
Source: primary data 

Table 2 explores that both men and women 
depositor has been incorporated on money dealing 
in the fiscal exchange tools. Among them 58.19 % 
of the respondents comes under the men category 
accumulated in stake (subordinate exchange) along 
with 48.36 % of the respondents are contributed in 

credit tools and 44.26 % of the respondents depend 
on common stock as well as impartiality commodity 
after 35.24 % of the respondents associated with 
new securities issue ( first exchange ) Unanimously 
very low level of money dealing accepted through 
men depositor in the document reserve rather than 
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52.26 %of the women respondents deposited in 
common stock as well as credit tools and 48.71 % 
of the women respondents deposited in transfer of 
batter stock , 44.87 % of the women respondent 

depends up on stake ( subordinate exchange ) and 
very low level of money dealing happened through 
the women depositor in new securities issue ( first 
exchange ) 

Table 3 Year Earning of Depositor 

Year Earning Men Women
Numbers Proportion Numbers Proportion

< Rs.2 Lakhs 29 23.77 11 14.1
Rs.2,00,001to Rs.5,00,000 54 44.26 17 21.79
Rs.5,00,001to Rs.10,00,000 23 18.85 22 28.2
> Rs.10,00,000 13 10.66 14 17.94
No Income 3 2.46 14 17.94

Source: primary data 

Table 3 has been revealing year earning of 
the depositors. Among the 122 men respondents 
54 men depositor come on the bottom of earning 
group from Rs.2, 00,001to Rs.5, 00,000 along with 
29 of the depositor is being earned from the group 
of less than Rs 2 Lakhs rather than among the 78 

women respondents , 22 women depositor depends 
on earning group from Rs.5,00,001to Rs.10,00,000. 
Particularly respondents both 3 men and 14 women 
could not come on the bottom of specific class and 
comes on the bottom of employment class and family 
manager. 

Table   Awareness regarding fiscal exchange * short summary: Common

Awareness regarding fiscal exchange * short summary Common
Men Women Total

Numbers Proportion Numbers Proportion
Awareness regarding fiscal exchange Lower standard 22 18.03 17 21.79 39

Normal standard 48 39.34 26 33.33 74
Common Standard 47 38.52 29 37.17 76

Good standard 5 4.09 6 7.69 11
Total 122 100 78 100 200 

Source: primary data
Table 4 reiterate that depositor‘s awareness 

regarding the fiscal exchange from numbers and 
proportions  39.34 % and 38.52 % of the men 
respondents have been abstaining normal standard 
awareness and standard awareness regarding the fiscal 
exchange. Subsequently 18.3 % of the respondents 
have obtained lower standard awareness reading fiscal 
exchange. Accordingly to the women respondents are 
maintained normal standards awareness regarding 
fiscal exchange at the same time if segregate men with 

women, women have sustained very limited awareness 
regarding the fiscal exchange than men. 

Hypothesis:

Ho: There is no significant disparity among 
money dealing substitute and spouse conditions along 
with value to common. 

H1: There is a significant   disparity among 
money dealing substitute and spouse conditions along 
with value to common. 

Table 5 Fical Tools * Common * Spouse conditions  

Spouse conditions Common

Unmarried Fiscal Tools
Men Women Total

0 32 13 45
1 12 2 14

Married

Total 44 15 59
Fiscal Tools 0 47 51 98

1 31 12 43
Total 78 63 141



571

 

Table 5.1Chi-Square Tests

Spouse conditions Value D.F Asymp. Sig. Exact Sig. (2- Exact Sig.

(2-sided) sided) (1-sided)

Unmarried

Pearson Chi-Square 1.201a 1 .273
Continuity Correction .554 1 .457
Likelihood Ratio 1.312 1 .252

Married

Fisher’s Exact Test .483 .234
Linear-by-Linear Association 1.181 1 .277
Pearson Chi-Square 7.043c 1 .008
Continuity Correction 6.100 1 .014
Likelihood Ratio 7.257 1 .007
Fisher’s Exact Test .010 .006
Linear-by-Linear Association 6.993 1 .008

Table 5.1 stated that the value of chi square is p o. 
273 that is higher than 0.05 % degree of significance 
that indicates the Null hypothesis is agreed and the 
alternative hypnosis’s is not agreed in spite of that  
there is no significant disparity among tools and 
unmarried along with value to common . 

END RESULT OF THE SURVEY 

The researcher who has been consciously found that 
from the total of 200 respondents, the researcher found 
that 122 men depositor lays down 61 % and 78 women 
depositor lays down 39 % among them 58.19 % of 
the respondents are men to promote deposit in the 
stake (subordinate exchange) and consciously 48.36 
% men respondents are deposited in credit tools latter 
44.26 % deposited in common stock and impartiality 
commodity In the contrary the women respondent 
are having  the potential possibility to deposit 52.56 
% in common stock and credit tools afterwards 48.71 
% in transfer of batter stock , then 44.87 % deposited 
in stake ( subordinate exchange ) and the very low 
level of money dealing which is formulated through 
the women depositors in new securities issue (first 
exchange) literally we might determine the common 
disparity from men and women , women is to be 
maintained very low awareness regarding the fiscal 
exchange than men . 

SUMMARY 

As compare with clarification and end result of this 
study determined that money dealing plays a vital role 
in the corporate contemporary world. There are many 
ways to increase our earnings by depositing the saving 
and spending money wisely. Due to lack of money 
dealing awareness the depositor are doing formidable 
mistake there by revive awareness from credibility of 
financial adviser. The present study says that plenty 
of men depositor their earnings in dangerous money 
dealing also women depositor in their earnings are in 
the same conditions yet measure with men, women‘s 
are more safer in their money dealing because they are 
very sincere and ability to for sight knowledge in their 
deposit of money dealing on both private sector and 
public sector. As the men are collectively involve to all 
kind of risk adventures   behind determined a enough 
research study , men and women depositor are having 
momentous disparity likewise common of depositor 
has charismatic effect on their conclusion through the 
depositing their earnings on substitute money dealing . 
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ABSTRACTS 

Social media is a computer- base tools that helps for 
sharing the information, ideas, etc during build actual 
networks and community. Social media refers to the 
website and the applications with the purpose of allow 
consumers to share and get content fast. Many persons 
use social media as applications on their phones, tablets, 
also computer. The social media marketing power is 
to connect and share information with many people 
in globally. The social media helps the consumers to 
interact with each other and it helps to develop the 
relationship with other peoples. Social media is an 
intimate way to connect with other peoples. Social 
media advertising provides benefits to consumers to 
get an idea about new products and it helps to share the 
information with friends, families, and relatives. Social 
media advertising is inexpensive. In social media the 
advertising budgets start at low prices and it helps 
consumers to get updated information related to their 
products. The social media platforms grow organically 
and quickly. Social media advertising opens the door 
for the consumers. The main aim of this study is to find 
out the connection between consumers in social media 
advertising. The study is focused on primary data 
which has been collect by issuing a questionnaire of 60 
respondents.  The result of the study is analyzed using 
a simple percentage analysis and Analysis of variance. 

Keywords: social media, consumer relationship, 
social media advertising, consumer attitude.

INTRODUCTION

Social networking’s means the formation of public 
profiles in a particular website and make a connection 
among other persons who are using the different 
website. Social media advertising is advertisements 

serve to user on a social media stage. The social media 
advertisement utilize user information to serve highly 
relevant advertisement based on communications 
within detailed stage users on social media platforms.  
The social media marketing can offer a vast raise in 
conversion and sale with a lesser rate of acquisitions. 
People want to feel like they are engaging with a 
person, not a robot even online. Through social media 
advertising, people feel more comfortable sharing 
content and interacting with each other. 

The social media networking allows individuals 
to interact with one another and it helps for building 
a relationship. The consumers can directly interact 
with the companies. The social media network sites 
and blogs allow followers to comment and share 
information with their friends and relatives. So that it 
will reach a large number of consumers. Social media 
advertising helps to get updated information linked 
to goods and services. The social media advertising’s 
main advantages be the social media advertising helps 
to connect globally with consumers; it is very easy to 
create new contacts or business relations. New websites 
dedicated to allow people to join and cooperate with 
each other. Can nearly meet up with friend online at 
any moments. It helps to share real-time information 
with consumers.  With this media, consumers can 
replace information simply in real-time through have 
a chat. The consumers can see advertising at free cost. 
The greatest component of promotion of social media 
site is with the purpose of spread the word for free of 
charge.   The similar type of social media platform 
to serve up ad such as social network (Face book, 
LinkedIn, Google +) Micro blogging (Tumbler) Photo 
sharing (Instagram, snap chat) Video sharing (face 
book, vireo).
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RIVEW OF LITERATURE 

Helena Alves (2018) focused on social media 
marketing: A literature review and implication. The 
majority of studies focused on analyzing consumer’s 
perspectives on social media marketing to perceive 
how companies can extract the maximum possible 
values from recourse.

 Dr. Rakesh Kumar (2018) this examines is 
related to the importance and problems of social media 
promotion in the Indian context. The main objectives 
of this research are to find out opportunities and 
challenges for social media promotion in India.  The 
findings of this research are to find out the challenges 
and opportunities for social media marketing.

Dr. K.Vidyakala (2016) this paper is based on an 
analysis of usage of social networking sites among 
college students. The main objectives of this study are 
to analyze the usage of networking sites and to identify 
the purpose of usage of social networking sites. For 
this study data is collected from 150 respondents and 
the tools used are percentage analysis and descriptive 
statistics.  From this study, it finds that students are 
using social networking sites socially more than using 
for academic purpose.

Reto Felix (2016) this paper is related to element 
of intentional social media marketing: A holistic 
agenda. From this study it finds that defender use social 
media marketing mainly as a one – way contact tool to 
consider clients or to update stakeholders, rather than 
integrate employees or society group.

Sajjad Hussain (2016) this study is related to 
consumer behaviour towards social media marketing: 
an empirical study. The main objective of this study 
is the perception of consumers on the way to social 
media marketing practices used by marketers. The 
study is based on descriptive statistics and the data 
are collected from 150 respondents. The findings of 
this study are the marketers can use this medium for 
effective position of their product and services in the 
mind of the buyer.

Jieun Lee (2016) this study focused on predicts 
positive consumer response to social media marketing: 
the responsibility of moving request, in formativeness 
and creativeness. The data is collected from 145 
respondents and the tools used are percentage analysis 
and descriptive statistics.  

Shintaro Okazaki (2015) the study on social 
media and global marketing: theoretical challenge and 
future information. The objectives of this study are to 
discover theoretical fundamentals that can be use in 
examine on social media. From this study, it finds that 
the main three foundation s such as network aptitude, 
figure transferability, and public extensibility offer 
markets with new opportunity to be useful in reaching 
customers across global. 

Sajjad Hussain (2015) focused on Consumer 
behaviour towards social media marketing. The main 
objectives of his study are to analyze social media 
marketing and its role in influencing the consumer in 
favour of the purchase of products. The factor analysis 
and descriptive statists are the tools used for this study.  
The data collected from 143 respondents. The findings 
of the study are the social media helps marketers to 
attract consumers and it helps to reach messages to 
their targeted consumers.

Mrs. Shruti Arora, Dr. Anukrati Sharma (2013) 
this research is done on topic social media: A new 
marketing strategy. The main objective of the study 
is to discover out the advantages of society can get 
during social media. The data is collected from 145 
respondents and the tools used are percentage analysis 
and descriptive statistics.

Sarah Diffley (2011) this research is done on the 
topic Consumer performance in social network sites, an 
implication for marketers. From this study, it finds that 
participant’s attitudes towards the types of marketing 
used on SNSs are then addressed to determine what 
tactics should both employ and avoid.

OBJECTIVES OF THE STUDY

 ●  To evaluate the use of social media market to 
consumers in kottarkara taluk. 

 ●  To find out the relationship among consumers 
to social media advertising.

 ●  To find out the different methods of social 
media advertising.

SCOPE OF THE STUDY

 ●  To find out the different elements in social 
media advertising. 
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 ●  To identify the needs of social media 
advertising.

 ●  To find out the importance of social media for 
brand awareness. 

LIMITATION OF THE STUDY

 ● This study focused on Kottarakara taluk only.

 ●  This study based on consumer relationships 
in social media marketing.

 ●  The data collected for the research is based 
on primary data given by the respondents. 
There is a chance for personal bias.

RESEARCH METHODOLOGY

NATURE OF STUDY: 

 ●  The study is base on the questionnaire 
method.

 ●  Primary data have been used for this research.

 ●  Primary data has been collected from social 
media users.

STATISTICAL TOOL USED FOR THE STUDY

 ● Frequency analysis  

 ● T test

 ● Chi- Square test (cross tabulation)
ANALYSIS AND INTERPRETATION 

TABLE 1 AGE 

Age Frequency Percent
18-28 35 58.3
29-39 17 28.3
40-50 7 11.7
Above 51 1 1.7
Total 60 100.0

Source: Primary Data

Inference:

Table 1 show that in 60 people, 58.3% of people 
are comes under the category of age 18 to 28, 28.3% 
of respondents are under the category of age 29 – 39, 
11.7% and 1.7% of respondents are comes under the 

categories of age 40 – 50, and above 51. Majority 
58.3% of respondents are under the category of age 
18 – 28 years.

TABLE 2 GENDER GROUP

Gender Frequency Percent
 Male 26 43.3
 Female 34 56.7

  Total 60 100

Source: Primary Data
Inference:

 The above table 2 show that, 56.7% of people are 
female and 43.3% of respondents are male. 

The majority respondents of gender female 56.7 
% are using social media.

TABLE 3 MARITALSTATUS

Marital Status Frequency Percent
  Single 29 48.3
 Married 31 51.7
 Total 60 100

Source: Primary Data
Inference:

The table 3 states that, 51.7 % are married and 
48.3% are single. The majority 51.7% of married 
respondents are using social media more than single.
TABLE 4 EDUCATIONAL QUALIFICATIONS

Qualifications Frequency Percent
 Graduate 21 35.0
 Post Graduate 9 15.0
 Professionals 24 40.0
 Others 6 10.0
 Total 60 100.0

Source: Primary Data
Inference:

From the above table it’s clear that, 40% of the 
people are professionals, 35% of respondents are 
graduate, 15% of respondents are post graduate and 
the 10% of respondents are comes under the categories 
of other. The majority of respondents 40% are come 
under the categories of professionals. 
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 TABLE 5 OCCUPATIONS

Occupations Frequency Percent
Student 21 35.0
Employed 15 25.0
Social worker 21 35.0
Others 3 5.0
Total 60 100.0

Source: Primary Data
Inference:

It’s clear that, 35% of people are comes under 
the categories of students and social worker. 25% 
of respondents are comes under the categories 
employed, and last 5% of respondents are comes 
under the categories of others. The majority of 35% of 
respondents are comes under the categories of students 
and the social workers. 

TABLE 6  INCOME STATEMENT

Income Frequency Percent
Below 10,000 23 38.3
10,000 - 20,000 7 11.7
20,000 - 30,000 17 28.3
Above 30,000 13 21.7
Total 60 100.0

Source: Primary Data
Inference:

The above box shows that, 38.3% of people 
are comes under the categories of below 10,000 
income, then 28.3% of respondents are comes under 
the categories of 20,000 to 30,000 income, 21.7% of 
respondents are comes under the categories of above 
30,000 income and other 11.7% of respondents are 
comes under the categories of 10,000 to 20,000 
income. The majority 38.3 % of respondents are using 
social media under the category of below 10,000 
incomes.

TABLE 7 SOCIAL MEDIA MARKETING 
DURATION

Duration Frequency Percent
Less than 1 year 1 1.7
1 year-2 years 7 11.7
3 year- 4 years 44 73.3

Above 4 years 8 13.3
Total 60 100.0

Source: Primary Data
Inference:

From this table its revels that, 73% of people are 
come under the categories of 3 to 4 years, then 13.3% 
of respondents are comes under the categories of above 
4 years, 11.7% of respondents are comes under the 
categories of 1 year to 2 years, and 1.7% of respondents 
are comes under the categories of less than 1 year. The 
majority 73.3% of respondents are come under the 
categories of 3 years to 4 years.

TABLE 8  SOCIAL MEDIA AWARENESS

Social media Frequency Percent
Face book 45 75.0
Twitter 7 11.7
LinkedIn 8 13.3
Total 60 100.0

Source: Primary Data
Inference:

The table 8 shows that, 75% % of people are comes 
under the categories of face book, 13.3% of respondents 
are comes under the categories of LinkedIn, and 11.7% 
of respondents are comes under the categories of twitter. 
The majority of respondents 75% are aware of social 
media come under the category of Face Book.

TABLE 9 SOCIAL MEDIA SHARING 
NETWORK

Sharing network Frequency Percent
Instagram 37 61.7
Snap chat 14 23.3
You tube 9 15.0
Total 60 100.0

Source: Primary Data
Inference:

The above table states that, 61.7% of people are 
comes under the categories of Instagram, 23.3% of 
respondents are comes under the categories of Snap chat, 
and 15% of respondents are comes under the categories 
of YouTube. The majority 61.7% of respondents are using 
instagram for sharing information through social media. 
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TABLE 10 REASONS FOR CHOOSING SOCIAL 
MEDIA MARKETING

Reasons Frequency Percent
Improve brand awareness 36 60.0
Cost- effective 16 26.7
Variety products 8 13.3
Total 60 100.0

Source: Primary Data
Inference:

The table 10 shows that, out of 60 respondents 
60% of people are comes under the categories of 
improved brand awareness, 26.7% of respondents 
are comes under the categories of cost- effective, and 
13.3% of respondents are comes under the categories 
of variety products. The majority 60% of respondents 
are using social media because of brand awareness. 

TABLE 11 INDEPENDENT SAMPLES TEST 
(gender)

DR. 
S.CHITRA

F Sig. t df Sig. 
(2-tailed)

Social media 
sites is very 
entertainment

.016 .901 1.405 58 .165

It helps in 
sharing photos, 
videos and for 
information’s

1.499 .226 -.648 58 .520

Source: Primary Data
Null hypothesis = H0

There is no significant difference between gender 
and the social media marketing.
Alternate hypothesis = H1

There is a significant difference between gender 
and the social media marketing.
Inference:

The above table exhibits that for the two statements 
the p value is 0.165 and 0.520 it means    the P Value 
is greater than 0.05. So the null hypothesis is accepted 
and the alternative   hypothesis is rejected.

TABLE 12  MOST USING SOCIAL MEDIA 
SHARING NETWORK

Duration Instagram Snap 

chat

You tube Total

   Less than 1 year 0.0% 0.0% 100.0% 100.0%

   1 year-2 years 85.7% 14.3% 0.0% 100.0%

   3 year- 4  years 63.6% 25.0% 11.4% 100.0%

  Above 4 years 37.5% 25.0% 37.5% 100.0%

Source: Primary Data
Inference:

From this table it shows that, in less than 1 year 100% 
of the respondents are using YouTube as sharing network, 
in 1 year to 2 years the respondents are using Instagram 
85.7% and Snap chat 14.3% as sharing networks, 3 to 4 
years the respondents are  using instagram 63.6%, snap 
chat25%, and YouTube11.4% for using social media 
network.  The majority 3 years to 4 years and above 4 
years the respondents are using instagram, snap chat, and 
YouTube as social media sharing network.    

 TABLE 13 SOCIAL MEDIA NETWORK Vs 
SOCIAL MDIA SHARING NETWORK

Factors Value df P Value H0 

Accepted /

Rejected

Level of 

significance

S o c i a l 

m e d i a 

n e t w o r k 

d u r a t i o n 

Vs. social 

m e d i a 

s h a r i n g 

network

11.554a 6 .073 Accepted
No  significant 

difference

Source: Primary Data

Null hypothesis = H0

There is no significant difference between year 
and the social media network.
Alternate hypothesis = H1

There is a significant difference between year and 
the social media network.
Inference:

The above table it states that the P value is .073 it 
is greater than the P value 0.05, so the null hypothesis 
is accepted and the alternative hypothesis is rejected. 

FINDINGS

 ●  58.3% of respondents are using social media 
under the category of age 18 – 28 years.

 ●  Respondents of gender female 56.7 % are 
using social media than the male.
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 ●  51.7% of married respondents are using 
social media more than single respondent.

 ●  The respondents 40% under the categories 
of professionals are using social media 
more than graduate, post graduate, and other 
categories.

 ●  35% of respondents are using social media 
under the categories of students and the social 
workers. 

 ●  73.3% of respondents are using social media 
more than 3 years to 4 years.

 ●  The respondents 75% are aware of social 
media come under the category of Face Book 
more than twitter, LinkedIn.

 ●  61.7% of respondents are using instagram 
for sharing information through social media 
than snap chat and YouTube. 

 ●  60% of respondents are using social media 
because of brand awareness.

 ●  3 years to 4 years and above 4 years the 
respondents are using instagram, snap 
chat, and YouTube as social media sharing 
network.

CONCLUSION

The study on social media marketing is very popular 
in now a day. The social media marketing main motive 
is to provide quality products and services through 
proper communication channels. The consumer’s 
view is that, they will get brand awareness while using 
social media marketing. Now day’s consumers are 
mostly using social media networking sharing like 
Instagram, Snap chat, YouTube. Through social media 
network consumers will get updated information about 
the products and services. 

REFERENCE

[1] Thakur, Munish Kumar, and Rakesh Kumar. 
“Importance and Problems of Social Media 
Marketing in Indian Context.”

[2] Felix, R., Rauschnabel, P. A., & Hinsch, C. 
(2017). Elements of strategic social media marketing: A 
holistic framework. Journal of Business Research, 70, 
118-126.

[3] Husain, S., Ghufran, A., & Chaubey, D. S. 
(2016). Customers ‘behaviour towards social media 
marketing: an empirical study. International Journal of 
Business Economics & Management Research, 6(8), 
58-68.

[4] Lee, Jieun, and Ilyoo B. Hong. “Predicting 
positive user responses to social media advertising: 
The roles of emotional appeal, in formativeness, 
and creativity.” International Journal of Information 
Management 36.3 (2016): 360-373.

[5] Okazaki, Shintaro, and Charles R. Taylor. 
“Social media and international advertising: theoretical 
challenges and future directions.” International 
marketing review 30, no. 1 (2013): 56-71.

[6] Husain, Sajjad, Ali Ghufran, and D. S. 
Chaubey. “Customers’ behaviour towards social media 
marketing: an empirical study.” International Journal 
of Business Economics & Management Research 6.8 
(2016): 58-68.

[7] Arora, S. and Sharma, D.A., 2013. Social Media: 
A New Marketing Strategy. International Journal of 
Management (IJM), 4(3), pp.19-37.

[8] Diffley S, Kearns J, Bennett W, Kawalek 
P. Consumer behaviour in social networking 
sites: implications for marketers. Irish Journal of 
Management. 2011.



STUDENTS’ INTEREST AND EXPECTATION TOWARDS PROFESSIONAL 
COURSES

(With Special Reference to ACCA & CIMA Courses)

1S.CHITRA 2MAHESH KUMAR. T
Associate Professor & Head, Department of Commerce, Faculty of Science and Humanities, SRM 

Institute of Science and Technology. Kattankulathur, Kancheepuram (Dist).

Assistant Professor, Department of Commerce, Faculty of Science and Humanities, SRM Institute of 
Science and Technology. Kattankulathur, Kancheepuram (Dist).

ABSTRACT

In education, student engagement refers to the interest, 
awareness, confidence, level of understanding, degree 
of concentration, and zeal that students show when they 
are learning or being taught, which extends to the level 
of inspiration they have to learn and improvement in 
their learning. A number of factors may be considered 
in selecting school and degree program like Quality 
education, Living environment, personal choice, etc., this 
study utilized a descriptive type of research method with 
Undergraduate Commerce students as respondents. These 
students were completed higher secondary education 
from CBSE Schools, Matriculation Schools and also 
Government Schools. The findings of the present study 
revealed that, it is the personal choice of the students to 
enroll in professional courses with the support primarily 
from their parents wherein quality education standards 
are considered big expectations for their interest towards 
professional courses. They also alleged that these courses 
would bring them in employment abroad like UK and 
USA. High importance towards the professional courses 
also manifest among the students. 

Key words: Students’ Interest, Expectation, Quality 
education, Professional Courses & Personal Choice.

INTRODUCTION

Professional Accountancy is a career which offers a 
regulate environment, people contact, professional 
talent, high salaries and opportunities for advancement. 
Prior research focused on the most important 
profession choice factors which may Helps University 
to improve and develop areas specific for accounting 
curriculum which is accountable to attract the students 
to join accounting field. Career decision plays a major 
role in the way students recognize their future career 

prospects. Hence, the professional accounting career 
has expressed concerned about the shortage of talented 
university in producing graduates in accounting choice. 
Somehow, with the advancement of technology, newer 
promising fields like information technology, biofuel 
and genetic engineering, just to name a few, become 
the most sought careers amongst the youngsters. For 
over the past decade, the number of students enrolled 
in accounting programs has dropped, particularly 
in the US, Canada and the UK. An earlier research 
conducted in the United States over the last decade 
which has stressed on the decline in the number of 
students’ majoring in accounting has impacted on the 
supply of accounting graduates to the profession.

REVIEW OF LITERATURE

Hartwell, C.L., Lightie & Maxwell (2005)1 
Perception towards the accounting profession is 
significant factor as it can influence the decision to 
pursue accounting profession as future career. From 
their study, it can be concluded that perceptions of 
individual towards the accounting profession is crucial 
as negative perceptions can lead toward the decreasing 
number of people entering in the profession.

Jackling and Calero (2006)2 found that students 
who premeditated accounting at secondary school 
level tend to desire accounting as their job if compared 
to those who never study accounting at secondary 
school level. This may due to the interest of the 
students in accounting course and the ambition that 
has been developed since secondary school level. The 
researchers also found that students who enjoyed the 
topics in the accounting area and satisfied with the 
course intend to undertake job in accounting. Their 
result suggest that intention of the students to become 
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a professional accountant is predominantly due to their 
genuine interest in the accounting field and not because 
of any extrinsic rewards such as first-class earnings and 
other promotional opportunity. Therefore, the findings 
show that the interest of the students in accounting filed 
is related to the institution of higher education choices.

Tan and Laswad (2006)3 on the factors that 
impact the students’ intention to major in accounting 
or non-accounting discipline has acknowledged 
that the referents’ perceptions play an important 
role. Using the theory of planned behavior on the 
sample of 1,009 business students, the researchers 
found that parents were the only stronger influence 
on the students’ intentions to major in accounting 
compare to the intention of students to main in non-
accounting area. This result shows that the student 
tend to value the important opinions particularly 
their parents’ in choosing their major and as a result 
in their career choice. Therefore, the parent opinions 
can become a major factor influencing the decisions 
of the accounting students to pursue the career as a 
professional accountant. As parents are the person 
that responsible to raise their children, they absolutely 
want their children to encompass an enhanced career 
in future. Their opinions on the career choice may help 
their kids to make a better choice. Hence, the influence 
of the parents may affect the intention of the accounting 
students to pursue the professional accounting career. 

Bhattacharya (2010)4 had stated that the 
accounting profession is one of the most vital and 
important profession. He mentioned that the ‘bouncy’ 
current economic situation where people had lost their 
job, there is one sector that is still going strong and 
creating job opportunity which is accounting. The 
accounting profession is important in ensuring the 
success of a business because accounting knowledge 
is required in every aspect of decision made by the 
management. A CEO or top manager must be able to 
understand and analyze information obtained from the 
financial statement before making any decision which 
reflects the company’s performance. 

In 2012, from ACCA survey5, ACCA student 
and affiliate confirm that ACCA association brings not 
only fiscal rewards, but also important support from 
employer and the opportunity to follow a wide variety 
of fulfilling career paths. According to Malaysian 
Institute of Accountants (MIA), to date MIA has 29559 
members. The demand for accountants will continue 

to grow from time to time. Governmental accounting 
was considered to offer less opportunity for using 
creativity, challenging students rationally, allowing 
sovereign work, and being an pleasurable point in 
which to work than either public or private accounting.

Churchman (2013)6 shows that individual’ 
beliefs, perception, and intentions toward entering 
the accounting profession have been tested with 
TPB. Students are more likely to pursue qualified 
accountant when they believe noteworthy friends or 
family (referent) agreed of that decision. Moreover, 
students will tend to pursue skilled accountant if they 
have optimistic attitude toward it. However, if students 
do not believe in their competence (alleged behavioral 
have power over), they will have less intention to 
practice qualified accountant.

STATEMENT OF THE PROBLEM

The issues of shortage of practiced accountants had 
been arising all over the world including Malaysia, 
USA, Canada, Australia, India and New Zealand. 
Thus, this study will explore factors that affecting 
the students’ intention to pursue their career as a 
qualified accountant. The accounting professionals 
and academic should afford opportunity, clear 
communication and accurate perception of accounting 
profession to students who in the midst of choosing 
accounting and other courses. This could minimize 
the difficulty in employment and withholding of 
accountants. Moreover, the educator may provide 
supportive activities for students who encounter 
difficulties in the accounting fields, encourage and 
motivate them by giving the real life examples and 
relating success stories to inspire students for enduring 
the path towards accounting professions. The present 
have the following research questions.

1.  Whether the students’ are aware of 
professional courses and if so, what is their 
level of awareness?

2.  What is their level of interest and expectations 
towards professional courses?

OBJECTIVES OF THE STUDY

1.  To measure the level of interest and 
expectation of students’ towards professional 
courses.
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2.  To identify the factors influencing the 
students’ towards professional courses.

Hypothesis of the Study

1.  There is no significant association between 
the demographic profile of the students and 
their level of interest and expectations.

2.  There is no influence of other domain 
independent variables on the professional 
courses.

Methodology of the Study

The present study is descriptive in nature. 

COLLECTION OF DATA

The study is based on primary data. The primary data 
of this study were collected from the undergraduate 

professional courses students in Chennai and Bengaluru 
City with the help of well structured questionnaire. This 
study is developed to understand the Students’ Interest 
and Expectation towards Professional Courses.

SAMPLING METHOD 

Purposive sampling method was adopted to analyze 
the Students’ Interest and Expectation towards 
Professional Courses in Chennai and Bengaluru 
city. 100 respondents were selected. 50 students 
from Chennai and 50 Students from Bengaluru were 
selected for the study.

DATA ANALYSIS

The following statistical tools were used to analyze 
the data, ANOVA, Reliability analysis and Factor 
analysis.

Analysis and Interpretation 
Table 1 - Demographic Profile of the Respondents

Demographic Profile of the Respondents Frequency Percentage %
Gender Male 66 66.0

Female 34 34.0
Family Size Up to 3 Members 24 24.0

4 - 5 Members 62 62.0
Above 5 Members 14 14.0

Family Annual Income Below Rs.5,00,000 12 12.0
Rs.5,00,001 - 7,50,000 24 24.0
Rs. 7,50,001 - 10,00,000 32 32.0
Rs.10,00,001 – Rs.15,00,000 16 16.0
Above Rs.15,00,000 16 16.0

Earning Members in Family 1 56 56.0
2 34 34.0
3 10 10.0

Know about professional courses School Teachers 8 8.0
Parents 14 14.0
Friends/Relatives 30 30.0
College Advertisements 22 22.0
Education EXPO 12 12.0
Others 14 14.0

Source: Primary Data

Table 2 - ANOVA Analysis for Gender of Respondents * Recommend Others

Sum of Squares df Mean Square F Sig.
Between Groups .316 1 .316 1.393 .244
Within Groups 10.904 48 .227
Total 11.220 49
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The above ANOVA table shows that the 
significant value is 0.244 and it is higher than 0.05 
so accept the null hypothesis. Hence there is no 

significance difference in the gender of respondents 
and their interest and expectation towards professional 
courses. 

Table 3 - ANOVA Analysis for Parent Education * Recommend Others

Sum of Squares df Mean Square F Sig.
Between Groups .289 1 .289 .176 .677
Within Groups 78.831 48 1.642
Total 79.120 49

The above ANOVA table shows that the significant 
value is 0.677 and it is higher than 0.05 so accept 
the null hypothesis. Hence there is no significance 

difference in the Parent education of respondents and 
their interest and expectation towards professional 
courses. 

Table 4 - ANOVA Analysis for Awareness * Recommend Others

Sum of Squares df Mean Square F Sig.
Between Groups 5.861 1 5.861 2.861 .047
Within Groups 98.319 48 2.048
Total 104.180 49

The above ANOVA table shows that the significant 
value is 0.047 and it is lower than 0.05 so reject the 
null hypothesis. Hence there is significance difference 
in the Awareness of respondents and their interest and 
expectation towards professional courses. 

Factor Analysis

A Factor is basically a linear combination of variables. 
A predominant and important concept in factor analysis 
is the rotation of the factors. The concept of varimax 

rotation has been used to simplify the factor structure. 
Only the factors having Eigen values greater than unity 
have considered. An Eigen value is a column sum of 
the squares of a factor and represents the variance of 
a factor. Those factor loadings greater than 0.5 have 
been chosen and loaded on the extracted ones. 

Table - 5  Reliability Analysis for variables of 
Factor Analysis

Cronbach’s Alpha N of Items
.798 12

Table - 6 List of Variables used for Factor Analysis

X1 Professional graduates are paid higher salary than degree graduates.
X2 The career of a professional accountant is highly secured.
X3 High salary is the main factor why many choose to pursue professional exam after graduation.
X4 Professional qualifications are highly valued by the public.
X5 I would enjoy being an accountant
X6 Accountants with professional qualification are more respected than accountants with degree in accounting.
X7 Other professional fields are not as stable compared to accounting field.
X8 An accounting graduate can gain higher salary if he/she has professional qualification.
X9 The accounting profession is prestigious
X10 My family would like me to be an Accountant
X11 Accountants are number-crunchers; they seldom work with people
X12 Accounting is a profession, on par with medicine and law

Table - 7

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. .715

Bartlett’s Test of  
Sphericity

Approx. Chi-
Square 131.549

Df 64
Sig. .002

The above table reveals the two tests which indicate 
the suitability of the data for factor analysis. Two tests, 
namely Kaiser-Meyer-Olkin measures of sampling 
adequacy (KMO) & Bartlett’s Test of Sphericity have 
been applied to test whether the relationship among the 
variables has been significant or not. Bartlett’s Test of 
Sphericity is used to test whether the data are statistically 
significant or not. The value of KMO measure of 
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sampling adequacy is 0.715, which shows that the factor 
analysis may be considered an appropriate technique for 
analyzing the data. The value of chi-square = 131.549, 
df = 64 is significant (p< 0.002) which further shows the 
appropriateness of data for factor analysis.

Table - 8 Communalities
Initial Extraction

X1 1.000 .798
X2 1.000 .815
X3 1.000 .787

Table 9 - Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of  

Squared Loadings

Total % of 
Variance

Cumulative  
% Total % of  

Variance
% of  

Variance
Cumulative  

%
1 2.547 21.227 21.227 2.547 21.227 21.071 21.071
2 1.877 15.640 36.867 1.877 15.640 15.177 36.248
3 1.562 13.015 49.882 1.562 13.015 13.634 49.882
4 1.373 11.439 61.320
5 .917 7.642 68.962
6 .867 7.221 76.183
7 .770 6.418 82.601
8 .602 5.017 87.618
9 .581 4.844 92.462
10 .438 3.649 96.111
11 .272 2.270 98.380
12 .194 1.620 100.000
Extraction Method: Principal Component Analysis.

X4 1.000 .554
X5 1.000 .713
X6 1.000 .675
X7 1.000 .885
X8 1.000 .841
X9 1.000 .666
X10 1.000 .647
X11 1.000 .770
X12 1.000 .755
Extraction Method: Principal Component Analysis

The above table depicts the principal component 
analysis (PCA) method which provides the 
relationship between the extracted factors and the 
variables included in the analysis. It is technically 
termed as the factor loadings. The value of the factor 

loadings though indicates the relationships clearly but 
it is unable to group all the variables clearly identified 
with the factors. By continuing with these extractions 
researcher is not able to fully eliminate the problem. 
So, the unrotated and rotated matrix is performed.
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Scree Plot is a graphical criterion to determine 
the number of factors. It has been plotted in the figure. 
With the Scree Test (Cattell, 1966), the Eigen value 
associated with each factor and look for a break 
between the factors with relatively large Eigen values 
and those with smaller Eigen values. The factors that 
appear before the break are assumed to be meaningful 
and the retained for rotation; those appearing after 
the break are assumed to be unimportant and are not 
retained. In the figure, component numbers are listed 
on the horizontal axis while Eigen values are listed on 
the vertical axis. The figure clearly shows that after 
component 3, the plot shows a clear break, hence, 
corroborate our earlier result of the extraction of three 
factors.

Table - 10 Rotated Component Matrixa
Component

1 2 3
X1 .806 -.263 -.044
X3 .718 -.037 -.349

X8 .848 -.030 -.054
X2 -.032 .826 -.033
X5 .222 .739 .377
X7 .464 .781 -.025
X11 -.110 .724 .568
X4 .482 .053 .857
X6 .500 -.130 .791
X9 .691 .177 .727
X10 .340 -.002 .730
X12 -.095 -.175 .735
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser 
Normalization.
a. Rotation converged in 5 iterations.

Above table explains that the principal components 
analysis and rotated factor loading method is used to 
identify the factors. From the above table, it is observed 
that out of 12 variables, 3 factors namely, Salary, Job 
Security/Stability and Prestige/Status were identified 
by the rotation method. 

Table - 11 Factors Influencing Interest and Expectation towards Professional Courses

Factors Label Statements Loadings

SALARY

X1 Professional graduates are paid higher salary than degree graduates. .806

X3 High salary is the main factor why many choose to pursue 
professional exam after graduation.

.718

X8 An accounting graduate can gain higher salary if he/she has 
professional qualification.

.848

JOB SECURITY/ 
STABILITY

X2 The career of a professional accountant is highly secured. .826
X5 I would enjoy being an accountant. .739

X7 Other professional fields are not as stable compared to accounting 
field.

.781

X11 Accountants are number-crunchers; they seldom work with people. .724

PRESTIGE/STATUS

X4 Professional qualifications are highly valued by the public. .857
X6 The accounting profession is prestigious. .791
X9 My family would like me to be an Accountant. .727

X10 Accountants with professional qualification are more respected than 
accountants with degree in accounting.

.730

X12 Accounting is a profession, on par with medicine and law. .735

The above table shows the cluster of statements 
in to factor 1. The statements ‘Professional graduates 
are paid higher salary than degree graduates’ with 
the loadings of .806. ‘High salary is the main factor 
why many choose to pursue professional exam 
after graduation’ with the loadings of .718 and ‘An 
accounting graduate can gain higher salary if he/she 
has professional qualification’ with the loadings of 
.848 were grouped into first factor Salary and indicates 

the clustered statements of factor 2. ‘The career of a 
professional accountant is highly secured’ with the 
loadings of .826, ‘I would enjoy being an accountant’ 
with the loadings of .739, ‘Other professional fields 
are not as stable compared to accounting field’ with 
the loadings of .781 and ‘Accountants are number-
crunchers; they seldom work with people’ with the 
loadings of .724 were grouped in to the second factor 
Job Security/Stability.
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 It reveals the clustered statements of factor 3. 
‘Professional qualifications are highly valued by the 
public’ with the loadings of .857, ‘The accounting 
profession is prestigious’ with the loadings of .791, 
‘My family would like me to be an Accountant’ with 
the loadings of .727, ‘Accountants with professional 
qualification are more respected than accountants with 
degree in accounting’ with the loadings of .730 and 
‘Accounting is a profession, on par with medicine and 
law’  with the loadings of .735 were grouped in to the 
factor Prestige/Status.

FINDINGS OF THE STUDY

Findings based on the Demographic 
profile

 ● 66 per cent of the respondents are male.

 ●  62 per cent of the respondents are come under 
the family size of 4 - 5 Members. 

 ●  32 per cent of the respondents family annual 
income is under the category of           Rs. 
7,50,001 - 10,00,000.

 ●  56 per cent of the respondents’ family earning 
members is 1 followed by 2 members as 34 
per cent.

 ●  30 per cent of the respondents came to 
know about the professional courses from 
the Friends/Relatives and 22 per cent of the 
respondents by the college advertisements.

FINDINGS FOR INTEREST 
AND EXPECTATION TOWARDS 

PROFESSIONAL COURSES (ANOVA & 
FACTOR ANALYSIS)

Based on ANOVA analysis, there is no significance 
difference in the gender of respondents and parent 
education of the respondents towards their interest 
and expectation towards professional courses and the 
significant difference was found between awareness of 
the respondents towards their interest and expectation 
towards professional courses

It is observed that out of 12 variables, 3 factors 
namely, Salary, Job Security/Stability and Prestige/
Status were identified by the rotation method. The 
highest factor loadings such as Professional graduates 
are paid higher salary than degree graduates’ with the 

loadings of .806, An accounting graduate can gain 
higher salary if he/she has professional qualification’ 
with the loadings of .848 and Professional qualifications 
are highly valued by the public’ with the loadings of 
.857 respectively for the three factors.

SUGGESTIONS

 ●  The professional accounting body should 
generate the related events to augment the 
awareness of students and update students of 
ways the professional certificates can be used 
to supervise one’s profession and remain 
money-making in place of work.

 ●  It is suggested that the Higher Secondary 
Schools and University’s accounting 
educators to make use of coaching methods 
that encourage student self-efficacy and 
create a belief that the student can auxiliary 
on this area.

 ●  The academic consultant is supposed to offer 
learning guidance and aid for undergraduate 
accounting students such as recommend 
skilled courses and planning schedules in 
future profession.

CONCLUSION 

Hence the present study concluded that the under 
graduate professional courses students encompass 
the high self-confidence on becoming a professional 
accountant that will offer job opportunity, job security, 
and high social status to their upcoming career. These 
beliefs will bring enthusiasm for students toward a 
professional accountant. Most of them thought that 
qualified accountant would have better job forecast, 
highly demand in job market, and being recognized 
globally and being rewarded well by the company. 
With all these benefits surrounded by becoming a 
professional accountant, it becomes a motivator for 
students to achieve professional level. The professional 
accounting bodies such as ACCA and CIMA also could 
play their roles such as focus on offering relevant 
courses, seminars and campaigns to attract more 
accounting students who are of superior anxiety on 
job protection and job opportunity. Generally, the gain 
of professional certificates is a good way to enhance 
the students’ knowledge, skills and abilities to fit the 
changes in expansion of accounting profession. 
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LEADERSHIP

Leadership is a process by which an executive can 
direct, guide and influence the behaviour and work of 
others towards accomplishment of specific goals in a 
given situation. Leadership is the ability of a manager 
to induce the subordinates to work with confidence 
and zeal.

Leadership is the potential to influence behaviour 
of others. It is also defined as the capacity to influence 
a group towards the realization of a goal. Leaders are 
required to develop future visions, and to motivate the 
organizational members to want to achieve the visions.

According to Keith Davis, “Leadership is the 
ability to persuade others to seek defined objectives 
enthusiastically. It is the human factor which binds a 
group together and motivates it towards goals.”

Leadership has a direct cause and effect 
relationship upon organizations and their success. 
Leaders determine values, culture, change tolerance 
and employee motivation. They shape institutional 
strategies including their execution and effectiveness.

EMPLOYEE PERFORMANCE

Employee performance refers to how your workers 
behave in the workplace and how well they perform 
the job duties you’ve obligated to them. For an 
individual employee, performance may refer to work 
effectiveness, quality and efficiency at the task level.

The specific metrics used to monitor employee 
performance will ultimately depend on the type of 
work your business does. However, there are some 
universal metrics to consider.

Businesses should monitor the quality of work, 
individual employee goals, effectiveness of training 
and employee efficiency. Evaluating quality of 

work and efficiency helps you prevent expensive 
mistakes, makes it more likely that your employees 
meet deadlines and reduces wasted time, materials 
and effort. Evaluating the effectiveness of training 
and individual employee work goals will help you 
determine if employees are best equipped to perform 
their jobs and to offer guidance when needed.

STATEMENT OF PROBLEM

Employee performance includes executing defined 
duties, meeting deadlines, employee competency, and 
effectiveness and efficiency in doing work. Various 
organizations need strong leadership styles that 
stimulate the employee performance. That’s why study 
investigates the best one leadership style that stimulates 
performance of employees. It is believed that an 
effective organization rooted from the propellers or on 
the business leaders. The idea of effective leadership is 
also adopted in the world of technology. The employees 
also perceived that there is a need of a leader who should 
not only have to lead people but also be effective. So, 
they need an effective leader who can lead the people 
toward the changes and performance improvement.

NEED FOR THE STUDY

The review of literature on leadership and employee 
performance is scattered across countries and across 
industry. Leadership has been viewed as a transaction 
between a leader and his subordinates. It has also been 
defined as a process of influencing people towards a 
particular objective or goal. Whichever leadership style 
that is exhibited by a person is a combination of traits, 
characteristics, skills and behaviours. While most 
of the literature reviewed is somehow consistent in 
suggesting that both transformational and transactional 
leadership styles are significantly positively related to 
employee performance in 20th century.
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OBJECTIVES

 ●  To identify the style of leadership commonly 
adopted by the managers in the organization.

 ●  To study the impact of the transactional 
leadership style on the employee’s 
performance.

 ●  To study the impact of the transformational 
leadership style on the employee’s 
performance.

INDUSTRY PROFILE

Engineering industry primarily deals with the 
design, manufacture and operation of structures, 
machines or devices. Engineering industry 
primarily comprise of sectors like civil, industrial, 
mechanical and chemical. The Indian Engineering 
sector has witnessed a remarkable growth over 
the last few years driven by increased investments 
in infrastructure and industrial production. The 
engineering sector, being closely associated with 
the manufacturing and infrastructure sectors, is of 
strategic importance to India’s economy.

The Government of India has appointed the 
Engineering Export Promotion Council (EEPC) as 
the apex body in charge of promotion of engineering 
goods, products and services from India. India exports 
transport equipment, capital goods, other machinery/
equipment and light engineering products such as 
castings, forgings and fasteners to various countries of 
the world. India became a permanent member of the 
Washington Accord (WA) in June 2014. The country 
is now a part of an exclusive group of 17 countries 
who are permanent signatories of the WA, an elite 
international agreement on engineering studies and 
mobility of engineers.

The engineering sector is the largest sector among 
the industrial segments in India and provides direct 
and indirect employment to over 4 million skilled and 
non-skilled workers. Though a diverse industry, it can 
be divided into two broad categories:

 ●  Heavy engineering segment – This accounts 
for bulk of all engineering goods production 
in India and is responsible for producing 
high-value products like heavy electrical, 
heavy engineering and machine tools, and 

automotive parts. Due to the high capital 
investment it requires, this segment is 
dominated by bigger, organized market 
players. It provides products to almost every 
major end-user industry.

 ●  Light engineering segment – This segment 
is responsible for medium to low technology 
products like casting and forging components, 
medical and surgical equipments, and 
industrial fasteners (high tensile and mild 
tensile steel fasteners). Light engineering 
goods find their use in the heavy engineering 
industry.

Leading players in the engineering industry are 
Bharat Heavy Electrical Ltd., Engineers India Ltd., 
Hindustan Aeronautics Ltd., Crompton Greaves, 
Elgi Equipments, HMT, Kirloskar Oil Engines Ltd. 
(KOEL), Larsen & Toubro Ltd. (L&T), Thermax Ltd., 
Cummins India Ltd., Alfa Laval (India) Ltd., Asea 
Brown Boveri Ltd (ABB), and Siemens Ltd.

RESEARCH DESIGN

A research design is the specification of the methods 
and procedures for acquiring the information needed 
to structure what information is to be collected from 
which sources and by what procedure. In simple words 
it refers to process of research.

The main objective of researcher is to have 
statistical conclusions to collect actionable insights. 
Numbers provide a better perspective to make 
important business decisions so Quantitative research 
design was used.

The researcher has used Descriptive research 
design, as descriptive research design is undertaken 
in order to ascertain and able to describe the 
characteristics of the variable involved as the subject 
matter of the study. For statistical results, Inferential 
statistics was used in which Pearson’s correlation was 
used to assess the relationships and effects as per the 
hypotheses of the study.

The researcher focuses on the studying the 
effectiveness of independent variable on dependent 
variable. The independent variables used in this 
study is transactional leadership and transformational 
leadership whereas dependent variable is employee’s 
performance.
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SAMPLING

Sampling Unit

A sampling unit is  one  of  the  unit  into  which  an  
aggregate  is  divided  for the  purpose of sampling, 
each unit being regarded as individual and indivisible 
when the selection is made. The sampling unit here is 
select 10 engineering companies in chennai.

Sampling Element

Target population - the specific pool of cases one wants 
to study. Sampling element: is the unit of analysis or 
case in a population - can be a person, a group, an 
organization, an arrest that is being measure. Sampling 
Frame: an actual list that includes every case in the 
population. The sampling elements are employees 
from HR, finance and IT department.

HYPOTHESIS

Correlation between Transactional Leadership and 
Employee Performance

 ●  H0 - There is significant relation between 
Transactional Leadership and Employee 
Performance.

 ●  H1 - There is no significant relation between 
Transactional Leadership and Employee 
Performance.

Correlation between Transformational Leadership 
and Employee Performance

 ●  H0 - There is significant relation between 
Transformational Leadership and Employee 
Performance.

 ●  H1 - There is no significant relation between 
Transformational Leadership and Employee 
Performance.

Correlation between Transactional Leadership and Employee Performance
Correlation between Transactional Leadership and Employee Performance

Transactional  
Leadership

Employee Performance 
parameters

Transactional Leadership Pearson Correlation 1 -.012
Sig. (2-tailed) .903
N 102 102

Employee Performance parameters Pearson Correlation -.012 1
Sig. (2-tailed) .903
N 102 102

INFERENCE

From the above table it is inferred that the P value 
(0.903) is very much greater than the significance value 
(0.05) and hence there is no significant relationship 
between Transactional Leadership and Employee 
Performance. The direction of relationship is negative 
therefore, increase in Transactional Leadership results 
in lower Employee Performance and vice versa. The 

Correlation Coefficient value r = -.012 which shows it 
is a very weak negative correlation.

So, in this case, we can accept alternative 
hypothesis H1 and reject null hypothesis H0.

Hence it is concluded that Transactional 
Leadership does not have any impact on the 
Employee’s Performance.
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CORRELATION BETWEEN TRANSFORMATIONAL LEADERSHIP AND EMPLOYEE 
PERFORMANCE

Correlation between Transformational Leadership and Employee Performance
Transformational 

Leadership
Employee 

Performanceparameters

Transformational Leadership Pearson Correlation 1 .712**
Sig. (2-tailed) .000
N 102 102

Employee Performance parameters Pearson Correlation .712** 1
Sig. (2-tailed) .000
N 102 102

**. Correlation is significant at the 0.01 level (2-tailed).

INFERENCE

From the above table it is inferred that the P value 
(0.000) is lesser than the significance value (0.05) and 
hence there is statistically significant linear relationship 
between Transformational Leadership and Employee 
Performance. The direction of relationship is positive 
therefore, increase in Transformational Leadership 

results in higher Employee Performance and vice 
versa. The strength of the relationship is Strong as the 
Correlation Coefficient value r is 0.712

So, in this case, we can accept null hypothesis H0 
and reject alternate hypothesis H1.

Hence it is concluded that Transformational 
Leadership impacts the Employee’s Performance.



Abstract

The generational diversity is that having people of wide 
range of different ages represented in the workplace. 
Age is the important factor when considering the 
generational diversity. Balancing the generational 
diversity leads to solve the problem and can innovate 
with new ideas and experience. This paper presents 
the results of the study showed to identify the factors 
involved in balancing the generational diversity in 
workplace. The area of the study deals with corporate 
companies in Maraimalai Nagar. Maraimalainagar is 
the largest industrial area between ChennaiTambaram 
and Chengalpet comprising of IT companies in and 
around Maraimalai Nagar like Accenture, Ford, 
Mahindra World City and SEZ. The Primary data is 
collected with questionnaire surveyed with various 
companies in Maraimalai Nagar. The secondary 
data has been collected from books and website. The 
population of the study is 200 employees in Corporate 
Companies.

Keywords: Age,Generational Diversity, Workplace, 
Balance etc.,

INTRODUCTION:

Generational diversity is that the people of wide range 
of different ages working in an organisation. Balancing 
the generational diversity is that how the organisation 
involves itself to solve the problem arises due to 
generational diversity. It is important to understand that 
ageism works in both the ways against older as well as 
young workers. It is the employer to take initiative to 
avoid discrimination based on age. This study involves 
knowing the factors related to generational diversity 
among the employees in the corporate companies. The 
study covers the Companies in MaraimalaiNagar.

REVIEW OF LITERATURE:

The generational diversity revolves around the 
expectations; work attitudes and behaviours of the 
employees may be influenced and differentiated due to 
various factors. Several studies have been conducted 
on this area and some of them as reviewed which is 
as follows.

ARSENAULT PM:The author in his study 
illustrates significant difference in how the generations 
are ranked on the leadership characteristics. The 
author concentrates more on traditions,emotions, 
attitudes, Preference among the generations. The 
author concludes that generational differences are a 
legitimate diversity issue that organizations need to 
recognize and understand its employees.

GLASS A: The author in his study “Understanding 
generationaldifference for Competitive success” 
discusses about specific challenges and opportunities 
in multigenerational workplace. He discussed about 
the types of conflicts, identifying it and methods to 
solve it. By this, it results in team and organizational 
success.

Mc Caffree: The author in his study, “The 
generation gap at work: Myth or reality?” discusses 
about conflict between the generations, fighting for 
their positions, social authority etc.,

YANG S.GUY ME:The author in his study 
“Genexers versus Boomers: Work motivators & 
management implications” discussed about difference 
between the Baby Boom generation and Generation 
X in terms of their appraisal of work motivation 
factors and management implications. The study was 
conducted to find out the major influence in the work 
place.

A STUDY ON BALANCING THE GENERATIONAL DIVERSITY IN THE 

WORKPLACE WITH THE SPECIAL REFERENCE TO CORPORATE COMPANIES 

IN MARAIMALAINAGAR.

Dr. D. Shanthi, Assistant Professor, Department of Commerce,
SRM Arts & Science College, Kattankulathur
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ZEMKE R.RAINES & C.FLIPCZAK B:The 
author in this study “Generations at work: Managing 
the clash of veterans, Boomers, Gen Xersand  GenYers 
in the work place” suggests a refreshing way to root 
out the causes of workplace clashes and bridge the 
generational gaps. It helps us to deals with multiple 
generations within the workplace.

AREA OF THE STUDY

The universe of the study is companies in Maraimalai 
Nagar. Sample size for the study is 200 respondents. 
The study is focused on the factors balancing the 
generational diversity of employees in companies in 

Maraimalai Nagar.

OBJECTIVES OF THE STUDY:

 ● To study balance of Generational diversity 
amongemployees in the companies 

 ● To analyze the factors related to generational 
diversity among the staffs

FRAMEWORK OF ANALYSIS

The data collected were analysed by using Percentage 
Analysis and applying Chi-square Test.

PERCENTAGE ANALYSIS

Factors VARIABLE FREQUENCY PERCENT

Age

25-30 25 12.5
30-35 6 3
35-40 76 38
40-45 44 22
Above 45 49 24.5

Risk of difference of Opinion

Values and beliefs  Strongly Agree 51 25.5
Agree 84 42
Neutral 24 12
Disagree 3 1.5
Strongly disagree 38 19

Work ethics

 Strongly Agree 38 19
Agree 12 6
Neutral 28 14
Disagree 36 18
Strongly disagree 86 43

Communication styles  Strongly Agree 20 10
Agree 31 15.5
Neutral 25 12.5
Disagree 59 29.5
Strongly disagree 65 32.5

Personal characteristics

 Strongly Agree 20 10
Agree 70 35
Neutral 30 15
Disagree 60 30
Strongly disagree 20 10
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Ego Clashes

 Strongly Agree 32 16
Agree 65 32.5
Neutral 28 14
Disagree 40 20
 Strongly disagree 35 17.5

Lack of Mutual understanding

 Strongly Agree 27 13.5
Agree 62 31
Neutral 26 13
Disagree 39 19.5
 Strongly disagree 46 23

Difference in work styles

 Strongly Agree 20 10
Agree 88 44
Neutral 17 8.5
Disagree 37 18.5
 Strongly disagree 38 19

Problem solving

 Strongly Agree 18 9
Agree 52 26
Neutral 35 17.5
Disagree 50 25
 Strongly disagree 45 22.5

Improve Understanding

 Strongly Agree 10 5
Agree 40 20
Neutral 25 12.5
Disagree 70 35
 Strongly disagree 55 27.5

Source: Collected and Computed through Questionnaire)

STATISTICAL TABLE (CHI – SQUARE TEST)

S.no Dependent Variable Independent Variable H0 Chi Square Value Inference
1 Age Values Both are 

dependent
0.042 Both are 

associated
2 Age Work Ethics Both are 

dependent
0.000 Both are 

associated
3 Age Communication style Both are 

independent
0.841 No 

association
4 Age Personal Characteristics Both are 

independent
0.962 No 

association
5 Age Ego clashes Both are 

independent
0.967 No 

association



593

 

6 Age Lack of misunderstanding Both are 
independent

0.939 No 
association

7 Age Work style Both are 
independent

0.990 No 
association

8 Age Problem solving Both are 
independent

0.689 No 
association

9 Age Improve understanding Both are 
independent

0.982 No 
Association

FINDINGS:

1.  Majority of the respondents are between the 
age group 35-40 years

2.  42% of the respondents agree that there is 
difference of opinion in values and beliefs

3.  48% of the respondents strongly disagree that 
there is difference of opinion in work ethics

4.  32.5% of the respondents  strongly disagree 
that there is difference of opinion in 
communication style

5.  35% of the respondents  agree that there is 
difference of opinion in personal characteristics

6.  32.5% of the respondents  agree that there is 
difference of opinion in ego clashes

7.  31% of the respondents agree that there 
is difference of opinion in lack of mutual 
understanding

8.  44% of the respondents agree that there is 
difference of opinion in difference in work styles

9.  26% of the respondents agree that there is 
difference of opinion in problem solving

10.  35% of the respondents disagree that there is 
difference of opinion in Improve understanding

11.  Age and values and beliefs are associated 
with each other

12.  Age and work ethics are associated with 
each other

13.  Work style, lack of misunderstanding and 
problem solving are not associated with age.

SUGGESTIONS & CONCLUSION

The results of the study using the structure have 
given that there is a difference in generations among 
the staffs in values and beliefs and work ethics. The 
results submit that the age is major factor influencing 
the generation gap in values and beliefs and work 
ethics. The staffs of all generations have fairly like 
opinion on the factors like problem solving, improving 
understanding among the staffs. Segregating the staff 
into age groups has proven to be a risky practice and 
the idea that staff from the different age groups should 
be treated differently is alarming. When it is comes to 
service, the generations among the staffs is not major 
limitation.
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ABSTRACTS

NRHM launched by Government of India holds 
great hopes and promises to the need of the people.  
Especially, NRHM has been implementing so 
many projects exclusively to reduce gender (male 
& female) inequality large disparity in India. The 
paper intends to study the impact of NRHM in the 
southern States of India in term of IMR of male 
and female. This present study is based on the 
available secondary data. The data has collected 
from various government reports. This study has 
employed various statistical and econometric tools 
like table; graph and paired sample T test in order 
to analysis and interpretation of data. Thepaired 
samples T test result indicating thatAfter NRHM 
in the southern States of India IMR of male and 
female is significant reduction. But, reduction of 
IMR in male is much faster and much higher than 
IMR in female.This paper suggested that to further 
reduction of IMR of male & female, the Government 
should be continuous effectively this programme 
like HBNBC in all regions in India. Then only, its 
Infant Mortality can reduce as per the requirements 
of Millennium Development Goals.

INTRODUCTION

Health is described as the state of complete physical, 
mental and social well-being (WHO). According to 
Webster Dictionary: Health is a state of being hale 
sound, or whole, in body, mind, especially, the state of 
being free from physical disease or pain. 

Health is an important form of human capital. It 
can enhance workers’ productivity by increasing their 
physical capacities, such as strength and endurance, 
as well as their mental capacities, such as cognitive 

functioning and reasoning ability. Low levels of human 
capital will be a barrier to development and impede 
improvements in productivity and competitiveness. 
But, human capital performancemainly has been 
linked to levels of education and some other factors 
such as innovation, technical progress and research 
and development and also health and nutrition as 
conditioning factors to growth. Sustained growth 
depends on the levels of human capital whose stock 
increases as a result of better education, better health, 
and new learning and training activities.Therefore, 
promotion of good health must be prime objective of 
every country’s development program. It is precursor 
to improve the quality of life for a major portion of 
mankind. The preamble to the WHO constitution 
also states that enjoyment of the highest attainable 
standard of health is fundamental right of every 
human being and Governments are responsible for 
the health of their people and that they can fulfil 
that responsibility by taking appropriate and social 
welfare measure. Health has found an important 
place in the constitutions of all nations of the world. 
Therefore,countries like economically developed and 
developing economy have started paying adequate 
role on improving the health status of people in the 
last three decades or so. A considerable portion of the 
Gross Domestic Product (GNP) has been earmarked 
for health promoting activities and health care 
represented by the number of medical institutions 
and availability of medicines.

In India, Consider into account the above 
factors in 2005 National Rural Health Mission was 
launched ourcountry.It is also called as National 
Health Mission. It provides effective health 
care to rural population, throughout the country 
particularly states which have weak public health 



595

 

indicators and weak infrastructures. Also, it seeks 
to provide universal access to reasonable,cheap and 
excellence health care. Which is answerable and 
approachable to the need of the people, reduction 
of child and maternal deaths as well as population 
standardization, gender (male & female) and 
demographic balance. It would also help to 
achieve the goals set under the NRHM policy and 
millennium Development Goals.

REVIEW OF LITERATURE

Amarjeet Sinha (2009) studied about the NRHM 
in India. The researcher identified that the National 
Rural Health Mission provides a large canvas and 
platform for health action. Throughout the short 
period of its presence there is sufficientsignal  to 
show that the mission has been moving in the right 
direction, crafting a reliable public system of health 
care provisionopening from the village and going up 
to the district level.

ZakirHussain (2011) critically evaluates the 
success of the government intervention strategies 
under NRHM scheme. This paper attempts a 
desk review of the progress of the National Rural 
Health mission with respect to its core strategies- 
provisioning of health services to households through 
accredited social health activists, support rural 
public facilities, increasing capacity of panchayat to 
regulate and manage provisioning of health services 
and standing of an effective health management 
information system.

S. Bhattacharyya, A. Srivastavai, BI. Avan, 
W. J. Graham 117 (2012) accesses facilitating 
factors and tasks in providing quality delivery care 
and creates context-specific operation lessons in 
three diverse states in India. The analysis presented 
is qualitative and descriptive. The Analysis 
shows that NRHM has filled new life in terms of 
infrastructure improvements, advance lower-level 
facilities but tasks remain like inadequate human 
resources, non-utilization of allocated funds and 
poor observing.

The study on impact of National Rural Health 
Mission on per natal in rural India by Sharad Kumar 
Singh and Ravider Kaur (2012). The researcher 
find out that innovations under national rural heath 

mission have paved the way for increased utilization 
of hospitals for childbirth. The relationship of increase 
in hospital deliveries with deterioration in the prenatal 
mortality rate in rural India after the introduction 
of NRHM in 2005 was measured using the sample 
registration system reports.

Dr.NavithaThimmalah and Mamatha K.G- 
(2014) intends to study the impact of NRHM in term 
of health infrastructure and to study the impact of 
NRHM on health indicators like IMR, MMR, CDR 
and TFR in Karnataka. The researcher found that 
the number of sub centres, primary health centres 
and community health centre has enlarged between 
2005 and 2010. Also IMR, MMR, CDR and TFR 
have come down after the execution of national rural 
health mission.

OBJECTIVES OF THE STUDY

1.  To examine the impact of NRHM in term of 
IMR male between southern state of India

2.  To analysis the impact of NRHM in term 
of IMR female between southern state of 
India

HYPOTHESES OF THE STUDY  

 ●  There is significant reduction in IMR male 
after implementation of NRHM

 ●  There is significant reduction in IMR female 
after implementation of NRHM

SCOPE AND METHODOLOGYOF THE 
STUDY

This present study is related to NRHM and its impact 
on IMR in the southern state of India on the basis of 
secondary data available. The data has collected from 
Sample Registration System Statistical Reports for 
different years, Office of RGI, New Delhi. And SRS 
Bulletins for different years, Sample Registration 
System, Office of RGI, New Delhi. In addition, http://
niti.gov.in/content/infant-mortality-rate-imr-1000-
live-births.This study has employed various statistical 
and econometric tools like table; graph and paired 
sample T test in order to analysis and interpretation 
of data.
Result and Discussion of Infant Mortality Rates 
Male & Female in Southern States of India
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TableInfant Mortality Rates (male) in southern States of India (1999-2016)

year /state India TamilNadu Kerala Andhra Pradesh Karnataka
Before Implementation Of NRHM

1999 70 50 14 69 59
2000 67 49 15 66 65
2001 64 45 14 65 59
2002 62 46 9 64 56
2003 57 44 11 59 51
2004 58 43 14 59 49
2005 56 35 14 56 48

After Implementation of NRHM
2006 56 36 14 55 46
2007 55 34 12 54 46
2008 52 30 10 51 44
2009 49 27 10 48 41
2010 46 23 13 44 37
2011 43 21 11 40 34
2012 41 21 10 40 30
2013 39 20 10 39 30
2014 39 20 12 39 29
2015 37 19 12 37 28
2016 33 17 9 33 22

*Source: 1. Sample Registration System Statistical Reports for different years, Office of RGI, New Delhi.
     *SRS Bulletins for different years, Sample Registration System, Office of RGI, New Delhi.
*http://www.censusindia.gov.in/vital_statistics/SRS_Report_2016/8.Chap%204-Mortality%20Indicators-2016.pdf

From table 4.30, it is clear that in the year 
2005 when NRHM was launched, there were IMR 
35 in TNs, 14 in KLs, 56 in APs, 48 in KAs and 
56 in India. In the year 2013, the IMR of TN from 
35 to 20, KL from 14 to 10, AP from 56 to 39, KA 
from 48 to 30 and over all India from 56 to 39 
decreasedrespectively.
FigInfant mortality rate (male) in southern states 
of India (1999-2016)

The fig shows the Infant mortality rate (male) in 
southern states of India. From the fig, it is clear that 
Infant mortality rate (male) southern states of India 
have gradually decreased along the years and after 
NRHM as well. Similarly comparing the southern 
states of India the Infant mortality rate (male) in 
southern states of Indiais lowest in Kerala and High 
in Andhra Pradesh.

Paired sample t Test Results on Infant Mortality Rates (male) in southernStates of India

States Statistical  
value

Before  
NRHM

After 
NRHM

Decreasing 
Mean Std.D CO.R t.Value df Sig

India Mean 62.0000 48.8571 13.14286 1.57359 .964 22.098 6 .000
Tamilnadu Mean 44.5714 27.4286 17.14286 3.43650 .829 13.198 6 .000
Kerala Mean 13.0000 11.4286 1.57143 2.50713 .143 1.658 6 .148
Andhra Pradesh Mean 62.5714 47.4286 15.14286 2.19306 .962 18.269 6 .000
Karnataka Mean 55.2857 39.7143 15.57143 2.14920 .941 19.169 6 .000
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Paired‘t’ Test Results on Infant Mortality Rates 
(male) in southernStates of India

 ●  H0: There is no difference in IMR (male) pre 
and post NRHM period in southern States of 
India.

 ●  HA: There is difference in IMR (male) pre 
and post NRHM period in southern States of 
India.

In the paired sample T test result table, it indicates 
that the Tamilnadu M.D value is 17.014286 and its STD. 
Deviation value 3.43650. The t statistic is significant at 
1% ((df: 6, t: 13.198, sig.0.000) level. Therefore, the 
null hypothesis of no difference in IMR pre and post 
NRHM period in Tamilnadu is rejected and alternative 
hypothesis of significant difference is accepted. With 
respect to Kerala, the M.D is 1.57143 and it STD. 
deviations 2.50713. The t statistic is significant at 1% 

((df: 6, t: 27.543, sig.0.148) level. Hence, the null 
hypothesis of no difference in IMR pre and post NRHM 
period in Kerala isrejected and alternative hypothesis of 
significant difference is accepted.

On the other hand, AP M.D value is 15.14286 
and its STD.deviation value 2.19306. The t statistic 
is significant at 1% (df: 5, t: 18.269, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in AP is rejected and 
alternative hypothesis of significant difference is 
accepted. In the case of KR, M.D value is 15.57143 
its STD. Deviation value 2.14920. The t statistic is 
significant at 1% ((df: 6, t: 19.169, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in KR is rejected and 
alternative hypothesis of significant difference is 
accepted.
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Whereas, India M.D value is 13.14286 and its 
STD. Deviation value 1.57359. The t statistic is 
significant at 1% ((df: 6, t: 22.098, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in India is rejected and 
alternative hypothesis of significant difference is 
accepted. Over all the above analysis’s revels that 

value of STD.deviation value to TN, AP and KA is 
higher than other state KL andin India .Therefore, 
TN, AP and KA are good performed state than  
other in IMR pre and post NRHM period. On  
whole, HA: There is difference in IMR pre and 
post NRHM period in southern States of India is  
accepted.

TableInfant Mortality Rates (Female) in southern States of India (1999-2016)

year /state India TamilNadu Kerala Andhra Pradesh Karnataka
Before Implementation Of NRHM

1999 71 55 15 64 57
2000 69 54 13 64 47
2001 68 54 9 68 58
2002 65 43 12 60 53
2003 64 41 12 59 52
2004 58 38 11 58 49
2005 61 39 15 58 51

After Implementation Of NRHM
2006 59 37 16 58 50
2007 56 36 13 55 47
2008 55 33 13 54 46
2009 52 29 13 50 42
2010 49 24 14 47 39
2011 46 23 13 46 35
2012 44 22 13 43 34
2013 42 21 13 40 32
2014 39 20 12 39 29
2015 37 19 12 37 28
2016 36 17 11 35 27

*Source: Sample Registration System Statistical Reports for different years, Office of RGI, New Delhi.  
*SRS Bulletins for different years, Sample Registration System, Office of RGI, New Delhi.
*http://www.censusindia.gov.in/vital_statistics/SRS_Report_2016/8.Chap%204-Mortality%20Indicators 2016.pdf

From the table, it shows that in the year 2005 
when NRHM was launched, there wereIMR (female) 
39 in TNs, 15 in KLs, 58 in APs, 51 in KAs and 61 
in India. In the year 2013, theIMR (female) of TN 
from 39 to 21, KL from 15 to 13, AP from 58 to 40, 
KA from 51 to 32 and over all India from 61 to 42 
decreasedrespectively.
Feg.Infant Mortality Rate (Female) in southern 
states of India

above fig shows the Infant Mortality Rate 
(Female) in southern states of India. From the fig it is 
clear Infant Mortality Rate (Female) in southern states 
of Indiahas gradually decreased along the years and 
after NRHM as will. Similarly comparing the southern 
states of India the Infant Mortality Rate (Female) is 
lowest in Kerala and High in Andhra Pradesh even 
after NRHM.
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Paired‘t’ Test Results on Infant Mortality Rates (female) in southernStates of India

States Statistical 
value

Before 
NRHM

After 
NRHM

Decreasing 
Mean Std.D CO.R t.Value df Sig

India Mean 65.1429 51.5714 13.57143 1.81265 .951 19.809 6 .000

Tamilnadu Mean 46.2857 29.1429 17.14286 2.26779 .967 20.000 6 .000

Kerala Mean 12.4286 13.5714 -1.14286 1.86445 .498 -1.622 6 .156

Andhra Pradesh Mean 61.5714 50.42 11.14286 3.07834 .835 9.577 6 .000

Karnataka Mean 52.4286 41.8571 10.57143 5.56349 .464 5.027 6 .002

Paired‘t’ Test Results on Infant Mortality 
Rates (female) in southernStates of India

 ●  H0: There is no difference in IMR (female) 
pre and post NRHM period in southern States 
of India.

 ●  HA: There is difference in IMR (female) pre and 
post NRHM period in southern States of India.

On the basis of analysis conducted by using 
paired sample T test, it indicates that the Tamilnadu 
M.D value is 17.014286 and its STD. Deviation value 
2.26779. The t statistic is significant at 1% ((df: 6, t: 
20.000, sig.0.000) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Tamilnadu is rejected and alternative hypothesis 
of significant difference is accepted. In case of 
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Kerala state, the M.D is -1.14286 and it td deviations 
1.86445. The t statistic is significant at 1% ((df: 6, t: 
-1.622, sig.0.156) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Kerala is accepted and alternative hypothesis of 
significant difference is rejected. 

With respect to AP, M.D value is 11.14286 and 
its STD.deviation value 3.07834. The t statistic is 
significant at 1% (df: 5, t: 9.577, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR pre 
and post NRHM period in AP is rejected and alternative 
hypothesis of significant difference is accepted. On the 
other hand of KR, M.D value is 10.57143 its STD. 
Deviation value 5.56349. The t statistic is significant 
at 1% ((df: 6, t: 5.027, sig.0.002) level. Hence, the 
null hypothesis of no difference in IMR pre and post 
NRHM period in Tamilnadu is rejected and alternative 
hypothesis of significant difference is accepted.

Whereas, India M.D value is 13.57143 and its 
STD. Deviation value 1.81265. The t statistic is 
significant at 1% ((df: 6, t: 19.809, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in India is rejected and 
alternative hypothesis of significant difference is 
accepted. Over all the above analysis’s revels that 
value of STD .deviation value to TN, AP and KA is 
higher than other state like KL andin India. Therefore, 
TN, AP and KA are good performed state than other 
in IMR pre and post NRHM period.Particularly, TN 
state IMR female reduction is much better than other 
state. On whole, HA: There is difference in IMR pre 
and post NRHM period in southern States of India is 
accepted but except the Kerala state.

Policy recommendation

1.  Government should bring reforms in the 
healthsystem in the rural areas of southern 
States of India like HBNBC. For that, The 
Public, Private and NGO/Third Sectors 
Partnership should take combined effort.

2.  Government should enlargesuccessfully the 
health facility to the hilly region peopleand 
tribal people particularly programme like 
HBNBC. 

3.  After the implementation of NRHM health 
indicators like IMR male & female has been 
reduced significantly. But for the further 

reduction, Government should promote this 
programme extensively in high IMR regions 
inthe southern States of India.

Discussion &Conclusion

NRHM launched by Government of India holds 
great hopes and promises tothe need of the people, 
reduction of child and maternal deaths as well as 
population standardization, gender (male & female)  
and demographic balance . Especially, NRHM has 
been implementing so many projects exclusively 
to reduce gender (male & female) inequality large 
disparity in India. This study is concluding that after 
NRHM inthe southern States of India IMR of male and 
female is significant reduction. But, reduction of IMR 
in male is much faster and much higher than IMR in 
female. To further reduction of IMR of male & female, 
Government should be continuous effectively this 
programme like HBNBC in all regions then there is 
no doubt that the southern States of Indiacan reduce its 
Infant Mortality as perthe requirements of Millennium 
Development Goals.
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ABSTRACT

Entrepreneurial skills are essential for creating self-
employment and giving employment opportunities to 
others. Both the Central and the State Governments are 
trying to promote entrepreneurship especially among 
economically backward castes, particularly Schedule 
Castes and Schedule tribes. Schedule tribes constitute 
8.6% of country’s total population. This paper focuses 
on entrepreneurship opportunities available to the 
Irula tribal women selling Medicinal plants with 
52 respondents using simple statistical tools like 
percentage analysis, factor analysis and t-test.

Keywords: Irula Women, Medicinal plants and 
Entrepreneur

INTRODUCTION

Tribal communities live in various geographical areas 
ranging from hills, forests and inaccessible areas. 
Traditionally they are inseparable part of the forest 
ecosystem.One of the Primitive tribal community of 
State of Tamilnaduis the Irulas.They are a community 
in transition classified under Scheduled Tribes. 

Traditionally Irula men indulge in Snake catching 
and skinning for livelihood while Irula women are fine 
vaidyars (herbal doctors). They have patients baring 
geographical location. They risk their lives to collect 
rare herbs from interior forest.These Tribes have a 
great source of knowledge about plants with Medicinal 
values. The knowledge about the Medicinal values of 
the plants available in the forest are passed from one 
generation to another by practice.

Irulawomen inhabiting at the Thandarai District 
of Chengalpattu, have constituted an association,Irula 
Tribal Women’s Welfare Society -ITWWS through 
which medicinal plants are sold. This study tries to find 
out the opportunities available to the Tribal Women to 
become Entrepreneurs by selling Medicinal plants.

LITERATURE REVIEW

Prof. M. A. Lokhande (2016) carried out a research study 
to examine the need and importance of entrepreneurship 
among the economically backward communities 
like Scheduled Castes and Scheduled Tribes in the 
present world particularly Marathwada Region. The 
researcher undertook to probe into the entrepreneurial 
process, problems and challenges faced by 150 SC/
ST entrepreneurs with the help of statistical tools like 
percentage analysis and simple averages.

Ashish Kumar Gupta, M. L. Sharma, M. A. Khan, 
S. Narbaria and A. Pandey (2015) explored the problems 
faced by tribes in India particularly tribes of Chhattisgarh 
marketing Non-Timber Forest Products (NTFPS). In this 
paper, the researchers studied about 135 tribes involved 
in collecting Mahua. They haveexamined primary 
problem in marketing their products and suggested 
measures to overcome their problems.

Triptimoy Mondal and Prof. JaydebSarkhel 
(2015) has examined the difficulties faced by poor 
tribal women members of Self Help Groups (SHGs) 
with reference to Bankura district, West-Bengal. They 
suggest measures to overcome problems and also to 
gain socio-economic empowerment through effective 
functioning of SHGs.

OBJECTIVES OF THE STUDY

 ●  To study the difficulties faced by the Irula 
tribal women in collection of medicinal herbs 
from forest.

 ●  To identify the factors affectingIrula women 
to become an Entrepreneur.

 ●  To study the needs of Irula women to become 
an entrepreneur.

 ●  To suggest measures to overcome problems 
faced by the Irula tribal women to become 
Entrepreneur.
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HYPOTHESIS OF THE STUDY

H0 - There is no significant difference among 
the need of Irula women to become an 
Entrepreneur.

LIMITATIONS OF THE STUDY

 ●  The Irula tribal women were very shy and 
hesitant to face outsiders.

 ●  As most of them are ill-literates, explaining 
the questions and obtaining their opinion was 
very difficult.

 ●  The research was done for a period of six 
months only.

RESEARCH METHODOLOGY

The research work is Empirical in nature. A well-
structured Interview schedule was framed and data 
collected among 52 Irula Tribal Women involved in 

cutting, growing and Marketing Medicinal plants 
at ITWWS centre,Thandarai district. As few of 
the Women were ill-literates and majority of the 
respondents have done very basic schooling only, 
students were used to explain questionnaire to the 
respondents. Journals, books, periodicals and websites 
were referred for Secondary data.

ANALYSIS AND INTERPRETATION

The data analysis is processed with the help of SPSS 
(15th version) software. The reliability of the data per 
Cronbach’s Alpha is 79.5%. The statistical tools used 
for the analysis of data are Percentage analysis, One 
sample t-test and Factor analysis.

In this research paper, to find the predominant 
factor causing difficulties to the Irula tribal women 
while collecting medicinal plants from the forest, 
Percentage analysis is used. It is shown in the below 
table:

Table 1 showing the Difficulties Faced Bythe Tribal Women  While Collecting Plants

FACTORS NO.OF RESPONDENTS PERCENTAGE
No proper walking paths 4 8
Fear of venomous snakes, insects and animals 7 13
Thorny bushes 1 2
Herbs are seasonal only 2 4
All the above 38 73
Total 52 100

Source: Primary Data

Interpretation

From the Table, the researcher observed that, 
majority of the respondents (73%) face difficulties 

like no proper walking paths, fear of venomous 
snakes and animals, thorny bushes. Certain  
herbs are seasonal and hence they find it difficult to 
collect it.

Table 2 showing KMO and Bartlett’s Testfor Factors that acts as problems toIrula women to become an 
Entrepreneur

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .622
Bartlett’s Test of Sphericity Approx. Chi-Square 169.313

df 28
Sig. .000

Source: Computed Data
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Since the Significance value 0.000 is less than 
0.05, it implies that there is relationship between the 
variables.

Communalities
Problems of Irula 
women to become an 
Entrepreneur

Initial Extraction

Aspiration to become an 
Entrepreneur 1.000 .623

Capability to start a 
business 1.000 .724

Profit making motive 1.000 .742

Problems in Arrangement 
of Capital 1.000 .571

Availability of Place to run 
a business 1.000 .500

Requirement of Bank loan 
for business 1.000 .721

Encouragement from 
family to become an 
entrepreneur

1.000 .669

Motivation to Tribal 
women to start their 
business

1.000 .552

Extraction Method: Principal Component Analysis.

Total Variance Explained

Component
Initial Eigenvalues Rotation Sums of Squared Loadings

Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.615 32.682 32.682 1.735 21.692 21.692
2 1.399 17.488 50.169 1.699 21.243 42.936
3 1.088 13.596 63.765 1.666 20.830 63.765
4 .953 11.914 75.680
5 .704 8.800 84.480
6 .505 6.317 90.796
7 .386 4.831 95.627
8 .350 4.373 100.000

Extraction Method: Principal Component Analysis.

Rotated Component Matrixa

Problems of Irula women to become an Entrepreneur
Component

1 2 3
Encouragement from family to become an entrepreneur .775
Problems in Arrangement of Capital .732
Motivation to Tribal women to start their business .639
Requirement of Bank loan for business .801
Profit making motive .793
Availability of Place to run a business .697
Aspiration to become an Entrepreneur .678
Capability to start a business .631
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.

The Principal Component Analysis is 
performed for the factors affecting Entrepreneurship 
Opportunities of the Tribal Women. The Eigen value 
associated with each factor is given in the above 
table. It is clear that three factors can be extracted.
From the Rotated Component Matrix, it is found 
that Motivational factor, Financial factor and Ability 

factor are the predominant factors affecting Irula 
women to become an entrepreneur.

It is revealed from the above table that Factor 1: 
Motivational Factor was loaded with three variables 
viz. Encouragement from family to become an 
entrepreneur, Problems in arrangement of capital and 
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motivation to Tribal women to start their business. 
Factor 2: Financial Factor was loaded with 2 variable 
viz. Requirement of Bank loan for business and Profit 
making motive. Factor 3: Ability Factor was loaded 
with 3 variables viz. Availability of site to run a 
business, Aspiration to become an Entrepreneur and 
Capability to start a business. Therefore, it can be 
concluded that by providing motivation, financial 
assistance and appropriate skill development training, 
the Irula women can overcome the existing challenges 
to become an entrepreneur.

Table 3 showing the Need of Irula women 
to become Entrepreneur

The parametric t-test helps to analyse the significance 
of variables considered for thestudy. One sample t-test 
assists with better analysis by revealing, mean value, 
standarddeviation, standard error mean by processing 
the variables considered for the study. Difficulties 
faced by the Tribal Women are analysed and by using 
one sample t-test the results are given in the below 
table.

One Sample t-test on the Needs of Irula women to become an Entrepreneur

Needs of Irula Women to become an Entrepreneur Mean S.D. t-value P-value
Management of Competition 3.442 1.447 2.204 0.032*
Increased Sales 3.192 1.103 1.257 0.214
Progressive attitude of Customers 2.904 1.257 -0.552 0.583
Increased Profit 2.731 0.931 -2.085 0.042*
Participating in Exhibitions and trade fairs 2.577 1.601 -1.906 0.062
Improved standard of living 2.250 1.312 -4.123 0.000*
Bank loan to start a business 2.231 1.182 -4.694 0.000*
Aggressive advertisement for the products 2.212 1.289 -4.413 0.000*
Requirement of transportation facility 2.173 1.200 -4.969 0.000*

Source: Computed Data

*5% Level of Significance

Null Hypothesis: There is no significant difference 
among the need of Irula women to become an 
Entrepreneur.

Result: Since the p-value of the variables related 
to the needs of Irula women to become an entrepreneur 
is less than the table value 0.05, it can be concluded 
that there is significant difference among the need of 
Irula women to become an entrepreneur. Hence, the 
null hypothesis rejected.

RESEARCH FINDINGS 

 ●  The researcher observed that, majority of 
the respondents (73%) face difficulties like 
no proper walking paths, fear of snakes and 
animals, thorny bushes and herbs are seasonal 
only while collecting medicinal plants.

 ●  The Tribal women Lack motivation to start a 
business and they require Bank loan to start 
a business.

 ●  The Tribal women are ready to face 
competitions while marketing their Medicinal 
plants.

SUGGESTIONS

 ●  The Government can take measures to lay 
proper foot paths in the forest. 

 ●  As the Tribal women lack Education, 
approaching Banks is difficult task. 
Nationalised Banks can come to the rescue of 
these Tribal Women to mobilise Capital. 

 ●  Also these Tribal women lack Motivation 
to become Entrepreneurs. NGO can arrange 
more Motivational classes for these Tribal 
women so that they understand the importance 
of their products. 

 ●  A small van can be provided so that market 
can be explored and expanded.

 ●  Present younger generation should be 
educated about the rich knowledge their 
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parents possess and should be encouraged to 
participate in collection of plants and herbs.

 ●  At present Word of mouth is their marketing 
tool, NGO can use Social media to promote 
the sales.

CONCLUSION

The Irula Tribal Women possess great knowledge about 
uses of plants for Medicines. There is high potentiality 
to become Entrepreneurs if the factors discussed are 
rectified accordingly. Entrepreneur oppurtunities will 
help this community to come out of the clutches of 
poverty and uplift their standard of living.
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ABSTRACT

National Rural Health Mission (NRHM) was 
implemented in 2005 across the various states of 
India along with the union territories. The paper 
intends to study the impact of NRHM on IMR in 
terms of Rural and Urban area in southern state of 
India. This study depends on the secondary data. 
Analysis and interpretations of data’s were carried 
out using the statistical tools like tables, graphs and 
paired sample “t” test. The study result indicates 
that after NRHM states like TN, AP and KA had 
a remarkable decrease in IMR in Rural areas. In 
addition when studied the IMR at the urban areas 
during the pre and the post NRHM period states 
like TN and AP had a significant reduction there by 
increasing its performance.  

INTRODUCTION

Health is an important form of human capital. It 
can enhance workers’ productivity by increasing 
their physical capacities, such as strength and 
endurance, as well as their mental capacities, such 
as cognitive functioning and reasoning ability. Low 
levels of human capital will be an obstacle for the 
development and slow down the improvements in 
productivity and competitiveness. Human capital is 
the input associated with the human body and brain: 
good health, strength, brainpower, native ability, are 
elements that suggest a direct link between the human 
body and productivity. Recognising the importance 
of health, models of economic growth have been 
extended to include this factor as a human capital 
input. 

Therefore, promotion of good health must be 
prime objective of every country’s development 

program. It is precursor to improve the quality of life 
for a major portion of mankind. The preamble to the 
WHO constitution also states that enjoyment of the 
highest attainable standard of health is fundamental 
right of every human being and Governments are 
responsible for the health of their people and that they 
can fulfil that responsibility by taking appropriate 
and social welfare measure. Health has found an 
important place in the constitutions of all nations of 
the world.

Consequently, the entire countries of the world 
have started paying adequate role on enlightening 
the health status of people in the last three decades 
or so. In India, considering into account the above 
factors National Rural Health Mission was launched 
by the Hon’ble Prime Minister Dr Manmohan Singh 
in New Delhi on 12th April 2005 in the country, with 
a special attention on 18 states. Now a day, this 
mission is called as National Health Mission.  It is 
the major ever health project in the health sector in 
the last 50 years. It recognizes the importance of 
health care in the process of economic and social 
development and improving the quality of lives of 
our citizens. It offers effective health care to rural 
population, throughout the country for the states 
which have weak public health indicators and weak 
infrastructures. It would also help to achieve the 
goals set under the NRHM policy and millennium 
Development Goals.

REVIEW OF LITERATURE

ShyamAshtekar (2008) reported about national 
rural health mission in India. The researcher 
remarked that the failure of decentralisation, the lack 
of inter-sectoral coordination, and the undermining 
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of traditional health support are the reasons why the 
National Rural Health Mission has not delivered 
what it had set out to achieve.

Amarjeet Sinha (2009) studied about the NRHM 
in India. The researcher identified that the National 
Rural Health Mission provides a large canvas and 
platform for health action. During the short period 
of its existence there is ample evidence  to show that 
the mission has been moving in the right direction, 
crafting a credible public system of health delivery 
starting from the village and going up to the district 
level.

Rajib Dasgupta and Ramila Bisht (2010) 
comments on National Rural Health Mission in India. 
The authors argued that The National Urban Health 
Mission was supposed to address the unmet health 
needs of urban Indians. Yet, it has failed to commence 
work even 18 months after the announcement of its 
formation.

Abhay Shukla, Kerry Scott and Dhananjay 
Kakde (2011) make a conversation about the merits, 
shortcomings and potential of India’s National Rural 
Health Mission (NRHM) specifically focuses on 
community-based monitoring (CBM) within NRHM. 
The authors discuss five key processes that have 
contributed to CBM’s preliminary effectiveness in 
the pilot districts in Maharashtra.

The study on health care and health indicators 
in India by Amarjeet Sinha (2012) the researcher 
mentions that there is a lot to despair as far as 
India’s health indicators are concerned. They do not 
match our economic performance over the last two 
decades. Public expenditure on health in India as 
a proportion of the gross domestic product (GDP) 
continues to be one of the lowest in the world, 
in spite of an increase from below 1% to a little 
over 1% with the National Rural Health Mission 
(NRHM). The crib deaths in West Bengal, the 
misuse of NRHM funds in Uttar Pradesh, the poor 
state of maternity homes in the country’s capital 
among other such similar happenings have rightly 
resulted in a public outcry. Though the NRHM is 
a centrally sponsored programme, health is a state 
subject and it is the leadership at the state level that 
makes all the difference.

The study on impact of National Rural Health 
Mission on per natal in rural India by Sharad Kumar 
Singh and Ravider Kaur (2012). The researcher 
find out that innovations under national rural heath 
mission have paved the way for increased utilization 
of hospitals for childbirth. The association of increase 
in hospital deliveries with decline in the prenatal 
mortality rate in rural India after the launch of NRHM 
in 2005 was assessed using the sample registration 
system reports.

Dr. NavithaThimmalah and Mamatha K.G- 
(2014) intends to study the impact of NRHM in term 
of health infrastructure and to examine the impact of 
NRHM on health indicators like IMR, MMR, CDR 
and TFR in Karnataka. The researcher found that the 
number of sub centres, primary health centres and 
community health centre has increased between 2005 
and 2010. Also IMR, MMR, CDR and TFR have come 
down after the implementation of national rural health 
mission.

OBJECTIVES OF THE STUDY

1.  To examine the impact of NRHM in term of 
IMR rural between southern state of India.

2.  To analysis the impact of NRHM in term of 
IMR urban between southern state of India.

Hypotheses of the Study
 ●  There is a significant reduction in IMR rural 

after implementation of NRHM

 ●  There is a significant reduction in IMR urban  
after implementation of NRHM

METHODOLOGY AND SCOPE OF THE 
STUDY

Statistical and Econometric methods were used to 
interpret and analyse the secondary data’s. The data’s 
were collected from different government report like 
Sample Registration System, Statistical Reports of 
different years, Office of RGI, New Delhi and SRS 
Bulletins for different years, Sample Registration 
System, Office of RGI, New Delhi. The scope of study 
is NRHM and its impact on rural and urban IMR in the 
southern state of India on the basis of secondary data 
available. 
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RESULT AND DISCUSSION
Table 1 Infant Mortality Rates (Rural) in southern States of India (1999-2016)
year /state India TamilNadu Kerala Andhra Pradesh Karnataka

Before Implementation Of NRHM

1999 75 58 14 75 69 
2000 74 56 14 74 68
2001 72 55 12 74 69
2002 69 50 11 71 65
2003 66 48 12 67 61
2004 64 45 13 65 54
2005 64 39 15 63 54

After Implementation Of NRHM
2006 62 39 16 62 53
2007 61 38 14 60 52
2008 58 34 12 58 50
2009 55 30 12 54 47
2010 51 25 14 51 43
2011 48 24 13 47 39
2012 46 24 13 46 36
2013 44 24 13 44 34
2014 43 23 14 43 31
2015 41 22 13 41 30
2016 38 20 10 38 27

*Source:Sample Registration System Statistical Reports for different years, Office of RGI, New   Delhi.
* SRS Bulletins for different years, Sample Registration System, Office of RGI, New Delhi.
*http://www.censusindia.gov.in/vital_statistics/SRS_Report_2016/8.Chap%204-Mortality%20Indicators-2016.pdf

From the Table 1, it shows that in the year 2005 
when NRHM was launched, there were IMR Rural 
area numbering as 39 in TNs, 15 in KLs, 63 in APs, 54 
in KAs and 64 in India. In the year 2013, the IMR of 

TN reduced from 39 to 24, KL from 15 to 13, AP from 
63 to 44, KA from 54 to 34 and over all India IMR 
Rural area was decreased from 64 to 44 decreased 
respectively. 

Feg. IMR in Rural area in India and the southern states of India
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The above Fig-1 shows the IMR in Rural area in India and 
the southern states of India. It is clear that after NRHM 
i.e. after 2005 Rural IMR in India and southern states 

of India has gradually decreased along the years. But, 
comparing the southern states of India the IMR Rural 
area is lower in Kerala and Highest in Andhra Pradesh.

Paired‘t’ Test Results on Infant Mortality Rates (rural) in southern States of India

States Statistical 
value

Before 
NRHM

After 
NRHM

Decreasing  
Mean Std.D CO.R t.Value df Sig

India Mean 69.1429 54.4286 14.71429 1.79947 .992 21.634 6 .000
Tamilnadu Mean 50.1429 30.5714 19.57143 2.57275 .926 20.127 6 .000
Kerala Mean 13.0000 13.4286 -.42857 1.39728 .506 -.812 6 .448
Andhra Pradesh Mean 69.8571 54.0000 15.85714 1.77281 .983 23.665 6 .000
Karnataka Mean 62.8571 45.7143 17.14286 1.46385 .976 30.984 6 .000

H0: There is no difference in IMR (rural) pre and 
post NRHM period in southern States of India.
HA: There is difference in IMR (rural) pre and 
post NRHM period in southern States of India.

Paired sample t test indicating that the Tamilnadu 
M.D value is 19.57143 and its STD. Deviation value 
is found as 2.57275. The T statistic test is significant 
at 1% ((df: 6, t: 20.127, sig.0.000) level. Hence, the 
null hypothesis is of no difference in IMR pre and 
post NRHM period in Tamilnadu is rejected and 
alternative hypothesis of significant difference is 
accepted. With respect to Kerala, the M.D is -.42857 
and it STD.deviations 1.39728. The t statistic is 
significant at 1% ((df: 6, t: -812, sig.0.448) level. 
Therefore, the null hypothesis of no difference in 
IMR pre and post NRHM period in Kerala is accepted 
and alternative hypothesis of significant difference is 
rejected. 

On the other hand, AP M.D value is 15.85714 
and its STD.deviation value 1.77281. The t statistic is 
significant at 1% (df: 6, t: 23.665, sig.0.000) level. So, 
the null hypothesis of no difference in IMR pre and 

post NRHM period in AP is rejected and alternative 
hypothesis of significant difference is accepted. In the 
case of KR, M.D value is 17.14286 its STD. Deviation 
value 1.46385. The t statistic is significant at 1% ((df: 6, 
t: 30.984, sig.0.000) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period in 
KR is rejected and alternative hypothesis of significant 
difference is accepted.

Whereas, India M.D value is 14.71429 and its 
STD. Deviation value 1.79947. The t statistic is 
significant at 1% ((df: 6, t: 21.634, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in India is rejected and 
alternative hypothesis of significant difference is 
accepted. Over all the above Paired sample T test  
analysis’s revels that value of STD .deviation value 
to  TN, AP and KA is higher than other state like 
KL  and in India .Therefore, it is conclude that 
after NRHM state like  TN, AP and KA are good 
performed than other state in IMR pre and post 
NRHM period. On whole, HA: There is difference 
in IMR pre and post NRHM period in southern 
States of India is accepted.

Table 2: Infant Mortality Rates (Urban) in southern States of India (1999-2016)
year /state India TamilNadu Kerala Andhra Pradesh Karnataka

Before Implementation Of NRHM
1999 44 39 16 37 24 
2000 44 38 14 36 24
2001 42 35 9 40 26
2002 40 32 8 35 25
2003 38 31 10 33 24
2004 40 35 9 39 38
2005 40 34 12 39 39
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After Implementation of NRHM
2006 39 33 12 38 36
2007 37 31 10 37 35
2008 36 28 10 36 33
2009 34 26 11 35 31
2010 31 22 10 33 28
2011 29 19 9 31 26
2012 28 18 9 30 25
2013 27 17 9 29 24
2014 26 16 10 28 24
2015 25 16 10 25 23
2016 23 14 10 24 19

*Source: 1. Sample Registration System Statistical Reports for different years, Office of RGI, New Delhi.

*SRS Bulletins for different years, Sample Registration System, Office of RGI, New Delhi

*http://www.censusindia.gov.in/vital_statistics/SRS_Report_2016/8.Chap%204-Mortality%20Indicators-2016.pdf

From the table 2, it shows that in the year 2005 
when NRHM was launched, there were IMR in 
Urban area 34 in TNs, 12 in KLs, 39 in APs, 39 in 
KAs and 56 in India. After NRHM in the year 2013, 

the IMR the IMR of TN from 34 to 17, KL from 
12 to 9, AP from 39 to 29, KA from 39 to 24 and  
over all India from 40 to 27 diminished  
respectively.

Fig .2 the IMR in Urban area in India and southern states of India.
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The above fig .2 shows the IMR in Urban area 
in India, TamilNadu and southern states of India. 
It is indicating that after NRHM i.e. after 2005 
Urban IMR in India and southern states of India 

has gradually declined along the years. But, the  
southern states of India the IMR urban area is lower 
in Kerala and Highest in Andhra Pradesh after 
NRHM.

Paired‘t’ Test Results on Infant Mortality Rates (urban) in southern States of India

States Statistical 
value

Before 
NRHM

After 
NRHM M.D Std.D CO.R t.Value df Sig

India Mean 41.1429 33.4286 7.71429 2.69037 .815 7.586 6 .000
Tamilnadu Mean 34.8571 25.2857 9.57143 4.50397 .652 5.623 6 .001
Kerala Mean 11.1429 10.1429 1.00000 2.70801 .413 .977 6 .366
Andhra Pradesh Mean 37.0000 34.2857 2.71429 4.30946 -.196 1.666 6 .147
Karnataka Mean 28.5714 30.5714 -2.00000 10.63015 -.798 -.498 6 .636

H0: There is no difference in IMR (urban) pre and 
post NRHM period in southern States of India.

HA: There is difference in IMR (urban) pre and 
post NRHM period in southern States of India.

On the basis of analysis conducted by using 
paired sample T test, it shows that the Tamilnadu 
M.D value is 9.57143 and its STD. Deviation value 
4.50397. The t statistic is significant at 1% ((df: 6, t: 
5.623, sig.0. .001) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Tamilnadu is rejected and alternative hypothesis of 
significant difference is accepted. In the case of Kerala 
state, the M.D is 1.00000 and its STD .deviations 
value 2.70801. The t statistic is significant at 1% ((df: 
6, t: .977, sig.0. .366) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Kerala is accepted and alternative hypothesis of 
significant difference is rejected. 

Whereas, AP M.D value is 2.71429 and its STD.
deviation values 4.30946. The t statistic is significant 
at 1% (df: 5, t: 1.666, sig.0.147) level. So, the null 
hypothesis of no difference in IMR pre and post NRHM 
period in AP is rejected and alternative hypothesis of 
significant difference is accepted. With respect to KR 
state, M.D value is -2.00000 its STD. Deviation value 
10.63015. The t statistic is significant at 1% ((df: 6, t: 
-.498, sig.0.636) level. Therefore, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Tamilnadu is accepted and alternative hypothesis of 
significant difference is rejected.

However, India M.D value is 7.71429 and its 
STD. Deviation values 2.69037. The t statistic is 
significant at 1% ((df: 6, t: 7.586, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 

pre and post NRHM period in India is rejected and 
alternative hypothesis of significant difference is 
accepted. Over all the above analysis’s revels that 
value of STD .deviation value to AP and TN is higher 
than other state like KL, KR and in India .Therefore, 
this analysis is concluding that TN and AP are good 
performed state than other in IMR Urban area pre and 
post NRHM period. On whole, HA: There is difference 
in IMR pre and post NRHM period in southern 
States of India is accepted but except the Kerala and 
Karnataka state.

MAJOR FINDINGS OF THE STUDY

The major findings of the study are as follows:

1.  Paired sample T test analysis’s revels that 
value of STD .deviation value to TN, AP and 
KA is higher than other state like KL and in 
India and HA: There is difference in IMR 
Rural  pre and post NRHM period in southern 
States of India is accepted.

2.  The analysis shows that value of STD 
.deviation value to AP and TN is higher than 
other state like KL, KR and in India and 
HA: There is difference in IMR Urban pre 
and post NRHM period in southern States of 
India is accepted but except the Kerala and 
Karnataka state.

CONCLUSION AND POLICY 
RECOMMENDATION

To conclude, after NRHM states like TN, AP and 
KA are good performed than other state in IMR in 
Rural area and TN and AP are good performed state 
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in IMR Urban area pre and post NRHM period. 
Therefore, if Government continuous effectively this 
programme especially Rural and Urban area in AP 
and KA then there is no doubt that southern state can 
reduce its Infant Mortality as per the requirements of 
Millennium Development Goals and it helps to reduces 
interstate disparities in IMR Rural and Urban. For that, 
Government should extend effectively the facility to 
the hilly region people and tribal people. In addition, 
the both sectors and NGO Partnership should put 
combined effort to bring reforms in the health system 
in the rural areas of southern States of India. 
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ABSTRACT

Despite the tariff reductions for trade, many 
developing countries are paralyzed to substantially 
increase their participation in global trade mainly due 
to the Non-Tariff Barriers (NTBs) and their effects. 
Competitiveness of firms depends on the product quality 
and the ease of entering foreign markets. The impact 
of difficulties in targetingthese parametersreflect in 
export performance. The paper attempts to reveal 
the influence of the Non-Tariff Barrier, namely the 
policy barrier on export behaviour with respect to 
Agricultural and Processed Food exporters (APF) of 
Tamilnadu. The structural model framed confirmed 
that there is a significant positive influence of policy 
barriers on the export trade behaviour.

Key words: Policy barriers, Export behaviour, Structural 
Equation Model, Influence, Non-Tariff Barrier

INTRODUCTION 

Despite the tariff reductions for trade, many developing 
countries are paralyzed to substantially increase their 
participation in global trade mainly due to the Non-
Tariff Barriers (NTBs) and their effects. It becomes 
essential to understand such attitudinal, operational, 
structural impediments that hinder a firm’s ability 
to grow (Leonidas CLeonidou, 1995). It grabs more 
attention, as such regulations are not subject to reporting 
WTO, unlike tariffs.These regulations not only help the 
nation to compete international market, but also provide 
wide range of high-quality products, especially for 
Agricultural and processed food products, which may 
create health and environmental hazards.

NON-TARIFF BARRIERS

Tabitha KiritiNganaga(2013) identified that the 
private firms and agencies reported that technical 
barriers influence the business more. In case of the 
non-technical measures, majority of the exporters 

perceive that the procedural issues highly impact 
trade. Moreover, private firms and the public agencies 
its immaterial that majority of the barriers were due 
to regulations related to customs, shipment, SPS 
application discrimination, high transit fees and 
documentation delays. Hence, developing countries 
like East African community need to familiarise with 
the rules and regulations which shall increase their 
ease in doing business. Further, the product standards 
possessed various indirect barriers in implementing the 
specifications. The measures related to SPS and TBT 
were reflected as trade protectionism, which have to be 
dealt in-depth. The standards demanded were different 
from country to country and the domestic standards 
also differed from international standards. Hence, it 
was very apparent that standards and its execution 
were acting as a barrier to trade(AtreyeeSinha 
Charaborty,2015). Ineffectiveness or inappropriateness 
of the policy framed that fail to satisfy the purpose are 
grouped under policy barriers. The perception of NTBs 
act differently according to the country’s development 
and status, between which the trade is practised. 
The developing countries trade with developed ones 
encounters high incidence of the NTMs.In the present 
study, the Non-Tariff Barrier variables were identified 
and the effect of Policy barriers alone are measured.

EXPORT BEHAVIOUR AND NON-TARIFF 
BARRIERS

Michael J. Thomas and Luis Araujo (1985), theoretical 
analysis defined the export behaviour as a process 
of innovation in marketing. The study explored that 
various stages are involved in international marketing. 
It was revealed that external factors highly determine 
the firms export decision. The policy framework for 
exports induces the individual exporters’ decision to 
enter international business. Sam Tavassoli (2017) 
revealed in his analyses that the effect of product 
innovation of export firms and their behaviour. The 
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export behaviour was measured in terms of their 
propensity or probability to export and intensity as per 
their export value per employee. The effect of these two 
variables were valued and revealed that propensity can 
be measured in terms of productivity and ownership 
structure. Therefore, it is apparent that the propensity 
to export determines the nature of export behaviour of 
a firm. John et.al (2006) explores that there exists a 
positive relationship between firm size and propensity. 
Moreover, the location of the firms also influenced the 
export decision. The findings bring out that the urban 
firms’ possibility to export was higher than the small 
firms. Therefore, it is inferred that the firm’s size and 
location influence the export decision.

MATERIALS AND METHODS

The Registered 162 Agricultural and Processed food 
exporters of Tamilnadu were the respondents. Factor 

analysis was applied to reduce the dimension of 
Non-Tariff Barriers and trade behaviour. Further, the 
structural equation was framed to test the impact of 
policy barriers on Export Trade Behaviour.

Influence of Policy Barrier on Export 
Trade Behaviour 

In order to test the influence, the structural model was 
constructed. Four constructs are framed for Export 
trade Behaviour and the items that are representing 
policy barrier are named as policy barriers through 
Exploratory Factor Analysis. Confirmatory Factor 
Analysiswas done with the constructs and proceeded 
for the model.The model testing the influence of the 
policy barriers on Export Behaviour are shown in the 
Figure 1, Tables1 and 2. The table shows the results of 
model fit summary and parameter estimation summary 
respectively. 

Table 1 Model Fit Summary of Influence of Policy Barrier on Export Trade Behaviour 

Indices CMIN/df P-value Goodness of fit Badness of fit 
(error indices) Result of model

GFI AGFI RMSEA RMR
Threshold value ≤ 3.0 ≥ 0.05 ≥ 0.90 ≥ 0.90 ≤ 0.05 ≤ 0.05
Obtained value 2.041 .000 .828 .776 .080 .106 Acceptable fit

Source: Computed Data (AMOS Output) 

It is observed from the Table 1 that the model is 
significant (with 2.041 CMIN/df, p value of 0.000), 
GFI (0.828) and AGFI (0.776) reveals that the model 

is acceptable. The error indices show that RMSEA and 
RMR are within the threshold limits. Hence, the model 
is acceptable. 

Table 2 Parameter Estimation Summary -Influence of POB on ETB

Dependent variable Path Independent variable SBE USBE SE CriticalRatio P value Result
OETB <--- OPOB .903 .430 .077 5.611 *** Significant 
Source: Computed Data (AMOS Output) 

Table 2 shows the parameter estimates of 
influence of POB on ETB. It is inferred that the model 
is significant. The Standardised Beta Estimate shows 
0.903 path value and confirm that the policy barrier 
influences the Export Trade Behaviour. 

FINDINGS AND CONCLUSION

Trade barriers are often criticized for the effect they 
have on developing economies. The developed 
countries fix or set trade policies, standards and 
benchmarks for goods especially agricultural products 
that are best produced by developing economies. 
As per the analysis, the Tamilnadu agricultural and 
Processed food exporters responses are reflecting that 

Fig. 1 Influence of Policy barrier on Export Trade 
Behaviour
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the Policy barrier has a significant positive influence 
on Export Compliance, Export Propensity and 
Export Decision Motives constructs of Export Trade 
Behaviour with Standardised Beta Estimate of 0.514, 
0.225 and 0.911 respectively. It proves that, out of four 
behaviour constructs, policy barriers influence three 
behaviour constructs revealing a strong influence. 
Hence, it needs an immediate attention to address the 
issue for the prospects of Agricultural and Processed 
food exports.  By generating a synergy between state 
and central government, while drafting policies, 
shall reduce the policy barrier and, on the other side, 
exporters shall also have clarity and accessibility on 
policies. Moreover, a stable agriculture and export 
policy at least for a period of consecutive three years 
may help the exporters to frame strategies accordingly.
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CONSUMER BEHAVIOUR TOWARDS SOCIAL MEDIA MARKETING

YOGESH

ABSTRACT

India is a emerging country in the world, with a 
better than global average rate of growth in the social 
network. The different modes of communication were 
used to influence the  customer  toward  the  product  
and services  offered  by  marketers.  The  social 
Network marketing and  communications has emerged 
as one  of the  emerging field  of study. People are 
nowadays connected to each other with the help of 
social websites such as facebook, twitter,whatsapp 
any many more apps available on the internet. So 
each and every organization is concentrating upon 
social media and using it as a marketing tool due to 
its wide reach and economic characteristic. Therefore, 
Prime objective of this research paper is to measure 
consumer behavior towards social media marketing 
and relationship between social media and consumer 
behavior with the help of respondents.

INTRODUCTION

SOCIAL MEDIA MARKETING

Social media is the platform of marketing and websites 
to promote a product or service. Although the terms 
e-marketing and digital marketing are still dominant in 
academia, social media marketing is becoming more 
popular for both practitioners and researchers. Most 
social media platforms have built-in data analytics 
tools, which enable companies to track the progress, 
success, and engagement of ad campaigns. On a 
strategic level, social media marketing   includes the   
management of a marketing  campaign, governance, 
setting the scope (e.g. more active or passive use) 
and the establishment of a firm’s desired social 
media “culture” and “tone.” The major social  media 
platforms (at the moment) are Facebook, Instagram, 
Twitter, LinkedIn, Pinterest, YouTube, and Snapchat. 
So, after the introduction or emergence of social media, 
each and every organization started to perform their 
marketing activities on those social media websites 
which are frequently used by the people due to the 
advent of technological advancements and internet.

PLATFORMS OF SOCIAL MEDIA 
MARKETING

 ● Facebook

 ● Instagram

 ● Twitter

 ● Whatsapp

 ● Youtube

 ● Pinterest

 ● Linkedin

BENEFITS OF SOCIAL MEDIA 
MARKETING

 ● It increased brand awareness

 ● It is more inbound traffic

 ● It improved brand loyalty

 ● It has given better customer satisfaction

 ● It is cost effective

 ● It will thought leadership

CONSUMER BEHAVIOUR

Consumer behavior is the study of individuals, 
groups, or organizations and the processes they use 
to select, secure, and dispose of products, services, 
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experiences, or ideas to satisfy needs and the impacts 
that these processes have on the consumer and society. 
It blends elements from psychology, sociology, social 
anthropology and economics. It attempts to understand 
the decision-making processes of buyers, both 
individually and in groups. It studies characteristics 
of individual consumers such as demographics and 
behavioral variables in an attempt to understand 
people's wants. It also tries to assess influences on 
the consumer from groups such as family, friends, 
reference groups, and society in general. In a consumer 
buying behavior, the customer plays three distinct 
roles of user, payer and buyer.

Consumer behavior is very difficult to predict, 
even for experts in the field. It is influenced by internal 
conditions such as demographics, psychographics 
(lifestyle), personality, motivation, knowledge, 
attitudes, beliefs, and feelings. Psychological factors 
include an individual’s motivation, perception, attitude 
and belief, while personal factors include income level, 
personality, age, occupation and lifestyle. Behavior 
can also be affected by external influences, such as 
culture, sub-culture, locality, royalty, ethnicity, and 
family, social class, past experience reference groups, 
lifestyle, and market mix factors.

REVIEW OF LITERATURE

The advent of social media has created a new landscape 
which lays out a new grid of personal connections. 
Businesses see enormous opportunities and are eager 
to tap into the trend, whereas consumers are put back 
to the center in the business world because of social 
media. There are many studies explaining reasons to tap 
into social media and to help companies to gain a better 
position in the transition; yet a few intends to study from 
the perspective of consumers, let alone those in Finland. 
Oftentimes, consumers feel differently from what 
marketers think, for instance what “brand engagement” 
via social media looks like to consumers may not be 
quite what marketers think (Sniderman, 2012).

Internet and virtual communities have transformed 
consumers, societies, and corporations with wide 
spread access to information, better social networking 
and enhanced communication abilities (Kuruk and 
Krishnamurthy, 2007). Therefore social networks are 
defined to be websites which link millions of users 
from all over the world with same interests, views and 
hobbies. Blogs, YouTube, MySpace, Facebook are 

examples of social media that are popular among all 
level of consumers. (Sin, et al., 2012)

In the last few years can be noticed a great 
influence of the companies on online networks. Social 
media websites provide an opportunity for businesses 
to engage and interact with potential consumers, 
encourage an increased sense of intimacy with 
consumers, and build all important relationships with 
potential consumers. (Mersey, et al., 2010) Currently, 
e-commerce can be done through social media, and 
it enables to reach to more

potential buyers Due to the advantages of social 
media in connecting businesses directly to end 
-consumers, in a timely manner and at a low cost 
(Kaplan and Haenlein, 2010), has been seen that a 
great influence on customer perceptions and behaviors 
and has been brought in the center of attention in 
different industries in the last few years.

English Dictionary (2013) as the “methods for 
advertising products, services, or brands using the 
Internet, by attracting the interest of groups of people 
who discuss them, make suggestions about them, etc. 
online”. In addition, Hersant (2011) revealed that 
social media marketing is about “targeting specific 
customers and engaging them with something that is 
direct, memorable and meaningful to them”.

OBJECTIVE OF THE STUDY

 ●  To study the consumer behavior towards 
social media marketing.

 ●  To measure the awareness of social media 
marketing in the consumers of Punjab.

 ●  To analyze the co-relation between Social 
media marketing & consumer behavior.

SCOPE OF THE STUDY

The scope of the study is to assess the overall customer 
behavior, response of customers with regard to the 
social media marketing strategies adopted by the 
organizations.

The factors to measure the attitude toward social 
media marketing are Trust in Information from 
personal sources, reactions to online advertisements, 
Experience using social media, Log in pattern, Time 
spent per Login session, frequently used websites & 
concern for privacy.
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RESEARCH METHODOLOGY

The research was based on the responses obtained by 
the respondents. Research involves getting primary 
and secondary data. As an essential part of the study, 
the primary data (first-hand information for this study) 
were collected from 150 customers with the help of 
a questionnaire from the respondents belonging to 
different age groups. The sample group includes college 
students, housewives, financially independent ladies 
& working men. The contact method was personal 
approach. Secondary data was collected from journals, 
reports, books, records, magazines and internet.

ANALYSIS & INTERPRETATION OF 
DATA

Frequency distribution test has been used for Studying 
consumer behavior & to check the awareness among 
the customers. Pearson Product-Moment Correlation 
Coefficient Statistical tool has been used for finding 
the correlation between social media marketing & 
consumer behavior.

In order to collect information about “customer 
behavior towards social media marketing” 150 
questionnaires were distributed to consumers. The 
responses are tabulated, analyzed and explained below:

 ● Most frequently used social media websites
Particulars No of respondents Percentages%
Facebook 70 47
Twitter 15 10
Linkedin 15 10
Youtube 50 33
Total 150 100

Table depicts that highest people (47%) uses 
facebook to interact with people and then youtube 
which is used by 33% respondents.

 ● Information experience
Particulars No of respondents Percentages%
Good 100 66
Bad 30 20
Worst 20 14
Total 50 150

Table 2 shows that 66% respondents found that the 
experience regarding social media website’s regarding 
providing information was good and 20% customers 
feel bad and 14 % said it was worst.

 ● Categories of ads mostly seen

Particulars No of respondents Percentage%
Facebbok ads 70 47
Youtube videos 30 20
Emails 30 20
Text messages 20 13
Total 150 150

Table 3 shows that Mostly ads seen by people are 
on facebook walls whilw some people said that they 
got notifications through you tube videos and emails.

 ● Reason of visiting social websites

Particulars No of respondents Percentage%
Entertainment 75 50
Business 30 20
Information 30 20
Timespending 15 10
Total 150 150

Table 4 depicts that most people uses social 
websites for entertainment purposes and least used it 
for time spending.

 ● Reason for following brands on social media

Particulars No of respondents Percentage%

Exclusive deals 
and offers

70 47

Entertainment  
and interesting 
content

50 33

Friends  
suggestion

30 20

Total 150 150

Table 5 explores the various reasons of following 
brands on social media which resultant to most people 
because of exclusive deals and some people follow 
because of suggestions by friends.

 ● Positive reaction to online ads

Particulars No of respondents Percentages%

Strongly agree 60 40
Agree 30 20
Neutral 15 10
Strongly  
disagree

30 20

Disagree 15 10
Total 150 150

Table 6 represents the feedback of customers that 
how they feel regarding social media advertisement, 
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in which 40 % people said they have positive reaction 
towards online ads while 10% are completely in 
opposite direction

 ● Factor affects consumer behaviour most

Particulars No of respondents Percentages%
Trust 60 40
Privacy 30 20
Log in time 30 20
Convenient  
content

30 20

Total 150 150

Table 7 explains the Trust factor mostly affect the 
behavior of consumer and 20 % customer said that 
privacy must be there and 20 % customers gone for 
convenient content, log in time and pattern of social 
media websites.

CONCLUSION

The purpose of the research is to analyze the “Customer 
behavior towards social media marketing” which is 

found to be positive and all objectives are satisfied 
with the collected data. Social media is an effective 
tool of marketing nowadays due to usage of internet by 
large population and positively related with consumer 
purchase reaction. So each and every organization is 
establishing itself virtually to cater the needs customer 
in most convenient manner. Frequency of spreading 
the message is also very fast and economical via social 
media.
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ABSTARCT

The Insurance sector plays a very important role in 
India’s economic development. This sector promotes 
investment activities and act also act as a stabilizer 
of the financial markets. The challenge in this sector 
is to manage and implement effective human resource 
development strategies to improve the performance and 
accountability of insurance industry. One of the major 
problems faced by every industry is job satisfaction of 
the company employees.  Job satisfaction plays a vital 
element of an employee’s career.  Employees are the 
assets of an organisation. If an employee is happy, he 
will perform more in his work. If the employee is not 
happy with his work, he will show less performance. 
The purpose of this paper is to study the job satisfaction 
of insurance sector employees. The primary data was 
collected from 50 respondents through questionnaire 
from the employees working in insurance companies.  
The findings of this paper may help the management 
and insurance sector employees to understand the 
ways to increase the job satisfaction.

Keywords: Job satisfaction, Insurance sector, Employees,

INTRODUCTION

The insurance sector is precarious for country’s economic 
development if the insurance sector is well developed in 
the country, it increases the risk taking of the economy 
as well as it provides security to uncertain happening of 
events or incidents. It gives support to family members 
when there is any death or unfortunate event occurs. The 
insurance companies’ asset represents long term capital, 
which also act as a long-term investment in projects 
like infrastructure development. Many companies 
in the country are escalating their operations, across 
both public and private sector. A company growth is 
dependent on the growth of its employees. The growth 
of an employee is dependent on various factors and one 
of the factors is the job satisfaction. If the satisfaction 
of the employee is high, he tends to preforms better and 
vice versa. The insurance sector should also provide the 
opportunity for the development of employee’s career.

REVIEW OF LITERATURE:

Greenberg and Baron (2008), job satisfaction as a 
feeling that can produce a positive or negative effect 
toward one’s roles and responsibilities at work and 
added that it is important to understand the concept of 
job satisfaction as there is no single way to satisfy all 
workers in the workplace. Cohen (2003, p xi) states 
that “commitment is a force that binds an individual to 
a course of action of relevance to one or more targets”. 
Miller (2003, p 73) also states that organisational 
commitment is “a state in which an employee identifies 
with a particular organisation and its goals, and 
wishes to maintain membership in the organisation”. 
Organisational commitment is therefore, the degree in 
which an employee is willing to maintain membership 
due to interest and association with the organisation’s 
goals and values. A career path represents employee 
movements through opportunities over a period of time. 
Although career paths are thought of as leading upward, 
good opportunities are also available in horizontal 
directions. This is normally created and shared with 
individual employees. Working with employees to 
develop career paths has aided organizations to retain 
key employees (Mathis & Jackson, 2011).

OBJECTIVE OF THE STUDY:

 ●  To know the relationship between 
commitment towards organizational growth 
and the monetary benefits.

 ●  To test the relationship between employee’s 
job satisfaction and their career development.

 ●  To find the relationship between job 
satisfaction and flexibility of employees.

RESEARCH METHODOLOGY

The methodology used in the study is reliability 
analysis. The analysis are made with the help of SPSS 
Software. The total number of respondents is 50. 
The primary data was collected from 50 respondents 
for collecting the first-hand information from the 
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employees working in insurance companies. The 
respondents are from different insurance sectors 
namely LIC, Bajaj Allianz life insurance, IOB Health 
insurance, SBI life insurance and ICICI Prudential 
Life Insurance. The study area is Chennai. SPSS is 
used to analyze the primary data and secondary data 
are collected from journals and websites.

DATA ANALYSIS AND INTERPRETATION

DEMOGRAPHIC TABLE

Demographic Frequency Percentage
Age
21-30 26 52
31-40 10 20
Above 40 14 28
Gender 
Male 29 58
Female 21 42
Educational  qualification
Diploma 11 22
Under graduate 29 58
Post graduate 10 20

Inter-Item Covariance Matrix
Helped 

in career 
development

Increased 
satisfaction with job 

and organization

Improved 
relationship with 
top management

Reinforced 
values of 

employees

Increased the 
loyalty towards 
organizations

Helped in career 
development .719 .193 .172 .036 .089

Increased satisfaction 
with job and 
organization

.193 .667 .316 .298 .263

Improved relationship 
with top management .172 .316 .588 .257 .295

Reinforced values of 
employees .036 .298 .257 .541 .277

Increased the loyalty 
towards organizations .089 .263 .295 .277 .592

Income level
Less than 10001 10 20
10001 - 20001 28 56
More than 20001 12 24

Interpretation:
The data consist of 50 employees 52% of them belong 
to age group 21-30 whereas 20 percent were from age 
group 31-40 and remaining 28 percent belong to above 
40 age group. Out of 50, 58% were males and 42% 
were females. Out of 50, 58% are under graduates and 
20% are post graduates. Out of 50, 56 percent earn 
between 10k to 20k, while 24% earn more than 20k.

Analysis 1:

Reliability Statistics
Lambda 1 .586

2 .744
3 .732
4 .660
5 .731
6 .716

N of Items 5

Inter-Item Correlation Matrix

Helped 
in career 
development

Increased 
satisfaction 
with job and 
organization

Improved 
relationship 
with top 
management

Reinforced 
values of 
employees

Increased the 
loyalty towards 
organizations

Helped in career 
development 1.000 .279 .264 .058 .136

Increased satisfaction with 
job and organization .279 1.000 .504 .497 .419

Improved relationship with 
top management .264 .504 1.000 .455 .501

Reinforced values of 
employees .058 .497 .455 1.000 .490

Increased the loyalty 
towards organizations .136 .419 .501 .490 1.000
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ANOVA with Friedman’s Test
Sum of Squares df Mean Square Friedman’s Chi-Square Sig

Between People 85.476 57 1.500
Within People Between Items 2.807a 4 .702 16.898 .041

Residual 91.593 228 .402
Total 94.400 232 .407

Total 179.876 289 .622
Grand Mean = 1.2896
a. Kendall’s coefficient of concordance W = .039.

INTERPRETATION

Alternate hypothesis: There is a significant relationship 
between the job satisfaction and career development.

Null hypothesis: There is no significant 
relationship between the job satisfaction and career 
development.

Based on the Guttmann model and the Friedman’s 
test, we conclude that the significance value is 0.041 is 
lesser than the significant value 0.05, hence we reject 
the null hypothesis by saying “There is a significant 

relationship between the job satisfaction and career 
development”.

Analysis 2:

Reliability Statistics
Lambda 1 .250

2 .362
3 .312
4 .406
5 .358
6 .335

N of Items 5

Inter-Item Correlation Matrix
Increased 

commitments 
towards 

organisational 
growth

Improvements 
in standards of 
performing the 

job

High 
motivation

Increase 
monetary 

benefits because 
of improved 

work standard

Develop skills of 
general nature 

rather than for a 
specific job

Increased commitments 
towards organisational 
growth

1.000 .115 -.019 -.106 .395

Improvements in standards 
of performing the job .115 1.000 .016 .142 -.098

High motivation -.019 .016 1.000 .176 .135
Increase monetary benefits 
because of improved work 
standard

-.106 .142 .176 1.000 .079

Develop skills of  
general nature rather than 
for a specific job

.395 -.098 .135 .079 1.000

Inter-Item Covariance Matrix
Increased 

commitments 
towards 

organisational 
growth

Improvements 
in standards of 
performing the 

job

High  
motivation

Increase monetary 
benefits because 

of improved work 
standard

Develop skills of 
general nature rather 
than for a specific job

Increased 
commitments 
towards 
organisational 
growth

.235 .026 -.008 -.043 .137
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Improvements 
in standards of 
performing the job

.026 .218 .006 .056 -.033

High motivation -.008 .006 .651 .119 .078
Increase monetary 
benefits because 
of improved work 
standard

-.043 .056 .119 .704 .048

Develop skills 
of general nature 
rather than for a 
specific job

.137 -.033 .078 .048 .515

ANOVA with Friedman’s Test
Sum of Squares df Mean Square Friedman’s Chi-Square Sig

Between People 35.314 57 .620
Within People Between Items 8.848a 4 2.212 19.366 .001

Residual 97.152 228 .426
Total 106.000 232 .457

Total 141.314 289 .489
Grand Mean = 1.8172
a. Kendall’s coefficient of concordance W = .063.

INTERPRETATION

Alternate hypothesis: There is a significant relationship 
between the organisational growth and monetary 
benefits.

Null hypothesis: There is no significant 
relationship between the organisational growth and 
monetary benefits

Based on the Guttmann model and the Friedman’s 
test, we conclude that the significance value is 0.001 is 
lesser than the significant value 0.05, hence we reject 
the null hypothesis by saying “There is a significant 

relationship between the organisational growth and 
monetary benefits”.

Analysis 3

Reliability Statistics
Lambda 1 .422

2 .549
3 .506
4 .582
5 .542
6 .537

N of Items 6

Inter-Item Correlation Matrix
Enough time 
is given for 
practicing 
the task

Irrelevant 
materials 
are not 

provided

There is a 
conductive 
climate for 

learning

Knowledge 
was given in 

accordance with 
training needs

Up to date 
information 
was given

Employees 
realized their 

potentials

Enough time is given 
for practicing the task 1.000 .112 -.064 .285 .126 -.241

Irrelevant materials 
are not provided .112 1.000 .101 .168 .101 .152

There is a conductive 
climate for learning -.064 .101 1.000 .275 .457 .246

Knowledge was given 
in accordance with 
training needs

.285 .168 .275 1.000 .448 .048

Up to date information 
was given .126 .101 .457 .448 1.000 .070

Employees realized 
their potentials -.241 .152 .246 .048 .070 1.000
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Inter-Item Covariance Matrix
Enough time 
is given for 

practicing the 
task

Irrelevant 
materials 
are not 

provided

There is a 
conductive 
climate for 

learning

Knowledge 
was given in 

accordance with 
training needs

Up to date 
information 
was given

Employees 
realized their 

potentials
Enough time is given 
for practicing the task .344 .047 -.026 .105 .051 -.120

Irrelevant materials 
are not provided .047 .511 .050 .075 .050 .092

There is a conductive 
climate for learning -.026 .050 .484 .120 .219 .145

Knowledge was given 
in accordance with 
training needs

.105 .075 .120 .392 .194 .025

Up to date 
information was given .051 .050 .219 .194 .475 .041

Employees realized 
their potentials -.120 .092 .145 .025 .041 .719

ANOVA with Friedman’s Test
Sum of Squares df Mean Square Friedman’s Chi-Square Sig

Between People 48.072 57 .843
Within People Between Items 7.497a 5 1.499 17.232 .004

Residual 118.670 285 .416
Total 126.167 290 .435

Total 174.239 347 .502
Grand Mean = 1.7557
a. Kendall’s coefficient of concordance W = .043.

INTERPRETATION

Alternate hypothesis: There is a significant relationship 
between the job satisfaction and flexibility.

Null hypothesis: There is no significant 
relationship between thejob satisfaction and flexibility.

Based on the Guttmann model and the Friedman’s 
test, we conclude that the significance value is 
0.004 is lesser than the significant value 0.05, hence 
we reject the null hypothesis by saying “there is a 
significant relationship between the job satisfaction 
and flexibility”.

FINDINGS

 ●  The study shows that 52% of them belong to 
age group 21-30 

 ●  20 percent were from age group 31-40 and 
remaining 28 percent belong to above 40 age 
group.

 ● 58% were males and 42% were females. 
 ●  58% are under graduates and 20% are post 

graduates. 
 ●  56 percent earn between 10k to 20k, while 

24% earn more than 20k.
 ●  There is a significant relationship between the 

organizational growth and monetary benefits.

 ●  There is a significant relationship between 
the job satisfaction and flexibility.

 ●  There is a significant relationship between 
the job satisfaction and career development.

SUGGESTION AND CONCLUSION:

From the findings, job satisfaction plays a dominant 
role in the growth of the organization and the career 
development of employee. The employees will feel 
motivated only when there is acknowledgement and 
recognition for their work done by the them, it may 
be in form of monetary as well as non- monetary 
reward. Some employees expect promotion or a word 
of gratitude while some others expect bonus for the 
work done, higher pay. The management should look 
into these aspects to improve the satisfaction level 
of the employees, which automatically increases the 
proficiency of the organization.
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ABSTRACT

The responsibilities of job have altered all over the 
humanity owed in the direction of money-making 
circumstances and common burden. Nowadays, the 
functions of job have proceeding as well as the work of 
the Employees changed. Today, service have been still is 
a requirement other than foundation of individual liking 
as well. Individual of the medium that assist in provided 
that success of personality moreover adequate goal is 
occupational settlement and programs. The intention 
of the document is to be providing a suggestion, how 
the organization’s employment stability policy assisting 
their staff during corresponding their occupation 
and living task as well as to look at the involving 
communication among personal dealings moreover 
daily job at home organize in the direction of provide 
information toward employer.

Keywords: Individuals goal, Job fulfillment, Work 
Life Balance, Employment policies and Daily Task

I INTRODUCTION

The WLB is defined such as “effectively managing the 
juggling act between paid work and other activities 
that are important to people.” WLB explaining the 
job which may be positive and negative, except 
the situation should not gather the information to 
the people, like time spending to their family, to 
attending the all relative functions, social works, 
individual developing skill programs, relaxation 
and refreshment”. There are many branches in all 
the ‘Information Technology sectors’ there is not a 
‘one for all and all for one’. The proper balance in 
very important to individual things may be varying 
from one employee to another employee at various 
levels of daily life. However, certain task having lot 
of works, on the other side did not have sufficient. 

Therefore, the formal equilibrium demands, each 
and individuals work and individual life are equal 
which means various possessions to another. It 
means frequently influenced by the circumstancing 
exchange and recruiter views. WLB have develop 
effects are more important and most common and 
commercial motives for production works. 

II THEORETICAL FRAME WORK OF 
THE STUDY

Organizations assumed the employee task is equivalent 
towards the industrial requirement techniques to the 
job. Management assuming the employee maintain the 
day to day compensating the work and life. Employee 
assuming the job is to be various levels to their life 
and need to succeed the balancing job and life. Clients 
expect the goods and chattels are accessible outer 
to usual business time. Current scenario is totally 
different the work and organizations have various aims 
as well as concentrates employee revenue amounts, 
suitable workers and employee stay longer in the 
same organization, raising more profits on speculation 
will be working out to the job. Proper attendance and 
emergency leave, improve more confidence, better 
workers constancy, and guarantee to enhance the output. 

Employees in organization already executing that 
the WLB revel the important paybacks are successfully 
deal with various duties next to their daily task, 
occupational group of people not including repentance, 
employee will be working the easy techniques therefore 
to facilitate gross profits, running the daily life as well as 
additional guarantee to the worker occupation have been 
clear with individual division helpful to organization 
will trusting to the employees. The staff assurance 
towards employee daily day to day life effects with their 
opinions. If the varieties, daily task creativity support 
to the worker obligations, get better efficiency, lesser 
earnings, and effect in low to the employee association 
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challenge, and reduce the risk of corrupted dealing 
practice. The essential review, appearing duration of 
previous existence to selecting the workforce is assign 
the superlative assistance to maximum support of work, 
motivating the employees, polite behavior, to improve 
more opportunities to the personality requirements of 
workers. Most important creativity to the organizational 
life is easy to maintain WLB. Therefore the most 
important motivational training programs provided to 
the staffs and it will be helpful to the higher authority 
for applying the next level promotions. 

The organizational atmosphere is very important 
because, the office environment given the positive 
energy to the each and every individuals. So that the 
business processing outsources will concentrating and 
attracting the employees by the way of organizational 
infrastructure then the staffs admired the working place 
then they will accept the job. The business processing 
outsources conducting the personal developmental 
training to the employees. Even though manufacturing 
sector conducting the training extremely important to 
the staff progress and useful to the individual future. 

Therefore, the employees can utilize the 
opportunity but some of the workers not utilize the 
chance. If the organization offering the lot of training 
to the employees to improve their communicational 
skills, advanced computer training programs will be 
helpful to the next level promotions. The IT sectors 
providing the personal developmental training will 
be conducting free of cost to the same organizational 
employees. There are many developed manpower 
planning’s are visible to the organizational regulations 
is to determine how dedicatedly the industry 
compensate the staffs satisfaction.

Nowadays, the information technology, information 
technology enabled services in business processing 
outsource manufacturing sectors are creating a new work 
with high level income to the employees. The sectors are 
created more openings to the financial backward people 
to reach succeed, and get the respect to the society and 
their surroundings. All the industries are increasing 
the information technology, information technology 
enabled services from business processing outsource 
staffs nonrefundable pays, own property and car etc., 
next generation, then the company increasing the work 
proceeding the another end to the business, extra working 
hours, proper work timings and over repercussion. The 
income is related to health issue and staffs. 

Organizational business is encouraging to the 
employees work in flexible with their work duration, 
other than the staff work time is more than 70 hours  

in a week comparing to compulsory 40 -50 hours is 
standard in other state shifts. The company superiors 
are important dupe of the problems to staffs like 
physical health issues, psychological health issues, 
lack of individual life, lack of ability to balance their 
preference and regular working hour’s changes. 

There are various unhealthy foods make Clients 
delegation system and BPO telesales workers suffers 
to coronary heart diseases, delayed wakefulness 
have been create a restlessness, tiredness, confusion, 
stress and other diseases. Moreover the health issues 
are increasing their individual relations, failure to 
managing the WLB. Divorce, WLB is raising top list 
in daily life. The needs will be change and expecting 
more and at the same time mindset change, there is 
13-17 hours working per day to actual working time 
is 8 hours in various sectors. Therefore the working 
culture changing the workers in various levels of 
company to daily task completes perfectly in WLB. 
The Organizational industrial requires ensuring the 
proper WLB in each individual. 

III REVIEW OF LITERATURE

Kretschmer, Nick Bloom and Tobhios Renan Van John 
(2011)1, training is determining the factor and values 
of Family friends work place practices- FFWP  via 
industrialized companies in many countries like United 
Kingdom and United States. The invention of progressive 
relation between company and also FFWP. Therefore the 
industrial wanes, through one time controller measure 
the quality of organizational carry outs for additional 
invention using by the industrial sophisticated share for 
female supervisors as well as, new experienced staffs, 
in addition to good control organization frequently open 
the new branches. On the other hand the organizational 
background did not the substantial control to the 
company staff delivers to clients. 

Brummelhuis ten, Lippi Darvon & Tanja (2010)2, 
involves a comprehensive variation to the organization 
using a particular requirement as well as income, after 
that one approaches, balance the efforts and workers 
daily routine. Our own training discovers companion 
may or may not have a several kinds of WLB maintain 
process increase worker facilitating activities plus 
presentation between each personnel, workers through 
another personnel, also organizational manpower 
for their family and family members. Exhausting 
supply of work life balancing in 508 Workers from 
34 administrations and there outcome is industrial 
employee culture increase daily routine task between 
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family members, at the same time concentrated their 
daily task from each employees. Employees’ daily task 
effects enhanced, but they have direct contact with their 
comfortable working schedules are combined profit to 
the organizational administrating group care. Finally, 
repercussion status of staff members arranging, while 
allowance for suitable care designed for matching 
their staffs daily routine. Effects which are used in 
employees counseling in their work place and done the 
proper daily task fulfillment, revenue goals. 

Muhammad Razed Irfan, Muhammad Bilal & 
Rahman Zaire (2010)3, tells about the WLB fight to 
negative outcome of professional consumption and 
administrative obligation and the organization check 
the quarter production gross revenue also the employee 
absence. The employee is equal to WLB struggling 
with the related through workers stress. Hence the 
WLB is essential dispute to financial transactional 
business and in relation to administrative efficiency 
as well as job related strength. Extended unyielding 
daily working time remains a dependable analyst to 
WLB between back office workers and predominantly 
individual occupied work place. The extensive conflict 
assumption are used in innovative techniques should 
be planning for lending business. The document terms 
statistical analyzes estimate trapped the daily as well 
as weekly task in the study. Quantifiable is relating to 
information is existing show with useful indication 
and creativity for their workers. The appraisal offers 
common law and also another daily task allocation 
develops WLB as well as commercial administrations. 
The paper completes plan groupings offer best facilities 
and creativities will support the great presentation 
effective structures in financial segments.

Linda, Volley (2010)4, tells about the WLB is 
most important existing productions other country 
employees surrounding determines all workers 
difficulties as well as manager need are to create a 
staff attention in fixed employment in one solution. 
The WLB main objective is well trained workers 
are important to the organization that staffs easily 
resolving all the problems and also save time. The 
investigating WLB rules and regulation structure is 
essential to the business, staff knowledge as well as 
selecting and to developing the working infrastructure 
facilities. The WLB studies to facilitate the group of 
firm strategy structure as well as logically helpful to 
improve their knowledge. 

Amy, Rebecca Benet & Douglas Mohamed 
Darrat (2010)5, a logical involved the possessions in 
WLB variance as well as wholesaler exceptional ways 

not in a acknowledged satisfactory concentration in 
Human resources journals. The paper examines the 
WLB clashing a most important proceeding to the 
organizational clients. The representatives are well 
knowledgeable in their work and also in daily task 
expected act in response, ignoring the managerial 
standards to facilitate certainly influencing another 
input executive result. 

Glen Krieger, Sheep & Elaine, Mathew (2009)6, 
analyzing how the employees handle the limitations in 
agree their difficulties in daily task as well as family 
life. The particular establishments as well as the 
confidential variety imitational employees’ strategy 
in work, which may be useful to the personal life and 
innovating perfect stage along with own technical 
combinations. We are also establishing the essential 
variation is comprehensive situation to employees 
complete the daily task in work from home clash as 
well as certain boundaries,  which the employees 
describe the performance moreover to probably ignore 
the limitations in the work.

Rahul Sachidhanand (2007)7, the data to schedule 
the shifts for employees daily routine especially the 
lot of women employees working in the business 
processing outsources sector. WLB is innovative 
encouragement to women employees in BPO sector. 
Nowadays, women are interested to join in the BPO 
sector, as well the company providing more security to 
the women employees. Knowledge is most important 
and also the BPO sectors create opportunity will 
change the developments.

IV OBJECTIVES OF THE STUDY

1.  To assess the importance stress in work 
family balance.

2.  To identifying an indication of how an 
organizational balancing policy facilitate to 
staffs in their work and.

3.  To analyze the WLB of people through 
given appropriate communication by the 
organization.

V RESEARCH METHODOLOGY

The organized document is explanatory learning in 
nature. The secondary records and information’s 
has been analyzed for formulate the document 
comprehensively. The secondary information have 
been collected from the different scholars and 
researchers published papers, article available in 
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various journals, periodicals, seminar paper, effective 
paper and websites.

VI SUGGESTIONS FROM THE STUDY

1.  Male respondents are moderately less 
significant in stipulations of employability 
skills. Consequently, the appointment 
responsibility to the company should focus 
individually on the male workers to increase 
their workplace skills.

2.  In terms of individual organization skill 
factor, which comprises typing and 
understand instructions to resolve the 
problems, time management, planning and 
organizing and adaptability of work culture 
the female counterparts have fared better than 
the male. Therefore, the male students should 
be emphasized on these areas in order to cope 
up for their employability.

3.  The fundamental knowledge to the employees 
in family income is higher knowledge 
than other counterparts. This may be due 
to the exposure that the wealthy people 
may have access to better knowledge like 
communication, computer skills etc.,

VII CONCLUSION 

The overall studies given the cooperative 
connection between remunerated task as well as 
interactional contact are equally good moreover 
bad percussion to salaried employees and also daily 
task is encouraging at the same time the depressing 
percussion to individuals. The exposition daily 
extending the employees working time is essential 
aspect, other task linked to repercussion as well as 
over tiredness problem. The above studies is tell 
about how the  informational technology and the 
information technology enabled service sectors 
are motivate good relationships among employees, 
and to support personal developmental skills for 
themselves and their staffs. The conclusion shows 
the trial employees, that is equally men plus women 
position is more important in their daily life as well 
as business, the organization provide the salary to 
the staff work with 30% and the another side the 
work, next level promotional is crash the another 
life.
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INTRODUCTION

Measurement of labor management approach is a 
complex phenomenon since it involves the human 
element. Labor-management approach are the 
interacting relations between labor (employees) 
and management (employers). ‘Management and 
labor’ is the English term used in EC law to refer to 
organizations representing workers and employers. 
The equivalent term used in other language versions 
is ‘social partners’. Based on expounding, the 
essence of labor-management relation confliction 
and cooperation. Relationship between employers 
and employees and their dealings with each other. In 
most industries, wages and conditions are determined 
by free collective bargaining between employers and 
trade unions. Some European and American countries 
have worker participation through profit-sharing 
and industrial democracy. Another solution is co-
ownership, in which a company is entirely owned by 
its employees. The aim of good industrial relations is 
to achieve a motivated, capable workforce that sees 
its work as creative and fulfilling. A 1947 federal law 
designed to protect employers, employees, and the 
public. It governs union activities and provides an 
arbitration mechanism for strikes  that cause national 
emergencies.

Demand for experts in labor-management 
relations continues to grow as new legislation and court 
rulings continuously update standards for employment 
conditions. Acquire the practical skills and knowledge 
essential to constructive labor-management relations. 
Examine the most current regulations, and learn to 
prepare information for use during negotiations. There 

have been several attempts to make the study of human 
relations more scientific. Human behavior changes too 
much from one period to the next, to permit scientific, 
exact prediction. Human behavior can be studied only 
by other human observers, and these always distorts 
fundamentally the facts being observed, so that there 
can be no objective procedures for achieving the truth. 
Human behavior thus becomes the study of infinitely 
variable, unique and non -measurable situations, rather 
than the investigation of repetitive, simplify able and 
observable behaviors. Thus, physical sciences cannot 
serve as a model for social sciences. Several attempts 
have been made to measure the attitudinal framework 
of humans in a scientific manner. Concepts, premises 
and procedures have been re-examined so that 
measurement could be possible through empirical 
research and use of quantitative techniques.

NEED FOR THE STUDY

There are various traditional manufacturing sectors in 
the city of chennai , so it is necessary to study and 
analyze the level of engagement of labours in the 
organization. To analyze the safety measures, welfare 
measures and the effectiveness of Pre-training & Post-
training. To find out the relation between labour and 
management, for maintaining a healthy & safety work 
environment for a better job satisfaction, improved 
performance and productivity.

OBJECTIVES OF THE STUDY

PRIMARY OBJECTIVES

To Study the Labour management approaches in select 
manufacturing companies in the city of Chennai.
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SECONDARY OBJECTIVES

 ●  To find the level of participation and 
involvement of labours in the work 
environment.

 ●  To find the wages & benefits provided to the 
labours.

 ●  To study the relations between the labour and 
management in the organization.

 ●  To study the effectiveness of training 
provided to labours in the organization.

SCOPE OF THE STUDY

This study aims to help the organization to identify 
the labour opinion towards the management based on 
there working conditions, wages & benefits, Labour 
management relations and training & development 
needs. It also aims to  help the employees to share 
their honest opinions towards the management, to 
improve their own job satisfaction, performance and 
productivity. For future researches, they can study the 
challenges faced by labours in an organization because 
of some traditional policies followed and also study the 
same in other companies on how they are managing 
the relation between labour and management. The 
study was conducted by selecting few manufacturing 
organizations in the city of Chennai.

SAMPLING PROCEDURE

Sampling Unit

The study was conducted at select manufacturing 
organizations in the city of Chennai.

Sample Elements

The data has been collected from the Labours working 
in different modules.

Sampling Method

The researcher has used convenience sampling 
method as, Convenience sampling is a non-probability 
sampling technique where subjects are selected 
because of their convenient accessibility and closeness 
to the researcher.

Total Population

The total population of the employees is 600.

Sample Size

The Sample size of the research is 108.

Tool Used for Data Collection

The tool used to collect the data is Questionnaire

Tool Used for Data Analysis Statistical 
tools

SPSS is one of the most prevalent statistical packages 
which can achieve highly complex data manipulation 
and analysis with simple instructions, using this the 
researcher has entered data, coded data, derived frequency 
distribution table, pie- charts and calculated chi-square 
and correlation which would make conclusions with key 
managerial and research implications.

CORRELATION TEST

Correlation Test is a bivariate analysis that measures 
the strengths of association between two variables. A 
correlation coefficient is a statistical measure of the 
degree to which changes to the value of one variable 
predict change to the value of another. In positively 
correlated variables, the value increases or decreases 
in tandem. In negatively correlated variables, the value 
of one increases as the value of the other decreases.

Various Modules of Respondents
S. No Responses Frequency Percent
1 Rubber wheels 

manufacturing
47 43.5

2 Abrasives mini wheel 
Manufacturing

17 15.7

3 Abrasives big wheel 
Manufacturing

12 11.1

4 Electro minerals 
division

23 21.3

5 Non-woven division 9 8.3
Total 108 100.0

CORRELATION TEST TEST 1

H0: There is no significant relationship between 
the Satisfaction level of the workmen based on the 
working hours in the organization and how fairly the 
workmen is treated at workplace (null hypothesis)
H0: There is a significant relationship between 
the Satisfaction level of the workmen based on the 
working hours in the organization and how fairly the 
workmen is treated at workplace (alternate hypothesis)
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Correlation Test 1
Correlations

Are you satisfied with the working 
hours of the organization

How fairly the workmen is 
treated at workplace

Q-1 Pearson Correlation 1 .507
Sig. (2-tailed) .000
N 108 108

Q-13 Pearson Correlation .507 1
Sig. (2-tailed) .000
N 108 108

INFERENCE

There exists a positive correlation and hence there is 
relationship between Satisfaction level of the workmen 
based on the working hours in the organization and 
how fairly the workmen are treated at workplace.

MAIN FINDINGS, SUGGESTIONS 
ANDCONCLUSION

FINDINGS

 ● The major findings of the study are:

 ●  Majority of respondents belong to Rubber 
wheels manufacturing.

 ●  Majority of respondents have 1-3 years of 
experience

 ●  Majority of respondents belong to the age 
group of 25-35years.

 ●  All the respondents are Male.

 ●  Majority of respondents (92.60% of them) 
agree that they are aware of the Safety 
Measures provided by the company.

 ●  Majority of respondents agree that they are 
aware of assembly points and emergency 
exit during the emergency situation in the 
organization

 ●  Majority of respondents (92.60% of them) 
agree that they are getting the wages on time.

 ●  Majority of respondents agree that they are 
not getting any unauthorized deduction rather 
than E.S.I & P.F.

 ●  Majority of respondents agree that they know 
about the rate of contribution to ESIC by 
employers and employees.

 ●  Majority of respondents agree that they have 
availed the medical benefit under ESI Scheme 
for less than 5 times.

 ●  Majority of respondents agree that they have 
not got any problem in availing ESI benefits

 ●  Majority of respondents agree that they are 
provided with provident fund benefits.

 ●  Majority of respondents agree that they are 
aware of the benefits under the Workmen’s 
Compensation.

 ●  Maximum of respondents agree that they are 
able to give honest feedback post- training or 
workshop.

 ●  Maximum of respondents (51.90% of them) 
agree that their training needs are addressed 
regularly.

 ●  Maximum of respondents agreed for the 
training provided by the company for 
handling the emergency situation is good.

 ●  There is a significant relationship between the 
Satisfaction level of the workmen based on the 
working hours in the organization and how 
fairly the workmen is treated at workplace, 
alternate hypothesis is hence proved.

SUGGESTIONS

 ●  Availability of Safety measures should be 
adequately provided to all labours.

 ●  Grievances handling procedure should be 
improved to all labours.

 ●  Labour welfare measures should be 
adequately provided to all the labours in the 
organization.

 ●  The rate charged for the food should be 
nominal to all the labours.

 ●  Training Program should be conducted at a 
required level as per the nature of job role to 
all the labours in the organization.
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 ●  Post-Training or workshop, feedback/
suggestion session should be provided to the 
labours in the organization to know about the 
effectiveness of Training.

CONCLUSION

 ●  People are the most precious asset in any 
organization. The success or failure of a 
company depends upon the quality of the 
employees of the company. Industrial peace 
is possible only when the management and 

the workers co-operate in their efforts. The 
Present study made on “A Study On Labour 
Management” at Manufacturing sectors in 
Chennai”.

 ●  In this study majority of the employees 
are satisfied with the study on “Labour 
management approaches” based on their 
working conditions, wages & benefits, 
Labour management relations and Training 
and Development policy carried out with 
them and also it is rated as good.
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  ABSTRACT

The idea of employee engagement is in existence for 
a long time since 1990, when the term was used for 
the first time. Employee Engagement is an essential 
dimension of Human Resource.

From an organization point of view it is necessary to 
find out where the employees stand when it comes to 
involvement and sense of belonging. In recent years, 
this aspect makes the organizations show a great deal 
of interest in Employee Engagement. There are many 
factors that influences the engagement of employees 
like career development, communication within, 
the support they get, satisfaction received from the 
job and many more and for each individual it can 
differ. Organization can measure the contributors 
of engagement in the concerned organization and 
work on it. On the whole there is a high need for 
the employer to understand the engagement of his 
employees in order to retain talent in this competitive 
business world.

INTRODUCTION
Employee Engagement which is also known as 
Staff Engagement is a workplace approach which 
results in the right conditions for all employees of an 
organization helping them to  give their best every day 
by making them stay committed to their organization’s  
value  and goals.  They are motivated and involved to 
contribute to organizational success, with a great sense 
of belonging.

Definition of Employee Engagement

The Hay Group defines Employee Engagement as 
a result that is achieved  by  boosting employees’ 
enthusiasm towards their work and channelizing it 
toward success  of organization. This can be achieved 
only when employers instill the positive behaviors in  

the  employees to achieve the organizational goal.

Another definition was given by Lanphear where 
he  says  that  Employee  Engagement can be defined 
as the bond employees have with their organization” 
He further says  “when employees really care about 
the business, they are likely to go the extra mile.”

Categories of Employee Engagement

The Gallup - the Consulting organization gives out 
three categories of Employee Engagement

Engaged : Engaged employees are compared 
to builders. They have the eagerness to know and 
understand the desired expectations for the role so that 
they will thrive  to  meet and  even exceed  them. They 
are curious in nature about their  organization and 
their  place in it.  They mostly perform  at high levels 
continuously. They wish to utilize their strengths and 
talents at work they tend to work with self interest and 
passion. They drive innovation and help in moving 
their organization forward

Not Engaged: These types of employees 
concentrate more on tasks rather than the outcomes 
and  goals. They have to be  told on what has to be 
done and how it has to be done.. Employees who are   
not engaged will tend to feel that their contributions 
are taken for granted or being overlooked, 

And their potential is not being appreciated. The 
reason for them to feel this  way would be because  
they  do not have productive relationships with their 
supervisors or with their peers.

Actively Disengaged: This category of 
employees is also known as  the  “cave  dwellers.”  
They see the negative side for everything and wait for 
an opportunity to do the same.  They  are  not  just 
unhappy with their work but also undermine the work 
and accomplishment of their co workers. The negative 
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vibe of actively disengaged employees can affect 
the functionality of the organization and affect the 
engagement of people working in it.

Why Employee Engagement is 
Important?

As stated previously, Employee engagement is one of 
the key sources of achieving the organizational goal. If 
an employee is engaged, it will have its effects in the 
following aspects

1.  Effect on work: An engaged employee 
will not try to evade his work and will stay  
involved and committed.

2.  Effect on co – workers: An engaged 
employee will have positive outlook and will 
participate more. He will be willing to be a 
team player

3.  Effects on Productivity: The effects of 
Engagement will make the staff go extra mile 
to achieve the organizational goal.

4.  Effect on personal life: Engagement will 
help in reducing the frustration or monotony 
of work life and in return the personal lives of 
the staffs will be peaceful.

NEED FOR THE STUDY

Employee engagement is the relationship between 
employee and the organization. More the employee 
is engaged more effective their work would be. In 
this study as a case study approach a single NGO 
from Chennai called World Vision India is taken.  An 
engaged  employee looks at the whole organization, 
understand their purpose, where and how they fit  in.  
So  this study is conducted to understand certain factors 
influencing the staff engagement.  Four  parameters 
are  taken and through these  four parameters the staff 
engagement in World Vision  India  is understood. 
Since the organization is a not for profit organization 
it is essential to know how involved the employees or 
staff feel towards the organization.

 World Vision India has undergone a transition in 
structuring and about to undergo leadership transition, 
it is essential to understand where the employees stand 
in their staff development, staff care, communication 
system within and satisfaction of the job. 

SECONDARY OBJECTIVES

1.  To identify whether Staff development affects 
Employee Engagement

2.  To identify whether Staff care affects 
Employee Engagement

3.  To identify whether Communication affects 
Employee Engagement

4.  To identify whether Job satisfaction affects 
Employee Engagement

SCOPE OF THE STUDY

The organization has staff across India. The target 
respondents would be the staff from the ADP and 
PMO office. The survey will be conducted online and 
responses will be collected from these staff members. 
This study will help understand the engagement of the 
staff specifically with the help of the four parameters 
and also identify the areas of improvement in the 
future and specifically which area of the parameters 
the concentration can be given.

LIMITATIONS OF THE STUDY

1. There was time constraint for data collection

2.  The employees were very busy with their 
work and hence couldn’t get more samples

SOURCE OF DATA

PRIMARY DATA

Primary source of data is the data collected for the first 
time  through field survey.  The primary data for this 
survey was collected through Questionnaire

SECONDARY DATA

Secondary data refers to the data that has already been 
collected and analyzed by someone else. Secondary 
data maybe published or unpublished data. Data used 
for this purpose were from articles, reports, magazines 
and journals from the internet.

SAMPLING

SAMPLING UNIT

The research is conducted at World Vision India.
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SAMPLING METHOD

Convenience sampling is a non-probability sampling 
technique where  subjects  are  selected because of 
their convenient accessibility and proximity to the 
researcher.

TOTAL POPULATION

The total population of the employees is 600

SAMPLE SIZE

The sample size of this research is 125

TOOLS USED FOR DATA COLLECTION

The Tool used for data  collection in this research is 
a  Questionnaire.  The questionnaire consists oflist of 
questions, which are relevant in getting the facts. The 
questionnaire has been constructed as multiple choice 
questions.

3.4.7 TOOLS FOR ANALYSIS

SPSS (Statistical Package for Social Sciences) is widely 
used program for statistical analysis in social science. It 
is also used by market researchers, health researchers, 
survey companies, government, education researchers, 
marketing organizations, data miners, and others.

Contribution of Staff development, Staff care, 
and Communication and Job satisfaction on Staff 
Engagement Linear regression test

Model Sum of  
Squares df Mean  

Square F Sig.

1 Regression 2470.539 4 617.635 82.769 .000b
Residual 895.461 120 7.462
Total 3366.000 124

a. Dependent Variable: Engagement - Total Score
b.  Predictors: (Constant), Job satisfaction- Total Score, 

Staff Development - Total Score, Communication- 
Total Score , Staff Care- Total Score

VARIABLES Unstandardized Coefficients Standardized Coefficients T P value
B Std. Error Beta

1 (Constant) 4.355 1.082 4.024 .000
Staff Development - Total Score .408 .119 .283 3.444 .001
Staff Care- Total Score .312 .126 .240 2.486 .014
Communication- Total Score .377 .165 .199 2.278 .024
Job satisfaction- Total Score .310 .111 .222 2.787 .006

a. Dependent Variable: Engagement - Total Score

Inference:  From the tables it  can be found that 
all four predictors or factors (Staff development,   
Staff care, Communication, Job satisfaction have 
significance or impact on staff engagement. and the 
independent variable staff development has the higher 
significance  to  employee  engagement  followed by 
Job satisfaction, Staff care and then communication

FINDINGS
 ●  From the above research results the researcher 

is able  to find that  74% of  respondents  
are field staffs who falls under the category 
Sr.CDF / CDF / CSAM / CF / CSE / CHC / 
CSC /  FAC / AA and 26% of respondents fall 
under Senior Manager / Manager  /  Technical  
Specialist / Officer.

 ●  83% of staff in the organization is from 30 
to 50 years which is a mix of GEN  X  and 
Millennial

 ●  More than 36% of staff stay more than 15 
years in the organization and 90% of staff 
work for more than 5 years in the organization

 ●  97% of Sr manager/manager/Technical 
specialist/Officer are post  graduates  which  
proves  that there is a connection with 
qualification and designation.

 ●  Staff who are qualified and have more 
experience are well placed  or in the senior 
position in the organization. More than 39% 
of staff with post graduation and experience 
above  6 years  are in higher position

 ●  All the four parameters Staff Development, 
Staff care, Communication and Job 
satisfaction have impact or effect on Staff 
Engagement

 ●  Staff development seems to have the higher 
influence on Staff Engagement as they are 
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happy with the growth opportunities, training 
that are given for the job to be done well, 
followed by job satisfaction staff care and 
Communication

 ●  64% of staff have positive outlook towards 
the staff development in the organization

 ●  59% of staff have positive outlook towards 
the communication prevailing in the 
organization

 ●  57% of staff have positive outlook towards 
staff care in the organization

 ●  56% of staff have positive outlook towards 
job satisfaction in the organization

 ●  73% of staff agree or are content with the 
staff engagement in the organization

SUGGESTIONS

 ●  The organization can come up with ways to 
retain the female staff as  their period of  stay 
in  the organization is comparatively lesser.

 ●  The supervisors must take genuine and active 
interest in the professional development and 
advancement of their staffs as that has got the 
least positive scoring in staff development

 ●  The management must make job satisfaction 
of staff as one of its top priority because  staff 

feels that the organization lacks in making 
job satisfaction a priority.

 ●  Equal or more opportunity should be given 
for the staff to express their views to their 
supervisors. A two way communication can 
be more effective in contributing to staff 
engagement

 ●  The staff seems to experience lots of stress as 
the field work induces lot of stress which at  
times are unavoidable, stress management can 
be taught for the staff especially field staff

 ●  An awareness and opportunity to have a 
work life balance can be induced in the 
organization

 ●  On the whole for the staff to be engaged, the 
organization needs  to give  priority or invest  
more on staff development as that is the 
highest contributor or has more significance 
to employee engagement.

 ●  Then the concentration can be on Job 
Satisfaction as that is the second most 
significant to employee engagement

 ●  Thirdly it is staff care where the way 
organization values the employees can be 
looked upon

 ●  Finally Communication can be  looked into as 
that acts as a least contributor to Engagement 
of Employees
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ABSTRACT

The term Fintech might be a new terminology for most 
of the common people. Until, 2015 it was a buzz word 
even in the business world too. To be simple, Fintech 
is the mixture of Finance and technology in the most 
modern way serving its stakeholders in many ways. 
The whole financial sector gets reinvented with the 
help of technology is what a Fintech means. The rise in 
the Fintech technology across the globe is significantly 
evident. The driving force of development of the Fintech 
technology was because of the conversion from the 
closed traditional banking system to the open banking 
regulations across the globe and the development of 
the non – financial sectors has led the path towards the 
development of Fintech technology in India. 

The Digital India campaign in the year 2016 
has also supported the development of the Fintech 
technology either directly or indirectly. India positions 
the 2nd rank globally in the number of fintech’s started 
per year. The Fintech start-ups doesn’t concentrate 
only on the financial aspects. More or less there are 
nearly 9 categories of business in which Fintech 
focuses. As the technology develops the Fintech also 
gets updated to its newer versions. The introduction 
of AI and Blockchain technology have immensely 
contributed to the development of Fintech apps.

This paper studies about the Fintech revolution 
which is on-going at present in India; a descriptive 
one. The factors contributing for the development, 
the technical aspects behind its functioning etc… are 
analysed in this paper.

Keywords: Fintech start-ups, Open Banking, 
Artificial Intelligence (AI), Blockchain.

1. INTRODUCTION

Fintech is a fast-growing global phenomenon leading 
in front by the innovators, closely watched by the 

researchers and regulators.  It refers to either non 
or not regulated ventures whose primary goal is to 
develop the technology in such a way to make a 
revolution in the current financial practices. Fintech 
is a term which covers the financial services and its 
accompanying services under one roof. With the 
influence of rapid changing technologies and the 
consumer expectations the changes in the Financial 
and its accompanying services was an unavoidable 
matter which in turn gave rise for the Fintech based 
revolution.Redefining the financial sector with the 
help of innovation has really changed the world a lot 
not concentrating on one region alone but the change 
was evident across the globe. The Fintech’s doesn’t 
concentrate only on the financial services, it does 
have some subsidiary services. Basically, the services 
provided by a Fintech can be categorized into nine 
different types of start – ups: 

a) Financing.

b) Payment

c) Asset Management

d) Insurance (Insure-techs)

e) Loyalty Programs

f) Risk Management

g) Exchanges

h) Regulatory technology (Reg tech)

i) Other Business Activities.

The major reasons behind the revolution of Fintech 
is; Adoption of Open Banking Regulations across the 
globe and Adoption of the most recenttechnologies in 
the Fintech Business Models. In the near future we 
can witness the increasing participation from the non 
– financial service sectors too. The increasing number 
of Fintech start-ups is just because the number of 
self-employment entrepreneurs are increasing day by 
day. And not only that the large number of investment 
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bankers who had lost their jobs during the financial 
crisis has also supported the development of Fintech’s. 
When there is a well-developed economy and a sound 
financial structure the possibility of starting up Fintech 
is higher and vice versa(Haddad & Honruf, 2018).

When looking into the stats released by Crunch 
Base; USA bags the top position in having the highest 
number of Fintech start-ups. Nearly 3904 start-ups 
have been started only in the USA by the year 2015. 
When looking into India it has nearly 262 start-ups 
in this field (Crunch Base). From the above data it is 
evident that the rapid growth of Fintech is happening 
all around the world. But, the impact of these Fintech’s 
is primarily felt in the developing countries rather than 
the developed countries. These new developments will 
give rise to the new culture and transformation among 
the public and its stakeholders. The investments made 
into this sector comprises of 50 billion Dollars from 
2010 – 2015. Since the investments and the readily 
available technologies are more in this field the 
competition also peeks into it. 

The initiatives taken by the government and 
regulators for Digital India has aided the development 
of Fintech’s in one way or another. The Smartphone 
penetration and the increasing usage of the internet 
supported the Fintech’s development in India. The 
Open banking system adopted globally have literally 
redefined the banking services and perhaps it paved 
the way for Fintech’s. When the traditional finance 
industry revolved around the policy ‘one size fits all’the 
most modern Fintech revolves around the Personalized 
approach for the customer. The customization in the 
finance and other related industries will attract the 
customers and the investors and in turn it helps in 
the development of the Fintech start-ups. This paper 
analyses the fintech revolution in India; it’s a conceptual 
paper. Hence it’s a growing phenomenon the literatures 
available in this field is very limited; taking these things 
into a consideration and considering it as a research gap, 
this paper is been developed.

1.1 OBJECTIVES OF THE STUDY

a)  To study about the Fintech Revolution in India.

b)  To understand the evolution of Fintech start-
ups.

c)  To examine the driving forces behind the 
development of Fintech.

d)  To analyse the technologies used in the 
Fintech’s.

e) To foresee the future of Fintech start-ups.

2. EVOLUTION OF FINTECH

Fintech the revolution creator’s evolution is still a 
mystery. The evolution of Fintech comprising of the 
most modern technologiescan be traced back to the 
2010’s; but as (Varga, 2017) suggests the evolution of 
Fintech can be traced back to the 1860’s. 

In (Arner, Barberis, & Buckley, 2015) there paper 
he has divided the evolution of Fintech into three 
distinct phases:

Fintech 1.0 – The first stage of the evolution 
started from 1866 and it lasted till 1987. During these 
years so many physical foundations were laid across 
the globe for the telecommunication services which 
still acts as an interconnectivity between the banks 
across the globe. Without the investment into this 
infrastructure the most modern innovations might not 
have been evolved. So, this stage is considered as the 
first stage in the evolution of Fintech.

Fintech 2.0 –The second stage of revolution started 
in the year 1987 and it went on till the beginning of 
the financial crisis of 2008. During this era, the whole 
of banking system was digitized from the traditional 
banking methods. The IT infrastructure and the ATM’s 
can be considered as one of the important milestones 
in this era. The number of branches flourished in 
terms of number and size under each bank. The rise 
of stock exchanges and central clearing houses was 
witnessed during these years. The shift over from the 
traditional book keeping systems in the bank towards 
the computerized systems was one of the major 
developments in this period. The old systems became 
obsolete. The first online payment platform Paypal 
was introduced in the year 1998 could be considered 
as a major breakthrough in the Fintech 2.0.

Fintech 3.0 – The current stage is currently an on 
– going scenario beginning after the financial crisis 
and it goes on where in it includes the new technology 
enabled financial service companies and the traditional 
banking institutions. The introduction of the first 
Cryptocurrency, Bitcoin happened in the year 2009, 
immediately after the financial crisis. By the year 
2011 the first e wallet was launched by Google. And 
from there on the current fintech revolutionary era 
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has begun. The investments into these Fintech’s is 
increasing rapidly. When compared with the banking 
industry’s development in the earlier stages Fintech’s 
development is far way better. The revolution of 
Fintech doesn’t come to an end with the above three 
stages it has a very long way to go ahead. 

While checking into the evolution of Fintech in 
India, it can be seen that India primarily being a cash 
– driven economy is adapting the fintech revolution 
and its services. With the huge number of transactions 
occurring through fintech apps even India is adopting 
the technology. The way people carrying out the daily 
transactions and handling their money had a drastic 
change after introducing the Fintech apps into the 
society. Not only the global giants even the Indian start 
– up companies viz Paytm, Phonepe, Mobikwik etc… 
do receive a large amount of money as investment. 
The way people transact their money have drastically 
changed. Earlier days people used to carry money with 
them in their wallets, but now everything is inside the 
phone. The fear of theft can be majorly avoided with 
the introduction of the fintech apps. The primary step 
in the evolution of Fintech in India can be traced back 
to 1990s with the introduction of EFT (Electronic 
Fund Transfers) in the banks.

3. FACTORS INFLUENCING FINTECH 
START – UPS

(a) Adoption of Open Banking System

In the olden days the banking system was a 
closed one where in the customers and third parties 
had a limited access to it. Each bank had their unique 
services. But when the banking system adopted 
openness globally now it creates an ecosystem 
which provides a user with a network of financial 
institutions data through the use of Application 
Programming Interfaces (API). After the introduction 
of open banking system,its increased transparency in 
the whole banking sector. Moreover, the third parties 
started to get an access to the banks information 
and they can provide real time information to the 
customers. This led to the development of fintech 
start-ups creating a more personalized services for 
the customer(Kredx, 2019).

(b) The Digital Pace 

The Indian population is becoming more digital 
day by day. Most of them are trying to achieve digital 

literacy as days passes. The number of people who 
uses the Internet have crossed 500 million users in 
the mid of June 2018 when compared with that of 481 
million users in the month of December 2017; which 
clearly states an increase in the users. 

(c) The Smartphones

Over the past decades when telephone was there 
the people used to interact at a very lower pace. When 
the telephone became handy everything was included 
into it from the phone books to the cameras and now 
even the finance or the cash which the consumer 
have in the bank accounts can be seen through the 
Smartphone and it can be easily transferred to other 
accounts. All these things are possible only because 
of the Smartphones. There was a steady increase in 
the Smartphone users from 199 million in 2015 to 
378 million in the year 2018; these figures have been 
achieved only because of the introduction of the cheap 
and affordable Smartphones into the society.

(d) The Government 

The ‘Digital India’ campaign lead by the 
Government of India has given the way for the 
development of the Fintech start – ups. The 
government is promoting the digital campaign so 
hardly that so many start-ups and the self-employed 
people got engaged due to this. The subsidies and the 
support provided by the government attracts the start- 
up companies to start their own businesses.

(e) The Regulations

The RBI came up with a new regulation when the 
user is having a minimum of monthly transaction above 
Rs. 20,000 through the app then he or she must file the 
KYC (Know Your Customer) with that app developer. 
The customers can download the wallets and they 
can use it for various other purposes. Not only that 
nowadays the app helps a customer to avail the loans 
through the apps. The loans will be approved within a 
period of less than 10 minutes. While approaching a 
bank it at least takes a day to avail a loan.

4. TECHNOLOGY DRIVEN FINTECH

The fintech start-ups are basically driven by the most 
modern technology available in the world(KPMG, 
NASSCOM, 2018). Earlier days we had human 
involvement in tackling the most crucial situations, 
but nowadays it is all tackled by the technologies such 
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as Artificial Intelligence (AI) and Block Chain. These 
two technologies are used in the Fintech widely. 

(a) Artificial Intelligence (AI)

AI is used in almost all the sectors across the 
world to tackle the crucial problems. When looking 
into the Indian financial sector we can see that the 
increase in the Non – Performing Assets (NPA’s) and 
the deduction in the margins is considered as one 
of the crucial problems in India. To overcome this 
situation introduction of AI into the finance sector was 
an unavoidable thing. Artificial Intelligence (AI) refers 
to the ability of the machines to perform the complex 
tasks such as thinking, perceiving, decision making 
and problem solving without any human interferences. 
When AI is adopted in the Indian finance sector it 
actually bridges the gap between the services provided 
to the Rural Sector and the Urban sector. The increase 
in the micro finance and micro insurance schemes 
will witness a rapid change in the rural sector. But the 
regulation on these things must be strictly monitored 
by the RBI or else safeguarding of data and information 
must be gone beyond the interests of the business. The 
technical elements used in the Fintech start-ups differ 
based upon the requirements and Return on Investment 
(ROI) analysis. The technical elements include:

 ●  Machine Learning – It is the ability of the 
machine to learn on their own with regarding 
to the customers behaviours, the sentimental 
approach, the trading indicators, identification 
of fraud etc… in the back and front office 
processes. The machines can either learn on 
their own with the help of a programmed data 
or a non-programmed one. 

 ●  Computer Vision – Analysing or capturing 
the face scans, tagged images, visual 
recognition etc… can be captured through the 
computer visions. This helps the fintech start 
– ups to identify the sentimental analysis of 
the customers using the financial application 
over the computer or a smartphone. 

 ●  Natural Language Processing –It helps to 
understand the human language and it can 
analyse it further by having a sense of written 
and spoken human language. This helps to 
organize the information received in clusters, 
which in turn helps the fintech start-ups to 
have a chat bot with the consumer. 

The AI eco system consists of; Regulators, 
Government, Financial Institutions, Technology 
Vendors, Investors and Research Institutions which 
works together in order to bring innovative schemes 
in the financial sector. And, moreover trying to give 
personalized services to the customers or in a simple 
term it can be considered as customization of financial 
services.

(b) Blockchain Technology

This technology has created waves in the financial 
sector in the beginning of 2009 with the introduction 
of cryptocurrencies named ‘bitcoin’. Bitcoin created a 
big storm across the world, that was the first concept 
of having a e money. All the P2P transactions (Peer 
to Peer) are stored in blocks in this technology. It 
keeps the old blocks and simultaneously creates a 
new block making it an impossible task to identify 
the exact location of the P2P transactions. Block chain 
technology is considered as one of the most secure, 
transparent and decentralized databases that improves 
efficiency and brings a uniformity in the data records 
of an organization. In India, the blockchain gained its 
popularity from the year 2016 since then there have 
been lots of investments made into this technology. 
The major services which can be done by the 
Blockchain technology in the finance sector is; Know 
Your Customer (KYC), Anti – Money Laundering 
(AML), Trade Surveillance, Settlement and Clearing 
houses, Smart Assets and Collateral Management. The 
blockchain technology is not limited to the financial 
sector alone it can also be used among the Regulators, 
Government and Technology developers. Most of the 
countries across the globe have adopted Blockchain 
technology, in the near future even the Government 
of India will adopt this technology for safeguarding 
the databases. As an initiative Telangana government 
has started a collaboration with the New York based 
Blockchain technology company to safe guard their 
land records and streamlining vehicle registrations.

5. THE FUTURE OF FINTECH

The road to the financial inclusion is ready as the 
technology enabled services are increasing day by day. 
Blockchain technology have already gain popularity 
among the public and it will see a promising 
future(Mention, 2019). The Artificial Intelligence (AI) 
is also gaining popularity but at a slower pace when 
compared to that of Blockchain. A report released by 
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NASSCOM states that the Fintech industry is expected 
to grow by 1.7 times and will be approximately valued 
at USD 8 Billion by the year 2020. The scope for the 
development of Fintech in India is comparatively huge 
because of the large population, inclusive economy, 
the degree of developments and the broad consumer 
expectations. But, in order to have a fruitful future for 
the Fintech revolution one biggest challenge must be 
over ruled that is the data security. If data security is 
maintained and the customers gains confidentiality then 
it is easier for the Fintech start – ups to revolutionize 
the world.

6. COCNCLUSION

The Fintech revolution is needed in this fast-moving 
digital era. In a fast- moving environment, no one have 
time to spend for their financial needs and wasting a 
day to go to their bank branches and updating their 
accounts. In the near future the working of banks 
becomes less after having a great impact from the 
Fintech revolution. The human interference is totally 
or partially avoided in these Fintech based revolution, 
so that the machines or the programmed language is the 
only person who learns the emotions and feelings of 
the consumers, they are even capable of predicting the 

futures in the financial market. The Fintech revolution 
will bridge the gap between the rural economy and the 
urban economy with the introduction of micro finance 
and micro insurances. The fintech will have a brighter 
future in the upcoming years as it receives a lot of 
investments and popularity among the public.
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ABSTRACT

It is well known to us that the main purpose of accounting 
statements is to reflect the true financial position of an 
enterprise.The books of account are maintained by the 
companies themselves, making the accounting records 
vulnerable to Window Dressing or misrepresentation. 
The financial position may be overstated to lure 
shareholders into investing in their companies or the 
it may be understated mainly for tax evasion. This 
vulnerability of these statements erodes the sense of 
uberrimae fidei or the utmost good faith between the 
company and the users of its accounting statements. The 
Law of the land tries to solve this problem of window 
dressing by mandating the Audit of these statements by 
an Independent Chartered Accountant or an audit firm. 
Though the audit helps in minimizing the Accounting 
scandals, we can still see these scandals are growing at an 
alarming rate. The Forensic Accounting was invented to 
prevent and investigate these scandals. Let us elaborate 
about Forensic Accounting through this paper.

Keywords: Internal Revenue Service, legal and 
financial documents, Vendors or Clients.

AN OVERVIEW OF FORENSIC 
ACCOUNTING - ITS HISTORY AND ITS 

CHALLENGES

Meaning of Forensic Accounting

“Forensic Accounting is the specialty practice area 
of accounting that describes engagements that result 
from actual or anticipated disputes or litigation”.

In its simplest sense, we can say that Forensic 
Accounting is the field of accountancy which describes 
various techniques to identify irregularities and 
misrepresentations in the accounting statements which 
can then be used as arguments in the court of law.

HISTORY

Archaeological studies disclose that during 3000-
3500 BC, accountants of Egypt, were involved in the 
prevention and detection of fraud..However, Forensic 
accounting was not formally defined until the 1940s. 
Originally Frank Wilson is credited with the birth of 
Forensic Accounting in the 1930s. When Wilson was 
working as a CPA for the US Internal Revenue Service, 
he was assigned to investigate the infamous gangster, 
Al Capone and his transactions. 

Capone was known for his involvement in 
illegal activities, including violent crimes, However 
it was his failure to report Federal Income Tax was 
discovered by Forensic Accountants. Wilson’s 
diligent analysis of financial records, of Al Capone 
indicted him for Federal Income tax evasion. Capone 
owed the government $215,080.48 from illegal 
gambling profits and guilty of tax evasion for which 
he was sentenced to 10 years in Federal Prison. Since 
this case the significance of Forensic Accounting was 
established. [2] 

In India however, Kautilya is the first person to 
mention the famous forty ways of misappropriation in 
his famous book Arthashastra. The widespread use of 
forensic accounting developed in India after Enron case 
and Satyam case. Very few chartered accountant firms 
in India have fraud examination as a separate practice. 
However, this area in India is by far dominated by the 
big four consultancy firms such as Deloitte and Ernst 
and Young.

FORENSIC ACCOUNTANTS

Forensic accountants are 
experienced auditors, accountants, 
and investigators of legal and financial documents 
that are hired to look into possible suspicions 
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of fraudulent activity within a company; or 
are hired by a company who may just want to 
prevent fraudulent activities from occurring. 
They also provide services in areas such as 
accounting, antitrust, damages, analysis, valuation, 
and general consulting. Forensic accountants have 
also been used in divorces, bankruptcy, insurance 
claims, personal injury claims, fraudulent claims, 
construction, royalty audits, and tracking terrorism 
by investigating financial records. Many forensic 
accountants work closely with law enforcement 
personnel and lawyers during investigations and often 
appear as expert witnesses during trials[2].The word 
“Forensic” means suitable for use in Court, and it is 
to that standard and potential outcome that forensic 
accountants generally have to work.

FORENSIC ACCOUNTING VS AUDIT[1]

Let us compare these two seemingly similar professions

In general, there are two types of frauds in 
business world.

1.  Frauds against business which are generally 
committed by the Employees, Vendors or 
Clients or in connivance of all these parties

2.  Frauds for business which aregenerally 
committed by the promoters and shareholders 
of the business to deceit the bankers, revenue 
authorities and regulators.

The primary difference between forensic audits and 
accounting lies in the purpose of the audit. A forensic 
accounting assignment relates to Frauds Against the 
Business. This issue may involve employee fraud or a 
dispute with a vendor or customer.On the other hand, 
forensic auditing related to Frauds for the business. 
Forensic audits relate directly to financial statement 
frauds whereas forensic accounting require investigative 
techniques and technology. The auditor’s report must 
meet the standards for presentation in court.

Forensic Accounting assignments are complex 
in nature. Forensic Accountants answer the questions 
such as who perpetrated the fraud? what was the 
modus operandi? and what were the fraud losses?.

On the other hand, forensic auditors are engaged to 
check the trail of money. Source of funds to utilization, 
forensic auditors answer the questions such as motives 
of the businesses behind the fraud.

ROLE OF A FORENSIC ACCOUNTANT

Forensic accounting or forensic accountancy has been 
used since the time of the ancient Egyptians when 
Pharaoh had scribes account for his gold and other 
assets. These scribes worked in Pharaoh’s courts and 
were charged with fraud prevention and detection. 
Their role stayed much the same until the turn of the 
20th century.[2]

The role of a modern Forensic Accountant 
consists of a combination of Accounting, Auditing 
and Investigation.[2]As an accountant they must have 
knowledge of the latest accounting standards and 
procedures, be proficient in many different Financial 
Reporting Systems being used, and be able to provide 
recommendations that will strengthen internal 
controls. They also need to have an understanding 
of the different monetary units used internationally 
due to the different types used in foreign accounts or 
companies. As an auditor they must perform regular 
financial audits to prevent possible situations that 
could lead to fraud. 

They may also be called to be an expert witness 
in a court trial so they must be able to communicate 
well and at a level that is understandable by individuals 
without accounting knowledge.As an investigator they 
must investigate and gather evidence to be presented 
in a court of law; be able to investigate complaints, 
allegations, and tips of suspected fraud; must be able 
to sort, analyze, and compare data in support of an 
investigation; and must have a working relationship with 
the investigating and prosecuting agencies involved.

Court cases requiring the evidence provided 
by a forensic accountant may include commercial 
litigation, business valuation, divorce, bankruptcy and, 
of course, fraud.

QUALIFICATION REQUIREMENTS OF 
AFORENSIC ACCOUNTANT[2]

A person in this field should have at least 2 years’ 
experience in auditing or accounting and a Bachelor’s 
degree in Accounting or a related field. 

Some forensic accountants are Certified Forensic 
Accounting Professionals (CFAPs),Certified Forensic 
Investigation Professionals (CFIPs), Certified 
Public Accountants (CPAs), Chartered 
Accountants (CAs), Certified Management 
Accountants or Chartered Professional 
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Accountants (CMA/CPA), Certified Fraud 
Examiners (CFEs), Certified in Financial 
Forensics (CFFs), Certified Forensic Accountant 
(CRFAC), Certified Valuation Analysts (CVAs), 
Investigative & Forensic Accountants (IFAs), or 
Chartered Certified Forensic Accountants (CCFA). 
Some have other professional certifications.

Of all the certifications available, the most reputed 
certification isThe Chartered Certified Forensic 
Accountant. CCFA designation is a global forensic 
accounting designation awarded by the International 
Institute of Certified Forensic Accountants, Inc. 
(IICFA). To be awarded with the CCFA designation, 

one must pass all three (3) levels of the CCFA 
qualifying exams and must obtain two years post 
qualification or professional experience with a 
reputable forensic accounting firm.CCFA candidates 
must hold a bachelor’s degree and pass all 15 papers 
of the CCFA Exam with an 80% pass Mark in order to 
qualify the exam. [3]

Besides these qualifications, a Forensic Accountant 
is expected to be an excellent communicator with a 
logical mind and an investigative attitude. A Forensic 
Accountant must possess high level of integrity and 
honesty. He should be a role model to others regarding 
ethics and values. 

COMMON INVESTIGATIVE TECHNIQUES

There are 7 common Investigative Techniques in 
Forensic Accounting which every Forensic Accountant 
uses:[4]

1.  Reviewing Public Documents and doing 
Background checks which are nothing but 
the primary reconnaissance activity done 
prior to a detailed investigation.

2.  Conducting Interviews with related parties 
helps in transforming unwilling person into a 
source of valuable information.

3.  Gathering Information from Trustworthy 
Sources is central to any investigation. A 
Forensic accountant must take reasonable 
care to keep the information and the identity 
of the informer confidential.

4.  Analyzing Evidence helps to find out the 
extent of the fraud as well as in installing 
various austerity measures to prevent any 
such situation in future.

5.  Surveillance helps to uncover any fraud 
by monitoring and tracking all official 
communications.

6.  Going Undercover which is the method of last 
resort. Reasonable care must be taken while 
using this technique as even a small mistake 
can convey to the offender that something is 
wrong and the person might vanish or destroy 
the evidences of the malicious activity.

7.  Analysis of the Financial Statements is 
the best technique available to a forensic 
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investigator asAll the necessary details are 
summarized in the financial statement, and 
the analysis of these statements can help him 
to find out the crime.

CHALLENGES TO FORENSIC 
ACCOUNTING

1.  Developing Field: Forensic Accounting is 
still a developing field. Hence, there is an 
acute shortage of qualified accountants with 
adequate technical knowledge.

2.  Not Compulsory: It is not mandatory for 
companies to appoint Forensic accounts

3.  Specialized skills: Forensic Accountants 
require specialized accounting and 
investigation skills which are hard to learn or 
acquire.

4.  Expensive: Forensic Accounting 
Investigations take a lot of time and efforts 
to complete.

5.  Lack of Guidelines: There are no clear 
guidelines and laws on forensic accounting. 

CONCLUSION

Forensic Accounting has become a matter of 
specialization and expertise of only a chosen few. 
They should be a part of curriculum and research at 
university level. Governments must take enough steps 
to increase the amount of institutions which teach 
this subject. This will help the corporate world and 
the government to keep the crimes in check. At the 
same time required amendments in the law should 
be undertaken to establish the importance of forensic 
accounting and forensic accountants.
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ABSTRACT

The role of business incubators in developing 
entrepreneurship and creating new business ventures 
it also aims at identifying and studying the business 
incubation. Business awareness fields suitable for 
business incubation, services provided by business 
incubators, in the entrepreneurial characteristics 
of university students in Tamilnadu. The present 
examination comprises of writing survey in subjects 
identified with business hatchery, gave administrations, 
achievement factors, confront hindrance and received 
polices, and the criteria of brooding. The survey 
of the writing on activity workings, Mentors and 
entrepreneurial uniqueness, entrepreneurial process, 
and Training Courses and Interview then Television, 
center gatherings with specialists and experts and by 
outlining a poll to test entrepreneurial attributes. It 
aims the college understudies toward enterprise and 
to test their business hatcheries even though statistic 
apparatus and individual profile of business people.

Key Words: Role, Business incubators, entrepreneurs, 
Creating, New business. 

1. INTRODUCTION

The strategy of enterprise and hatching is the most 
essential approach for governments with a specific 
end goal to help Small and medium scale businesses 
in innovation advancement, entrepreneurial data 
dissemination, and task finance get to. The stage can be 
built by three components: hatching administrations, 
entrepreneurial learning and financing support. 
Business hatching is a dynamic procedure of business 
undertaking improvement to nurture youthful firms, 
new items, and innovations. Business Incubators 
enable Small and medium scale enterprises to get to 
assets of advancement and business visionaries, with 
a specific end goal to encourage more aggressive 
Small and medium scale ventures and advance 
monetary improvement. Subsequently, advancement 
and business enterprise are two center elements of 

hatcheries and assume urgent parts in Small and 
medium scale ventures esteem creation. The quantity 
of hatcheries developed quickly in the previous two 
decades. Everywhere throughout the world and in 
each district, hatching administrations have turned 
into a route for creating vigorous and solid economy. 
The most alluring field for brooding is the data and 
correspondence advances which depend basically on 
the human capital and couple of foundations. The 
most fundamental objective at exhibit is the means 
by which to upgrade the administration quality and 
hatching capacity of hatcheries. In this manner, with 
a specific end goal to reinforce the hatcheries, six 
techniques can be taken after. The procedures are: 
Expanding administration elements of hatcheries, 
developing fine-quality brooding condition, preparing 
the expert administrators of hatcheries, encouraging 
the participation and collaboration of hatcheries, 
promoting the brooding data and benefit, and 
assessing the execution of hatching administrations. 
Business hatcheries give an entire arrangement 
of administrations and an appropriate domain to 
help entrepreneurial abilities and to help business 
visionaries in building up their thoughts, aptitudes, and 
information. In this way, it is essential to distinguish 
the connection between business hatcheries and 
enterprise in the correct way and make the related 
ideas clear to every invested individual. Business 
people require a place where they can get operational 
administrations effortlessly to lessen start-up and 
development costs. Business people additionally 
need to diminish the danger of disappointments. They 
additionally need to get to world class administrations 
and expand on demonstrated models. Requests for and 
access to dependable fast Internet are likewise basic in 
territories of brooding administrations. The absence of 
rapid Internet outside of a district can be a hindrance 
in developing business people. Groups organize a 
hatchery as an advantage for help business people. 
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Business hatcheries address a large number of the 
difficulties that business people look in independent 
company improvement, including issues of high data 
costs, low administration levels, challenges in getting 
business administrations, and deficiencies of capital 
sources. Consolidating entrepreneurial back model, 
investment and hatchery capacities will prompt 
achievement. Little seed financing by investors, 
business visionaries, and hatcheries will make it 
simpler to create esteem undertakings and improve the 
nearby economy.

2. REVIEW OF LITERATURE
1 Galloway & Brown (2002) argued that 
entrepreneurship education in universities has 
achieved start-ups from students to varying degrees. 
To a large extent this is determined by the type of 
entrepreneurship education delivered, and to whom 
the entrepreneurship education is provided.

2 Chandra, He, Fealey (2007) stated that after having 
conversations with twelve Chinese business incubators 
and having interview with their executives they 
emphasized on financial services for their incubates

3 Nafukho, Muyia (2010) Highlighted that 
Government should facilitate and should not spoil the 
entrepreneurial spirit. Some of the important sectors 
of economy such as Agriculture and Industrial are 
well managed to support the self employed in order to 
promote the entrepreneurial spirit.

4 Lekoko, Rankhumise, Ras (2012) Stated that 
Entrepreneurship education program which is 
provided to students should be more effective and it 
should be more enterprising. They should also impart 

practical skills and theoretical knowledge for their 
entrepreneurial career.

5 Kim Lehman, Ronald Morgan (2014) Observed 
that how innovation and business interact with 
creation of new market. They have also observed 
that how formal methods of marketing bypassed in 
finding the owner and manager versions of situational 
marketing.

3. OBJECTIVES OF THE STUDY

 ●  To identify the business incubation center 
awareness. 

 ●  The exploration Services provided by the 
Business Incubators.

4. METHODOLOGY

Research Method:  In this study, descriptive research 
method is applied and this study involves surveying, 
fact finding using primary data.

Respondents: The respondents are the executives 
in the Business incubator.

Sampling Method:  According to report 
published (Startupindia.gov.in, 2016) there are 29 
business incubators in Tamil Nadu.  Thereby out of 
10 incubators in Tamil Nadu, proportionate random 
sampling techniques are to be employed for collecting 
data from 150 incubators across Tamil. i.e. 15 samples 
from each incubates, also data will be collected. 
Survey Location: The survey location is limited to 
Tamil Nadu.

Data Collection: The study encompasses data 
collection through using structured questionnaire.

5. DATA ANALYSIS AND INTERPRETATION

Table: 1 Business incubation center awareness

S. No Sources Frequency Percentage Rank
1. Academic Courses 30 17.0 3
2. Training Courses 40 24.7 1
3. Workshop 29 16.0 4
4. Brochure 31 15.0 2
5. Television 20 11.6 5

(Source: Primary data)

Interpretation: The Training courses ranked as the first awareness with (24.7%) and Brochure is the second place 
with (15%) then Academic Courses in the third position with (17%) and Workshop in the fourth place (16 %) and 
fifth places the Television (11.6%).
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Table: 2 Services provided by Business Incubators

S. No Source N Mean Weighted Average Rank
1. Place 297 3.36 57.89% 4
2. Technical Services 303 4.48 44.00% 2
3. Financial support 314 2.60 67.40% 1
4. Training 296 4.44 45.50% 5
5. Communication and Marketing 300 4.45 44.51% 3

(Source: Primary data): 

Interpretation: The rank of services provided by Business Incubators from the position and according to providing 
the financial supporting was ranked as the first service to be provided by business incubators. Technical Services 
was ranked as the second then Communication and marketing in the third place and fourth for place and fifth for 
Training services.

6. CONCLUSION

The development of the business incubators takes 
role in enhancing the local economy and developing 
the entrepreneurship is a collection of individual 
characteristics which give a special way in thinking, 
perceiving, acting, and source of revenue these 
personality and qualities make entrepreneurs very 
passionate and committed. It enable entrepreneurs to 
make their future and success in business venturing 
entrepreneurial skills could be developed by taking 
valuable steps and using specific techniques based 
on cooperation. Then entrepreneurial education and 
training is very crucial to the economic development 
and redundancy reduction in the country the 
entrepreneurship progress managerial, communication, 
and business skills of individuals and making them 
positive thinkers in the society. There must be a 
framework of cooperation between executive body, 
educational institutions, media, for broadcast and 
communicate entrepreneurship on different level.
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ABSTRACT

Research Objective: The guiding force behind the 
success of the society are teachers who understand 
the emotions of self and all the connected parties 
in connecting individual goal of the overall goal 
of the firm is dependent on Emotional balance. The 
performance related problems and associated stress 
being managed and balanced through a spiritual 
philosophy has become a key mantra called Spiritual 
Intelligence. Thus, the primary objective of this paper 
is to study the linkage between EI and SI and its impact 
on work performance amongst teachers.

Research materials/methods: The target 
respondents are teachers and the data has been 
collected from private educational Institutions in the 
city of Chennai. The researcher has used a convenient 
sampling method to collect primary data using a 
questionnaire method and the sample size is (N=264). 
A structural Equation Model has been used to carefully 
examine which of the variables associated with EI and 
SI contributes to the work performance.

Major discussion: The research concludes 
that, Spiritual Intelligence factors such as Holism, 
Compassion and positive use of adversity has a very 
strong impact on work-performance and Emotional 
Intelligence factors such as optimism and openness 
to feelings have a positive link on work-performance. 
Thus, teachers have to carefully examine and 
concentrate on these factors which will help them in 
personal development and career progression through 
a better work- performance.

Key words: Emotional Intelligence, Spiritual 
Intelligence, Work-performance, Teachers, 
Educational Institution.

INTRODUCTION

The development of a society lies in hands on 
educational institutions which is way responsible to 
provide the best educational services to the student 
community who are considered to be the future 
pillars of the society (Husen, 1974). The success and 
achievement of this great dream is possible through the 
able contribution of the teachers who are responsible 
to deal with various students and playing an important 
role in shaping their future. Thus, it is important for an 
educator to be emotionally fit and balanced to achieve 
the desired results for the development of the student 
community and for the development of the society as 
a whole. Educationalists have to pay more attention to 
students to understand their emotions and expectations 
and also to deal with the day to day problems (Damon 
E. Jones et all, 2009). Teachers have diversified array 
of emotions as they are influenced by various factors 
such as educational qualification, personal growth, 
career progression, pressure from family and friends 
and also various other workplace conflicts. Thus, 
teachers in this present era have started to follow 
spiritual and philosophical traits to keep them relieved 
from stress and negativities which is surrounded to 
them. (O’Donnell, 1997) introduced the term “spiritual 
Intelligence, where he mentions that, it is an act of well-
being of self and the society. Thus, if a lecturer is able 
to attain the state of well-being then it will help them 
to balance emotional negativities (Zohra, 2000). They 
should understand the importance of one’s own values 
and the purpose of life and contribution to the society 
through their job and profession. Spiritual Intelligence 
amongst teachers will also be a guiding principle in 
establishing healthy relationship with the stakeholders 
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connected with them. Learning and knowledge sharing 
without ego clash and super-ego is also possible 
through spiritual intelligence and hence most of the 
factors for a positive and happy life are depended on 
spiritual Intelligence (Wigglesworth, 2002). Spiritual 
Intelligence and Emotional Intelligence is closely 
related in enhancing a human being in a positive 
way. In order to attain spirituality in life, one has to 
be emotionally fit. In this context teachers should 
be able to understand their own emotions and at the 
same time they have to understand the emotions of 
the external people. (Murphy, 1987) have concluded 
in their research that, emotional intelligence and 
being emotionally fit will help a person to solve most 
of the problems associated with life. For a teacher, 
workplace conflicts and work-performance are two 
major concerns and hence teacher’s ability to perform 
and to connect the individual objective with the overall 
achievement of the educational intelligence depends 
on Emotional Intelligence (Mayer, 1997). In a nutshell 
Spiritual Intelligence and Emotional Intelligence go 
hands on hands and contribute to work performance 
(Kooker, Shoultz, & Codier, 2007).

EMOTIONAL INTELLIGENCE VS 
TEACHING PROFESSIONALS

Emotional intelligence is a head of competencies 
and qualities which is needed for normal person 
to capture different types of information from the 
external sources which can be used by in order to 
balance between career life and work life and to 
be successful in this competitive era. Emotional 
intelligence is more concerned with five important 
types of variables such as knowing oneself emotion, 
managing different types of emotions, motivating 
one and also taking interest in others emotions and 
recognizing the good emotions and the bad emotions 
(Payne, 1985). Emotional intelligence plays a very 
significant part in the workforce and motivating a 
person to enjoy a successful career and a personal 
life emotional intelligence is also considered to be 
one of the very key components which contributes 
towards organisational performance any person who 
is very high in emotional intelligence should have the 
capacity to differentiate which is good and which is 
bad and also should take the opportunity to understand 
one’s own abilities (Petrides, 2000). (Bradley, 2016), 
Throws light on teaching the young students some 
important concepts in life which is also considered to 

be a mail task for a teaching professional. The article 
mentions that teachers should have good balance in 
emotions which will help them to support in students 
emotional balance. (MuhammadAsrar-ul-Haq, 
2017), explored the role of Emotional Intelligence 
for a teacher and has found that, EI has a very strong 
impact on job performance. Thus, teachers EI will 
help the teachers gain more self-confidence and will 
contribute for the career success. This confidence 
will also help teaching professionals to cope up 
with emotional disturbance. (Nina), examined the 
role of EI in enhancing the learning capacity of 
the teachers. In this research, the characteristics of 
emotionally intelligent teacher have been defined 
as the one who takes the ability to learn and enrich 
student’s knowledge. The researcher has also framed 
a variable matrix describing various skills associated 
with an Emotionally Intelligence teacher such as: an 
authority, leadership ability, one who gets actively 
involved in self-learning etc. The role of emotional 
intelligence for a person is to balance between tough 
times in life. The most imperative component of 
emotional intelligence talks about self regulation 
which is more concern about how a person takes 
effort and initiatives to recognize his own emotions 
to appropriately express, regulate and also to manage 
it for growth and succession. On the other hand 
individuals stretches importance to self awareness 
which is more concern with a person taking initiative 
to identify and understand others emotions and also 
to provide a space and helping hand to manage the 
emotions. The people with very high emotional 
intelligence also have very good intrinsic motivation 
and extrinsic motivation which helps them to attract 
people and this would help them to gain respect name 
fame and goodwill from the external environment.

SPRITUAL INTELLIGENCE

The state of present place a very important role for a 
person to understand what is happening in the internal 
and external environment very successful in life and in 
career. A person should know how to shift the role of 
ego to the role of happiness and hence different factors 
such as peacefulness, trust, honesty soul greater clarity 
which has to be taken into consideration (Vaughan, 
2002). A person should initially feel awareness about 
himself and what is the criteria of his or her life if this 
Mantra has been understood it is very easy for a person 
to relax the state of mind and body to achieve the final 
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gold by reducing ego and transforming oneself into 
a successful person does a powerful combination of 
spiritual Intelligence and ethics is also very important 
to be very compassion and passionate in life by 
having increased capacity to think and perform in a 
very better ways. Spiritual intelligence is a concept 
which cannot be forced on a person it depends on the 
interest and the psychological factors which motivates 
a person to be spiritually intelligence in the domain 
of psychology. Australian psychological society and 
association clearly explained that spirituality should 
be practiced and it should not be imitated or forced. 
A teacher would increase emotional intelligence 
and would also improve the level of application of 
intellectual intelligence which is very important 
for a successful teaching professional. Thus the 
combination of emotional intelligence and spiritual 

intelligence leads to better academic performance and 
personal development. When a teacher is spiritually 
intelligence it helps them to totally identify the position 
and how to take efforts to execute himself in order to 
serve the society with better teaching deliberations 
and practice social intellect. This will also help 
to simply give importance to thoughts and also to 
reduce the role of ego in one’s life and the capability 
to understand others compassion and expectations  
(Widodo, 2012).

CONCEPTUAL MODEL

A conceptual model is a theoretical framework used 
in research to understand the connectivity between 
the study variables. In this research the researcher has 
used proved scale constructs which were universally 
accepted and used in many fields for research.

HYPOTHESIS FRAMEWORK

Hypothesis are the heart of the study are important 
to validate the various research assumptions and 
hence based on the literature reviews and theoretical 
connection a model has been established to explaining 
the relationship between the study variables.

H0: There is no positive association between 
Spiritual Intelligence and Emotional Intelligence on 
work-performance among teachers

Ha: There is a positive association between 
Spiritual Intelligence and Emotional Intelligence on 
work-performance among teachers

SCOPE OF THE STUDY

The study is concerned with the teaching professionals 
working in private institutions and the geographical 
location used for this study is Chennai. Chennai being 
the capital city in Tamil Nadu and which has many 
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private schools which gives a lot of employment 
opportunities for teaching professionals. Apparently 
the workload for teachers is also a serious consideration 
in private institutions and hence the scope of the study 
is within the domain of Chennai.

RESEARCH METHODOLOGY

The research deals with primary data collections from 
the respondents who are the teaching professionals from 
various private institutions in Chennai. The data has 
been collected using a questionnaire which was framed 
and validated using expert opinion and content validity. 
The questionnaire has adopted proved scales which were 
already used and accepted by the universe. The sampling 
method used for this article was a convenient sampling 
method as many teachers were not comfortable in 
providing information related to Emotional Intelligence, 
Spiritual Intelligence and Work Performance and hence 
based on the convenience methodology the data has 
been collected. The sample size is 264 for this research 
work, where the researcher has initially distributed 283 
questionnaires out of which only 264 was selected for 
the final research. The questionnaire was framed by 
choosing the most suitable variables from the Literature 
sources and a SEM was run to confirm the same. The 
reliability value is .756 which is good.

STRUCTURAL EQUATION MODEL

The main aim of research is to find out something 
new from the past and also to provide solutions for 

a given problem. In Social Science domain the main 
important concept associated article connection 
is to build a conceptual framework, by picking 
up the most important variables which has been 
mentioned by the past researches. The relationship 
between different types of variables and the inter 
connectivity between the variables can be easily 
explained by using a structural equation modeling, 
this research paper explored the relationship between 
the three variables and the same has been explained 
through a structural equation modeling using Amos. 
Structural equation model software which has been 
used to find the multiple regressions and the factor 
between every interconnected variable. One of 
the major problems in multiple regressions which 
is known as the multicollinearity can be reduced 
and the reliability powers can be enhanced using 
a structural equation models which is considered 
to be one of the major of advantages and hence in 
this research a structural equation model has been 
used to find the data fit. In this study three main 
latent variables, emotional intelligence, spiritual 
Intelligence and work performance were used and 
each latent variables have 5 observed variables. 
The relationship between the latent variable and 
the observed variable has been measured using 
a regression weight, which has been represented 
in the path analysis and does the weight statistics 
which has been used in the path analysis plays a 
important role to know which factor contributes to 
the most promising factor.

Chart No 1.1 showing the path analysis between Emotional Intelligence and Spiritual 
Intelligence
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Chart No 1.2 showing the impact of Emotional Intelligence and Spiritual Intelligence on 
Work Performance of teachers

From the above statistical model using structural 
equation model, it has been observed that the 
RMSEA value is 0.06 to which is considered to be 
an appropriate fit. The CFA is reasonably good and 
it is accepted for the researcher’s models because 
the value which has been erased from the statistical 
analysis is 0.90. The GFR value is 1.0 which indicates 
a perfect fit of the above models which measures the 
overall relationship between emotional intelligence, 
spiritual intelligence and its association and impact 
on work performance. The NNFI value is 0.90 which 
is considered to be an overall fifth of the model as 
recommended by the past researchers and hence to 
conclude the final measurement model which has 
been used in this research is properly supported for 
the given data and the collected data.

DISCUSSION

This research was conducted to find the impact of 
emotional intelligence and spiritual intelligence of 
a teachers working in educational institutions and 
on work performance from the research it has been 
observed that according to emotional intelligence. 
two factors name leaks understanding one’s own 
emotions and understanding others emotions is a 
very important role for a teacher because teacher is 
a person who first has to understand the expectancies 
of the others and based on the others prospects has to 
come out with new strategies to enrich the level of 
education. In simple, it can be told that knowledge 
acquisition, knowledge transfer, knowledge 
management, knowledge sharing and knowledge 
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creativity which are considered to be the most 
prime factors for a teacher depends on the level of 
emotional balance in life. With regard to spiritual 
intelligence refreshing one’s own soul and looking 
forward for new sensations place a very important 
role for teacher. A teacher’s life is filled with much 
negativity and positive, it is which has to be properly 
balanced and hence a teacher should spiritually be 
committed in the work and personal life for which 
the spiritual intelligence helps teaching professional. 
In a nutshell it can be mentioned from the research 
model that emotional intelligence and spiritual 
intelligence doesn’t have a very good impact on the 
work performance but when it has been taken into 
consideration as two different elements it plays 
important role. Spiritual Intelligence and emotional 
intelligence are not fixed factors it keeps on differing 
based on time and situation and hence it might not be 
having a very great impact on work performance it 
all depends on how one is being motivated from the 
internal environment and external environment. The 
future researches can also explore on how motivation 
plays a very important role for teacher and what is the 
association on the work performance.

SUGGESTIONS

 ●  The teaching professionals should create a 
positive and contented environment which 
will motivate them to enhance the level of 
emotional intelligence.

 ●  Teachers should balance their emotions to 
understand the empathetic feelings of all the 
connected parties because the role of a teacher 
is not just teaching but more concerned with 
shaping the students life and also involving in 
active learning process.

 ●  The development of an institution is more 
concerned on the work performance and 
the efforts taken by the individual teachers 
and hence the educational institutions 
should take care of the educator’s mental 
health through appraisals for the work 
performed.

 ●  Teacher who spends half of the life with the 
student community has to keep mind and soul 
relaxed and for the same purpose should get 
actively involved in smoothening the mind 
through meditation.

CONCLUSION

The success for teacher is the appreciation which 
has been given by the students, the institutional 
management and the coworkers. The most important 
aspect for a teacher is how to balance between 
personal life and career life, if a teacher has very 
good emotional intelligence it leads to understanding 
the potentials of the others. Working with passion 
and loyalty would also help the teachers to develop a 
successful career path which would enhance the name 
and fame of self and for the institutional development. 
Listening and understanding the students plays a very 
important role for a teacher and emotional intelligence 
is a key component which would activate and 
stimulate the teacher to participate in active listening 
and create genuine two way communication between 
the parties which would also lead to structure a very 
good interpersonal relationship in the classroom. The 
more important aspect of emotional intelligence for a 
teacher is to make the best in classroom and also to 
preach the superlative education and knowledge which 
should have a proper balance and also take initiatives 
to develop the cognitive strategies so that a lot of 
preparation can be done and a lot of execution and 
dissemination of knowledge is also possible. The role 
of a teacher is not more concerned only with teachings 
but it also gives importance to observational technique 
taking care of the students, motivating and shaping 
them by doing a lot of challenging work performance.
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ABSTRACT

Investment and Savings are the foremost concern 
for an individual where to meet the future expenses 
and for the future security purpose. Investments 
are being popular since 1980. Post Office Savings 
and Investment Schemes are like the commercial 
banking schemes which offer several opportunities 
for the investors. Liberalization and Globalisation 
has brought the revolution and created the investment 
possibilities for the investors. However, India POSB 
has and continuously placed itself as a trustworthy 
agency of Government of India. It is due to its 
cutthroat advantage of geographical accessibility and 
product isolation on the important attributes of safety, 
security and risk free factor. The study focuses on 
the customer behaviour in selecting the investment 
schemes provided by the Post Office and the factors 
which are influencing for the investment in various 
schemes.  This research paper attempts to find the level 
of awareness and the satisfaction on the various Post 
office Savings Schemes. 

Keywords: Investments, Commercial Banking, Post 
Office Savings, Liberalization, Customer Behaviour

I. INTRODUCTION 

For more than 150 years Department of Post served as 
a backbone for communication throughout the nation, 
correspondingly developed the habit of savings and 
investment among people through their Post Office 
Savings Banking Schemes and thereby aiding the 
socio-economic development of the country. Even the 
savings and investments are practiced from early 19th 
century; it has been become the vital and common one 
in the present scenario where it focuses for the purpose 
of future security.  Post Office Savings and Investment 

Schemes are like the commercial banking schemes 
which offer several opportunities for the investors and 
mobilize the savings of people with relatively small 
income. 

Despite the presence of alternative investment 
avenues, Small Saving keeps on being the preferred 
alternative for vast part of the contributing populace. 
The high security on investment tied with likable 
returns makes small savings a ‘most preferred’ 
proposition for majority of investors. The Government 
of India is offered various schemes for investor through 
Department of Post across the country. 

SAVINGS AND INVESTMENT SCHEMES 
OF POST OFFICE IN INDIA

Post Office Schemes are intended to furnish fiscal 
security to general individuals with ensured rate of 
profitability. Among 1.54 lakh post offices in India, 
89% is spread over in the rural areas. Small Savings 
Schemes are worked generally through these branches 
along with public sector banks. 

The Government of India provides tax benefits 
to various Postal Savings Schemes such as National 
Savings Scheme, Sukanya Samriddhi Account 
(Specially for girl child), Senior Citizen Savings 
Scheme(For Senior Citizens).

The following are the various types of savings 
and investment schemes provided by the Post Office 
in India with the effect in 2019

 ●  Savings Deposit Scheme with minimum deposit 
of Rs.20 provides the interest rate of 4%pa.

 ●  Time Deposit facilitates the customer with 
minimum deposit of Rs. 200 which has 
various investment period of 1yr, 2yrs, 3 yrs 
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and 5 yrs  and provides 7% and 7.8%pa of 
interest rates.

 ●  Recurring Deposit is the scheme which 
provides 7.3% of interest rate with the 
investment period of 1 to 10 years.

 ●  National Savings Certificate provides the 
return with 8% of interest rate to the customer 
with the minimum deposit of Rs.100pm.

 ●  The 15years PPF allowed 8% of interest on 
investment with the minimum investment of 
Rs.500.

 ●  Post Office also provides the investment 
scheme for Senior Citizen in the name of 
SCSS with the highest interest rate of 8.7% 
on minimum investment of Rs.1000.

II. LITERATURE REVIEW

1.  Ritika Agarwal(2012) The study made an attempt 
to find the factors persuade the investors in selecting 
the investment schemes among the services 
provided by the India Post. The study states that 
there is a significant impact on the educational 
qualification and the occupation of the investor with 
regards to the selection of investment schemes. It 
has been identified there is a less preference for the 
Senior Citizen Schemes and the Communication 
network. It suggests that the technological up 
gradation should be done in the Post Office where 
it is the biggest challenge for them.

2.  Gupta and Nidhi Gupta (2012) carried out the 
research on the satisfaction of level of customers 
with regards to the services provided by the 
post office and also compared with the banking 
services. The analysis found the result that the 
Post office should take initiative to incorporate 
the modern banking services in order to attract 
and to retain the customer. The study also made 
a recommendation for increasing the customer 
satisfactory rate through the development of new 
deposit schemes, increasing the counters and to 
maintain a empathy among the customers. 

3.  Gayathri (2014) studied on various Small 
Savings Scheme provided by the Post Offices and 
identified the attitude of investors towards Small 
Savings Schemes in the Post office. The researched 
identified the key issues like maintenance of 

register difficulty in substantiating the deposits. 
She concluded that the 120 respondents from the 
Cumbum town are aware about the investment 
schemes and satisfied with services provided by 
Post Office. The researcher found that the lack of 
knowledge of employees on the services is the key 
issues faced by the investor. The study concluded 
with the suggestion of incorporating the latest 
technology and the effective advertisement 
strategy in order to gain more customers.

4.  Sudhansu Sekar Nayak and Prasanta 
Mahapatra (2016), the study aims to find the 
awareness and purpose of investments in various 
deposit schemes. It also studied the problems, 
opinions and relationship between the various 
factors towards the Post Office Schemes. It has 
been found that the majority of the respondents 
is aware about the post office schemes and is 
interested to invest for tax benefits and for the 
income from the deposits. The study suggests 
that the proper advertisement and the credit 
facility should be given on certificates and Patras. 

III. STATEMENT OF THE PROBLEM

The study is made with the view of finding the 
investment behaviour towards Post Office Savings 
Schemes. Majority of the people are engrossed to 
endow in the Banks rather than Post Office which 
leads to the fall off in deposits in Post Office Schemes. 
Lack of advertisement is the major problem for the 
short fall of deposits in Post Office and majority of the 
investor are choosing the Postal Schemes only for the 
tax benefit rather than the other benefits.

IV. OBJECTIVES OF THE STUDY

1.  To find the awareness on Post Office Savings 
Scheme among the respondents.

2.  To analyse the purpose of investment on 
various Investment Schemes. 

3.  To find the factors influencing in selecting the 
investment schemes of Post Office.

4.  To analyse the degree of satisfaction and the 
problems faced by the customer of Post Office

V. RESEARCH METHODOLOGY

The Savings and Investment is followed from the earlier 
period and the avenues selected by the investors differs 
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depends upon the individual the various factors like 
education, income, purpose of investment, and others. 
The research has been made to know the preference of 
selecting the Postal Schemes as an avenue of investor. A 
survey has been conducted among the population located 
at Chennai with the help of questionnaire. 200 respondents 
have been selected for the survey by the researcher.

VI. ANALYSIS & INTERPRETATION

The demographic profile of the respondents were 
categories into several variables as gender, age, level 
of education, type of occupation and level of income. 
The table below shows the demographic characteristics 
of the respondents:

Table 1: Demographic Classification of the Respondents  

Variables Frequency Percentage  of respondents
Gender Male 134 67

Female 66 33
Total 200 100
Age  20-30 years 40 20

31-40 years 84 42
41 – 50 years 56 28
Above  50 years 20 10

Total 200 100
Qualification Under Graduate 79 39.5

Post Graduate 35 17.5

Professional 34 17
Others 52 26

Total 200 100

Occupation

Salaried 92 46
Business 45 22.5
Professional 20 10
Retired 25 12.5
Others 18 9

Total 200 100

Monthly 
Income

Below 10,000 32 16
10,001 – 20,000 48 24
20,001 – 30000 64 32
30,001 – 40,000 32 16
Above 40,000 24 12

Total 200 100

From the above table, out of 200 respondents, 
134 were male, which is 67% of the total respondents 
and remaining 33 were female, which is 33% of the 
total respondents. Further it has been found that the 
majority of the respondents are from the age group 
of 31-40Years with the maximum percentage of 42. 
Followed which, 28% of respondents are from the age 
group of 41-50 years, 20% and 10% falls under the age 
group of 20-30 years and above 50years respectively.    

According to the classification of table, with 39.5% 
the respondents are from the education background 

of Undergraduate. Second majority is placed for the 
category of Others with the percentage of 26. The 
Others Category consist of education background 
belongs to Schooling and Illiterate. The respondents 
belong to Post graduate and Professional with 17.5% 
and 17% respectively.

The above table depicts that respondents belongs 
to Salaried, Business, Professional, Retired and 
others category on the basis of Occupation.  Majority 
of the respondents falls under the Salaried and 
Business with 46% and 22.5%.  It also interprets that 
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the majority of respondents of monthly income level 
were from 20,001 – 30000 with32% with. Followed 
by, the income level of 10,001 – 20,000 with the 
percentage of 24. The respondent belongs to income 

level of 30,001 – 40,000 and below 10,000 with the 
same percentage of 16. Respondents who belong to 
Above 40,000 falls under the income level of 12% 
with the least value.

Table 2 - LEVEL OF AWARENESS ON THE SAVINGS AND INVESTMENT SCHEMES

S.NO TYPES OF INVESTMENT FREQUENCY PERCENTAGE
(a) Post Office savings Scheme 36 18
(b) Recurring Deposit 55 27.5
(c) Time Deposit 20 10
(d) Public Provident Fund (PPF) 35 17.5
(e) National Savings Certificate 23 11.5
(f) Rural Postal Life Insurance 13 6.5
(g) Deposits Schemes for Senior Citizen 10 5
(h) Others 8 4

Inference:

From the above table it has been interpreted that 
maximum number of respondents are aware 

abouttheRecurring Deposit followed by Post Office 
Savings Scheme and PPF. The awareness on RPLI and 
Senior Citizen Deposit Schemes are very less among 
the respondents.

Chart 2 Showing the Frequency and Percentage of Respondents of awareness on Postal Schemes

Table 3 – PURPOSE OF SAVINGS AND INVESTMENT

S.NO PURPOSE OF SAVINGS & INVESTMENT FREQUENCY PERCENTAGE
(a) Children’s Education 8 4
(b) Retirement 15 7.5
(c) Home Purchase 10 5
(c) Children’s Marriage 25 12.5
(d) Healthcare 11 5.5
(e) Long term Profit Seeking 38 19
(f) Short Term Profit 23 11.5
(g) Tax Benefit 32 16
(h) Future Security 41 20.5
(i) Others 10 5
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INFERENCE

Above table depicts that majority of the respondents 
savings and investment preference are Future Security 

and Children’s Education. Tax Benefit and Children’s 
Marriage are second majority of the respondent in 
choosing the investment purpose.

Chart 3 Showing the Frequency and Percentage of Respondents of Purpose of investment on Postal Schemes

 

FACTOR ANALYSIS
Table 3 Factor Analysis on Factor Which affects 

Investment Decision in Post Office

Factor Analysis for Customer Investment Decision 
in Postal Schemes 

Table 4 KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure  
of Sampling Adequacy. .712

Bartlett’s Test of 
Sphericity

Approx. Chi-Square 701.448

Df 105

Sig. .000

Table 5 showing Communalities

Initial Extraction

Safety 1.000 .714

Quick Gain 1.000 .735

Capital Appreciation 1.000 .696

Liquidity 1.000 .557

Tax Benefits 1.000 .666

Return 1.000 .519

Rate of Interest 1.000 .844

Regular Monthly Income 1.000 .617

Instruments are easily 
transferable 1.000 .816

Future Security 1.000 .568

Table 6 Showing Rotated Component Matrixa

Component
1 2 3 4 5

Regular Monthly  
Income. .780 .069 .029 .002 .047

Future Security .645 .319 .143 .161 .063

Liquidity .629 .144 .099 .334 -.018

Rate of Interest .093 .909 -.034 .088 -.002

Instruments are  
easily transferable .401 .791 .718 .032 -.126

Safety .111 .052 .821 -.152 .043

Quick Gain .149 -.059 .817 .206 -.015

Capital Appreciation .096 .190 .539 .600 -.017

Tax Benefits .163 -.030 .122 -.044 .789

Return .104 -.205 -.084 -.175 .654

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
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Factor Analysis for Investment Decision
Table 7 Showing Rotated Component Matrixa

Component

1 2 3 4 5 6 7 8

CID6 -.056 .127 .757 .004 -.054 .201 .116 -.056

CID7 .138 .026 .707 .026 .046 -.210 .085 .009

CID5 -.023 .006 .684 .136 .359 .016 -.140 -.118

CID8 .214 .080 .581 .110 -.111 -.163 .368 .242

CID1 -.012 .089 -.082 .041 .791 -.030 .107 .126

CID4 -.009 .155 .353 .003 .581 . 729 -.009 .068

CID3 -.079 -.059 .057 -.038 -.095 .665 .763 .445

CID10 .003 .123 .130 .118 .084 -.019 .863 .012

CID9 .236 .059 .333 .210 .264 .001 .416 .765

CID2 .031 -.082 -.014 .036 .220 .110 .015 .814

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

INFERENCE

As per the above results the Table 4 clearly delivers 
that KMO sampling of customer’s investment 
decision on the selected region as.712 as its is highly 
reliable for the factor analysis and approximate Chi 
Square value 701.448and the degree of freedom at 
the level of 105 and final significant value of 0.000 
which clearly states the level of significance at 1%. 
Secondly, Table 5 listed out the communalities for 
using customer’s investment decision10 variables 
with 4 reputed factors for the further analysis. Based 
on the above result the communalities shows that all 
the initial value is 1 and the extraction values are 
greater than 4. On the third part, the total variance 
explained was tabulated with both initial Eigen value 
and extraction value.

VII. LIMITATIONS OF THE STUDY
1.  The research has been made with the 200 

respondents from Chennai city only where 
the postal services are provided all over the 
world.

2.  The study can be made in rural areas where 
the utilization of small savings is more in 
numbers

3.  The respondents are aware about limited 
schemes of Post Offices due to lack of 
advertisement. Hence the researcher could 
find difficult to find customer’s opinion on 
investment decisions. 

VIII. CONCLUSION

Savings habits of the people are not a new one and the 
avenue for the investment differs from the individual 
depends upon various factors. Income and the 
Occupation majorly influence the investor in selecting 
the Savings and Investment Schemes. Post Office 
Saving Schemes are preferred specifically for the 
purpose of safety, security and risk free factors as it is 
backed by the Government. Majority of the investors 
had chosen the POSB for the purpose of return on 
investment. People are aware only on the limited 
schemes such as Recurring Deposit, PPF and Rural 
Postal Life Insurance where the contribution is from 
the rural areas. Department has to create awareness 
on the other schemes also and they need to take the 
steps to attract the urban population. A keen focus to 
be made on technology which is the major challenge 
faced by the Post Office in order to compete the 
competitor like Bank and other financial institutions 
which are adopting the automation on their services.
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ABSTRACT

To achieve an efficient system of buying and selling 
of agricultural commodities, most State Governments 
and Union Territories have enacted legislations like 
the Agricultural Produce Marketing Committee Act 
to provide for regulation of agricultural produce 
markets. These regulated physical markets have 
been established to ensure a reasonable amount of 
profits to agriculturalists for their crops and other 
agricultural products. At the time of independence 
there were only around 286 regulated markets in India. 
Currently, there are more than 7,500 such markets 
in the country. Most of these regulated markets are 
wholesale markets. Other than these markets there 
are also around 30,000 rural periodical markets 
of which 15 per cent function under the ambit of 
regulation.  In Tamilnadu, so many districts based on 
agricultural trade.  In particular Krishnagiri is one 
of the district which producing the important crops of 
Krishnagiri District are Paddy, Maize, Ragi, Banana, 
Sugarcane, Cotton, Tamarind, Coconut, Mango, 
Groundnut, Vegetables and Flowers. The district 
has an excellent scope for agri business.  The role of 
regulated markets is very crucial in this district.  With 
this background the researcher has taken this topic 
to analyse the problems and prospects of regulated 
markets in Krishnagiri District.

Keywords: Regulated Market, Farmers, Traders.

INTRODUCTION

A regulated market or controlled market, is a market 
where the government controls the forces of supply 
and demand, such as who is allowed to enter the 
market, and/or what prices may be charged. It is 
common for some markets to be regulated under the 
claim that they are natural monopolies. For example, 
telecommunications, water, gas or electricity supply. 
Often, regulated markets are established during the 

partial privatisation of government controlled utility 
assets.  A variety of forms of regulations exist in a 
regulated market. These include controls, oversights, 
anti-discrimination, environmental protection, 
taxation and labor laws. In a regulated market, 
the government regulatory agency may legislate 
regulations that privilege special interests, known 
as regulatory capture.  The storage, pricing and 
marketing of agricultural commodities is as important 
for high profits as the process of production. This 
is the reason why the government since 1951 has 
laid stress on the development of physical markets, 
on farm and off farm storage structures, facilities 
for standardization and grading, packaging and 
transportation through different Five Year Plans. 
Lack of proper storage facilities leads to attacks 
by pests and other organisms. The damage caused 
through such infestations leads to a reduction in 
market value depending upon the extent of damage. 
In some cases the produce is declared unfit for 
consumption and has to be destroyed. This leads to a 
huge loss for the farmer. Sensible farmers should take 
pains to store their agricultural produce carefully so 
as to command the most optimum price in the market. 
Most agricultural commodity markets usually 
function under the regular forces of demand and 
supply. The government also fixes minimum support 
prices or statutory prices for certain crops in order to 
protect the interests of farmers and encourage them to 
increase production. If the price of these commodities 
falls below the support limit, the government arranges 
to buy these crops on state account. The government 
supports organized marketing of agricultural products 
through a system of regulated markets in India. These 
physical markets are meant to make sure that farmers 
get reasonable profits by creating an atmosphere of 
fair play. This fairness is with regard to the forces 
of supply and demand, regulation of market practices 
and transparency in transactions.  
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NEED FOR THE STUDY

With the increasing emphasis on a balanced development 
of Agriculture and industry through economic planning 
the agricultural production has increased considerably 
during the past few years. In the past, the farmer was 
deprived of his just reward by the middle- man who 
paid him a lower price for his produce whereas the 
consumer was also duped as a much higher price was 
charged to him by the same agency. Ignorance and 
economic handicaps of the agriculturists made him a 
victim of the traders. An average agriculturist was the 
victim of ‘distress sales’ which led to windfall gains and 
windfall profits to the traders. The regulated market is 
essential to the farmers and to everyone.  The problems 
with pricing, facing tough competition, unexpected 
losses can be solved by the regulated market. With this 
note the to study about the regulated markets in current 
scenario is very important one. 

OBJECTIVES OF THE STUDY

To analyse trader’s and farmer’s problems and 
prospects in the Regulated Market of Krishnagiri 
District.

HYPOTHESES OF THE STUDY
Ha: Farmers are not fully satisfied with the 
regulated markets.

Ha: Traders are not fully satisfied with the regulated 
markets.

Ho: There is no significant difference between the 
gender, annual income and the problems  faced by 
the traders in regulated market.

SCOPE OF THE STUDY

The study covers the regulated markets in various taluks 
of Krishnagiri District only.  The data were collected 
from the registered farmers and traders of regulated 
markets of Krishnagiri district.  The researcher has 
analysed the problems and prospects of regulated 
markets in Krishnagiri District. And also the researcher 
has analysed the various influencing factors of farmer 
and traders of regulated markets in Krishnagiri 
district. The study would be helpful to the society and 
government to know the problems and prospects of 
farmers and traders towards the regulated market.

SAMPLING DESIGN

The researcher has selected farmers and traders of 
regulated markets in Krishnagiri district by stratified 
random sampling method.  The researcher has used 
Stratified and simple random sampling method for 
the study.  The total number of registered farmers in 
regulated market in Krishnagiri district is 1630 and 
the total number of registered traders is 1570.  The 
researcher has stratified the population in taluk wise and 
then from each taluk. The researcher has used primary 
data and secondary data for the study.  The data were 
collected from the registered 489 farmers and 471 traders 
of regulated markets in Krishnagiri district. Interview 
Schedule was used to collect data from the respondents. 

ANALYSIS
PROSPECTS OF THE FARMERS IN REGULATED MARKET

S.No Prospects Expected Neutral Less Expected Most Less Expected 
1 Simple dealings 35.2 41.9 10.6 12.3
2 Lowest Storage Expenses 17.6 41.1 29.8 11.5
3 Maintenance 47.3 23.7 29 -
4 Improved Grading Facility 87.7 12.3 - -
5 More space 40.5 35.2 24.3 -
6 User Friendliness 46.6 6.1 23.5 23.8
7 Availability of information 81.6 18.4 - -
8. Co operating with management 52.6 - 18.4 29
9 Loading and Unloading Facilities 35.2 41.9 10.6 12.3
10 Lucidity in all the activities 41.1 29.9 11.5 17.5
11 Agro based services 52.6 - 18.4 29
12 Proper Weight age 35.2 35 29.8 -
13 Effective Contact 35 35.2 29.8 -
14 Reasonable pricing method 41.9 35.2 12.3 10.6
15 Less Market Intermediaries 41.1 29.8 11.5 17.6

Source: Primary data
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The above table describes the various  prospects 
and the opinion of the farmers with the respect to 
that prospects.  35.2 percentage of the respondents 
expecting the simple dealings.  41.1 percentage of 
the respondents put their opinion in neutral case 
regarding lowest storage expenses.  Nearly half of 
the percentage of the respondents expecting more 
about the maintenance.  87.7 percentage of the 
respondents expecting the grading facility should 
be improved. Most of the respondents need more 
spacing facility in the regulated market.  Most 
of the respondents expecting the availability 
of information at the right time.  Half of the 
percentage of the respondents expecting best co 
operation with the management of the regulated 
market.  The selected farmers are expecting easy 
payment system in the regulated market. The 
system should be easy and convenient one. Most of 
the respondents expecting more from loading and 
unloading facilities and lucidity in all the activities. 
The higher the loan limit is also expected by the 
47.2 percentage of the respondents.  35 percentage 
of the respondents expecting effective contact to 
the farmers and officials.  Most of the farmers are 
expecting reasonable pricing method should be 
followed by the traders in the regulated market. 
41.1 percentage of the respondents expecting less 
market intermediaries between them and with the 
traders. 

PROBLEMS FACED BY THE FARMERS

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy

.826

Bartlett’s Test  
of Sphericity

Approx. Chi-Square 4817.429
Df 388

Sig. .001

From the above table KMO and Bartlett’s Test 
it is found that the sampling adequacy value 0.826 
and the Chi-Square value for Bartlett’s Test of 
Sphericity 4817.429 are statistically significant at 
5 percent level.  This means that the 28 variables 
relating to problems faced by farmers in the 
regulated market are adequate in demonstrating 
its concept and the sampling distribution is also 
normal to explain the characteristic features of 
population of beneficiaries with regard to problem 

faced by the farmers. The following Communality 
table explains the variances in the perception of 
beneficiaries:

Communality Table- Problems faced by the 
farmer

Variables Initial Extraction

PROB1 1.000 .550

PROB2 1.000 .562

PROB3 1.000 .532

PROB4 1.000 .623

PROB5 1.000 .631

PROB6 1.000 .475

PROB7 1.000 .628

PROB8 1.000 .589

PROB9 1.000 .419

PROB10 1.000 .612

PROB11 1.000 .623

PROB12 1.000 .599

PROB13 1.000 .436

PROB14 1.000 .541

PROB15 1.000 .547

PROB16 1.000 .489

PROB17 1.000 .498

PROB18 1.000 .687

PROB19 1.000 .628

PROB20 1.000 .598

PROB21 1.000 .677

PROB22 1.000 .679

PROB23 1.000 .438

PROB24 1.000 .658

PROB25 1.000 .621

PROB26 1.000 .698

PROB27 1.000 .608

PROB28 1.000 .511

From the above table it is found that the variance 
of the 28 problems faced by the farmers ranges 
from 0.419 to 0.698. This implies that the problems 
faced by the farmers vary from 41.9  percent to 69.8  
percent. The upper limit of the variance is statistically 
significant and as the implication of properly 
segregated predominant factors as expressed in the 
table below
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Total Variance Explained-Problems faced by the farmers

Component
Initial Eigen values Rotation Sums of Squared Loadings

Total % of Variance Cumulative  % Total % of Variance Cumulative %

1 7.126 25.225 25.451 3.275 10.992 10.989

2 2.381 8.115 33.566 2.671 9.413 20.426

3 1.628 5.888 39.454 2.555 9.129 29.525

4 1.511 5.422 44.876 2.127 7.671 37.198

5 1.270 4.543 49.419 2.155 7.340 44.321

6 1.172 4.221 53.64 1.875 6.767 51.312

7 1.041 3.764 57.404 1.767 6.301 57.621

8 .999 3.524 60.928  

9 .937 3.333 64.261  

10 .817 3.09 67.351  

11 .788 2.888 70.239  

12 .731 2.776 73.015  

13 .721 2.634 75.649  

14 .678 2.444 78.093  

15 .611 2.264 80.357  

16 .609 2.188 82.545  

17 .595 2.048 84.593  

18 .511 1.801 86.394  

19 .501 1.826 88.22  

20 .495 1.767 89.987  

21 .471 1.631 91.618  

22 .391 1.497 93.115  

23 .388 1.354 94.469  

24 .311 1.333 95.802  

25 .306 1.215 97.017  

26 .299 1.177 98.794  

27 .292 1.045 99.839  

28 .287 0.161 100.00  

From the above table it is found that the 28 
problems were reduced into 7 major factors with Eigen 
values 3.275, 2.671, 2.555, 2.127, 2.155, 1.875, 1.767 

are statistically significant. This clearly indicates the 
very existence of 7 major factors with their respective 
variable loadings as expressed in the table given below:
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Table 5.27 Rotated Component Matrix Problems 
faced by the farmers

Variables
Component

1 2 3 4 5 6 7
PROB26 .726       
PROB25 .721       
PROB24 .702       
PROB27 .701       
PROB28 .621       
PROB11  .756      
PROB10  .721      
PROB12  .701      
PROB13  .634      
PROB9  .521      
PROB21   .764     
PROB20   .699     
PROB22   .627     
PROB23   .554     
PROB18    .709    
PROB19    .638    
PROB17    .612    
PROB4     .719   
PROB5     .627   
PROB3     .553   
PROB6     .514  
PROB1      .662  
PROB8      .629  
PROB7      .589  
PROB2     .541  
PROB15      .717
PROB14       .612
PROB16       .465

The first factor consists of 5 variables: 
PROB26- Management is bad; PROB25- Poor 
Arrangement;  PROB24- Disruptive activities of 
weighing men; PROB27- More Dispute; PROB28- 
Unfair always. Hence, the first factor can be called 
as “Management”

The second factor consists of 5 variables, 
PROB11- Heavy competition from private people; 
PROB10- Unhealthy inter personal relationship; 
PROB12- Quality oriented pricing; PROB13- Price 
fixing on demand; PROB09- Lack of storage facilities 
Therefore, the second factor is named as “Internal 
Quality Management”

The third factor consists of 4 variables: PROB21- 
Poor grading; PROB20- Lack of cattle shed with 
water facilities; PROB22- Wastage at warehousing; 
PROB23- Disruptive activities of weighing men. 
Hence, the third factor can be called as “Outfit 
Facilities”

The fourth factor consists of 3 variables: 
PROB18- Poor canteen and banking facilities, 
PROB19- Confusion lot; PROB17- Instability price. 
Thus, the fourth factor can be named as “Clarity and 
Management”

The fifth factor consists of 4 variables: PROB04- 
Lengthy processing time; PROB05- Lack of 
transaction shed; PROB03- No control over payment 
delay of traders; PROB06- Bribery. Therefore, the fifth 
factor can be called as “Payment Methods”.

The sixth factor consists of 4 variables are 
PROB01- Unfair pricing during poor; PROB08- 
Delays by officials; PROB07- Poor relationship with 
traders and PROB02- Pricing is bad. Hence, it would be 
apt to call the sixth factor as “Strategic Management”

 The seventh factor consists of 3 variables: 
PROB15- Proper parking places;PROB14- Parking 
facilities;PROB16- Rest room for farmers, Thus, the 
seventh factor can be called as “Infrastructure”

CHI SQUARE

Ho: Farmers are fully satisfied with the regulated 
markets.

Ha: Farmers are not fully satisfied with the 
regulated markets.

Variables Chi square Value Df Sig.
Gender and Lever of Satisfaction 47.711a 2 .000
Size of Land Holding and Level of Satisfaction 39.095a 4 .002
Annual Income and Level of Satisfaction 74.714a 6 .001
Land ownership and Level of Satisfaction 32.322a 4 .004
Frequency of Cultivation and Level of Satisfaction 87.214a 4 .001
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The above table describe the results of chi square.  
According to the results, the null hypothesis is rejected 
at 5% level in all the cases. It means that, all the farmers 
(various group of selected farmers) are satisfied with the 
regulated market functioning in Krishnakiri District. 

Reason for buying through Regulated 
market

The researcher has asked the traders to rank the reason 
for buying through regulated markets.  The following 
is the result shows that for what are all the reason they 
are buying crops through regulated market.

Reasons Mean 
Rank SD Rank

Large amount of supply 5.1389 1.84727 1

Transport cost is low 4.5518 2.04877 2

PROBLEMS FACED BY THE TRADERS IN REGULATED MARKET

Problems Always % Often % Neu tral % Some times % Nev %

Poor Maintenance 167 40.05 103 21.87 42 8.92 88 18.68 71 15.07

High Processing Cost 132 31.65 123 26.11 76 16.14 58 12.31 82 17.41

Bad Grading 132 31.65 167 35.46 36 7.64 79 16.77 57 12.10

Poor Loading Facility 118 28.30 134 28.45 34 7.22 97 20.59 88 18.68

Inadequate Transport Facility 189 45.32 97 20.59 34 7.22 78 16.56 73 15.50

Inadequate Store room facility 145 34.77 132 28.03 28 5.94 77 16.35 89 18.90

Poor Environment 134 32.13 124 26.33 52 11.04 85 18.05 76 16.14

Inadequate Information Facility 103 24.70 154 32.70 54 11.46 98 20.81 62 13.16

Carriage way facilities 265 63.55 138 29.30 0 0.00 65 13.80 3 0.64

Unhealthy drinking water 135 32.37 180 38.22 67 14.23 0 0.00 89 18.90

Poor Communication 234 56.12 102 21.66 23 4.88 60 12.74 52 11.04

Poor Toilet Facility 168 40.29 102 21.66 20 4.25 102 21.66 79 16.77

Inadequate Storage of data 201 48.20 133 28.24 43 9.13 27 5.73 67 14.23

Window service is not adequate 187 44.84 177 37.58 23 4.88 61 12.95 23 4.88

Poor processing 145 34.77 121 25.69 51 10.83 87 18.47 67 14.23

Fair Weighing 4.3644 1.56266 3

Grading 4.0556 2.21849 4

Low Competition 3.8500 1.25552 5

Strict Laws 3.7611 1.77843 6

Quality 2.2972 1.89060 7

Updated 1.3872 1.76883 8

The most important reason for buying through 
regulated market was “Large amount of supply” 
(M=5.1389, ± 1.847), ‘transport cost”, “Fair 
weighing”, and providing “grading” were the next 
mostly prevalent issues in almost equal degree.  
“Updated” of  office working hours was not a serious 
issue (M=1.3872 ± 1.77).

The problems faced by the traders in regulated 
market showed in the above table.  From these table 
the following points can be concluded.

Regarding the maintenance, most of the 
respondents felt the maintenance of the regulated 
market is poor.  They also felt the cleaning process in 
the regulated market is not fair.  The traders also felt 
that the processing fee charged in the regulated market 

is also high.  The processing fee of entry charges, 
commission charges, maintenance charges and the 
like are very high than their return.  The grading of 
crops is not fair in the regulated market.  Most of 
the traders they felt the grading should be improved.   
The store room facility is must for both traders and 
farmers in the regulated market.  Almost the all the 
regulated markets are functioning with the store room 
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facility. But that facility should be enough for all 
the time to all the traders.  Most of the respondents 
having the problem of storage facility in the regulated 
market.  The environment, most of the respondents felt 
the environmental problem in the regulated market.  
Carriage way facility should be enough and should 
have more space in the regulated market.  Almost 
all the traders have this kind of problem.  Very few 

respondent only felt rarely this kind of problem.  Most 
of the respondent have the problem with drinking 
water facility, communication issues, toilet facility, 
inadequate storage data, poor window service and 
poor processing facilities.  Most of the traders having 
the inadequate window service in the regulated market 
and also they felt very poor processing in the regulated 
market.

PROPECTS OF TRADERS IN REGULATED MAREKT

Prospect of Trades in 
Regulated Market Always % Often % Neu % Some times % Nev %

Easy terms and conditions 143 34.29 145 30.79 24 5.10 56 11.89 103 21.87
Reasonable license fee 147 35.25 78 16.56 61 12.95 97 20.59 88 18.68
Official behaviour with traders 118 28.30 129 27.39 49 10.40 89 18.90 86 18.26
Fair activities 152 36.45 121 25.69 21 4.46 76 16.14 101 21.44
Government attention 176 42.21 67 14.23 56 11.89 99 21.02 73 15.50
Updated 145 34.77 121 25.69 34 7.22 87 18.47 84 17.83
E Monitoring 123 29.50 145 30.79 87 18.47 36 7.64 80 16.99
Fair functioning in grievances 211 50.60 134 28.45 32 6.79 52 11.04 42 8.92
Finance facilities 176 42.21 106 22.51 24 5.10 87 18.47 78 16.56
Good transport facilities 143 34.29 145 30.79 45 9.55 45 9.55 93 19.75
Value added services 214 51.32 99 21.02 15 3.18 78 16.56 65 13.80
Tax concession from the 
government 136 32.61 128 27.18 16 3.40 99 21.02 92 19.53

More participation of traders in 
Market Committee 189 45.32 121 25.69 47 9.98 37 7.86 77 16.35

Forecasting facilities 178 42.69 168 35.67 18 3.82 64 13.59 43 9.13

The above table represents the prospects of the 
traders in the regulated market.  It can be concluded 
with the following points. Considerable percentage of 
the respondents expecting easy terms and conditions 
of the regulated market.  The condition would be 
easy and reliable to all. Finance facilities arranged 
by the regulated market should be more.  Most of the 
respondents are expecting good transport facilities 
from the regulated market at all time in particular 
in the morning.  And also the traders are expecting 
good value added services and more value added 
services.  From the government side the traders are 
expecting more tax concession.  The traders are also 
expecting more participation in the market committee 
functioning in the regulated market.  The regulated 
market should have some forecasting facilities. That is 
also the expectation of the traders from the regulated 
market. 

CHI SQUARE

Variables Chi square 
Value

Sig.

Gender and Lever of  
Satisfaction

49.488a .021

Annual Income and Level  
of Satisfaction

35.429a .056

Nature of business and Level  
of Satisfaction

87.327a .000

Association with Regulated 
Market

32.210a .113

Managing Finance 79.379a .130

The above table describe the results of chi square.  
According to the results, the null hypothesis is rejected 
at 5% level in all the cases except association with the 
market and managing finance. It means that, all the 
traders (various group of selected traders) are satisfied 
with the regulated market functioning in Krishnakiri 
District except experience and managing finance.
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ANOVA

GENDER AND PROBLEMS

Variable Sum of Squares Df Mean Square F Sig.

Poor Maintenance

Between Groups .721 1 .721 1.152 .286

Within Groups 679.279 470 .626

Total 680.000 471

High Processing cost

Between Groups .002 1 .002 .002 .958

Within Groups 528.651 470 .702

Total 528.652 471

Poor Grading

Between Groups 20.576 1 20.576 21.661 .000

Within Groups 501.119 470 .656

Total 521.812 471

Inadequate transport facilities

Between Groups .059 1 .059 .166 .682

Within Groups 269.815 470 .252

Total 269.876 471

Inadequate storage facility

Between Groups 7.118 1 7.118 21.665 .000

Within Groups 258.167 470 .117

Total 265.295 471

Poor environment

Between Groups .282 1 .282 .977 .112

Within Groups 299.668 470 .291

Total 200.020 471

Inadequate information facility

Between Groups 1.586 1 1.586 2.501 .002

Within Groups 266.660 470 .652

Total 268.265 471

Carriage way facility

Between Groups 7.791 1 7.791 11.180 .001

Within Groups 511.760 470 .697

Total 561.551 471

Unhealthy drinking water

Between Groups .262 1 .262 .295 .587

Within Groups 629.662 470 .811

Total 629.905 471

Rest room facility

Between Groups 2.650 1 2.650 2.255 .002

Within Groups 576.686 470 .752

Total 578.926 471

Source: Computed Data

The table above represents the ANOVA calculation 
and its results. It is inferred from the table that all the 
problems have their p value more than 5% significant 
level except Poor loading facility, Inadequate store 
room facility, Inadequate information facility, Poor 
carriage way facility and Rest room facility. Hence, 
the null hypothesis is accepted for those factors and 

there is no significant difference between the problems 
faced by the traders and the gender of them. The other 
factors namely Poor loading facility, Inadequate store 
room facility, Inadequate information facility, Poor 
carriage way facility and Rest room facility has their 
p values lower than 5% significant level and hence the 
null hypothesis rejected.
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ANNUAL INCOME AND PROBLEMS - ANOVA

Variable Sum of Squares Df Mean Square F Sig.

Poor Maintenance
Between Groups 4.848 4 .966 1.516 .409
Within Groups 677.164 466 .645
Total 680.000 471

High Processing cost
Between Groups 10.476 4 4.645 6.956 .004
Within Groups 548.180 466 .691
Total 548.654 471

Poor Grading
Between Groups 15.584 4 5.196 7.849 .000
Within Groups 506.111 466 .664
Total 541.814 471

Inadequate transport facilities
Between Groups 1.607 4 .669 1.115 .464
Within Groups 468.667 466 .451
Total 466.876 471

Inadequate storage facility
Between Groups 6.750 4 4.450 6.666 .000
Within Groups 458.665 466 .119
Total 465.495 471

Poor environment
Between Groups 6.048 4 1.466 4.676 .016
Within Groups 495.994 466 .487
Total 400.040 471

Inadequate information facility
Between Groups 4.565 4 .855 1.890 .140
Within Groups 465.680 466 .654
Total 468.465 471

Carriage way facility
Between Groups 17.880 4 5.960 8.695 .000
Within Groups 511.671 466 .685
Total 561.551 471

Unhealthy drinking water
Between Groups 6.079 4 4.046 4.684 .060
Within Groups 611.846 466 .817
Total 649.905 471

Rest room facility
Between Groups 5.968 4 1.989 4.654 .068
Within Groups 574.969 466 .750
Total 578.946 471

The table above represents the ANOVA calculation 
and its results. It is inferred from the table that all the 
problems have their p value more than 5% significant 
level except high processing cost, poor grading, 
inadequate store room facility, poor environment and 
carriage way facility. Hence, the null hypothesis is 
accepted for those factors and there is no significant 
difference between the problems faced by the traders 
and the annual income of them. The other factors 
namely high processing cost, poor grading, inadequate 
store room facility, poor environment and carriage way 
facility has their p values lower than 5% significant 
level and hence the null hypothesis rejected.

CONCLUSION

Agricultural Marketing is an assistant to horticultural 
creation. The generation work is finished when 
showcasing is arranged to the point that the maker 
is guaranteed of a reasonable return for the venture 
made. Except if the agriculturists get gainful costs, 
there is no motivating force to go for expanded 
generation. The job of the managed market in 
agrarian showcasing likewise needs further fortifying 
by bringing more items under control uniquely foods 
grown from the ground and market yards furnished 
with better and present day infrastructural offices 
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like pressing units, aging loads, electronic scales 
and parities, Weight connect, electronic presentation 
sheets to show current market costs, Linkage with 
national markets and so on. It is accordingly in the 
wellness of things that the essential thought for 
the advancement of horticultural advertising is to 
arrange the current framework in order to anchor 
for the rancher his due offer in the buyer rupee, in 
this way lifting his monetary status and enhancing 
his occupation. With this key note the specialist has 
closed this examination work. In krishnakiri area, 
the execution of the controlled market is agreeable. 
All the respondents the two ranchers and dealers are 
happy with the working of krishnakiri controlled 
market.
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ABSTRACT

Earlier were the days when it was difficult to find out a 
cellular phone with any one person among the 100. But, 
today it is difficult to find a person without the cellular 
phone or a smart phone. Not, only a Smartphone 
nowadays we can see n number of accessories tied up 
to a particular Smartphone or a cellular phone. The R 
& D in the accessories market is so vigilant in order to 
change according to the consumers wants. Perhaps we 
can say that the Mobile Accessories market rolls out a 
new accessory every month creating a wow factor. The 
wow factor created by the Smartphone’s is in the maturity 
stage whereas the accessories market is growing in an 
upward trend. A study which was conducted recently 
stated that the accessories market is growing directly 
proportional to that of the Smartphone market.

The unplanned purchases made by an individual 
due to the influences of various factors can be termed as 
Impulsive Buying. The effect of impulsive buying exists 
in almost all the areas of the business irrespective of 
the industries. 

This paper aims to study whether there is an 
impulsive purchase in the mobile accessories market, 
if sowhat are the factors which influence the impulsive 
purchase whether it is internal factors or it is external 
factors. A sample of 250 respondents was collected 

across the Chennai city for the study. The responses 
collected from the respondents were analyzed using 
ANOVA with the help of SPSS.

Keywords: Mobile Accessories market, Impulsive 
Buying, Online stores, Offline stores.

INTRODUCTION

As the number of smart phones sold in the country 
goes on in an upward trend vice versa the accessories 
markets also grow in an upward trend.The n number 
of features provided by the Smartphone enables us to 
have a supporting accessory for its better performance. 
In the olden days the cellular phones just had a feature 
to call and message and as the years passed the features 
in these phones flourished enormously. In order to have 
a great experience of each feature in the Smartphone 
the companies started to manufacture different kinds 
of accessories which will suit to the features of the 
phone as well as to the consumer. The global mobile 
accessories market will achieve $ 255,149 million 
by the year 2023. The mobile accessories market is 
currently growing at 2.3% CAGR annually; which 
shows that the market has many potential customers. 
The revenue contributed from the Asia – Pacific region 
during the year 2016 is around 46.5% of the market 
share. (Allied Market Research)
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The Global Mobile Accessories Market can be 
segmented as below:

There are so many companies who does their 
business in the field of Mobile Accessories. To list a 
few; 

 ● Panasonic Corporation.

 ● Sennheiser Electronic GmbH & Co.
 ● Sony Corporation.
 ● Samsung Electronics Co. Ltd.
 ● Apple Inc.
 ● Bose Corporation.
 ● Plantronics Inc.
 ● Energizer Holdings.
 ● JVC Kenwood.

The increase in the number of Smartphone users and 
the increase in the number of network service providers 
has paved the way for the Accessories Market to be 
developed. As the technology develops the accessories 
market also upgrades to the latest technology. When 
the accessories market is segmented into each product 
type which offers a unique experience that a customer 
expects is produced by the companies. Each accessory 
purchased by a customer varies according to his needs, 
tastes and preferences. A decade back the market for 
the accessories was in a snail’s state. But, now that’s not 
the case accessories market does share equal weightage 
as that of the Smartphone market. Earlier days it was 
very rare to find out a power bank or a selfie stick; but 
today it is very common. 

The reasons for such a growth in the Mobile 
Accessories market can be listed down as:

 ●  Long distance travelling and travelling 
without a companion has changed the 
preferences of the consumers to listen to the 
music while on the go.

 ●  Changes in the lifestyle and purchasing 
power of the individuals.

 ●  Rapid increase in the demand for wireless 
accessories.

 ● Increase in the adoption of Smartphones.

 ●  The lightning growth of the technological 
advancements like noise cancellation features 
and more introductions into the selfie sticks 
will offer a great scope for the rapid growth 
of the accessories market.

The evolution of some Mobile Accessories into 
the market can be traced out as follows:

 ●  Power banks – in the past decade or more 
the development of power bank had a 
gradual shift from AA batteries to the 
modern power banks which support a Wi-
Fi and a flash light. The power banks were 
introduced in the market by the year 2011. 
Before that the development of Smartphone 
was in a stagnant stage. The initial mobiles 
which almost everyone has used might be a 
Nokia or Motorola which had a 1000 mAh 
battery which could last for a week, but as 
the memory increases the performance of 
the battery reduces. When the Smartphone 
was introduced with a non – removable 
batteries it was difficult to have a good 
batter life. The maximum batter life of an 
Apple iPhone was 4 hrs. which all together 
led to the development of the power banks. 
And, not only that the frequent power 
variations also lead to the development of 
power banks.

 ●  Protective Cases –Keeping the 
Smartphones safer is the main objective 
behind developing the protective cases. 
Earlier days when the cellular phones were 
made up with robust materials the usage 
of protective cases didn’t work out well. 
But when the Smartphones was built up 
with metals, glasses etc… then the need of 
protective cases raised. 

 ●  Headphones / Earphones – The 
development of the first headphone can 
be traced back to the year 1919’s. When 
the mobiles were introduced in the 
market, the manufacturers used to give 
the headphone along with the product. But 
nowadays the customers tend to purchase a 
separate earphone / headphone apart from 
the one which is provided by the mobile 
manufacturer. Even the headphone has 
gone several transformations over these 
years from the wired to the wireless, bulky 
to the lighter; then to the modern. 

 ●  Selfie sticks – The evolution of front cameras 
in the Smartphones paved the way for the 
Selfie sticks. When the mobile manufacturers 
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started to manufacture the Smartphones with 
great front camera qualities; then the selfie 
stick as an accessory was developed.

The contribution by India to the Mobile 
Accessories market is also growing in an upward 
trend. It is estimated that the revenue alone from the 
Accessories market will reach around $3545 million 
by the end of 2026; with an annual growth rate of 
10.4%. (Indian Power Sector).

The unplanned purchases done by an individual 
or a spontaneous decision to purchase a product can be 
termed as an Impulsive Buying. There are n number 
of factors which influences a customer to purchase 
the product impulsively. The impulsive buying is 
considered as an increasing trend among the people 
nowadays. The changing life style and the increase 
in the income leads to the increase in the Impulsive 
Purchases. The process of the Impulsive Purchases 
starts with the awareness about that product or service 
by the Consumer and it might end up with an impulsive 
purchase or not, its purely relied upon the consumer.

This paper aims to identify whether there is an 
impulsive purchase for the Mobile Accessories; by 
collecting the samples from the 250 respondents in 
Chennai. 

REVIEW OF LITERATURES

As per Parboteeah (2005) The unplanned purchases 
which are made due to the influence of a stimulus, on the 
spot decision, the peer group influences, the cognitive 
reactions etc… can be put together as Impulsive 
Buying. Impulsive buying is a behavior which is not 
at all associated with thinking and functional benefits 
but there is an association of feelings and psychosocial 
motivations. (Sharma et al; 2010).

Schiffman &Kanuk (2010) states that the non-
verbal communications such as music, sound or even 
pictures influence the external stimuli of a potential 
customer to go for an impulsive buying. Along with 
that the urge for impulsive buying must be created 
by the marketing Managers by filling the fun factors 
along with the advertisement. Only if a fun factor is 
included or an important message is delivered the 
people go for the impulsive purchase. The impulsivity 
mostly happens for the new products which is released 
in the market and due to the influence of the social and 
peer groups. (Harmancioglu, 2009) 

Dave (2011) pointed out that the retail stores in 
Indian settings and the measures taken up by the in 
– store advancements results out in the impulsivity, 
but actually promotional mix is the one which creates 
impulsivity.

The rise of self-service stores has paved the path 
for the growth of impulsive buying. The settings inside 
a store, the promotional offers given, the products 
given as sample, the dealings of the sales person 
etc… influences a customer to urge for an impulsive 
purchase. (Yu and Bastin, 2010).

Shen and Khalifa (2012) explains that In today’s 
world the Globalization has paved the way for the 
consumers to purchase the global products. The 
willingness of a consumer to spend and the adoption 
and availability of the western products has urged the 
consumers to try impulsive buying. The retailers as 
well as the Marketers have a lot many opportunities to 
make the consumer purchase impulsively. 

When there are different products accordingly the 
rate of impulsivity also differs. It wont remain constant 
over all the products. {Yu and Bastin (2010)} The 
most purchased item impulsively is the confectionary. 
Across the product categories there is an impulsive 
purchase which includes clothes, books for exercises, 
groceries etc… but the level of Impulsivity purchase 
differs according to the products. 

Age: Age plays a vital role in the impulsive 
purchases. Younger the age the level of impulsivity is 
more older the age the level of impulsivity is less. The 
impulsivity of Generation Y purely depends upon the 
level of income of the family. 

Gender: The gender of a person influences the 
purchase impulsively. When compared to Men Women 
purchases more on impulsively, but at the same time 
some studies states that it happens vice versa too.
(Priyanka &Rooble, 2012; Virvilaite, 2009). 

Income: if the level of disposable income is higher 
the impulsivity happens, but if the disposable income 
is low then the level of impulsivity is also low or there 
is none. 

Store Layout: Every retail is arranged in such 
a manner that it gives a peaceful and convenient 
shopping experience. More time the customer spends 
inside a retail, there is a more chance for him to go for 
impulsive purchase. Not only that, the items arranged 
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in a store must be arranged in such a manner that it 
attracts the customers and in turn they purchase it 
impulsively. (Mohan et al., 2013). 

Store Atmospherics: Recent researches has 
displayed that the atmosphere inside the shop 
viz, sounds, appearances and odors are the major 
stimulant factors that influences a consumer to go for 
an impulsive purchase (Graa et al., 2014). The shop 
owners are looking at various new techniques to grab 
the attention of the consumers it could be in the form of 
structure or in the form of music with high volume and 
beat music or with some good melodious songs, the 
ambience or the warm colors inside the store boosts up 
the consumer to go for impulsive buying (Mattila and 
Wirtz, 2008). 

Store Type: According to the findings in 
Noohasbadi’s research (2012) the type of the store 
influences the consumer to go for impulsive buying. 
Because the type of the store creates a brand value and 
loyalty which the consumer always believes. Thus, it 
in turn increases the impulsive buying capacity of the 
consumer.

Salesperson: The role of Sales person is important 
, so that a well versed and efficient sales person can 
always decrease the frustration of the customer and 
can aid him in purchase and activates the consumer 
to go for impulse buying (Tinne, 2010). The friendly 
approach of the store employees does enable the 
consumer to have a positive feeling and that in turn 
helps the consumer to go for an impulsive purchase. 
The helping mentality of the store employees and their 
friendly approach creates a positive stimulus in the 
consumers (Mattila and Wirtz, 2008).

OBJECTIVES OF THE STUDY

1.  To examine the share of impulsive purchases 
in the Mobile Accessories market in Chennai.

2.  To study the external & internal factors 
affecting the impulsive purchase of Mobile 
Accessories.

3.  To assess whether online impulsive purchase 
is more than the offline one.

RESEARCH GAP

So far there are no researches taken place in the area 
of identifying the impulsive purchases of Mobile 

Accessories Market in Chennai. Usually the impulsive 
purchases are studied on the cosmetics or textiles or 
food products; but a study on the mobile accessories 
market is first of its kind.

LIMITATIONS OF THE STUDY

1.  The study on the impulsive purchases on the 
Mobile Accessories was limited only to the 
Chennai City.

2.  The duration of the study was from January 1 
to January 31st. 

3.  The historical data for this topic was very 
few which makes it difficult to arrive in a 
conclusion.

RESEARCH METHODOLOGY

As per the above said objectives an un biased 
structured questionnaire was developed to collect 
the data from the respondents for the study. The data 
was collected from 250 respondents using Google 
Forms (Primary data) in Chennai City. Based upon 
the objectives of the present study, the data was 
collected with the help of structured questionnaire 
with regarding to the Consumers impulsive buying 
behavior on Mobile Accessories. The data was 
collected from 250 respondents using primary data in 
Chennai city. Both primary data as well as secondary 
data was used in this research. The factors affecting 
the impulsive purchase of Mobile Accessories was 
analyzed with the help of the demographic factors 
of the respondents.The preference of the Online 
stores over the Offline stores was also analyzed in 
this study. The responses from the primary data was 
analyzed using SPSS and simple percentages. The 
results from the primary data was picturized through 
charting and tabulation to understand the behavior of 
the respondents.

ANALYSIS & INTERPRETATION

The following tables and charts depict the data’s 
collected from the respondents. The data collected 
do have some interesting facts. It picturizes the 
amount of Impulsivity of Consumers towards Mobile 
Accessories.

The following table depicts the demographic 
profile of the respondents:
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Table No. 1 Demographics of the Respondents

Demographical  
Features

No: of  
Respondents

Percentage 
(%)

GENDER

Male 135 54.00

Female 115 46.00

AGE

Below 20 38 15.2

20 – 40 170 68.0

40 – 60 40 16.0

Above 60 2 0.8

EDUCATIONAL LEVEL

School Level 8 3.2

College Level 78 31.2

Post-Graduation 116 46.4

Others 48 19.2

MARITAL STATUS

Un Married 141 56.4

Married 109 43.6

MONTHLY INCOME

Less than Rs. 20,000 64 25.6

Rs. 20,000 – Rs. 40,000 62 24.8

Rs. 40,000 – Rs. 60,000 47 18.8

Rs. 60,000 – Rs. 80,000 39 15.6

Above Rs. 80,000 38 15.2

AVERAGE Amt. SPEND IMPULSIVELY on 
PURCHASE of MOBILE ACCESSORIES

Below Rs.200 69 27.6

Rs. 201 – Rs. 500 77 30.8

Rs. 501 – Rs. 1,000 43 17.2

Rs. 1,001 – Rs. 1,500 36 14.4

Rs. 1,501 – Rs. 2,000 13 5.2

Above Rs. 2,001 12 4.8

Inferences:

Looking at the above table, it can be summarized 
that Male respondents (54%) outstands the Female 
respondents (46%). Majority of the respondents  
falls under the  Youth category ie between the  
age group of 20 – 40 years; whereas only 0.8%  
of the respondents falls under the age group of  
Above 60.

46.4% of the respondents have Post Graduation 
Level of education; whereas 3.2% of the respondents 
falls under the School Level of education. 56.4 % of 
the respondents falls under the category are Singles 
and the remaining 43.6% of the respondents are 
Married.

Majority of the respondents (25.6%) do earn a 
Monthly Income which is under Rs. 20,000.15.2 % 
of the respondents do receive a Monthly Income of 
Above Rs. 80,000. 

30.8% of the respondents do spend Rs. 201 – 
Rs. 500 on an average for the impulsive purchase 
of Mobile Accessories. Whereas only 4.8% of the 
respondents do spend Above Rs. 2,001 on an average 
for the impulsive purchase of Mobile Accessories. 

Inference

The above chart depicts that out of 250 respondents 
218 of them have purchased their Headphones / 
Earphones impulsively through different mediums. 
170 of the respondents from the sample have 
purchased the Protective Cases impulsively to protect 
their phones. 151 of the respondents among the group 
have purchased Power banks impulsively to avoid 
draining of battery. 125 of the respondents have 
purchased USB Cables & Dongles impulsively. Only 
36 out of 250 respondents have purchased Selfie 
sticks impulsively. 

ANOVA TEST

H0 – There is no significant difference among 
Gender and Impulsive Buying Behavior Scale.

H1 – There is a significant difference among Gender 
and Impulsive Buying Behavior Scale.

Table No.2 ANOVA to measure the influence of 
Gender in the Impulsive Buying Behavior Scale.
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ANOVA
Sum of Squares df Mean Square F Sig.

IBBS - thinks carefully before 
purchase

Between Groups 1.109 1 1.109 1.311 .253
Within Groups 209.791 248 .846
Total 210.900 249

IBBS - Intention Purchases
Between Groups 8.459 1 8.459 6.283 .013
Within Groups 333.925 248 1.346
Total 342.384 249

IBBS - Spontaneous
Between Groups .459 1 .459 .336 .563
Within Groups 339.177 248 1.368
Total 339.636 249

IBBS - Comparison
Between Groups 22.766 1 22.766 18.768 .000
Within Groups 300.834 248 1.213
Total 323.600 249

IBBS - Control of feelings
Between Groups .012 1 .012 .008 .930
Within Groups 395.252 248 1.594
Total 395.264 249

IBBS - Prices
Between Groups .079 1 .079 .080 .777
Within Groups 244.725 248 .987
Total 244.804 249

IBBS - Extra Money
Between Groups 1.213 1 1.213 1.011 .316
Within Groups 297.731 248 1.201
Total 298.944 249

IBBS - Guilty
Between Groups 15.555 1 15.555 14.202 .000
Within Groups 271.629 248 1.095
Total 287.184 249

IBBS - Reckless
Between Groups 4.352 1 4.352 4.202 .041
Within Groups 256.864 248 1.036
Total 261.216 249

The above table depicts that the p value is  
not significant at 5% level for some of the 
Impulsive Buying Behavior Scale. Hence the null  
hypothesis is accepted and it shows that the Gender 
does not influence the impulsive buying behavior 
scale.

H0 – There is no significant difference among 
Monthly Income and External Factor Scale.

H1 – There is a significant difference among 
Monthly Income and External Factor Scale.

Table No.3 ANOVA to measure the influence of 
Monthly Income with External Factors Scale.

ANOVA
Sum of Squares df Mean Square F Sig.

EFS - Ambience
Between Groups 8.367 5 1.673 1.635 .151
Within Groups 249.649 244 1.023
Total 258.016 249

EFS - Background Music
Between Groups 32.304 5 6.461 5.409 .000
Within Groups 291.460 244 1.195
Total 323.764 249
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EFS - Perfume
Between Groups 19.934 5 3.987 4.163 .001
Within Groups 233.650 244 .958
Total 253.584 249

EFS - Layout
Between Groups 9.981 5 1.996 2.389 .039
Within Groups 203.895 244 .836
Total 213.876 249

EFS - Display
Between Groups 16.952 5 3.390 2.967 .013
Within Groups 278.824 244 1.143
Total 295.776 249

EFS - Sales Person
Between Groups 1.685 5 .337 .260 .935
Within Groups 316.559 244 1.297
Total 318.244 249

EFS - Promotions
Between Groups 11.431 5 2.286 1.867 .101
Within Groups 298.765 244 1.224
Total 310.196 249

EFS - Price
Between Groups 5.504 5 1.101 1.295 .267
Within Groups 207.392 244 .850
Total 212.896 249

EFS - MNC
Between Groups 14.070 5 2.814 2.353 .041
Within Groups 291.854 244 1.196
Total 305.924 249

The above table depicts that the p value is not 
significant at 5% level for some of External Factor 
Scale. Hence the null hypothesis is accepted and it 
shows that the Monthly Income does not influence the 
External Factor Scale.

FINDINGS

 ●  All the respondents have tried Impulsive 
Buying at least once in their life time for 
purchasing the Mobile Accessories.

 ●  54% of the respondents are Male whereas 
46% of them are Females.

 ●  68% of the respondents falls under the age 
group of 20 – 40 years of age.

 ●  46.4% of the respondents have Post 
Graduation Level of education. 

 ●  30.8% of the respondents do spend Rs. 201 
– Rs. 500 on an average for the impulsive 
purchase of Mobile Accessories. 

 ●  218 respondents have opted for the impulsive 
purchase of Headphones / Earphones.

 ●  119 respondents use Online Web Store for 
impulsive purchase of Mobile Accessories.

 ●  The Monthly Income doesn’t have an 
influence on the External Factors Scale.

 ●  The Gender doesn’t have any influence on the 
Impulsive Buying Behavior Scale.

SUGGESTIONS

 ●  The Mobile Accessories Market is growing 
in an upward trend. It is evident that it will 
achieve a CAGR of 10.26% by the year 2026. 
So, there is always a scope for this industry.

 ●  The consumers opting for Mobile Accessories 
do purchase it over the online modes. If the 
brick and mortar shops are not competing 
with the online stores then it will face a shut 
down in the near future. 

 ●  The impulsive buying behavior scale and 
external factors scale do influence the purchase 
of the respondents. So, it will be easier if more 
studies are conducted on this area.

SCOPE FOR THE FURTHER RESEARCH

The present study covers only the impulsive purchases 
of the Mobile Accessories Market. Whereas there 
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is a large scope for conducting the study in each 
product type of the Mobile Accessories Market and 
not only that the study of the Impulsive Purchases on 
Smartphones may also be conducted in the future.

COCNCLUSION

 ●  The Mobile Accessories Market do have a 
wider scope in the near future. More than the 
Smartphone industry, the Mobile Accessories 
Industry will flourish by the year 2026.

 ●  The Impulsive Buying Behavior of the 
Consumers towards the Mobile Accessories 
is increasing due to many factors. The factors 
which influences the impulsive purchases are 
due to internal as well as external factors. 

 ●  The increasing income and the awareness of 
the social status, makes a person to do the 
impulsive purchase. Not only that the media 
do have an influence upon the customer to 
purchase a product impulsively.
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ABSTRACT

In the globalized world, the increasing development 
of social uncertainties encourages people to build 
creative ideas for social entrepreneurship creation and 
implementation. The aim of this study is to explore the 
skills of social entrepreneurs especially regarding the 
inspiration they need to be social entrepreneur and 
to analyze the barriers they are facing in the process 
of sustaining as social entrepreneurs through an 
exploratory examination of the phenomenon of social 
entrepreneurship in Chennai City. The paper presents 
concepts, traits and motives of individuals who start 
social initiatives and identify problems by making a 
social change to the economy. This work discusses 
and develops motivational factors and sets out the 
empirical methods of triangulation of data sources 
embodied in a range of sectors such as the education, 
food and micro finance sector. The research addresses 
and generates motivational factors and creates 
suggestion to overcome barriers in the process of 
social change.

Keywords: Social Entrepreneurship, Motivational 
Factors, Barriers, Social Change, Developing 
Economy.

INTRODUCTION

Social entrepreneurship is a network or way of 
bringing people together and to build a society that is 
sustainable, equitable and prosperous and which has 
good social, economic and environmental impact. 
Nevertheless, social entrepreneurship takes the 
attention of individual  for the creation of innovative 

ideas for the existing and upcoming social programmes 
throughout the world that addresses growing advances 
of social uncertainties As nations seek more creative, 
cost-effective and sustainable methods to resolve 
problems in society, typically driven by people known 
as “social entrepreneurs” and attracted increasing 
attention.

Entrepreneurship with a view to social benefits 
has become commonplace. Social entrepreneurship 
(SE) encompasses innovative strategies to 
addressing issues relating to education, the 
environment, finance, health which is generally seen as 
an expensive building frame of countries ‘ sustainable 
development. Though entrepreneurial projects for the 
development of economic and social resources are not 
new, it has only dramatically increased the interest 
of researchers. So the complexities and procedures 
involved in social entrepreneurs nevertheless 
comparably little are known to us.

The several existing papers are primarily 
descriptive and are rarely based on statistical evidence 
based on strict empirical and theoretical approaches 
to research. This paper seeks to explain core 
concepts and shed light on social entrepreneurship 
processes. In Schumpeter’s words, we think the core 
of entrepreneurship’ is meaning free to make new 
combinations, which ensures that they are the same 
everywhere they take place. Nevertheless, social 
entrepreneurs vary in several ways from conventional 
entrepreneurship. Firstly, social entrepreneurs are 
inspired to explore and take advantage of a different 
category of opportunities. Secondly, the approach 
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they explore advantages will vary from conventional 
strategies to business and third, they are targeted at 
both social and economic dimensions through social 
entrepreneurs. In summary, the distinctive features of 
social entrepreneurs, their unique class of potential and 
the results of their programs encourage us to explore 
how social entrepreneurs are considered a specific 
research field. Whereas some authors claim that social 
entrepreneurship is not really a field itself through not to 
limit its future opportunities, other scholars have drew 
attention to ventures from the mainstream literature of 
entrepreneurship and suggested people to develop an 
entrepreneurship attitude and understanding. Mair, J. 
and Noboa, E. (2006)

Tremendous efforts to establish scientific and 
prominent ideas from mainstream entrepreneurship, 
how these individuals are motivated to start and 
succeed with the societal issues and fulfil the 
unfulfilled social economic-economic needs of 
societies and communities, is not fully addressed. In 
the development, productivity, persistence and success 
of the enterprise, motivation, which is an important 
aspect in facilitating a new profitable business, also 
plays the key component. Nevertheless, the features 
and factors influencing social entrepreneurs those vary 
according to their distinct characteristics than those 
of typical revenue-making entrepreneurs. Therefore 
it is important to take into account the factors that 
motivate individuals to engage and continue social 
entrepreneurship. Trivedi, C. and Stokols, D. (2011),

Anconceptualframework:socialentreprene
urialImportanceandmotivations

Research focuses on social entrepreneurs as active 
agents  in social innovation processes. Researcher 
contends, by using business processes and models 
to solved unsolvable social problems, that social 
entrepreneurs contribute value to the economy. Social 
entrepreneurs manage capital and incorporate business 
technology by innovative solutions. The character and 
the purpose behind the development and formation 
of a social business were suggested as necessary 
conditions to understand social entrepreneurship a 
whole.Zahra et al. (2009) This implies that looking 
at the motivations of social entrepreneurs and their 
characteristics offers a range of approaches for anyone 
to understand the complexity of various forms of 
organization in the success of social entrepreneurship. 

In particular, the resolution of uncomfortable 
social issues is considered an obstacle by social 
entrepreneurs. They instead utilize business process 
or technology to deal with these problems with 
new solutions. Businesses can maintain innovative 
social values by using private channels to validate 
innovative solutions. Researcher present a framework 
to conduct research and to organize interviews, data 
collection, and analysis based on the variables and 
principles extracted from social entrepreneurship 
literature review. This framework includes concepts, 
entrepreneurial perceptions and motivation for 
addressing social issues. This framework indicates an 
initial understanding of the social entrepreneurs and 
their driving values for the creation of social value by 
highlighting these concepts as the main factors.

REVIEW OF LITERATURE 

Earnest and Young in their report title 
“Social entrepreneurship-Emerging business 
opportunities” (2014) He claims: “The government’s 
participation in the socio-economic sphere moves 
into privatizing public obligations in many nations 
generating value in society. As a result, public funds 
are being diminished and social entrepreneurship 
gains ground internationally. Studies in the areas 
of social business in Europe demonstrates that the 
focus social entrepreneurs have on social services, 
employment and training, the environment (including 
green technologies and bio-systems), education and 
community development.

Singh, Partap, Dr.in his research paper 
title “Social Entrepreneurship- A growing trend 
in Indian economy”(2012). Emphasizes that’ 
the identification of social issues and the use of 
entrepreneurial concepts to coordinate and execute 
social enterprise in order to accomplish the necessary 
social change is social enterprise. Whereas a 
company’s management usually determines income 
and return efficiency, a social entrepreneur examines 
significant social contributions. The primary objective 
of social entrepreneurship is to progressively develop 
economic, cultural and environmental objectives. 
Social entrepreneurs are most often involved in the 
voluntary and non-profit industries, but profit cannot 
be prevented. International social entrepreneurship 
is defined as social entrepreneurship with a global or 
global background. 
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Report by Swissnex India title “Social 
Entrepreneurship in India- Unveiling the unlimited 
opportunities” (2015) They emphasized that’ Social 
entrepreneurship could relate to voluntary and 
community organisations, although it is very unique 
in business and law.’ The social entrepreneurship 
structures in India were the Social for the Profit, 
non-profit and mixed models extensively discussed 
in this section of the study. Aside from this models, 
philanthropic work and corporate social responsibility 
are some other ways of having an adverse effect in 
India. India had also received world philanthropic 
money on a regular basis. Recently, there was an 
increase in community donations by large corporations 
with a short and long-term view. A newer generation of 
corporate net worth people look at spending in the form 
of subsidies and influence investment of philanthropic 
money. Today, Indian strategic philanthropy is still 
very much in development.

Murphy, P.J. and Coombes, S. (2009),In 
market and economic systems around the globe 
social entrepreneurship engagement keeps 
growing immensely. Nevertheless, philosophy 
and knowledge of social entrepreneurship are 
still behind its implementation. In the particular 
field of social entrepreneurship, the essence of 
entrepreneurial exploration, a crucial field for 
investigations in general business theory, requires 
little consideration. To order to deal with the void, 
we are conceptualizing the exploration of social 
entrepreneurship by applying social responsibility 
to social entrepreneurial contexts. They build a 
framework that illustrates mobilization and pacing 
as the basis for social entrepreneurial research and 
provides distinctive data.

STATEMENT OF PROBLEM 

Empirical research in social entrepreneurship in general 
is growing, with little focus on how social entrepreneurs 
are inspired. Still, the role of the entrepreneur’s 
personal characteristics and motivational drivers 
behind social entrepreneur is incomprehensible and 
lack of knowledge. This research attempts to bridge 
the gap in social entrepreneurship with an evolving 
conceptual model, incorporating concrete empirically 
social entrepreneurs as individual’s motives and 
validated reasons for starting and persisting for social 
entrepreneurship.

OBJECTIVES OF THE STUDY
1.  To identify the importance of social 

entrepreneurship in developing our Indian 
economy

2.  To understand the motivational factors to be a 
social entrepreneur.

RESEARCH METHODOLOGY

Research is an academic activity that involves 
identifying the research problems, formulating a 
hypothesis, collecting and analyzing the data to reach the 
conclusion in the form of solution or general theories.

SAMPLE TECHNIQUE

The method of sampling used was convenient sampling. 
The sample size considered of 60entrepreneurs in 
Chennai city.

The following are the sources of data used by the 
researcher

1.  Primary Data: The Primary data will be collected 
using digital survey, telephonic interview and 
personal interview as a mode of data collection. 
To conduct surveys separate sets of structured 
questionnaire prepared for social entrepreneurs.

2.  Secondary Data: The secondary data shall 
be collected from various Books, Journals, 
Magazines and websites. The study is based on 
secondary as well as primary data.

LIMITATION OF THE STUDY

1.  The sample of the study is confined to 
Chennai city only. Hence the findings cannot 
be treated as a representative of entire nation.

2.  Entrepreneurs include Small and Medium 
sized entrepreneurs only.

3.  The time period given is also a major concern 
to collect the data within the short span of 
time the research work is done.

DATA ANALYSIS AND INTERPRETATION 

For the purpose of the study convenience statistics 
were used for computing using SPSS in analyzing 
the data obtained from samples and the analysis is 
computed. The statistical tools used for analysis 
Factor analysis.  
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Table 1 KMO and Bartlett’s Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.712
Bartlett’s Test of Sphericity Approx. Chi-Square 899.860

Df 60
Sig. .000

Total variance explained

Component Initial Eigen values Rotation sums of squared Loadings
Total % of variance cumulative total % of variance Cumulative

1 5.727 44.057 44.057 4.174 32.111 32.111
2 3.387 26.051 70.108 3.843 29.558 61.669
3 2.650 20.388 90.497 3.748 28.827 90.497
Extraction method: principal component analysis

Factor 1

Rotated component matrix Factor 1 - Motivated by social 
responsibility and empathy Component Communalities
Empathy and a grasp of profit benefits for others Risk .946 .912
Find innovative solutions and to identify opportunities .923 .926
Address social needs that are not met .843 .793
Choose to transform society .835 .617

Source: Computed Data

Factor 2
Rotated component matrix

Factor 2 -Entrepreneurial Mind-set and  Experience Component Communalities

Exposure to various scenario and experience enlightening  
new concepts and ideas .945 .944

Social entrepreneurs personal experiences lead to social initiatives .915 .924
To develop new products / services, distribution and business processes .807 .950
The ability to overcome adversity such as bureaucracy, corruption,  
and absence of government support .776 .944

Numerous interactions inspire businesses to achieve welfare  
and prosperity for others. .576 .981

Knowledge and skills of previous work .434 .849

Source: Computed Data

Factor 3

Rotated component matrix
Factor 3 – Social Network Component Communalities
International travel or familial beliefs could be inspiring .985 .844
Social networks provide organizations with skills and tell how to grow .955 .730
Social networks drive growth to access finance .844 .984
Social networks improve human activity guidance .703 .593
Social networks promote social entrepreneurs intellectually,  
objectively and physically .523 .571

Source: Computed Data
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From Table 1 it can be noted that fifteen variables 
included in the questionnaire in order to determine 
the motivational factor social entrepreneurs towards 
developing economy. Principal component analysis 
with varimax is presented in the above tables and 
also it includes tables only on KMO Barlett’s 
test, Communalities, Total Variance Explained, 
Component matrix and Rotated Component Matrix. 
Kaiser-Meyer- Olkin measure of sampling adequacy 
is 0.712 and Bartlett’s Test of Sphericity and 
approximate Chi- Square value is 899.860 which 
are statistically significant at 5% level. Therefore, it 
can be concluded that the sample size is adequate to 
derive the factors. 

The communalities of variables range from 
.981 to .571 indicating large amount of variance has 
been extracted by factor solution. All 3 extracted 
factors which are those with an eigenvalue greater 
than 1 account for the variance in the item variance-
covariance matrix. It can be noted that the variables 
are reduced to predominant factors with the percentage 
value of 32.111, 61.669, and 90.497. From the rotated 
matrix table created to form the four factors which 
can be suitably named as “Social Responsibility and 
Empathy Factors”. The second factor with grouping 
of six variables can be named as “Entrepreneurial 
Mind-set and Experiencefactors”. The third factor 
with grouping five variables can be named as “Social 
Network Factors” reveals that factor analysis results in 
three predominant factors.

In other words 15 variables are grouped into three 
factors on the basis of the inter relationship among 
themselves. Hence it can be concluded that are the 
three major factors Social Responsibility and Empathy 

Factors, Entrepreneurial Mind-set and Experience 
factors, Social Network Factors being motivational to 
social entrepreneurs in developing economy.

FINDING AND DISCUSSION

Because this research focuses not on hypotheses 
the data analysis and discussion in topics and 
categories was introduced to explore new ideas 
for the underlying phenomenon. On the basis of 
qualitative data, the value of social entrepreneurs 
was explored and a motivating component was 
evaluated inductively and three variables were 
identified, which was provided as a framework 
for social entrepreneurship. Among these three 
factors  Social entrepreneurs motivated by Empathy 
and a grasp of profit benefits for others Risk, Find 
innovative solutions and to identify opportunities, 
Address social needs that are not met, choose to 
transform society, Exposure to various scenario 
and experience enlightening new concepts and 
ideas, Social entrepreneurs personal experiences 
lead to social initiatives, To develop new products 
/ services, distribution and business processes, The 
ability to overcome adversity such as bureaucracy, 
corruption, and absence of government support, 
Numerous interactions inspire businesses to achieve 
welfare and prosperity for others, Knowledge  and 
skills of previous work, International travel or 
familial beliefs could be inspiring, Social networks 
provide organizations with skills and tell how to 
grow, Social networks drive growth to access finance 
,Social networks improve human activity guidance, 
Social networks promote social entrepreneurs 
intellectually, objectively and physically.
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CONCLUSION

The study provides numerous useful and societal 
implications for both Social entrepreneurs and 
for the economy. Firstly, before forming their 
potential social businesses, social entrepreneurs 
will face social challenges. Comprehension of the 
lawful and administrative environment is essential 
for constructing and supporting your business. 
They need to select their associates cautiously and 
their administration ensures that they will have 
important qualities on the basis of their wider 
context. Policymakers should perhaps support 
driven and motivated social entrepreneurs with 
capability to address the nation’s “main concerns”. 
Contributors, investment companies and community 
and political officials need to think about investing 
capital in highly driven and motivated vital social 
entrepreneurs The Importance are to be released by the 
economy and motivations of individuals are crucial 
factors to the business success and sustainability and 
for the development of our economy. 
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ABSTRACT

Social intrapreneurs challenge their organization 
and concern the state of affairs in developing 
and implementing internationally attractive 
sustainability solutions.The importance of studying 
social intrapreneurs resides in their capacity 
and their role in organizations with substantial 
power and resources, to develop solutions to our 
worldwide challenges. The purpose of this study is 
to examine the importance of social intrapreneurs 
in order to sustain their businesses. It also aims 
to evaluate the challenges and benefits of social 
intrapreneurs to enhance their social quality and 
performance of society in the process of making 
business sustainable as social intrapreneurs 
conductedthrough a qualitative research in Chennai 
City.This work discusses and sets out the empirical 
methods of triangulation of data sources embodied 
in a range of sectors such as the education, food 
and micro finance sector. The research addresses 
and generates challenging factors and creates 
suggestion to overcome barriers in the process of 
social change.

Keywords: Social Intrapreneurs, Innovators, 
Sustainable Business, Economic Development 

INTRODUCTION

Social intrapreneurs are individuals inside an 
organisation which often take massive initiative for 
technologies which are beneficial in resolving social 
or environmental problems. Social intrapreneurs are 

strengthening existing infrastructure and organizing 
potential to deliver widespread social value. Therefore, 
social intrapreneurs approach social and environmental 
priorities while generating profit for their entrepreneurs.
Most of the ideals of social intrapreneurs are the 
promotion of value to society, like sustaining and 
maintaining the natural environment.The mission of 
social intrapreneurs in creating sustainable company 
and society through direct innovative initiatives They 
challenge their organization, question individuals 
to manage valuable resources and power in order 
to generate and implement commercially viable 
sustainability solutions.

Implementation of a marketing technique to 
assist employees shrink the environmental impact 
on supporting the use of the company’s IT utilities 
Building a customized risk insurance global 
warming and climate change increased exposure to 
carbon trading. Constructing Leveraging strategic 
partnerships and grow leadership abilities especially 
only in the developing world.

And in general, most social intrapreneurs were 
completely aware and focused on the possible 
consequences and opportunities of the highly dynamic 
management of limited resources.Work in different 
professional fields including that of insurance, finance 
and Marketing they have devised business operations 
to deliver overall cost energy efficiency and alleviate 
detrimental effects on the environment. Commercial 
business managers as a consequence of accountable 
leadership practices create social and environmental 
advantages.

SOCIAL INTRAPRENEURS: INNOVATORS IN MAKING BUSINESS 
SUSTAINABLE
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Social intrapreneurs operating in companies 
actively developed to accomplish social objectives 
as opposed to business objectives. Sustainable 
business groups and co-operative environmental 
groups workforce. Some observers often 
acknowledge activists and sustainable team 
members as social intrapreneurs because they 
are overwhelmingorganizational current system 
acknowledged supporting their sustainability 
objectives with both the encouragement of other 
collaborators to conduct their sustainability practice.

However, intrapreneurs encounter problems 
that are not confronted by employers or small-profit 
workers. The largest one is to resolve a big companies 
kinetic energy. By default many people oppose 
transition. Most of the large companies have been 
configured to take the form of generating revenue. 
Ultimately delivering a business on a profit-making 
or value-saving concept is easier and the workplace 
needs to be at least somewhat open to innovation 
intrapreneurship is not a remedy for a genuinely hostile 
society, but a step of hand to help the Govt towards 
sustainable environment through sustainable business 
This also takes time and patience to gain the confidence 
and trust.  Intrapreneurs building a community outside 
the business with other changers

As part of a broader initiative to engage all 
managers in terms of sustainability as part of the 
wider effort to foster more innovation internally and 
externally, successful intrapreneurs are dedicated. 
Business should have a community that inhibits 
creativity and generally involves managers and 
employees. The effective strategy would be to build 
an appropriate atmosphere for social intrapreneurship 
as an intrinsic part of the company will profit the 
organisation and economy by creating an influential, 
creative and cooperative powerful social awareness. 
The construction of the enabling setting for social 
intrapreneurship should be considered by companies 
as just a main great achievement.In fact, they 
demonstrated to be assisting individuals on a big 
scale in many nations. At the same moment, however 
they face many difficulties. This research paper aims 
at studying the speed of social intrapreneurs in the 
nation’s general growth. It is therefore necessary 
to tackle these difficulties in order to improve their 
business value and also for the development of 
society.

REVIEW OF LITERATURE

The simple models of intrapreneurship originated in 
the 1970s due to certain paradigm shifts in business, 
financial and corporate culture. There is no doubt that 
the origins of intrapreneurship are in business. Gifford 
Pinchot III was the writer who introduced the concepts 
of intrapreneurship in 1978. The concepts are derived 
from the sentence “intracorporate contractor” (Pinchot 
2010). Intrapreneurship is a collection of excellent 
company practices that provides entrepreneurs a 
complete credit for rapid advancement in significant 
enterprises, not and for their own gain, as well as 
for the convenience of customers. Intrapreneurship 
includes activities and team activities that operate in an 
entrepreneurial way, even without formal assistance, in 
order to support the objectives of very large businesses 
and distribution networks.

Intrapreneurship terms are being presented by 
Pinchot and Pinchot. One would be a “freeholder,” 
meaning worker as well as partner, yet greater 
participation. “Intra-property” is a center for profits, 
property and rights, and the center of business are 
not regulated. The term ‘ Intra-Money ‘ relates to 
the riches in the company in its name (Pinchot and 
Pinchot, 1997), as a sign of independence and liberty. 
(Hathway 2009).

A series of important intrapreneurial components 
have been provided by Antoncic and Hisrich (2003), 
including fresh and new companies, goods or services 
creation, creativity in the process, opportunity take-
off (risks and opportunities expenses), and activity. 
These components are viewed by the two economists 
as autonomous but also linked to same structure. 
When Western economies are in problems, Macrae 
analyzes intrapreneuship. He believes companies 
should race with themselves and the best alternatives 
must be discovered in self-regulatory benefits stations. 
Macrae suggests that this encompasses the idea of 
intrapreneur, but he endorses the thoughts of Pinchot.
Macrae states it resembles the intrapreneurial idea, but 
however he promotes Pinchot’s thoughts and speaks 
about explicitly labeled commercial school concepts 
(Macrae, 1976 ;Macrae, 1982).

Frank Knight (1942) believes entrepreneurs are 
company shareholders and are therefore authorized 
to financial reward. The entrepreneur must introduce 
valuable modifications or inventions form his profit, adjust 
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to financial changes and recognize the consequences 
of uncertainty for his enterprise. It is not compatibility 
between entrepreneurship and (tiny) businessmen, as 
entrepreneurs are owners at the same moment. While 
tiny enterprises see the business statically, trying to keep 
track of the status quo, they everyone has local coverage 
and few options for development, the entrepreneurs see 
the company evolving.

OBJECTIVES OF THE STUDY

1.  To identify the importance of social 
intrapreneurs for sustainable business.

2.  To know the challenges and benefits 
of social intrapreneurs to improve 
performance of society.

DESIGN/RESEARCH METHODOLOGY

Research is an intellectual process which describes the 
challenges of research, formulates a theory, collects 
and evaluates the data in the form of a solution or 
general conclusions to be reached.

The sample size of 39 social intrapreneurs in Chennai 
city utilizing triangulation of the data was considered. The 
technique of sampling being used is convenient sampling. 
The primary data and secondary data sources are as 
follows: The study provides the triangulation of data 

sources, and primary data are collected as data collection 
mode using digital survey and telephone survey and direct 
interview.Researcher have chosen social intrapreneurs 
from three different sectors Education, Insurance, General 
development. Separate sets of structured questionnaires 
prepared for social intrapreneurs to conduct surveys. 
Additional secondary information is gathered from 
numerous books, newspapers, periodicals as well as 
business websites.

STUDYLIMITATION

1.  The study mainly focuses on Chennai City 
only. Therefore it is impossible to identify the 
findings as a representative of the whole nation.

2.  Intrapreneurs include managers and 
employees who contribute social values only.

3.  The specified time frame is also an important 
concern while the data are collected in a short 
span of time.

DATA ANALYSIS AND INTREPRETATION

In order to analyze data obtained from samples, 
statistics on the use of SPSS have been used for 
convenience of study and analysis has been calculated. 
Factor analysis and Chi square tests as well as Anova 
are the statistical tools used for analysis.

Table 1 KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .812

Bartlett’s Test of Sphericity
Df
Sig.

Approx. Chi-Square 1011.530
57
.000

Total variance explained
Component Initial Eigen values Rotation sums of squared Loadings

Total % of variance Cumulative % Total % of variance Cumulative%
1 1.719 5.730 59.483 1.719 5.730 59.483
2 1.503 5.009 64.492 1.503 5.009 64.492
3 1.400 4.668 69.160 1.400 4.668 69.160
Extraction method: principal component analysis
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Rotated component matrix Component Communalities Factors
Hardly any senior sponsor .732 .812

Internal political factors 

Some market goals deemed more important Change 
in criteria for success .688 .809

Returns more relevant to  CEO sponsoring .591 .850
Inner skepticism about how thoughts work .589 .887
Difficulties with the release of business assets .569 .813
Thought of Silo .552 .637
Inappropriate KPI scale (business focus vs. conflict 
between stakeholders) .526 .780

complicated capitalisation issues .723 .629 Personal factors 
Difficulty in making independent decision .626 .786
Culture is tough to change .594 .522
Expectations are difficult to manage .566 .729
Inability to move quickly within an organization. .576 .821
Support isn’t easy to find .532 .783
Focus is challenging to keep .506 .772
Need to keep developing new projects 729 .857 SDbS
Short-term thinking  .558 .824 S
Recession .539 .728
Prioritising clients over NGO .569 .799 Stakeholders and external 

conflict factors
Need to keep developing new projects .534 .784
Focus is challenging to keep .503 .821
Source: computed data

In order to determine the problems of social 
intrapreneurs an exploratory factor analysis has been 
carried out on twenty parameters included in the 
survey from Table 1. In the above tables, the main 
component analysis with varimax is presented the 
study  encompasses only Kaiser-Meyer-OlkinBarlett 
evaluation tables,  Total Variance values described, 
Component Matrix value and Rotated Component 
Matrix value, Communities tables. The statistical 
analysis in this table is shown below.

Kaiser-Meyer-Olkin statistics show relatively 
compact correlations. Barlett test also means that 
the variables have a relationship. Kaiser-Meyer-
Olkin sampling adequacy measure is .812, which 
at 5 percent is statistically significant. The sample 
size is therefore adequate to be determined by the 
variables. The community of variables vary from 
.522 to.887, which suggests a large quantity of 
variability by factor approach.For the problems faced 
by social intrapreneurs, the main component analysis 

is performed to verify whether the variables can be 
reduced to a few significant variables. 

All 3 extracted factors that are those with an own 
value of the variance in the item-covariance matrix 
accounts for more than 1. It is important to note that 
with the percentage value of 59.483, 64.492, 69.160 the 
variables are reduced to predominant factors. The first 
element that can be called appropriately with grouping 
from the rotating matrix table is named as“Internal 
political factors” with grouping seven variables. The 
second factor with grouping of seven variables called 
“Personal factors”. The third factor with grouping of 
six variables called “Stakeholders and external conflict 
factors”. This reveals that three predominant factors 
result in factor analysis. In other words, based on the 
inter-relationship between themselves, 20 variables 
are grouped into three factors. It can therefore be 
concluded that internal political factors, Personal 
factors, Stakeholders and external conflict factors are 
the three major factors that pose a major challenge 
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to social intrapreneurs from the inside and outside 
force and lacks internal support. Therefore this can 
be inferred that the three main factors driving social 
intrapreneurs towards sustainable business are internal 
political factors and personal factors and external 
conflict factors.

Table 2: Showing the one way Anova  
between experience and benefits associated to  

social intrapreneurs in developing sustainable 
business

HO – There is no significant difference 
between experienceand benefits associated to social 
intrapreneurs in developing sustainable business.

The analysis for the hypothesis was carried out 
with anova.

ANOVA
ANOVA Sum of Squares df Mean Square F Sig.

Innovating into new market spaces 
Between Groups 3.618 4 2.090 4.453 .000
Within Groups 46.357 35 1.324
Total 49.975 39

Have a strong social consciousness
Between Groups 5.518 4 1.379 3.565 .000
Within Groups 30.857 35 .882
Total 36.375 39

A  Step towards Economic growth
Between Groups 7.543 4 1.886 4.724 .021
Within Groups 24.232 35 .692
Total 31.775 39

Self confident and independent 
Between Groups 7.317 4 1.829 5.515 .009
Within Groups 25.458 35 .727
Total 32.775 39

Strong communicator 
Between Groups 5.213 4 1.303 3.636 .000
Within Groups 27.887 35 .797
Total 33.100 39

Flexible and resilient 
Between Groups 6.171 4 1.543 4.428 .002
Within Groups 37.804 35 1.080
Total 43.975 39

Influential, innovative and collaborative 
Between Groups 4.536 4 1.134 5.107 .012
Within Groups 35.839 35 1.024
Total 40.375 39

Aligning market and customer needs 
Between Groups 7.713 4 1.928 9.907 .003
Within Groups 35.387 35 1.011
Total 43.100 39

Mentoring the mavericks
Between Groups 12.035 4 3.009 3.517 .016
Within Groups 29.940 35 .855
Total 41.975 39

Determined and willing to take risk 
Between Groups 4.263 4 1.066 8.238 .013
Within Groups 30.137 35 .861
Total 34.400 39

Source: computed data

It is inferred from the table above that the p-values 
is lower than in the table value point (0.05).Therefore, 
it rejects null hypothesis and accepts alternative 

hypothesis. Now it can be concluded that between 
experience and benefits are associated to social 
intrapreneurs.
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Table 3: Showing association between age and 
Social intrapreneurs demonstrated some dominant 
behaviours

Ho – There is no significant association between 
Social intrapreneurs demonstrated some dominant 
behaviours.

The analysis for the hypothesis was carried out 
with Chi-square.

Chi-Square Tests

Value df Asymp.  
Sig. (2- sided)

Pearson Chi-Square 20.850a 15 .112
Likelihood Ratio 23.473 16 .047
Linear-by-Linear 
Association

1.950 1 .174

Number of Valid 
Cases

39

Source: Computed Data

From the table above it is concluded that the 
p-values.112 is greater than the table value level 
(0.05). Consequently, it rejects alternative assumptions 
and accepts null hypotheses. Now it is concluded that 
the age of social intrapreneurs has not shown major 
correlations with dominant behavior.

FINDINGS

In this study, the researcher analyzed certain variables 
that are obstacles and certain variables that influence 
social intrapreneurs to get benefited from implementation 
It can be stated that innovativeness and internal policy 
factors, personal factors, stakeholders, and external 
conflict factors are the three main challenges for social 
intrapreneurs towards sustainable business. It can 
be indicated that social intrapreneurs are connected 
between experience and benefits. It can be inferred that 
there is no important relationship between the age of 
the social intrapreneurs and that the intrapreneurs have 
shown that these dominant behaviors are not recognized. 
In the course of becoming conscious of and addressing 
community issues social intraprenerus have approached 
to resolve them.

SUGGESTION AND CONCLUSION

Businesses have a main step on the path to incorporate 
sustainability and enable all staff to approach 

sustainability as part of their everyday work to the 
development of a “supporting setting” for social 
intrapreneurs. One major corporation characterizes 
this by providing small research and developing 
resources to staff to allow them, working on a social 
intrapreneurship request to fund from their own 
time further expenses connected with the testing 
of this concept. This is a transition from the social 
responsibility of a company to today’s “manner we do 
business” (the business we do tomorrow).

This may include phase credits, which will ensure 
greater financial support for launch and subsequent 
development only for commercially successful 
initiatives and those with the most beneficial social 
effects. New enterprise development and customers 
resources are needed in order to consistently explore 
their opportunity.These include new products and 
services, access to new and indigent customers, 
new technologies that have adverse effects on the 
environment and the social environment. Organizations 
can also proactively promote their social intrapreneurs 
to join peer networks, virtual mutual support groups 
and training programmes.

They got potential to build self-knowledge 
is one aspect of networking. It is essential that 
individuals should know their own requirements and 
the understanding.  Social intrapreneurs need to find 
out if working in the business or moving to a new 
business or being a social contractor or joining NGO 
is better for them. Successful businesses would want 
to be a part of the broader pursuit to participate all 
staff in sustainability, to encourage more creativity 
from the inside out. Social entrepreneurs want to 
encourage social intrapreneurship. Employers need 
an development-driven environment and community 
engagement in general. Companies need an 
innovation-friendly culture and personnel in general. 
The effective strategy will provide the creation of 
a social intrapreneurship setting. Businesses can 
generate a social intrapreneurship atmosphere or a 
disabled environment at the edge. 
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ABSTRACT

GST stands for ‘goods and service tax’ and Is 
proposed to be a comprehensive indirect tax levy 
on manufacture. Sale and consumption of goods as 
well as services at national level.it will replace all 
indirect taxes on goods and services by the central 
government and state government. GST is the only 
indirect tax which Is online. India was struggled to 
implement this GST because of some political and 
state issues and was postponed.  

In India GST was implemented on July 1st 
2017.for this constitution (one hundred and twenty 
second) bill, 2014 was introduced in Lok Sabha. It 
was passed by the Lok Sabha on 6thmay 2015.india is 
a federal democratic country and therefore the GST 
will be implemented parallel by central and state 
government as CGST and SGST respectively. Now 
we are witnessing, how the tax reform reshapes our 
economy and business dynamics for micro, small and 
medium enterprises. 

GST is also defined as the giant indirect tax 
structure designed to support and enhance the 
economic growth of the country. More than 150 
countries have implemented GST so far. France was 
the first country to introduce the system of GST in 
1954. However, there was a huge cry to implement 
that. But later it was implemented successfully. The 
rates of GST are 0%, 5%, 12%, 18%, and 28%. The 
GST has been given approval by all government 
assemblies and consented by all. The government has 
also made provision to keep 40% tax rate in extreme 
cases.  

The present paper is focused on explaining about 
the GST in general and its impact in the SMEs (small 
and medium scale enterprises) and it also highlights 
about its history and its components of GST. 

Keywords: GST(goods and service tax), CGST, 
SGST, VAT, indirect tax
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INTRODUCTION

Goods and service (GST) is indirect tax which 
was introduced in India on 1 July 2017 and was 
applicable throughout India which replaced all types 
of indirect taxes which was adopted by central and 
state government before the implementation of GST 
in India. The indirect taxes followed was VAT, service 
charges, sales tax, excise duty and etc.. has now been 
replaced. After the independence, the largest indirect 
tax reform in India has begun with goods and service 
tax(GST). After much deliberation, the GST bill was 
passed at lok sabha at 6 may 2015.

The GST was then implemented on 1 July 2017.
GST(goods and service tax) is a significant step 
intended towards simplifying the giant tax structure to 
support stakeholders benefits .The impact of GST has 
direct weight on two segments. One, to the business 
and the other to the end customers those bearing 
the tax costs on the goods purchased and service 
availed. The primary objective of GST is to subsume 
all sorts of indirect taxes in India like central excise 
tax, vat/sales tax, service tax,etc. and implement one 
tax system in India. The GST based taxation system 
brings more transparency and increases the GDP rate 
from 1% to 2% and reduces tax theft and corruption 
in the country. 

The Goods and Services Tax (GST) is a vast 
concept that simplifies the giant tax structure by 
supporting and enhancing the economic growth of 
a country. GST is a comprehensive tax levy on 
manufacturing, sale and consumption of goods and 
services at a national level .On bringing GST into 
practice, there would be amalgamation of Central 
and State taxes into a single tax payment. It would 
also enhance the position of India in both, domestic 
as well as international market. At the consumer 
level, GST would reduce the overall tax burden, 
which is currently estimated at 25-30%.
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In order to avoid the payment of multiple taxes 
such as excise duty and service tax at Central level and 
VAT at the State level, GST would unify these taxes 
and create a uniform market throughout the country. 
Integration of various taxes into a GST system will 
bring about an effective cross-utilization of credits. 
The current system taxes production, whereas the GST 
will aim to tax consumption.

Experts have enlisted the benefits of GST as under:
 ●  It would introduce two-tiered One-Country-

One-Tax regime.

 ●  It would subsume all indirect taxes at the 
Center and the state level.

 ●  It would not only widen the tax regime by 
covering goods and services but also make it 
transparent.

 ●  It would free the manufacturing sector 
from cascading effect of taxes, thus by 
improve the cost-competitiveness of goods 
and services.

 ●  It would bring down the prices of goods  
and services and thus by, increase consumption.

 ●  It would create business-friendly 
environment, thus by increase tax-GDP ratio.

 ●  It would enhance the ease of doing business 
in India.

WORLDWIDE GST

France was the first country to introduce GST in the 
year 1954. Worldwide, almost 150 countries have 
introduced GST system. The GST of some countries 
are given bellow:

Country Australia France Canada Germany Japan Singapore New Zealand
Rates 10% 19.6% 5% 19% 5% 7% 15%

RESEARCH METHODOLOGY

A. TOPIC OF RESEARCH

A research on GST in general and its impact in 
SMEs(small and medium sized enterprise).

B. OBJECTIVE OF STUDY 

a) To study about GST in general

b) �To study about GST’s history and its 
components 

c) To study about GST’s impact on SMEs 

C. HYPOTHEISES OF RESEARCH 

H1:The impact of GST on SMEs will be beneficial lead 
to economic growth of our country 

H2:The impact of GST on SMEs will not be  
beneficial and will not lead to economic growth of  
our country

D) SCOPE OF RESEARCH

A research on GST in general and of impact of GST on 
SMEs(small andmedium sized enterprises) will gives 
a clear knowledge about the GST in general and its 
impact in the field of SMEs and it let us know about 
whether it leads to economic growth. 

E) RESEARCH DESIGN
a) Types of data
 Secondary data has been collected and used for 
present research study.
b) Source of data
 Secondary data is collected from internet, 
reference books, journals, articles, publications 
and various other printed materials 
c) Tools for data analysis and presentation:
 Tables, percentages, images are used for data 
analysis and interpretation.

A RESEARCH ON GST IN GENERAL

GST is an Indirect Tax which has replaced many Indirect 
Taxes in India. The Goods and Service Tax Act was 
passed in the Parliament on 3 august 2016. The Act came 
into effect on 1st July 2017; Goods & Services Tax Law 
in India is a comprehensive, multi-stage, destination-
based tax that is levied on every value addition.

In simple words, Goods and Service Tax (GST) 
is an indirect tax levied on the supply of goods and 
services. This law has replaced many indirect tax laws 
that previously existed in India.

GST is one indirect tax for the entire country.
So, before Goods and Service Tax, the pattern of 

tax levy was as follows:
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MULTI-STAGE

There are multiple change-of-hands an item goes 
through along its supply chain: from manufacture to 
final sale to the consumer.

Let us consider the following case:
 ● Purchase of raw materials

 ● Production or manufacture

 ● Warehousing of finished goods

 ● Sale to wholesaler

 ● Sale of the product to the retailer

 ● Sale to the end consumer

Goods and Services Tax is levied on each of these stages which makes it a multi-stage tax.
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VALUE ADDITION

The manufacturer who makes biscuits buys flour, sugar 
and other material. The value of the inputs increases when 
the sugar and flour are mixed and baked into biscuits.

The manufacturer then sells the biscuits to the 
warehousing agent who packs large quantities of 
biscuits and labels it. That is another addition of value 
after which the warehouse sells it to the retailer.

The retailer packages the biscuits in smaller 
quantities and invests in the marketing of the biscuits 
thus increasing its value.

GST is levied on these value additions i.e. the 
monetary value added at each stage to achieve the final 
sale to the end customer.

2  Journey of GST in India:

The GST journey began in the year 2000 when a 
committee was set up to draft law. It took 17 years 
from then for the Law to evolve. In 2017 the GST Bill 
was passed in the Lok Sabha and Rajya Sabha. On 1st 
July 2017 the GST Law came into force.
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Components of GST

There are 3 taxes applicable under this system: CGST, 
SGST & IGST.

 ●  CGST: Collected by the Central Government 
on an intra-state sale (Eg: transaction 
happening within Maharashtra)

 ●  SGST: Collected by the State Government on 
an intra-state sale (Eg: transaction happening 
within Maharashtra)

 ●  IGST: Collected by the Central Government 
for inter-state sale (Eg: Maharashtra to Tamil 
Nadu)

In most cases, the tax structure under the new regime will be as follows:
Transaction New Regime Old Regime
Sale within the State CGST + SGST VAT + Central Excise/Service tax Revenue will be shared equally 

between the Centre and the State
Sale to another State IGST Central Sales Tax + Excise/

Service Tax
There will only be one type of tax 
(central) in case of inter-state sales. The 
Centre will then share the IGST revenue 
based on the destination of goods.

IMPACT OF GST ON SMES

At present, the total tax collection in India is 
around 14.5 Lakh Crore, of which 34% is indirect 
tax. Indirect taxes include service tax, stump duty, 
customs duty, VAT, etc. It refers to the collection of 
tax indirectly by the Government of India. In most 
of the developing countries, the share of indirect 
tax is higher than the direct tax. However, in the 
developed countries the share of indirect tax is much 
lower. Therefore, the new GST implementation will 
allow the government to have a better grip on the 
taxpayers. This should be capable of evolving the 
entire tax system.

How will GST help small to medium 
enterprises?

GST is meant to bring every indirect form of tax 
under one roof. For small and medium sized 
businesses, owners or manufacturers have to 
take care of different taxes and have to run to 
various departments to fulfil all the tax-related 
documentations. Some file different taxes 
biannually, annually, half-yearly, etc. The more the 
departments, the more is the harassment. 

previously, the total tax levied by the central and 
the state governments add up to 32%, but with the 
implementation of GST, the business owners have 
to pay a much lower tax of around 18-22 percent. 
Moreover, they do not have to pay different taxes 

to various departments. It makes the job very much 
easier for every business owner.

Direct impact of GST on small and 
medium enterprises:

 ●  GST will help and ease the process of starting 
a business in India. Earlier, every business in 
India was required to obtain VAT registration, 
which differs in every state, and the rules and 
regulations are different. Thus it was a very 
confusing procedure. However, under GST, 
the businesses have to only register for GST 
which will have a centralized process, similar 
to service tax.

 ●  Currently, for any business, it is mandatory to 
make a VAT payment if the annual turnover is 
more than 5 lakh in few states and 10 lakhs in 
few other states. This difference in various states 
creates confusion. Under GST a business does 
not have to register or collect GST if the annual 
turnover is 10 lakh. This is applicable to every 
state. This will allow many small businesses 
which have a turnover between 5 lakh – 10 lakh 
to avoid applying for the GST return.

 ●  GST allows small and medium business to 
do business with ease in India, due to the 
less complexity. The distinction between the 
services and goods will be gone, and this will 
make compliance easier.
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Pros and cons of GST

1. Launching a new business becomes easier

Under the previous tax regime, if your business had 
operations across multiple states, you would need to 
register for VAT with each state’s sales tax department 
in order to carry out business activities there.The fact 
that every state had different tax rules complicated 
the entire process, and business owners had to pay 
multiple procedural fees for VAT registration. Under 
GST, the registration is centralized and the rules are 
uniform for all the states across the country. All you 
have to do is complete and submit an online form 
to obtain a GSTIN (GST Identification Number). 
Launching a new business, and subsequently 
expanding it, will be comparatively easier under 
the GST regime.

2. The entire process of taxation becomes simpler

The prime reason GST is implemented is to 
remove cascading taxation. It reduces the 
complications caused by the overlap between Central 
taxes (Excise duty, customs duty, service tax, etc.) 
and State taxes (VAT, purchase tax, luxury tax, etc.), 
because it levies a uniform tax on goods and services 
all over India. The taxes on goods and services levied 
under VAT, purchase tax, and luxury tax will now 
be merged into one single tax with one common 
return. If you’ve spent a large portion of your time 
on managing multiple taxes, you can relax under the 
new regime because filing and paying taxes is easier 
with the GSTN portal.

A combined tax also means dealing with fewer tax 
authorities. Previously, business owners had to deal 
with many different tax authorities depending on the 
nature of their business and transactions. Under GST, 
you can be sure that the relevant authority is always 
either the Centre or the State government.

3. Reduced cost of logistics

The previous tax regime has created a lot of hassles 
for the transportation sector. The long queues at 
checkpoints and inter-state entry points have caused 
vehicles to stand idle for long periods of time, adding 
to labour and fuel costs. Businesses transporting goods 
to other states have had a hard time filing paperwork 
and paying entry taxes at the inter-state borders, further 
delaying the delivery of goods.

Under GST, the Central Sales Tax (CST) on 
interstate sales was replaced with a combined tax 
called IGST, which is composed of CGST and SGST 
and collected by the Central Government. As the 
removal of border and check-post taxes makes state 
boundaries less significant under the GST regime, both 
the delay and the transportation cost will be reduced. 
This will increase inter-state business, facilitate faster 
movement of goods, and reduce maintenance costs.

4.  The distinction between goods and services will 
be eliminated

Previously, businesses providing both goods and 
services had to calculate the VAT and service taxes 
individually. GST eases the process by removing the 
distinction between goods and services; tax will be 
calculated for the final total, not individual products 
or services. This will help SMEs take advantage of the 
tax incentives for payment on the procurement of input 
goods and services (like import, interstate and local 
purchases, and telephone services).

Previously, every invoice contains a long and 
confusing list of taxes levied on the goods and services 
involved in the transaction. GST will make invoicing 
simpler, as only one tax rate will need to be mentioned.

5. Increased threshold limits for new businesses

Under the previous regime, businesses with a moderate 
annual turnover (Rs.5 lakh in some states and Rs.10 
lakh in other states) are supposed to register and 
make payments for VAT. Under GST, this burden is 
eliminated for many businesses, since a business does 
not have to register or pay if its annual turnover is less 
than Rs.20 lakh (Rs.10 lakh in North Eastern states). 
Also, under the composition scheme, businesses with 
turnover between Rs.20-Rs.50 lakh will pay GST at a 
lower rate. This should have a positive effect on start-
ups and other small businesses by relieving them from 
tax burdens.

Limitations of GST:

Though there are a lot of advantages to GST, SMEs 
may have reservations about transitioning to GST 
and getting used to the new tax regime within a short 
period of time. Their concerns might include increased 
compliance costs and numerous returns. Here are a 
few negative effects of GST that are likely to affect 
SMEs.
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Negative impact of GST on SMEs

1. Multiple registrations for Pan-India businesses

Under the new regime, a business will have to register 
online for GST in every state involved in its sales 
process. If your business delivers goods across 5 states, 
then you’ll have to register for GST in those 5 states 
to carry out your business activities. Since the entire 
registration process takes place online, small business 
owners who are not used to working online might not 
find the transition easy.

2. Returns must be filed on a monthly basis

Under GST, there will be around 36 returns in a fiscal 
year. GST returns will also require you to close your 
books on a monthly basis, which, realistically, will 
take a lot of time. The time that business owners spend 
filing these returns could instead be spent on other 
productive activities, like developing their business 
and acquiring clients.

To top it off, until you’ve filed the relevant returns, 
you cannot claim refunds and your customers cannot 
claim tax credit for the goods they bought from you. 
Should you miss a single return, you’ll be penalized 
Rs.100/- a day and your compliance rating on the 
GSTN portal will be reduced.

3. Cost of tax compliance is likely to increase

As mentioned above, consistently filing 3 returns a 
month, periodically reconciling your transactions, 
and uploading invoices regularly will give rise to 
the need for an accountant with technical expertise. 
Hiring an accountant and paying them, adds to the 
burden on small businesses. It’s tedious to maintain 
separate books of accounts for every state involved in 
the supply of goods/services and assess the records of 
various entities involved in every single transaction. 
To cope with the system, small businesses might use 
the services of licensed third parties that help firms 
comply with the GST regime. For this convenience, 
small businesses will have to dish out a sum ranging 
from Rs.1000-Rs.5000, depending on the kind of 
service that is rendered to them.

4.  Registration will be mandatory for e-commerce 
suppliers and operators

Businesses carrying out activities related to 
e-commerce should register under GST irrespective 
of their annual turnover rate. Unlike other types of 

businesses, e-commerce firms will not be eligible 
for threshold exemptions or for the Composition 
Scheme (which allows firms to file their tax returns 
on a quarterly basis instead of 3 times a year and pay 
taxes at a much lower rate).Also, e-commerce firms 
should register for GST in every single state where 
they supply goods.

Overall, GST simplifies the entire process of filing 
and paying taxes. It will also increase the competition 
between SMEs by unifying the Indian market. If you’re 
proactive and take care of your GST compliance 
measures beforehand, you can minimize the potential 
negative effects of the new regime on your business. 
In the long term, GST is expected to have a positive 
impact on SMEs and the Indian economy as a whole.

CONCLUSION

The GST being the big step of government of India 
to simplify the previous tax system has both positive 
and negative impacts on business of small and medium 
enterprises. The fundamental of ‘one nation, one tax’ 
was created with an intension to easy tax filling, ease 
of doing business in other states.

SME is a major growing sector where enterprises 
enter and exit the market frequently, so the 
implementation of GST has great effect on survival 
in the market.some enterprises found it difficult in 
accepting it but in majority of enterprises they found it 
lots easier than the previous VAT form of taxation. It is 
found that it is lot beneficial to the small and medium 
enterprises and also for the start-ups. It has a potential 
to go a long way in improving the business conditions 
of the state in small and medium enterprises sector. 
The study found that GST is beneficial for SMEs.

Result for hypotheses:

On the study I made on the GST in general and its 
impact in SMEs (small and medium enterprises),I find 
the impact of GST on SMEs is found to be beneficial 
and will improve the economic growth of our country.



ABSTRACT

Today, individuals are anticipating gain such services 
so as to bring Entertainment, stimulation, knowledge 
and information into their homes. The present study 
shows about the socio economic factors of the users 
and to break down the reasons and fulfillment level 
about the Cable TV Users. The data is collected 
from 200 customers of Cable TV services living in 
Tamilnadu. The study highlights that most of the 
respondents want to improve Cable TV services as 
a result of its image or picture quality, reasonable 
or sensible price, different sorts of boutiques and 
more channels. Subsequently the Cable TV services 
provider must focus on customer service, customer 
engagement, and picture quality, reasonable cost 
instead of different components to make their 
business increasingly effective and fulfill or satisfy 
the customers.  The present study helps to find out 
the level of satisfaction of customers in regards to 
some selected cable TV company. This study likewise 
attempts to break down the factors which influences 
on selection procedure of customer when they are 
purchasing variety of brand.

Keywords: Digitalization, Cable Service, Customer 
Satisfaction, Preference, Impact.

1. INTRODUCTION 

Today, the idea of cable TV has truly turned out 
to be exceptionally famous in India and peoples 
are anticipating obtain such services so as to bring 
knowledge and entertainment into their homes. 
Cable TV network is connection through a set-top 
box. In spite of the fact that the government has 
guaranteed that free-to-air channels cable on link 
are conveyed to the consumer without a set-top box 
The customer is a centric point in each business and 
it is thus essential to check or on the other hand to 
check whether the customers are fulfilled or not. 

IMPACT OF DIGITALISATION AND CUSTOMER SATISFACTION ON CABLE TV 
SERVICES IN TAMILNADU
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The present study attempts to discover out the level 
of satisfaction of customers with respect to some 
selected cable TV company. This study attempts 
to examine the factors influencing choice of Cable 
TV Brand, Source of Awareness about Cable TV 
Services, Popularity of Selected Cable TV services 
and so on. 

2. REVIEW OF LITERATURE

(Vegard Iversen & Richard Palmer-Jones, 2019)
This study has observed that pro social TV content 
towards attitude and behavior towards respondents, 
the suggestions concern about TV program content, 
it reduces tolerance of spoutial violence, it also raises 
women autonomy and school enrolment. Meanwhile 
cable TV does not affect uneducated women. This 
paper highly implies that straight forward underlying 
process of social change may be at work with different 
implications for interventions to empower women 
without cable TV.

(Sabina Shamim, 2016)This paper traces the 
present scenario of set top boxes In India. Since 
digitalization is need of the hour. There is huge 
demand for ser top boxes in India. Right now, it has 
been identified that there is a demand and supply gap. 
Since the local producers are finding it difficult, foreign 
producers are exporting to India. The government 
should take necessary measures to support local 
producers to cater the demand presently prevailing in 
the country.

(Manasvi Maheshwari, 2014)This study explains 
the importance of digitalization among cable network 
in India. This will introduce transparency in cable 
network and has the power to revolutionize the TV 
viewing experience. It will all pave way for number of 
pay channels. For the system to stay static continued 
supply of technology with lower sales in needed. A 
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regulatory body will go long way in improving the 
system.

(P.Jotheswari, et al., 2014)This study implies the 
perception, awareness and belief of the people will 
regard to DTH services in India. Most of the factors 
are in favour of the DTH services. But in some areas 
the services need drastic improvement such as in 
packages, choice of channels, high quality signal etc. 
still there is a need for DTH services awareness and 
people should make to feel that the services are really 
cost effective.

(Dr.Malarvizhi.V & K.T.Geetha, 2014)The 
present study addresses the usefulness and dominance 
of DTH services over the traditional cable counterparts. 
DTH provides versatility and flexibility which the 
cable network lacks. DTH offer various benefits 
like superior sound and picture quality, internet 
connectivity and much more. Thus, it is quite clear that 
the DTH services are highly needed and traditional 
cable services are being replaced by modern and 
futuristic DTH networks.

3. OBJECTIVES OF THE STUDY

 ●  To study the impact towards Digitalization of 
Cable TV service in Tamilnadu district.

 ●  To analyze the awareness level of users for 
Cable TV services in Tamilnadudistrict.

 ●  To examine the customer preference for 
Cable TV services in Tamilnadudistrict.

 ●  To evaluate the level of customer satisfaction 
of the selected Cable TV service.

 ●  To identify the factors affecting selection of 
Cable TV services.

4. RESEARCH METHODOLOGY

Research Design –Descriptive Research

Sampling Technique – Convenience Sampling

Sample Size -100

Data Collection : Primary Method and Secondary 
Method

Research Tool: Well Structured Questionnaire

4. DATA ANALYSIS
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6. SUMMARY OF FINDINGS
 ●  86% of the respondents are using cable 

connection and 14% of the respondents are 
using DTH service.

 ●  50% of the respondents installed cable service 
between 1year is 50%, 2 years is 26%, 3 years 
is 14% & more than 3 years is 10%.

 ●  The majority of respondents using other 
cable service (48%). The respondents also 
using cable service like TCCL (20%), JAK 
(18%), POLIMER(14%).

 ●  From the above chart it is shows that 16% 
are for Installation charges, 24% are Package 
cost, Transmission are 20% & 40% are for 
customer service.

 ●  76% of the people satisfied with the service 
quality of the cable service and 24% of them 
are not satisfied with quality of the service.

 ●  It clearly denotes that 20% feel Excellent with 
the Quality, 26% feel good, 32% of them feel 
mediocre, 16% feel bad and 6% feel worst 
with the quality they have received from the 
service provider.

 ●  From the above chart says that 4% feel very 
poor, 18% feel poor, 26% feel average with the 
service provider, 32% feel good and 20% feel 
Excellent with the quality of customer service.

 ●  The above chart clearly states that 20% are 
satisfied with the Increase in Bill paid, 28% 
feel average and 52% feel Dis-satisfied with 
the Amount paid.

 ●  From the above chart it clearly highlights 
that 22% Feel that it is necessary, 34% feel 
average and 44% of the people think that it is 
a unnecessary tax on channels.

 ●  The above chart shows how the people are 
affected on implementation of new tax. 20% 
of the people feel they are not affected, 58% 
feel they are slightly affected and 22% feel 
they are most affected.

 ●  The above Chart specifies that pay channel 
concept as 28% say it’s a perfect move, 8% 
feel it’s a needed change in price, 40% feel 
it’s an unwanted activity and 24% feel it’s a 
Worst one.

7. SUGGESTIONS

 ●  Majority of the customers are having cable 
connection of various operators hence the 
operators needs to provide better service to 
retain their respective customers.

 ●  Cable TV operators need to raise their service 
quality since most of the customers are 
unsatisfied with the quality. 

 ●  The new tax system implemented is not 
favored by majority of the customers hence 
it should be revised to suit the customer 
requirements.

 ●  Pay for channels you see system also shows 
that it is not well received by the customers 
so it needs an overhaul as well.

 ●  Only few customers are satisfied with paying 
the current rate of bill which is a concern for 
the operators.

 ●  The various costs like installation cost, 
package cost should be reduced to make way 
for value for money concept in DTH services.

8. CONCLUSION

The study states about how the customers are 
affected due to the implementation of newtariff rate 
in channels implemented by TRAI Regulator in 
2019. In this period it may be effectively said that all 
classes of peoples are utilizing the cable TV service 
to their TV. By considering this the cable TV service 
provider are thinking of various brand names. In any 
case, the consumer inclines toward their preferred 
brands because of different reasons. The present study 
implies that most of the respondents like to purchase 
cable TV service as a result of its sensible and low 
cost, different sorts of packages and more channels. So 
the cable TV service provider must focus on customer 
service, sensible cost instead of different variables 
to make their business progressively effective and 
fulfill the customers. It is concluded that the cable TV 
service providers should improve the advertisement 
through pamphlet, broacher and so on. The attractive 
advertisement leads to boost more sales. The cable 
TV service provider can reduce the price to fulfill the 
needs for lower-income level of people. 
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ABSTRACT

Women’s entrepreneurial development is one of the 
important areas and majority of the countries have 
been focusing upon this as a part of over all Human 
Resource Development. It is well ascertained by policy 
makers across the countriesthat strategic development 
of an economy requires equal participation and equal 
opportunities for both genders in all sectors. Therefore, 
entrepreneurial development is one of the significant 
factors for sustainable socio-economic development. 
Women owned businesses are playing a significant role 
in the reach of entrepreneurial activity in a developing 
country like India. However, the number of women 
engaged in entrepreneurial activity and the contribution 
made by women entrepreneurs to the economic prosperity 
of India can’t be ignored. Women, in general, perform 
exceedingly well in retail trade,  restaurants and hotels, 
education, insurance, manufacturing, laundering, dry-
cleaning, hair dress and private nurseries. The majority 
of Indian women have been opting for industries 
like agriculture, agro-based industries, handicrafts, 
handlooms, cottage industries, textile and garments, 
leather, marine products and tobacco products. 
It is a healthy sign that women’s participation in 
entrepreneurship is increasing after globalization but the 
pace of increase can be further improved through proper 
education, training and motivation.

INTRODUCTION

Entrepreneurship is a multidimensional phenomenon 
that cuts across disciplines. The term entrepreneurship 
describes the process and activities undertaken by 
entrepreneurs. Entrepreneurs are individuals who 
organize, operate, innovate and ready to bear the risks 
associated with a business venture. They establish 
business firms in order to pursue an opportunity they 
have identified. The role of entrepreneurship is more 
important as it accelerates the economic development of 

FACTORS INFLUENCING WOMEN’S ENTREPRENEURIAL JOURNEY:  
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a country.  It has been recognized that micro, small and 
medium enterprises (MSMEs) have been the major force 
in job creation, innovation and economic development. 
Further, it may be good to emphasize that out of many 
MSMEs, a good proportion of them have women as 
the majority of the work force.  Some of them  are also 
owned or operated  in one way  or another by women. 

MSMEs have emerged as an option for women 
entrepreneurs and workers and can be termed as a gender  
sensitive sector. Development of women needs special 
significance because many micro, small and medium firms 
though operated through women are doing extremely 
well but often, is less recognized. In order to ensure better 
support from various levels, it is necessary to understand 
the factors which influence women entrepreneurs to take 
up the business. Therefore, in order to understand the 
importance of promoting entrepreneurial spirit among 
the people and women in particular, an attempt is made 
by the authors to highlight the problems and challenges 
of women entrepreneurs. The present study also aims 
at discussing the factors motivating women to get into 
micro, small and medium scale entrepreneurial ventures. 
While discussing entrepreneurial development, it is very 
much within the context to study the entrepreneurial 
aspirations of womenfolk in Chennai which can be treated 
as a sample for the whole of India.

Conceptual Frame work

Several theories of entrepreneurship have developd 
from different schools of thought with several authors 
emphasizing different meanings. There is no universal 
theory for this phenomenon. Prominent among them is 
Schumpeter’s theory which lays emphasis on the role 
of an entrepreneur who perceives the opportunities 
and innovation to carry out new enterprise. The term 
motivation has been derived from the word motive.  
The motive may be defined  as an  inner state  of mind  
that   activates  and  directs the behavior of an individual 
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towards the goal. The importance of motivation to human 
life and work can also be judged by a number of theories. 
McClelland’s” Acquired Needs” theory suggests three 
needs, i.e. achievement, affiliation and power, which 
may  simultaneously act  on an individual. But in case 
of an entrepreneur, the high need for achievement is 
found dominating that has been propounded to explain 
entrepreneur’s behaviour in this context.

RATIONAL OF THE STUDY 

MSMEs has emerged as an option for women 
entrepreneurs and workers and can be termed as a 
gender  sensitive sector., what exactly motivate women 
to get into small and medium scale entrepreneurial 
ventures. There is always an increasing trend in the 
economy to maximize production. This in turn leads 
to more entrepreneurial ventures which are increasing 
day by day. But how far, the women folk perceive this 
trend and seek opportunity to become entrepreneurs 
and factors contributing to it needs to be evaluated . 
Hence it is the need of the hour to identify the factors 
that create entrepreneurial aspirations of women  and 
the importance of promoting entrepreneurial spirit 
among the people and women in particular, an attempt 
is made by the authors to highlight the problems and 
challenges of women entrepreneurs. 

REVIEW OF LITERATURE 

Various researches have come up with varied 
observations on Entrepreneurship. Prashant  K 
Nanda(2013) in his article,” Translating Passion into 
Viable Business Proposition”, stated that finance has 
never been a constraint to someone’s craze to start any 
new venture. Since the opportunities are immense,  the 
whole country would be a market place for them once 
it is  started by using the available resources. 

Chandu Nair (2013) stated in his article “My 
Entrepreneurial Journey” - when one starts off as 
an entrepreneur, almost nothing is known. Despite 
knowing this, what helps in success is unknown. 
The mortality rate of new ventures is frighteningly 
high. Still a number of them become entrepreneurs 
because of the joy of initiating, leading, guiding and 
participating in a journey that one never knew before. 

Carter et al., (2004), indicate that perhaps the 
most popular reason for starting a new business is 
individual’s intention to earn more money and achieve 
financial security. 

Hisrich and O’Brien (1981) confirmed the 
reasons for women entrepreneurs owning businesses. 
The formation of initial idea about a product or service, 
desire for financial independence and the desire to be 
one’s own boss.

RESEARCH GAP
Although many prior studies and reserch papers and 
publications have asssessed the entreprenerial spirit of 
the women entrepreneurs there has been no significant 
research on the factors influencing women folk to become 
an entrepreneur in the recent past. The present study is 
perhaps the first attempt to fulfill this neeed. Considering 
this as a comprehensive study material an attempt has 
been made to find out the reasons that  influence  women 
folk to take up their entreprenerial journey to get into 
into micro, small and medium scale entrepreneurial 
ventureswith special reference to Chennai.

OBJECTIVES OF THE STUDY
To identify the factor that  influences aspiring women 
folk to become entrepreneurs

To bring out the immune challenges faced  by 
women entrepreneurs in Indiafolk to take up their 
entreprenerial journey to get into into micro, small and 
medium scale entrepreneurial ventureswith special 
reference to Chennai.

Hypotheses
1.  Non-conducive factors for the sustainable 

development of women entrepreneurial 
venture are not significant.

2.  Ambition, compulsion, facilitation, or 
guidance factor does not play any significant 
role for aspiring women folk to become 
entrepreneurs.

Research Methodology
According to the fourth All India Census of MSMEs   
carried out in the year 2006-07, published by the 
Ministry of MSME,  Government of India, New Delhi, 
there were 15.64 lakh units in the country. Women 
entrepreneurs contributed 13.72% and men contributed 
86.28% in the whole country.  In Tamil Nadu, there 
were 233.88 thousand units – out of which 179.23 
thousand units (28%) were managed by women and 
179.23 thousand units (72%) were run by the men folk. 

There were 54650 units in Tamil Nadu. Out of this, 
8198 units were managed by women entrepreneurs and 
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46452 Units were managed by male entrepreneurs. 
According to an estimate for the year 2012, there 
are  1240 units in Chennai, and nearly 350 units are 
managed by women entrepreneurs in Chennai.  Out 
of the 350 units managed by women entrepreneurs, 
200 units were selected at random.  A tested standard 
protocol was used to collect information and the 
authors personally interviewed all the women 
entrepreneurs.  Simple Random Sampling method was 
adopted to carry out the survey.  Both  Primary and 
Secondary data were used in the study.

Factors Influencing Women’s 
Entrepreneurial Journey

A study was conducted among 200 women entrepreneurs 
selected at random among 350 women entrepreneurs 
in Chennai, Tamil Nadu.  In addition to the general 
information such as age, type of ownership, years 
in the business and products promoted,  a list of 20 
parameters to assess the motivational factors of these 
women to involve themselves in the MSMEs sector.  
The list includes the following parameters: Educational 
background, occupational background, social and cultural 
background, skills and knowledge, attitudes displayed by 

parents, economic necessity, self fulfillment and personal 
goal attainment, enterprising attitude, high achievement 
motivation, desire to be independent, access to financial 
resources, desire to control, recognition on par with 
male counterparts, demand for the product, need for job 
satisfaction, Stronger effects on business rather than choice 
or intention, unsound units, availability of labour and raw 
material, guidance from EDP through Government and 
NGOs, and financial support from the government. Each 
parameter  is assessed using a ten point scale which was 
converted into percentage scores.  

Factor analysis is a statistical tool to reduce the 
number of original set of variables into a smaller set 
of hypothetical variables or factors.  These factors are 
orthogonal or mutually independent of one another. Each 
factor is highly loaded with the variables that are related 
to one another.  It is of interest to know the motivational 
factors of women entrepreneurs in their journey and 
factor analysis has been used for this purpose.   Scores 
of the twenty parameters and Varimax rotation procedure 
have been used in the analysis.  The following table 
provides the details of the  variance explained by each 
one of the twenty parameters, number of factors extracted 
and the percentage of variance covered by each factor.

Factor Analysis 

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Component Total % of 
Variance

Cumulative  
% Total % of 

Variance
Cumulative 

% Total % of 
Variance

Cumulative 
%

1 5.813 29.067 29.067 5.813 29.067 29.067 5.189 25.945 25.945
2 3.581 17.906 46.973 3.581 17.906 46.973 3.388 16.938 42.884
3 2.406 12.029 59.003 2.406 12.029 59.003 2.760 13.798 56.681
4 1.591 7.954 66.956 1.591 7.954 66.956 2.055 10.275 66.956
5 1.404 7.020 73.976
6 1.225 6.123 80.099
7 .867 4.335 84.434
8 .750 3.750 88.183
9 .693 3.465 91.649
10 .485 2.425 94.074
11 .394 1.971 96.045
12 .344 1.719 97.764
13 .279 1.397 99.160
14 .168 .840 100.000
15 .000 .000 100.000
16 .000 .000 100.000
17 .000 .000 100.000
18 .000 .000 100.000
19 .000 .000 100.000
20 .000 .000 100.000
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A set of 20 parameters has been reduced to a 
set of four factors.  The first factor covers about 
26 per cent of the total variance, the second factor 
covers about 17 per cent, the third about 14 per cent 
and the fourth factor covers about one-tenth of the 
total variance.  Put together, all the four factors 
cover about 67 per cent of total variance.  The loss 

of information by reducing the original set of 20 
variables into four hypothetical variables is about 
33 per cent.

The four factors are listed after being rotated 
using Varimax rotation in the following table.  The 
table provides the variables that are highly loaded in 
each of the four factors.

Rotated Component Matrix

Factors motivating women-folk in Chennai Component
1 2 3 4

Self-fulfillment and personal goal attainment .969 -.015 .046 .061
Desire to be independent .864 -.019 .000 .028
High achievement motivation .837 -.054 .026 .076
Recognition than their male counterparts .782 -.037 .171 .194
Desire to control  .766 .058 .087 -.017
Enterprising attitude .747 -.029 .039 .103
Access to financial resources .665 .031 .079 .290
Stronger effects on business rather than choice or intention .019 .791 .178 .168
Need for job satisfaction -.142 .782 .256 -.034
Economic necessity .149 .728 -.006 .033
Demand  for the product . -.039 -.718 .526 -.103
Unsound units available at cheap price  -.004 -.671 .577 -.001
Availability of labour and raw material .179 -.660 .094 -.084
Skills and knowledge experience -.025 .026 .833 .066
Financial support from the government to start-up  .181 .025 .756 .039
Occupational background .007 .386 .534 -.164
Social and Cultural factor .443 -.116 .471 .140
Attitudes displayed by parents .443 -.116 .471 .140
Guidance from EDP through Government and NGOs .226 .131 .042 .947
Educational background .226 .131 .042 .947

The parameters that are highly loaded in 
the first factor are Self-fulfillment and personal 
goal attainment, Desire to be independent, High 
achievement motivation, Recognition than their male 
counterparts, Desire to control, Enterprising attitude 
and Access to financial resources.  These variables 
are related to the ambition of women entrepreneurs of 
Chennai and hence termed as 

Ambition factor

Stronger effects on business rather than choice 
or intention, Need for job satisfaction, Economic 
necessity, Demand  for the product, Unsound  
units available at a low price, and Availability of labour 
and raw material are highly loaded in the second factor.  
This factor is named as Compelling Factor.

Skills and knowledge experience, Occupational 
background, Social and Cultural factor, Attitudes 
displayed by parents, and Financial support from the 

government to start-up are loaded in the third factor 
and this is christened as Facilitating Factor. 

The fourth factor is loaded with Educational 
background and Guidance from EDP  through 
Government and NGOs. This may be called as 
Guidance Factor.

Factor analysis  is carried out using the scores 
of the twenty parameters yielded four major factors 
and these are named as Ambition factor, Compelling 
factor, Facilitating factor, and Guidance factor. These 
four major factors are considered as the motivational 
factors for women entrepreneurs of Chennai.

Non - Conducive Factors for the Sustainable 
Development of Women Entrepreneurs

Women view risk differently than men, Low 
quantity performance (such as job creation, sales 
turnover and profitability) compared to men, 
Accessing credit from formal institutions, Limited 
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knowledge of marketing strategies. Obtaining quality 
raw materials, Difficulty in handling Competition, 
Lack of networking facilities, Balancing time between 
the enterprise and the family, Prevailing social and 
cultural gender-based inequalities, Limited awareness 
about trade policies 

Table 2 Non - Conducive Factors for the 
development of women entrepreneurs

Table 2 clearly shows the opinion of the participating 
women about the key challenges faced by them.
Fifty six percent of the respondents considered 
the difficulty in understanding the risk related to 
business  as the major challenge and this factor is 
ranked first.  Women entrepreneurs are not able to 
compete with their male counterparts in job creation, 
sales turnover and profitability due to prevailing 
social, cultural and  psychological factors. This 
low quantitative performance by women is ranked 
second by 52 percentage of respondents. Difficulty 
to access credit from family or  financial institutions 
is another challenge, according to nearly 49 percent 
of the respondents.  Limited exposure to marketing 
strategy is  giventhe fourth rank by 49 percent of 
the respondents.  Obtaining quality raw materialalso 
make nearly 45 percent of the respondents to consider 
as a challenge. Difficulty in handling competition 
is another challenge as per the views of nearly 44 
percent of the respondents. Lack of networking is also 
considered a big challenge according to 42 percent of 
the respondents.  Balancing work and  family pose 
great challenges as well, and this aspect has been 
given the eighth rank. Gender bias for  talent in India 
also makes nearly 40 percent of the respondents 
to consider it  as a challenge.   Awareness about 
trade policies is ranked tenth with 38 percentage 
of respondents feeling that the government has not 
taken the necessary initiatives to create awareness 
about the changing trade policies from time to time.

Limitations 

The study  discusses mainly the motivational and 
non-conducive factors by women  entrepreneurs in 
MSMEs Sector.  The study has been conducted only 
in  Chennai city with the assumption that Chennai can 
be treated as a representative sample for the whole of 
India. The study has limited its scope to find out the 
major motional factors and could not study the close 
relationship with the entrepreneurial factors such 

as  Type of industry, Nature of organization, Capital 
invested, Average Sales Turn over, Average Net 
Profit,  etc. Therefore it could not be claimed to be an 
exhaustive study.  

Findings and Suggestions 

Entrepreneurship plays a crucial part in the transition 
process towards self-employment and self-sufficiency. 
The research has identified four motivating factors 
such as the Ambitious factor, Compelling factor, 
Facilitating factor, and Guidance factor  as the 
inspiring factors  for women folk in Chennai to  take 
up the entrepreneurial activities, in micro, small 
and medium scale enterprises. It is also found from 
the study that Guidance factors seem to be the least 
inspiring factor. Therefore, great support is required 
from all realms, especially educational institutions. 
They should concentrate  on entrepreneurial 
education and improve the entrepreneurial skills 
of women youth. The government should support 
the entrepreneurial development opportunities for 
women and provide better environment for their 
participation  by developing necessary  infrastructure, 
design programs and course ware, ensure training and 
development activities  in tune with the requirement of 
entrepreneurial activities. Further in order to fuel the 
economy, new  vistas should be  opened to women by 
providing special assistance and concessions.

The study also found  outfour main obstacles. The 
capital investment is a major decision and it invites 
risky consequences in case of a new venturestarted 
by women entrepreneurs.  Difficulties in increasing 
the volume of the production are due to the prevailing 
social and cultural gender-based inequalities 
and biases result in women ‘s low quantitative 
performance. Limitedbusiness experiences, include 
lack of knowledge of marketing strategies, weak 
business associations, lack of networking facilities, 
and poor access to education and training programs 
act as thebarriers.  Societal attitudes toward starting 
a business in general, the economic climate of the 
market, and the availability of accessible funds as 
important environmental factors influence the decision 
to start a firm. These factors combined serve as non - 
conducive factors for the emergence and development 
of women entrepreneurship. If these obstacles are 
removed then it is easy to promote entrepreneurial 
spirit among the people and women in particular. 
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CONCLUSION 

Entrepreneurship is facilitating more job opportunities 
forthe young generation especially women in small 
and medium sector industries in many countries. The 
requirement of capital for a business venture is not 
the same for all kinds of businesses including Micro,  
Small and Medium Sector business ventures. In order 
to start a small scale business, the new entrants have 
to think of various expenditures like infrastructure, 
manpower, machinery, raw materials, capital etc., 
and has to make the project viable in accordance 
with the expectations be accepted by passionate and 
happy entrepreneurs as part of the The present findings 
indicates similar views. Women-owned businesses and 
women involved businesses in the small and medium 
sectors are increasing day by day. When a woman 
starts off as an entrepreneur, the one word she hears 
most often is a very simple two letter word - NO. The 
toughest task is converting that into a three letter word 
- YES. That is the essence of entrepreneurship, in an 
Indian context. Women should experiment with various  
kinds of business models and select that  model which 
no one has even thought of. Each experience should be 
useful and instructive. What women know is not often  
as important as who she knows and when she knows.  
Net working is essential. To hear opportunities knock 
at the door, one has to be standing near the door. No 
matter what happens, one has to be present in order to 
be taken seriously. Once she invests in business, there 

will be interference in decision making that should 
business venture.   From the study it is understood 
that  in  the entrepreneurial journey falling down is 
inevitable due to non-conducive factors that influence 
the sustainable growth of entrepreneurs. Therefore 
failure lies not in falling down but not in getting up.  
Women should  take the entrepreneurship for the sheer  
joy of initiating, leading, guiding and participating in 
the journey of business. 
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ABSTRACTS

NRHM launched by Government of India holds 
great hopes and promises to the need of the people.  
Especially, NRHM has been implementing so 
many projects exclusively to reduce gender (male 
& female) inequality large disparity in India. The 
paper intends to study the impact of NRHM in the 
southern States of India in term of IMR of male 
and female. This present study is based on the 
available secondary data. The data has collected 
from various government reports. This study has 
employed various statistical and econometric tools 
like table; graph and paired sample T test in order 
to analysis and interpretation of data. Thepaired 
samples T test result indicating thatAfter NRHM 
in the southern States of India IMR of male and 
female is significant reduction. But, reduction of 
IMR in male is much faster and much higher than 
IMR in female.This paper suggested that to further 
reduction of IMR of male & female, the Government 
should be continuous effectively this programme 
like HBNBC in all regions in India. Then only, its 
Infant Mortality can reduce as per the requirements 
of Millennium Development Goals.

INTRODUCTION

Health is described as the state of complete physical, 
mental and social well-being (WHO). According to 
Webster Dictionary: Health is a state of being hale 
sound, or whole, in body, mind, especially, the state of 
being free from physical disease or pain. 

Health is an important form of human capital. 
It can enhance workers’ productivity by increasing 
their physical capacities, such as strength and 

endurance, as well as their mental capacities, such 
as cognitive functioning and reasoning ability. 
Low levels of human capital will be a barrier 
to development and impede improvements in 
productivity and competitiveness. But, human 
capital performancemainly has been linked to 
levels of education and some other factors such 
as innovation, technical progress and research 
and development and also health and nutrition as 
conditioning factors to growth. Sustained growth 
depends on the levels of human capital whose stock 
increases as a result of better education, better 
health, and new learning and training activities.
Therefore, promotion of good health must be prime 
objective of every country’s development program. 
It is precursor to improve the quality of life for a 
major portion of mankind. The preamble to the 
WHO constitution also states that enjoyment of the 
highest attainable standard of health is fundamental 
right of every human being and Governments 
are responsible for the health of their people and 
that they can fulfil that responsibility by taking 
appropriate and social welfare measure. Health 
has found an important place in the constitutions 
of all nations of the world. Therefore,countries like 
economically developed and developing economy 
have started paying adequate role on improving the 
health status of people in the last three decades or 
so. A considerable portion of the Gross Domestic 
Product (GNP) has been earmarked for health 
promoting activities and health care represented by 
the number of medical institutions and availability 
of medicines.

In India, Consider into account the above factors 
in 2005 National Rural Health Mission was launched 



716

   

ourcountry.It is also called as National Health 
Mission. It provides effective health care to rural 
population, throughout the country particularly states 
which have weak public health indicators and weak 
infrastructures. Also, it seeks to provide universal 
access to reasonable,cheap and excellence health 
care. Which is answerable and approachable to the 
need of the people, reduction of child and maternal 
deaths as well as population standardization, gender 
(male & female) and demographic balance. It would 
also help to achieve the goals set under the NRHM 
policy and millennium Development Goals.

REVIEW OF LITERATURE

Amarjeet Sinha (2009) studied about the NRHM 
in India. The researcher identified that the National 
Rural Health Mission provides a large canvas and 
platform for health action. Throughout the short 
period of its presence there is sufficientsignal  to 
show that the mission has been moving in the right 
direction, crafting a reliable public system of health 
care provisionopening from the village and going up 
to the district level.

ZakirHussain (2011) critically evaluates the 
success of the government intervention strategies 
under NRHM scheme. This paper attempts a 
desk review of the progress of the National Rural 
Health mission with respect to its core strategies- 
provisioning of health services to households through 
accredited social health activists, support rural 
public facilities, increasing capacity of panchayat to 
regulate and manage provisioning of health services 
and standing of an effective health management 
information system.

S. Bhattacharyya, A. Srivastavai, BI. Avan, W. 
J. Graham 117 (2012) accesses facilitating factors 
and tasks in providing quality delivery care and creates 
context-specific operation lessons in three diverse 
states in India. The analysis presented is qualitative 
and descriptive. The Analysis shows that NRHM has 
filled new life in terms of infrastructure improvements, 
advance lower-level facilities but tasks remain like 
inadequate human resources, non-utilization of 
allocated funds and poor observing.

The study on impact of National Rural Health 
Mission on per natal in rural India by Sharad Kumar 

Singh and Ravider Kaur (2012). The researcher 
find out that innovations under national rural heath 
mission have paved the way for increased utilization 
of hospitals for childbirth. The relationship of increase 
in hospital deliveries with deterioration in the prenatal 
mortality rate in rural India after the introduction 
of NRHM in 2005 was measured using the sample 
registration system reports.

Dr.NavithaThimmalah and Mamatha K.G- 
(2014) intends to study the impact of NRHM in term 
of health infrastructure and to study the impact of 
NRHM on health indicators like IMR, MMR, CDR 
and TFR in Karnataka. The researcher found that 
the number of sub centres, primary health centres 
and community health centre has enlarged between 
2005 and 2010. Also IMR, MMR, CDR and TFR 
have come down after the execution of national rural 
health mission.

OBJECTIVES OF THE STUDY

1.  To examine the impact of NRHM in term of 
IMR male between southern state of India

2.  To analysis the impact of NRHM in term 
of IMR female between southern state of 
India

Hypotheses of the Study  

 ●  There is significant reduction in IMR male 
after implementation of NRHM

 ●  There is significant reduction in IMR female 
after implementation of NRHM

Scope and Methodologyof the Study

This present study is related to NRHM and its impact 
on IMR in the southern state of India on the basis of 
secondary data available. The data has collected from 
Sample Registration System Statistical Reports for 
different years, Office of RGI, New Delhi. And SRS 
Bulletins for different years, Sample Registration 
System, Office of RGI, New Delhi. In addition, 
http://niti.gov.in/content/infant-mortality-rate-imr-
1000-live-births.This study has employed various 
statistical and econometric tools like table; graph 
and paired sample T test in order to analysis and 
interpretation of data.
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Result and Discussion of Infant Mortality Rates Male & Female in Southern States of India
TableInfant Mortality Rates (male) in southern States of India (1999-2016)

year /state India TamilNadu Kerala Andhra Pradesh Karnataka
Before Implementation Of NRHM

1999 70 50 14 69 59
2000 67 49 15 66 65
2001 64 45 14 65 59
2002 62 46 9 64 56
2003 57 44 11 59 51
2004 58 43 14 59 49
2005 56 35 14 56 48

After Implementation of NRHM
2006 56 36 14 55 46
2007 55 34 12 54 46
2008 52 30 10 51 44
2009 49 27 10 48 41
2010 46 23 13 44 37
2011 43 21 11 40 34
2012 41 21 10 40 30
2013 39 20 10 39 30
2014 39 20 12 39 29
2015 37 19 12 37 28
2016 33 17 9 33 22

*Source: 1. Sample Registration System Statistical Reports for different years, Office of RGI, New Delhi.
*SRS Bulletins for different years, Sample Registration System, Office of RGI, New Delhi 
*http://www.censusindia.gov.in/vital_statistics/SRS_Report_2016/8.Chap%204-Mortality%20Indicators-2016.pdf

From table 4.30, it is clear that in the year 
2005 when NRHM was launched, there were IMR 
35 in TNs, 14 in KLs, 56 in APs, 48 in KAs and 
56 in India. In the year 2013, the IMR of TN from 
35 to 20, KL from 14 to 10, AP from 56 to 39, KA 
from 48 to 30 and over all India from 56 to 39 
decreasedrespectively.

FigInfant mortality rate (male) in southern states 
of India (1999-2016)
The fig shows the Infant mortality rate (male) in 
southern states of India. From the fig, it is clear that 
Infant mortality rate (male) southern states of India have 
gradually decreased along the years and after NRHM as 
well. Similarly comparing the southern states of India 
the Infant mortality rate (male) in southern states of 
Indiais lowest in Kerala and High in Andhra Pradesh.
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Paired sample t Test Results on Infant Mortality Rates (male) in southernStates of India

States Statistical 
value

Before 
NRHM

After 
NRHM

Decreasing 
Mean Std.D CO.R t.Value df Sig

India Mean 62.0000 48.8571 13.14286 1.57359 .964 22.098 6 .000
Tamilnadu Mean 44.5714 27.4286 17.14286 3.43650 .829 13.198 6 .000
Kerala Mean 13.0000 11.4286 1.57143 2.50713 .143 1.658 6 .148
Andhra Pradesh Mean 62.5714 47.4286 15.14286 2.19306 .962 18.269 6 .000
Karnataka Mean 55.2857 39.7143 15.57143 2.14920 .941 19.169 6 .000

Paired‘t’ Test Results on Infant Mortality 
Rates (male) in southernStates of India

 ●  H0: There is no difference in IMR (male) pre 
and post NRHM period in southern States of 
India.

 ●  HA: There is difference in IMR (male) pre and 
post NRHM period in southern States of India.

In the paired sample T test result table, it indicates 
that the Tamilnadu M.D value is 17.014286 and its STD. 
Deviation value 3.43650. The t statistic is significant at 
1% ((df: 6, t: 13.198, sig.0.000) level. Therefore, the 
null hypothesis of no difference in IMR pre and post 
NRHM period in Tamilnadu is rejected and alternative 
hypothesis of significant difference is accepted. With 
respect to Kerala, the M.D is 1.57143 and it STD. 
deviations 2.50713. The t statistic is significant at 1% 
((df: 6, t: 27.543, sig.0.148) level. Hence, the null 
hypothesis of no difference in IMR pre and post NRHM 
period in Kerala isrejected and alternative hypothesis of 
significant difference is accepted.

On the other hand, AP M.D value is 15.14286 
and its STD.deviation value 2.19306. The t statistic 

is significant at 1% (df: 5, t: 18.269, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in AP is rejected and 
alternative hypothesis of significant difference is 
accepted. In the case of KR, M.D value is 15.57143 
its STD. Deviation value 2.14920. The t statistic is 
significant at 1% ((df: 6, t: 19.169, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in KR is rejected and 
alternative hypothesis of significant difference is 
accepted.

Whereas, India M.D value is 13.14286 and its 
STD. Deviation value 1.57359. The t statistic is 
significant at 1% ((df: 6, t: 22.098, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in India is rejected and 
alternative hypothesis of significant difference is 
accepted. Over all the above analysis’s revels that 
value of STD.deviation value to TN, AP and KA is 
higher than other state KL andin India .Therefore, 
TN, AP and KA are good performed state than other 
in IMR pre and post NRHM period. On whole, HA: 
There is difference in IMR pre and post NRHM period 
in southern States of India is accepted.

TableInfant Mortality Rates (Female) in southern States of India (1999-2016)

year /state India TamilNadu Kerala Andhra Pradesh Karnataka
Before Implementation Of NRHM

1999 71 55 15 64 57
2000 69 54 13 64 47
2001 68 54 9 68 58
2002 65 43 12 60 53
2003 64 41 12 59 52
2004 58 38 11 58 49
2005 61 39 15 58 51

After Implementation Of NRHM
2006 59 37 16 58 50
2007 56 36 13 55 47
2008 55 33 13 54 46
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2009 52 29 13 50 42
2010 49 24 14 47 39
2011 46 23 13 46 35
2012 44 22 13 43 34
2013 42 21 13 40 32
2014 39 20 12 39 29
2015 37 19 12 37 28
2016 36 17 11 35 27

*Source: Sample Registration System Statistical Reports for different years, Office of RGI, New Delhi.  

*SRS Bulletins for different years, Sample Registration System, Office of RGI, New Delhi.
*http://www.censusindia.gov.in/vital_statistics/SRS_Report_2016/8.Chap%204-Mortality%20Indicators 2016.pdf

From the table, it shows that in the year 2005 
when NRHM was launched, there wereIMR (female) 
39 in TNs, 15 in KLs, 58 in APs, 51 in KAs and 61 
in India. In the year 2013, theIMR (female) of TN 
from 39 to 21, KL from 15 to 13, AP from 58 to 40, 
KA from 51 to 32 and over all India from 61 to 42 
decreasedrespectively.

Feg. Infant Mortality Rate (Female) in southern 
states of India

The above fig shows the Infant Mortality Rate (Female) 
in southern states of India. From the fig it is clear Infant 
Mortality Rate (Female) in southern states of Indiahas 
gradually decreased along the years and after NRHM 
as will. Similarly comparing the southern states of India 
the Infant Mortality Rate (Female) is lowest in Kerala 
and High in Andhra Pradesh even after NRHM.
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Paired‘t’ Test Results on Infant Mortality Rates (female) in southernStates of India

States Statistical  
value

Before 
NRHM

After 
NRHM

Decreasing 
Mean Std.D CO.R t.Value df Sig

India Mean 65.1429 51.5714 13.57143 1.81265 .951 19.809 6 .000
Tamilnadu Mean 46.2857 29.1429 17.14286 2.26779 .967 20.000 6 .000
Kerala Mean 12.4286 13.5714 -1.14286 1.86445 .498 -1.622 6 .156
Andhra Pradesh Mean 61.5714 50.42 11.14286 3.07834 .835 9.577 6 .000
Karnataka Mean 52.4286 41.8571 10.57143 5.56349 .464 5.027 6 .002

Paired‘t’ Test Results on Infant Mortality Rates 
(female) in southernStates of India

H0: There is no difference in IMR (female) pre and 
post NRHM period in southern States of India.

HA: There is difference in IMR (female) pre and 
post NRHM period in southern States of India.

On the basis of analysis conducted by using 
paired sample T test, it indicates that the Tamilnadu 
M.D value is 17.014286 and its STD. Deviation value 
2.26779. The t statistic is significant at 1% ((df: 6, t: 
20.000, sig.0.000) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Tamilnadu is rejected and alternative hypothesis 
of significant difference is accepted. In case of 
Kerala state, the M.D is -1.14286 and it td deviations 
1.86445. The t statistic is significant at 1% ((df: 6, t: 
-1.622, sig.0.156) level. Hence, the null hypothesis 
of no difference in IMR pre and post NRHM period 
in Kerala is accepted and alternative hypothesis of 
significant difference is rejected. 

With respect to AP, M.D value is 11.14286 and 
its STD.deviation value 3.07834. The t statistic is 
significant at 1% (df: 5, t: 9.577, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR pre 
and post NRHM period in AP is rejected and alternative 
hypothesis of significant difference is accepted. On the 
other hand of KR, M.D value is 10.57143 its STD. 
Deviation value 5.56349. The t statistic is significant 
at 1% ((df: 6, t: 5.027, sig.0.002) level. Hence, the 
null hypothesis of no difference in IMR pre and post 
NRHM period in Tamilnadu is rejected and alternative 
hypothesis of significant difference is accepted.

Whereas, India M.D value is 13.57143 and its 
STD. Deviation value 1.81265. The t statistic is 
significant at 1% ((df: 6, t: 19.809, sig.0.000) level. 
Hence, the null hypothesis of no difference in IMR 
pre and post NRHM period in India is rejected and 

alternative hypothesis of significant difference is 
accepted. Over all the above analysis’s revels that 
value of STD .deviation value to TN, AP and KA is 
higher than other state like KL andin India. Therefore, 
TN, AP and KA are good performed state than other 
in IMR pre and post NRHM period.Particularly, TN 
state IMR female reduction is much better than other 
state. On whole, HA: There is difference in IMR pre 
and post NRHM period in southern States of India is 
accepted but except the Kerala state.

Policy recommendation

1.  Government should bring reforms in the 
healthsystem in the rural areas of southern 
States of India like HBNBC. For that, The 
Public, Private and NGO/Third Sectors 
Partnership should take combined effort.

2.  Government should enlargesuccessfully the 
health facility to the hilly region peopleand 
tribal people particularly programme like 
HBNBC. 

3.  After the implementation of NRHM health 
indicators like IMR male & female has been 
reduced significantly. But for the further 
reduction, Government should promote this 
programme extensively in high IMR regions 
inthe southern States of India.

Discussion &Conclusion

NRHM launched by Government of India holds 
great hopes and promises tothe need of the people, 
reduction of child and maternal deaths as well as 
population standardization, gender (male & female)  
and demographic balance . Especially, NRHM has 
been implementing so many projects exclusively 
to reduce gender (male & female) inequality large 
disparity in India. This study is concluding that after 
NRHM inthe southern States of India IMR of male and 
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female is significant reduction. But, reduction of IMR 
in male is much faster and much higher than IMR in 
female. To further reduction of IMR of male & female, 
Government should be continuous effectively this 
programme like HBNBC in all regions then there is 
no doubt that the southern States of Indiacan reduce its 
Infant Mortality as perthe requirements of Millennium 
Development Goals.
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ABSTRACT

Purpose to explore whether emotional intelligence 
management is a useful measure in measuring 
and understanding the “promotion readiness” of 
middle managers in an international organisation. 
If the personal impute and social knowledge that 
reflect emotional intelligence can be understood and 
assessed, then not only do we gain a new perspective 
on management development but path can be 
appropriated to develop these activities to heighten 
people’s potential. The manager has to looking forward 
about the employees quality life and also management 
economic growth based on financial balance levels. It 
includes research design, sampling procedures, data 
collection methods, and analysis procedures. Today, 
most of the employees or workers are having mental 
pressure in the life. This article analysed emotion 
intelligence management in the private organization. 
The main focus of areas to reduce the high emotional 
intelligence in private sectors.  The article concludes 
with a sensing at into the future and how employee 
intelligence may contribute to developing managers in 
the new century. 

Keywords: emotional intelligence, self awareness, 
capability, social knowledge.

1. INTRODUCTION

There are real physical conditions and the real benefits 
of being flexible. It’s something worth striving for if 
you aren’t already that way. Importantly, resilience 
is a learn-able skill. Most anyone can become more 
emotionally resilient if they work at it.

Rising in emotional resilience requires that work 
towards greater self thanking. Becoming aware of 
how you react when strained helps you achieve better 
control overreactions. A good frameworks to help 
channel you towards becoming more aware of your 

emotions are something called exciting or intelligence

The ‘emotional intelligence management’ has 
coined by psychologists John Mayer and Peter 
Salovey in 1990. It can be defined as your ability to 
use correctly in dissimilar situations, combined with 
your capacity to use emotions to make yourself more 
intelligent overall. Emotionally intelligent people are 
able to exactly identify and grasp emotion, both in 
them and in others, to suitably express emotion, and 
to be able to control their own emotions so as to make 
easy their own emotional, intellectual and devout 
growth.

The EQ idea argues that IQ, or predictable 
intelligence, is too narrow; that there are wider areas 
of emotional intelligence that dictate and enable 
how successful we are. Victory requires more than 
IQ (Intelligence Quotient), which has tended to be a 
traditional appraise of intelligence, ignoring essential 
behavioural and character elements. We were all met 
people who are rationally brilliant and yet are socially 
and inter-personally inept. And we know that even 
though possessing a high IQ rating, the winner does 
not routinely follow.

Emotional intelligence may be in the form 
of four abilities

 ● Self Management

 ● Social Awareness 

 ● Self Awareness

 ● Relationship Management

Developing emotional intelligence through 
five key skills:

Emotional intelligence consists of five skills, each 
structure on the last:
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(i)  The capability to speedily reduce stress.

(ii)  The aptitude to recognize and manage your 
emotions.

(iii)  The talent to connect with others using 
nonverbal communication.

(iv)  The facility to use humor and play to deal 
with challenges.

(v)  The skill to resolve conflicts optimistically 
and with confidence.

The five skills of emotional intelligence can be 
educated by anyone, at any time. But there is a dissimilarity 
between learning about emotional intelligence and 
apply that awareness to your life. Because you should 
act something doesn’t mean you will—especially when 
you’re feeling worried. This is mainly factual when it 
comes to the skills of emotional intelligence.

Institutional interested in developing 
emotional intelligence

When it comes to technical skills and the core 
competencies that make an economical, the ability 
to better depends on the interaction of the people 
involved which ultimately relates to the drade of 
emotional intelligence of its employees. 

And if there are wrinkle effect-leaders possessing 
emotional intelligence, it will create an effective 
work atmosphere that will further develop emotional 
intelligence at the employee levels studies show that, 
stupendous institutions that individual with a towering 
grade of emotional intelligence hold the following in 
common.

2. REVIEW OF LITERATURE

StenyP Thomas (2007) in his study on Emotional 
intelligence of the Hospital staff at Periyaram Medical 
College Kannur. According to his study, he found that 
there is no significant difference between Respondent 
sex, marital status, department, age, experience, no. of 
dependents with regard to Emotional Intelligence.

Kumkum Mukherjee and Roma Puri (2002) 
conducted a study on Emotional Intelligence and Self-
Monitoring Behaviour: Is there any Link? This study 
indicates the existence of a moderate but significant 
relationship between Emotional expression and self-
monitoring behavior while emotional self- awareness is 
found to be negatively correlated with self-monitoring 
behavior.

Ravi and T. Moses Christopher (2002) conducted 
a study on  “Emotional Intelligence and organizational 
effectiveness among Executives” reports that 
emotional intelligence is worthy of consideration in 
the domain of management, which ends leaders to five 
tunes the feedings that are most accurate and helpful in 
making an effective decision.  

ResolitoAmarillento Garcia (2002) conducted on 
“Emotional Intelligence and Leadership competence 
of Department heads of the University of Mindanao” 
this study reveals that there is a positively high degree 
of relationship between emotional intelligence and 
leadership competence of department heads of the UM 
system. 

R.S.Dwivedi (2000) conducted a study 
on Identifying Emotional Intelligence Related 
competencies among highly successful managers 
for corporate success” states that there is a close 
relationship between corporate success and the 
emotional intelligence of its leaders.  

John Mayer, David Caruso, Peter Salovey (2000) 
conducted a study on “Emotional Intelligence refers to 
an ability to recognize the meanings of emotions that 
involves “the capacity to perceive emotion.

Esther Orioli (2000) conducted a study on 
Emotional Intelligence is the ability to sense, 
understand and effectively apply the power and 
acumen of emotions as a source of human energy, 
information, trust, creativity, and influence. 

R.S.Dwivedi., (2000) conducted a study 
on identifying Emotional Intelligence Related 
competencies among highly successful managers 
for corporate success” states that there is a close 
relationship between corporate success and the 
emotional intelligence of its leaders.

Mayer, David Caruso, Peter Salovey (1999) 
conducted a study on We define EI as the capacity to 
reason about emotions, and of emotions to enhance 
thinking. It includes the ability to exactly recognize 
emotions, to access and create emotions so as to 
assist thought, to be aware of emotions and emotional 
awareness, and to reflectively order emotions so as to 
promote emotional and rational growth. 

Chaturnan Mishra’s (1999) study reveals that 
“Developing work culture” Developing positive work 
culture” Developing positive work culture in the most 
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baffling problem in India. For developing positive 
work culture an all-out effort in need at the national 
level, the company on management level and the 
worker and trade union level.  

3. OBJECTIVES 

 ●  To study on employee emotional intelligence 
in private sectors at Chennai, Tamilnadu.

 ●  To study employee emotional situation 
know about emotional problems faced by 
employees in the industry

 ●  To know the way to identify and assess the 
emotional inconvenience of employees at the 
workplace.

 ●  To study how the emotions controlled by 
workers to serve in a better way.

4. RESEARCH METHODOLOGY

The research methodology is a design or plan as a 
guide for conducting research and to systematically 
solve the research problem. It includes research 
design, sampling procedures, data collection methods, 
and analysis procedures. The following research 
methodology was adopted for the present study.

Research Design

“Research design is the arrangement, formation, 
and strategy of investigation conceived so as to 
obtain answers to research questions and to control 
variance”. It is a blueprint that is followed in finishing 
a research work. Descriptive research study is known 
as numerical research data and distinctiveness about 
the population or fact being studied.

Descriptive research

It includes surveys, fact findings inquiries of different 
kinds. The major purpose of this research is a 
description of the employee feeling, as it exists at 
present. The main personality of this method is that 
the researcher has no control over the variables; he can 
only report what has happened or what is happening. 
It includes attempts by researchers to determine 
causes even when they cannot direct the variables. The 
method of research utilized in descriptive research is 
analysis methods of all kinds including relative and 
co-relational methods.

Sampling Method
Sampling Unit:The sampling unit includes private 
sectors at Chennai, Tamilnadu.

Sample Size:The sample size consists of in private 
sectors there are 1027 employees but the present study 
takes only 120 respondents.

Data Collection:
Primary Data:

Primary Data is collected on the basis of the survey 
method with the help of the interview schedule through 
the Questionnaire.

Secondary Data

Secondary Data are collected from the Company 
journals, and through the Internet, websites.

5. ANALYSIS AND INTERPRETATION

Table 1 : Age of the Respondents

Age No of Respondent Percentage(%)
20 – 25 36 30
26 – 30 40 33.33
31 – 35 28 23.33
36 above 16 13.33
Total 120 100

Inference:
The above table, it is inferred that 30% are 20 to 25 age 
group, 33.33% are 26 to 30 age group, 23.33% are 31 
to 35 age group and 13.33% are above 36 age group. it 
indicates there 26 to 30 age group are majority.

Table-2 :Gender of the Respondents

S.No Gender No. of Respondent Percentage(%)
1. Male 118 98.33
2. Female 02 1.67

Total 120 100

Inference
The above table, it is inferred that 98.33% respondents 
are male and 1.67% respondents are female.
Table3: Department of the Respondents

S.No Department No. of 
Respondents

Percentage 
(%)

1 HR 22 18.33
2 Production 46 38.33
3 Sales & Marketing 33 27.5

4 Accounts 19 15.83
Total 120 100
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Inference

From the above table, it is inferred that 38.33% of 
respondents are from production department and 
15.83% respondents are from accounts department.

Table 4 : Respondent Face Emotional 
Problems at Work Place

S.No Opinion No. of  
respondents

Percentage 
(%)

1 Highly 
Satisfied 

12 10

2 Satisfied 72 60

3 Dissatisfied 36 30

4 Highly 
Dissatisfied

0 0

TOTAL 120 100

Inference
From the above table, it is inferred that 10% 
respondents are highly satisfied with face 
emotional problem at work place,60% respondents 
are satisfied with face emotional problem at work 
place and 30% 

Chi-Square Test 

Table 5 :Analysis of Comparison Between the Age and Overreact on Minor Problems. Frequencies

Age Overreact on minor problems Total
Not at all To a little extent To some extent To a great extent

20-25 20 4 4 8 36
25-30 16 8 12 4 40
31-35 16 12 0 0 28
36 above 4 4 4 4 16
Total 56 28 20 16 120

Inference: Null hypothesis (Ho): There is no 
significant difference between Age and overreact on 
minor problems. Alternative hypothesis (H1): There is 
significant difference between Age and overreact on 
minor problems.

Degrees of freedom = (r-1) (c-1) = (4-1) (4-1) = 9
α = 0.05,  0.05, 9 = 16.919

Table 6 : Test Statistics

 Value Df symp.Sig 
(2-Sided)

PEARSON CHI-SQUARE 28.447 9 .000

LIKEIHOOD RATIO 35.278 9 .000

LINEAR-BY- LINEAR  
ASSOCIATION (n)

.004 1 .000

NO.OF VALID CASEA 120

Calculate value of chi-square (x2) = 28.447
The table value for 0.05 level of significance 9 = 
16.919

The calculated value is less than the tabulated 
value of  Hence Null Hypothesis (Ho) is rejected

Inference: Since the calculated value (28.447) 
is less than the table value (16.919), we accept the 
null hypothesis at 5% and conclude that there is 

significance difference between the ages and overreact 
on minor problems

6. SUGGESTIONS

The management should conduct counseling sessions 
to overcome employee emotions at work.

The employee should have the self-control to 
control emotions at work. So, that they can speed up 
their work in the environment. The management should 
concentrate on the better relationship between all the 
levels of management to increase the effectiveness of 
emotional intelligence.

7. CONCLUSION

A Study on Emotional Intelligence management of 
employee in private sectors at Chennai, Tamilnadu.The 
research found that the implementation of emotional 
intelligence needs to be strengthening in some of 
areas. Top management should plan to increase the 
effectiveness of emotional intelligence by the employees’ 
feedback.This research conclude the research it’s clear 
that emotions have a great effect on any individual. 
The management want to handle emotions effectively 
moreover, creating a smooth and better environment 
which leads to its progress in further.
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INTRODUCTION

The economic survey tabled in parliament on 4th July 
2019 clearly indicated focused efforts to become a $5 
trillion economy by 2024. The survey also highlighted 
private investment as a catalyst to propel growth and 
achieve higher levels of employment and domestic 
savings. The available data shows that currently the 
domestic savings to GDP stands at 30.5% of which 
29.2% is channelized into various investment avenues. 
Although this is a fairly good rate, it is much less 
compared to 45% domestic savings in China of which 
44.6% flow into investment avenues. Hence it is 
essential not only to stimulate high rate of savings but 
also make sure that they find their way into productive 
channels of investment to bring about 8% growth rate 
to begin with and move towards a double digit growth 
in the next couple of years. The household savings 
have declined from over 15% in 2016-17 to 12% in 
2018-19 but, the rate of investments accounted for 
more than 85% of the savings. 

Another notable feature of the savings pattern in 
India is that around 90% of the savings go into bank 
deposits and only 9% go in to mutual fund investments 
according to a SEBI survey carried out in March 2018. 
Significantly only less than 1% are invested in equity 
instruments as a result corporate business houses have 
not been able to attract even a decent 5% of retail 
investments either for their primary issues or in the 
secondary market. However, IPO’s from renowned 
or potentially promising entities are several times 
oversubscribed even in the retail segment in addition 
to HNI’s, mutual funds and Qualified Institutional 
Buyers (QIB). But, this is true only of issues during 
a bull run. For instance, the reliance power issue for 
about 2.5 billion was 72 times oversubscribed, sucking 
out 180billion of liquidity from the market in the mid 

of January 2008. But 2 subsequent issues of Wockhardt 
Hospital and MRMGF in February 2008 failed because 
the market started turning bearish. Under these 
circumstances the retail investors feel discouraged 
to invest in markets on account of the inability to 
understand risk and market behaviour. Such investors 
would be well advised to choose mutual funds as an 
investment avenue and stay invested for a long time 
to fully realise the synergies of choosing this avenue. 

The general aversion to risk is common among 
small investors who preferred to preserve capital and 
compromise on return expectations. Moreover the 
fact that mutual fund investors are subject to market 
risks and the offer document should be read before 
investing, is another influencing factor that prevents 
the investors to take even the minimum risk. On top of 
all this the ordeal of filling forms and complying with 
‘Know Your Customer’ (KYC) norms is the final straw 
that drives the investors away from mutual funds. It is 
essential to device an investor friendly mechanism to 
attract greater capital flows into mutual funds which 
would, intern flow into equity markets and enhance the 
returns for the customers and also create wealth over 
the long term.

JUSTIFICATION FOR THE STUDY

India is known to be a domestically investment driven 
economy and the ratio of household debt to GDP 
is also significantly law. But the investments have 
to flow into corporate debt and equity instruments 
that would propel private investment into capital 
expenditure and create jobs and increase productivity. 
For this to happen, Asset Management Companies 
(AMC) must make concerted efforts to attract strong 
capital flows by weaning away the investors from 
bank deposits. The hassles of investment into mutual 
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funds can be best overcome by fully leveraging the 
advantages of integrated technology that is popularly 
known as Financial Technology or Fin-tech. This 
paper attempts to explore the awareness of investors 
about the various technology options available for 
hassle free investments in mutual fund instruments. 
It also tries to identify the actors that aid or hamper 
mutual fund investments from the ‘ease of investing 
perspective’. 

SCOPE OF THE STUDY

This study confines itself to financial technology as 
an aid to facilitate mutual fund investments. Investor 
perception of risk, motive for savings and tax benefits 
fall outside the purview of study 

STUDY OBJECTIVES

This study is carried out with the following objectives:
 ●  To record the evolution of mutual fund 

industry in India and trace the growth of 
the same since the beginning of the new 
millennium. 

 ●  To evaluate investor awareness of user 
friendly technology for investing in mutual 
funds.

 ●  To critically analyse the influencing factors 
that aid or hamper retail investors in mutual 
funds from the ease of investing perspective 

RESEARCH METHODOLOGY

This descriptive study is based on both primary and 
secondary data. Appropriate sample size is arrived at 
after applying Cochran’s formula which is determined 
to be…

Non probabilistic convenient judgement sampling 
is used to identify the respondents to the study. Both 
parametric and non-parametric statistical tools are 
used for analysis and interpretation of data.

LITERATURE REVIEW

A. Mutual Fund Flows and Performance in 
Rational Market. (2004): The active managers did 
not outperform passive benchmark on an average. 
Also there was lack of persistence in the result. The 
flow-performance relationship does not mean that 
differential ability across managers is non existent

B. The Small World of Investing Board Connections 
and Mutual Fund Returns. (2008): Social networks 
provide adequate information regarding securities 
market and it is found that portfolio managers place 
larger bets on their connected firms and perform 
significantly better than non-connected holdings.

C. Mutual Fund Fees around the World. (2008): 
Fees charged by 46,580 mutual fund classes offered 
for sale in 18 countries (which account for about 
86% of the world fund industry in 2002) were 
studied using a new database. They found that fees 
differ by investment objectives and they differ 
from country to country. Several findings emerged 
from this study. They considered mainly 3 areas 
which are, when funds are offered for sale in many 
countries, funds and fund family characteristics 
and cross border fund sales. In the first case they 
found that fees vary from fund to fund and country 
to country. Secondly, it is examined that fees are 
lower in countries whose judicial systems are 
superior. Cross border fund sales are economically 
large and related to fees. All types of fees are lower 
for onshore funds sold across borders. However, 
when the Fund Management Company is set up by a 
foreign companies fees are higher.

D. Are They Any Good At All? A Financial and 
Ethical Analysis of Socially Responsible Mutual 
Funds. (2014): in their article they examined socially 
responsible mutual funds and conventional mutual 
funds with respect to financial and ethical parameters. 
The authors couldn’t document any particular 
differences in their financial performance. With regards 
to ethical performance they found that if an investor 
seeks to avoid least ethical funds among all mutual 
funds can do so by purchasing socially responsible 
mutual funds. But, the article also demonstrate that 
socially responsible mutual funds does not in any way 
guarantee the exclusion of clearly unethical firms, 
which contrast to the common perception of screening 
out poor assets.

E. Survivor Bias and Mutual Fund Performance. 
(2015): Mutual funds may reduce its value or 
effectiveness due to poor performance or poor 
decision making of investors which can create 
problems for the researcher. In this study list of 
all mutual funds available or existed at the end of 
1976 were considered. They provide estimations 
regarding survivorship bias over different horizons 
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and performance evaluation using different models, 
by calculating the return when a fund merges by 
taking into account the merger terms. In addition 
they examined various characteristics of both mutual 
funds that merged and their partner funds.

F. How millennials will change the faces of 
finance and investing. (2016): the study states that 
as millennials age their wealth will grow and they 
will naturally become investors. Millennia’s will be 
markedly different in their investing activities than 
the generations that preceded them. As they age their 
wealth will grow there will be a shift from traditional 
investments to alternative investments such as, private 
equity. As they were born as digital natives investing 
online is simple and convenient for them.

G. Adoption of Financial Technology in Mutual 
Fund/ Unit Trust Investment among Malaysians: 
UTAUT. (2018): The study revealed that the lower age 
and male groups had a positive effect on investment 
decisions and display high awareness about mutual 
fund investments. The study conclude that the 
implementation of FinTech will provide service 
improvement and transformation for investment 
management services in the future.

ANALYSIS AND INTERPRETATION
Table 1.1: Age of Respondents 

AGE Frequency Percent
20-30 38 73.1
30-40 6 11.5
40-50 5 9.6
50-60 2 3.8
Above 60 1 1.9
Total 52 100.0

Table 1.1 states that majority of the respondents 
were of the age 20-30 that is 73%. This shows that 
major portion of the sample collected are from 
millennial.

Table 1.2:  Gender of Respondents

Gender Frequency Percent
male 29 55.8
female 23 44.2
Total 52 100.0

Table 1.2 gives us the result that majority of the 
respondents are male involving a percentage of 55 and 
the rest are women.

Table 1.3: Education Qualification

Education Classification Frequency Percent
Graduate 10 19.2
post graduate 32 61.5
professionally qualified 10 19.2
Total 52 100.0

Majority of the respondents have a post-
graduation degree that shows, the questionnaire is 
filled by educated lot.

Table 1.4: Occupation of the Respondents

Occupation Frequency Percent
government service 6 11.5
private service 36 69.2
self- employed 10 19.2
Total 52 100.0

The table 1.4 gives us the information about 
occupation of the respondents, with which it is clear 
that most of the respondents are employed in private 
sector ranging to around 69%. 

Table 1.5: Income of Respondents (in lakhs)

Income (in lakhs) Frequency Percent
below 5 36 69.2
5-10 5 9.6
10-15 7 13.5
15-20 2 3.8
Above 20 2 3.8
Total 52 100.0

It is evident from the table that majority of the 
respondents have an income level up to 5 lakhs. (69%)

Table 1.6: People who invest in Mutual Funds

Particulars Frequency Percent
strongly disagree 15 28.8
disagree 23 44.2
undecided 14 26.9
Total 52 100.0

The table shown above reveals that majority of 
the people who were surveyed, do not seem to invest 
in mutual funds (44%).
Table 1.7: people shy away from mutual funds due 

to hidden charges.

Particulars Frequency Percent
strongly disagree 12 23.1
disagree 27 51.9
undecided 13 25.0
Total 52 100.0
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It is also evident that the hidden charges is not 
the cause for people to shy away from this investment 
avenue. (23+51=74%).

Table 1.8: online portals facilitate ease of 
investment

Particulars Frequency Percent
strongly disagree 10 19.2
disagree 36 69.2
undecided 6 11.5
Total 52 100.0

As a means of ease of investing, online portal is 
not very popular because a considerable proportion of 
respondents do not think so (69%) 

Table 1.9: Ease of Investing has an Impact on 
Capital Flows into MF

Particulars Frequency Percent
strongly disagree 16 30.8
disagree 28 53.8
undecided 8 15.4
Total 52 100.0

The possible relationship between ease of 
investing and capital flows was also dismissed by 
respondents overwhelmingly (53+30). Since, majority 
of the respondents were in the age group of 20-30, 
the inclination towards mutual fund investments was 
considerably low or badly missing in most cases.

Table 1.10: User Friendly Application Attract 
More Investment

Particulars Frequency Percent
strongly disagree 18 34.6
disagree 26 50.0
undecided 8 15.4
Total 52 100.0

Lack of inclination is very strong at 84% and so 
user friendly applications is not an attraction for the 
respondents. 

Table 1.11: Emerging Technologies Facilitate 
Hassle Free Investment in Mutual Funds.

Particular Frequency Percent
strongly disagree 16 30.8
disagree 32 61.5
undecided 4 7.7
Total 52 100.0

Most of the respondents are of the view that emerging 
technologies will not facilitate hassle free investments in 
Mutual Funds. This amounts to around 91%.

Table 1.12: Different Websites Facilitate 
Investment in Instruments Promoted by Different 

AMC’s

Particulars Frequency Percent
strongly disagree 5 9.6
disagree 34 65.4
undecided 13 25.0
Total 52 100.0

There are a lot of websites like clearfunds, 
Zerodha and mobikwik which facilitate investments 
in mutual funds. Among the respondents a majority 
of 65% are of the opinion that these websites does 
not facilitate investments in instruments promoted by 
different AMC’s

Table 1.13: Robo-advisory services facilitate choice 
of MF Investment

Particulars Frequency Percent
strongly disagree 8 15.4
disagree 28 53.8
undecided 16 30.8
Total 52 100.0

53% of respondents have the opinion that Robo 
advisory services does not facilitate the choice of 
mutual fund investments.

Table 1.14: The Role of Financial Advisors is 
Diminishing

Particulars Frequency Percent
strongly disagree 5 9.6
disagree 32 61.5
undecided 15 28.8
Total 52 100.0

The respondents still feels that the need of financial 
advisors is still intense and thus 61% disagrees with 
the point.

Table 1.15: Paytm has helped improve capital 
flows into mutual fund investments

Particulars Frequency Percent
strongly disagree 6 11.5
disagree 24 46.2
undecided 22 42.3
Total 52 100.0

Paytm is the new player in the area of Mutual 
Fund Investments. The respondents partly disagrees 
with the idea that Paytm has helped improve capital 
flows into mutual fund investments (46%). But still 
about 42% have contradictory thoughts about this.
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Table 1.16: Information Security is a major 
deterrent to technology enabled investing

Particulars Frequency Percent
strongly disagree 6 11.5
disagree 36 69.2
undecided 10 19.2
Total 52 100.0

Privacy and security are important factors to be 
considered while investing. People are still reluctant 
to technology enabled investing as they are not sure 
about the information security provided by these 
online platforms (69%).

Table 1.17: Investing through Whats-App enhance 
capital flows into mutual funds

Particulars Frequency Percent
strongly disagree 12 23.1
disagree 20 38.5
undecided 20 38.5
Total 52 100.0

Recently WhatsApp has also made an entry into 
the mutual fund industry but the question of whether it 
has enabled capital flows is contradictory. 38% of the 
respondents disagree with the statement and 38% are 
undecided.

Correlation Matrix based on Ease of Investing:

People who 
invest in 
mutual funds

People shy away 
from mutual 
fund due to 
hidden charges

Online portals 
facilitate ease 
of investment 

Ease of investing 
has an impact on 
capital flows into 
mutual funds 

User friendly 
application 
attract more 
investment.

People who invest  
in mutual funds 1.000 0.075 -0.050 0.072 0.106

People shy away  
from mutual fund due 
to hidden charges

0.075 1.000 -0.097 0.258 0.130

Online portals facilitate 
ease of investment -0.050 -0.097 1.000 0.285 0.475

Ease of investing has 
an impact on capital 
flows into mutual 
funds

0.072 0.258 0.285 1.000 0.532

User friendly 
application attract 
more investment.

0.106 0.130 0.475 0.532 1.000

The correlation between ease of investment and people 
who invest in mutual funds is as lower as 0.075. This 
clearly indicates that the investors do not perceive ease 
of investing as a stimulant to investing in mutual funds.

In fact the correlation between online portal 
facility and ease of investing is negative indicating  
a clear investor aversion to this avenue of 
 investment.

As in the case of investor awareness towards 
mutual fund the correlation between investor 
awareness and other factors like emerging 
technologies and robo advisory services are very low 
to 0.037 and 0.144. 

There is a negative correlation in the case of 
information security in technology enabled investing 
and investor awareness showing that people are averse 

to investing online mainly because they are worried 
about their information security and privacy.

FINDINGS

Analysis of primary data through the SPSS has 
revealed some interesting results that were tabulated 
and interpreted in the earlier section. This has led to 
some critical findings that are summarised below:

Out of the demographic variables each gender, 
occupation and income had a strong influence as far as 
investor’s preference to mutual funds was concerned. 
Particularly age was significant as a factor because a high 
majority of respondents were in the age group of 20-30. 

Since, the respondents were young, they may 
not have given a serious thought to the concept of 
investing, let alone mutual fund investing.
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A better age distribution could have been more 
revealing. 

Similarly, in terms of gender, the dominant male 
respondents have also dismissed mutual funds as an 
asset class because they may not have considered 
investments seriously. 

Occupation also did not have any influence 
because bulk of the respondents came from the private 
sector, were provident fund and superannuation 
contributions begin from day 1 and employees may not 
have considered other investment avenues on account 
of either lack of will or understanding. 

In terms of correlation, investor’s perception 
about investing in mutual funds is either very lowly 
correlated or negatively correlated to the variables 
identified. 

The main factors which showed a positive low 
correlation are People who invest in mutual funds, 
fear of hidden charges, impact of ease of investment in 
capital flows, Emerging Technologies Facilitate Hassle 
Free Investment in Mutual Funds, Different Websites 
Facilitate Investment in Instruments Promoted by 
Different AMC’s and The Role of Financial Advisors 
is Diminishing.

Factors such as online portals facilitate ease 
of investment and Information Security is a major 
deterrent to technology enabled investing showed a 
negative correlation.

An attempted factor analysis also yielded similar 
results indicating a clear lack of interest among 
respondents towards mutual funds as a choice of 
investment.

CONCLUSION

Both traditional and modern economists agree that 
the propensity to consume would create demand 
and expand markets propelling them towards a high 
growth trajectory. At the same time they also insist 
that a higher degree of domestic savings, capital 
formation and investments would ensure that the 
economy moves on to the take off stage and mass 
production as visualised by WW Rawstav. The 
domestic savings in a country should ideally find a way 
into corporate business houses in the form of equity 
or debt. However lack of awareness and aversion to 
risk, pushes the investors towards low yielding bank 

deposits. The via media between the two extremes is 
the emerging investment avenue called mutual funds, 
although the level of penetration in India is quite low 
at just about 9%. The rich demographic dividend of 
young population should also translate into young 
investors leading the crusade in mobilising and 
channelizing savings into high yielding investment 
avenues.

However the reluctance among the millennial even 
to consider savings and investment as a compulsive 
financial discipline is conspicuous by its absence. 
Catching them young and inculcating the three good 
habit of savings, investment and compounding is 
critical to a possible double digit growth in India’s 
GDP. This can be best achieved by concerted and 
coordinated efforts between the government, the policy 
makers, and the regulators in one voice. That single 
step towards a systematic and committed approach to 
savings and investment may well be the beginning of a 
journey to thousand miles. 
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ABSTRACT

This research is concentrated on the perception of the 
customer through online shopping in amazon in the 
seasonal offer periods. the customers plays a vital role 
in the seasonal offer.for the decision of purchase it helps 
them to increase more number of purchases. Because 
of the economic slowdown condition in the medium 
of markets and also less involvement in consumer 
spending for that needs the amazon are working to cut 
down the prices further. This paper is to identify the 
consumer perception of amazon on seasonal offers and 
to analyze the satisfaction level among consumers of 
offer sales with relating Gender. this paper is mainly 
focused on primary data analysis. and also the tools of 
the research are percentage and mann whitney U test 
The sample size is 200. By finding out via statistical 
tools we can identify the perception and satisfaction 
level towards customers on amazon online shopping at 
seasonal offer periods.

INTRODUCTION

Online shopping  is meant by the e-commerce which 
indicates to purchase directly from a seller of the 
using a web browser of goods and services. An online 
shop evolves the buying methods which not includes 
of the structure of building constructive shops or 
from mortar retailers the process of this method 
is known business to consumer. One of the largest 
online shopping corporations are amazon it is based 
in the United sates.

The e-commerce company like amazon are getting 
more involvement in the seasonal offers sales. Because 
of the economic slowdown condition in the medium 
of markets and also less involvement in consumer 
spending for that needs the amazon are working to cut 

down the prices further .Usually amazon will offering 
cut commissions across categories to bring down the 
prices low .It will leads to for the festive season sales 
boosting by amazon.

Normally e-tailers are  offering the incentives 
during the festive season sales ,but for the amazon they 
are reportedly offering major waivers across divisions 
like fashion , accessories and wconsumer electronics. 
Further, for select apparels, the 15% commission is 
being offered to be reduced to 10%. These repudiation 
are improves to be in the mobiles by increasing 
manner. We are seeing commission waivers of as 
much as 50% in some segments like power banks, 
chargers and cables, the report quoted merchant as 
saying. For keeping extra stocks of their products in 
the fullfillment centres in the form of large or mid-
sized sellers are not been given any new estimates so 
as amazon wants to clear the existing inventory from 
last two quarters. 

In the selection of categories the online shoppers 
are been giving the high percentage of the offering 
price of percentage to the customers this idea will be 
improvise the skills of the selling technique of giving 
charging less commissions to the retailers for this act 
more customers will be seeks to buy the products 
in the particular online shopping. In the data of the 
record of Amazon earn commissions that are in the 
15-30% range, based on product categories and tier 
of sellers. Therefore, It would depend on the category 
and volume of sales. For the purpose of the higher 
sales the ecommerce market places would have to 
charge the higher commission but they are ready to 
sacrifice. These offers for waiving off margins come at 
a time when the ecommerce industry is already facing 
the wrath of government and stakeholders for deep 
discounting and commissions. 
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REVIEW OF LITERATURE

Kanwal Gurleen. (2012) focuses on the understanding 
of demographic profiles of adopters and non-adopters 
of on-line looking. For this purpose the info from four 
hundred respondents was collected within the style 
of questionnaires. The study has been conducted in 
three cities of geographic region, a sample of urban 
respondents were elite from the Jalandhar, Ludhiana 
and Amritsar The paper additionally analyses the 
assorted reasons for adoption and non-adoption of on-
line looking.

Seyed Rajab Nikhashem, Farzana Yasmin, 
Ahsanul Haque. (2011) Studied that investigated 
individualss‟ perception of on-line shopping for 
tickets (e-ticketing) similarly as why some people 
use this facility whereas some UN agency don’t use 
it follow the standard thanks to fulfill their wants are 
examined. the end result of this analysis showed a 
comprehensively integrated framework. 

Yu-Je Lee, Ching-Lin Huang, Ching-Yaw 
subgenus Chen the aim of this study is to use structural 
equation modeling (SEM) to explore the influence of 
on-line store consumers’ perception on their purchase 
intention. Results of this study show that product 
perception, looking expertise, and repair quality 
have positive and important influence on consumers’ 
purchase intention, however perceived risk has 
negative influence on consumers’ purchase intention, 
and looking expertise is most vital.

Isaac J. archangel (2007) studied on-line 
consumers’ risk perceptions and can reveal a “cognitive 
map” of their attitudes and perceptions to on-line risks. 
it absolutely was accomplished by deciding on-line 
risk dimensions, and revealing position of every on-
line hazard or activity within the issue house diagram. 
an element house diagram captures a graphical 
illustration of the results of the correlational analysis. 
This study remains current and results aren’t on the 
market however.

Soonyong Bae, Taesik Lee (2010) they 
investigates the result of on-line shopper reviews on 
consumer’s purchase intention. above all, The results 
show that the result of on-line shopper reviews on 
purchase intention is stronger for females than males. 
The negativity result, that buyers square measure 
influenced by a negative review over by a positive 
review, is additionally found to be additional evident 

for females. These findings have sensible implications 
for on-line sellers to guide them to effectively use on-
line shopper reviews to interact females in on-line 
looking.

RESEARCH METHODOLOGY  
OBJECTIVES OF THE STUDY

 ●  To identify the consumer perception of 
amazon on seasonal offers

 ●  To analyze the satisfaction level among 
consumers of offer sales with relating Gender

SOURCE OF DATA

Both primary and secondary data are used for 
the study. The primary data are collected by using 
questionnaire method. Secondary data are collected 
from books, journals, company manuals, company 
website.

SAMPLE
Convenience sampling was used for the survey.  200 
customers using online shopping amazon were selected 
as sample. The questionnaires were distributed to the 
respondents in the selected sample.

LIMITATIONS OF THE STUDY

1.  The study was focused only in the location of 
chennai.

2. Time constrain arise for data collection.

ANALYSIS AND INTREPRETATION

Table 1: Profile of the Respondents

Socio Economic Profile 
of the Respondents Frequency Percentage 

(%)
Gender Male 99 49.5

Female 101 50.5

Age

20-28 117 58.5
29-38 59 29.5
39-48 4 2.0

above 48 20 10.0

Education 
Qualification

Diploma 36 18.0
UG 143 71.05
PG 7 3.5

OTHERS 14 7.0

Source: Primary Data
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The above table shows that socio economic 
profile of the Customer perception  in online 
shopping in amazon at seasonal offer. It is clearly 
understood that Online shoppers in amazon are high 

in Female category on gender as 101. For the age 
category of 20-28 Years with 117 employees. Out 
of 200 employees 143 employees completed their 
education in UG. 

Table -2 Mann Whitney U test for significant difference between Mean Rank of Gender with respect to 
Customer Perception towards in Amazon online shopping  in seasonal offers .

Customer Perception towards online shopping in amazon at 
seasonal offer time

Mean rank for Gender
Z value P value

Male Female

Waiting for offer time to purchase 88.44 112.85 3.746 0.000

Suffering from backache problem due to long online shopping hours. 80.59 120.85 5.561 .000*

Attractive offers made to Purchase 90.38 96.76 1.418 0.146

Wrong product were sent by amazon 90.21 110.64 1.231 0.038

Source: Primary Data
Note:  * denotes associate at 5% level

Since the P value is < 0.05 Where H0 is rejected 
in association of the Gender and the factors of 
Customer perception towards online shopping in 
amazon at seasonal offer period. Hence the data is 
not follows the normal distribution. if it is not follows 
the normal distribution then we can follow the non 
-parametric test.

MAJOR FINDINGS

 ●  It is clearly understood that the online 
shoppers in amazon are high in female 
category in gender as 101

 ●  In the age category of 20-28 years with 117 
customers

 ●  For the Education category out of 200 
customers  143 employees were completed 
UG

 ●  Since the P value are < 0.05 Where H0 is 
rejected in association of the Gender and 
Customer perception in Amazon online 
shopping at seasonal offer time. 

SUGGESTIONS

 ●  In the customer satisfaction the management 
of amazon online shopping website corporate 
are advised to provide the more time period 
for discounts and offers to attracts even more 
number of customers.

 ●  The quality of content in website can the 
improvise even more for the betterment of 
the customers.

 ●  Approach towards customers can be develop 
for the delivery executives in the sense of 
giving training to the delivery executives.

 ●  Comparing Product in the website  can be 
develop for identify the proper needs for the 
customers.

 ●  By sending product to the customer, the process 
of this work can be improved for avoiding of 
sending wrong goods to customers.

CONCLUSION

Nowadays online shopping becoming most popular 
in the selling of products by the way of promoting 
more offers and discounts to grab the customers for 
buying . In the online shopping the amazon are doing 
the great job to the customers by giving seasonal 
offers to the customers so that customers are ready 
to purchase more on that particular seasonal offer 
periods . for grabbing the target audience the online 
promotionl tool is very much essential for this kind 
of seasonal offers . The satisfaction for the seasonal 
offers for the customers is getting increases. 
the way the amazon is satisfying the customer is 
very clear and putting effective work over on the 
internet by giving proper  description and friendly 
using website for customers is helps to stay in the 
amazon online website to purchase even more so 
overall the amazon providing good services and 
also customers are getting satisfied in the seasonal 
offers.
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ABSTRACT

Celebrity Endorsements are a form of advertising 
that uses famous personalities or celebrities (Who 
command a high degree of recognition, trust, respect) 
to promote a product or service. Such people Advertise 
for a product lending their names or images to 
promote a product or service. Consumer Behaviour 
Is the study of individuals, groups, or organizations 
and the processes they use to select, secure, use, and 
Dispose of products, services, experiences, or ideas 
to satisfy needs and the impacts that these processes 
Have on the consumer and society. In this s research 
paper an attempt has been made to know The Impact 
of Celebrity Endorsement on Consumer Buying 
Behaviour. The research will help the Manufacturers 
of durable e goods in taking suitable decisions. I t will 
further help the Manufactures to make e n necessary 
change s in their Products. The study was carried out 
in Chennai city. The researcher has used both primary 
and secondary data for this research.

INTRODUCTION CONSUMER BEHAVIOR

The term consumer behaviour is defined as the behaviour 
that consumer display in searching for purchasing, 
using, evaluating and disposing of product, services and 
ideas that they expect will satisfy their needs. The study 
of consumer behaviour is the study of how individual 
make decisions and spend their available resources 
(money ,time, and effort) on consumption-related items. 
It includes the study of what they buy, why y they buy 
it, how they buy it, when they buy it, where they buy it, 
and how often they buy it. . Each step in the consumer 
decision making process is highly influenced by both 
internal and external factors. The internal factors include 
the individual’s own motivation, personality, perception, 
learning attitude and his own past experience in addition 
to the internal influencing factors, the external factors 
like the company’s marketing efforts, ideas/opinions of 
friends, relations, family members and reference group 
members also have profound impact on the purchase 

decision of individuals. Consumer is the focus of all the 
marketing activities. Knowledge of his activities and 
behaviour is one of the most important aspects of the 
marketing. The consumers buy the goods to satisfy a 
number of needs and drives. Human wants are unlimited 
and varying time to time; from place to place and man 
to man. The study of consume r behaviour holds great 
interest for us as consumers, as students and scientists, 
and as marketers. As consumers, we need insights into 
our own consumption related decisions: what we buy, 
why we buy, and how we buy. The study of consumer 
behaviour makes us aware of the subtle influences that 
pursued us to make the product or service choices we 
do. Consumer behaviour is a rapidly growing discipline 
of study. It means more than just how a person buys 
products. It is a complex and multidimensional process 
and reflects the totality of consumer’s decisions with 
respect to acquisition, consumption and disposal 
activities. There are number of reasons why the study of 
consumer behaviour developed as a separate marketing 
discipline. Marketing scientists had long noted that 
consumer did not always act or react as economic theory 
would suggest. The various reasons why the study of 
consumer behaviour developed as a separate marketing 
discipline are shorter product life cycles, increased 
interest in consumer protection, growth in marketing 
services, and growth of international marketing, 
development of computer and information technology 
and increasing competition. Consumer is a king in the 
kingdom of market. To understand his behaviour is 
very necessary for the marketing man. Consumer is the 
focus of all the marketing activities. Knowledge of his 
activities and behaviour is one of the most important 
aspects of the marketing. The study of consumer 
behaviour holds great interest for us as consumers, as 
students and scientists, and as marketers. As consumers, 
we need insights into our own consumption related 
decisions: what we buy, why we buy, and how we buy. 
The study of consumer behaviour makes usaware of the 
subtle influences that pursued us to make the product 
or service choices we do. As a student of human 
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behaviour, it is important for us t o understand the 
internal and external influences that impel individuals 
to act in certain consumption-related ways. Consumer 
behaviour is simply a sub set of the larger field of 
human behaviour. As scientist, we are interested in 
understanding every aspect of human behaviour. As 
marketers, it is important for us to recognize why and 
how individuals make their consumption decisions so 
that we can make better strategic marketing decisions. 
Without doubt, marketers who understand consumer 
behaviour have great competitive advantages in the 
market place.

CELEBRITY ENDORSEMENT

Celebrity Endorsement is a type of branding of 
advertising, in which a celebrity becomes a brand 
ambassador and uses his or her status in a society to 
promote a product, service or charity, and sometimes 
also appears as a promotional model .India is a 
country where people to live in dreams .They worship 
celebrities. Celebrities which might be cricket stars 
like Sachin Tendulkar, MahinderSingh Dhoni or Film 
Stars like Amitabh Bachan, Shah Rukh Khan. They 
treat them as God. Marketers use this very preposition 
so as to influence their target customers that may 
exist or potential ones. For this they rope in these 
celebrities and give them whipping amount of money. 
They believe that by doing this they target potential 
customers. This is called celebrity endorsement.

REVIEW OF LITERATURE

1.  Busler, M, 2000, study reveals that both the 
celebrity endorser and the endorsed product 
represent units connected to other units based 
on consumers’ experiences with the product and 
the endorser, these connections represent their 
association set for the product and the endorser. 
Till and Busler maintain that an important variable 
in increasing the likelihood of an associative link 
is similarity. They explain that “generally, more 
likely the two concepts will become integrated 
within an associative work.”

2.  Mukherjee, Debiprasad, 2009, the research is 
based on the impact of celebrity endorsement on the 
effective brand management and it also studies the 
factors that contribute to the success or failure of the 
endorsement. If the celebrity endorsement strategy is 
correct then the product becomes highly successful 

in the market. Various factors have been studied 
by the researcher which have maximum impact on 
successful endorsement in which celebrity selection, 
celebrity brand match and over dependency on 
celebrity are important. It also deals with reasons for 
choosing celebrity endorsement as well as for the 
kinds of products for which celebrity endorsement 
is mainly effective like products with High price cost 
margins. It also includes the endorser’s viewpoint of 
signing a contract with brand.

3.  Anjbarian, Bahram ,Shekarchizade, Zahra, 
Momeni and Zahra, 2011, this study aims to 
analyze the celebrity endorser influence on attitude 
toward advertisements and brands. Information 
was obtained from randomly selected respondents 
through survey questionnaires. All questionnaires 
were self administered by the participants without 
interference from researchers. This paper provides a 
model connected attitude toward celebrity endorser, 
attitude toward advertisement and attitude toward 
brand that has been examined and validated using 
respondents. The findings show that attitude toward 
celebrity endorser can influence on attitude toward 
brand directly or indirectly.

4.  Anjum, Bimal, Dhanda, Sukhwinder, 
Sumeet, 2011, conducted a study in the area 
MandiGobindgarh, Punjab, India .From this point 
of view, the companies roping in the celebrities 
to enhance the image of the product, brand 
awareness, recall, retention and for credibility. On 
the other hand study concluded that those products 
have more market share which are endorsed by 
celebrities in that of normal celebrities. Consumer 
has seen the advertisements by celebrities as 
reliable, knowledgeable. And they have also 
affected and associated with celebrities and more 
over they feel that celebrities are able to influence 
the demand of the products. So in the end we can 
say celebrities endorsement has positive impact 
on company as well as brand and customers.

5.  Z.M, Zhang, Au- Yeung Pui, (2012), have 
conducted a study on impact of celebrity 
endorsement on consumer buying behaviour in 
Hong Kong. Consumers thought that celebrity 
endorsement had many positive impacts on their 
buying behaviour processes. It helped to increase 
product awareness and brand acceptance of the 
consumer. More over consumers could have 
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a higher chance to recall the fashion brands 
when shopping if it was endorsed by celebrities. 
Furthermore, celebrities played an important role 
in consumers brand alternative evaluation process. 
However, celebrity endorsement might have fewer 
impacts on consumers purchase decision. It is 
because celebrity endorsement could arouse their 
purchase intention but the final buying decisions 
were determined by other factors, such as price, 
quality and style of the products.

6.  Sivesan, S, 2013, the research was done to 
investigate the impact of celebrity endorsement on 
the consumer buying behaviour in the Sri Lanka. 
The research is concentrated on the jaffon peninsula 
people The research deals with the facts that the 
use of celebrity endorsers in marketing enjoys 
high popularity, largely because they have positive 
impact on brand image. Various factors like trust 
worthiness, creditability, attractiveness, expertise 
and celebrity-match up are studied in the research

7.  Baso, Joseph, Esangbedo and Reginald(2014), 
have conducted on the “buying behaviour of Rowan 
university student.”Hypothesis I posited that the 
majority of Rowan university students age 18-24 
are persuaded to buy digital media players that are 
endorsed by celebrities they view favourably. The 
results of the study show that an overwhelming 
majority of the respondents said that a celebrity 
endorsement would have no effect on their 
decision to buy a digital media player. Therefore, 
hypothesis is rejected. Many of the respondents 
said that digital media players are too expensive 
for celebrity endorsements to be considered when 
making a purchase decision. However, some said 
that a celebrity endorsement might make them 

more Interested in a digital media player. The 
majority of the respondents said that they would 
buy a product even if it was endorsed by a celebrity 
they did not like. A very small minority said they 
would not buy a product that was endorsed by a 
celebrity they viewed unfavourably; endorsements 
by star players of rival sports teams and people they 
viewed as bigoted were most likely to make them 
not buy a product. 

OBJECTIVES OF THE STUDY

1.  To highlight the impact of celebrity 
endorsement on consumer buying behaviour 
in durable products.

2  To know the factors which affect the brand 
awareness

RESEARCH METHODOLOGY

The present study has been conducted with   the help 
of pr miry and secondary data to understand the impact 
of Celebrity endorsement on consumer Behaviour in 
durable products. The primary data for the study has 
been collected with  the help of interviews ,personal 
observant ion, pi lot survey and questionnaire. The 
secondary data has been collected   from the books and 
journal s, research reports, dealers, magazines, articles 
from newspaper s and websites. Keeping in view the 
time factor s for the completion   of the present study 
only a sample of 100 consumers has been selected. Fur 
there, designing  as ample, due care has been taken 
to coverall l demographic  variables like age, sex, 
income, education, background of consumers, etc. in 
order to make the sample more representative.  For 
data analyzing and interpretation percentage method 
and pied gram have been used.

DATA ANALYSIS ANDINTERPRETATION
TABLE-1.1 REASON BEHIND PURCHASE OFDURABLE PRODUCTS

FACTORS AFFECTING ON PURCHASEDECISION NUMBER OF RESPONDENTS PERCENTAGE
DISCOUNTAND OFFERS 12 12
PRICE OFTHEPRODUCT 25 25
POPULARPRODUCTS 8 8
CELEBRITYENDORSING THEPRODUCT 15 15
QUALITYU OF THE PRODUCT 35 35
VALUE FORMONEY 5 5
TOTAL 100 100

Source: Data collected through questionnaire
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It is evident from the table 1.1 that there are 
various factors influencing the purchase decision 
ofrespondents.12% of people have selected their 
brands on the basis of discount and offers, 25% have 
selected on The basis of price of the product, 8% on 
the basis of popularity of the products, 15% selected 
on theBasis of celebrity endorsement the product, 35% 
of people have selected their brands on the basis ofThe 
quality and remaining 5% gave more emphases to 
value of their money.

TABLE-1.1 REASON BEHIND PURCHASE 
OFDURABLE PRODUCTS

TABLE-1.2 IMPACT OF CELEBRITIES ON 
PURCHASEDECISION OF CONSUMERS

IMPACT
NUMBER OF 

RESPONDENTS
PERCENTAGE

HIGH IMPACT 25 25
NO IMPACT 45 45
NOT  SURE 30 30
TOTAL 100 100
Sources: Data collected through questionnair

The research revealed that 25% respondents 
wouldlike make purchase decision based on celebrity 
in advertisement, 45% of respondents opined that 
noimpact can be created by the celebrities, rest 30%
are not sure whether an impact can be made or not.

PIE CHART- 1.2
IMPACTS OF CELEBRITIESON PURCHASE 

DECISION OF CONSUMERS

Table1.3  
OPINION ON THE QUALITY OF 

DURABLEGOODS ADVERTISED BY 
CELEBRITIES

OPINION ON 
QUALITY

NUMBER OF 
RESPONDENTS

PERCENTAGE

GOOD 5 5
NOT GOOD 60 60
AVERAGE 20 20
NOT SURE 15 15
TOTAL 100 100

Source- Data collected through questionnaireIt 
has been observed from the table1.3 that 5% of 
people gave opinion that the products advertised 
bycelebrities are of good quality, 60% of respondent 
opinion that they are of not good quality, 20% gave 
opinion that either they would be of good quality  
or they would not be and remaining 15% are not 
sure.

PIE CHART-1.3
OPINION ON THE QUALITYOF GOODS 

ADVERTISED BY CELEBRITIES

TABLE-1.4

OPINION WHETHER THE CELEBRITIES 
ALSO USE THOSE PRODUCTS OR NOT

OPINION
NUMBER OF  

RESPONDENTS
PERCENTAGE

YES 5 5
NO 85 85
NOT SURE 10 10
TOTAL 100 100

Sources- Data collected through questionnaire It 
is obvious from the table 1.4 that 5% of Consumers 
said that the celebrities are also using those products 
which they are endorsing, 85%People believe that 
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celebrities are not using those products which they are 
endorsing and remaining Respondents 10% are not 
sure.

PIE CHART-1.4
OPINION WHETHER THE CELEBRITIES 
ALSO USE THOSE PRODUCTS OR NOT

Table-1.5 
FREQUENT CHANGES IN CELEBRITY AND 

IMPACT ON PRODUCT DEMAND

IMPACT NUMBER OF 
RESPONDENTS PERCENTAGE

YES 35 35
NO 10 10
NOTSURE 55 55
TOTAL 100 100

Source- Data collected through questionnaire

It is evident from table 1.5 that 35% people 
opined that frequent change in celebrity effect the 
product Demand 10% believes that frequent change in 
celebrity doesn’t have any impact on product Demand 
and 55% of people are not sure.

PIE CHART- 1.5 
IMPACTS OF FREQUENTCHANGES IN 

CELEBRITY AND IMPACT ON PRODUCT 
DEMAND

TABLE-1.6
MEANS OF ADVERTISEMENT 

PERSUADECUSTOMERSTO PURCHASE 
DURABLE PRODUCTS

ADVERTISEMENT NUMBER OF  
RESPONDENTS

PERCENTAGE

CELEBRITY  
ENDORSED
ADS

60 60

NON CELEBRITY  
ENDORSED
ADS

5 5

COMIC  
CHARACTER ADS 20 20

FICTION  ADS 5 5
EXECUTIVE ADS 10 10
TOTAL 100 100
Source- Data collected through questionnaire

It can be concluded from the table 1.6 that 60% 
are getting influenced by Celebrity Endorsed Ads, 5% 
gets influenced by Non Celebrity Endorsed Ads,20% 
gets influenced by Comic Character Ads, 5%gets 
influenced by Fiction Ads, 10% gets.0influenced by 
Executive Ads.

PIE CHART1.6-
MEANS OFADVERTISEMENTS PERSUADE 

CUSTOMERSTO PURCHASE DURABLE 
PRODUCTS

TABLE-1.7 TYPES OF CELEBRITY 
ENDORSEMENTAND PERSUATION TO 

PURCHASEPRODUCTS

CELEBRITY 
ENDORSEMENT

NUMBER OF 
RESPONDENTS

PERCENTAGE

FILM STAR 55 55
FAMOUS 
PERSONALTIES

10 10

CRICKETER 30 30
POLITICIAN 5 5
TOTAL 100 100
Source: Data collected through questionnaire
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It can be seen from the table 1.7 that 55% 
peopleget influenced by the film stars, 10% get 
influenced by famous personalities, 30% gets 
influenced bycricketers, 5% gets influenced by 
politicians.

PIE CHART1.7

TYPES OF CELEBRITYENDORSEMENT 
PERSUADES CUSTOMERSTO PURCHASE 

PRODUCTS

TABLE-1.8 
KIND OF DURABLE PRODUCTS YOUWANT 

TO PURCHASE

DURABLEPRODUCTS
YOU WANT TO

PURCHASE

NUMBER
OF

RESPONDENTS

PERCENTAGE

CELEBRITY BRANDS
ONLY

15 15

NOT
PARTICULAR

85 85

TOTAL 100 100
Source: Data collected through questionnaire

The table 1.8 represents that 15% of respondents 
want to purchase of durable products of celebrity 
brands only, 85% of respondents want to purchase 
of durable products even if it is not endorsed by 
celebrities.

PIE CHART1.8
 KIND OF DURABLE PRODUCTS YOU WANT 

TO PURCHASE

TABLE-1.9 CELEBRITIES CREATE THE 
DESIREAMONG BUYER

CELEBRITIES 
CREATE DESIRE 
AMONG BUYE(R

NUMBER OF 
RESPONDENTS

PERCENTAGE

STRONGLY  
AGREE

8 8

AGREE 11 11
NEITHER AGREE 
NOR DISAGREE

23 23

STRONGLY 
DISAGREE

13 13

DISAGREE 45 45
TOTAL 100 100
Source: Data collected through questionnaire

The table 1.9 indicates that celebrities create the 
desire among buyer. Response has been collected

From both male and female. 8% of respondents 
strongly agreed that celebrities create the desire

Among buyer. 11% of respondents agreed that 
they create desire among buyer, 23% of respondents

Neither agree nor disagree, 13% of respondents 
strongly disagreed and 45% of respondents

Disagrethat celebrities create desire among buyer.

PIE CHART1.9 CELEBRITIES CREATES THE 
DESIRE AMONG BUYER

TABLE-1.10 FACTORS AFFECTING 
THE DEMAND OF BRANDED DURABLE 

PRODUCTS
INFLUENCING  
FACTORS

NUMBER OF  
RESPONDENTS PERCENTAGE

PRICE 35 35
COMFORT AND  
LUXURY

15 15

BRAND 18 18
CELEBRITY  
ENDORSEMENT

6 6

QUALITY 26 26
TOTAL 100 100
Source: Data collected through questionnaire
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The table1.10 depicts that the factors which 
affect the demand of branded durable products. 35% 
of Respondents influenced through price in selecting 
branded durable products, 15% of respondents 
Influence through comfort and luxury, 18% through 
brand, 6% through celebrity and 26% with the Quality 
durable products.

PIE CHART1.10 FACTORS AFFECTING 
THE DEMAND OF BRANDED DURABLE 

PRODUCTS

CONCLUSION

It has been observed from the study that celebrity 
endorsement has some effect on buying behavior of 
consumers. Celebrity endorsement impact would 
be particularly important in the Indian context 
since Different age groups have different levels of 
perceptions on their trustful and likeable celebrities. 
Overall the findings from this study explores that there 
is impact of celebrities in advertisements on consumers 
to identify a brand in Indian industries and have given 
the practitioners a new way of rethinking the practice 
on great impact.

It is observed from the study that majority of 
consumers have accepted that there are various Factors 
which leads to purchase of durable products. Quality 
and price of the product are main factors behind any 
purchase. It is evident from the study that there is less 
impact of various celebrities on purchase decision of 
people. It is clear from the research that the quality of 
durable goods advertised by celebrities is not of good 
quality. So it is suggested to celebrities to endorse those 
products which are of good quality. It is also evident 
that no products are being used by celebrity which they 

endorsed. The study further indicates that celebrity 
endorsed ads is the effective means of advertisement 
to persuade customers to purchase durable products. 
The study also depicted that the film stars are more 
successful to persuade customers to purchase products. 
It is further observed from the study that majority 
of the consumers do not buy any particular brand of 
durable products. Majority of the consumers disagree 
with the statement that celebrities create the desire to 
purchase among buyer. The study reveals that majority 
of the consumers purchase decisions are affected by 
the Price and Quality of durable products and not by 
the celebrity endorsement.
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ABSTRACT

Consumer satisfaction is a measurement of consumer 
attitudes about products, services or brands. While 
it’s always been smart to keep consumer happy, the 
term Consumer satisfaction became popularized in the 
1980‟s with the total quality movement. Consumer 
satisfaction is a term, which measure how products 
and services supplied by a company meet or surpass 
customer expectation. This study is mainly focused to 
understand the Consumer satisfaction level of airtel 
Broadband in Chengalpattu district. The outcomes of 
this survey can be used by the airtel, for understanding 
the preference level of customers in respect to 
Broadband connection and offer better services to their 
customers to increase their market share and Brand 
Image. This paper also attempts to understand the 
brand awareness, competitive strength of the company 
and problems faced by the customer, which helps the 
company to take appropriate measures to solve the 
problems.

INTRODUCTION

Internet communication in India is growing rapidly, 
along with the boom of wireless communication. 
Broadband Internet access is on the rise, although the 
current penetration rate is low. The Indian broadband 
sector has a great opportunity to grow, due to a large 
population and the growing economy. E-government 
services, e-health, e-education, and many other online 
services such as online video, music downloads, and 
online gaming are driving broadband adoption in 
India.

Peoples are becoming busy day by day and more 
professional than before. They need to share more 
information to each other because demography has 
changed due to the era of globalization. Broadband has 
introduced a tremendous change in the communication 
sector in our country. It has changed the communication 
structure also. People in various occupation and 

income levels are using broadband intensively for their 
occupational purpose and personal purpose as well.

Airtel Broadband is powered by DSL technology 
DSL provides blazing-fast, secure Internet access and 
can be delivered to both homes and to businesses. 
Delivered right through a regular telephone line, 
data rates can vary from 128Kb to 8Mb per second 
depending on the type and cost of the service. DSL can 
be delivered to both homes and to businesses [15-18]. 
Digital Subscriber Line (DSL) technology provides 
instant Internet and network access at speeds up to 
50 times faster than a 28.8Kbps modem on a standard 
analog phone line. There are no dial up delays, no 
busy signals. What used to take minutes or hours to 
download will take just seconds or minutes. With 
DSL Internet Service you can download graphics-
heavy files, large documents, software, photos, email 
attachments, and more, instantly. It’s perfect for real-
time interactive multimedia, broadcast quality video, 
distance learning, and video-on-demand. And because 
DSL Internet Service sends data and voice over the 
same line [39-42], you can talk on the phone while you 
are Online.

REVIEW OF LITERATURE

M. Muthumani, Dr. N. Thangwale, (2010) In order to 
identify the primary use of broadband connection, and 
Y.L. Chaudary, to study brand preference, in Chennai 
City, a study on Reliance-related broadband connection 
and consumer choice on buyer behavior. Competitive 
brands and their services were their conclusions that 
35.5% of respondents use the same brand for 1 to 1-2 
years, and 32% of respondents use the same brand for 
more than 2 years.

Padma K JAA (2010) “A Study on the Consumer 
Behavior of Airtel Broadband Services” aims at 
analyzing the level of customer satisfaction to the 
main objectives and to explore consumer awareness 
for Airtel broadband services. His findings were that 
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60% of the people know about Airtel broadband. Airtel 
customers are very satisfied with the services and do 
not want to switch to other brands.

S.Aravind Sinha (2010) “A case study on Airtel 
broadband connection”. India’s leading provider of 
state-of-the art telecommunications services is the 
power behind Airtel Broadband Services India. Bharti 
Airtel, as the company is known, directly manages 
three lines of businesses under its subgroup.Airtel 
is offering different broadband plans based on the 
customers requirement.

Dr. Mohamed Rafi (2010) bin Yakob examined 
the cooperation between the levels of customer 
satisfaction of broadband service with the prices of 
“a study on the determinants of customer satisfaction 
towards broadband services in Malaysia”. To determine 
the level of customer satisfaction on the stability of 
broadband services and their conclusions were the 
price of broadband customers and each broadband 
provider would be less demanding in high pricing.

OBJECTIVES OF THE STUDY

 ●  To study the level of consumer satisfaction 
towards Airtel Broadband.

 ●  To know the reason to prefer the Airtel 
Broadband.

 ●  To know the type of broadband connection 
preferred by the consumers in Airtel

STATEMENT OF THE PROBLEM

The internet is important to businesses because of 
their need to advertise and market their services. Most 
businesses today have websites on the internet, where 
their consumers can either find information about 
them and even buy or order the service or products. 
The study is attempted to identify the consumer’s 
satisfaction towards Airtel broadband users in 
Chengalpattu. It also highlights detailed analysis 
about the Airtel Broadband which provides maximum 
service & facilities.

The problem of this study is driven by the need 
to empirically measure the service delivery of broad 
band operators in Chengalpattu District of Tamil Nadu. 
Airtel is one of the largest and leading units providing 
comprehensive range of telecom services in India. The 
aim of the research is to examine the level of service 

quality as perceived by customers of Airtel broadband 
subscriber and its effect on the level of customer’s 
satisfaction.

RESEARCH METHODOLOGY

Methodology is a way to systematically solve the 
research problem. It may be understand as a Science of 
studying how research is done scientifically. Research 
Methodology is a step by step study of a problem

Sampling Design

Sampling is the process of selecting a sufficient 
number of elements from the population, so that 
a study of the sample and an understanding of its 
properties or characteristics would make it possible 
for us to generalize such properties or characteristics 
to the population elements.

Data Collection

A self-administered questionnaire was the main 
instrument used during this study. It was chosen 
because the Respondents sample size was quite large 
and data was needed urgently which made it the ideal 
tool in such a case.

Sampling Size

The research was conducted in Chengalpattu with 100 
respondents.

Sampling Area

The research was conducted in Chengalpattu with 100 
respondents.

DATA PROCESSING, ANALYSIS AND 
PRESENTATION

After collecting data, the researcher organized well-
answered questionnaires; data was edited and sorted to 
ensure Completeness and accuracy of the data.

Research Tools

Percentage analysis, Chi-Square Tests bar diagram 
are used in the analysis by using SPSS17.0 software 
package.

Research Design

The research design is the basic framework or a plan for 
a study that guides the collection of data and analysis 
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of data. In this market survey the design used is used 
Descriptive Research Design. It includes surveys and 
fact-finding enquiries of different kinds. The major 
purpose of descriptive research is description of state 
of affairs, as it exists at present.

The information are collected from the individuals 
and analyzed with the help of different statistical tools, 
to find the satisfaction level of customer.

Moreover cross table analysis has been done for 
processing the data and information is derived to attain 
the objectives of the study.

DATA ANALYSIS AND INTERPRETATION

AGE WISE DISTRIBUTION

s.no Particulars No. of 
respondents

Percentage of 
respondents

1 Below 20yrs 8 8%
2 21-30yrs 40 40%
3 31-40yrs 38 38%
4 41-50yrs 4 4%
5 Above50yrs 10 10%

Total 100 100%

GENDER WISE CLASSIFICATION

s.no Particulars No.of 
respondents

Percentage of 
respondents

1 Male 62 62%
2 Female 38 38%

Total 100 100%

CHI-SQUARE TEST
Age of the respondent & gender of the respondents 
Cross tabulation

gender of the 
respondents Total

male Female
age of the  
respondent 21-30yrs 35 0 35

31-40yrs 30 0 30
41-50yrs 20 5 25
above50yrs 0 10 10

Total 85 15 100

Hypothesis:

Ho= there is no relationship between age and 
gender H1=there is relationship between age and 
gender Inference:

The above analysis resulted that the calculated 
value is greater than the table value

(4.737 > .957).Accept the H1 Hence, there is 
relationship between the age and gender.

Chi-Square Tests
Asymp.Sig.

Value df (2-sided)
Pearson Chi-Square 4.737a 9 .957
Likelihood Ratio 6.205 9 .719
Linear-by-Linear .074 1 .586
Association
N of Valid Cases 100 0

 •   3 cells (37.5%) have expected count less than 5. 
The minimum expected count is 1.50.

Degree of freedom = (Column-1) X (Row-1) = 
(4-1) X (3-1) = 3 X 2=6 Critical value for chi-square 
distribution 3’’ = 4.737, calculated value .957

So calculated value is greater than table value 
(4.737 > .957). Hence, Accept the H1.

FINDINGS

 ●  40% of the respondents are belong to 21-30 
years of age group

 ●  62% of the respondents are belonging to male 
category

SUGGESTION

The company should introduce more broadband 
schemes for middle class peoples. After sales service 
in Airtel broadband should be improved.

Most of the respondents felt the safety & security 
of Airtel broadband is moderate level. This should be 
improved. The company should provide more offers to 
their customers.

CONCLUTION

This study is used to find the satisfaction level 
of customers regarding the Airtel broadband in 
Chengalpattu. The study also helped the Airtel 
Network as well as the researcher is known about 
the customers awareness, preference and perception 
level. The study will help to formulating the effective 
strategies for the company to deal with competitors. 
After the analysis most of the respondents prefer 
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the Airtel broadband network for network coverage. 
The overall satisfaction of Airtel broadband in 
Chengalpattu was good for its quality of service, 
network coverage, customer care support and 
applying procedure etc.
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ABSTRACT

“AACHI MASALA” is a popular of masala as the 
household among the millions of people today; it 
is doing masala trading into the field of pure spice 
powers like turmeric, chilli, coriander powder, mutton, 
chicken, kulambu masala etc., this curiosity let to enter 
into masala world with boldness. This masala hurdles, 
since selling masala products during those days to the 
oriental women who are traditionally conservative. 
It is not easy to sell. It is concepts sealing on “Easy 
cooking” rather than marketing food products with 
self-determination and persistent attempts, it is able 
to get into the kitchens of our country and the rest of 
the world. The store may look like a wonder, but the 
hard work, the pot holes and the bumps on the way 
to producer. The person who stood behind produce 
masala for all those achievements was with help of 
their business partner. The main objectives of this 
research are to identify the customer satisfaction 
of Aachi masala in Tambaram town, Chengalpattu 
district and Tamil Nadu. The suggestion is help to 
improve the quality of the product.

Keywords: Consumer, Easy cooking, Satisfaction, 
self-determination.

INTRODUCTION

The Aachi masala have gained greater foothold, not 
only in India, but also all over the world wherever 
good food is considered as necessity. A well-equipped 
Indian kitchen has all major varieties of spices stocked. 
In India, Masala are available in almost all grocery 
shops. The common spices which are used in their raw 
and fresh forms are available in vegetable shops. A 
company needs to view the retailers in the same way 
it views its end users. Masala play a very important 
role in Indian cooking. “Masala” is the Hindi word 
for “spice”. When a combination of masala, herbs and 

other condiments are ground together, it is also called 
“Masala” Masala trade is a big business from time 
immemorial. Masala from India and far Eastern Asia 
were in demand from ancient times. Indian masala are 
famous all over the world for their rich taste and unique 
flavor. India produces variety of masala all across the 
country varying with the climatic conditions. India has 
been cultivating masala for ages and also exporting 
them to other countries around the world. Indian 
masala add to the taste of food, giving it a delicious 
flavor and making it absolutely yummy.

REVIEW OF LITERCTURE

R. Buvaneswari (2013)1 in her article titled as ” a 
study on fast moving consumer goods marketing 
with special reference to Sakthi masala products” 
provides information about the FMCG. Fast Moving 
Consumer Goods (FMCG) goods are popularly named 
as consumer packaged goods. Items in this category 
include all consumables (other than groceries/pulses) 
people buy at regular intervals. The most common 
in the list are toilet soaps, detergents, shampoos, 
toothpaste, shaving products, shoe polish, packaged 
foodstuff, and household accessories and extends to 
certain electronic goods.

Abinaya. P, Kanimozhi.S and Subramani. A.K, 
(2015)2 this article examine that Aachi Masala products 
encountered a lot of hurdles, since selling masala 
powders during those days to the oriental women who 
are traditionally conservative, it was not easy to sell. 
It was concept sealing on “Easy Cooking” rather than 
marketing food products with self-rule and tenacious 
attempts it was able to get into the kitchens of our 
country and the rest of the world. The main objective 
of this research is to identify the customer satisfaction 
towards Aachi chicken masala in Avadi. Descriptive 
research was used in this research. The research was 
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based on the customer satisfaction of Aachi chicken 
masala and the product preference of the customers to 
identify the competitors of Aachi.

KrishnaKumar. K. Dr and Kavitha. S, (2014)3 
this article is to investigate the influence of brand 
loyalty on Masala product buying behaviour of 
consumers of Salem city in the Tamil Nadu. The study 
concluded that there is a high level of influence of 
product attributes on brand loyalty among women in 
Salem. The study concluded that there is a high level 
of influence of product attributes on brand loyalty 
among women in Salem. Product attributes such as 
longer shelf life, taste, exotic flavour and varieties, 
excellent grade of ingredients, pleasant aroma /
distinctive flavour aroma, taste enhancer, delicious, 
hygienically and good packaged, fresh and safe to use, 
optimum processed, price worthiness, promotion and 
offers, and availability of various quantity are most 
important aspects of brand. It is found that Sakthi 
branded Masala powder create high level of brand 
loyalty among consumer.

Poonam Bagal, (2015)4 this article analysis that 
Spices have been an integral part in every Indian food 
is prepared at home or elsewhere. In recent times, large 
scale production of spice powders, curry seasonings, 
masala powders, spice paste etc., has been taken up 
by many firms. Marketing of these brands has been 
aggressive since there are several brands firmly rooted 
in the market. The precise selection of spices for 
each dish is a matter of national or regional cultural 
tradition, religious practice and to some extent, family 
preference such dishes are called by specific names 
that refer to their ingredients, spicing and cooking 
methods. The general satisfaction level is very high 
among people with regards to Everest Masala. Another 
heartening trend in market is that people like spices in 
their daily food for change.

Theo Muller (2010)5 in his article titled as “Loyal 
customers don’t quit... Satisfied customers do”. IN 
this essay we aim to debunk the long-held belief 
that customer satisfaction research is the one and 
only measure to determine customer loyalty. In fact, 
a customer satisfaction score is nothing more than a 
snapshot of how customers feel about your products, 
your service or your brand, at a given point in time. 
Tomorrow is another day and they may change their 
mind if one of your competitors offers a better deal. 

If the bribe or incentive is big enough, even satisfied 
customers will abandon your brand in droves. The 
reason for this is that merely being satisfied, or even 
very satisfied, is a rational state of mind – there is little 
or no emotion attached to that mindset. So any customer 
loyalty assumed from their level of satisfaction alone 
would be misplaced. Customer satisfaction, therefore, 
should not be confused with customer loyalty. This 
is supported by a survey we conducted in 2007 for a 
financial services provider. The customer satisfaction 
score consistently hovered above the 90% mark, yet, 
“only” 41% of respondents (all customers) in that 
survey claimed that they would not change to another 
provider if that provider offered a better interest 
rate and/or lower fees. A loyal customer is certainly 
a satisfied customer, but a satisfied customer is not 
necessarily a loyal customer.

NEED FOR THE STUDY

Most of the companies want to know about the customer 
satisfaction, because normally they had made a huge 
amount of investment to make the products known to 
the customers. In order to know the effectiveness of 
sales and customer satisfaction can be made through 
the particular survey. If the customers are not satisfied 
they would switch over to the other products it is very 
difficult to bring back those customers to make purchase 
and encourage them to make a world of mouth.

OBJECTIVES OF THE STUDY

1.  To study the consumer satisfaction of Aachi 
Masala product in Tambaram town.

2.  To examine the factors, influences the 
purchasing patterns of customer of the 
Aachi Masala in Tambaram town.

3.  To offer few suggestion to improve the 
customer satisfaction of Aachi Masala 
product in Tambaram town.

HYPOTHESIS

1.  The hypothesis has been framed to test the 
relationship between the level of satisfaction 
and factor influencing consumer satisfaction.

2.  H0 – There is no significant difference 
between demographic variable of the 
respondents with respects to the factors of 
consumer satisfaction of Aachi masala.
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RESEARCH METHODOLOGY

The researcher is using both types of data which 
as primary data which is collected from consumer 
of Aachi masala product is Tambaram town. The 
primary data are gathered through well-structured 
questionnaire.

STATISTICAL TOOLS USED

Statistical Tools Used for this are Percentage method, 
independent sample T- Test used for analysis of data. 
The result of the research is presented through tables.

SCOPE OF THE STUDY

The area of study is limited to be segment selected 
within Tambaram town. This study is mainly confined 
to the customer satisfaction only.

STATEMENT OF PROBLEM

Today, a lot of masala products are producing companies 
have started manufacturing masala products all over 
the world. One of the most popular or famous was 
Aachi masala product. This trading company produce 
masala product like pickles, ghee, oil etc., for large 
scale under the brand name of Aachi. It is essentials to 
study about the consumer satisfaction of Aachi masala 
product, this interest makes the researchers to take up 
the research study entitled.

LIMITATIONS OF STUDY

The primary data is collected through a structured 
questionnaire and sample size has limited only 50 
respondents.

ANALYSIS AND INTERPREATION

Table 1: CLASSIFICATION OF TABLE ON THE 
BASIS OF GENDER

S.NO GENDER
NO. OF 

RESPONDENTS
PERCENTAGE

1 Male 20 20%
2 Female 80 80%

Total 100 100%
Sources: primary data

Interpretation: from the above table is inferred 
that out of the 100 respondents, 80% of the respondents 
are female and 20% of the respondents are male buyers. 
The above analysis is showing 80% of the respondents 
are female buyer.

Table 2: CLASSIFICATION OF TABLE ON THE 
BASIS OF MARITAL STATUS

S.NO MARITAL  
STATUS

NO.OF 
RESPONDENTS PERCENTAGE

1 Married 60 60%

2 Un married 40 40%

Total 100 100%

Sources: primary data

Interpretation: from the above table is inferred 
that out of the 100 respondents, 60% of the respondents 
are married and 40% of the respondents are unmarried. 
The above analysis is showing 60% of the Aachi 
masala product users are married persons.

Table 3: CLASSIFICATION OF TABLE ON THE 
BASIS OF OCCUPATIONAL STATUS

S.NO OCCUPATIONAL  
STATUS

NO. OF 
RESPONDENTS PERCENTAGE

1 House wife 36 36%

2 Employee 44 44%

3 Business 20 20%

Total 100 100%
Sources: primary data

Interpretation: from the above table inferred 
that out of the 100 respondents, nearly 44% of the 
respondents are employee, 36% of the respondents 
are house wife and 20% of the respondents are 
business person. The above analysis is showing 
employee and house wife most interest using Aachi 
masala product.

Table 4: CLASSIFICATION OF TABLE ON THE 
BASIS OF USING MASALA

S.NO USING MASALA NO.OF 
RESPONDENTS PERCENTAGE

1 Vegetarian 22 22%

2 Non-vegetarian 14 14%

3 both 64 64%

Total 100 100%

Sources: primary data

Interpretation: from the above table inferred that 
out of 100 respondents, 64% of the respondents are 
using both vegetarian and non- vegetarian, 22% of the 
respondents are vegetarian only. The above analysis 
is showing that 64% of the respondents are using 
vegetarian and non- vegetarian masala.
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Table 5: CLASSIFICATION OF TABLE ON THE 
BASIS OF THE MOST IMPORTANT ITEMS OF 

PURCHASE AACHI MASALA PACKETS

S.NO PURCHASE
NO.OF 

RESPONDENTS PERCENTAGE
1 Chili powder 30 30%
2 Coriander powder 12 12%
3 Turmeric powder 35 35%
4 Chicken masala 20 20%
5 Other masala user 03 03%

Total 100 100%
Sources: primary data
Interpretation: the above show that out of the 100 
respondents, 35% of the respondents are turmeric 
powder purchasing, 30% of the respondents are 
chili powder purchasing, 20% of the respondents are 
chicken masala purchasing. 12% of the respondents are 
coriander powder purchasing. 3% of the respondents 
are used to others masala other purchasing. The above 
analysis is showing that 35% of the respondents are 
expressed positive approach towards brand especially 
turmeric powder purchasing.

Table 6: CLASSIFICATION OF TABLE ON 
THE BASIS OF OPINION REGARDING PRICE 

LEVEL OF AACHI MASALA PRODUCT

S.NO OPINION OF  
PRICE

NO. OF  
RESPONDENTS PERCENTAGE

1 High 06 6%
2 Reasonable 78 78%
3 Low 16 16%

Total 100 100%
Sources: primary data

Interpretation: from the above table inferred that out 
of the 100 respondents nearly 78% of the respondents 

are saying reasonable price, 16% of the respondents 
are price is low and 6% of the respondents are saying 
high price. The above analysis inferred that mostly 
78% of the respondents are satisfied with reasonable 
price for Aachi masala product.

Table 7: CLASSIFICATION OF TABLE ON 
THE BASIS OF SATISFACTION LEVEL OF 
FLAVOUR OF AACHI MASALA PRODUCT

S.NO
SATISFACTION  

LEVEL OF  
FLAVOUR

NO.OF  
RESPONDENTS PERCENTAGE

1 Highly satisfied 58 58%
2 Satisfied 36 36%

3
Moderately  
satisfied 6 6%

4 Dissatisfied 00 0%

5 Highly 
dissatisfied 00 0%

Total 100 100%
Sources: primary data

Interpretation: from the above table inferred 
that out of the 100 respondents nearly 58% of the 
respondents are highly satisfied smell of Aachi masala 
product, 36% of the respondents are satisfied, 6% of 
the respondents are moderately satisfied.

INDEPENDENT SAMPLE T- TEST

HYPOTHESIS
Null Hypothesis:
There is no significant difference between male and 
female respondents with respect to the factor of 
customer satisfaction toward Aachi masala products.

Table 8: T-TEST FOR SIGNIFICANT DIFFERENCE BETWEEN MALE AND FEMALE 
RESPONDENTS WITH RESPECTS TO THE FACTOR OF CUSTOMER SATISFACTION TOWADS 

AACHI MASALA PRODUCT.

S.NO PARTICULARS GENDER MEAN STD. DEVIATION T VALUE P VALUE
1 Taste Male 3.50 1.339 0.090 0.929

Female 3.53 1.077
2 Flavours Male 3.78 1.060 0.118 0.907

Female 3.81 0.965
3 Variety Male 4.11 1.023 1.230 0.225

Female 3.72 1.114
4 Brand image Male 4.17 1.150 0.636 0.527

Female 3.97 0.999
5 Quality Male 4.06 1.259 0.176 0.861

Female 4.00 0.950
6 Packaging Male 3.94 1.056 0.725 0.472

Female 4.16 0.954
7 Previous Male 4.00 1.029 0.819 0.417

experience female 4.22 0.832
Sources: primary data
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Interpretation: In the above table it is inferred 
that the p value of all the factor of customer satisfaction 
are greater than 0.05, so the null hypothesis is 
accepted and alternative hypothesis is rejected at 
5% level of significance. Hence it is concluded that 
no significant difference between male and female 
respondents with respect to the factor of customer 
satisfaction towards Aachi masala products. Male 
customers are comparatively more satisfied with the 
quality of Aachi masala.

FINDINGS

1.  Majority of 80% of the respondents are 
female user belong the Aachi masala 
product.

2.  Nearly 60% of the Aachi masala product 
users are married persons.

3.  Nearly 44% of the respondents are employee 
and house wife most interest in use in Aachi 
masala product.

4.  Majority of 64% of the respondents are 
using vegetarian and non- vegetarian masala 
products.

5.  Nearly 35% of the respondents are purchasing 
turmeric product.

6.  .Nearly 34% of the respondents are preferred 
to buy 50g packets.

7.  Mostly 78% of the respondents are satisfied 
and price is reasonable.

8.  Majority of 58% of the respondents are 
highly satisfied smell of Aachi masala 
product.

9.  Majority of 62% of the respondents are highly 
satisfied taste of Aachi masala product.

10.  Majority of 70% of the respondents are 
highly satisfied to packing of the Aachi 
masala product.

11.  There is no significance difference between 
male and female respondents with respect 
to the factor such as taste, flavours, variety, 
brand image, quality, packaging and previous 
experience of customer satisfaction towards 
Aachi masala products.

SUGGESTIONS

Aachi masala products at present so many varieties 
available. But, they do not have customer awareness 
about masala produces so; if they provide awareness 
to their customer they will get more customers. Based 
on my analysis Aachi masala producer could provide 
credit facilities to their customers. They Aachi masala 
company need more advertisement about their product 
availability.

CONCLUSION

This project entitled that customer satisfaction towards 
Aachi masala products. The overall analyses of the 
study indicate that at presents so many varieties of 
product available even the customer were satisfied 
products smell, taste, quality, cost, packing of the Aachi 
masala product in Tambaram town, Chengalpattu 
District and TamilNadu.
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ABSTRACT

Small cottage industry is one of the employment and 
semiskilled oriented industry in India. It occupies an 
important role in the economic development of urban 
and rural area to provide employment opportunity 
to the masses. The prime objective of the study is to 
find out working environment of unorganised sector 
labourer with reference to beedi weavers in Erode 
district during December 2018 – January 2019. Beedi 
making one of the small scale cottage industry which 
provides largest employment for rural and urban 
women in the unorganised sector in India. The study 
found that facilities provided by the employer are not 
sufficient and also remuneration differences among 
the labourers pose serious issues among them. Many 
of the labourers are debt ridden over the period of 
ten years or so. The government must take necessary 
steps to prevent the exploitation and also protect their 
rights to live in a society where they can avail basic 
amenities whenever the needed.

Keywords: Health Economics, Labourers, Working 
Environment

1. INTRODUCTION

Small cottage industry is one of the employment and 
semiskilled oriented industry in India. It occupies an 
important role in the economic development of urban 
and rural area to provide employment opportunity 
to the masses. Beedi making one of the small scale 
cottage industry which provides largest employment 
for rural and urban women in the unorganised sector 
in India. Market for tobacco products are very large 
especially beedi and cigarette, the former are hand 
made with 0.2 gram of processed sun dried tobacco 
falkes and tendu leaf along with cotton thread tied. It 
mainly consists of the workers those who are living 

below poverty line and they are dependent mostly on 
this kind of employment. Because most of them are 
either unskilled or semiskilled in nature, so they have 
to depend upon this kind of livelihood for the day to 
day expenses.

The Indian government estimated that 44 lakhs 
people were worked in beedi making industry. Most of 
the workers are still living below poverty line. These 
workers are mostly coming under more vulnerable 
sector because literacy among themselves and their 
family background are very poor. This industry hires 
women and children as their labourer for rolling and 
labeling purposes. Because the reason is that they need 
not spend more money as a wages to those workers. 
The economic as well as their health conditions has 
not been very conducive to produce the same. So there 
is a reason to improve their economic status and bring 
them to mainstream.
Table 1: Concentration of Beedi workers in Tamil 

Nadu.

District No. of workers
Tirunelveli and Tuticorin 5,50,000
Vellore 1,50,000
Tiruchirapalli 15,000
Chennai 15,000
Chengalpattu 10,000
Salem 5,000
Erode 2,000

7,47,000

Table 1 showsthat the concentration of beedi 
workers in TamilNadu and in all these districts, 
workers were invariably women and female children. 
In most of these places, beedi rolling was done at home. 
Involvement of middlemen was so popular. According 
to available data, it was learnt that, beedi rolling 
is a predominant activity being pursued especially 
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in Tirunelveli and Vellore districts on account of 
agricultural backwardness.

1.2 Statement of the Problem

One of the major features of unorganized sector is high 
level of unemployment, which leads to lower wage rate, 
lesser job security and less conducive environment 
at the industry. The health and socio economics 
conditions of the workers of these industries are very 
poor because they are poorer. The leaves which is used 
to produce the Beedi, causing not only those who are 
engaged in directly and also who those are residing 
the nearby industrial area. Hence there is need of hour 
to provide ideal wages, job security and conducive 
environment to workers to improve their standard of 
living. So this study has taken up in Erode district. 
This study is limited to Kangayampalayam of Erode 
district only.

1.3 STUDY OBJECTIVES

1.  To analyse the working environment 
conditions of Beedi workers in 
Kangayampalayam of Erode District of 
TamilNadu.

2.  To study the health problems faced by the 
Beedi workers inKangayampalayamof Erode 
District of TamilNadu.

2. METHODOLOGY OF THE STUDY

2.1 Sources of Data

This study mainly based on primary data and they 
have been collected from the respondents through 
well-structured questionnaire during the month of 
December 2018- January 2019. The questions were 
framed to collect various aspects of social, economic 
status, health issues and working environment of 
respondents.

2.2 Period of Study

The field survey carried in Kangayampalayam of 
Erode District of TamilNadu during December 2016 
to February 2017.

2.3 Method of Sampling

The researcher selected 50 samples for using a simple 
random sampling method. Only those who were 

involved in Beedi work and who were willing to 
answer the schedule, were included for the study.

2.4  Socio-Economic Conditions of Beedi 
workers

Beedi industry is one of the most important unorganised 
agro based industry which occupies important place in 
the national economy. Beedi manufacturing also takes 
place mostly in the homes of the beediworkers.A large 
number of the people including leaves and tobacco 
rolling and those doing labeling, bundling, trade and 
business besides other services are involved in beedi 
rolling activities. In urban areas, 18,635 workers 
are engaged in beedi related works. To analyse 
the behaviour of the variables of age, educational 
qualification, employment status, monthly income, 
medical, health and related aspects of the sample 
respondents.

Source: Field Survey

Figure : 1 The classification of the respondents on 
age in the study area is given in the figure: 1

The above table indicates that 27.4 percent of the 
respondents belong to the age group of 20-30 years 
and 4 percent of the respondents belong to the age 
group of 18-20 years and above. 

Sex

The following figure was formulated to classify the 
proportion between male and female in Beedi works 
in Kangayampalayam of Erode district of Tamil Nadu.

Source: Field Survey

Figure:2 Gender wise Classification of the 
Respondents
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From the above table it can be inferred that 68.7 
percentages of the respondents were female and 31.3 
percentages of the respondents are male. Thus it is 
concluded that majority of the respondents of female.

Table-1: Classification of the Workers by 
Community wise

Community Number of 
Workers Percentage

BCM 45 30
MBC 38 25
BC 55 36
SC 12 9
Grand total 150 100.00
Source: Field Survey

The above table shows that 36 per cent of 
the respondentsare BC and 8 percentages of the 
respondents are SC. Majority of the respondent are 
belonging to the Backward Class.

Religion
The Religion-wise classification of the respondents in 
the study area is given in the table 5

Table-2: Classification of the Workers by  
Religion wise

Religion Number of Workers Percentage
Muslim 60 40
Hindu 80 54
Christian 10 6
Grand total 150 100

Source: Filed survey

The above table infers that 53.3 percent of 
the respondents are Hindu and 6.6 percent of the 
respondents are Christian. Thus it is concluded that 
majority of the respondents are belonging to  Hindu.

Marital Status

The variable marital status plays on underlying role 
bringing up of women and men.

The table 6 attempts to narrate the marital status 
of the respondents.
Table 3: Workers Marital Status

Marital status Number of 
Workers Percentage

Single 30 20
Married 109 72
Window 11 7
Divorced 1 1
Grand total 150 100

Source: Filed survey

The above table indicates that 72.67 percent of 
the respondents are married and 7.3 percentages of the 
respondents are widow. We can say that majority of the 
respondents are married.

Education

Education moulds the personality of the individuals. 
It is not only refines a person but also helps to 
minimise the animalistic behaviour of human beings. 
Thus the researcher tried  to analyse the educational 
qualification of the respondents.The Education-wise 
classification of the respondents in the study area is 
given in the table 7.

Table-4: Classification of the Workers by 
Education wise

Qualification Number of Workers Percentage
Illiterate 29 19.33
Primary 48 32
Elementary 28 18.66
High school 42 28
Collegiate 3 2
Grand total 150 100

Source: Field Survey

The above table shows that 32 percent of the 
respondents are Primary and two percent of the 
respondents are collegiate. We can say that majority of 
the respondents of primary.

Domicile

The Domicile-wise classification of the respondents in 
the study area is given in the table 8.

Table-5: Domicile wise classification of the 
Workers

Domicile 
(specific the place)

Number of 
Workers Percentage

Rural 114 76
Urban 30 20
Semi urban 6 4
Grand total 150 100

Source: Field Survey

The above table infers that 76 percent of the 
respondents are Rural and 4 percentages of the 
respondents are Semi-Urban. We can concluded that 
majority of the respondents are resides in rural.

Monthly Income of the Respondents

The table 5 show that the monthly income of the 
respondents, in order to substantiate the family income, 
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nearly all of the respondents work in spite of their 
ailment. They earned for their own livelihood. The 
monthly income-wise classification of the respondents 
in the study area is given in the table 5.

Table-6 - Classification of the Workers based on 
Income

Monthly income Number of Workers Percentage
Below 1500 12 8
1501-3000 57 38
3001-5000 68 45
Above 5000 13 9
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that 45.3 
percentages of the respondent monthly income is 
3001-5000 and 8 percentages of the respondents’ 
monthly income is below 1500. Thus it is concluded 
that majority of the respondents monthly income is 
3001-5000.

Type of house

House ownership is useful to understand the economic 
status of the respondents based on their residential 
places, namely, owned, rental and leased.The types 
of houses in which the respondents resided were 
classified as Huts, Tiled and Pucca (well-built).The 
type of house-wise classification of the respondents in 
the study area is given in the table 10.

Table-7.Type of house wise classification of the 
Workers

Types of house Number of Workers Percentage
Thatched house 43 29
Tiled house 57 38
Asbestos house 28 18
Mud house 22 15
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that 38 
percentages of the respondents are living tiled house 
and 14.6 percentages of the respondents are living in 
mud house. Thus it is concluded that majority of the 
respondents are living n tiled house.

Duration of work

The Duration of work-wise classification of the 
respondents in the study area is given in the table 11

Table-8: Duration of work wise classification of the 
Workers

Duration of work Number of 
Workers Percentage

8 hours 20 10
More than 8 hours 40 30
Convenient timings 90 60
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that 60 
percentages of the respondents are working time 
is convenient timings and 10 percentages of the 
respondents are working 8 hours. Thus it is concluded 
that majority of the respondents of working for 
convenient timings.

Movable asset:

The movable asset-wise classification of the 
respondents in the study area is given in the table 

Table-9: Movable asset wise classification of the 
Workers

Movable Number of Workers Percentage
Gold 110 73
Silver 40 27
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that 73.3 
percentages of the respondents are movable asset for 
gold and 16 percentages of the respondents are no have 
movable assets. Thus it is concluded that majority of 
the respondents of movable assets for gold.

Immovable asset

The immovable asset-wise classification of the 
respondents in the study area is given in the table 10
Table-10 Immovable asset-wise classification of the 

Workers

Immovable Number of Workers Percentage
Land 64 42
House 37 23
Nil 49 35
Grand total 150 100

Source: Primary Data

From the above table it can be inferred that 42.67 
percentages of the respondents are immovable asset for 
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land and 22.6 percentages of the respondents are movable 
asset for house. Thus it is concluded that majority of the 
respondents are immovable assets for land.

Type of skills
The type of skills-wise classification of the respondents 
in the study area is given in the table 11.

Table-11- Type of skills wise classification of the 
Workers

Types of skills Number of Workers Percentage
Yes 92 62
No 58 38
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that 61.3 
percentages of the respondents are skilled persons and 
38.67 percentages of the respondents are no skilled 
persons. Thus it is concluded that majority of the 
respondents of skilled persons.

Expenditure on self
Spend the income on self-wise classification of the 
respondents in the study area is given in the table 12.
Table-12.Expenditure on self-wise classification of 

the Workers

Spend your  self 
income on

Number of 
Workers Percentage

Dress 112 74.66
Recharges 38 25.39
Grand total 150 100

Source: Field Survey

From the above table it can be inferred on self 
that 74.6 percentages of the respondents are spend the 
income for purchase dresses and 25.39 percentages of 
the respondents are spend the income for recharges. 
Thus it is concluded that majority of the respondents of 
the workers are spend the income for purchasing dress.

Expenditure on family

Theon family-wise classification of the respondents in 
the study area is given in the table
Table-13. Expenditure on family-wise classification 

of the Workers

Items No. of Workers Percentage
Necessaries 133 88.66
House things 17 11.44
Grand total 150 100

Source: Field Survey

From the above table it can be inferred on 
family that 88.6 percentages of the respondents are 
send for the income for cooking expansion and 11.4 
percentages of the respondents are spend the income 
for purchase house things male. Thus it is concluded 
that majority of the respondents of send the income for 
cooking expansion.

Mode of saving

Themode of saving -wise classification of the 
respondents in the study area is given in the table 16.
Table-14- Mode of saving -wise classification of the 

Workers

Mode of savings Number of Workers Percentage
Post office 98 65.33
nationalized bank - -
Child fund SHG 40 26.66
Private saving 12 8
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that the 
mode of savings 65.3 percentages of the respondents 
are savings in post office and 8 percentages of the 
respondents are savings for private savings. Thus it is 
concluded that majority of the respondents of savings 
in post office.

Health care facilities of the workers

Any health care facilities do workers -wise 
classification of the respondents in the study area is 
given in the table 15.

Table-15- Health care facilities of the Workers

Any health care  
facilities do workers

Number of  
Workers Percentage

Yes 150 100
No - -
Grand total 150 100

Source: Field Survey

From the above table it can be inferred that 100 
percentages of the respondents are health care facilities 
for workers.

Borrow loan from the bank

Taken any loan the bank -wise classification of the 
respondents in the study area is given in the table 18.
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Table-16- Taken any loan the bank wise 
classification of the Workers

Taken any  
loan the bank

Number of 
Workers Percentage

Yes 62 42
No 87 58
Grand total 150 100

Source: Field Survey

The above table shows that 58 percent of the 
respondents are no get the loan for the bank and 42 
percentages of the respondents are get the loan for 
the bank. Thus it is concluded that majority of the 
respondents no get the loan the bank.

The condition of working environment:

Thecondition of working environment -wise 
classification of the respondents in the study area is 
given in the table 17.

Table-17- Condition of working environment

The condition of  
working environment

Number of  
Workers Percentage

Yes 105 70
No 45 30
Grand total 150 100

Source: Field Survey

The above table it can be inferred that 70 
percentages of the respondents are called the working 
environment is good and remain 30 percentages of 
the respondents are called the condition of working 
environment is not good. Thus it is concluded that 
majority of the respondents are called the working 
environment is good.

Health related issues

The health related issues-wise classification of the 
respondents in the study area is given in the table 18.

Table-18- Health related issues of the Workers

Any health  
related issues

Number of 
Workers Percentage

Yes 48 32
No 102 68
Grand total 150 100

Source: Field Survey

The above table indicates infers that 68 percent 
of the respondents are no health related issues and 

32 percentages of the respondents are affected for 
health related issues. We cansay that majority of the 
respondents are no health related issues.

Suggestion

The following suggestions are made for improving 
the Socio-economic study in Beedi workers of 
kangayampalayam village.

 ●  Minimum wages should be fixedfor the 
women beedi rolling   workers   to prevent or 
avoid exploitation of labour by the employer.

 ●  The children of the sample respondents have 
no facilities for receiving proper education.

 ●  Since the average annual income of all the 
respondents very low the Government should 
take efforts to improve their earnings by 
giving proper training.

 ●  The respondents should be motivated 
regarding the credit Facilities in the Bank.

CONCLUSION

The prime objective of the study is to find out working 
environment of unorganised sector labourer with 
reference to beedi weavers in Erode district during 
December 2018 – January 2019. The study found that 
facilities provided by the employer are not sufficient 
and also remuneration differences among the labourers 
pose serious issues among them. Many of the labourers 
are debt ridden over the period of ten years or so. The 
government must take necessary steps to prevent the 
exploitation and also protect their rights to live in a 
society where they can avail basic amenities whenever 
the needed.
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ABSTRACT

This research analyses the Perception of the customer 
towards two wheelers. The study is limited to Chennai 
City with total number of 100 respondents were 
personally surveyed with a structured questionnaire. 
Hypothesis was constructed and statistical analysis 
such as percentage analysis, chi square was carried 
out. From the research, it is observed that the Yamaha 
two wheelers are well known for their designs and 
performance. The satisfaction is high towards all other 
factors except the availability and introduction of new 
brands. And chi square test analysed the influence of 
mileage in the performance of vehicle for customer’s 
satisfaction. India is one of the largest manufacturers 
and producers of two-wheelers in the world. The 
preference of the consumers clearly signifies that 
their importance of family and friends influencing 
their purchase, the additional facilities expected, and 
many. In the beginning of the century, the automobile 
entered in the transportation market as a teddy bear 
for the rich. However, it became gradually more 
popular among the general population because it gave 
travellers the freedom to travel when they wanted to 
and where they wanted.

Keywords: Customer Perception, Automobile, 
Customer loyalty, Customer satisfaction, two wheelers 
on Yamaha

INTRODUCTION

Automobile sector is one of the evergreen part in 
everyone life. India is one of the biggest manufacturer 
and producer of two wheelers in the world. It stands 
next only to Japan and China in terms of the number of 
two-wheelers produced and domestic sales respectively. 
The India two-wheeler industry made a small beginning 
in the early 50’s when automobile products of India 
(API) started manufacturing scooters in the country.

Motorcycles in the two-wheeler industry is a 
common trend in most parts of the world. The reasons 
for this are product-specific as well as general. Fuel 
efficiency, riding comfort, larger wheelbase and as 
a result higher resale value than that of scooters, are 
features that make motorcycles more appealing to 
consumers than other categories. Today market is a 
more customer oriented in the sense all the business 
operations revolve around satisfying the customer by 
meeting their needs through effective service. Thus, 
business is often dynamic, challenging and rewarding. 
It can also be frustrating and even disappointing but 
never dull. For this following questions may arise 
regarding customer satisfaction. What factor affects 
the two wheeler purchasing? What factor influences 
the customers? And so on. To find the solution to these 
questions the study has been carried out.

COMPANY PROFILE

Yamaha made its initial foray into India in 1985. In 
August 2001, Yamaha India became a 100% subsidiary 
of Yamaha Motor Co., Ltd, Japan (YMC). In 2008, 
Mitsui & Co., Ltd. entered into an agreement with 
YMC to become a joint-investor in the motorcycle 
manufacturing company “India Yamaha Motor Private 
Limited (IYM)”.IYM’s manufacturing facilities 
comprise of 2 State-of-the-art Plants at Faridabad 
(Haryana) and Surajpur (Uttar Pradesh). The 
infrastructure at both the plants supports production 
of motorcycles and parts for the domestic as well as 
overseas markets. The Surajpur plant was established 
in 1984. The state–of-the-art Assembly plant at 
Surajpur was inaugurated on 6th July’09 and is spread 
over an area of 36,000 Sq. Mts. It has the capacity to 
produce 1 million motorcycles and scooters annually. 
This fully integrated assembly plant is built on the lines 
of Yamaha’s globally tried, tested and successfully 
implemented standards and meets the global quality 
benchmarks.
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REVIEW OF LITERATURE

Dr. K. Mallikarjuna Reddy (2011) had conducted a 
study on “Consumer Behaviour towards Two-Wheeler 
Motor Bikes” in the twin cities i.e. Hyderabad and 
Secunderabad by selecting Hero Honda, Yamaha, and 
TVS bike users. The study concluded that there is a 
heavy demand for Hero Honda motorcycles in the 
market, so their supply has to be drastically improved 
so as to meet the demand of the customer. Some of the 
respondents suggested for improving the mileage and 
technology of Yamaha and TVS Bikes.

Omesh Chadha (2011) in the article “Consumer 
Buying Behaviour towards Bikes” has revealed that the 
customers give more importance to fuel efficiency than 
to other factors. They believe that the brand name tells 
them something about product quality, utility, technology 
and the like. The consumers prefer to purchase the 
Bikes which offer high fuel efficiency, good quality, 
technology, durability and reasonable price.

Vijay and Jayachitra (2011) in the article 
“Customer Perception with Motor Cycles” studied 
on customer’s perception of Hero Honda motorcycles 
compared to TVS and Bajaj. This study concluded that 
Hero Honda controls almost 48% of the two- wheeler 
market, followed by Bajaj with about 20% and TVS 
Motor at close to 17% share. So this study focuses on 
customers’ perception towards the three major players 
in the market.

Merlin D. Jane (2012) in the article on “Evaluation 
of Customer loyalty in TVS Motor Cycle Dealership” 
identified some factors like quality, price, service, 
attitudes which were experienced by customers in TVS 
motor cycle dealership. The study concluded that, the 
customer loyalty of the company is at an excellent 
position because of the high level product satisfaction 
and the customer satisfaction.

Gugloth et al., (2012) in the article “A Study 
Relating to the Decision-Making Process of Purchasing 
Two-Wheeler’s in Rural Area of Andhra Pradesh” 
studied about the present scenario of rural marketing 
especially decision making process of purchasing 
two-wheeler in rural area, and its importance, current 
trends, and highlights certain problems related to 
rural marketing area. This article also investigates the 
demand of two-wheelers in rural area and influence 
of the factors like family, friends, dealers, service and 
mileage for the process of purchasing a two-wheeler.

OBJECTIVE OF THE STUDY

 ●  To study the customer perception towards 
Yamaha in Chennai.

 ●  To identify the customer perception level 
towards the performance of vehicles.

 ●  To identify the customer perception level 
towards the mileage of vehicles.

 ●  To find out the customer perception level 
towards bike service provided.

STATEMENT OF THE PROBLEM

There are many types of two wheelers and they are playing 
an essential role in fulfilling the needs of customer now 
a days and the customer are more dynamic. Their needs 
and preference can be changing as per current scenario. 
The development of the two wheelers mainly depends 
on the customer satisfaction. All the customers have 
different tastes, likes and dislikes and adopt different 
behaviour patterns, while making purchase decisions. 
So satisfying the customers occupies a most important 
position in business management.

RESEARCH METHODOLOGY

The data has been collected on the basis of the different 
sources in order to achieve the object of the project.

Source of Data

 ●  Primary Data: Data has collected through 
survey by sending the questionnaires through 
mails and direct contact.

 ●  Secondary Data: Data is collected through 
journals, company website, magazines etc.,

Sample Size: 100 respondents

Brand Covered: Yamaha

Target Area: Chennai

Data Analysis

Analysis was done on the basis of 20 parameters.

Research Hypothesis

Influence of mileage on performance of the vehicle 
for customer satisfaction. Null Hypothesis: There 
is not much influence of mileage in performance of 
vehicle. Alternative Hypothesis: Mileage influences 
the performance of vehicle.
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Descriptive Statistics

N Mean  Std. Deviation Minimum Maximum

Mileage 100 3.1100 1.03372

Performance 100 2.2700 1.15343 1.00 1.00 5.00 5.00

Chi-Square Test Frequencies Mileage

Observed N Expected N Residual
excellent 2 20.0 -18.0
good 28 20.0 8.0
average 41 20.0 21.0
satisfactory 15 20.0 -5.0
not good 14 20.0 -6.0
Total 100

Performance

Observed N Expected N Residual

excellent 28 20.0 8.0
good 41 20.0 21.0
average 11 20.0 -9.0
satisfactory 16 20.0 -4.0
Not good 4 20.0 -16.0
Total 100

Test Statistics
Mileage Performance

Chi-Square 44.500a 42.900a
df Asymp. Sig. 4 .000 4 .000

 ●  0 cells (.0%) have expected frequencies 
less than 5. The minimum=expected cell 
frequency is 20.0.

The table reveals that chi square value of 44.500 
(df=4, N=100), p<0,05 is significant at 4 degree of 
freedom, showing that there is significant difference in 
expected and observed frequencies. As such we reject 
Null Hypothesis and accept Alternative Hypothesis, 
that is, there is much influence of mileage in the 
performance of vehicle for customer satisfaction.

FINDINGS
 ●  46% of customers are in the age group of 22-

26 year.
 ● 41% of customer’s occupation are students.

 ●  44% of vehicle price almost customers accept 
the price.

 ●  38% of customers says there is a delay in 
availability of the vehicle.

 ●  41% of customers says performance is good 
and majority of customers that is nearly 41% 
responded mileage as average.

 ●  The performance and mileage of Yamaha 
vehicle was good it’s motivate the customers 
to buy a Yamaha vehicles.

SUGGESTIONS

 ●  Company should focus more on the timely 
availability of vehicles for the customers.

 ●  Focus should be on teenagers, young and 
executives as they represent largest portion 
of the bike user segment.

 ●  Yamaha should introduce new vehicles in the 
market.

 ●  Provide better sales follow up which almost 
every brand.
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CONCLUSION

Customer perception is essential for business success 
in today’s marketplace, as customers are the king 
of the market. The following fact about Indian two 
wheeler industries has been inferred: Every brand of 
bikes has a poor response in terms of sales follow up, 
favoured bikes in today’s date of Yamaha brand Royal 
Enfield, Customers stress on quality as complimentary 
to looks. Performance and Mileage is what everybody 
wants, from the research, it is observed that the 
Yamaha two wheelers are well known for their designs 
and performance. Two wheeler automobile sector is 
the backbone of the automobile sector in India. The 
satisfaction is high towards all other factors except the 
availability and introduction of new brands. Youth is 
the target for Yamaha. And this research have found 
the satisfaction level of customers in various categories 
like different age group, gender, income levels, and 
factors influencing them to buy Yamaha vehicle and 
most of its users are highly satisfied thus retaining 
customer loyalty.
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ABSTRACT 

Fundamental self-evaluations (FSE)are a broad, 
which combined approach, it indicated by self-
fulfilment, Fundamental control, self-efficacy, 
and (low) neuroticism (extraordinary emotional 
firmness). The target of the study was to scrutinize 
the role of fundamentalself-evaluations and 
its enactment in the employment stressors and 
job fulfilment. one hundred and twenty eight 
(45 males, 83 females) of Deemed university 
employees completed the Measures of employment 
Stressors which consisted of the InteractiveCrash 
at Work Scale, the StructuralRestrictionsRuler, 
and MeasureableCapabilityPortfolio, Overall 
Job Fulfilment, Rosenberg Self-Esteem Scale, 
Generalized Self-Efficacy Scale (GSES), Personality 
Inventory Neuroticism Scale, Internality, Powerful 
Others and Chance Scale (IPC), as well as 
Fundamental Self-Evaluation Scale (FSEs). The 
negative correlation of self- esteem, generalized 
self-efficacy and fundamental self-evaluations 
among interpersonal conflict at work environment 
are the findings of the study. Neuroticism had 
a positive correlation with them. Furthermore, 
regression analysis of the data demonstrated that 
self-esteem, generalized self-efficacy, neuroticism, 
and Fundamental self-evaluations significantly 
predicted interactivecrash, organizational 
constraints, and job fulfilment.  Therefore, based on 
the results it could be concluded that Fundamental 
self-evaluation and four traits influence the job 
fulfilment and employment stressors with the 
exclusion of quantitative workload. 

Keywords: Employee Behaviour; Fundamental self-
evaluations; employment stressors; job fulfilment

1. INTRODUCTION 

The Fundamental self-evaluation concept is 
an effort which provides a meaningful prediction 
about job fulfilment and other applied criteria this 
was introduced by Judge, Locke & Durham (1997).
Fundamental self-evaluations are ultimate bottom-
line for evaluations that people make of themselves. 
The self-esteem is also similar to that which means 
“the degree of capability, worthy and significant 
towards the works which is approved by higher 
authority” (Coopersmith, 1967). FSE is used to 
do self-worth appraisal of an employee. However, 
FSE reflects the beliefs of employee capabilities 
(to regulate life) so it seem to be broader than self-
esteem and competence (to perform, cope, persevere, 
and succeed) and a general logic that life will turn 
out well for oneself. FSE is viewed as a broad latent 
concept, which is indicated by at four qualities: self-
esteem, comprehensive self-efficacy, fundamental 
control, and (low) neuroticism (Judge, 2009). In 
theory, it seems likely that a person who lacks self-
approval and views himself or herself in a negative 
way will also be dissatisfied with the job. Self-esteem 
may moderate the stress-illness relationship and job 
fulfilment it was suggested through research. The 
self-esteem may be a stable pattern of influence on the 
appraisal of threats and also in patterns of autonomic 
stimulation (i.e., heartbeat and respiration). The 
high self-esteem individuals may have a complex 
threshold which makeundergoing job stress compared 
to their low self-esteem complements (Brunborg, 
2008). Generalized self-ability is an appraisal to 
know about the management of the life’s challenges 
(Judge, 2009). Many studies have scrutinized self-
efficacy in relation to job pressure. Some of the 
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Evidence indicates that individuals with high self-
efficacy cope better with high job control, while 
low self-efficacy individuals will feel that high job 
control aggravates job pressure in challenging jobs 
(Brunborg, 2008). Neuroticism is the tendency to 
express the negative aspects of the individuals and 
have a negativistic outlook.  Over the last decade, 
several studies have investigated the influence of 
individual outlooks on two important indicators 
of inherentoccupationachievement — employee’s 
job fulfilment and career fulfilment. Whereas job 
fulfilment is associated with one’s current work, 
career fulfilment refers to accumulated experiences 
of a person in an occupation or profession (Erdogan& 
Bauer, 2005). Accordingly, job fulfilment is treated 
as a constituent of career fulfilment (Lounsbury, 
Gibson, Steel, Sundstrom& Loveland, 2004). So as a 
final point, locus of control is alarmed with the beliefs 
about the causes of events in individual life—locus 
is internal when individuals see outcomes as being 
dependent on their own performance. The term was 
formulated by Rotter who divided between internal 
and external locus of control (Rotter, 1966). Internal 
locus of control is defined as an individual believing 
that he or she can control his or her own environment. 
External locus of control, on the other hand, describes 
an individual viewing his or her life as controlled by 
external According to Kahn, and Byosiere (1992), 
locus of control should be comprised in job pressure, 
since individuals with internal locus of control are 
more likely to cope actively with job stress and show 
greater levels of health and well-being in comparison 
to individuals with external locus of control. In 
considering the relationships among these traits, it is 
worth noting that self-esteem, locus of control, and 
neuroticism (also known as emotional stability or 
emotional adjustment) are the most widely studied 
personality concepts in psychology—cumulatively, 
the traits have been the subject of more than 
50,000 studies (Bono & Judge, 2003; Judge et al., 
2009). Individuals with positive Fundamental self-
evaluations appraisal is made by themselves in a 
consistently positive manner across situations; such 
individuals make themselves as to know the capable, 
worthy, and in control of their lives. Research 
has consistently shown that the four Fundamental 
elements are considerably interrelated. For example, 
in the metanalysis of Judge, Erez, Bono &Thoresen 
(2002), the average correlation among the attributes 

was .64, which is as high as the correlations among 
alternative measures of the Big Five attributes. 
Moreover, factor analyses—using both exploratory 
and confirmatory methods—have consistently shown 
that the four Fundamentalbehaviours load on a 
common factor (Erez& Judge, 2001; Judge, Erez& 
Bono, 1998b). Moreover, in predicting various 
criteria, it appears that the individual Essential 
attributes show similar correlations with many 
criteria, including job fulfilment and job performance 
(Judge & Bono, 2001; Bono & Judge, 2003). The 
Fundamental self-evaluations typology was the 
only typology that was significantly related to job 
fulfilment (Judge et al., 2008). In recent scenario, 
the high Fundamentals on FSE have been linked to 
compactthe stress level and burnout. Individuals with 
higher FSE may also experience less strain following 
exposure to stressors. FSE would act as a moderator: 
High FSE should shrink (i.e., make less positive) the 
relationship between stressors and strain, whereas 
low FSE should increase (i.e., make more positive) 
the stressor–strain relationship. Although FSE is the 
newest taxonomy, each of the Fundamental attributes 
comprising the catalogue—self-esteem, locus of 
control, generalized self-efficacy, and emotional 
stability—have been shown to be conceptually 
and empirically relevant to job fulfilment (Nauta, 
Liu & Li, 2010; Bowling, Wang, Tang & Kennedy, 
2010; Erez& Judge, 2001; Judge & Bono, 2001).  
Furthermore, it appears that FSE could be a useful 
organizing framework for understanding individual 
differences in the stressor appraisal and response 
process. For example, researchers have suggested 
that, chronic beliefs about the self, control, and 
outcomes reflect key components of an individual’s 
view of the world and of his or her ability to function 
successfully in that world, and thus should be 
especially potent in shaping reactions to stressful 
life events (Judge et al., 2009). Individuals with high 
levels of FSE would perform better on their careers, 
and are more successful in their careers, who are more 
satisfied with their occupations and lives, report lower 
levels of stress and conflict, cope more effectively 
with setbacks, and better capitalize on advantages 
and opportunities (Judge, 2009). In sum, there are 
many studies indicate the relationship between 
measures of FSE and job fulfilment, at present a few 
published studies that have looked at the relationship 
between measures of FSE and perceived job stress. 
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Since measures of FSE are suitable for predicting 
job fulfilment, and studies show relationships 
between job pressure and the personality attributes 
FSE comprises (Kahn &Byosiere, 1992; Salanova, 
Peiro&Schaufeli, 2002), there is reason to believe 
that FSE will account for a significant proportion 
of the variance in job pressure. The Fundamental 
model for the present study is to proceed from the 
transactional model of stress, in which individuals 
perceive a threat from certain aspects of their 
environment (stressors), which causes negative 
psychological and physiological responses (strain); 
the behavioural response directed to reducing these 
stressors and strain is coping (Folkman, 2010; Hoepf, 
2010;  Judge, 2009; Judge et al., 2009).

2 METHODS 

The study of this research made a sample which is 
comprised of one hundred and twenty eight (45 males, 
83 females) of Deemed universities in Chengalpattu 
District. 

2.1. Measures 

The levels of occupation stressors were assessed by 
the measures of employment stressors (Spector &Jex, 
1998) including Interpersonal Struggle at Work Scale 
environment (ISAWS), StructuralRestrictionsMeasure 
(SRM), Quantitative CapabilityPortfolio (QCP).  The 
Social Conflict at Work place environment should be 
considered for this study. The ISAWS is framed with 
four elements, were used towards the study rating 
scale that was designed to assess the coordination 
or how well the respondent gets along with others at 
work place environment. The elements were used to 
ask about the arguments getting into with others and 
about to know how often others act veryhorrible. 
Respondents are asked to indicate how often the 
elements will affect the each elements occurs at work. 
Five rated scale of choices were given, stretching 
from 1 (rarely) to 5 (very often). High Basicsof scores 
will represent the frequent conflicts with others. The 
StructuralRestrictionsMeasure of the organisation was 
made for review. The constraints of SRM convers 
with an l1-item scale which was discussed in Peters 
and O’Connor (1980). The total score of constraint 
is figured by giving consideration to each area of 
assessment with a single item, and intact constraints 
were used to compute theFundamental sum. The 

problems regarding the variables were intimate by 
the respondentwhich is used to specify how often it is 
difficult or impossible to do his or her job. The choices 
of response areextended from 1 (less than one time 
or never) to 5 (several times). The basics score of the 
analysis represent the levels of constrictions.  

Quantitative CapabilityPortfolio were designed 
originally with the assignmentbalance need to be 
assess by both factor qualitative i.e. work difficulty 
and quantitative i.e. how much work is assigned there. 
Its first account, the analysis had eight variables. 
By thesucceeding studies, it became outward that 
some factors were problematic and if that factors 
get eliminating which would enhance the scale’s 
corereliability. The formulation of reduction of factor 
was done step by step, one factor was eliminated for 
the second stage, and ultimately two more factors 
were plunged. In the final form, only five factors 
were concerning about the quantitative workload 
which willengaged. Each variable is a statement about 
quantity of work, and respondents were indicated to 
view how often each occurs, from 1 (less than once 
a month or never) to 5 (several times per day). High 
measure will represent a high level of workload. For 
the models presented, Fundamentals were adjusted 
as per the length of the respondents used with the 
5 elements version. The mean score was done by 
first computation for each variable and then it will 
multiply by five, so that the range of score is always 
comparable to the final five-item version.  Nomo-
logical rationalityis an analysis from the beta-analysis 
which is showed by a form of correlations that willlead 
to adapt a reasonable act well to frame what would 
be predictable on the basics of prior working stress 
theory and research (Kahn &Byosiere, 1992; Spector 
&Jex, 1998). In the most part, correlations between the 
balances and other factors were as expected. Explicitly, 
the occupation stressor balances were correlated with 
emotionalstresses and make some symptoms, but the 
workload scale had smaller correlations than the other 
two job-related stressor measures with despair and job 
fulfilment. The SRM correlated most strongly with 
role vagueness and role clash but the correlated was 
more moderately depicts through using meta-analysis.
The study of Spector and Jex (1998) provide data 
about four variables through a combination of eighteen 
studies results. Data showed reasonable convergent 
strength for the three occupational stressor measures, 
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which suggest some objectivity on self-reports. The 
three occupationalstressors correlated with one another 
from .20 (ISAWS and QCP) to .44 (ISAWS and 
SRM). Two measures inSRM make a causal indicator 
on the portion for which internal stabilityshows with 
the reliability and it would be inappropriate as a 
standard. Although the coefficient alpha for the SRM 
gives a quite good indication(.85), which suggests 
that these constraints are associated in the concerns 
or at least the insights of the variables are related as 
interconnectivity. The other two effects of indicator 
scales, ISAWS and QCP, revealed good internal 
reliability across the samples. The ISAWSassociated 
most strongly with role clash and related to a lesser 
degree withvagueness of role and negative affectivity. 
QCP relates most strongly to role clash and to work 
hours per week (Spector &Jex, 1998).  Job fulfilment 
was measured using six-variables which were derived 
from the Brayfield&Rothe (1951) the job fulfilment 
was measured as overall. This measure were done used 
a five-point Likertscale response system with strongly 
disagree (1) and strongly agree (5) as endpoints. The 
items can be summarised to a form of an overall 
measurement of Job fulfilment. The agreement 
stronger with variable represents higher levels of 
overall Job fulfilment. Weaker agreements were 
with the items represent lower levels of overall Job 
fulfilment. Reliability report was stated as 0.90 with 
6-variables measure. Fundamental Self-Evaluations 
(FSES) were stated by Rosenberg Self-possession 
Scale; Comprehensive Self-Efficacy Scale (CSES); 
Internality, Influentialvariables and Chance Scale 
(IVC); Eysenck Personality Inventory Neuroticism 
Scale. Self-esteem was measured with Rosenberg’s 
(1989) 10-items Self-Esteem Scale. This scale used 
a fivepoint Likert response system with strongly 
disagree (1) and strongly agree (5) as endpoints. 
All items are averaged to create a single self-esteem 
Fundamental for each respondent. Strong agreement 
equates to higher self-esteem, while weak agreement 
reflects lower self-esteem. Blascovich and Tomaka 
(1991) have found prior scale reliabilities ranging 
from .77 to .88. The co-efficient alpha was .88 for the 
undergraduate sample and .84 for the classified staff 
sample (Oyler, 2007).

The comprehensive self-efficacy was measured 
with Judge, Locke, Durham&Kluger (1998) eight-
items generalized and framed as self-efficacy scale. 
It used the same five-point response system as the 

other scales- strongly disagree (1) and strongly 
agree (5) as endpoints. All items are averaged 
to create a comprehensive self-efficacy which is 
based onfundamental for each respondent. Strong 
agreement reflects high collective self-efficacy, and 
weak agreement equates to low comprehensive self-
efficacy. The average reliability is .85 (Judge et al., 
2003). The alphacoefficient was computed as 89% for 
the undergraduate sample and 88% for the classified 
staff sample. Locus of control was measured with 8 
items from Levenson’s (1981) Internality, Powerful 
Others, and Chance scale. As with the other measures, 
the range of scale start from strongly disagree (1) to 
strongly agree (5) to indicate participants’ level of 
agreement with items such as “To know the happen 
going to happen” (reverse-fundamental) and “Usually 
able to protect my interests.” All items were averaged to 
develop a single locus of control fundamental for each 
respondent. The locus of control represents with strong 
agreement, while weak agreement reflects an external 
locus of control. Previous research has indicated 
a reliability of .85 (Judge et al, 1998). The alpha 
coefficient was 70% for the undergraduate sample and 
59% for the classified staff sample. Neuroticism was 
measured with the 12-items on Personality Inventory 
Neuroticism scale. It consists of the items such as 
“The person isan anxious personality” to “The person 
often feels fed up.” This scale used the same five-
point response system as the other elementary scales- 
strongly disagree-(1) to strongly agree-(5). All items 
were averaged to create neuroticismfundamental for 
each respondent. Stronger agreement with these items 
reflects neuroticism. The average reliability for this 
scale is 83%,Oyler (2007) obtained a coefficient alpha 
of .90 for this measure. Although the Fundamental 
traits are almost universally treated as separate and 
distinct, Judge et al. (2002) completed a meta-analysis 
of the relationship between the traits, using studies 
from the ten psychology journals most likely to include 
trait pairs. The average absolute correlation among the 
traits is 0.60. The locus of control is involved with a 
weakest relationship among the employees. Indeed, 
the average inter-correlation is .70, providing evidence 
of substantial overlap in the personality space assessed 
by measures of the four traits (Judge &Kammeyer-
Mueller, 2012b). In the present study, the reliability 
of all criteria and traits measured by Cronbach’s alpha 
was at least satisfactory. All reliabilities exceeded 
values of .70. General Fundamental self-evaluations 
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were measured using a 12 item measure developed by 
Judge et al. 2003). Responses for each were recorded 
on a 5-point Likert type scale ranging from 1 (disagree 
strongly) to 5 (agree strongly). This is the only current 
CSE scale, and is known to have sound psychometric 
properties. The CSE scale measures a single factor 
that is the intersection of self-esteem, locus of control, 
generalized self- efficacy, and emotional stability. 
The Cronbach alpha .78 reliability coefficient was 
acceptable and similar to those observed in younger 
gang (Tsaousis, Nikolaou, Serdaris& Judge, 2007; 
Kammeyer-Mueller, Judge & Scott, 2009). 

3. RESULTS 

The findings revealed that there is significant correlation 
between four Fundamental self- evaluations traits 
strongly. There is a negative and significant correlation 
between self-esteem, and comprehensive self-efficacy 
with ISAWS, and SRM which has a positive and 
significant correlation between neuroticism with them. 
In accumulation, job fulfilment is correlated with self-
esteem, comprehensive self-efficacy, and Fundamental 
self- evaluation was positively correlated with 
neuroticism, ISAWS, and SRM negatively (Table 1). 

Table 1 Coefficient of Correlation among the 
variables 

Variables M SD Co-efficient 
value

Self-Esteem 37.30 4.17
Comprehensive  
self-efficacy

35.15 5.16 .724

Locus of control 27.30 3.04 .320
Neuroticism 30.73 7.99 -.389
ISAWS 7.04 3.96 -.219
SRM 23.11 8.73 -.247
QCP 14.05 4.82 .057
Job Fulfilment 4.50 2.15 .264
Fundamental  
self-evaluation

23.11 6.73 .375

The results of analysis by linear regression 
show that self-esteem, comprehensive self-efficacy, 
neuroticism, and Fundamental self- evaluation predict 
ISAWS (respectively F=8.939, P<.004, F=8.167, 
P<.005, F=10.345, P<.001, and F=11.469, P<.001) 
and SRM (respectively F=5.752, P<.018, F=6.543, 
P<.012, F=12.924, P<.001 and F=7.358, P<.008) 
significantly.

Moreover, the findings indicate that self-esteem, 
comprehensive self-efficacy, neuroticism, and 
Fundamental self-evaluation forecastthe overall job 
fulfilmentwhich shows the significant relationship 
(respectively F=7.4, P<.006, F=7.8, P<.007, F=15.248, 
P<.000, and F=4.034, P<.016).They are shown in 
table. 

Table 2.The Results of Linear Regression Model 
for Job Fulfilment
Variables t β SE R2 F Sig
Self –esteem 2.7 .26 .02 .07 7.4 .006
Comprehensive  
self –efficacy 2.8 .27 .024 .073 7.8 .007

Neuroticism -4.0 -.38 .012 .14 15.24 .000
Fundamental  
self - evaluation 2.5 .31 .13 .05 4.034 .016

DISCUSSION 

As per thehypotheticalestates, the findings exposedas 
that there are significant correlation between four 
Fundamental self- evaluations behaviours and general 
Fundamental. Reliable with this finding, the four 
Fundamentalmanners have also been shown to be 
empirically related: with the evidence confirmed through 
Meta-analytic, it shows a substantial inter- correlations 
between the underlying Fundamentalqualities. The 
confirmatory and exploratory factor analytic studies 
revealed that one common factor underlies in the four 
Fundamentalqualities. The findings also exhibited that 
three Fundamental self- evaluations qualities could 
predict ISAWS and SRM significantly but locus of 
control could not. In contrast, the only trait could predict 
QCP, was locus of control. Self-esteem, comprehensive 
self-efficacy, neuroticism, general fundamental 
self- evaluation, predicts the overall job fulfilment 
significantly. These finding consist with prior research 
(e.g. Thoits, 2013; Hoepf, 2010; Ganster&Schaubroeck, 
1995). In other words, the results showed that levels of 
FSE had a significant effect on job pressure and job 
fulfilment. This is in accordance with other studies using 
personality traits as predictor variables for job pressure, 
and job fulfilment. It seems that a sense of personal 
agency and control are central components of FSE, 
those who are lower in FSE should therefore perceive 
stressors as more overwhelming. Conversely, a positive 
sense of self-worth should lead to improved mood in the 
face of threats and greater confidence that one can exert 
control over potential stressors (Judge et al., 2009). FSE 
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should make individuals more confident that they can 
respond successfully to challenging situations, resulting 
in fewer negative emotional and behavioural reactions 
to stressors. Individuals with higher FSE may also 
experience less strain when confronted with stressors 
because they will believe they are of value in general, 
so their positive sense of self-worth and well-being 
can serve as a buffer against any specific threat.  What 
is notable in the present study is the non- significant 
correlation between Work overload and fundamental 
self- evaluation and its traits. In other words, the results 
suggested that heavy work overload is not supposed 
as a job stressor. Therefore, this finding is inconsistent 
with research suggesting a strong association between 
workload and experiencing negative social interactions 
and psychological strains at work, and emotional 
reactions such as feeling anxious and frustrated.  One 
explanation for this result is the missing of a distinct 
definition of workload and its heaviness in the 
administrative system. In many organizational contexts 
the mere physical presence is important and the amount 
of work (effort) in due time is not seriously considered. 
Therefore the sample of this study may not experience 
the anxiety and frustration resulting from the heavy 
workload with uncertainty as its consequence which 
made people doubtful about their ability to perform the 
job activities. In conclusion, in this study work overload 
is not perceived as a job stressor among the employees.     

Limitations and future studies one limitation of 
the study is that the data were cross- sectional design 
and self-reported design, which in turn could lead to 
the potential problems of common method variance 
and inflation bias. Future studies should measure 
otherrelated and framed objective of job pressure. Also, 
the direct causal relationship between FSE and job 
stress should be assessed given the fact that exploring 
FSE’s effect on job stress. The future research study 
with a deep narrow data and other typologies variables 
related to job pressure, which is measure as a necessary 
to confirm and generalize this study’s outcomes. 
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ABSTRACT

PURPOSE: The purpose of this study is to find out 
the effectiveness of gamified learning among arts and 
science college students in Chennai city. The other 
purpose of this study is to analyze the factors that 
influence towards gamified learning.

METHODOLOGY: The data for the study is 
collected from 90 students in arts and science colleges 
in Chennai. Also, the study focuses only on 5 major 
departments in city colleges. Purposive sampling 
method has been used.

TOOLS AND TECHNIQUES: Demographic 
profile of the respondents is studied. ANOVA and 
Factor Analysis are used for the study.

FINDINGS: The study identifies that students feel 
easy to listen, understand and learn if the new teaching 
techniques like gamification are used in classrooms.

IMPLICATIONS: The results of the study indicates 
that, this is the right time for the educators to adapt 
new technology oriented techniques in classroom as 
most of the students in city colleges are already being 
benefited because of such techniques.

KEYWORDS: Gamification, learning, teaching and 
technology

INTRODUCTION

Gamification refers to the application of game design 
elements to non-game activities and has been applied 
to a variety of contexts including education. Various 
elements have been used in gamification to increase 
user engagement. Examples of these elements include 
points, badges, leaderboards, and rewards. Educational 
institutions are interested in gamification of education, 
where educators create gamified learning environments 

to enhance learner engagement and improve learning 
outcomes. Given the potential of gamification of 
education, we are interested in identifying game design 
elements that have been used to gamify education as 
well as the impact on learner outcomes

Computer and mobile games are increasingly 
part of the daily activities of students of all ages, and 
it’s been extremely burdensome and challenging to 
separate the students and games. Also, the expectation 
of echo boomers is more than that of just “chalk and 
talk” teaching. Hence, there is an absolute need for 
the teachers to think out of the box to motivate the 
students’ and make them learn. Many research have 
been conducted to improve students’ performance and 
learning in class room. In this study, the researcher try 
to connect the two elements i.e., games and learning. 
Also, the focus is given on Gamification, as a tool 
to improve students’ engagement in class room and 
learning. Gamification involves incorporating game 
elements such as quizzes, puzzles, smart classrooms 
into non-game contexts in order to take advantage of 
the motivation provided by a game environment. The 
findings of this study would be very useful for the Gen 
Y teachers to make the students involve themselves 
in the college or class room activities. Also, this tool 
will also detach the gap between the class room and 
students. 

Similar to technological changes altering the way 
students learn, they can also be used by educators to 
alter the way subject content is delivered. This fact 
has long been recognized in academia and has seen 
the introduction of online learning, online discussion 
boards and smart classes, etc. in the classroom. 
Numerous research studies have been conducted into 
the effectiveness of computer games for instruction 
with mixed results reported (Kapp, 2012).
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A recent trend in using games to influence 
behavior (not just learning behavior but any type of 
desirable behavior) is called “gamification.” A popular 
and broad definition of gamification is “the use of game 
design elements in non-game contexts” (Deterding et 
al., 2011). The term originated in the digital media 
industry and widespread adoption started to occur in 
the second half of 2010. To date, gamification has been 
used in a wide variety of industry categories such as: 
art, call center, commerce, education, entertainment, 
environment, design, government, health, life, 
marketing, market research, mobile, social good, web 
sites and work. The study focuses only on college 
level education sector. Many colleges in Chennai 
city are using this technique in class room to engage 
with students. For the study purpose, few departments 
of arts and science colleges in the city have been 
considered.

REVIEW OF LITERATURE

Gamification has been defined as the use of game 
design elements in non-game contexts such as 
education (Deterding, S., Dixon, D., Khaled, T., & 
Nacke, L (2011). Gamification has gained significant 
attention especially in educational contexts (Koivisto 
& Hamari, 2017; Seaborn & Fels, 2015). Gamifying 
education and learning has a long history (see e.g. 
Deterding, 2014) and an intuitively understandable 
background as game design and theories on learning 
draw heavily from same psychological theoretical 
backgrounds (Landers, 2014).

Gee, J. P. (2007) identified 36 learning principles 
that are present in the gamification process. 
These include critical learning, design, semiotic 
domains, meta level thinking, self-knowledge and 
achievement learning principles just to name a few. 
Nah, F. F,-H., Zeng, Q., Telaprolu, R., Ayyappa, A. 
P., & Eschenbrenner, B. (2014) conducted a review 
of the literature on gamification in education. Their 
synthesis identified the design elements utilized 
to gamify education were the following: points, 
levels or stages, badges, leaderboards, prizes and 
rewards, progress bars, storyline, and feedback. 
Students experience motivation and engagement 
which enhances learning when these various game 
elements are used in a classroom situation (Lee, J. J., 
& Hammer, J. (2011).

Dicheva, D., Dichev, C., Agre, G., & Angelova, 
G. (2015) conducted a systematic mapping study 
of gamification in education from several research 
papers and revealed the categories of design principles 
included were: goals and challenges, personalization, 
rapid feedback, visible status, freedom of choice, 
freedom to fail, and social engagement. The most 
popular design principles were individual and 
group challenges where competition created social 
engagement and visible status were reported. It was 
noted that most of the gamification of education 
and reported research was conducted in science, 
engineering, information and computer technology at 
the college level (Nah, F. F,-H., Zeng, Q., Telaprolu, 
R., Ayyappa, A. P., & Eschenbrenner, B. (2014). Given 
such promising results and the grounding of theories 
and learning principles in the gamification process, 
more empirical research needs to be conducted. This 
study was carried out to discover the effectivess of 
gamification among college students.

OBJECTIVES

The current study is carried out to:

1.  To study the demographic profile of the 
respondents

2.  To analyze the factors that influence towards 
gamified learning

3.  To analyze the effect of Gamification on 
students’ learning

METHODOLOGY

COLLECTION OF DATA

The primary data of this study were collected from 90 
arts and science college students in Chennai City with 
the help of well structured questionnaire. This study is 
developed to understand the effectiveness of gamified 
learning among respondents.

SAMPLING METHOD

Purposive sampling method was adopted to analyze 
the effectiveness of gamified learnings towards college 
students in Chennai city. The questionnaires were 
distributed to 95 arts and science college students. Out 
of which 80 questionnaires were used for the analysis. 
Secondary data have been collected from books, 
journals, internet, etc.
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TOOLS USED FOR ANALYSIS

The primary data have been analyzed by using the statistical tools ANOVA and factor analysis.

DATA ANALYSIS AND INTERPRETATION

Table 1 - Demographic Profile of the Respondents

Factors Frequency Percentage
Gender Male 47 52.2

Female 43 47.8
Family Type Joint Family 45 50

Nuclear Family 45 50
Department Commerce 21 23.3

Computer Science 20 22.2
Management 16 17.8
Computer  Application 14 15.6
Visual  Communication 19 21.1

Mode of Transport By Walk 22 24.4
Two Wheeler 27 30
Four Wheeler 19 21.1
College Bus 22 24.4

No. of Hours  per day 5 hours 26 28.9
6 hours 28 31.1
7 hours 15 16.7
8 hours 21 23.3

Duration  of an hour 45 Minutes 23 25.6
50 Minutes 28 31.1
55 Minutes 20 22.2
60 Minutes 19 21.1

Type of Student Day Scholar 49 54.4
Hosteller 41 45.6

 Source: Primary Data

Inference 

The above table depicts the demographic factors and their 
distribution towards the study. Out of 90 respondents, 
52.2% of respondents found to be male; 50% of the 
students come from a joint family background and 50% 
come from nuclear family background.

Out of the total respondents, Majority of the 
students belong to Commerce (23.3%), Computer 
Science (22.2%) and Visual Communication 
(21.1%). Also the other departments such as 
Management and Computer Application also hold 
an appropriate distribution of 17.8% and 15.6% 
respectively.

From the above table, it is clear that 30% of the 
students use two wheeler as a mode of transportation.  
Also, it has been recorded that majority of the arts and 
science colleges in the city has 6 working hours per 
day (31.1%) and most of the colleges have 50 minutes 
duration for one working hour (31.1%).

54.4% of respondents turn out to be Day Scholars 
and 45.6% of them are Hostellers. 

HYPOTHESIS

H0: There is no significant difference between 
gender and usefulness of gamified learning

H1: There is a significant difference between gender 
and usefulness of gamified learning
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Table 2 - ANOVA Analysis for Gender of 
Respondents and usefulness of gamified learning

Sum of  
Squares df Mean  

Square F Sig.

Between  
Groups .327 1 .321 1.421 .241

Within  
Groups 10.603 88 .237

Total 11.210 89

Inference

The above ANOVA table shows that the significant 
value is 0.241 and it is higher than 0.05 so accept 
the null hypothesis. Hence there is no significance 
difference between the gender and the effectiveness of 
gamified learning.

HYPOTHESIS
H0: There is no significant difference between  
the Deparment and attitude towards gamified 
learning
H1: There is a significant difference between  
the Deparment and attitude towards gamified 
learning

Table 3 - ANOVA Analysis for Department and 
attitude towards gamified learning

Sum of  
Squares df Mean 

Square F Sig.

Between  
Groups .248 1 .293 .187 .658

Within  
Groups 78.723 88 1.690

Total 79.520 89

Inference

The above ANOVA table shows that the significant 
value is 0.658 and it is higher than 0.05 so accept 
the null hypothesis. Hence there is no significance 
difference in the Department of the student and the 
effectiveness of gamified learning.

HYPOTHESIS

H0: There is no significant difference between 
the Duration of an hour and impact of gamified 
learning on students

H1: There is a significant difference between  
the Duration of an hour and impact on students’ 
studies

Table 4 - ANOVA Analysis for duration of an hour 
and its impact on students’ studies

Sum of  
Squares df Mean  

Square F Sig.

Between  
Groups 5.689 1 5.982 2.865 .035

Within  
Groups 98.343 88 2.563

Total 104.281 89

Inference

The above ANOVA table shows that the significant 
value is 0.035 and it is lower than 0.05 so reject the null 
hypothesis. Hence there is a significance difference 
between the duration of an hour and their impact on 
students studies.

FACTOR ANALYSIS

Table – 5

KMO AND Bartlett’s Test

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy

.734

Barlett’s Test of 
Sphericity

Approx. Chi-
Square

1654.773

Df 378

Sig. .000

Inference

After computing factor analysis for effectiveness of 
gamified learning among arts and science college 
students in Chennai city has been identified that 
KMO sampling acceptability is highly satisfied with 
the scale of measures. Based on KMO measure, 
values should be more than 0.60 to 0.70 while 
computing the result. As mentioned above, the 
Barlett’s test of Sphericity resulted with main aspects 
with approximate Chi-square value as 1654.773 as it 
is also considered as an constructive output. Degree 
of freedom implies the 378 as the freedom value and 
the final level of significance is 0.000 as it is less than 
0.05 under the probability value. Hence, the study 
resulted in a valid output with greater significant 
value in order to deliver the concept in effective 
manner. 



778

   

Table – 6 Communalities
Initial Extraction

EG1 1.000 .682
EG 2 1.000 .877
EG 3 1.000 .751
EG 4 1.000 .610
EG 5 1.000 .648
EG 6 1.000 .979
EG 7 1.000 .819
EG 8 1.000 .764
EG 9 1.000 .779
EG 10 1.000 .677
EG 11 1.000 .669
EG 12 1.000 .730
EG 13 1.000 .979
EG 14 1.000 .778
EG 15 1.000 .979
EG 16 1.000 .682
EG 17 1.000 .764

EG 18 1.000 .748
EG 19 1.000 .979
EG 20 1.000 .979
EG 21 1.000 .779
Extraction Method: Principal Component Analysis.

Inference 

The term communalities is accumulated with two 
aspects namely initial value and extracted value. As 
per the communality terms, the majority of the results 
of initial value should be greater than 1 and after the 
extraction the value should be greater than 0.4 with 
higher level of significance. Based on the results 
delivered, the grouping factors were loaded with high 
significant values as extremely satisfied. Variables 
such as EG2, EG6, EG7, EG13, EG15, EG19 and 
EG20 are loaded with the value greater than 0.8 which 
clearly shows the significance of current study.

Table 7 - Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared 

Loadings
Rotation Sums of Squared 

Loadings

Total % of 
Variance

Cumulative  
% Total % of 

Variance
Cumulative  

% Total % of  
Variance

Cumulative 
%

1 2.547 21.227 21.227 10.594 37.836 37.836 4.091 14.610 14.610
2 1.877 15.640 36.867 2.512 8.971 46.808 3.871 13.827 28.437
3 1.562 13.015 49.882 1.963 7.012 53.820 2.831 10.109 38.546
4 1.373 11.439 61.320
5 .917 7.642 68.962
6 .867 7.221 76.183
7 .770 6.418 82.601
8 .602 5.017 87.618
9 .581 4.844 92.462
10 .438 3.649 96.111
11 .272 2.270 98.380
12 .270 .877 96.308
13 .267 .704 97.012
14 .264 .581 97.593
15 .252 .564 98.157
16 .243 .538 98.695
17 .241 .386 99.081
18 .238 .329 99.409
19 .228 .253 99.663
20 .221 .224 99.887
21 .194 1.620 100.000
Extraction Method: Principal Component Analysis.
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Inference

The above table depicts the principal component 
analysis (PCA) methods which provides the 
relationship between the extracted factors and rotated 
factors with the variables used in this analysis. It 
is technically termed as factor loadings. The value 
of factor loadings indicate the relationships clearly. 
Third factor consists of higher variance i.e., 38,546.

Table – 8 ROTATED COMPONENT MATRIX

COMPONENTS
1 2 3

EG3 .796
EG6 .717
EG9 .671
EG12 .612
EG15 .552
EG18 .501
EG21 .466
EG2 .832
EG4 .763
EG8 .711
EG14 .576
EG16 .567
EG20 .554
EG1 .526
EG5 .835
EG7 .792
EG10 .766
EG11 .606
EG13 .631
EG17 .589
EG19 .576

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

Inference

Above tables explains the principal component 
analysis and rotated factor loading method is used to 
identify the factors. It has been observed that out of 
21 variables, 3 factors namely Usefulness, Attitude 
and Impact on studies were identified by the rotation 
method. 

GROUPING FACTOR

1.  The “Usefulness factor” explains the 1st 
component.

2.  The “Attitude factor” explains the 2nd 
component.

3.  The “Impact on studies factor” explains the 
3rd component.

From the above table, it is very clear that 3rd factor 
has been recorded with highest factor loading of 0.835.

FINDINGS AND SUGGESTIONS

Findings based on Demographic Profile

 ●  52.2 per cent of the respondents are male.

 ●  50 per cent of the respondents come under 
Nuclear family size

 ●  23.3 per cent of the respondents are from 
Commerce background

 ●  30 per cent of the respondents uses two 
wheeler as their mode of transportation

 ●  31.1 per cent of the respondents’ colleges 
have 6 hours per day

 ●  31.1 per cent of the respondents’ college have 
50 minutes for one hour

 ●  54.4 per cent of the respondents are day 
scholars

Findings based on ANOVA and Factor Analysis

Based on ANOVA, there is no significant difference 
between gender and usefulness of gamified learning; 
department and attitude towards gamified learning. 
And also, there is a significant difference between 
duration of an hour and its impact on students’ studies.

Based on Factor Analysis, it is observed that out 
of 21 variables, 3 factors namely, Usefulness, Attitude 
and Impact on studies were identified by the rotation 
method. The highest factor loading is for “The online 
gamification functionality and interface is clear 
and understandable” with the loadings of .835.

From the above study, it is very clear that students 
find to use gamification techniques in class room and 
they find it useful for their studies. Hence, it is the right 
time for the educator to switch from old traditional way 
of teaching to using modern techniques in teaching.
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LIMITATIONS

The study has been limited to only 90 students of arts 
and science colleges and that is also restricted to only 
5 departments. Hence, the study has covered only 
minority of the population.

CONCLUSION

It is indicative from the above discussion that the 
students are ready to accept new techniques such as 
gamification in classroom. Based on the study carried 
out on some of the colleges in Chennai that are using 
this technique, it is evident that students find it very 
easy to listen and learn in classroom if new innovative 
methods are implemented rather than the old methods 
of lecturing. Also, the students expectation and 
exposure to technology is quite higher and hence 
using them positively in studies would make them 
interesting to learn the subjects.
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ABSTRACT

Global environmental consciousnesses alongside 
sustainable development, recycling, ecology have 
become buzzword for a healthy life style. As society 
becomes more concerned with the natural environment, 
businesses have begun to modify their practices in an 
attempt to address society’s new concerns in the name 
of green marketing.  Recently green marketing has 
drawn the attention of government too in this regard 
and paved the way for introducing many environment 
friendly policies. Today, manufacturers are challenged 
with three cardinal issues which include electricity 
consumption efficiency, curbing greenhouse gas 
emissions and reducing disposal hazards.  The present 
study has been made in the purview of examining into 
the consumers’ intuition over the sustaining green 
marketing practices and elastic consumer preferences. 
Valuable suggestions based on analysis at the end 
would surely effective for the learners and the budding 
scholars and whoever in need.

Keywords: Green marketing, Natural environment 
and consumers’ intuition.

INTRODUCTION AND PROBLEM 
DISCUSSION

Consumers are also responsible for environmental 
destruction due to unethical practices in their day-to-
day activities that harm the environment. Consumers 
pollute the environment by increasing their usage of 
non-biodegradable goods and dumping them as waste 
in large volumes, their irresponsible behaviour in 
the usage of non-renewable energy thereby causing 
strain on natural resources, improper waste disposal 
methods, absence of recycling activities etc. Hence 
consumers also have a very big role to play in 
environmental conservation. In a survey conducted in 

2012, that measure and monitor consumer behaviour 
that have an impact on the environment, the National 
Geographic Society and the Research Consultancy 
- Globescan have found that environmental friendly 
consumer behaviour has increased in five out of 17 
countries (including India).

With increasing environmental consciousness, 
companies need to understand not only green 
consumers’ behaviour but also the factors that 
influence green purchases and those factors that act 
as barriers to green purchases. Environmentalism has 
fast emerged as a worldwide phenomenon. Marketing 
organizations too have risen to the occasion and have 
started responding to environmental challenges by 
practicing green marketing strategies. The awareness 
of the Green marketing is increased among the Indian 
consumers. Many of the manufacturers are following 
Green marketing practices in India. So, the Green 
marketing concept is not the new survival mantra of the 
business organizations.  The move from the existing 
marketing methods to green marketing may appear to 
be expensive in the short term, but it will absolutely 
prove to be crucial and beneficial, and cost effective in 
the long run.  Green marketing is rapidly changing the 
trendy marketing tactics as per the consumers demand 
in a sustainable way. Green marketing strategy reaps 
multiple benefits like increased revenue, reduced 
costs, new product development, risk mitigation, 
environment protection, global safety and enhanced 
brand reputation. Green marketing is needed to address 
environmental issues which influence all human 
society and natural atmosphere.

There is a niche segment of consumers who 
are ecologically concerned and there are termed as 
ecologically concerned consumers. These consumers 
are hard to be identified in market as they are 
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geographically scattered and it is hard to reach them. The 
organizations which are involved in green marketing 
have not communicated the same to its employees 
and hence the stakeholders are not aware of the same 
to its maximum extent. It is essential that consumers 
should have right spirit of going green, so that they 
do not blindly accept advertisements of companies, 
which will hinder the progress of the green movement. 
Hence, it is only with the right attitude of both the 
consumers and the marketers, that “going green” can 
be achieved in the true sense. Green marketing, as a 
concept is nascent, and as a consequence, it has not 
been extensively explored or researched to the extent 
it should have been, particularly in India. The present 
study tries to assess the effect of various factors that 
influenced in consumer purchasing behavior on Green 
Marketing durable products. 

OBJECTIVES OF THE STUDY

1.  To analyses the level of satisfaction towards 
the usage of the green durable products

HYPOTHESIS OF THE STUDY 

H01:  There is no significant relationship between level 
of satisfaction towards the usage of green marketing of 
consumer durables and demographic variables 

RESEARCH DESIGN

Sources of data

The study is based on primary data. Primary data is 
being gathered from the consumers’ perception and 
preference towards select green durables through the 
structured questionnaires. The secondary data for the 
study is being collected and compiled from various 
websites, magazines, journals and thesis.

Sampling design and population

The study focuses on the consumers of green durables in 
the Coimbatore city of Tamilnadu. On doing this, the city 
is being divided into five zones as per the administration 
of the government; east, west, central, north and southern 
zones. All the five zones are being covered in the study 
where the consumers are found distributed. With the help 
of Coimbatore district profile, the questionnaires were 
issued to a total of 750 respondents as 150 from each 
zone based on convenience sampling method. In return 
the researcher found that 51 questionnaires were found 
incomplete and those were rejected. Hence a total of 642 
respondents are being chosen as samples for the study. 

Statistical Tools for Analysis

The statistical tools being applied for the analyses are 
simple percentage analysis and chi-square analysis.

ANALYSIS AND DISCUSSION
Table 1: Gender and Level of Satisfaction towards Green Durable Products

S.No. Gender
Level of Satisfaction

Total
Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Male
46 75 114 151 0 386

11.9% 19.4% 29.5% 39.2% 0% 100.0%

2 Female
82 46 62 66 0 256

32.0% 18.0% 24.2% 25.8% 0% 100.0%

TOTAL 19.9%
128 121 176 217 0 642

18.8% 27.4% 33.9% 0% 100.0%
Source: Primary Data

The above table represents the gender wise level 
of satisfaction towards the usage of green marketing 
of consumer durables. It is inferred from the table 
that majority of male respondents dissatisfied 
towards purchasing of Green marketing products at 
39.2 per cent constituting 151 respondents whereas it 
is 82 in case of female respondents who were highly 
satisfied at the rate of 32.0 per cent. In order to find 

out the relationship between gender and level of 
satisfaction of usage of green marketing of consumer 
durables, chi-square test has been employed to test 
the hypothesis given below.

H01a : There is no significant relationship between 
level of satisfaction towards the usage of green 
marketing of consumer durables and Gender.
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Table 2: Chi-Square Test

Pearson 
Chi-Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Gender 183.636 6 .000** S Rejected

** Significant at 1% level S-Significant 

It has been divulged from the chi-square test 
that the p-value (.000) is less than 0.01 and the result 
is significant at 1 per cent level. Hence, the null 
hypothesis has been rejected. From the analysis it has 
been concluded that there is a relationship between 
gender and level of satisfaction of usage of green 
marketing of consumer durables.

Table 3: Age and Level of Satisfaction towards Green Durable Products

S.No. Age
Level of Satisfaction

TotalHighly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Below 25 years 40 39 56 123 0 258
15.5% 15.1% 21.7% 47.7% 0.0% 100.0%

2 26 years – 35 years 34 28 34 76 0 172
19.8% 16.3% 19.8% 44.1% 0.0% 100.0%

3 36 years – 45 years 30 26 30 18 0 104
28.8% 25.0% 28.8% 17.4% 0.0% 100.0%

4 Above 45 years 24 28 56 0 0 108
22.2% 25.9% 51.9% 0.0% 0.0% 100.0%

TOTAL 19.9% 128 121 176 217 0 642
18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data

The age wise level of satisfaction towards the 
usage of green marketing of consumer durables is 
being featured in the table above. Out of the various 
categories of ages of the respondents, majority of 
them expressed dissatisfied as it constitutes 217 
respondents at 33.9 per cent. Most respondents at 
the group of below 25 years expressed dissatisfied 
having 123 respondents at 47.7 per cent followed by 
76 respondents at 44.1 per cent dissatisfied to it in the 
category of 26 to 35 years, 30 respondents at 28.8 per 
cent expressed highly satisfied in the category of age 
36 to 45 years and finally in the category of above 45 
years of age, a majority of 56 respondents at 51.9 per 
cent expressed neutral to green marketing products. In 
order to find out the relationship between age and level 
of satisfaction of usage of green marketing of consumer 
durables, a Chi-square test has been employed to test 
the hypothesis given below.

H01b: There is no significant relationship between 
level of satisfaction towards the usage of green 
marketing of consumer durables and Age.

Table 4: Chi-Square Test

Pearson 
Chi-Square

Calculated 
Chi-square 

Value

DF
Table 
value

S/NS Remarks

Age 109.832 9 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result 
has significance at 1 per cent level. Hence, the null 
hypothesis  has been rejected. From the analysis it has 
been concluded that there is a relationship between age 
and level of satisfaction of usage of green marketing of 
consumer durables.

Table 5: Marital Status and Level of Satisfaction towards Green Durable Products

S.NO. Marital Status Level of Satisfaction Total
Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Unmarried 58 39 60 34 0 191
30.4% 20.4% 31.4% 17.8% 0.0% 100.0%

2 Married 52 82 116 183 0 433
12.0% 18.9% 26.8% 42.3% 0.0% 100.0%

3 W i d o w /
Widower

18 0 0 0 0 18
100.0% 0.0% 0.0% 0.0% 0.0% 100.0%

TOTAL 128 121 176 217 0 642
19.9% 18.8% 27.4% 33.9% 0.0% 100.0%
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The marital status wise level of satisfaction 
towards the usage of green marketing of consumer 
durables is being represented in the above table. 
Out of 642 respondents, 191 respondents were 
unmarried, 433 were married and 18 being the 
widow or widower. Among the married bloc majority 
of the respondents dissatisfied having 183 at 42.3 
per cent, followed by 60 respondents of unmarried 
community expressed neutral at 31.4 per cent and 
18 respondents at 100 per cent of final category 
satisfied. In order to find out the relationship between 
marital status and level of satisfaction of usage of 
green marketing of consumer durables, a chi-square 
test has been employed to test the hypothesis given 
below.

H01c : There is no significant relationship 
between level of satisfaction towards the usage of 

green marketing of consumer durables and Marital 
Status.

Table 6: Chi-Square Test

Pearson 
Chi-Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Marital 
Status

121.420 6 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result 
has significance at 1 per cent level. Hence, the null 
hypothesis has been rejected. From the analysis it has 
been concluded that there is a relationship between 
marital status and level of satisfaction of usage of 
green marketing of consumer durables.

Table 7: Family Size and Level of Satisfaction towards Green Durable Products

S.No. Family Size
Level of Satisfaction

Total
Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Up to 3 members
46 73 56 137 0 312

14.7% 23.5% 17.9% 43.9% 0.0% 100.0%

2 4-5 members
56 48 96 64 0 264

21.2% 18.2% 36.4% 24.2% 0.0% 100.0%

3 6-7 members
26 0 0 16 0 42

61.9% 0.0% 0.0% 38.1% 0.0% 100.0%

4 Above 7 members
0 0 24 0 0 24

0.0% 0.0% 100.0% 0.0% 0.0% 100.0%

TOTAL
128 121 176 217 0 642

19.9% 18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data

The relationship between size of the family 
and level of satisfaction towards the usage of green 
marketing of consumer durables is shown in Table 
4.47. In the category of up to 3 members in the family, 
majority at 43.9 per cent dissatisfied, in the category of 
between 4 to 5 members, a total of 96 respondents at 
36.4 per cent stood neutral, in the category of between 
6 to 7 members, 61.9 per cent dissatisfied and finally 
in the category of having more than 7 members, 100 
per cent stood neutral to it. In order to find out the 
relationship between size of the family and level of 
satisfaction of usage of green marketing of consumer 
durables, a Chi-square test has been employed to test 
the hypothesis given below.

H01d: There is no significant relationship between 
level of satisfaction towards the usage of green 
marketing of consumer durables and Family size.

Table 8: Chi-Square Test

Pearson 
Chi-Square

Calculated 
Chi-square 

Value

DF
Table 
value

S/NS Remarks

Family 
Size

162.712 9 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result 
has significance at 1 per cent level. Hence, the null 
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hypothesis has been rejected. From the analysis it has 
been concluded that there is a relationship between 

size of the family and level of satisfaction of usage of 
green marketing of consumer durables.

Table 9: Educational Qualification and Level of Satisfaction towards Green Durable Products

S. No. Educational 
Qualification

Level of Satisfaction
Total

Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 School Level
94 82 54 66 0 296

31.8% 27.7% 18.2% 22.3% 0.0% 100.0%

2 Under graduate  level
16 23 42 109 0 190

8.4% 12.1% 22.1% 57.4% 0.0% 100.0%

3 Post Graduate Level 
18 8 6 16 0 48

37.5% 16.7% 12.5% 33.3% 0.0% 100.0%

4 Professionals
0 8 74 26 0 108

0.0% 7.4% 68.5% 24.1% 0.0% 100.0%

TOTAL
128 121 176 217 0 642

19.9% 18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data

The relationship between education and level of 
satisfaction towards the usage of green marketing of 
consumer durables is presented in Table 4.48. In the 
category of school level education, most respondents 
highly satisfied at 31.8 per cent, in under graduation 
level about 57.4 per cent of respondents dissatisfied, 
in post graduation level, 37.5 per cent of respondents 
highly satisfied and being the professionals most 
respondents at 68.5 per cent stood neutral. In order 
to find out the relationship between Educational 
Qualification and level of satisfaction of usage of green 
marketing of consumer durables, a Chi-square test has 
been employed to test the hypothesis given below.

H01e: There is no significant relationship between 
level of satisfaction towards the usage of green 

marketing of consumer durables and Educational 
Qualification.

Table 10: Chi-Square Test

Pearson Chi-
Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Educational 
Qualification

214.182 9 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result 
has significance at 1 per cent level. Hence, the null 
hypothesis has been rejected. From the analysis it has 
been concluded that there is a relationship between 
education and level of satisfaction of usage of green 
marketing of consumer durables.

Table 11: Occupation and Level of Satisfaction towards Green Durable Products

S.No. Occupational Status
Level of Satisfaction

Total
Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Self Employed 56 50 30 2 0 138
40.6% 36.2% 21.8% 1.4% 0.0% 100.0%

2 Government 
Employee

6 18 52 10 0 86
7.0% 20.9% 60.5% 11.6% 0.0% 100.0%

3 Private Employee 50 43 78 173 0 344
14.5% 12.5% 22.7% 50.3% 0.0% 100.0%

4 Others 16 10 16 32 0 74
21.6% 13.5% 21.6% 43.3% 0.0% 100.0%

TOTAL 128 121 176 217 0 642
19.9% 18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data
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The relationship between occupational status 
and level of satisfaction towards the usage of green 
marketing of consumer durables is shown in table 4.49. 
In the self employed respondents category. Majority at 
40.6 per cent highly satisfied in the green marketing 
products. In the government employee’s category, 
about 60.5 per cent stood neutral to it. In the private 
employees category, most respondents at 50.3 per cent 
dissatisfied and finally in the category of other modes 
of employment, majority at 43.3 per cent dissatisfied 
to green marketing products. In order to find out the 
relationship between occupational status and level of 
satisfaction of usage of green marketing of consumer 
durables, a Chi-square test has been employed to test 
the hypothesis given below.

H01f: There is no significant relationship between 
level of satisfaction towards the usage of green 

marketing of consumer durables and Occupational 
Status.

Table 12: Chi-Square Test

Pearson Chi-
Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Occupation 197.157 9 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that 
the p-value (.000) has been less than 0.01 and  
the result has significance at 1 per cent level. 
Hence, the null hypothesis has been rejected. From 
the analysis it has been concluded that there is a 
relationship between occupational status and level 
of satisfaction of usage of green marketing of 
consumer durables.

Table 13: Earning Members and Level of Satisfaction towards Green Durable Products

S.No. Earning Members 
Level of Satisfaction

TotalHighly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Upto 2 Members 98 93 88 173 0 452
21.7% 20.5% 19.5% 38.3% 0.0% 100.0%

2 3-4 Members 18 18 84 44 0 164
11.0% 11.0% 51.2% 26.8% 0.0% 100.0%

3 4-5 Member 12 2 0 0 0 14
85.7% 14.3% 0.0% 0.0% 0.0% 100.0%

4 Above 5 Members 0 8 4 0 0 12
0.0% 66.7% 33.3% 0.0% 0.0% 100.0%

5 Total 128 121 176 217 0 642
19.9% 18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data

The relationship between number of earning 
members in the family and level of satisfaction 
towards the usage of green marketing of consumer 
durables is shown in Table 4.50. In the group of having 
up to 2 members, majority at 38.3 per cent dissatisfied, 
in the group of 3 to 4 members majority at 51.2 Per 
cent stood neutral, in the category of 4 to 5 members 
all the 85.7 per cent of the respondents satisfied and 
finally in the category of above 5 members mostly at 
66.7 per cent of respondents satisfied to it. In order 
to find out the relationship between earning members 
in family and level of satisfaction of usage of green 
marketing of consumer durables, a Chi-square test has 
been employed to test the hypothesis given below.

Ho1g: There is no significant relationship between 
level of satisfaction towards the usage of green 

marketing of consumer durables and earning members 
in a Family

Table 14: Chi-Square Test

Pearson Chi-
Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Earning 
Members 

123.014 9 .000** S Rejected

** - Significant at 1% level    S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result has 
significance at 1 per cent level. Hence, the null hypothesis 
has been rejected. From the analysis it has been concluded 
that there is a relationship between number of earning 
members in the family and level of satisfaction of usage 
of green marketing of consumer durables.
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Table 15: Family Earnings and Level of Satisfaction towards Green Durable Products

S. NO. Family Earnings
Level of Satisfaction

Total
Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Below 15000
56 67 42 18 0 183

30.6% 36.6% 23.0% 9.8% 0.0% 100.0%

2 15001- 25000
34 22 22 109 0 187

18.2% 11.8% 11.8% 58.2% 0.0% 100.0%

3 25001-35000
32 8 16 36 0 92

34.8% 8.7% 17.4% 39.1% 0.0% 100.0%

4 Above 35000
6 24 96 54 0 180

3.3% 13.3% 53.4% 30.0% 0.0% 100.0%

5 Total
128 121 176 217 0 642

19.9% 18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data

The relationship between Family income and level 
of satisfaction towards the usage of green marketing of 
consumer durables is shown in table 4.51. The various 
categories of annual income and their majority of the 
preference are shown in the table. In the category of 
below Rs.15000, about 36.6 per cent satisfied, in the 
category of between 15001 to 25000, 58.2 per cent 
dissatisfied, in the category of between 25001 to 35000, 
39.1 per cent dissatisfied and finally in the category of 
above 35000 about 53.4 per cent stood neutral. In order 
to find out the relationship between Monthly Family 
income and level of satisfaction of usage of green 
marketing of consumer durables, a Chi-square test has 
been employed to test the hypothesis given below.

H01h: There is no significant relationship 
between level of satisfaction towards the usage of 

green marketing of consumer durables and Family 
earnings.

Table 16: Chi-Square Test

Pearson Chi-
Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Family 
Earnings 

220.668 9 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result 
has significance at 1 per cent level. Hence, the null 
hypothesis has been rejected. From the analysis it has 
been concluded that there is a relationship between 
family income and level of satisfaction of usage of 
green marketing of consumer durables.

Table 17: Decision Maker and Level of Satisfaction towards Green Durable Products

S. NO. Family Earnings
Level of Satisfaction

Total
Highly Satisfied Satisfied Neutral Dissatisfied Highly dissatisfied

1 Parents
46 51 34 38 0 169

27.2% 30.2% 20.1% 22.5% 0.0% 100.0%

2 Husband and 
Wife

38 70 122 179 0 409
9.3% 17.1% 29.8% 43.8% 0.0% 100.0%

3 Children
30 0 16 0 0 46

65.2% 0.0% 34.8% 0.0% 0.0% 100.0%

4 Others
14 0 4 0 0 18

77.8% 0.0% 22.2% 0.0% 0.0% 100.0%

TOTAL
128 121 176 217 0 642

19.9% 18.8% 27.4% 33.9% 0.0% 100.0%

Source: Primary Data
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The relationship between decision maker in the 
family and level of satisfaction towards the usage 
of green marketing of consumer durables is shown 
in table 4.52. In the group of parents, 30.2 per cent 
satisfied, in the group of husband and wife about 43.8 
per cent dissatisfied, in the group of children 65.2 per 
cent highly satisfied and finally in the case of others 
77.8 per cent highly satisfied. In order to find out the 
relationship between decision maker in the family 
and level of satisfaction of usage of green marketing 
of consumer durables, a Chi-square test has been 
employed to test the hypothesis given below.

H04i : There is no significant relationship between 
level of satisfaction towards the usage of green 
marketing of consumer durables and Decision maker 
in family.

Table 18: Chi-Square Test

Pearson Chi-
Square

Calculated 
Chi-square 

Value

DF Table 
value

S/NS Remarks

Decision 
Maker

174.767 9 .000** S Rejected

** - Significant at 1% level S-Significant 

It has been clear from the chi-square test that the 
p-value (.000) has been less than 0.01 and the result 
has significance at 1 per cent level. Hence, the null 
hypothesis has been rejected. From the analysis it has 
been concluded that there is a relationship between 
decision maker in the family and level of satisfaction 
of usage of green marketing of consumer durables.

CONCLUSION

Sustainability is the joint responsibility of 
government, producers and consumers. Consumers 
may adopt sustainability practices in their day-

to-day life by showing their preference towards 
eco-friendly products. However, the complex and 
erratic behaviour of consumers pose challenges to 
the government and producers in addressing their 
issues and fulfilling their needs. Each and every 
organization of today has better knowledge about 
their environmental responsibility. They have realized 
that mere importance of their own responsibility 
towards the society and the environment is not 
sufficient. Many top companies around the globe 
have launched its footstep towards the environmental 
responsibility. Environmental degradation taken into 
its consideration by companies leads to production of 
new green products. This helps the company to gain 
sufficient reputation from the public. In turn this will 
increase its sales volume and profit. Hence, if all the 
companies make effort to increase its responsibility 
towards the environment, it can surely help prevent 
environmental degradation and conserve ecology. 
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ABSTRACT

Organizational environment is constantly changing 
and organizations must be able to have innovation 
and improvement. To be successful in today’s business 
environment, companies need the knowledge, ideas, 
energy, and creativity of every employee, from front 
line workers to the top level managers. Employee 
empowerment is one of the effective techniques for 
increasing productivity of an employee and optimal 
use of their individual capacity and group abilities 
in order to achieve organizational and personal 
objectives. This paper explores the concept and benefits 
of employee empowerment and also tried to explain 
an overview of employee empowerment in India. As a 
result of these business practices, employees become 
more productive.

INTRODUCTION

Employee empowerment is a management practice 
of sharing information, rewards, and power with 
employees so that they can take initiative and make 
decisions to solve problems and improve service and 
performance. Empowerment is based on the idea 
that giving employees skills, resources, authority, 
opportunity, motivation, as well holding them 
responsible and accountable for outcomes of their 
actions, will contribute to their competence and 
satisfaction. It allows decisions to be made at the 
lower levels of an organization where employees have 
a unique view of the issues and problems facing the 
organization at a certain level. 

Employee empowerment means different things 
in different organizations, based on culture and work 
design. Employee empowerment also means giving up 
some of the power traditionally held by management, 
which means managers also must take on new roles, 
knowledge and responsibilities. It does not mean that 
management relinquishes all authority, totally delegates 

decision-making and allows operations to run without 
accountability. It requires a significant investment of 
time and effort to develop mutual trust, assess and add 
to individuals’ capabilities and develop clear agreements 
about roles, responsibilities, risk taking and boundaries. 

REVIEW OF LITERATURE

Behling and McFillen (1996) posited that 
employees‘feeling of empowerment is crucial to the 
ability of transformational leadership to have a positive 
influence on the responses of employees. In a similar 
vein, Epitropaki and Martin (2005) suggested that 
by empowering employees, transformational leaders 
can create a perception among employees that they 
are being taken seriously, listened to, and valued as 
members of the organization. Following Bass‘s (1999) 
notion that employee empowerment is a potential 
mediator for transformational leadership effects, 
Castro, Perinan and Bueno (2008) demonstrated 
that employee empowerment (including perceived 
competence and control) mediates the relationship 
between transformational leadership and employee 
attitudes, specifically, job satisfaction and affective 
commitment to the organization. 

In respect of empowerment Burke (1986) opines 
that to empower implies the granting of power, 
delegation of authority. He emphasizes much more 
on shifting of power, authority to the employees by 
the management. Sewell and Wilkinson (1992) are 
of the view that to make the empowerment process 
meaningful there must be a genuine shift in the locus 
of power away from management and to the shop floor. 

Conger and Kanungo (1988) define empowerment 
as a process of enhancing feelings of self-efficacy among 
organizational members through the identification of 
conditions that foster powerlessness, and through their 
removal by both formal organizational practices and 
informal techniques of proving efficacy information. 
This definition implies developing people mind set to 
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excel individual and organizational peak performance 
in order for achievement of company goals. Randolph 
(1995) and Newstrom and Davis (1998)  asserts that 
employee empowerment is a transfer of power from 
the employer to the employees. Empowerment as any 
process that provides greater autonomy through the 
sharing of relevant information and the provision of 
control over factors affecting job performance. 

Serenely et al (2007) defines that Employee 
empowerment received a wide recognition as an 
important subject in management circles mainly because 
it seen as one of the fundamental elements of managerial 
and organisational effectiveness that increases when 
power and control are shared in organization. Doaei 
(1998)Empowerment of human resources means create 
collection of required capacity in staff for enable them 
to creating added value in organization and role playing 
and responsibilities are responsible in the organization, 
with efficiency and effectiveness. 

CONCEPTS OF EMPLOYE 
EMPOWERMENT

Employee empowerment is based on the concepts of 
job enlargement and job enrichment.

 ●  Job enlargement: Changing the scope of 
the job to include a greater portion of the 
horizontal process. Example: A bank teller 
not only handles deposits and disbursement, 
but also distributes traveller’s checks and 
sells certificates of deposit.

 ●  Job enrichment: Increasing the depth of 
the job to include responsibilities that have 
traditionally been carried out at higher levels 
of the organization. Example: The teller also 
has the authority to help a client fill out a loan 
application, and to determine whether or not 
to approve the loan.

As these examples show, employee empowerment 
requires: 

 ●  Training in the skills necessary to carry out 
the additional responsibilities.

 ●  Access to information on which decisions 
can be made.

 ●  Initiative and confidence on the part of the 
employee to take on greater responsibility.

The following are the six means of empowering 
employees in a workplace. Let’s take a brief look at them.

1.  Providing the necessary skills to do the job: 
Employees can’t do the assigned tasks if they don’t 
have the necessary skills to do it. It is important 
for an organization to assess the gaps between 
the current and required skills. Training must be 
provided to the employees to bridge the skills gap. 
Therefore, if you want an empowered workforce, 
employees need to be trained in the right skills.

2.   Granting  sufficient  authority: The second 
method of empowering employees is to provide 
them adequate authority to decide on how to 
complete their tasks. They need to be given the 
authority to complete the task in any manner they 
choose to accomplish; as long as it confirms to the 
broad guidelines set by the organization. Others in 
the organization should be aware that they have 
not only the responsibility but also the authority 
to complete the chosen tasks.

3.  Articulating the vision of individuals’ job: 
It is important that employees have a clear idea 
about the outcome and where their task fits in the 
overall scheme of things. It empowers them with 
a broader perspective of the organization’s overall 
mission, vision, goals and strategic plans.

4.  Providing adequate information and 
resources: Employees have access to all the 
information they require to make decisions. 
Therefore supplying information and allocating 
the required resources empower the employees 
to perform better in their job.

5.   Building  employees’  confidence: According to 
the expectancy theory, if employees believe that 
they CAN achieve a certain result. The various 
ways to boost employees’ confidence include:

a)  Providing growth opportunities to the 
employees by giving them more challenging 
tasks. This demonstrates that you value your 
employees and their personal development.

b)  Exhibiting greater trust and support in the 
employees’ ability to accomplish a work 
assignment.

c)  Encouraging cross-learning so that 
employees benefit from each other’s skills 
and knowledge.

d)  Acknowledging and rewarding the employees 
for their accomplishments.
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6.  Guiding with positive feedback: Providing 
positive feedback about the tasks done and 
guiding employees about best practices gives 
encouragement to the employees. It also helps 
employees to stay on the right track and develop 
professionally. 

Theoretical Approaches to Empowerment

Socio-Structural Perspective: The socio-structural 
perspective focuses its attention on developing or 
redesigning organizational polices, practices and 
structures to give employees power, authority and 
influence over their work. 

Psychological Approach: The psychological 
approach focuses on enhancing and enabling personal 
effectiveness by helping employees develop their 
sense of meaning, competency, self-determination and 
impact. 

Critical Perspective: The critical perspective 
challenges the notion of employee empowerment 
and argues that efforts to create empowerment may 
actually lead to more, controls over employees.

NEED FOR EMPLOYEE EMPOWERMENT 

Corporate culture reflects the values, vision and 
leadership style of a given company. Levels of trust 
between employee and employer differ from culture 
to culture. Encouraging employees to make decisions, 
providing an environment of open communication 
and acceptance of new ideas defines a culture based 
on empowerment. Companies that offer and nurture 
such an atmosphere can benefit in a variety of ways 
ranging from a stable workforce to a healthy bottom 
line.

Employee Satisfaction

Designing empowerment into the company culture 
is not only a smart management strategy, it drives up 
employee satisfaction. Jupiter Networks, a technology 
company headquartered in Sunnyvale, California was 
ranked number six out of 125 in the “Best Places 
to Work in Silicon Valley” survey sponsored by the 
“San Jose/Silicon Valley Business Journal.” Scores 
were based on employee responses to a 10-topic 
questionnaire. One of the factors responsible for the 
high rating attained by Jupiter is people practices. 
Empowering people is part of the high tech firm’s 
cultural mission.

Low Turnover

Delegating power to employees contributes to creating 
an atmosphere of contentment and honor. Companies 
noted for this leadership style attract like minded 
individuals who take pride not only in joining the 
organization but to showing loyalty by remaining on 
the team. Credited with granting all employees input 
into decision making, McCormick and Company 
reports a voluntary turnover rate of only 3 percent.

Management Benefits

Creating an atmosphere of empowerment is a 
leadership task driven by management. Once 
employees are fully engaged in decision-making and 
taking action, management can profit. Paul Craig, sales 
manager of Image Source, an authorized Xerox sales 
agency recognizes the benefits. Craig believes that, 
“Especially in today’s knowledge driven economy, 
employee empowerment is critical to success. If you 
want the real benefits of your employees, you must free 
them to make decisions. In turn, this frees management 
to focus on larger strategic goals and initiatives.”

Customer Service Improves

Armed with knowledge and a specific level of 
authority, employees can solve problems and better 
service customers. “When employees are invited to 
participate in the decisions surrounding how the work 
is done, they are more engaged and excited about 
the outcome,” states Irma Parone, Sr. VP, Florida 
Regional Manager at Weiser Security Services, Inc. 
Parone echoes the Weiser philosophy that empowered 
employees make it happen.

Cost reduction

Another cost reduction factor is the increased efficiency 
of operations due to more engaged and accountable 
employees. As employees become involved in day-
to-day decisions and take a sense of pride in their 
work, they become aware of inefficiencies in routine 
functions that cost the company money. According to 
The Gallop Organization, organizations that enable 
employees to be more empowered and engaged, 
experience 27% higher profits (Wagner & Harter, 
2006). Empowered employees feel comfortable 
sharing their innovative solutions with management, 
providing cost-cutting measures that benefit the 
organization. These solutions are invaluable to the 
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organization running both efficiently and effectively 
without excess overhead costs.

EMPLOYEE EMPOWERMENT IN INDIA: 

An organization aims to achieve higher levels of 
productivity, sustainability, and growth. These 
benefits obviously make ground for implementation 
of empowerment in organization. It is against such 
background, a few organisations in India have testified 
the empowerment experiments. Let us produce some 
successful experiences of empowerment to vouchsafe 
our contention. 

Vaghul’s encouraging experiences in 
empowerment in the ICICI are noteworthy. He 
transformed a development bank into a multi-
business super market with a classical combination 
of strategic envisioning and complete empowerment. 
He never looked the next day but next year and 
beyond. This was one significant aspect in his future 
orientation and vision. What is more that Vaghul 
does not manage a single ship, he commands a 
flotilla: The SCICI, CRISIL, Venture Capital Fund, 
DTCEI, ICICI Asset Management Company, ICICI 
Bank, Technology Development and Information 
Company of India In all these organizations, either 
he had read the rule correctly or interpreted the rule 
exactly or framed new rules based on institutional 
requirements. 

According to Avijit, the following three 
parameters helped Vaghul implement 
empowerment interventions successfully 

1.  Trust your people but track their performance 
through financial parameters. 

2.  Empower managers to run the organization, 
but emission the future personally. 

3.  Recounting mangers with motivation abilities 
who alone can inspire workers. 

Tapan Mitra of Indian Aluminium Company 
(INDAL) has also the same story to tell In INDAL, 
Tapan Mirta governed employee motivation neither 
by dangling rewards nor by threatening punishment. 
According to Tapan Mitra , it is all about people: 
Placing them at the center of the corporation’s 
activities, and then, giving them powerful reasons 
to do their work to the best of their abilities. He also 
posits that the workers’ participation in management is 

putting a simple, but fundamental thing, i.e., employee 
involvement. This is necessary also. The reason being 
if employees feel that they are merely appendages to 
inscrutable decision-making machinery locked in an 
ivory tower, they would not give you their best. But 
remember, when one decentralizes, one empowers 
and, in turn, motivates. 

Bajaj Auto is yet another case of successful 
employee empowerment. In 1990s, Bajaj Auto had 
just ridden into the worst recession in its history and 
Rahul Bajaj decided to respond for the first time by 
changing the fundamental structures and system in 
the company. Focusing on cost-cutting, motivating 
people, boosting quality, flattening the organization, 
raising research level, and exporting; Rahul Bajaj was 
forced to pass authority down the line to his people. 
All these initiatives needed empowered people, not 
autocratic command to be successful. 

These are a few illustrative cases of effective 
employee empowerment in Indian organizations. 
However, empowerment could not record success in 
some organizations due to certain barriers coming 
in their way. These barriers to empowerment are 
discussed subsequently.

MAJOR BARRIERS TO EMPLOYEE 
EMPOWERMENT

1.  In India, some sort of organizational culture 
is found incongruent with the concept of 
employee empowerment,. In India, family-run 
-enterprises present such incongruent culture 
to empowerment. In these organizations, the 
management philosophy is molded by the 
whims and fancies of the owner-CEO. These 
CEOs are hardly enlightened with education, 
but enriched by wealth. As such, they follow 
dictatorship and run the administration with 
an iron hand. 

2.  There are organizations where employees 
have no inclination towards the concept of 
empowerment. This, then, provides a situation 
just like taking the horse to the water, but the 
horse is not interested in drinking water. Then, 
the process of empowerment is inevitable to 
be meaningless. 

3.  Some employees may have fear in their minds 
that they will be punished if they will take 
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initiative in the matter of empowerment. Thus, 
fear of retribution by subordinates adversely 
affects the implementation of empowerment. 
A recent survey shows that workers are often 
reluctant to take the initiative unless they 
have a union to protect them. Management 
can change its organizational culture to be 
more supportive or empowerment friendly. 
But this is typically a long term proposition. 

4.  Employees who are either under prolonged 
autocratic leaderships or possessing external 
locus-of-control, want the security of having 
someone tell them what to do and when to do 
it. They will, therefore, resist empowerment. 
Training and education can often be effective 
in overcoming this obstacle. 

5.  The superiors who are power hungry never 
would like to part their authority with their 
subordinates/employees. Mary-Parker Follet 
has described the “power-on” “power-over” 
behaviour of such persons. They, thus, act as 
a barrier to empowerment.

Effective factors in the process of 
employee empowerment:

1.  Specify objectives, responsibilities and 
authority in organization: Employees must 
be  aware of their responsibilities and duties 
description, the purpose and mission organization 
and its stages and work process.

2.  Job enrichment and job promotion: 
Organization must to act in order to be up to date 
technical and professional information of staff, 
and increase their content of job.

3.  Mentalities and organizational belong: In order 
to satisfy this factor respect should be given to 
all employees in organization and assistance to 
resolve personal problems.

4.  Trust, sincerity and honesty: Organization must 
create positive environment and friendly working 
relationships between employees and increase 
trust between managers and employees.

5.  Diagnosis of and appreciation: Employees 
received salary and bonuses for the work they 
do. Appropriate distribution of welfare facilities, 

job promotion should be given to employees with 
their suitability.

6.  Participation and teamwork: Applying the 
opinions and ideas of employees in decision 
and their cooperation in improve and promote 
of organization affairs, delegation of authority 
to staff at various levels, participation of 
employees in offering suggestions for affairs 
better.

7.  Communications: Including communication 
and easy access employees to managers and 
supervisors, transparency and clarity work 
community of employees with managers and 
supervisors.

8.  Work environment: The importance to employee 
health and safety in working environment, create 
appropriate opportunities for employees job 
promotion, reduce stress and tension in working 
environment.

9.  Optimization of processes and working 
methods: Being clear and transparent of workflow 
and information in organizations, periodic review 
and modification of work methods and affairs 
simplification.

10.  Information, knowledge and job skills: 
Existence facilities to develop job skills in 
organization,existence fields of effective and 
efficient training in organization.

CONCLUSION:

Empowerment process is summarized in three steps 
information sharing, autonomy working across 
organizational boundaries, and also replacement self-
bring teams instead hierarchy. All of these benefits 
enable organizations to achieve an extra edge in order 
to outperform their competitors and to gain market 
share. Empowering employees’ leads to organizational 
encouragement of entrepreneurial traits and prompts 
employees to make decisions, take action, and foster 
their belief that they can take control of their own 
destinies. To conclude that definitely employee 
empowerment is a positive element in an organization. 
However it depends on the demands & circumstances. 
In today’s business world it results in increased 
initiative, involvement, enthusiasm & innovation 
altogether will leads to success of an organization.
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ABSTRACT

Online shopping is the most recent phenomenon in the 
Indian online space. Men and women of all ages visit the 
e-commerce websites regularly and buy the necessaries 
of life. The objective of the study is to understand the 
consumer awareness and preferences towards various 
products available online, to understand the frequency 
of online shopping and the amount spent on a single 
purchase and to understand the factors affecting 
online purchase and the choice of payment gateway. 
The study is empirical in nature and cross-sectional 
research design was applied and the primary data 
was collected through a structured questionnaire. A 
sample size of 75 respondents was taken, by applying 
judgmental and convenience sampling method. This 
study analyses the various factors that affect the 
online shopping behavior of the consumers. Here 
the researcher had studied the attitude, behavior and 
intentions shown by the consumers when they decide 
to buy products online. The statistical analysis of the 
data reflects that trust and convenience will have great 
impact on the decision to buy online or not. Trust is 
been considered as the most relevant factor affecting 
the customer’s buying behavior towards online 
shopping when it comes to younger generation. The 
major reason behind their perception was based on 
various discounts, easy payment facilities, easy return 
facility, timely and express delivery.

Keywords: E-Shopping, Online Consumers, 
Customers behavior.

INTRODUCTION 

Online Shopping is a form of electronic commerce 
where by consumers directly buy goods or services 
from a seller over the internet without an intermediary 
service. Online Shopping becomes more popular into 
people’s daily life lot of people prefer online shopping 
to normal shopping. Online shopping is easy and 

convenient for people to pick up the product they want 
using internet people just need to click the mouse to 
finish the whole shopping process. Online shopping 
makes shopping easy and life become easy too. There 
are various reasons of shifting the customers buying 
patterns towards online retail shop. The facility of 
comparing your product with competitive products on 
the basis of price, color, size and quality is one of the 
biggest benefits of online shopping. This movement 
has been broken up into two main sector: business 
to-business (B2B) and business-to-customer (B2C) 
E-Commerce comprises core business processes of 
buying, selling goods, services and information over 
the internet is huge and still growing. Online Shopping 
provides many choices to customer than the traditional 
bricks and mortar retail stores. Online shopping is 
shopping while online or while on the interest. 

A lot of shoppers are using the internet now a 
days as Internet provides a lot of advantages to 
shopper. It is save times and enables them to avoid 
crowd. Certain products are substantially cheaper and 
allow customers to purchase product from anywhere 
anytime in the world. By shopping online customers 
are able to compare prices easily many large retailers 
display link and will refers their customers to similar 
product. Which again adds to the variety of products 
available there. The process of buying products 
through an online store has become rather refined 
Business provides customer care by answering their 
queries sending e-mail after purchase and follow 
up after the post purchase. Consumer can also visit 
websites if they have any clarification with the product 
usage or performance. Impact of Technology in 
online shopping has brought a revolution in shopping 
industry on the whole. Online Shopping is booking 
delivery of a new and traditional sale products and 
service to the customer through electronic channels. 
It facilitates receiving prompt information on 
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financial products and services. For the customers the 
important benefits are anywhere purchasing through 
internet and mobile. It has also facilitated the use of 
secured Debit card and Credit card and online bank 
transaction and cash on delivery. The major focus 
of the study was the majority of internet users are 
youngsters. 

The majority of goods and services demanded 
are related to only this segment. The e-stores are 
frequently visited by the shopper 24×7 has made very 
easy shopping for consumer worldwide. In addition 
to the tremendous potential of the E-business 
market, the Internet provides a unique opportunity 
for companies to more efficiently reach existing and 
potential customers. The popular online retailing 
companies in India are Myntra, Flipkart, Snap deal, 
Amazon.com and e-Bay etc. The five dominant factors 
which influence consumer perceptions for online 
shopping are information, easy to use, satisfaction, 
security, proper utilization of available information 
to compare the different products.

REVIEW OF LITERATURE 

Benedict et al (2001)1 in his study on perception 
towards online shopping reveals that perception 
towards online shopping and intention to shop online 
are not only affected by ease of use , usefulness, 
and enjoyment , but also by exogenous factors 
like consumer traits, situational factors. Product 
characteristics, previous  online shopping experiences, 
and trust in online shopping.

Wolfinberger and Gilly (2002)2have shown that 
privacy plays a crucial part in the evaluation of online 
service. The construct of privacy refers to companies 
not sharing information with third parties unless the 
customer gives permission .It includes the security 
of sensitive information between the customer and 
company.

Smith(2003)3pointed out that main concern for 
consumers in website interactivity is the delivery of 
the desired product or service . Consumers place an 
important emphasis on the outcome of the service ,and 
if an e-retailer fails to deliver the product or service 
in the manner desired, then provision evaluation 
of website interactivity will mean very little in the  
evaluation of e-service quality.

Sore(2005)4in study of online  shopping found 
that younger consumer searched for more products 
online and they were more likely to agree that online 
shopping was more convenient. 

Parikh(2006)5aimed at identifying various 
shopping orientations prevailing  among the internet 
and classified internet users into five shopping profile 
,socializing ,home ,mall ,economic and civil.

Dr. Durmaz (2011)6in the study entitled – impact 
of cultural factors on online shopping behavior and 
the study found that while buying goods and services, 
culture, beliefs, and traditions take an important 
position, while the environment, friends, social groups 
stated 48.6% in this case the impact of cultural factors 
means a lot.

Shalini.S and Kamalaveni.D(2013)7in their 
articles stated that online shoppers are young highly 
educated active, intensive and expert users of the 
internet .They have a strong positive perception 
towards online shopping and generally spend a very 
low amount online shopping.

Ankit goel et al(2014)8study found that service 
after sale provided by sellers (online shops)are quite 
excellent and what they assure makes buyers comfortable 
therefore,online shopping getting more success.

OBJECTIVES OF THE STUDY 

 ●  To find out the satisfaction of online shopping 
customers. 

 ●  To identify the factors that influence the 
customers to purchase through online.  

 ●  To identify the intention of customer towards 
online shopping.  

STATEMENT OF THE PROBLEM
In response to the facility and opportunity offered by the 
internet, many retailers adopted web sites as part of their 
marketing activities. All the online shopping companies 
have their own mobile app also for promoting their web 
store. It is seen that, there is a huge trend shift in the 
traditional retail purchase among the consumers also. 
In Kerala, the consumers experience in online shopping 
has been made by the researcher for studying the 
perception towards online shopping in substitution of 
traditional brick and mortar retail shop purchase.
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RESEARCH METHODOLOGY
The study is analytical in nature based on survey methodfor 
this study has been collected with the help of a well-
structured questionnaire consist of 18 questions that covers 
factors that goes through customers buying behavior.

NATURE OF STUDY
 ●  The study is based on the questionnaire 

method.

 ● Primary data have been used for this study.

 ●  Primary data is collected from online 
shopping customers.

SAMPLE SIZE
The size of the sampling is determined by the 
researcher is 75 respondents on the basis of random 
sampling method. 

TOOLS USED FOR THIS STUDY

The data collected have been analyzed with the help of 
percentage analysis and ranking method.   

 ● T TEST

 ● ANOVA

 ● CHI-SQUARE

RESULT AND DISCUSSION

Demographic classification is based upon the 
Characteristics such as gender, age, education level 
and occupation. The attitude of the customer may 
be influenced by the demographic variable which 
influenced the researcher to classify the respondents 
based upon demography which is presented in 
following table.

TABLE 1 DEMOGRAPHIC PROFILE OF THE RESPONDENTS

SI. No Factor Classifications Number Of  Respondents Percentage(%)

1 Gender
Male 42 56
Female 33 44
Total 75 100

2 Age

Below 18 0
19-35 60 80
36-50 12 16
51-65 3 2.25
Above 65 0
Total 75 100

3 Occupation

School Student 0
College Student 26 34.7
Working Professional 45 60
Pensioner 4 3
Total 75 100 

4 Income Monthly

Below 15000 37 49.3
15000-40000 25 33.3
40000-65000 11 14.7
Above 65000 1 2.7
Total 75 100

Sources:Primary data

CHART 1 GENDER OF THE RESPONDENTS Interpretation

From the above table it reveals that out of 
75respondents 56 percentage are female and the 44 
percentage are male. From this it’s clear that the 
female are more using online shopping than the 
male.
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CHART 2 AGE GROUP OF THE RESPONDENTS

Interpretation:

From the above chart it states that the 80percentage 
of respondents are under that categories of 19 to 35 
age groups, then 15 percentage of respondents are 
under the categories of 36 to 50. So the majority of 
respondents are using online shopping under the 
categories of age group 19 to 35.

CHART 3 OCCUPATION OF THE 
RESPONDENTS

Interpretation:

The graph help us to known the occupation of the 
respondents, 60 percentage are working professional 
and 34.7 percentage are college students.so it 
clear that most of online shopping are working 
professional.

CHART 4 MONTHLY INCOME OF THE 
RESPONDENTS

Interpretation:

In this diagram shows that 5,3% of respondents under 
the categories of below 15000 monthly income ,31.3% 
respondents under the categories of 15000-40000 
monthly income,15% of respondents 40000-650000.it 
clear that majority of online shopping is below 15000 
categories.

Inference:

In this above table shows that  P value is smaller than 
0.05 ,So than null hypothesis rejected and alternative 
hypothesis accepted.

Independent Samples Test (gender)
Particulars F t Df Sig. (2-tailed) Mean Difference
Which do you prefer shopping online 
or in stores.

213.992 -2.194 25 .038 -.565
-5.348 22.000 .000 -.565

Source :Primary data

ANOVA (income)

Particulars Sum of Squares df Mean Square F Sig.
You will buy the products again from a same shop if you are 
satisfied with it.

1.540 3 .513 1.046 .378
34.365 70 .491

The differences between your expectations and the real 
products would influence your satisfaction.

.806 3 .269 .492 .689
38.235 70 .546

Source: Primary Data  

H0 = Null hypothesis 

There is no significant difference between income and 
expectation of real product satisfaction.

H1 = Alternative hypothesis 

There is a significant difference between income and 
expectation of  real product satisfaction.
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Inference:

In this above table explained anova  for income and 
expectation and real product satisfaction significant 

value above model is greater than 0.05 value 0.378 
accepted null hypothesis .Hence it conclude that no 
significant different income and expectation and 
real product satisfaction.

CHI-SQUARE TESTS

Particulars Chi – Square df Asymp.Sig.
The service quality of sellers is important. 52.378a 3 .000
The price is important when you are shopping online. 29.946b 2 .050
The differences between your expectations and the real products would 
influence your satisfaction. 46.324a 3 .000

You will buy the products again from a same shop if you are satisfied 
with it. 53.459a 3 .000

The speed of delivery is important to you. 46.865a 3 .090

Source:Primary Data

H0 = Null hypothesis

There is no significant difference between service 
quality and expectation of real product.

H1 = Alternative hypothesis

There is significant difference between service quality 
and expectation of real product.

Inference:

From the above table it is evident that the significant 
value is less than 0.05  when the service quality of the 
seller is important, when there is a difference between 
the expectations and the real product influences, 
purchasing the products again  and the price of the 
product ,Hence it is concluded that null hypothesis is 
rejected expert the speed of delivery is important to the 
customers.ie ,the value is 0.090.

FINDINGS

The online shopping  is getting popular among the 
young generation as they feel it more comfortable 
,time saving and convenient. It is analyzed from the 
survey that when a consumer makes a mind to purchase 
online good he or she is effected by multiple factors. 
The main crucial identified factors are time saving ,the 
best price and convenience. 

The majority of 80% respondents online shopping 
buyers are below 35 years old.

Mostly of 60% respondents prefers online 
shopping. 

Majority of 75% respondents are purchases 
though internet home electronics.

Majority of 74.3% respondents have online 
shopping less than 2 times in a month.

Majority of 54.1% respondents are interested to 
pay on internet in debit card and credit card  option 
for payment.

SUGGESTIONS

Online shopping in India is  poised for greater 
acceleration as PC and Internet penetration grows. It is 
becoming one of the top internet activities and there is 
a huge growth in the business are more manufacturers 
and providers are integrating the internet to their sale 
model. But there are many things that need to occur 
in online shopping to generate higher revenue and the 
key to its lies in hands of the markets. To make online 
shopping a broom following method can be followed.

The online companies should concentrate more on 
attracting rural consumers towards online shopping.

The mobile app should make more user friendly 
to attract more consumers towards online shopping.

Companies should to take care of the security issues 
related with their online transactions. Technology like 
text to speech software should be innovated to take 
care of the security concern. 

An education program on the use of internet and 
its multifarious application could increase the usability 
it in all the field of life.

Government should establish the consumer 
protection machinery to monitor internet purchasing 
which could enhance the confidence of public in 
virtual shopping system.
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CONCLUSION

This study implies customer buying behavior of 
Online Shopping. Online Shoppers seek for clear 
information about product and service, time saving, 
connivance, wide variety and Better price on time 
are all important factor for online shopping. All 
Online Shopping should improve their promotional 
and service strategies to make aware the customer 
regarding Information Technology services and build 
up positive perception to improve the level of usage 
of Online Shopping with high level of satisfaction.
Online shopping is a different experience and you 
can make the shopping creative over the internet as 
you get used to it .There can be lot of apprehensions 
about online shopping  when you get into it for the 
first time . As you experience more and more of it 
those apprehensions disappear slowly . Shopping 
from verified and reputed sites can reduce the risk 
of online shopping and will help to maximize the 
advantages of shopping experience.
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INTRODUCTION

Market segmentation is a business practice relying 
on research that leads the direction of how a business 
divides its target market into smaller, more manageable 
groups based on common ground they share. 
Simply put, customers of each market segment have 
similar characteristics that businesses can leverage to 
optimize their marketing and sales efforts.

PURPOSE
The purpose of segmentation is that you are able to 
introduce a more tailored message that will be received 
successfully. 
This is advantageous for companies who may have 
a product or service in the marketplace that boasts 
multiple benefits or uses for different types of 
customers.
“You can’t be everything for everybody”?

The same proves true with one marketing solution. 

As a marketer, you can’t solve everyone’s problem 
or appeal to every single person, which is why market 
segmentation can be such an effective strategy to 
implement.

This is why segmenting your target market is 
crucial. 

This practice allows you to focus your  efforts on 
an individual customer segment so you can better cater 
to their specific wants and needs

main types of market As you can imagine, there 
are many different approaches you can take when 
segmenting your target market. 

This article will walk you through the four 
segmentation and provide examples to help you get 
started.

Demographic Segmentation

Demographic segmentation is one of the 
most popular and commonly used types of market 
segmentation. 

It refers to statistical data about a group of people.

Demographic Market Segmentation Examples 
Age
Gender
Income
Location
Where the above examples are helpful for segmenting 
B2C audiences, a business might use the following to 
classify a B2B audience:
Company size

MARKET MENTATION
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Industry
Job function
Because demographic information isstatistical and 
factual
it is usually relatively easy to uncover using 
various sites for market research.

Psychographic Segmentation

Psychographic segmentation categorizes audiences 
and customers by factors that relate to their 
personalities and characteristics.

Psychographic Market Segmentation Examples 

Personality traits

Values

Attitudes

Interests

Lifestyles

Psychographic segmentation factors are slightly 
more difficult to identify than demographics because 
they are subjective. They are not data-focused and 
require research to uncover and understand.

Behavioral Segmentation

While demographic and psychographic 
segmentation focus on who a customer  focuses 
onhow the customer acts.

Behavioral Market Segmentation Examples 

Purchasing habits

Spending habits

User status

Brand interactions

Behavioral segmentation requires you to know 
about your customer’s actions. 

These activities may relate to how a customer 
interacts with your brand or to other activities that 
happen away from your brand.

Geographic Segmentation
Geographic segmentation is the simplest type of 
market segmentation. 
It categorizes customers based on geographic borders.

Geographic Market Segmentation Examples   
ZIP code
City
Country
Radius around a certain location
Climate
Urban or rural

Geographic segmentation can refer to a defined 
geographic boundary (such as a city or ZIP code) or 
type of area (such as the size of city or type of climate).

CONCLUSION
Market segmentation comes down to knowing 
your customer base and providing a personalized 
experience for them. For a seamless customer 
journey across your segments, learn how to 
implement an omnichannel marketing strategy next.



Abstract

As our prime minister of India stated that, the people 
of the government of India to move on the cash less 
economy, in connection with the above statement, the 
companies are selling their product through online and 
also they are encouraging or attracting the customer 
to buy a product through online. In this regard in 
present days online marketing is emerging one. The 
online marketing is growing rapidly in India with fast 
pace. Many companies are using online market to sell 
their product in Tamilnadu, not only in Tamilnadu all 
over the India, the companies like Snapdeal, Amazon, 
flipkart club factory and so on, so this study reveals 
that few information about satisfaction of the online 
customer in Chennai city.

Key words : Customers, Online marketing, 
Satisfaction, Chennai

INTRODUCTION

The study entitled “ a study on customer satisfaction 
towards lakme product Care product “ This 
describes the changing role of lakme in the Brandywine 
watershed, which occupies a total of 330mi, most of it 
in Chester county, PA but also extending into Delaware 
county, PA and Northern Deleware.The Brandywine 
has long been a source of historical interest, a high 
priority for environmental conservation and a subject 
of scientific inquiry,

The information provided here draws on seminal 
work Franklin and Marshall College describing the 
abundance and ecological impact of mill ponds built 
during the colonial era (water and Merits 2008). Much 
of the emphasis relies on research at West Chester 
University concerning more recent trends in pond 
abundance and distribution during the last century. The 
research at West Chester University and preparation 
of this document were made pooible through growing 

greener grand SE 080021 administered by the 
Pennsylvania department of environmental protection. 
The views of the expressed herein are those of the 
authors, and not necessarily reflect the views of the 
department of environmental protection.

REVIEW OF LITERATURE

Smith (2012) carried out a longitudinal study over 
3 years (2009 through 2012) in a millennial group 
(students of the age group 19-23 years) in a prominent 
university in the USA. Gender ratio was approximately 
44:56 (male to female). The research was carried out 
in a Behavior Lab setup by surveying the millennial 
group and data was captured over these years as they 
would respond to live digital marketing incidences on 
internet (likes of Google, YouTube, Blogs etc. and also 
email updates).

Minton, Lee, Orth, Kim and Kahle (2012) 
did this very interesting research on sustainable 
marketing and social media, involving cross-
culture populations (subjects) to analyze motives for 
sustainable behaviours. South Koreans representing 
collectivist culture and USA, Germany being more 
of individualistic culture, were studied based on their 
usage of Facebook and Twitter with regard to motives 
for sustainable behaviours. Using Kelman‟s (1958) 
functional motives as basic theoretical foundation, 
online survey method was used to cover the subjects 
belonging to different cultures. The conceptual model 
for this study tried to analyse how functional motives 
(responsibility, involvement and internalization) 
influence the sustainable behaviours such as, recycling 
behaviours, organic food purchase, green transport 
use, anti-materialistic views, and charity. It was found 
that involvement motives lead to recycling behaviours 
and green transportation use for all countries.

A STUDY ON CUSTOMER SATISAFACTION ON TOWARDS LAKME PRODUCTS 

AN ONLINE SHOPPING AT CHENNAI CITY
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Bacile, Hoffackerand White. (2014) in this 
qualitative research based onnetnographic’approach 
(a nonintrusive ethnographic study on the internet) 
attempts to explore as to, which aspects of social media 
service encounters on a brand’s social media pages 
influence consumers in a manner similar to marketing 
communications.

V.Tripathi (2016), in his study clearly mentioned 
that the online Marketing is fast developing in front 
of our eyes and it is almost impossible to reject and 
hide from this new form of media. It is true statement 
because at present there are lots of online marketing 
companies are exist. “This shift in consumer influence 
indicates a need and an opportunity for companies to 
reprioritize the mix of communication channels they 
use to reach their consumers”. The study discusses 
the attitude of teens towards brand selection due to 
Online Marketing comprising apparel market in India. 
The study is exploratory in nature. The research uses 
content analysis to conduct the research. This research 
is divided in three parts to understand The Impact of 
Online Marketing on Brand Selection by Teenagers.1) 
Strategy behind Online Marketing to Teenagers. 2) 
Role of Online Marketing on Teenagers in Brand 
Selection .3) Benefits and worries of Online Marketing 
on Teenagers.

OBJECTIVE OF THE STUDY

To understand the buying behavior and pattern of 
customers towards online shopping
Providing product support or customer service
Providing corporate information

STATEMENT OF PROBLEM

This is measures problems faced by customers in 
online shopping it explains the relationship between 
customer satisfaction and customer loyalty. this 
research on measuring the customer satisfaction and 
loyalty of online shoppers in norway is rare of its kind 
this increases the important of our research work and 
the need to study the online shopping they expect and 
what has made them remain loyal or satisfied to the 
product or service.

RESEARCH METHODOLOGY

The study comprises both primary data and secondary 

data, the primary data were collected by using 
questionnaire, and the secondary data were collected 
trough the books, journals, magazine and the like

SAMPLING SIZE

For the data collocation purpose the researcher 
identified 98 respondents in Chennai city by using 
judgment sampling method.

DATA ANALYSIS

PERCENTAGE ANYALISIS
Table 1 AGE OF THE RESPONDENTS

S.NO AGE FREQUENCY PERCENTAGE

1 <20 20 40%
2 21-30 10 20w%
3 31-40 10 20%
4 41-50 5 10%
5 >60 5 10%

Total 50 100%

INTERPRETATION:

The above table shows that 20% of the customer 
belong to age group 21-30, 40% of the customer 
belong to age group below 20,20% of the customer 
belongs to age group 31-40 and10% of the customer 
belong to age group above 60%.

TABLE 2
FACTORS INFULENCING THE LAKME 

PRODUCT

S NO

FACTORS FREQUENCY PERCENTAGE

1 QUALITY 12 20%

2 PRICE 9 18%

3 BRAND 18 32%

AWARENESS

4 BRAND 11 30%

IMAGE

TOTAL 50 100%
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INTERPRETATION:

The above table shows 20% of the customer 
prefer quality of the product,18% of the 
customer prefer price of the product,32% 
of the customer prefer brand awareness of 
the product and 30% of the customer prefer 
brand image.

CHI-SQUARE TEST

Chi-square test is a non-parametric test and is 
used most frequently by marketing researchers to test 
the rightness of hypothesis. Hypothesis is a tentative 
and declarative statement formulated to be tested 
describing a relationship between two attributes. 
Chi- square is symbolically written as tests aiming 
at determining whether significant differences exist 
between two groups of data.
Age of the ondents factors luencing the lakme Cross 
tabulation Count

Factors influencing the 
lakme

brand

Quality Price brand
awareness

image
Total

Age of  the 
respondents <20 6 5 6 3 2

21-30
0

1 3 4 2 1

31-40
0

2 1 3 4 1

41-50
0

1 0 3 1 5
>60

2 0 2 1 5

Total 12 9 18 11 5

0

TABLE -3 CHI-SQUARE TEST

Asymp. Sig. (2- sided)
Value Df

Pearson Chi- 
Square 8.371 12 .755

a
Likelihood Ratio 9.820 12 .632
Linear-by-Linear .687 1 .407
Association
No of Valid 
Cases 50

a. 19 cells (95.0%) have expected count less than 
5. The minimum expected count is .90.

INTERPRETATION:
Since 755, we accept the null hypothesis so there is 
no relationship between the age and the factors to the 
lakme product.the above table shows the chi-square 
value of .755 which is higher than the significant value 
the degree of freedom therefore the null hypothesis 
is accepted hence it is concluded that there is no 
significant associations.

SUGGESTION

The sale of the lakme product can be increased further 
by operating both the shops.
The lakme product website may be updated and 
popularized.
The result indicated that people are satisfied with the 
lakme product.
Also there are lots of scopes for lakme product

CONCLUSION
Marketing strategies and customer satisfaction are 
important aspects for selling the product to achieve the 
highest sales level in the lakme product.
People are mostly satisfied with the overall quality of 
lakme and necessary advertisement should be made in 
order to increase the sales of lakme product then the 
competitors.
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Abstract
This article studies the effectiveness of PDS and its 
impact on BPL families. Public Distribution System 
aims at protecting the vulnerable sections of the society 
by encompassing them in the distribution network. 
PDS is mainly to provide service to the vulnerable 
society by ensuring food substance at affordable price. 
The persistent weaknesses observed in FCI operations 
are a clear symptom of over-centralization. Another 
problem with the PDS, is the amount of leakages of 
food grains and other commodities in the form of losses 
in the transport and storage and diversions to the free 
market. This kind of problem arises in a wide variety 
of contexts. The PDS is not equipped with the proper 
storage and transportation facilities. The government 
should provide transportation to depot holder for taking 
ration from the district/regional stores to the FPSs so 
that there can be check on the corrupt activities while 
transportation. The state govt. should construct more 
storage godowns with involvement of local bodies. 
Late arrival of food grains at FPS is an important 
constraint in the timely distribution of PDS grains. 
The doorstep delivery to retail outlets must be done 
in a transparent manner, the FPS-wise information on 
delivery and receipt should be computerized at the 
block level for onward transmission and monitoring.
Keywords: Below Poverty Line (BPL), Food 
Corporation (FC), Fair Price Shop (FPS), Public 
Distribution System (PDS).
INTRODUCTION:
Poverty alleviation and eradication of hunger 
are the two vital objectives of rural development 
programmes in India. Public Distribution System is 
one of the programmes for poverty alleviation and 
hunger mitigation. It is a social safety net, which can 
be understood by the fact that aggregate availability 
of foodgrains is not enough to ensure the ability to 
acquire foodgrains. Public Distribution System aims 
at protecting the vulnerable sections of the society 

by encompassing them in the distribution network. 
PDS is mainly to provide service to the vulnerable 
society by ensuring food substance at affordable 
price. Government of India provide subsidy to the 
food substance to enhance the right to have food. The 
QQP (Quality, Quantity and Price) management is 
important for an effective public distribution system. 
The government should evolve a mechanism to deal 
with this aspect.  The PDS aims at eradication of rural 
poverty and inequality by providing justice to poor 
(Pattanaik, 1997). The service of Public Distribution 
System is one of the crucial variables mediating the 
relationship between aggregate food availability and 
the individual entitlements. Generally, the successful 
containment of PDS is to be in adequate quota, 
correct weight and measures and the availability of 
commodities to the vulnerable society.
REVIEW OF LITERATURE:
Examination of the more important studies only has 
been attempted here, especially in the backdrop of 
the present study of the effectiveness of the public 
distribution system. 
 Government of India (2005) reported that the two 
pivotal issues that relate to the implementation of 
TPDS are; a)evolving a method for the identification 
of the poor that minimizes errors and economizes 
resources; and b) instituting a delivery system that is 
effective and efficient. The forgoing analysis suggests 
that corrective measures are required in both these 
areas for realization of the objectives of TPDS.  
 Sabina Alkire and Suman Sheth (2008) in their study, 
pointed out the Indian Government has already 
undertaken initiatives to identify families that are poor 
in many dimensions at the same times. Among them, 
in 2002 the rural families were categorized as living 
below poverty line (BPL) on the basis of 13 kinds of 
deprivation. As in previous BPL (1992, 1997, 2002) 
the rural families identified as BPL were eligible 
for government support such as subsidized food, or 
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electricity and schemes to construct houses and self 
employed activities.
NEED AND IMPORTANCE OF THE STUDY:
Human beings can survive with economic, social, and 
political deprivation but not with biological deprivation 
such as food and water. Food security means food is 
available at all time, all persons have means of access 
to it, it is nutritionally adequate, in terms of quality, 
quantity and variety and is acceptable within the given 
culture. Only when all these are considered, food is 
secure (FAO 1996).  Thus effective Public Distribution 
System is essential to ensure the availability of food to 
all, especially to the poor population sector. The public 
distribution system is mainly to provide food substances 
to the people below the poverty line. This study highlights 
the real problems of PDS on its functions.
STATEMENT OF THE PROBLEM:
In India 273 million people are chronically hungry people 
due to insufficient food for them. This series of event in 
India have brought the question of food security into sharp 
focus (UNDP 1999).  It follows that food security should be 
a major focus of policies concerned with well-being in this 
society still in India over 400 million people are poor and 
hungry (FAO 1999). Government of India provides many 
schemes to eradicate hunger but hunger exist due to rise 
in food commodity prices. The Planning Commission’s 
report says that ‘ with a network of more than 4,00,000 
FPS, the PDS in India can play a more meaningful role 
only if it translate into micro level and macro level self-
sufficiency by ensuring availability of food grains for the 
poor households. This statement by Planning Commission 
has lot of meanings and expresses a desire to know the 
utility and implementation process of PDS scheme. This 
current study is undertaken to know some questions like 
its failure to serve the BPL families, lack of transparent and 
accountable arrangements for delivery, diversion of PDS 
commodities to the open market.
OBJECTIVES OF THE STUDY:
To analyse the service quality of PDS to the BPL 
family.
To evaluate the problem and prospects of PDS.
HYPOTHESIS:
The behavior of staff in PDS is not influenced by the 
residential area.
Family position of the cardholders does not impact the 
perception on the availability of PDS commodities.
The perceptions of cardholders on quality, availability, 
quantity and price of PDS commodities have no 
significant difference with the occupation of the 

cardholders
RESEARCH METHODOLOGY:
Research design and Methodology:
The data collected from 446 respondents in Urban and 
Rural area of Tuticorin district in Tamil Nadu. The data 
were selected by using stratified sampling method. It 
also covers 15 ration shops, both Fair price shop and 
Cooperative Societies in Tuticorin urban and rural 
area, which was selected by using random sampling 
method. The data were collected by using a well framed 
questionnaire which contains three parts. The first part 
covers the demographic profile of the respondents.  The 
second part of the schedule includes the awareness of 
PDS service among the respondents. The third part of the 
schedule includes the factors influence the efficiency of 
Ration shops and its functions. A pilot study was conducted 
between 100 respondents. Based on the feedback on the 
pilot study, certain modifications, additions and deletions 
were carried out.  The final draft was prepared to collect 
the data. The collected data were processed with the help 
of appropriate SPSS statistical tools. Cross tabs, Chi-
Square test, t- test, Rank test, and Factor analysis are used 
to test the significance of the result. Improper PDS is not 
the main cause for the starvation and hunger death which 
is the main limitations of the study.
RESULTS AND DISCUSSION:
The effectiveness of Public distribution system was 
analyzed and discussed to know the effectiveness of this 
system in Tuticorin. This study helps to enhance the system 
and to reduce hunger death with effective PDS network. 
This analysis includes the respondent’s perception on PDS, 
Consumer satisfaction and problems in PDS. To know the 
service quality of the PDS the perception towards staff 
behavior and availability of commodities is analysed.
CONCLUSION:
Despite massive subsidies given by the Central and State 
governments towards food distribution to the poor, most of 
these subsidies failed to serve the public, especially Below 
Poverty Line. Most of the respondents prefer kerosene in 
PDS due to subsidized and low price compared to open 
market price.  Kerosene is the main source for cooking 
in Tamil Nadu BPL families. The result shows that the 
respondents’ perception towards satisfaction on PDS 
depends upon their urban and rural area. The Urban 
respondents are highly satisfied about the PDS function. 
REFERENCES: 
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Abstract:

GST (Goods & service tax) is meant to be a single 
unified tax that would include service tax, VAT 
and other indirect taxes etc. It tries to eliminate the 
current tax system although; the main motto is making 
single unified tax across nation. The main objective 
of this paper is to check the impact of the GST 
implementation on major macro economic variables 
of Australia and Philippines and to drive policy 
recommendation for India. In this report I have taken 
two countries for comparison, (Australia) developed 
country and (Philippines) developing country. The 
prime variables for both the countries are GDP growth, 
Inflation, consumer price, Real rate interest, exports 
and imports of goods and services, Tax revenue and 
long term unemployment. The time period which has 
taken as Pre-GST and Post-GST for Australia Pre-GST 
(1984-1999) and Post-GST (1999-2015).Similarly, 
for Philippines Pre- GST (1982-1998) and Post-GST 
(1999-2015).The methodology involves comparing 
the pre and post GST macroeconomic variables for 
these two countries and with the help of data will do 
test of significance of change in variables. Finally, the 
paper offers recommendation for GST India.

INTRODUCTION:

Currently, our country proposes to adopt 
a GST rule on the ‘destination based 
consumption’ principle, which, means the 
GST responsibility would-be concerned in 
the place where the goods were supplied. It is 
one of the greatest assessments to co-ordinate 
state economies to steep development. Under 
this, single rate system will be followed by 
both merchandiser and ventures. In the year 
2000, BJP government started the discussion 

in order to introduce GST. In the year 2002-
04, Kelkar task force (responsibility and 
budgetary management act 2003). In 2006, 
proposal of GST was announced nationally 
and in 2010 February, they announced it 
as GST to be introduced in 2011. In March 
2011, the 115th amendment bill introduced for 
GST except for specified goods. In the year 
2013, EC denied it include petroleum in GST. 
In 2014 Again BJP government came into 
existence and passed the 122th amendment 
bill likely, to be introduced in the year April 
2016. Finally, last year august 2016 the 
constitution passed the bill successfully and 
announced GST will be applicable for April 
2017.

The advantages of GST implementation in 
India includes provision of better business platform, 
comparable tax rate, simple tax structure, increase 
more tax payers, competitive pricing, enhance exports 
and imports, GST revamps easiness of embarking 
business in India. However, challenges surrounding 
GST at present is being debated in the country. Some 
states are uncertain whether GST will decline their 
incomes. It is required that all the states must accept 
and execute the GST at the similar rate else, it would 
be ill at ease. However, it will be favourable to our 
nation if the rates are same. The GST tax rate is in 
between 16-20% in the (Implemented countries).
Even Indian government is proposing more or less in 
same range. An effort is made to boost up our Indian 
economy.
THE OBJECTIVE OF THIS STUDY
To study impact of GST implementation on macro 
economic variables in the existing models globally.
To draw inferences of potential impact of GST 
implementation in India’s context.
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LITERATURE REVIEW:

AgogoMawuli (May 2014) studied,” Goods and 
Service Tax-An Appraisal” In her study she states that 
it is not best choice for small earning nations and do 
not give broad based increase to poor countries. If 
GST implement still needed then it must be less than 
10 percent for development.

Literature review Reference: [Sehrawat et. al., 
Vol.3 (Iss.12): December, 2015] ijrias.org/Digital 
Library/Vol.1&Issue7/10-15.pdf

DATA:

The variables are GDP (current US$), GDP per 
capita (current US$), Inflation, GDP deflator (annual 
%), Inflation, consumer prices (annual %), Services, 
etc., value added (% of GDP), Real interest rate (%), 
Exports of goods and services (%), Imports of goods 
and services (%) Tax revenue (% of GDP)

The countries have chosen for comparison are 
Australia and Philippines. The time period have been 
segregated as pre-post GST Australia (1984-1999) 
Pre-GST & (2000-2015) Post – GST.
Philippines (1982-1998) Pre-GST & (1999-2015) Post 
–GST.
Source: Data World Bank

METHODOLOGY:
Comparing two countries (Australia & Philippines) 
and with the help of data will do Test of significance 
of GDP growth for these country (Pre & post GST).

INTERPRETATION OF RESULTS:
Introduction of GST in both Australia and Philippines 
helped them encourage embarking new business, 
developing entrepreneur skills to increase growth 
rate. In this single unified tax system helped both the 
countries to increase tax % GDP 2-3 % comparing 
Pre-post GST figures. In export growth % after GST 
implementation there were a significant growth 16- 
20% for Australia and Philippines 30.655 % - 39.599 
% which encourage people to export more to other 
countries to earn more. Whereas, imports also slightly 
decreased so local players will produce even more to 

compete with foreign goods. So that people tend to 
support domestic products. In this system it helps to 
control the inflation in Australia and Philippines. For 
Philippines before GST it was 13.00 whereas, post 
GST it declined it to 4.1023 for Australia 3.90–3.09. 
In this result, almost all the variables are significant. 
Both the GST regime boosted their economy.

CONCLUSION & RECOMMENDATION:
In this paper, after analysis of both Pre-post GST 
of Australia and Philippines I have found there is a 
significant growth post GST in both the countries. 
Here for Australia and Philippines there is a decrease 
in inflation rate for Australia 4.926 – 3.02 % and for 
Philippines significant decline 13.0056% - 4.1010%. 
Similarly, export % for Australia it is 16-20% and 28-
43% for Philippines.
In both Australia and Philippines alcohol and 
petroleum were included in GST tax system. Whereas, 
our country it is not included. Indian government 
has to include these two items. Since, we have huge 
population we can generate more revenue in both. On 
29th march, 2017 Indian government passed the GST 
bill to embark GST tax rates from 1st of April, 2017. 
They have finalised the tax rate as 18% which is not 
included of (Alcohol, Petroleum, Textile, sugar). State 
government will lose their revenue if they include 
these items in GST regime. However, in our country 
export % is 17.8% as per February 2017 and import % 
is around 21.8% since Australia is a developed country 
their exports have increased after GST and similarly 
in Philippines also increased. India can be in middle 
of these countries so probably after GST our exports 
will increase up to 22-25% and import % will decline 
to 15 %. Similarly inflation rate is currently 4.02 % 
in India (Non-GST). So after April 2017, our rate will 
likely to be reduced to 2.5-3%. In both Australia and 
Philippines it has been reduced to 1-1.5 %.

REFERENCES:
 http://data.worldbank.org/
www.ey.com/in/en/services/ey-goods-and-services-
tax-gst
www.gstglobal.com



Abstract

As the globalization is growing, firms are going 
international and from international, they are growing 
global. Internationalization has become very common 
to firms these days as they sell and buy products from 
variety of sources and places within and outside their 
domain. International marketing has made lives very 
easy as the availability of goods and services are 
anytime. India has been at the epic centre of all this 
happing and tectonic shifting in terms of market forces 
are concerned. The product/service compositions and 
strategies change, the approach towards the customers 
change, more importantly the entire marketing 
concepts are redesigned, keeping in mind the different 
sets of behavioral patterns of buyers. International 
marketing is along with domestic marketing have 
significant similarities. The firm which has substantial 
amount of experience in international marketing can 
use their global learning in catering local customers/
users more effectively and with international expertise 
which can satisfy the customers better and can put 
the company into a very dominating position. On 
the contrary international marketing helped firms 
to performed better and earned revenues/profits. 
The present paper is an attempt to understand the 
core concepts of international marketing and all 
the challenges/opportunities which are constantly 
faced international marketing. This paper looks at 
various Aspects like similarities and contrast between 
domestic and international marketing. The scope of 
international marketing is very huge in India.

Keywords- International marketing, Globalization, 
Market, Favorable, Strategies

INTRODUCTION

Global marketing is one of the most important aspects 
of globalization in terms of satisfaction of customers/

users. The entire world has become a single market, 
firms cannot depend upon a single market anymore, 
and they have to offer their product/services to more 
than one market in more than in one country. 
The basics of marketing are very similar both locally 
and outside of home domain, but there are lot of  
complications as well. After the globalization in India, 
firms find it very easy to move into any international 
territory with their standardized product/services. 
The over all impacts of open markets and liberal 
government policies shave actually worked growth 
for internationalization selling. The firms are getting 
benefited from such expansion  of market but the 
customers are also benefited by such widening of 
scope of their products and quality assurance. Digital 
age brings new ideas and innovative approaches in 
getting wider customer base internationally. Marketing 
of products and services require different degree 
of expertise in international domain, the traditional 
approach has to  be modified and new ways must 
be adopted when dealing with international level of 
competition and quality specification. Marketing has 
become backbone of the business activities and this 
transition is taking  rapidly, the interesting fact remain 
that the marketing is very consistent with sales and 
profits of firms. Marketing also helps in producing such 
goods and services which have the greater capacity to 
satisfy customers/users, based on proper and objective 
research.
International marketing rely on certain tools such 
as marketing research and marketing intelligence 
in pursuing the customer satisfaction. Marketing 
has emerged effective tool for increasing sales and 
revenues for the firm and having better position than its 
closest competitors. Marketing the customer is given 
the greatest emphasis and his tastes and preference are 
incorporated into the product and service’s features. 

GLOBAL MARKETING IN INDIA- OPPORTUNITIES AND CHALLENGES
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When the firms that compete internationally, the 
competitiveness depends considerably on the 
natural and skill- based factor endowments, size 
and sophistication of demand, and psyche and 
self-belief of the national environment and home 
base. The stage is set for Indian companies to 
emerge as players of relevance in a large number 
of industries globally. India’s high value, highly 
competitive resources offer potential in the global 
market. Government and industry have to build a 
strong partnership and create conditions for Indian 
companies to become global MNCs.Forces of 
globalization, the search for more cost- effective 
locations for production can make India a huge 
global manufacturing and supply base.
RESEARCH METHODOLOGY- The present 
research is based on exploratory nature and the 
information are collected from different sources to get 
an exact idea regarding the various inputs of Global 
marketing. The research paper is descriptive in nature 
as well, where possible concept of international 
marketing is analyzed and understood from various 
dimension possible. There are various sources from 
where the information for the present research paper 
has been collected. The information which has 
collected is strictly from secondary sources and their 
credibility has been insured already as the sources of 
such information/inputs are quite reliable. Following 
are the sources from where the information/inputs 
have been collected-
 Research papers on global marketing.
 Text books of Global marketing, International 
marketing from various authors.
 Various research reports and other relevant published 
data on International Marketing.

OBJECTIVES OF THE STUDY-
 The present study has the following objectives to 
achieve- To understand the core concept of global 
marketing in Indian Prospective.
To define the major similarities and contrast of Global 
marketing and domestic marketing.
To emphasis the characteristics of Global marketing 
along with its needs to firms.
To explain the importance of Global marketing in 
today’s globalized era.
To scheme the various challenges usually encountered 
during Global marketing with respect to India and;
To furnish suggestions to improve effectiveness of 
Global marketing.

The present research paper is an attempt to meet all 
those said objectives with proper explanation of 
gathered information via various sources.

HYPOTHESIS FOR THE STUDY-Though the 
research is based on secondary data/inputs, but the 
study intents to keep certain actions which shall 
be proved/rejected in due course of research The 
hypothesis for the present study are as following:

H0 Global marketing is not favorable to nations like 
India
H1 Global marketing is favorable to nations like India.
H0 Global marketing is not at all competitive globally.
H1 Global marketing is a very competitive globally.

LITERATURE REVIEW- Literature review is the 
accumulation of all the relevant work, already done on 
the topic of the research. The literature review process 
also helps in finding out the exact idea of the topic in 
hands. Global marketing has wider studies and studied 
from all possible angles both in India and globally. 
The major chunk of studies is given in the following 
manner.

Jennifer Priestley, Kamal Fatehi, Taasoobshirazi, 
in their research paper Titled  “International marketing 
and intra-cultural heterogeneity”, 2018 shows wide 
applicability and implications for international 
marketing strategy, including ways of deploying 
market segmentation, target marketing, positioning 
strategies, as well as configurations of marketing mix 
elements. Originality/value– This paper used a novel 
and unique way for data collection and analysis. 

Williams Kwasi Peprah, Evans O. N. D. Ocansey, 
Emmanuel Kofi Mintah, in their research paper 
“The Influence of Culture on Global Marketing 
Strategies, 2017 emphasis converging needs and 
wants of customers around the world have created 
the opportunity for globalization of markets and have 
stimulated global competition for global resources and 
customers. Firms require global marketing strategies 
to expand to other geographical boundaries but their 
strategies meet cultural barriers.

MOHAMMED RIZWAN ALAM  prepared a 
report on “BRAND BUILDING CHALLENGES 
IN GLOBAL MARKET: AN OVERVIEW, 2016 
emphasis that Marketing has undergone a constant 
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transformation amidst environmental changes at rapid 
pace, and so has branding exercise in the last forty 
years. The findings show that marketers are faced with 
the challenges on the key elements, such as innovation, 
loyalty, positioning, counterfeiting, among others. 

Mrs. R. Anbuselvi, titled “Marketing Strategies 
of Global Branding In Indian Service Markets”, 2016 
shows Branding is expensive and time-consuming, 
and can make or broke a product. The best brand 
name suggest something about the product’s benefits; 
suggest products qualities; are easy to pronounce, 
recognize, and remember; are distinctive; and do not 
carry negative meanings or connotations in other 
countries or languages.

Ms. Riddhi Ambabale , Ms. Noopur Surti, in their 
research paper Titled” IS BRAND EVERYTHING? 
ISSUES AND CHALLENGES OF BRANDING IN 
GLOBAL MARKET”, 2015 suggests empower local 
marketing teams and agencies to “translate” corporate 
branding for the local audience. Globalization and 
technology has gifted the ability to create logos and 
other proprietary brand images that has certainly 
increased the efficiency and lowered the cost of 
reproducing and distributing branded materials. But at 
the same time, this ease of sharing, along with widely 
available graphics applications, make it just as easy for 
anyone with a computer to alter logo and brand files. 

Sandeep Saxena, Titled Paper “Challenges and 
Strategies of Global Branding In Indian Market”, 
2012 tells that a global brand should provide relevant 
meaning and experience to people across multiple 
societies. The perception of quality that is associated 
with the global brands is difficult to unlock but it’s 
easier to create a blue ocean of opportunities for 
Indian brands. Branding strategy must be devised, 
after considering the brands own capabilities and 
competencies, strategies of competing brands, and 
the outlook of consumers, which are largely formed 
by experiences in their respective societies. The 
marketing policy has huge influence, when there is 
right translation of brand into the marketing mix. The 
main focus of this paper is on Global Branding and 
challenges in it.

Dr. Girish Taneja, Rajan Girdhar, Neeraj Gupta 
titled “MARKETING STRATEGIES OF GLOBAL 
BRANDS IN INDIAN MARKETS, 2012 shows 

increasing globalization and international trade, a 
number of international brands are entering into 
India which is one of the fastest growing and highly 
competitive markets in the world. This research is an 
attempt to investigate why some international brands, 
that are successful globally, fail to attract significant 
market share in India.
Salah S. Hassan, Stephen H. Craft, Journal of 
Consumer Marketing, in their research Titled 
paper “Linking global market segmentation 
decisions with strategic positioning options”, 2005 
study suggests the combined use of both macro- and 
micro-bases of segmentation in order to leverage 
similar strategic positioning across global markets. 
However, micro-bases of segmentation are suggested 
for firms seeking differential positioning strategies

GLOBAL MARKETING-Definition- Global 
marketing is defined as the process of adjusting 
the marketing strategies of your company to adapt to 
the conditions of other countries. If a business chooses 
not to extend internationally, it can face domestic 
competition from international companies that are 
extending their international presence.

In simple words Global Marketing can be 
defined as “An application of marketing concepts and 
principle across two or more nations, forth emotive 
of maximization in sales and market share, Global 
marketing is all about selling in international territories, 
it’s a gradual process and just an extension of domestic 
marketing, as most of the concepts remain same”

The above set of definitions, gives a clear 
indication of various characteristics and further 
provide clarity regarding the concept of Global 
marketing. The definition given above provide the 
following characteristics of Global marketing-

 Global Marketing helps firms to expand into newer 
markets and tap possibilities available opportunities 
outside domestic domain.
Global Marketing is extremely hand in glove to 
globalization and goes hand in hand.
 Global marketing requires high amount of skills and 
expertise.
Global marketing is one of the most important tools 
when every firm dreams of getting into foreign market, 
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GLOBAL MARKETING AND INDIAN POINT 
OF VIEW- As the globalization has risen and Indian 
markets became more and more liberal by facilitating 
privatization, the importance of Global marketing is 
on the rise. Earlier to that, Global marketing was not 
much of concern in India due to several reasons.
Firms only focused On domestic customers. Indian 
products and services have gained an important place in 
world market, innovative and new means of marketing 
have helped firms to get more out of the box (Domestic 
Circuit) and tap the opportunities prevailing outside 
the domestic circuit.
 Earlier Global marketing had a very minimal impact 
on India firms, but now the situation has changed and 
keeps on changing adding new dimensions, prospective 
and experiences. The following are in terms of 
International marketing environment in India.

The growth in marketing infrastructure like information 
technologies, media, etc has played an important role 
in spreading the idea of International marketing.
The attitude of firms which are well established in 
domestic markets are motivated to go beyond the 
domestic circuit due to including high demands of 
Indian products with competitive prices.
The incentives and soaps provided by government 
bodies also helped firms to go further than from the 
comfort zone.
The trust on Indian products has increased multi folds 
and this has pushed the Internationalisation of Indian 
firms further more. The products are more in demand 
in developing nations.
Growth in quality of skilled people and marketing 
professional in the field of International marketing 
also helped and changed the entire perception towards 
Internationalisation.
New waves of entrepreneurs have emerged who dream 
big and do not want to restrain to domestic profits only. 
These entrepreneurs want to venture out and look for 
newer and better opportunities. 
Success stories of firms presence in internationally 
has played a crucial role in motivating firms to take 
up international marketing to spread their presence 
outside of India.

KEY DIFFERENCE BETWEENG GOBAL 
MARKETING AND DOMESTIC MARKETING-
Domestic and Global marketing have the various 
similarities including the objective/goal of marketing, 

principles, ideas and thoughts of marketing. But 
they are different on many grounds as well. The 
major difference remains the area coverage from 
International and national markets. In International 
marketing, the area which is covered is very vast and 
may include many countries. For better understanding 
following are the differences between domestic and 
international marketing

Global marketing refers to marketing activities outside 
of the legal and geographical boarders of the nations 
but the activities remain the same, where as Domestic 
marketing refers to marketing activities within the 
legal and geographical borders of the nation.
Global marketing serves relatively large area and 
customers, where as the area which the domestic 
marketing serves is small as compared to International 
marketing.
Global marketing governments of involving nations 
become very intervening and cautious as the national 
security and International issues is involved, but 
Government intervention is very minimalistic in 
domestic marketing.
The  spread of business operation in Global marketing 
is very high and is spread over to many nations at 
once that is what makes it complex, but the Spread of 
business operation in domestic marketing is very low 
and limited to one nation
Global marketing uses high and cutting edge 
technology with latest innovation and Updation to cater 
all the markets it targets, while the use of technology 
in domestic marketing is very low and reflects the 
domestic technological environment, unlike it 
The proportion of risk is very high in Global marketing 
as all the market forces and factors are spread over 
many nations and it becomes very risky to deal with 
them. Domestic marketing has relatively low risk 
percentage as compared to Global marketing as the 
familiarity and past experience of dealing with market 
forces is very helpful in mitigating the risk. 
The requirement of finance rises with Global marketing 
as it deals with multiple countries as compared to 
domestic marketing, Where as the Requirement of 
finance in domestic marketing remain very low as 
compared to International marketing as against of it.
The marketing research is vital and multi dimensional 
in Global marketing, as it plays the crucial role in 
gathering and processing of valuable marketing data to 
make appropriate decisions in more than one country. 
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But in domestic marketing the usage and scope of 
marketing research is confined to one national one.
In a way we can say, that global marketing and 
domestic marketing are distant siblings, who 
theoretically perform the same functions but practically 
they are worlds apart. Domestic marketing and global 
marketing has Similarities than differences executed 
by both are similar in nature.

GLOBAL MARKETING-CHARACTERISTICS –
Global marketing has a lot of capacities to contribute 
in the growth of world trade and International trade. 
International trade rides on the waves of Global 
marketing and helps in growth, establishment 
and expansion of International trade. Some of the 
characteristics are as followed-
Developed countries have highest Presence in 
Global marketing- Developed economies dominate 
the Global marketing scenario when compared to 
domestic marketing. When we take top countries 
involved in Global marketing operation, it will include 
most developed nations only. 
Deals with stiff and huge competition-One of the 
most important characteristics which Global marketing 
has are dealing with worldwide competition and it 
makes Global marketing more one of a kind. Nature 
and intensity of competition is large in Global when 
compared to domestic  markets Such level of competition 
makes Global marketing more different and more skill 
required field of working.

Requires deeper competency and sharp skills- 
Global marketing is very skillful jobs and requires 
deeper understanding and competencies to deal with 
its unique challenges. Global marketing is extremely 
complex and includes newer challenges, to deal with 
such adverse and never before situations such sharp 
skills are required which are not so looked after in 
domestic marketing.

Caters a huge market- Global marketing caters 
/ servers are relatively huge market which might be 
spread to many nations at a time, unlike domestic 
marketing. As the market gets bigger and bigger so 
does the associated challenges and complexities.
Includes uncontrollable elements- Global marketing 
deals with greater risks and uncertainties it make 
International marketing more unique in nature. 
Although there is marketing research tool available 

but some factors remain uncontrollable and cannot be 
predicated with pinpoint accuracy.

GLOBAL MARKETING ERA-OPPORTUNITIES: 
Global marketing is the necessary requirement or 
globalization and expanding the horizons, selling 
and being into different parts of the world. Global 
marketing is like vehicle which lets firms travel 
worldwide with their exclusive product and services. 
International marketing actually helps in expansion of 
International trade/Business by promoting it through 
various marketing tactics and strategies. Some of the 
Global Marketing importances are as following-

Global Marketing Plays an important role to expand 
existing target market of firm, and now firms can sell 
their products to larger number of customers than ever 
before. Firms reach gets widened along with its profit 
making capacities.
Global marketing is very important in terms of 
increasing the brand worth marketing is all about 
branding and positioning firm’s products and its name. 
Such exposure becomes very helpful in establishing a 
global brand as it gives internationalized shade to the 
firm.
Global marketing helps in getting connected with 
the world, as it connects all the customers with one 
product/service. It also helps in developing new and 
innovative products as well.
Global marketing Plays an Important role in opening 
doors for future prospects customer in different 
countries and for firms in different markets.
The most important advantage of Global marketing 
is to facilitate international business which enables 
customers to consume such products which are not 
produced in their vicinity. Such goods/services help in 
uplifting the overall standards of living of people in 
targeted markets.
Global marketing uses latest and innovative production 
technologies which in return reduces the overall cost 
of the products and production and customers to 
consume products at very low prices..

GLOBAL MARKETING IN INDIA AND OTHER 
COUNTRIES- CHALLENGES FACED: Global 
marketing faces number of challenges in its day to 
day working. The challenges faced internationally are 
a bit different and complex as compared to domestic 
challenges. Some challenges are very risky and 
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need special/experts assistance to come out from. 
Challenges are country specific and tend to change 
their shape/effects/scope as per the time and venue 
in specific with each country. Some of the challenges 
faced by international marketing are listed below-

Different markets with Different Force- Each 
international market is consisting of different market 
forces (uncontrollable factors).It takes a lot of efforts 
and strategy to formulate a counter policy for dealing 
with one forces of one market and dealing with 
multiple markets at the same time.
Extremely different marketing environment- 
Each country with different sets of political and legal 
setup along with technological aspects makes Global 
marketing more complicated and thus become a great 
challenge to face to.
Different consumer behavior patterns-The difference 
in taste and hobbies and other aspects make the work 
of Global marketing a bit complicated varies from 
country to country.
Problem in selecting tools of promotion - Global 
marketing deals with diversities and complexities in 
terms of culture/religion/demographical segments etc, 
when compared with domestic marketing .Choosing a 
promotion tool or methods becomes very challenging 
it such situations. A lot of contemplation is required for 
choosing the best mode for promotion/advertisement 
in foreign land and only increases the work and 
challenges for International marketing.
Perception towards foreigners- Marketing also has 
to deal with a prejudged mentality of people staying 
in different countries associated with foreigners. 
Global marketing is done by foreign firms only so they 
face such prejudice more and the challenge has been 
prevailing from a very longtime.
After seeing the humongous and huge challenges 
which are constant faced by International marketing, it 
is not easy to stay into Global markets and perform day 
to day functions like domestic marketing. On the other 
hands, it is extremely challenging and nerve braking 
attempt be in such extreme hostile and uncontrolled 
business environment .Companies must function 
with precaution in this regard and practices of Global 
marketing should be performed under the supervision 
and guidance of experts/skilled people.

CHALLENGES OF GLOBAL MARKETING: The 
risks and challenges listed above are severing in nature 

and challenges can overcome by this firm in this era. The 
first step is to conduct a detailed marketing research 
by professional/experts of the field. Following steps 
could be considered as well;
International firms should look towards the cross 
culture of each countries they are working and this 
helps in dealing with challenges of Global marketing.
International firm should develop an in depth and 
detailed towards the targeted market with respect to 
all the dimension and possible challenges. Conduct a 
detailed and objective research time to time related to 
current and potential.
In Global Marketing hire people with great experience 
and understanding in dealing with challenges of 
International marketing, so that such people can 
understand the challenges.
Develop people to people contact/Network among 
people is a best strategy to avoid challenges in 
Global marketing and contact can also give you first 
hand information regarding the minute details and 
specifications regarding the culture.
Firms must do some ground work before venturing 
out into Global marketing-studying about the 
marketing environment with details, compliance and 
convergences rather than contrast.
Although the risks and uncertainties are tremendous 
in Global marketing, yet number of firms going into 
International business and pursuing. Global marketing 
may include many challenges and obstacle, but 
challenges can be managed with proper resources and 
commitment towards a better growth of company.
CONCLUSION AND FINDINGS OF THE 
STUDY- If a firms want to grow and expand then 
going international is the only the best way forward. 
One could understand the importance of International 
marketing by simply understanding the core issue, 
firms cannot sustain for longer period of time without 
getting out from their domestic domain. The entire 
journey of International marketing begins with an idea 
of getting into International trade, once the decision 
has been made then other aspects are discussed and 
worked upon as well. Company which wish to be in 
International business will have to adopt functions 
like marketing, finance, promotion, planning and 
strategies etc. The Idea, concept and understanding 
of International marketing is quiet risky for new 
firms but existing firms see this as just an extension 
of their domestic marketing approaches. With growth 
in globalization and industrialization, International 
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business has become very necessary and comparatively 
easy to undertake. Firm are now very committed 
and confident towards expanding themselves in 
to international territories for reaping benefits and 
tapping profits/gains. In Global Marketing firms has 
its own time frame and mind set to decided over how 
and when to go international. The present research 
paper had many purposes and objectives which closely 
tells the entire picture of Global marketing. During the 
research it is also observed that
The level of roles and encouragement the government 
of India has been offering to firms who wish to get into 
Global market has changed and grown in last few years 
and this has reflected upon the recent groundbreaking 
growth of Indian origin firms operating internationally 
and involved into international business.
Global marketing has different set of advantages and 
challenges as well. But one thing has been clearly 
understood that for future growth and extreme profits, 
firms must move out of the domestic environment. The 
major findings of the present study are as follows-
Global marketing is the process of applying marketing 
principles across the domestic domain of a country 
for the same reasons and purposes and objectives as 
of domestic marketing. This is very important to note 
that the conceptually Global marketing does not differ 
from domestic marketing.
With the increase in growth of industrialization, 
globalization and entrepreneurship International 
business has grown only.
With the constant development in professionalization 
and latest education of business procedure, 
Global marketing experts making the process of 
Internationalization as smooth and executing.
Globalization is full of uncertainties, very challenging, 
poses a lot of difficulties as we have seen this 
research paper. But with decisive leadership, proper 
planning and executions such challenges can be met 
successfully.
Firms such as Tata Group, Birla Group, etc from India  
entered into developing nations have grown a lot in 
international business over the years.
Indian Companies have the product and services which 
can be sold in m Global markets on a fair price with 
quality. International business helps in generating local 
employment and helps in shaping skilled workforce 
which is required for Global marketing.
Marketing environmental factors and Technology 
are playing very crucial role in diversification and 

expansion of firms from domestic to international and 
from international to global.
The present research work started with keeping certain 
objectives in mind, all the objectives have been fulfilled 
and taken care with proper evidential arguments
The present research paper was based on alternative 
and null hypothesis which is given below:
H0 Global marketing is not favorable to nations like 
India
H1 Global marketing is favorable to nations like India.
H0 Global marketing is not at all competitive globally.
H1 Global marketing is a very competitive globally
Based on the findings and observations supported by 
adequate substance alternative Hypothesis are accepted 
and null hypothesis are rejected.
REFERENCES-
Jennifer Priestley, Kamal Fatehi, Taasoobshirazi, 
“International marketing and intra-cultural 
heterogeneity” Asia Pacific Journal of Marketing and 
Logistics,APJML-04-2017-0067, 2018
Williams Kwasi Peprah, Evans O. N. D. Ocansey, 
Emmanuel Kofi Mintah, “The Influence of Culture on 
Global Marketing Strategies: A Confirmatory Study”, 
The International Journal Of Business & Management   
(ISSN 2321–8916), 2017
Mrs. R. Anbuselvi, titled “Marketing Strategies of 
Global Branding In Indian Service Markets”, IOSR 
Journal of Business and Management (IOSR-JBM) 
e-ISSN: 2278-487X, p-ISSN: 2319-7668, 2016.
Sandeep Saxena, “Challenges and Strategies of 
Global Branding In Indian Market”, IOSR Journal of 
Business and Management (IOSRJBM), ISSN: 2278-
487X Volume 4, Issue 1, 2012.
Dr. Girish Taneja, Rajan Girdhar, Neeraj Gupta  
“MARKETING STRATEGIES OF GLOBAL 
BRANDS IN INDIAN MARKETS, , Journal of Arts, 
Science & Commerce, E-ISSN 2229-4686, 2012
Mohammed Rizwan Alam  prepared a report on “Brand 
Building Challenges In Global Market: An Overview, 
ISBN: 978-93-85973-50-5, 2016 
Ms. Riddhi Ambabale , Ms. Noopur Surti, in their 
research paper Titled” IS BRAND EVERYTHING? 
ISSUES AND CHALLENGES OF BRANDING 
IN GLOBAL MARKET”, International Journal 
of Application or Innovation in Engineering & 
Management (IJAIEM), Volume 4, Issue 1, ISSN 2319 
– 4847, January 2015
Tsiros, Micheal & vikas Mittal (2000), Regret: A Model 
of its Antecedents & Consequences in Consumer 



818

   

Decision making, Journal of Consumer Research 26, 
March 2000, 401-417.
Choudhary V. Kshirsagar A., Narayanan A., (2012). 
How multinationals can win in India. McKinsey 
Quarterly. http://www.mckinseyquarterly.com/India. 
Accessed on June 25, 2012
Kotler, et al (2010), “Ingredient Branding – Making 
the Invisible Visible”, Springer.
Attila Yaprak, Culture study in international marketing: 
A critical review and suggestions for future research, 
International Marketing Review 25(2) · April 2008, 
ReviewVol. 25 No. 2, 2008 pp 215-229

Viswanathan, Nanda, K. and Dickson, Peter, R. “The 
fundamentals of standardizing global marketing 
strategy”, International Marketing Review, Vol. 24 No. 
1, 2007. Emerald Group Publishing Limited.
Salah S. Hassan, Stephen H. Craft, Journal of 
Consumer Marketing, in their research Titled paper 
“Linking global market segmentation decisions with 
strategic positioning options”, ISSN 0736-3761, 2005 

Web links-
            https://www.pmmi.org › global-marketing 



Abstract

Equal and realistic depiction of homosexuality and 
the LGBT community on Indian media is essential, 
especially after the recent decriminalisation of section 
377. However, there were several forms of media 
that portrayed homosexuality even when it was still 
considered a crime. To study various aspects of this 
portrayal, a research was conducted on the topic where 
a television commercial and a digital advertisement 
that portrayed homosexual elements while section 377 
was still active, were studied extensively. The methods 
of research used were qualitative content analysis as 
the tool of data collection. Findings showed the level 
of awareness of the public on the topic of section 
377, the selected advertisements, the portrayal of 
homosexuality in Indian advertisements as well as 
their perception on using homosexuality to advance 
brand image. 

Keywords:Homosexuality, Section 377, Television 
and Digital Advertisements, Brand Image 

INTRODUCTION TO THE STUDY

Homosexuality has been a topic of taboo in India for the 
longest period of time. It was never openly discussed 
and was always seen as a controversial subject and 
this could largely be because it was considered a 
crime until 2018. However, the fact that it was a crime 
only made people from the LGBTQ (Lesbian, Gay, 
Bisexual, Transgender, Queer) community as well as 
other citizens voice their opinions and stand up for 
their constitutional rights. 
The result of this long battle was the decriminalisation 
of Section 377 on 6th September, 2018 following a 
landmark decision by the Supreme Court. What was 
remarkable was the reaction of the various brands and 

companies in India that came out in support of the 
decision of the Supreme Court. Any company having 
a digital platform posted tweets, uploaded posts, 
changed logos to the rainbow campaigns to show that 
their company is in full support of the decriminalisation 
of the section. Social media pages were flooded with 
brands expressing their opinions on the subject and 
how this is going to bring about bigger changes to 
the country. People all over the country were highly 
impressed by the stand taken by the various brands in 
this issue but also questioned why this stand could not 
have been taken at an earlier stage, even before the 
section’s decriminalisation. Some even wondered if 
the sudden support of the companies was only so that 
they do not lose face before the public. 

There could be various reasons why brands did not 
previously express their support; however, we cannot 
deny that there were companies who did openly 
support the cause. Brands like Fastrack, Myntra and 
others came out with advertisements and digital ad 
campaigns that openly portrayed homosexuality, and 
this was even when it was considered a crime. So 
one can only imagine the levels of risk taken by these 
brands to show their support. While in some of these 
ads the portrayal was only in a partial manner as part 
of a larger message, other ads sold their products/
services using the subject of homosexuality itself. This 
research tries to analyse various aspects of these ads 
in detail and also get the public’s perspective on the 
awareness of section 377 and its decriminalisation as 
well as their opinion on the brands that created these 
ads even while homosexuality was still considered 
a crime. The advertisements that are studied in this 
research paper fall under the category of television 
commercials and digital advertisements.

BACKGROUND OF THE STUDY
Advertising is one of the primary means of promoting 
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a product or a service. Advertisements inform the 
public about the existence of a certain company or a 
brand and enables consumers to understand what the 
particular brand is trying to sell. Advertising is also a 
means to build the image of the company and to gain 
customer loyalty and trust, which does not happen all at 
once but over a period of time. It is through advertising 
that the company can show the public how its product 
or service is better than other competing brands. 

OBJECTIVES:
To study the portrayal of homosexuality in Indian 
television and digital advertisements  and its relevance 
to the brand

LIMITATIONS:
One of the major limitations of the research is the time 
in which the research was conducted, which was a 
short period.
The number of advertisements selected for content 
analysis was restricted to only two.

RESEARCH DESIGN
The research design chosen for this particular topic is 
qualitative in nature. Qualitative content analysis is 
being followed in this research paper. Content analysis 
used in this paper is qualitative in nature and the 
advertisements are analysed based on 9 parameters. 

ANALYSIS & INTERPRETATION
EBAY (Television Commercial)
INTRODUCTION
eBay is an American e-commerce website that was 
founded in 1995 and it launched its operations in 
India in the year 2004. It is one of the oldest online 
shopping websites found in India with competitors 
like Amazon, Flipkart and Snapdeal coming a few 
years later. eBay offers a wide variety of products 
that range from fashion, technology, health, beauty 
and so on. eBay usually comes up with interesting 
ideas for its advertisements and one of its television 
advertisements portraying homosexuality was released 
before the festival of diwali, on 28th September 
2016, a time when section 377 was still in action. 
The hash tag used for the ad was #ThingsDontJudge 
and was broadcasted at a time when the company 
was not doing that great due to fierce competition in 
the market. Their target audience is like that of any 
other e-commerce site and includes people of all age 
groups. The advertisement was created and produced 
by the branding and advertising agency, BBDO India. 
Speaking about the ad campaign, Shivani Suri, director 
marketing, eBay India, said, “eBay, with over 10 crore 
products is inspiring consumers to shop for their 

favorite item and live their passions, desires, choices, 
and beliefs without inhibitions. With this central theme 
we decided to launch this campaign to not just capture 
market share but drive conversational commerce.”

PARAMETERS
Gender Characterisation:
The television commercial shows both men and 
women in seven different roles and situations. There 
is almost equal number of women as there are men. 
The homosexual couple that is portrayed in the 
advertisement is gay. 

On-screen time:
The total duration of the advertisement is 1 minute 
and 10 seconds which is made up of several instances 
that show people in different situations. The time 
duration for each situation varies between 4 seconds 
to 10 seconds. The homosexual couple is shown for 7 
seconds in the ad.

Setting:
There are around seven different situations in the 
advertisement and each of them has their own separate 
setting. The first one is a man dancing to classical 
music. He is shown on the terrace of a house and there 
is heavy rain. The next situation is a woman in a salwar 
kameez coming out of a club. Then there is a Muslim 
woman celebrating diwali in the corridor of her 
apartment building. This is followed by a homosexual 
couple where one man is proposing to the other with a 
ring in a public park. After this a housewife is shown 
reclining on a sofa in her house followed by three men 
pouting and taking selfies with their mobile phones. 
The last instance is of an old lady using a skipping 
rope in a park. 

Interaction with others:
Other than with people within their situation, there is 
no interaction between people. When it comes to the 
homosexual sexual couple that is shown in the park, 
there is no interaction between them and anyone else. 
Product presentation & Promotion of brand Image:
eBay presents the product in such a way that each 
of the seven instances or situations shows people 
proclaiming that material things do not judge the 
people who bought them, unlike the society that judges 
them and dictates norms that certain products are made 
to be used only for a certain gender or a certain set 
of people. Through this commercial, eBay claims that 
gender, sexual orientation, age, jobs, religion and so 
on are barriers that are set up by people and society 
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and that the products they sell do not judge people 
based on such criteria. For example, the anklets used 
for dancing does not ask why a man is using it, the ring 
that is being used for a proposal does not ask why a 
man is proposing to another man, a skipping rope does 
not ask why an old woman is using it. These products 
and over one crore products sold by eBay does not ask 
such questions or judge the people buying them. The 
brand is promoted in such a way that it shows itself 
as being inclusive to all people irrespective of their 
background or choices. The advertisement ends with 
a message asking people to let society think and say 
what they please but eBay and its products will not 
judge them.

Regional representation:
The narration of the advertisement is completely in 
Hindi which seems to show that the advertisement 
primarily represents the northern half of the country. 
The music used starts out with classical tones and then 
gets a higher and faster rhythm and changes with each 
situation to better represent it. 

Displays of affection:
There are no displays of affection shown in the 
advertisement in any of the instances. In the scene 
where the homosexual couple is portrayed, one of 
the guys is shown going down on one knee while 
proposing to his partner. This is the closest signs of 
affection that is seen in the advertisement. 
Negative/Positive representation:
The advertisement is a positive representation of not 
only homosexuality but also other taboos of the society 
such as gender stereotyping, age, dignity of jobs and so 
on. The scene where the homosexual couple is found 
proposing promotes the need for the society to break 
such taboos and stereotypes. The narrative during that 
scene says that rings only see true love which is an 
underhanded way of saying that the society looks so 
much deeper into it. 

Advertising Appeal:
The advertising appeal used in the advertisement is 
the social appeal as the ad shows people breaking 
stereotypes that are set up by the society. Through the 
ad we can understand that the society we live in asks 
unnecessary questions, calls people names, mocks 
them and expects them to act in a certain way instead 
of allowing them to be themselves. 

ANOUK (Digital Advertisement)
Introduction:

Anouk is an in-house brand created in 2013 by Myntra, 
an Indian fashion e-commerce company. Anouk 
specialises in contemporary ethnic wear for young 
women and has a variety of apparel that includes sarees, 
kurtas, skirts, palazzos and so on and it is said to be the 
biggest of Myntra’s in-house brands.  Anouk gained a 
lot of popularity post its edgy advertising campaigns, 
especially the ‘Bold is Beautiful’ campaign that was 
created and produced by the leading advertising 
agency - Ogilvy and Mather as well as Hectic Content. 
The campaign that was released in 2015 has three parts 
titled ‘The Whispers’, ‘The Wait’ and ‘The Visit’, all 
of which addresses the different issues and taboos that 
women in India face. According to Manish Aggarwal, 
VP- Marketing, Myntra Fashion Brands, ‘The idea 
was to encapsulate real life experiences and stories 
by delving into the lives of the modern Indian women 
who deal with their choices and its consequences with 
beauty, style and a dash of boldness. The campaign 
symbolizes the Anouk woman as free spirited, but 
someone who is still connected to her roots’. The 
Visit is the advertisement that has been selected for 
this study as it portrays homosexuality. The ad became 
viral for it was one of the first digital ads that went into 
much detail on the social taboo. 
PARAMETERS
Gender characterisation: 
The advertisement shows two women who are living 
together. The two women are shown to be a couple in 
a relationship. The ad is about how they are preparing 
to tell one of the girl’s parents who are visiting them, 
about their relationship. One of the girls is portrayed 
as bold and fearless while the other girl is shown as 
having doubts about the idea. Both of them are young 
and seem to be in their 20’s. 

On-screen time:
The entire duration of the advertisement is 3 minutes 
and 21 seconds and features only the two girls through 
the whole length of the ad. 

Setting:
The short ad film takes place in a house or an apartment 
and opens with one of the girls getting ready in front of 
a mirror in what appears to be a living room. The other 
girl is lying down on the sofa. Another shot of the 
house is shown where the two girls are seen discussing 
about the parents visit near an open window of the 
house. 

Interaction with others:
There are only two characters that are shown in the 
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advertisement. One of the girls is also shown talking 
to her father over the phone about his visit to their 
place, but we only hear her end of the conversation 
from which we can understand that he and her mother 
would be reaching her house soon.

Product presentation & Promotion of brand Image:
The product is presented right in the beginning of 
the advertisement when one of the girls put on a 
contemporary kurti which is one of the products of 
Anouk. Both the girls are shown getting ready for 
an occasion which happens to be the visit of one of 
the girl’s parents. To meet the parents they are shown 
wearing kurtis, Anouk’s product. The ad film is part of 
a three part ad campaign ‘Bold is Beautiful’. Women 
are stereotyped by society in many ways, be it their age 
or marital status or even sexual orientation because of 
which they shy away from doing what they want to 
do. The main theme of the campaign is to encourage 
women to make bold choices and to defy the norms 
set up by the society. Anouk’s products represent 
ethnic fashion, and people generally associated ethnic 
apparel to traditional values but at the same time as 
the safer option when it comes to clothing. The brand 
Anouk is known to stand for encouraging women to 
be bold and edgy and also to make risky decisions all 
while not letting go of their traditional roots. 

Regional representation:
The girls talk mostly in English to each other and one 
of the girls is also shown talking in Hindi to her partner 
from whom we can understand that she is a North 
Indian. The other girl is shown speaking in Tamil to 
her father over the phone from which we get that she 
and her family are from South India. 

Displays of affection:
There are many instances of affection that is shown 
through the advertisement which takes place when the 
girls are discussing about the parents visit near their 
window. They are shown hugging, holding hands 
and caressing each others faces. The advertisement 
also shows one of the girls kissing her partner on her 
forehead and her hands. 

Negative/Positive representation:
Homosexuality is represented in a positive manner in 
the advertisement where the girls talk about not wanting 
to hide that they are together anymore. The couple 
wanted to tell their parents about their relationship. 
Many ads that portray homosexuality play it safer and 
avoid displays of affection, however the portrayal of 

affection, though minimal is another aspect of positive 
and equal representation as heterosexual couples in 
other advertisements are also shown being with their 
partners in such a way. 

Advertising Appeal:
We can see that it is not only the social appeal but also 
the romantic appeal that is used in this advertisement. 
The romantic appeal is seen in the closeness between 
the couple. It is evident that they love each other and 
they wish to be together with the knowledge of their 
parents. The social appeal is evident through the main 
theme of the ad campaign which is Bold is Beautiful. 
This involves making bold choices that goes against 
the norms created by the society. 

CONCLUSION:
Section 377 may be decriminalised today, but these 
two ads taken for extensive study were released to 
the public at a time when homosexuality was still 
considered a crime. We can only imagine the levels 
of risk taken by these brands in standing up for 
such a cause at such a sensitive period of time. It is 
undeniable that these ads are created with the motive of 
increasing sales or improving brand image. Whatever 
the reason, we must admit that these brands and their 
advertisements created an impact on society and on 
the decriminalisation of the section as well. Despite its 
few flaws, the fact that these brands had the courage to 
stand up for the cause at a time when homosexuality 
was still a crime has to be commended. 
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Abstract: 

The purpose of this research paper is to investigate 
the perceived barriers on adoption of e-recruitment 
by recruiters in information technology companies 
in Chennai. The study was conducted among the 243  
recruiters working in Information Technology, Chennai. 
The researcher has collected responses from all the 
Recruiters working in selected IT firms in recruitment 
domain. Therefore, census survey method is used. 
So from the current research, it is concluded that the 
enhancing perceived effectiveness and suppressing the 
perceived barriers will lead to better Recruiters’ attitude 
and end in successful implementation of adoption of 
e-recruitment in Information Technology Companies.

Keywords: Impact of E-Recruitment, Perceived 
Effectiveness, Perceived barriers, Adoption of 
E-recruitment. 

INTRODUCTION
People around the world run behind “Technology”. 
Technology is the one which brings the people closer 
and closer. It simplifies the work, reduces the time and 
effort considerably. The wonderful gift of technology is 
“Internet”. Internet made impossible things to possible in 
business world, one such kind of thing is “e-recruitment”. 
The term ‘e-recruitment’ refers to the recruitment process 
of the organization through electronic networks. 

According to TAM (Davis et al., 1989), the actual use 
of a system is influenced directly or indirectly by the user’s 
behavioral intentions, attitude, perceived usefulness of the 
system, and perceived ease of use. Therefore, the researcher 
formulated the conceptual framework of the research on 
the basis of customized version of Technology Acceptance 
Model in order to verify the impact of perceived barriers 
on adoption of e-recruitment by the Recruiters working in 
selected IT companies.

REVIEW OF LITERATURE 

Mondy et al. (2002), recruitment is “the process of 
fascinating individuals on a appropriate basis, in adequate 

numbers, and with proper qualifications, and encouraging 
them to apply for jobs with an organization”.

Linda Barber (2006), examined the assistances 
and challenges of Internet recruiting from Institute 
for Employment Studies (UK). He explained that 
organizations now focus most of their attention and 
efforts at the front end of the recruitment process and 
most of them use it to provide and promote information 
about the company, advertise points and receives 
CV’s electronically. This has explored key aspects of 
the recruitment drive for consideration by those who 
may be considering e-recruitment or those who are 
already further down the road and have already moved 
recruitment online. The article concludes that access to a 
wider pool of applicants and promotion of a company’s 
reputation and brand are often mentioned by HR 
specialists who analyze the assets of the e-recruiting.

Perceived Barriers: The term ‘barrier’ means 
‘restriction’, or ‘hindrance’, which denotes a thing that 
provides resistance, delay or obstruction to something 
or someone. In general, the term ‘perceived barriers’ can 
be well-defined as “a person’s estimation of the level of 
challenge of social, personal, environmental and economic 
obstacles to a specified behaviour or their desired goal 
status on that behaviour.” In research context, the term 
‘perceived barriers’ refer to the things which resists, delay 
or obstruct recruiters in adoption and continuous use of 
e-recruitment in the selected IT companies in Chennai .

Infrastructural Barriers: The adoption of 
e-recruitment requires sufficient infrastructural 
resources such as software, hardware, peripheral 
devices and communication networks. These resources 
must be of latest technology with require storage 
space, bandwidth, internet speed, processing speed, 
user friendliness and less response time. 

Technical Barriers: The term ‘technical barriers’ 
refers to technical aspects of the e-recruitment system. 
The technical resources must be maintained properly 
so that it must be reliable during peak demand, and 
able to respond to the candidates through many client 
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computers from various geographical locations. The 
software resources must facilitate various features such 
as job posting, vacancy tracking, candidate tracking 
system and stages in recruitment and selection process. 
The internet bandwidth should be of appropriate size so 
that it can avoid web congestion. The uninterrupted 
power supply should be available to ensure continuous 
operation of the e-recruitment server.

Personal Barriers: The personal barriers are 
related to individuals who use the e-recruitment system. 
In the research context, it refers to the barriers related to 
recruiters’ lack of awareness, lack of training, absence 
of confidence, deficiency of technical knowledge, skills, 
tools and techniques on e-recruitment system. So these 
recruiters may not be interested or may not be able to 
adopt or use the e-recruitment system in IT companies.

Security barriers: The term ‘Security barriers’ 
refers to security threats to the data connected to 
recruitment and selection procedure of the organization. 
If the e-recruitment system is not properly secured it 
may lead to unauthorized access of the recruitment 
and selection information from internal and external 
sources of the organization which may lead to 
unauthorized insertion, deletion, modification of the 
information. However, the security of e-recruitment 
can be strengthened through proper implementation of 
cryptographic algorithm for encryption and decryption 

of data, firewall and use of anti-malware software.

Social & Cultural barriers: The term ‘Social 
& Cultural barriers’ refers to the social and cultural 
background of the recruiters which may hinder the 
adoption of e-recruitment in their organization. For 
example, the recruiters who hesitate to learn technical 
aspects, who don’t have sufficient basic technical 
knowledge in e-recruitment may resist implementation 
of e-recruitment in their organization.

METHODOLOGY: This research followed 
descriptive research design. Descriptive research 
design is used to describe the opinion of the respondents 
about the chosen research area. This research describes 
the Information Technology Recruiters’ perception 
towards the impact on e-recruitment Recruiter’s 
attitude formation and also in adoption & practice. The 
researcher as collect responses from all the Recruiters 
working in selected Information Technology 
Companies in recruitment domain therefore, census 
survey method used. The questionnaire was circulated 
among all the 250 respondents, and the researcher was 
able to collect only 243 valid filled questionnaires. 
Hence, the survey size is 243.

Perceived Barriers of E-Recruitment

Recruiters’ perception towards various dimensions of 
perceived barriers of e-recruitment is presented in table. 

Table 1-  Perceived Barriers of E-Recruitment

Dimensions Minimum Maximum Mean Std. Deviation
Infrastructural Barriers 3.00 15.00 5.87 1.041
Technical Barrier 3.00 15.00 6.75 1.966
Personal Barrier 3.00 15.00 7.36 0.307
Security Barrier 3.00 15.00 5.17 2.227
Social & Cultural Barrier 3.00 15.00 4.02 1.036
Perceived Barriers 15.00 75.00 29.17 5.907
Interpretation

From Table 1 it is discovered that the dimensions 
of barriers such as infrastructure barriers, technical 
barriers, personal barriers, security barriers, and social 
and cultural barriers spread between minimum value 
of 3 and maximum value of 15. Recruiters perceive 
least level of social & cultural barriers with the highest 
arithmetic mean value of 4.02 and standard deviation of 
1.036 followed by security barrier 5.17, infrastructure 
barriers 5.87, technical barriers 6.75, and personal 
barrier 7.36.Overall, it is discovered that Recruiters’ 
perceived all the dimensions of perceived barriers less 
than a moderate level of difficulty with a less standard 

deviation. The overall arithmetic mean and standard 
deviations of perceived barriers towards e-recruitment 
are 29.17 and 5.907 respectively. The Recruiters’ 
perceive personal barrier followed by technical and 
Infrastructural Barriers in highest level, because of lack 
of training and exposure in latest e-recruitment methods. 

Table 2 - T Test: Gender Vs. perceived barriers on 
adoption of E-recruitment

H0: There is no significant mean difference 
persisting among male and female Recruiters towards 
their perception towards perceived barriers of 
E-recruitment in selected IT Companies.
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Dimensions Gender N Mean S.D

Test of 
Homogeneity of 
Variances

t test results

F Value Sig. t value DF Sig.
Infrastructural 
Barriers

Male 133 6.40 1.809 2.414 0.122 -3.170 241
0.002**

Female 110 8.83 1.880 -3.165 230.904
T e c h n i c a l 
Barrier

Male 133 8.15 1.882 0.653 0.420 3.408 241
0.001**

Female 110 6.46 1.825 3.413 233.736
P e r s o n a l 
Barrier

Male 133 7.82 1.758 2.694 0.102 1.028 241
0.054

Female 110 7.85 1.674 1.032 234.361
S e c u r i t y 
Barrier

Male 133 6.39 2.896 0.674 0.341 -3.636 241
<0.001**

Female 110 8.43 2.481 -3.588 217.641
Social & 
Cultural Barrier

Male 133 6.02 1.215 2.547 0.231 -3.538 241
<0.001**

Female 110 6.29 1.400 -3.437 195.114
P e r c e i v e d 
Barriers

Male 133 34.80 6.730 0.285 0.594 -2.126 241
0.047*

Female 110 38.88 6.069 -2.139 235.488
Note: ** and * indicates significance at 1% and 5% level respectively.

Interpretation
The above Table 2 divulges that the significant 

means difference persists between male and female 
Recruiters and their perception towards perceived 
barriers on adoption of E-recruitment among the 
selected IT Companies at 1% significant level, which 
means that null hypothesis (H0) is not recognized.  
Consequently, it is identified there is significant mean 
variance persists between male and female Recruiters 
and their perception towards perceived barriers on 
adoption of E-recruitment such as infrastructural, 
technical,  security, social & cultural barriers at 1% level 
of significance, whereas Recruiters does not perceive 
any significant different towards personal barriers at 
5% significance level. The Levene’s test is done and 
its results are unveiled in the above mentioned table 
in order to confirm that both the groups (i.e. male and 
female Recruiters ) has equal variances and confirms 

the existence of homogeneity between the two groups 
at 5% level of importance.

The outcomes of the above test explored that the 
female Recruiters are having high level of perception 
towards barriers on adoption of E-recruitment among 
the selected IT Companies in Chennai than the male 
Recruiters, however, there is no noteworthy difference 
exist with regards to personal barriers on adoption of 
e-recruitment. The overall mean scores of perceived 
barriers by female Recruiters 38.88 are higher than 
male Recruiters (34.80) and it is significant at 5% 
level.
Table 3 - Intra-relationship between the factors of 
perceived barriers on adoption of E-recruitment.

H0: There is no significant positive association 
exists among the factors of perceived barriers on 
adoption of E-recruitment in the selected IT companies. 

Factors
Infrastructural 

Barriers
Technical 
Barrier

Personal 
Barrier

Security 
Barrier

Social & 
Cultural 
Barrier

Perceived 
Barriers

Infrastructural Barriers 1 0.430** 0.420** 0.424** 0.340** 0.406**
Technical Barrier -- 1 0.389** 0.457** 0.403** 0.422**
Personal Barrier - - 1 0.445** 0.347** 0.425**
Security Barrier - - - 1 0.386** 0.394**
Social & Cultural 
Barrier

- - - - 1 0.360**

Perceived Barriers - - - - - 1

Significance at 1% level is denoted through **.
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Interpretation

Table 3 shows the correlation coefficients among the 
various factors of perceived barriers on adoption of 
E-recruitment in the selected Companies. Henceforth 
from the above Pearson correlation analysis, it is 
established that the robust relationship demonstrated 
between infrastructural barriers and technical barrier 
with the correlation coefficient of 0.430 that has 
accounted up to 43% of relationship between them 
which is the highest correlation among the perceived 
barriers that are faced by the IT Company during 
adoption of E-recruitment. Correspondingly, 42% 
of relationship has occurred between infrastructural 
barriers, and personal and security barriers. Nearly 40% 
relationship is found between infrastructural barriers 
and perceived barriers and 34% correlation exist 
between social & cultural barrier and infrastructural 
barriers. It is also instituted from the analysis that 45% 
of relationship exist technical barrier and security 
barrier, 42% of correlation occurred between technical 
barriers and perceived barriers and below 40% of 
association among the other variables. 

Around 44% of correlation coefficient are 
originated between security barrier and personal 
barrier, 42% between personal barriers and perceived 
barriers are instituted where as 38% relationship 
between social & cultural barriers and security barriers. 
Therefore from the above analysis, it is found that 
premier or upmost correlation coefficient is originated 
between security barriers and technical barriers.

The results of the above Pearson correlation analysis 
gives crystal clear picture that all the chosen variables 
of perceived barriers are having strong bonding with the 
minimum positive correlation coefficient of 0.340, and 
all relationships are significant at 1% level.

It also further explores that infrastructural barrier 
is having strong relationship with technical barriers, 
personal barriers, and security barriers, because the lack 
of proper infrastructure in adoption of e-recruitment 
will create technical, personal and security barriers 
which may reduce the effectiveness of e-recruitment, 
or leads to negative consequences such as poor-fit 
candidates, more time consumption, lowering morale 
of recruiters, etc. However, the IT companies can 
minimize or eradicate the effect of barriers by having 
appropriate technical infrastructure (hardware, software, 
communication networks with broadband internet, 
firewalls, anti-virus software, etc), adequate training 
and development programmes to educate the Recruiters 
about latest techniques and methods in e-recruitment.

CONCLUSION: The industries in the present 
business world faces the rapid changes because of the 
technological shifts and hyper competition, which demands 
the maintaining human intellectual up-to-date according 
to the trends in technological world. The Information 
technology industry is the spine of such changes in all 
the other industries. In order to provide the world class 
IT services, they Recruiter’s working in IT need to be 
upgraded themselves. The findings of the research study 
exposed that perceived effectiveness of e-recruitment is 
having strong impact on Recruiters’ attitude formation and 
also in adoption & practice of e-recruitment, whereas the 
perceived barriers is having negative effect on Recruiters’ 
attitude formation and also in adoption & practice of 
e-recruitment, which means Recruiters’ attitude play a 
mediating role in adoption of e-recruitment. Tapping of 
human intellects through e-recruitment is easy, and the 
entire process can be automated, tracked with less effort. 
Another big advantage of the e-recruitment is eco-friendly, 
which saves thousands of trees, because in traditional 
recruitment process huge volume paper is involved, 
whereas in tech-based e-recruitment it’s comparatively 
very less. The results of the study exposed positive 
perception of Recruiters’ from IT industry, therefore all the 
other industries could also transform to the e-recruitment 
practices to avail its benefits. So from the current research, 
it is concluded that the enhancing perceived effectiveness 
and suppressing the perceived barriers will lead to better 
Recruiters’ attitude and end in successful implementation 
of adoption of e-recruitment in IT Companies.
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Abstarct

Digital services are anything that can be delivered 
through an information infrastructure such as the 
internet, in various forms i.e. applications, web pages, 
social media, etc. In the paper the major focus will 
be on the various apps that are available either by 
3rd party for delivery purpose or by restaurants 
themselves for various purposes like delivery, pointing 
system, in house app ordering, etc. Consumer 
behaviour is the study of how individual customers, 
groups or organizations select, buy, use, and dispose 
ideas, goods, and services to satisfy their needs 
and wants. It refers to the actions of the consumers 
in the marketplace and the underlying motives for 
those actions. From this research paper the shift 
of consumer’s behaviours with the introduction 
of technology and what are the different kinds of 
applications that consumers are satisfied with and 
what makes them happy and satisfied about the service 
can be understood. The main objective of the paper is 
to understand the relation between facilities and the 
purchase behaviour. Secondly to find the most popular 
app in the food delivery industry and understand as to 
how have technology played an important role in the 
restaurant industry. Now, finding a great place to eat, 
ordering food, reserving tables, and giving positive or 
negative feedback for a restaurant has become very 
easy and accessible for the consumer. The pioneer 
and leader of this segment in India has been Zomato.
Zomato is a brand, which every consumer would 
associate to when he thinks of an e-food platform.

Keywords: Consumer behaviour, Food delivery app,  
zomato , e-commerce.

INTRODUCTION

Zomato is an online discovery guide for restaurants, 
bars, pubs and clubs and for dine-outs. The registered 
users are required to post reviews and rate (on a scale of 

1 - 5 stars) the restaurants on the basis of their choice, 
visit and experience. The website helps in defining the 
restaurant/pub/club on the basis of presence or absence 
of air conditioning, smoking area, WiFi Internet, 
stag entry, live performances and outdoor seating or 
whether non-vegetarian food and alcohol are served 
or not. Zomato also provides information related to 
cuisines served, operation timings, approximate cost of 
a meal for two, credit cards accepted or not. In today’s 
world service sector contributes 64.80% in GDP.
Zomato is one of the most popular applications 
that provide services to the user to discover 
restaurants. The rise of digital technology is 
reshaping the industries. With the increased 
use of technology, the number of people 
engaging into the digital sector are rapidly 
increasing. Even Consumers are accustomed 
to shopping or even ordering online 
through apps or websites, with maximum 
convenience and transparency, expecting the 
same experience that they would get from the 
outlet itself. To match up with the consumer’s 
expectations apps are providing increased 
facilities and services to the customers.

REVIEW OF LITERATURE

A research on the changing market for food delivery 
(Carsten Hirschberg et al 2016) indicates that online’s 
penetration of the total food-delivery market broke 30 
percent in 2016. We believe penetration rates will grow 
further as the market matures, eventually reaching 65 
percent per year.

 According to gloria food: The advantage of 
online ordering and the reasons for the growth of 
food delivery app industry are Convenience, Simpler 
menu to manage, significant savings, no hassels etc.
FoodPanda is an introduction to the newest food 
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sensation that’s here to stay (Shiyin Chan , 2015) 
Foodpanda is a global online food delivery marketplace 
headquartered in Berlin, Germany. Fun fact - they’re 
also known as hellofood in other places in the world. 

Bhavna Singh (2015) said that Foodpanda has 
been present in the Indian market since May 2012. 
Foodpanda first major move was acquisition of 
TastyKhana, which was launched in the city of Pune 
in 2007. Together with TastyKhana and JUST EAT, 
it is now present in over 200 cities and partners with 
over 12,000 restaurants. She also talked about JUST 
EAT was launched in Denmark in 2001 and was traded 
publicly on the London Stock Exchange. Their Indian 
business was launched as Hungry Bangalore in 2006. 
It was renamed in 2011 when JUST EAT acquired a 
majority share in the business. Today, the company 
partners with over 2,000 restaurants.

 According to DeepinderGoyal, Zomato CEO 
and co-founder told TechCrunch that he expects to 
reach 10,000 restaurants in India in a few months. “We 
have a sales team of around 300 in India and 5,000-
odd advertisers… these partners know the volume we 
bring to them so it is quite easy for us to launch this 
new service.”

 According to a recent sectoral report published 
by IBEF (Indian Brand Equity Foundation), Food 
has been one of the largestsegments in India’s retail 
sector, valued at $490 billion in 2013. The Indian food 
retail market is expected to reach Rs 61 lakh crore 
($894.98 billion) by 2020. The Indian food processing 
industry accounts for 32 percent of the country’s total 
food market, one of the largest industries in India and 
ranked fifth in terms of production, consumption, 
export and expected growth. The online food ordering 
business in India is in its nascent stage, but witnessing 
exponential growth. The organised food business in 
India is worth $ 48 billion, of which food delivery 
is valued at $15 billion. Investment in food startups, 
which mainly include food ordering apps, has increased 
by 93 percent to $130.3 million, comprising 17 deals 
till September 2015, as against only five deals in 2014. 

According to a January 28 report in The Times 
of India, Rocket Internet backed Foodpanda has not 
found a buyer even with a rock bottom price tag of 
$10-15 million.The company laid off 300 people 
in December 2015, about 15% of its workforce. In 
September 2015, TinyOwl had fired 100 employees in 

its Mumbai and Pune offices. And in October, Zomato 
sacked 300 workers. UK based Just Eat entered and 
exited the market faster than you would order and 
receive pizza. 
OBJECTIVES

The objectives of this research paper are: 

• To study and understand the branding and 
marketing strategy of Zomato

• To analyze the current positioning of the brand 
as per consumer perception

• To suggest scope of improvement for the brand 
as per consumer responses .
RESEARCH METHODOLOGY

DATA COLLECTION 

The data has been collected by  primarysources. 
Primary data includes information collected through 
questionnaire based on attitude and perception of 
customers using food delivery apps in India.
SAMPLE SIZE

The total sample size was 129 respondents from 
Chennai district, out of which a major portion was  
people of the age group 20-25 years. 
RESEARCH TOOLS

 Following research tools were used to do analyses 
and to draw conclusions.

• Cronbach alpha 

• Chi square 

• Weighted average

• Descriptive analysis 
HYPOTHESIS

Ho1: There is no significant relationship between 
factors affecting usage and the food apps 

H1: There is a significant relationship between 
factors affecting usage and the food apps.

Ho2: There is no association of popularity with 
the awareness methods used.

 H1: There is association of popularity of an app 
with the awareness methods used.



829

 

 Ho3: There is no most popular app for food 
delivery among samples.

 H1: There is a most popular app for food 
delivery among samples.

ANALYSIS AND INTERPRETATION

 To understand the behavior of customers 
regarding usage of food delivery apps, 
socioeconomic characteristics of the 

customers were studied. They are the 
important variables as they decide the 
consumption pattern and customer behavior 
regarding these apps. Generally it is believed 
that, as the income, age and education of the 
customer varies impact the usage pattern of 
mobile apps. The following table 4 represents 
the socio-economic pattern of the selected 
sample.

DEMOGRAPHIC PROFILE OF THE RESPONDENTS

Category No: of Respondents Percentages
GENDER

Male 94 27%
Female 35 73%

AGE
20-25 115 89%
25-30 8 6%
30-35 4 3%
35 above 2 2%
PROFESSION
Unemployed 2 2%
student 116 90%
working 7 5%
Self employed 4 3%

B
50000-100000 61 51%
100000-170000 25 21%
170000-250000 14 12%
250000 Above 19 16%

CONSUMPTION
Less than 1000 74 57%
1000-1750 28 22%
1750-2500 12 9%
2500-4000 9 7%
4000 above 6 5%

TOTAL 129 100%

Out of the given table it is understood that the 
major group of gender category involved are males 
than females ,under which the age group among 20-
25 are the highest. Students  are the highest among 
profession category earing income around 50000-

100000 per annum consuming are less than 1000 as 
per the given sample.The responses of the customer 
about the usage and the factors affecting usage were 
tabulated and analyzed to understand their behavior.
Frequency of usage of Food Delivery apps
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The table  below shows the usage of different food delivery apps among the selected samples. As per the data 
collected we can analyze that food panda and fast food delivery app are among the most preferred food apps by 
consumers followed by Swiggy and Zomato.

USAGE OF APPS AS PER THE RESPONDENTS
APPS USAGE

FoodPanda 72%

Zomato 62%

Swiggy 65%

Box8 47%
Fassos 58%

Fast food delivery apps 76%
others 9%

FACTORS AFFECTING FOOD DELIVERY 
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The main objective of this research is to find out 
factors influencing customers regarding usage of food 
delivery apps. From Graph 1 we can analyze that speed 
of delivery is the highest attractive feature on Food Panda, 
swiggy, box8 and fast food delivery apps. The second 
highest feature preferred by the consumers is the quality of 
service provided by the apps and the ordering experience. 
Discount is considered one of the most important factor 
while ordering from food panda and fassos.

Marketing effectiveness

An examination of data reveals that being majority 
of the responds from Gen Z, the source of information 
regarding mobile food apps, there is usage is basically 
via social media platform or friends and families.
Chart 2: the most commonly available payment 
options for food app customers

Further analysis says that majority customers 
prefer credit/debit card payment or cash on 
delivery, very few customers prefer online 
payment mode. The payment options open to 
customers are cash on delivery, net banking, 
payment portals and debit or credit cards. 
Out of these from our research we find that 
cash on delivery is most preferred by the 
customers40% followed by debit/ credit card 
payments- 26%.

Special Apps

 Special apps are those apps which can be used 
in the restaurant; they are not basically the delivery 
app but restaurant apps. Agent jacks bar, Beer café and 
15cafe coffee day are among the most used special 
apps. Gen Z use beer café app because of easy access 
whereas agent jacks bar because comfort in using. 
Similarly they prefer 15cafe coffee day for loyalty 
points.

Comparison of the most attractive feature between all the special apps
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Chi Square test between Factors and Food apps

The research also tries to test the relationship 
between factors affecting usage of food apps with 
different apps available in market. Cronbach alpha is 
used to check reliability of the data set. The Cronbach 
alpha of the data came .967 which is considered 
to be good. The Chi square test between factors 

affecting the usage and the apps comes somewhere 
around 73.7 with 5% level of satisfaction and 30 
degree of freedom. The chi square comes more than 
table value therefore we reject null hypothesis and 
accept alternative which says that there is significant 
relationship between factors affecting usage and the 
food delivery apps.

Particulars Chi-square df P value
Speed of delivery 53.345a 3 .000
Minimum order 
amount criteria

29.946b 2 .050

Quality of service 46.324a 3 .000
Payment options 53.459a 3 .000
Discounts 46.865a 3 .000
Time saving 46.564a 3 .000

CONCLUSION

With continuous influx of professionals in cities and 
rapid urbanization of Indian landscapethe fooddelivery 
and restaurant segment is now thriving at a blistering 
pace. Adding to this scenario is an increasing number of 
smartphones and food delivery apps. Food delivery apps 
have now become a big hit with tech-savvy individuals 
across India. There are several food delivery apps in India 
that one can download on smart phones to order food 
on the go and from the comfort of homes. The present 
study found a significant relationship between factors 
considered important while selecting a food delivery app. 
And from the analysis it was also found that the facilities 
offered play a major role in making a purchase from an 
app. Social media should be the most desired tool for 
marketing by firms. Currently cash on delivery is the 
most preferred option of payment by the respondents 
but other digital techniques are also in the growth stage. 
Firms must also make sure that the apps are comfortable 
and user friendly. The special apps are a convenient way 
for the consumers to place orders and for the company to 
attract further more consumers but the comfort of usage 
must be given a higher preference.

RECOMMENDATIONS

It was found that social media platform is not being properly 
utilized. The Facebook page should be more active to 
interact with consumers. Also, Zomato needs to keep 
innovating. New features like virtual tour of restaurants 
should be added. Live video shots from café/pubs can be 

added if some famous band is performing over there. The 
brand should build on its most used features. It must ensure 
that Authenticity of the reviews should be maintained. Paid 
reviews should not be encouraged, as it will dilute the brand.
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INTRODUCTION

Marketing is all that helps they to sell more 
products.It is about how their potential customers 
will see their brand and the products or services that 
they are offering.

The vast majority of companies don’t have 
a marketing department because in many 
cases they were created by freelancers who 
have decided to create their own business 
and never studied marketing, nor do they 
know how to apply it correctly in their sales 
strategy.

That is the reason for this analysis of the 
major problems in marketing.

THE MAJOR CHALLENGES FACED 
IN MARKETING:

1. Not knowing how to explain the 
product or service they want to sell

Often, being an expert on a product doesn’t make  the 
preson the best to sell it. 
They know the features of their product, the 
manufacturing steps, the materials used, the best 
applications, but  don’t know how to explain their 
product to the possible buyer, for whom all these 
hundreds of product features matter little because he is 
just looking for one of them.
Any item or service should be explained from the 
customer’s perspective. What is the customer looking 
for when evaluating this service or product.
The business owner and especially the sales person 
should receive training to learn how to sell the 
products, with instructions on how the product can 
help potential customers.
“Their product or service is not good because it’s 
theirs, it’s good because their customers want to buy it.

Not finding their market segment
Opening a business and thinking that all the inhabitants 
of the planet will love it is a very common mistake 
many entrepreneurs make.
The problem of small businesses and, above all, of the 
entrepreneurs who are starting, is that they don’t have 
much data to determine who is the ideal buyer for their 
product.
- If a seller goes to a nursing home to sell articles for 
mountaineering, he will not be able to find potential 
customers.
- Distributing pamphlets in a high school with the 
Rolls Royce’s latest model is not a good strategy as it 
will not generate any sale.
It is vital to pre-define their ideal buyer and their 
market segment.
By doing this, they will have a much clearer idea of the 
potential of their new business. If they find that there 
are only a few customers interested in their articles 
or services, they will know that they have to create a 
targeted sales strategy to attract more customers. 
Also, they’ll know why their potential customers are 
looking for their product or service.
Once they know what their ideal clients are looking 
for, they can explain better their product, and they will 
have more sales and more advantages.

Lack of commercial department

The commercial department is one of the most relevant 
parts of any successful business. In times of financial 
crisis, a good commercial department can save their 
company.
The problem is that they think only the commercial 
department can sell and that other departments don’t 
have to worry about it.
For example:
Ifthey have a restaurant, all waiters should be good 

PROBLEM’S IN MARKETING AND THEIR SOLUTIONS FOR NEW AS WELL AS 

OLD BUSINESS SECTORS 
MAJOR CHALLENGES/PROBLEMS IN MARKETING

Swathy, Swarna 
(I BCom Hons. PA)
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salespeople; If they own a store, their store employees 
should be good salespeople; if they are a lawyer, they 
must learn to become a successful seller.
Organize their small or medium business so that 
everyone can learn how to sell their products or 
services.
If they have a sales section and they have created a 
sales department, let them do their work.
If someone stands out for his accomplishments, reward 
him, encourage other collaborators to learn from him. 
They should be the first to learn from him and try to 
improve.
A good salesperson can quickly identify what he will 
need to do to sell.A good seller knows how to approach 
potential customers, building customer loyalty, how 
to generate cross-selling (increasing revenue per 
customer and the company’s profits)
Invisibility of their business 

Promoting the business should be one of themain tasks 
if they want to become a businessperson. The problem 
arises when choosing the medium and the resources 
that will be used.
Advertising a company is very simple and can be very 
cheap.
But if they use a medium that is not appropriate and 
they address people who are not interested in their 
product or service, they will only have lost time and 
money.
Some of the platforms they can use to advertise their 
business are:
Press releases, radio, and television (locally, regionally, 
nationally, internationally) or ads on different platforms 
on the Internet.
Leaflets on car windshields, in mailboxes, in the hands 
of people passing by their store.
Create a corporate blog, position it for their 
professional sector and start showing the advantages 
of their company and all the solutions they offer to 
improve the lives of their potential customers.
Profiles and pages on social networks. Also, they can 
create paid ads on these social networks, as the latest 
changes on many algorithms don’t allow they to reach 
many people.
Organize an event that also helps the community, so 
that the media will spread the word about the event and 
therefore help spread the word about their business.
Even messages in WhatsApp can be a great way to 
publicize their business and more since the arrival of 

the new “WhatsApp Business. “
If they have a blog, but don’t update it, to talk directly 
to their readers about the advantages of their business 
by posting articles, talking about their services, 
they are missing an incredible opportunity to create 
engagement with their visitors.
When it comes to advertising, the first thing to keep in 
mind is what they want to achieve. Once they determine 
their goal, they should investigate the market to find 
out which media or platforms are the best channels for 
their campaign. For example:
Posting an ad for men’s products in a magazine for 
girls and teenagers. Mstake
Publishing the same ad in a magazine dedicated to 
football, cars, etc. Good strategy

Problems with the price of the product:

The price of what they are selling is essential for their 
marketing strategy.
The price of the product is essential to the success of 
the company and should be perceived as “fair” by their 
customers.
They will have to determine the price of their 
product taking into account, first, their professional 
circumstances, and then try to find out how much their 
competitors are charging for the same products.
Perhaps their competitors may not have the mortgages 
they have to pay; they may not need to pay the staff 
they have to pay, or they are on business for a long 
time, which means they can have some advantages or 
agreements with manufacturers or distributors and can 
offer more competitive prices that would make their 
business impractical.
This is why they must first determine how much they 
will need to charge for the product.
They will need to find out what the minimum amount 
they can charge is, so they don’t win or lose, the limit 
by which, if they charge less, they would lose money 
no matter the number of items they sell.
Once they know the price, the next step will be to 
“decorate” the product so their potential customers 
will buy from they and not from their competitors.
For example:
A coffee usually costs about the same in any bar, the 
quality of the service, the decoration, the environment, 
the professionalism of the waiters are what will make 
the difference.
Competing for prices is a dangerous strategy that, in 
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the long term, usually will not work well. 
A few years ago, a baker dropped the price of bread. 
For a while, he was very successful. He made very 
little money, but he was selling a lot of bread.
 A few months later, he announced he would have to 
close his bakeries, as he didn’t have money to pay 
his large debt. Along the way, dozens of bakeries that 
sold their products at higher prices also closed, as they 
couldn’t afford to offer the same prices.
Now a whole region of Spain doesn’t have any bakery; 
people have to buy bread at supermarkets and gas 
stations. They can’t buy bread near their home.

Lack of coordination between marketing and sales 
departments

Marketing actions should be coordinated with what 
should be sold in every period, but this doesn’t always 
happen.
They shouldn’t pay for an ad when their company 
doesn’t have the best products to offer. They may think 
this should be obvious, but many managers spend a 
lot of money on campaigns that will never bring good  
results for their marketing strategy.
For example:
If they access the social networks of several restaurants, 
they will probably find many of them posting at 7 pm 
pictures of the food that was served for lunch.What 
they should do at 7 pm is to talk about what their 
customers will find when they leave work, or the menu 
they will have for dinner.
What they  need is for the marketing department to 
know what to sell and when to sell each product.

Not having a marketing plan

Every company, large, small or medium has an 
established schedule, they know when they will allow 
their staff to go on vacation, they know when to pay 
their taxes, when to buy new products.
But very few companies, small and medium, have a 
marketing plan. It is vital to know which products or 
services should be advertised to encourage the sales, 
or when they should do it.
To create an effective marketing plan, they’ll need to 
know when it’s best to sell something or another.
For example:
The number of divorces increases considerably in late 

summer, when couples return to their daily routine 
after the vacation. Lawyers will get more clients 
advertising their services in the late summer than 
during the holidays.
In summer, many people start looking for gyms 
because they want to lose a few pounds. If they are 
preparing a marketing plan for a gym, this is the best 
time to start spreading their activities and attract some 
of these customers who are looking for a gym.
Planning means doing things at the right time, not just 
because they think they should try something different.

Lack of Brand Image, Professional Reputation, 
Personal Branding

Every business has a certain reputation, whether 
negative, neutral or positive. Without this reputation, 
they can’t exist as a company.
The style they impose on their business, their decor, 
their professionalism, their products, their after-sales 
service, all these many factors will help create a good 
brand image.
A good professional reputation will be key to getting 
new customers and doing new business.
This reputation can make all the difference to customers 
who will have to decide, often unconsciously, if they 
will trust one brand or another.
For example:
A lawyer with a good reputation can get more money. 
If many people say this lawyer can win all the legal 
petitions, he will be the first choice of people who 
want to win their legal actions. 
If they can’t be recognized for their professionalism, 
They can try to create a positive reputation based on 
the decoration of their store, or how they help their 
customers, in a warm environment, or on other factors 
that are relevant to they and their customers.
Every company has to be clearly recognized and have a 
unique brand identity. Ideally, professionalism should 
be the main differential, but this is not absolutely 
necessary.

Not having a good online presence

Today everyone has a smart phone in their pocket 
connected to the internet. At any time, anyone can be 
looking for the items or products and if they are not 
online, they will lose those sale
A good online presence means that their website must 
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be active and be functional. They need to offer several 
contact options, with an active support staff to help 
their customers to solve their problems and doubts so 
that they can trust they.
Same goes for emails. Ricardo Llop, a reference in 
electronic commerce in Spain stated that the first thing 
he does when he enters his office is to respond to his 
emails. And the last task he does before going home to 
rest is to answer the emails in his inbox. The difference 
between responding to an email now or leaving a 
customer waiting for 8 hours is that they will sell more 
if they provide fast support.
With social networks, they need to be just as careful. 
They should not be their primary sales channel. Think 
about their social networks as a thematic television 
channel about their business. They should create a 
channel where visitors can find information about 
decoration, travel . They can use this channel to talk 
about their products, but not just about them.
It is obvious that if they own a restaurant, they should 
advertise their menu on their social networks.
But if they really want to attract followers, they need to 
talk about more than that, for example on the products 
used in the meals, with general tips about how to 
improve eating habits, etc.
Also, all social networks have options for sending and 
receiving private messages. It is a perfect sales and 
after-sales channel. They should also always respond 
to all comments from their customers and followers.
Responding to these comments is fundamental to show 
to their customers that they are listening to them.

10.To think that marketing is not necessary

Believing that we know how to sell a product  is a 
very common mistake that many entrepreneurs make, 
especially in the beginning, when they are still full of 
ideas for their new business.

 Believing that people will run to your store just 
because you say you have the best product at the best 
price is a mistake that will end up costing you a lot of 
money.
Marketing, as we have seen throughout this study is a 
set of actions created for selling your products.
No business survives without marketing; it doesn’t 
matter what they do, they will have to work with 
some of the marketing actions for the success of 
your business.A good strategy means applying the 
appropriate actions at the right time, using the best 
channel for each campaign, so that we can have the 
expected results: Everyone all want to sell more 
products and attract new customers.

CONCLUSION:

Many of these problems are not due to the lack 
of financial resources, but for lack of planning, 
knowledge, in many cases of interest in learning new 
things.
Today, with the online world at the fingertips, they have 
no excuse for ignoring marketing as a key strategy for 
selling more.
It is true that a good professional will get better results 
than an amateur, but there are thousands of articles on 
the Internet that explain how to do things correctly, 
how to manage your social networks,  how to manage 
your company, how to set the right price, how to work 
with discounts, and much more than that.
Nowadays, things are often not done correctly due 
to negligence. Unfortunately, they tend to think they 
already know enough, and this is the worst mistake 
one can make.
Hence, from this study we come to know that working 
to improve the marketing strategy is one of the major 
factors in the success of the business.



Abstract

In today’s market environment the consumer buying 
behaviour is essential for marketers to understand the 
key elements such as what is purchased, from where 
it is purchased, the quantity of purchase, how much 
money is spent and other related variables affecting 
buying behaviour. The purpose of this article is to 
assess the consumer buying behaviour for silk silk 
products and the ultimate decision about whether 
(or) not to purchase a product (or) service and from 
whom to buy has always been vested in the hands of 
the final consumers. This study makes considerable 
effort to recognize the variables which affect decision 
of silk product purchase among youth. Theoretical 
foundation of the study is based on secondary sources 
such as research papers, articles, magazines and 
articles on consumer buying behaviour. Confirmatory 
factor analysis (CFA) is performed to extract factors 
which affect consumer buying behaviour and 
subsequently purchase decision. The findings show 
that consumer buying behaviour in silk silk products 
such as purchase frequency, average spending, 
preferred store type and preferred brand mostly 
depends on various demographic variables. Hence, 
the study validates the significance of segmentation, 
targeting and positioning (STP) for marketers of silk 
silk products. The present article reveals that all types 
of domestic and worldwide brands are available in 
Indian market and are purchased by consumers as long 
as those are perceived to deliver value to consumers. 
The study recommends that marketers must segment 
the market and target those segments. The findings 
and recommendations of the study might be useful 
for academicians, policymakers, entrepreneurs and 
managers of silk silk products industry to understand 
industry trends and formulate appropriate strategies.

Keywords: Consumer, Buying Behaviour, Silk Silk 
products, Segment

INTRODUCTION

Right from the time there has been exchange of goods 
and services between the buyer and the seller. The 
ultimate success of all the economic activities has 
primarily depends on the producer manufacturing 
and selling goods and services desired by the target 
consumers. There is always as to attempt on the part 
of the marketer to understand and study consumer 
behavior. This can be referred to as an attempt to 
understand and predict human actions in the buying 
role. Silk has set the standard in luxury fabrics for 
several millennia. The origins of silk date back to 
Ancient China. Legend has it that a Chinese princess 
was sipping tea in her garden when a cocoon fell 
into her cup, and the hot tea loosened the long strand 
of silk. Ancient literature, however, attributes the 
popularization of silk to the Chinese Empress Si-
Ling, to around 2600B.C. Called the Goddess of the 
Silk worm, Si-Ling apparently raised silkworms and 
designed a loom for making silk fabrics. The study 
of the consumer behavior is comparatively a new 
research field. Consumer behavioural studies held all 
those bodies of knowledge concerned with human 
behaviour Economics, Psychology, Sociology cultural 
anthropology and Socio-Psychology.

In the present study an attempt has been made to 
understand various dimensions of consumer behaviour 
understanding the buyer behaviour will provide in 
right to the marketing manager on how to go about 
planning and implementing their various marketing 
programmes. India has a rich and varied Heritage. 
It will be interesting to understand the nature and 
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characteristics of Indian consumer, whose buying 
decisions will be based on the influence of values, 
beliefs, customs and practices and behaviour of the 
particular society of which they are a part.

India and Silk, Silk is the queen of textiles 
dominates the textile industry with its luster, 
sensuousness and glamour. The history of silk, 
goes back to 4,500 years. India is the second largest 
producer of silk, contributing to about 18 per cent of 
the world production. Five main varieties of silks are 
available in India namely Mulberry silk, Tasar silk, Eri 
silk, Muga silk and Oak Tasar silk. These are obtained 
from different species of silkworms which in turn feed 
on a number of food plants

ARIGNAR ANNA TEXTILE

A.  TEXTILE – INTRODUCTION

A Textile is a flexible material comprised of a 
network of natural (or) artificial fibers often referred to 
as thread (or) yarn. Yarn is produced by spinning raw 
wood fibers, Cotton (or) other material on a spinning 
wheel to produce long stands known as yarn. Textile is 
framed by weaving, knitting, crocheting, knotting (or) 
processing fibers together.

B.  TERMINOLOY

The words fabric and cloth are commonly used 
textile assembly trades (such as tailoring and dress 
making) as Synonyms for textile. However there are 
subtle differences in these terms. Textile refers to any 
material made of interlacing fibers. Textile has an 
assortment of uses, the most common of which are 
for clothing and containers such as bags and baskets. 
The basic needs of human being are food, clothing & 
shelter. In these basic needs we are going to see about 
clothing.

C.  FASHION AND TEXTILE DESIGN

Fashion designers commonly rely on textile 
design to set their fashion collection a port from others.

VARIOUS SECTIONS IN ARIGNAR ANNA

Arignar Anna  – Silk

Textiles – Shirting & Suiting

Fabrics – Sarees, Voil Sarees

TYPES OF SAREES SOLD IN ARIGNAR 
ANNA 

  Subamangala Silks

  Vastrakala Pattu.

  Kancheepuram Silks.

  Party wears Sarees.

  Printed Silks.

  Handloom Silks.

  Silk Cotton.

Embroidery Sarees.

Kutty Sarees.

CONSUMER BEHAVIOUR

A.  MEANING OF CONSUMER BEHAVIOUR

Consumer behaviour is the study of when, why, 
where, what and how people do (or) do not buy 
silk products. It blends elements from Psychology, 
Sociology, Social Psychology, anthropology and 
economics. It attempts to understand the buyer decision 
making process, both individually and in groups. It 
studies characteristics of individual consumer such 
as demographics and behavioural variables in an 
attempt to understand people’s wants. It also tries to 
assess influences on the consumer from groups such 
as family, friends, reference groups, and society in 
general.

B.  DEFINITION OF CONSUMER BEHAVIOUR

Belch & Belch defines consumer behaviour as 
“The process and activities people engage in when 
searching for selecting, purchasing, using evaluating, 
and disposing of silk products and services so as to 
satisfy their needs and desires”.

C.  STATEMENT OF THE PROBLEM

A study on consumer preference towards Arignar 
Anna in Kanchipuram District was selected as problem 
area. The survey was conducted among the consumers 
of Kanchipuram City.

D.  OBJECTIVES OF THE STUDY

To assess the consumer attitude towards price 
level of Arignar Anna .

To know the reason for purchasing in 
Arignar Anna silk products.

To study about the opinion of consumers about 
quality of textile sold in Arignar Anna .
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To know the consumers opinion about the 
customer service in Arignar Anna .

E.  SCOPE OF THE STUDY

Present study was conducted among different 
groups of consumers according to the age group, 
Occupational, status and income.

F.  METHODOLOGY

The primary and secondary data are collected for 
the purpose of the study. Primary data are those which 
are collected for the first time and they are original in 
character. Secondary data are those data which are already 
collected by same agency for some other purpose.

G.  SAMPLE SIZE

For this study we have collected 70 sample 
respondents from the people who came as customers 
to Arignar Anna Textile at Kanchipuram Town, by 
supplying questionnaires and by personal interview 
method.

H. HYPOTHESIS

Ho: There is no relationship between Age and 
Customer service level.

RESULTS AND DISCUSSION

Table showing age group respondents

Table 1:

S. No Age No of Percentage
respondent
s

1. Below 20years 9 13
  

2. 20-30 years 20 29
3. 30-40 years 13 19
4. 40-50 years 12 17
5. Above 50years 16 23

Total 70 100
From the above table we come to know that many respondents are belonging in the 

age group of 20 – 30 years this will be explanted the following multiple bar diagram.

35

30

25

20

15 No of Respondents

10 Percentage

5

0
Below 20 20-30 30-40 40-50 Above 50

years years years years years
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 Table showing income wise respondents

Table 2:

S. No Income per Month No of Percentage
Rs. Respondents

1. Below 5000 12 17
2. 5000 – 10000 20 29
3. 10000 20000 18 25
4. Above 20000 20 29

Total 70 100
From the above table it is clear that 20 (29%) respondents are belonging to the income 

ranging from Rs.5000 – 10000 & above Rs 20000 were the major participants in the purchase 
of silk products. 

Table showing the Different level of Age group respondents and Customer service in Arignar 
Anna textile

Table 3:

Age                           Customer service  Total

Excellent Good Satisfactory Poor Very Poor

Below 20 2 1 5 1 0 9
 

20–30 4 4 4 8 0 20

30–40 5 2 2 2 1 12

40–50 2 1 2 4 0 9
 

Above 2 2 2 2 12 20
50
Total 15 10 15 17 13 70

Ho: There is no relationship between Age and Customer service.

Let us take the null hypothesis that the Age and Customer service level are independent. The table showing 
the Expected Frequency
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Table 4:

Below 20 1.68 1.12 1.54 1.82 0.84 9
20–30 2.64 1.76 2.42 2.86 1.32 20
30–40 3.12 2.08 2.86 3.38 1.56 12
40–50 2.64 1.76 2.42 2.86 1.32 9
Above 50 1.92 1.28 1.76 2.08 0.96 20
Total 15 10 15 17 13 70

0 E (O-E)2 (O-E)2/E
2 1.68 0.102 0.06
3 2.64 0.129 0.04
4 3.12 0.774 0.24
2 2.64 0.409 0.15
1 1.92 0.846 0.44
1 1.12 0.014 0.11
2 1.76 0.057 0.23
3 2.08 0.846 0.91
1 1.76 0.577 0.75
1 1.28 0.078 0.27
3 1.54. 2.131 1.38
2 2.42 0.176 0.41
2 2.86 0.739 0.85
3 2.42 0.336 0.57
1 1.76 0.577 0.32
1 1.82 0.672 0.81
4 2.86 1.299 1.13
3 3.38 0.144 0.37

 4 2.86 1.299 1.13
1 2.08 1.166 1.07
0 0.84 0.705 0.83
0 1.32 1.742 1.31
1 1.56 0.313 0.55
1 1.32 0.102 0.07
4 0.96 9.241 9.62

Total 23.62

Degrees of freedom = (r-1)(c-1)

(5-1)(5-1)

4x4

16

Table value of 16 = 26.29

The table value for 16 d.f at 5% level of significance is 26.29. The calculated value is less 
than the table value. The null hypothesis is accepted. Hence the age and customer service are 
independent.
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FINDINGS AND SUGGESTIONS 

FINDINGS
1.  It is found that most of the respondents are 

regular customer of Arignar Anna.
2.  It is assessed that youngsters are more 

interested in buying textile item from Arignar 
Anna.

3.  It is found that income level of respondents 
were between 10000 – 20000 per month.

4.  It is assessed that some customers are not 
regular customer of Arignar Anna  because of 
high price.

5.  It is found that quality, varieties and designs 
and customer services are very excellent in 
Arignar Anna.

    SUGGESTIONS

1.  It is advised that if the prices of the textile 
are reduced. The sales volume can be further 
increase.

2. Delay in billing section should be avoided.
3. The quality should be further improved.
4.  The salesmen in Arignar Anna  should show 

varieties of material without hesitation.
5.  The Arignar Anna  can arrange some 

refreshment to satisfy the customers’ needs.

CONCLUSION

Consumer is a complex entity, so consumer behaviours 
research studies are gaining importance today. The 
consumer behaviour process is being studied for 
various angles, comprising of Psychology, Social 
Psychology, cultural anthropology and economics.

However, this is going to be continuous process 
and can only conclude by saying that with most of 
the firms involved in such intensive probing into the 
complex consumer behaviour, Probably

in the days to come, marketing managers may be 
able to understand the consumer behaviour better than 
he is today. The history of the Arignar Anna says it 
has its own Royal customers. Majority of people in 
Kanchipuram go for their purchase in Arignar Anna 
Society. The well placed customer service has its 
own group of people for their purchase in Arignar 
Anna. The Royal customers are well attached to the 
Sentimental feel over there.
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Abstract:

Agricultural farmers in Chengalpattu district 
is going through many demanding situations 
in having access to monetary services as 
they’ve restrained get right of entry to 
economic markets. Despite the numerous 
reforms undertaken by using the Government 
such as monetary zone reforms, many rural 
farmers have remained in poverty with 
constrained ability to get entry to safety 
nets like loans to combat in opposition to 
starvation and sickness. This paper is aiming 
to find out elements that affect farmer’s 
choice to get right of entry to agricultural 
finance. A survey becomes performed in 
Chengalpattu District. Employing each 
purposive and random sampling technique, 
a pre-tested questionnaire was administered 
on 50 farmers. The record was accrued via 
interviews as most of them are reluctant to 
fill the shape. Data changed into analysed the 
use of a regression model. Results indicated 
the farmers in Chengalpattu district prefer to 
borrow funds from formal or informal source. 
Also demographic elements like age, gender, 
education level, profits degree, length of 
family considerably stimulated choice to get 
right of entry to finance related elements like 
amount of mortgage, common time taken for 
processing and mortgage payback duration, 
encouraged the choice of agricultural finance 
in Chengalpattu district.

INTRODUCTION

The agricultural quarter in India supports approximately 
70% of the population that is completely depending on 
agricultural associated livelihoods a lot of whom are 

negative humans inside the rural. In order to improve 
the status of poverty and improve rural lives, get entry 
to rural finance is very crucial additives. Increased 
access to agricultural finance consequently should 
awareness on improving access to banking offerings 
and credit in rural areas.
According to an old proverb “Credit supports 
the farmers as the hangman’s rope helps the 
hanged.” In the case of Indian farmers this 
assertion is fully proper. Thus, for exciting 
the pace of agricultural manufacturing, an ok 
and timely credit, is most vital. Every year lot 
of farmers ends their life due to the fact their 
plants are spoiled and that they don’t have 
any way to survive. They have a large hassle 
of dwelling and farming for which they need 
monetary help. They are of two kinds - first is 
formal and second is informal source. Formal 
sources are Commercial banks, cooperative 
banks, Micro finance Institutions, and so 
forth.Informal sources are cash lenders, 
buddies and household, and many others.

Formal Source:- The formal financial institution 
ignore small farmers,lower income,household and 
small scale enterprise in favour of large scale,well of 
literate clients which can satisfy their stringent loan 
condition.Repayment rates are low to farmer complex 
administration procedures are beyond the understand 
of the rural mass and small savers.Formal sector 
provides only marginally more credit than the informal 
sector currently.The credit activities of the formal 
sector are supervised by the Reserve Bank Of India.
The bank of co-operative sector constitute the formal 
sector of credit.Some of the formal source which act to 
provide funds are discussed below:-

Commercial Bank: During 1969-1975 business 
banks had been nationalized and the stocks of 
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commercial banks in general institutional credit to 
agriculture is almost 48% accompanied by means 
of cooperative banks with a %age of 46 in step with 
cent. Green revolution inside the past due 60s and 70s 
did necessitate adequate availability of credit score. 
However, the drift of credit was now not progressed 
and the industrial banks were not tuned to desires and 
necessities of small and marginal farmers.

Co-operative Bank: Cooperative banks provide 
farmers with a wide variety of banking and monetary 
services like loan, deposits, banking debts and so forth. 
These cooperative banks are taken into consideration 
as substitutes for money creditors, to offer timely and 
good enough brief-term and long- term institutional 
credit at affordable prices of interest.

Micro finance: Micro financing via Self Help 
Groups has assumed prominence in recent years. Self 
Help Group is a collection of rural poor who volunteer 
to prepare themselves into a set for eradication of 
poverty of the contributors. They comply with save 
frequently and convert their financial savings right into 
a commonplace fund known as the Group corpus. The 
individuals of the organization agree to apply this not 
unusual fund and such different finances that they will 
obtain as a set thru a common control. As soon because 
the Self Help Group is shaped and a couple of group 
conferences are held, a Self Help Group can open a 
Savings Bank account with the nearest Commercial or 
Regional Rural Bank or a Cooperative Bank.

Informal Source :-In informal sector there is 
no supervisory body.It is the part of economy that is 
neither taxed nor monitor by any form of Government.
In informal source the financial sector provides saving 
and credit facilities for small farmers in rural areas 
and for lower income household and small scale 
enterprise in urban areas. Inadequate credit supply and 
on terms required by farmer for farm expansion and 
modernization. The credit activities of this sector are 
only driven by profit with much higher interest rate. 
The informal source sector mobilises rural savings and 
small saving for low income urban households.

Money lenders: Till 1934, professional cash 
creditors have been the handiest supply of credit 
score to agriculture. They used to charge high costs of 
interest which changed into unbearable via them and 
comply with serious practices even as giving loans 
and recuperating them. As a end result, farmers were 

heavily pressured with money owed and a lot of them 
perpetuated money owed. The money creditors freely

supply credit score for productive and non-
productive recommend, and also for brief-time 
period and long-term requirements the farmers. There 
had been discontents among farmers towards those 
practices and there have been riots also. They are 
effortlessly available and hold a close and personal 
contact with the borrowers regularly having family 
members with family extending over generations. 
These strategies of business are easy and flexible.

Friends and relatives: The pals and spouse and 
children of farmers provide credit to the farmers in 
little quantity to fulfil daily necessities and emergency 
desires. They provide mortgage with or without hobby 
and protection.

REVIEW OF LITERATURE

Agricultural finance means the study of financing 
and liquidity services of credit provided to the farmer. 
It is also considered as the study of those financial 
intermediaries who provide loan funds to agriculture 
and financial market in which the intermediaries 
obtain their loan and funds.

Agricultural Credit is defined as a type of 
financing used to provide funding for agricultural 
producers. The rural credit market in general is 
comprised of institutional credit agencies, private 
moneylenders, landlords (who include money-lending 
rich farmers), retail shops and grain traders. Interest 
rates not only vary between lenders and regions but 
they vary according to purpose for which the loan is 
sought. As a result, an informal loan may be demanded 
both by those who cannot post the collateral required 
by the formal sector and by those who can but are 
unwilling to do so because of the associated risk. The 
ensuing collateral reduction, however, comes at a cost 
as informal lenders expend resources on monitoring 
that must be recovered via a higher interest. (Boucher 
and Guirkinger 2007).

Mansuri (2007) says that the informal market is 
often characterized by heterogeneous non-specialists 
for whom money lending is a means of increasing 
returns to other economic activities. However, not all 
informal lenders are equally placed in lending to all 
rural households. In particular, occupational differences 
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among lenders generate systematic differences in the 
cost and reliability of the information that each lender 
can acquire, and in the lender’s enforcement capacity 
with respect to particular types of borrowers.

The old rural finance paradigm of the 1960s 
and 1970s was based on public authorities’ desire to 
facilitate access to rural finance. The objective was 
to promote agricultural development by modernizing 
agriculture. The most common approach involved 
direct government intervention via state-owned 
development banks and direct donor intervention in 
credit markets with favorable terms and conditions 
like soft interest rates or lenient guarantees. However, 
this system was costly and unsustainable, due to poor 
repayment, and ultimately did not have the desired 
effect on the development of agriculture production 
(Meyer, 2007).

Anjani Kumar, K.M. Singh and Shradhanjali Sinha 
(2010) found that although the institutional credit to 
agriculture increased continuously, moneylenders still 
are the main

source of credit to agriculture. They found that 
the institutional credit given to agriculture increased 
during last four decades. The commercial banks had 
remained the most important source of institutional 
credit. But the declining share of investment credit 
hampered the growth of agriculture. They also found 
that the socio-demographic factors like family size, 
caste, gender, and occupation and education level of 
the farmers affected the use of institutional credit. 
Hence, they remarked that the simplification of credit 
procedures is essential for the better access to credit.

Harikesh Maurya (2015) recognized the 
beneficiaries of co-operative banks’ agricultural credit 
score and an attempt is likewise made to study farmers’ 
attitudes. He found that across the size groups, the 
maximum beneficiaries are the medium farmers.

V.Balakrishnama Naidu, A.Siva Sankar and 
P.Surya Kumar (2013) stated that about 66 % 
population in India depends on agriculture. Therefore, 
agricultural credit is an essential input for higher 
agricultural productivity. Agricultural production and 
productivity should be improved to produce food for 
all population. Together with agricultural credit, other 
factors like seed quality, minimum support prices, 
rainfall, irrigation and environmental conditions were 
also considered significant in improving agricultural 
productivity. Because of the misuse of credit, it was 

very difficult to estimate the exact use of credit for 
agricultural purpose.

Park et al., (2003) posited that lack of credit is 
a barrier to investment and income growth of poor 
households in developing countries of the world. 
Access to credit is an antidote to poverty reduction 
among rural poor. Access to credit enhances the 
adoption of new and more risky technologies that will 
improve farmers’ levels of income and hence, alleviate 
their poverty. Additional capital as a result of access 
to credit enhances the level of household’s productive 
assets, and also raise their expenditure and it is that 
expenditure that lead to improvement in consumption 
(food and non-food) of the rural poor (Eswaran et al, 
1990 and Haddad et al, 1997).

OBJECTIVES OF THE STUDY

To examine the problem face by the farmer of availing 
the finance in Chengalpattu district.
To find out the sources of finance available to farmer’s 
in Chengalpattu district.
To analyse what factor influence the farmer to choose 
between formal and informal source of finance.
To know the satisfaction level of the farmer’s from the 
policies incorporated by the lending source.

STATEMENT OF THE PROBLEM

India is agricultural based country and its 70% 
population stay in rural place. Agriculture is 
a dominant zone of our economic system and 
credit score performs an crucial position in 
growing agriculture production. Availability and 
access to ok, timely and low price credit score 
from institutional assets is of high-quality 
importance specifically to small and marginal 
farmers. There are essential establishments 
viz., the economic banks and the cooperatives, 
lending to agriculturists in the place below 
enquiry viz., Chengalpattu District, Tamil 
Nadu State, India. Chengalpattu district’s 
economic system is primarily based on 
agriculture and as a result provision of well 
timed and good enough credit to farmers 
could be very important.The utmost hassle 
of the farmers is from in which to buy and 
the way to shop for. However the cooperative 
and business financial institution put together 
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aren’t able to do away with money lenders 
who’re financing that usurious rates. But the 
cooperative banks lending to agriculture has 
helped the farmers to lessen their borrowing 
from non-institutional agencies.

RESEARCH METHODOLOGY

Both primary statistics and secondary facts were used 
in the collection of statistics. The primary information 
becomes collected thru a based questionnaire and 
discussion with the borrowers of agricultural finance. 
The borrowers of industrial banks, co-operative 
banks, cash lenders, family and friends and MFI 
have been formed in the population of the have a 
look at. The resources of secondary information 
series encompass articles from RBI, Government 
of India, Pro-quest and Emerald. The pattern length 

for the look at constituted to 50 from the villages 
in Chengalpattu district. Random and purposive 
sampling approach was used to accumulate statistics. 
The records became gathered thru interviews as 
maximum of them are reluctant to fill the shape. In 
this survey, the fee of Likert scale is used and the 
effects are transferred right into a percent fee. The 
facts had been then being analysed by using the use 
of Statistical Package for the Social Sciences (SPSS) 
software.

DATA ANALYSIS

In order to examine the effect of things influencing 
choice of type of finance for agriculture credit score by 
using famers, two hypotheses have been formulated. 
They are tested with regression that allows you to 
recognize their effect.

Table 1 Funds borrowed by the respondents

Funds No of %age
borrowed respondents
Yes 45 90
No 5 10
Total 50 100

Source: Primary data

From the above table it’s miles inferred that 90% of the respondents borrow funds from numerous financial 
institutions for agriculture reason and simplest 10% of the respondents have their own budget.

Table 2 Reasons for selecting the formal source

Reasons Strongly Agree Neutral Disagre Strongly
Agree e Disagree

Rate of 17(36.2%) 13(27.7 12(25.5 5(10.6 0 (0%)

Interest %) %) %)
Less 11(23.0%) 18(38.3 17(36.2 1(2.1%) 0(0%)
formalities %) %)
Easy to 6(12.8%) 14(29.8 19(40.2 6(12.8 2(4.2%)
approach %) %) %)
Other reason 10(21.3%) 8(17.0) 21(44.% 6(12.8 2(4.2%)

) %)

In the above table, it is inferred that the farmers 
of Chengalpattu district choose the formal source of 
finance as those sources provide much less price of 
interest in comparison to other informal source and also 

those banks observe much less formalities to sanction 
the loans. It is surprising to notice that availability of 
many schemes and easy compensation did now not 
entice the farmers in Chengalpattu district.
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Table 3 Kinds of expenses

Kinds of Expenses No of %age
respondents

Paying wages 50 10

0
Purchase of seeds and 50 10

fertilizers 0
Digging wells and boring 50 10

wells 0
Purchase of equipment 50 10

0
Installation pipe lines 50 10

0
Transportation 50 10

0
Purchase of machinery 50 10

0
Source: Primary data

In the above table it is inferred that, all the respondents have mentioned that they have all the expenses 
mentioned in the above table in Chengalpattu district.

Table 4 Table showing financial source,period for loan and its processing time.

Finance Source of P Sig
related finance valu .

factors
e

Formal Formal Informal Informal Tota
source source source source l

Commercial co- money Friends and
bank operati lenders family

ve bank
Amount of loan

More thanRs. 2(4.3%) 20(42.6% - - 22 .000 Ye
50,000 ) s
Rs. 50,000- 8(17%) 13(27.7% 1(2.1) 22
1,00,000 )

Less than Rs. 3 (6.5%) 3
1,00,000

Length of loan period
More than 1 year 12(25.5) 20(42.6% - - 32 .046 Ye

) s
1-5 years - 6 3 1(2.1) 10

(13.0%) (6.5%)
Less than 5 years 5(10.6%) 5

A v e r a g e 
time taken for
processing loan
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More than 7 days - - 7(14.9% 7 .021 Ye
) s

7-14 days 2(4.3%) 16(34.0% 1(2.1%) 1(2.1) 20
)

Less than 14 days 8(17%) 12(25.5% - 20
)

Source: Primary data

In the above table it is inferred that about 43% 
of the respondents borrowed around Rs.50,000 from 
cooperative banks and about 28% of the respondents 
borrowed from Rs. 50,000 to Rs. 1,00,000 from 
cooperative banks and 6.5% of the respondents has 
borrowed more than Rs. 1,00,000 from other banks. 
Hence, out of 47 respondents, 70% prefer to borrow 
from the cooperative banks.

Also it is inferred that around 43% of the respondents 
borrowed funds for less than 1 year, 13% have borrowed 
funds for 1 to 5 years, and about 11% of the respondents 
have borrowed funds for more than 5 years from the 
cooperative banks. Also 6.5% of the farmers had borrowed 
from money lenders for a period of 1-5 years.

In the above table it is inferred that 34% of the 
respondents said that average time taken for processing 
loan is 7-14 days, 25.5% of the respondents said 
the time taken for processing loan is above 14 days. 
Money lenders take less than 7 days to process the loan 
according to 15% of the respondents. This is also one 
of the reasons for approaching them for agricultural 
credit.

All the 3 factors affect the farmers in choosing 
the economic establishments for agricultural credit in 
Chengalpattu District. The Hypothesis is universal as 
there is a considerable have an impact on of finance 
associated factors on the selection of economic 
institutions in Chengalpattu District as shown by 
Regression Analysis.

DEMOGRAPHIC FACTORS

Demographic elements of the encompass gender, 
age level, degree of training, marital fame, Income 
stage and type of own family are analysed for selection 
in sort of economic organization for agriculture credit. 
Keeping the choice of the economic institutions as 
the established variable and the demographic factors 
as independent factors for which regression analysis 
is executed. The outcomes are discussed herewith. 
Percentage analysis is likewise executed in conjunction 
with to expose the very best percentage fee.

H1-Demographic factors have substantial impact 
in choice to the type of monetary group for agriculture 
credit. The demographic factor that is the individual 
respondent of the Chengalpattu district include their 

age, education, gender, annual income and their size of the family that is the total member of their family.
Table 5 Table showing the respondents age,  gender, education,annual income and family size

Formal Formal Informal Informal Tot P Sig.
source

source Co- source

source

al Value

Commmerc Friends
op banks Money

ial bank and
lenders family
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Age in
years

.012 Yes
Up to 25 2 (4.3%) - - - 2
26 to 35 6 (13%) 1(2.1 7

%)
36 to 45 14 (30%) 14
46 to 55 10 3 (6.5%) 13

(21.2%)
Above 55 6(13%) 5(10.6%) 11

Gender
Male 12(25.5 25 (53%) - - 37 .000 Yes

%)
Female - 7 (14.9) 2(4.3%) 1(2.1 10

%)
Education

No formal - - 5(10.6%) 5 .000 Yes
education
School 2(4.3%) 18 (38.3%) 1(2.1%) 1(2.1 22
level %)
Graduates 8 (17%) 10 (21.2%) 2(4.3%) - 20
Others 2(4.3%) 3 (6.5%) - - 2

Annual
Income

More than 2(4.3%) 23(48.9%) 4(8.5%) 1(2.1 30 .000 Yes
Rs. 50,000 %)
Rs. 50,000- - 8(17%) 2(4.3%) 10
1,00,000
Less than - 2(4.3%) 5(10.6%) 7
Rs.
1,00,000

Family
Size

2 2(4.3%) 8(17%) 2 (4.3%) 1(2.1 13 .026 Yes
%)

4 6 16(34%) 5(10.6%) - 27
(13.0%)

Yes6 2(4.3%) 2(4.3%) 3(6.5%) - 7

Source: Primary data

It may be located that 30% of the respondents 
who are inside the age institution of 35 to 45 years 
opt to borrow from co-operative banks. 21% who 
are inside the age group of 46 to 55 years opt for 
commercial banks. 53 % of male respondents are 

fascinated to borrow from cooperative banks. 38 % 
of the respondents who’ve college degree training 
would opt to borrow from the co-operative banks. The 
circle of relative size of four additionally impact the 
selection of monetary group which is visible from the 
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above table. The regression evaluation display that 
the demographic factors affect the choice of financial 
establishments because the p value is more than 0.05. 
The Hypothesis is familiar as there’s a tremendous 
impact of above elements on the choice of financial 
institutions in Chengalpattu District as proven via 
Regression Analysis.

FINDINGS:-
Most of the respondents that is 90% borrow loans from 
the formal and informal sector for the agriculture purpose 
and rest 10% are own finance in the sample area.
Throughout the study it is found that the respondent 
that are prefer to go for the formal sector due to the less 
interest rate, some respondent for less formalities,easy to 
approach and some for some other reason.
The research work help to find out that the funds sanction 
to the farmer are properly implemented and cover their 
expenses.
From the study it is reveal that the requirement of funds 
by the farmer for the agricultural purpose is necessary 
and the repayment of those loan sanction by the formal 
and informal source must be extend.
Through the study it is found that most of the respondent 
that is the farmer choice for the agricultural finance can 
be determine by the demographic factor also.

SUGGESTION
It is usually recommended that farmers need to take 
delivery of loans with longer payback duration to 
enable them to put money into farming activities that 
generate sustainable incomes. The desire of a credit 
outlet is affected by a number of demographic elements 
and finance related factors. Providing schooling to 
borrowers on procedural formalities of economic 
establishments may be helpful in growing there to get 
entry to institutional credit. The process for mortgage 
distribution may be made simple so it could not be hard 
for the much less educated and illiterate households to 
get entry to institutional financing organizations for the 
credit score. Besides providing credit score at a less 
expensive price the financial institution need to attempt, 
by using all possible manner, for the inculcation of saving 
conduct some of the borrower farmers, for it contributes 
to the farmers’ longer term financial prosperity. The 
banks can plan to announce new schemes for attracting 
new clients and pleasing the existing ones.

CONCLUSION:-
The entire research work is conducted in order 
to generate an idea regarding the scenario of the 

agriculture finance in the region from the respondents 
residing in the sample area, Chengalpattu District of 
Tamil Nadu. The data are collected only for the current 
set of questions. The main motive is to analyse the 
attitude of the different group of respondents towards 
agriculture choice of finance by the farmers. After the 
research it is found that the formal sector of choice 
of the agriculture finance is more preferable then the 
informal sector. The farmer who are not aware of 
the credit facility provided by the formal sector and 
who are not able to fulfil the paperwork regarding 
the financial assistance prefer to go for the informal 
sector. The illiterate farmer of that area does not have 
any other choice rather than keeping their land as a 
mortgage to the money lender for carrying out the 
agricultural activities. Thus, from the study it can be 
concluded that the farmers from the Chengalpattu 
district has a favourable choice towards the formal 
sector to avail credit facilities.
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Abstract

Customer perception is defined as the waycustomers 
normally view or feed certain services andproducts. 
It is also related to customer satisfaction which 
isexpected to serve the customer. Customer 
perception is a personal experience of satisfaction 
or dissatisfaction with the evaluation of the service 
provided to an organization in relation to expectations. 
This study is mainly focused on understanding the 
consumer preference level of BSNL broadband with 
AIRTEL.This letter also attempts to understand the 
brandawareness, competitive power of the company 
and theproblems faced by the customer, which helps 
the company to take appropriate measures to solve the 
problems. The primary data was collected through the 
questionnaire survey methodand was analyzed with 
the help of various statistical tools tomake meaningful 
conclusions. This letter also attempts to understand the 
brand awareness, competitive power of the company 
and the problems faced by the customer, which helps 
the company to take appropriate measures to solve the 
problems. The primary data was collected through the 
questionnaire survey method and was analyzed with 
the help of various statistical tools to make meaningful 
conclusions.

KEYWORDS: Comparative Study, 
Satisfactory, Airtel, BSNL

I.INTRODUCTION:

Internet communication in India is growing rapidly, 
along with the boom of wireless communication. 
Broadband Internet access is on the ascent, in spite 
of the fact that the present entrance rate is low. The 
Indian broadband segmenthas an incredible chance 

to develop, because of a substantialpopulace and the 
developing economy. E-governmentservices, e-health, 
e-education, and many other online services

Under the headline “A comparative study on 
customers preferences on mobile communication with 
reference to the services provided by private (airtel) 
and public (bsnl)”, the current study is primarily used 
to identify the reasons for liking Airtel broadband 
services with BSNL broadband and also to know the 
level of expectation and satisfaction of the consumer 
regarding the tariff plan, charges and other services 
offered.

The Indian telecommunication industry is the 
world‘s fastest growing industry with 1,131.01billion 
active mobile connections in May, 2018. The wireless 
subscription in urban areas increased 0.18 percent 
from 624.52 million in April 2018 to 625.66 million 
in May 2018. Wireless subscriptions in rural areas 
increased 0.96 percent from 500.55 million to 505.34 
million during the month. Airtel has 344.553 million 
mobile phone customers on its network. The mergers, 
takeovers and price war between the subscribers 
are increasing day by day, subscribers are the 
ultimate beneficiaries of the competitive war. India‘s 
telecommunication network is the second largest 
in the world based on the total number of telephone 
users. It has one of the lowest call tariffs in the world 
enabled by the mega telephone networks and hyper-
competition among them. India posses a diversified 
communications system, which links all parts of the 
country by telephone, internet, Radio, television and 
satellite. Indian telecom industry underwent a high 
pace of market liberalization and growth since 1990s 
and now has become the world’s most competitive 
and one of the fastest growing telecom markets. 
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The government has pragmaticallyused modern 
telecommunication facilities to deliver mass education 
programmes for the rural folk ofIndia.

REVIEW OF LITERATURE:

(PAWAR, 2017) explained that promotional 
strategies plays an important role in increasing the 
sales volume of Airtel services, the role of celebrity 
endorsements, loyalty rewards placed a positive image 
in the subscribers mind, it made the company as a 
powerful brand its varied products and offerings to 
consumers on a huge scale to deliver its customers at 
its best. (SHARMA, A COMPARATIVE STUDY OF 
TELECOMMUNICATION SERVICE PROVIDERS 
BSNLAND AIRTEL OPERATING IN GWALIOR 
DIVISION INDIA 2017) Stated that the subscribers 
are satisfied with the performance of BSNL and 
AIRTEL in the parameters of provisioning of services, 
satisfied with network performance, reliability and 
availability, Customers satisfied with maintainability, 
Customers satisfied with supplementary and value 
added services, Customers satisfied with redressal ,and 
Customers satisfied with overall service quality. 

(RoshitaSodani, 2016) Focused that the of the 
entry of Reliance Jio in the telecom sector has paved 
the way to 4G revolution and it is viewed as a game 
changer, and other business aspects such as merger 
and acquisition, spectrum allocation, infrastructure, 
handset availability, call drop issue, competition, 
financial performance etc.

(Dr.Aparna J Varma D. T., 2016) stuided that the 
liberalization policies have bought enormous changes 
in the Marketing Stratagies of the various telecom 
service provers, Marketing strategy plays a very 
important role in the existence of the telecom service 
provider. The Indian telecom sector experienced major 
reforms and transformations during last two decades. 
The Indian consumers have witnessed a different 
marketing strategy by both domestic and foreign 
players and it which in turn resulted in the saturation of 
telecom services. The appropriate marketing strategies 
become imperative for the existence and prosperity 
of telecom service provider. The formulation and 
execution of marketing strategies

significantly differ between BSNL and AIRTEL 

service provider, the effectiveness of marketing mix 
strategies adopted by BSNL and AIRTEL become 
imperative for the existence and prosperity of telecom 
services provider, the formulation and execution 
of marketing strategies are significantly differs 
betweenthese two players.

(JAIN, 2014) in their article “COMPARATIVE 
ANALYSIS OF MARKETING STRATEGIES 
OF BHARTI AIRTEL AND IDEA CELLULAR 
IN EASTERN RAJASTHAN” suggested that 
marketing mix, pricing strategies, integrated marketing 
communication, product distribution are the striving 
factors to distinct them from other rivalries, In today’s 
competitive world communication plays a very important 
role. Telecom sector has undoubtedly contributed for the 
rapid economic growth and the intensified competition in 
the market has lead subscribers to enjoy sumptuousness 
of choice and higher bargaining power. The ‘freedom to 
choose’ has made organizations customer centric.

III. OBJECTIVES OF THE STUDY:

1.  To study and compare the customers’ 
satisfaction of private and public mobile 
communication.

2. To know the effectiveness of services 
provide between Airtel and BSNL. 

3. To study the consumer perception on Airtel 
and BSNL.

IV. RESEARCHMETHODOLOGY:

The entire research was conducted based on 
convenience sample of broadband users in 
Chengalpet District by using a questionnaire 
survey.

SAMPLE SIZE: 

Researcher has targeted 90 respondents to 
study the comparative study of services 
provided to Airtel and BSNL. 
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RESEARCH TOOLS: 

The researcher used the frequency analysis with percentage and chi-square test.

DATA ANALYSIS:

Table 1 AGE OF THE RESPONDENTS

AGE FREQUENCY PERCENTAGE
BELOW 25 40 44%

25 – 35 38 42%
ABOVE 35 12 12%

Table 1 is the age of the respondents in which majority has below 25 years old with 44% and 
least age group with 12% is above 35 years. Respondents from 25 – 35 is with 42% 

Table 2 GENDER OF TEH RESPONDENTS

GENDER FREQUENCY PERCENTAGE
MALE 44 49%

FEMALE 46 51%

Table 2 represents the gender of the respondents. Female respondents are more than male 
with 51% and 49% respectively.

Table 3 EDUCATIONAL QUALIFICATION

QUALIFICATION FREQUENCY PERCENTAGE
X 10 11%

XII 28 31%
UG 44 49%
PG 8 9%

Table 3 respondents with UG is maximum with 49% and class X with 11% XII with 31% and 
PG with 9%

Table 4 INCOME OF THE RESPONDENTS

INCOME LEVEL FREQUENCY PERCENTAGE
BELOW 10000 18 20%
10000-20000 17 19%

ABOVE 20000 55 61%
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Table 4 shows that respondents earn above 20000 is maximum with 61% and least with 19% 
for 10000-20000 and 20% for below 15000

Table 5 USAGE OF NETWORK

NETWORK FREQUENCY PERCENTAGE
AIRTEL 49 54%
BSNL 35 39%

OTHERS 6 7%

Table 5 clearly shows that 54% of the respondents use Airtel broadband compared to BSNL 
which is used by 39% of respondents and remaining are other broadband users.

Table 6REASON FOR PREFERENCE 

REASONS FREQUENCY PERCENTAGE
AIRTEL BSNL AIRTEL BSNL

SERVICES 16 8 18% 9%
BRAND NAME  5 11 6% 12%

OFFERS 32 13 36% 14%
OTHERS 2 3 2% 3%

Table 6 respondents prefer Airtel with 36% for its offers and services with 18% compared 
with BSNL 14% and 9% respectively. BSNL are preferred by respondents for brand name 
with 12% and Airtel only 6% and other reasons 2% and 3% for Airtel and BSNL respectively. 

Table 7 SATISFACTION LEVEL TOWARDS SERVICE

SATISFACTION LEVEL FREQUENCY PERCENTAGE
AIRTEL BSNL AIRTEL BSNL

HIGHLY SATISFIED 19 11 21% 12%
SATISFIED 21 15 23% 17%

DISSATISFIED 8 6 9% 7%
HIGHLY DISSATISFIED 7 3 8% 3%

Table.4represents the satisfaction level of the respondents towards the services provided 
by Airtel and BSNL. Comparatively Airtel broadband respondents are more satisfied with 
total 44% satisfied and remaining dissatisfied whereas BSNL users are only 29% satisfied 
remaining 10% are dissatisfied. 
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Table 8 SATISFACTION LEVEL TOWARDS RATES

SATISFACTION LEVEL FREQUENCY PERCENTAGE
AIRTEL BSNL AIRTEL BSNL

HIGHLY SATISFIED 10 14 11% 16%
SATISFIED 9 11 10% 12%

DISSATISFIED 19 12 21% 13%
HIGHLY DISSATISFIED 10 5 11% 6%

Table 8 shows that respondents are satisfied more with BSNL rates compared to Airtel. Majority of respondents 
with 28% for BSNL and remaining are dissatisfied.Airtel customers are not satisfied with rates comparing to 
BSNL with 32% dissatisfaction

Chi – Square Test

In order to determine the relationship between 
the age of the respondents and the level of satisfaction 
yielded by them with respect to their mobile service 
providers, Chi –Square test was employed. 

Null hypothesis: There is no association 
between the age of the respondents and the 
overall level of satisfaction. 

Alternative hypothesis: There is an association 
between the age of the respondents and the overall 
level of satisfaction. 

AGE AND SATISFACTION LEVEL

Factor Calculated x2 
value

Table value D.F Remarks 

Airtel BSNL Airtel BSNL
Age 14.28 7.49 9.488 9.488 4 Significant 

at 5% 
level

The above table shows that the calculated value is 
greater than the table value at 5% level of significance 
of airtelusers. So the alternative hypothesis is accepted 
“Age, a demographic variable have a significant 
association in the respondents level of satisfaction”. 

If the BSNL that the calculated value is less than 
the table value at 5% level of significance. So the null 

hypothesis is accepted “Age, a demographic variable 
has no significant association in the respondents level 
of  satisfaction.

FINDINGS: 

 ●  In this study female respondents are more 
than male respondents. Qualification of 
respondents maximum in under graduate 
and the maximum age group is below 25 

 ●  Airtel broadband respondents are more 
compared to BSNL.

 ●  Services provided by Airtel are highly 
satisfied by respondents compared to 
BSNL.

 ●  Rates of BSNL are highly satisfied whereas 
Airtel charges more.

 ●  Most people like private broadband services 
compared to public broadband customers.

 ●  Private communication attract more 
customers.

 ●  Airtel gives more offers to their customers 
compared to BSNL.

 ●  It is also important reason for respondents 
to choose Airtel compared to BSNL.
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SUGGESTIONS:

 ●  Airtel has to concentrate on its pricing of 
its rates which may lead to transfer of its 
customers to competitors.

 ●  Both the companies should make awareness 
about their services to their customers.

 ●  BSNL has to enhance the coverage 
facilities.

 ●  More advertising should be given so that 
consumers can know about new plans and 
offers. 

 ●  Airtel broadband services should expand 
its customer care services to meet the 
updated needs of consumers and resolve 
the complaints to provide suitable solutions 
for it. 

LIMITATIONS:

 ● The area is limited to urapakkam alone.

 ● The area is constrained due to lack of time.

 ● This may differ from other areas.

 ●  Getting negative responses from 
respondents.

CONCLUSION:

The changing demands and cut throat competition, 
peace of technological changes and increasing 

demand for new features and more value added 
services lead to so many changes in the telecom 
sector it has paved the way to mergers, takeovers 
which in turn resulted in saturation of telecom 
services. From this study, Airtel is mostly preferred 
by customers and it attracts more customers with 
its offers and services.Most people prefer airtel 
services for quality. BSNL rates are less compared 
to Airtel. Most people prefer BSNL services for 
quality, people do not know about the products 
provided by BSNL. Therefore, the company will 
have to pay attention to the public togenerate more 
awareness which will help in achieving the mission 
of BSNL Broad Band Services.
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Abstract

In this Modern world, transport plays a vital role. 
Road transport plays a larger role in the      recent 
years. The user prefers this because of its availability, 
adaptability to individual needs, door to door 
services and reliability. Of these cars is a very 
essential transport mode to travel from one place to 
another place. The present research on “A Study on 
Customer satisfaction towards Maruti Suzuki cars in 
Chennai city” has been prepared to study the Factors 
influencing buying decision of customers and their 
level of with regard to Maruti Suzuki  cars in Chennai 
city.  Customers are the end beneficiary of all retail 
activities. No matter what type of cars the customers 
use, it has to satisfy the customers’ needs. Keeping 
this in mind, an attempt has been made to examine 
the factors influencing the customers to choose Maruti 
Suzuki as their car. The present study is purely based 
on the primary data and is confined to Chennai City, 
India. The data was collected through questionnaires.

Keywords: Customer, Customer Satisfaction, Brand, 
Factors

INTRODUCTION

In the last few years, the Indian Maruti Suzuki car 
industry has seen spectacular growth. The country 
stands next to the China and Japan in terms of 
production and sales respectively. This distinction 
was achieved due to variety of reasons like restrictive 
policy followed by the government of India towards 
the passenger car industry. Majority of Indians, 
especially the youngsters prefer rather than cars. 

The first car that the company produced was 
a four-door Maruti 800 and the second car that the 
company produced was a Multi-Utility Vehicle called 

the Omni. Between 1994 and 1996 Maruti released the 
Esteem, the Gypsy, the Omni, the Gypsy King, Zen 
and Esteem. It also opened a second plant in Manesar 
whose capacity at the time of opening was 2,00,000 
units.  

REVIEW OF LITERATURE

Gauhan Fatma and Ela Kumari (2013) in their study on 
“Marketing Strategies of Maruti Suzuki limited” found 
that majority of respondents was more satisfied with 
the fuel efficiency, maintenance cost and after sales 
service and concluded that continuously providing 
good attributes and also should introduced less price 
car.

Peyton, R.M. (2003) in their working paper 
submitted at the Allied Academies International 
Conference presented a comprehensive review 
of the literature on various Customer Satisfaction 
and Dissatisfaction (CS/D) theories proposed. 
The literatures are specifically prior to the 1990s. 
This review focuses on the major components of 
the decision-making process, also addresses the 
measurement-related issues relevant to this body of 
literature.

Willard Hom (2000) presents two broadly 
classified customer satisfaction models viz. Macro-
models, which place the customer satisfaction among 
a set of related constructs in marketing research 
and Micro-models, which theorize the elements of 
customer satisfaction. The paper also gives various 
models of customer satisfaction from the perspective 
of the marketing research discipline.

Ramesh Sardar (2012) in their study on “Brand 
preference of passenger cars in Aurangabad District” 
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found that 60 percent of the respondents are under 
graduate and 60 percent of the respondents are using 
Maruti cars and concluded that Indians are conscious 
about the price and fuel efficiency. Whoever is selling 
low-priced, fuel-efficient small cars will succeed and 
they are likely to see volume of sales.

Lokhande, Vishal Sunil Rana (2013) in their 
study of “Marketing Strategies of Indian Automobile 
Companies”. A case study of Maruti Suzuki India 
Limited found that March 2008 Maruti Suzuki’s sales 
were Rs.21221 crore which is higher than the sale of 
March 2007. The industrial sales of Maruti Suzuki in 
the year March 2008 was Rs.20070.9 crore which is 
23.26% greater than previous year and also concluded 
that today’s scenario the success of company lies in 
structuring and restructuring the marketing strategies 
and continuous innovation of product and service. 

OBJECTIVES OF THE STUDY

1.  To study about the services provided by 
Maruti Suzuki Showroom in Chennai. 

2.  To determine consumer awareness about 
various models of Maruti cars.

3.  To analyze the level of satisfaction of 
customer for Maruti Suzuki cars in Chennai.

4.  To find out the customers opinion on cars in 
Maruti Suzuki, Chennai.

STATEMENT OF THE PROBLEM

Customer choice process is a complex phenomenon. 
Making a decision to buy a product or services involves 
many processes. The literature on brand preference 
studies reveals that for the selection of durable 
products, especially four wheelers, the customer has 
to spend much time to evaluate and choose the desired 
one, based on their need and economic condition. The

Marketing strategies followed by the manufacturer 
and marketer as well as pre-conceived idea of the buyer 
also play a vital role in selection of a particular brand 
and to get more satisfied. Only a limited number of 
attempts have been made to study the impact of brand 
preference factors on customer’s satisfaction. So the 
researcher has made an attempt to identify the brand 
preference of Maruti Suzuki cars in the study area and 
to examine.

RESEARCH METHODOLOGY

Research in common refers to a search for knowledge. 
Research methodology is a way to systematically 
solve the research problem. It may be understood as 
science of studying how research is done scientifically. 

Sample Design: 
The sample design which is used in the study is 
convenience sampling. Respondents from Coimbatore 
were selected on the basis of convenience. 

Sample size:  
Sample size taken for the study is 150 respondents. 

Sources of data: 
The data is collected through in two ways: 

 ●  Primary data: The primary data was 
collected freshly and thus it was original 
in character. It has been collected through 
questionnaire. The questionnaires were 
given to the respondents when they visited 
respective show rooms. 

 ●  Secondary data: Secondary data are data 
which have already been collected by 
someone. Its main sources are Journals, 
Newspapers, Magazines, and Internet etc. 

Area of analysis: 
The study was conducted in Chennai city. 

Tools used for analysis: 

 ● Percentage analysis 

 ● Chi square test 

DATA ANALYSIS

Respondents on basis of type of Maruti Suzuki car :
S. no Type of cars No. of 

respondents
Percentage %

1 Sedan 34 23
2 Muv 24 16
3 Suv 47 31
4 Luxury 35 23
5 Hatchback 10 11

Total 150 100

INTERPRETATION: 
From the above table shows that out of the total 
number of respondent 23% of respondent were using 
sedan cars, and 16% of respondent using Muv cars 
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and 31% of respondent were using Suv cars and 23% 
of respondent were using Luxury cars and 11% of 
respondent were using Hatch back cars.

RESPONDENTS ON BASIS OF TYPE 
OF MARUTI SUZUKI CAR :

CHI SQUARE TEST:

HYPOTHESIS:

There is no significant relationship between 
type of Maruti cars and gender

OBSERVED FREQUENCY:

MALE FEMALE TOTAL
SEDAN 24 32 56
MUV 15 12 27
SUV 5 11 16
LUXURY 6 21 27
HATCHBACK 16 8 24
TOTAL 66 84 150

CHI SQUARE RESULT TEST ANALY-
SIS:

Calculated 

value ()

Degree of 

freedom

Table value 

at 5%

Hypothesis

12.71 4 9.488 Rejected

INTERPRETATION:
Since the calculated value is more than the table value 
the hypothesis is rejected.

FINDINGS:

 ●  Majority (31%) of the respondents were 
using and they prefer Suv type of cars.

 ●  23% of the respondents were using Sedan 
and Luxury cars

 ●  16% of the respondents were using Muv 
cars.

 ●  11% of the respondents were using 
Hatchback cars.

 ●  There is no significant relationship between 
type of Maruti cars and gender.

SUGGESTIONS:

Based on this study the following suggestions are 
made.

 ● Introduce more colors.

 ● Equal safety security to the all type of 
brands.

 ● As majority of the customer are attracted 
by credit facilities it should be extended.

 ● The company should avoid unnecessary 
selling expenses.

 ● The company should introduce different 
type of new technology model cars, for customer 
satisfaction so that it can retain the customers.

 ● The company should provide effective, 
attractive advertisement to increase the sales.

 ● Company should improve its sales offer 
service because it badly affects the company market 
share.

 ● Customer service should be provided.

 ● Customer considered quality as their first 
preference, so company should give more stress on 
this.

 ● Scheme should be offered as it is most 
preferred by the customers.

CONCLUSION

The Maruti Suzuki cars are the best and fast moving 
brands. Now a day the demand for the cars by 
customer shows increasing trend, at the same time 
they expected easy handling, safety and security, 
higher performance etc .which makes the advanced 
technologies and adopt new model. Maruti Suzuki 
Swift is most preferred brand by the majority of the 
customer. It is going to pose great challenges to other 
small cars in India. Maruti Suzuki is the major player 
in the car segment and the authorized dealers of the 
Maruti Suzuki companies have initiated many steps to 
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increase the sales. The present study made an attempt 
to understand the factors influencing buying decision 
of the customer. Most of the

customers are satisfied with the Mileage and 
fuel efficiency of the car and they preferred 
Maruti Suzuki cars.
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Abstract

Internet, social media, and their fluctuated online 
publics have influenced the business procedures of 
advertising, sales professionals, Business owners and 
customers. The computerized time has empowered 
access for different online publics, the two people and 
networks, to make, offer and search data on the web and 
furthermore possibly to build their informative power 
by utilizing systems for affecting, testing or considering 
organizations and Social media accountable. While 
this study covers the impediments of Social media 
in business, it doesn’t recognize and cover the new 
business. Hence, the point of this exploration is to 
examine the utilization of social media to defeat the 
restrictions of social media business for Trade.

Key words: Social media, E-Commerce, Social 
Commerce, Social Media Benefits

INTRODUCTION

Social media has end up big in these days’s society 
and is utilized in approaches that shape politics, 
commercial enterprise, innovation and plenty more. It 
provides a smooth platform in which organizations and 
individuals can proportion information, evaluations 
and preserve contact effortlessly. Social media is 
also the present day verbal exchange medium of 
choice for more youthful generations and this offers 
corporations with masses of opportunities to enlarge 
their reach and boom their business. However, there 
also are sizeable risks that come with it. In a space 
wherein the limits among public, non-public and 
company issues are an increasing number of blurred, 
responsible establishments need to recognition ever 
greater on incorporating their values into the usage of 
social media.

Social media gave every person a voice. On the 
alternative hand, it also gave absolutely everyone 
a voice” writes the digital analyst and creator Brian 
Solis. This is, in a nutshell, the essence of the ethical 
predicament that stems from the usage of social media 
in a commercial enterprise environment. What does it 
imply, insensible terms? There are 3 primary areas of 
problem: they talk over with 

(i)  Capability conflicts among personal values 
and company values; 

(ii)  Obstacles surrounding what facts is considered 
‘non-public’; and 

(iii)  The filters approximately what comes into the 
general public domain?

EVOLUTION OF SOCIAL MEDIA

As indicated by the most recent insights (Internet 
World Stats, 2016), the quantity of overall Internet 
clients in June 2019 was 4.5 billion clients, contrasted 
with 3.2 billion in June 2016 and 2.4 Million in 
December 2012. As the Internet developed, another 
age of the World Wide Web rose regularly alluded to 
as Web 2.0 or the Read/Write Web. The term Web 2.0 
gives the feeling that there is another variant of the 
Web similarly programming has various forms and 
discharges. Be that as it may, it is just an allegory for 
the wonder of the new mix of developments saw on 
the Internet.

The term Web 2.0 was framed led a meeting to generate 
new ideas with MediaLive International about how the 
website bubble burst made the Internet substantially 
more significant and significant than at any other time. 
Characterizing the term Web 2.0 has demonstrated to be 
a hard assignment as there has been a discussion on what 

SOCIAL MEDIA AND SOCIAL COMMERCE: EXAMINING THE 

SYNTHETIC THINKING ON BUSINESS

VT. Baalaji Amuthan
Assistant Professor, Department of Management Studies,

SRM Valliammai Engineering College, Chennai, Tamil Nadu, India 



862

   

it includes. At first, O’Reilly recommended that Web 2.0 
ought to be viewed as a stage, as opposed to a system, of 
which everything is based on and clients control all parts of 
their information. He depicted it as “a lot of standards and 
practices that tie together a veritable close planetary system 
of locales that show a few or those standards, at a shifting 
good ways from that center”.

Many Researchers believed substance to be 
arranged as client produced content just in the event 

that it conformed to three prerequisites. Right off 
the bat, content must be publically distributed and 
open to everybody or to explicit individuals that 
have a place with a particular system. This prohibits 
content being sent through email or texts for example. 
Besides, content must be made by the client and not 
just reproducing other substance. At long last, the 
substance must not be made by organizations for 
advertising purposes.

Social Media Platforms of Past furthermore, Current Forums:

Social Media Site About Year

Six Degrees One of the first social media sites. Presently dead. 1997

Friendster One of the essential inside the long range interpersonal communication 
space to accomplish more than 1 million clients.

2001

S k y r o c k / 
Skyblog

Skyrock changed into one of the bona fide running blog locales. 
Situated in France, presently known as Skyrock.

2002

LinkedIn The main social media website intended for business and expert 
systems administration. In 2015, right now has more than 400 million 
clients.

2002

Myspace From 2005 to 2008 transformed into biggest social media site. Has 
been in decrease since.

2003

Facebook 2.45 billion monthly active users (As of September 2019) enthusiastic 
month-to-month clients. One of the biggest social media locales used 
by every association and individuals.

Feb 4, 
2004

Yahoo! 360 Increased a colossal, worldwide objective group of spectators, 
anyway at last fizzled and shut in 2009

2005

YouTube This video-sharing web webpage has gotten gigantic use among 
every undertaking and individuals. Business has utilized this website 
page to include and share item and instructional recordings.

2005

Twitter Enables clients to utilize brief, a hundred and forty character 
messages. Has in excess of 500 million clients.

2006

Tumblr To a greater extent a running a blog site. The utilization of blogging 
is gradually declining among business clients; in this way, this site 
online is anything but a typical among business endeavor clients.

2007

Instagram Gives clients cell photograph sharing and video 2010
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REVIEW OF LITERATURE

Jackson (2015) characterizes social media 
business as “the kind of business that conveys 
administrations and items over electronic based 
frameworks through advertising, dispersion, 
purchasing, and selling” (p.6). On the other hand, 
Qin et al. (2014) characterize social media business 
as “the procedure whereby conventional exchange 
is completed by electronic strategies. The electronic 
techniques allude to electronic advances, devices, 
hardware and frameworks, including phone, wire, TV, 
copy, email, electronic information exchange, PC, the 
correspondence organize, charge card, electronic cash 
and the Internet and so forth.”

Poon and Swantman (1999) embraced Zwass’ 
(1996) meaning of social media business yet adjusted 
it to fuse the new innovations of the Internet. They 
characterized social media business as “the sharing of 
business data, keeping up business connections, and 
leading business exchanges by methods for Internet-
based innovation” (Poon and Swantman, 1999, p.9). 
From that point forward, this definition has been 
utilized and embraced by numerous researchers 
(Murphy et al., 2011; Hultman and Eriksson, 2008).

As indicated by CITC’s 2014 Annual Report, there 
has been a critical appeal for broadband administrations 
because of the high Internet infiltration rate in the 
Arab Countries. “Fixed broadband memberships 
including Digital Subscriber Line (DSL), fixed remote 
(WiMAX), fiber optics (FTTx) and other fixed lines 
have developed to around 3 million toward the finish 
of 2014. The fixed broadband family unit entrance rate 
was about 43.2%” (CITC Annual Report, 2014, p.58). 
In any case, Internet costs were as yet viewed as high 
and Internet speeds moderately moderate contrasted 
with creating nations, which directly affects the 
general appropriation of social media business in the 
province (Al-Somali et al., 2015).

Online business is utilized in its broadest sense and 
is characterized as the general procedure of selling and 
purchasing items and administrations over the Internet. 
This incorporates pre-deals exercises, for example, 
promoting and brand mindfulness, the exchange 
procedure, for example, stock control, estimating and 
conveyance, lastly post-deals exercises, for example, 

guarantee enlistment and client assistance (Cater-Steel 
& Grist, 2008).

OBJECTIVES OF THE STUDY

 ●  To recognize the different impediments of 
E-Commerce advantages and constraints.

 ●  To dissect the utilization of social media by 
numerous organizations as their principle 
exchanging stage.

 ●  To comprehend the association of utilizing 
social media for acquiring purposes by the 
clients.

 ●  To synthesize the Social Commerce 
translation existing from conventional 
E-Business.

RESEARCH METHODOLOGY 

This study adopted an interpretive research 
perspective that had been approached induc-
tively. In order to fully understand the new 
business phenomenon witnessed in business, 
multiple case studies were used as the re-
search strategy. This is on the grounds that 
contextual analyses are best utilized when a 
profound examination of a phenomenon in-
side its genuine setting is required, particular-
ly when it is difficult to recognize the limits 
of the phenomenon. Likewise, multiple case 
studies enable to find and explore similari-
ties and contrasts between and inside cases, 
where actualities are gathered from various 
sources to reach conclusions.

What exactly this Social Media?

Social media is an umbrella term used to describe social 
interplay thru generation-based totally equipment, lots 
of which are on line. This includes, however isn’t 
constrained to, net boards, blogs and networking 
web sites including Facebook, Twitter, Instagram and 
LinkedIn. Social media famous particular traits when 
compared to ‘conventional’ media stores. Its velocity 
and scope approach that after content is published it 
is available immediately, to a doubtlessly international 
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audience. Social media gear has a tendency to be loose 
and require little in the way of technical understanding.
This enables a bigger number of people to 
get to and distribute material contrasted and 
customary media structures. As of March 
2019, there were more than 4.3 billion 
dynamic web clients internationally and 83% 
of those detailed having effectively drawn 
in with or added to social media in the past 
month.

Online networking, as saw today, is basically 
a method for transmitting as well as sharing data 
electronically with others. The first long range 
informal communication locales created during the 
1990s, for example, Six Degrees, MoveOn, Black 
Planet, and others, gave an entrance where individuals 
could interface and what’s more, share data by means 
of the Internet. By the mid 2000s, various online 
life locales started to rise. A large number of these 
destinations were explicitly intended for individuals 
and associations with regular interests (e.g., music, 
sports, instruction, motion pictures). This electronic 
correspondence discussion was initially produced for 
people, however soon the business world exploited 
this new type of correspondence.

E-Commerce Business Benefits
New advancements made ready for organiza-
tions to present elective deals diverts as in-
ternet business sites (Rose et al., 2011). This 
brought about advantages to organizations 
and clients the same. From the client insight-
ful, it encouraged less tedious shopping en-
counters, where clients have the alternative 
of obtaining their ideal items in the solace 
of their home with no time or area confine-
ments (Rose et al., 2011; Delafrooz et al., 
2010; Zhou et al., 2007; Shiu and Dawson, 
2004). Past research on social media business 
showed the positive effect of clients’ appar-
ent comfort on their social media shopping 
goals (Fang, 2011; Jiang et al., 2015). Clients 
additionally profited by broad item data ac-
cessible on social media business sites (To et 
al., 2007). Access to this wide scope of item 
data on different sites furnished clients with 
another element of intensity where it empow-
ered clients to effectively look at offers on 

specific items without the need to physically 
visit stores (Soscia et al., 2010; Olatokun and 
Kebonye, 2010). 

That is by contrasting costs on various social 
media business sites, which consequently spares 
time and exertion just as lessening costs.  Another 
business advantage offered by online business was its 
capacity to cut the time among making and selling. 
In certain organizations, the time among creation and 
appropriation is urgent to increase upper hand.

E-Commerce Risks and Limitations
In spite of the fact that examination has demonstrated 
that internet business has profited the two organizations 
and clients the same, social media business has likewise 
been related with dangers and restrictions. The Internet 
when all is said in done, and social media business 
specifically, made new and creative approaches to 
carry out wrongdoing. Internet business dangers have 
been sorted as money related dangers, item dangers, 
and time and comfort dangers (Forsythe et al., 2006). 
In the first place, budgetary dangers, which are viewed 
as the most noteworthy and most crucial dangers, have 
been related with clients not believing organizations 
with their Visa and individual information as they 
have security and protection concerns. Salisbury 
et al. (2001) characterized online business security 
recognition as “the degree to which one accepts that 
the Web is secure for transmitting delicate data” 
(p.166). Albeit both security and protection concerns 
are top issues tended to by organizations, there have 
been numerous extortion occurrences where security 
arrangements have been ruptured (Luhach et al., 
2016). Cybercrimes are exorbitant for the two clients 
and organizations. Second, item hazards incorporate 
issues to do with getting an inappropriate items and 
managing high conveyance charges. At last, time and 
accommodation dangers incorporate surprising long 
conveyance postponements and managing inconsistent 
sites (Forsythe et al., 2006).

Social Media in Business
It has been accounted for that out of the 4.5 
billion Internet clients around the world in the 
mid of June 2019, roughly 2 billion utilize social 
media platforms (Statista, 2016a). Social media 
has seen noteworthy improvements as the years 
progressed, which empowered its clients to in-
terface with one another utilizing a wide scope 
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of stages (Colliander and Dahlen, 2011). Not just 
has online networking profited and changed the 
correspondence of its clients, however have ad-
ditionally upset the methods for producing cash, 
building notoriety, and looking for employability 
(Ngai et al., 2015). It additionally presented new 
conceivable outcomes for associations of any size 
to join new models and procedures so as to suc-
ceed and increase upper hand (Aral et al., 2013; 
Hanna et al., 2011).

The job of social media has advanced during that 
time and extended from simply being a social imparting 
medium, to being a piece of the entire business system. 
Stages, for example, Twitter, Facebook and Instagram 
were first intended to express suppositions, share 
information and interface clients either known to 
one another, all things considered, or fabricate new 
connections online dependent on shared interests. In 
any case, as these stages have gotten broadly utilized 
by numerous clients, associations have understood 
their business potential and joined them into their 
business techniques.

Social Commerce
Social trade has been described with three significant 

characteristics; social advances, network co-operations 
and business exercise (Lu et al., 2016). The advances 
of social trade made broad results and started examine 
in numerous orders including advertising, financial 
matters, software engineering, human science and 
brain research. This showed the complete research 
region that ranges around social business explore and 
brought about the gathering of numerous definitions 
(Lin et al., 2016). In any case, practically all definitions 
catch similar qualities, which are the utilization of 
Web 2.0 and social media highlights to help the social 
media business process.

Social Commerce Trade Benefits
As anticipated ten business benefits for utilizing social 
commerce. Be that as it may, the scientist contends that 
these business benefits have been upgraded by social 
media and completely accomplished through social 
trade. Coming up next is a discourse of these business 
benefits, where the mechanical advances of Web 2.0 
and social highlights of social media turned out to be 
integral assets that improved the business advantages 
of online business further more. The business benefits 
talked about underneath are not unmistakable but 
rather will be somewhat especially associated with 
each other and covered.

Business Benefit E-commerce Social Commerce

Product promotion
- New promoting channels.
- Worldwide client base.

-- New promoting channels on different 
Social media platforms.
-Utilising word-of-mouth.

New sales channels Around the clock selling channels.
- Selling where clients are now situated via 
web-based networking media stages.

Direct savings
- Lowering media transmission and 
managerial expenses.

- Substantially bringing down expenses of 
customary publicizing.

Time to market
- Reduce the time among making and 
conveyance.

- Further lessen the time among making and 
conveyance.

Customer service - Online help and support.

- Join the discussion where clients are as of 
now talking.
- Improve the speed and volume of client 
administrations.

Brand image 
building - Establish and keep up web nearness.

- Wider mediums to enhance the brand and 
corporate picture.

Te c h n o l o g i c a l 
and organisational 
learning

- Improve proficiency of business by learning 
and adjusting quicker.

- Increase profitability.

- Improve information sharing inside among 
peers.

New business 
models

-- Improve business forms.
-Further advancement of new plans of action 
and procedures.
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New business-
t o - c u s t o m e r 
relationships

Very restricted through measurable 
computations which force what clients need.

- Build solid associations with customers.

New products -Very rare and limited.
- Addition upper hand by extracting important 
consumer needs, wants and desires.

CONCLUSION

Based on the analysis of limitations of E-Commerce, it 
is affirmed that traditional E-commerce has numerous 
inhibiters obliging its reception and dissemination. 
What’s more, benefits empowered business to 
assemble dependable associations with consumers, 
which demonstrated to be the key factor for the 
achievement of the online life shopping phenomenon. 

It has been exhibited that consumers saw the 
utilization of  social media platforms for obtaining 
purposes as an increasingly agreeable and social option 
in contrast to Traditional E-Commerce. Furthermore, 
it has been affirmed that consumers saw this technique 
for shopping to be less difficult and simpler to use, 
because of their regular day by day utilization of social 
media platfoprms for mingling purposes.
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ABSTRACT:

Coca-Cola is an iconic global brand that has 
exemplified brand loyalty throughout its 125 year 
history of success the brand has retained its popularity 
amidst economic downturns changing consumption 
patterns and increased concern over healthy eating 
and drinking habits.

This first method is advertising ads show images of 
coca cola brand , but also customers drinking and 
enjoying coke products as their part of their lives

INTRODUCTION:

Coca-cola or coke is a carbonated soft drink 
manufactured by the Coca-cola company. Originally 
marketed as a temperance drink and intended as a 
patent medicine it was invented in the late 19th century 
by john Pemberton and was bought and was bought 
out by businessman Griggs Candler , whose marketing 
tactics led Coca-Cola to its dominance of the world soft 
drink market throughout the 20th century the drinks 
name refers to two of its original ingredients coca 
leaves ,and kola nuts the current formula for coca cola 
remains a trade secret although a variety of reported 
recipes and experimental recreations recreation have 
been published.

The Coca-Cola company produces concentrate 
which is then sold to licensed Coca-cola bottlers 
throughout the world. The bottlers who hold exclusive 
territory contracts with the company produces 
the finished product in cans and bottlers from the 
concentrate. In combination with filtered water and 
sweeteners a typical 12 –US-fluid ounce (350 ml) 
can 38 grams (1.3 oz ) of sugar the bottlers then sell 
distribute and merchandise Coca –cola company also 

sells concentrate also sells for soda foundations of 
major restaurants and foodservice distributors.

The coca-cola company has an occasion 
introduced other cola drinks under the coke name. The 
most common of these is diet coke , along with others 
including caffeine free coca-cola diet coke caffeine 
free coca cola zero sugar coca cola cherry coca-cola 
cola vanilla and special versions with lemon lime and 
coffee it is most valuable brand

The coca cola purchased thumps up in 1993 as of 
2004 coca-cola held a 60.9% market share in India a 
domestic drink is served in instead of coca-cola due to 
united states embargo French Based Mecca and British 
brand are competitors to coca cola in the middle east . 
the coca cola company was based o n Columbia pictures 
in 1982 and began inserting coke-product images .

COMPANY PROFILE:

Coca –cola is an American multinational corporation 
and manufacturer , retailer, and marketer of 
nonalcoholic beverage concentrates and syrups the 
company is best known for its flagship product Coca-
cola invented in1886 its revenue is 31944pound it 
has environmental impacts across the whole product 
lifestyle this takes it from the growing of ingredients 
and sourcing materials all the way to the way 
consumers dispose of their empty cans and bottlers.

The company headquarters in Atlanta Georgia but 
incorporated in Wilmington ,Delaware has operated 
a franchised distribution system since 1889 the 
company largely produces syrup concentrate which is 
then sold to various bottlers throughout the world who 
hold exclusive territories the company owns its anchor 
bottler in North America Coca-cola Refreshments.

A STUDY ON CONSUMER STATISFACTION TOWARDS COCO-COLA COMPANY 
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The company „s stock is listed on the NYSE and 
is part of DJIA in general the coca-cola company and 
its subsidiaries only produce syrup concentrate which 
is then sold to various bottlers throughout the world

who hold exclusive contracts with the company 
produce the finished product in cans and bottlers from 
the concentrate in combination with filtered water 
and sweeteners the bottlers then sell distribute and 
merchandise the resulting coca-cola product to retail 
stores vending machines restaurants and food service 
distributors outside the united states these bottlers also 
control the foundation business.

REVIEW OF LITERATURE

Stafford le in to broaden its international appeal 
the Atlanta based beverage giant has announced 
investments of more than $30 billion in markets around 
the world over the next five years the investment boost 
which will be done with coca –cola bottling partners 
is part of the company „s 2020 vision Growing that 
international business won‟t be a cake walk Growth 
in china and India is cooling .in developing nations 
areas outside major cities lack infrastructure ,such as 
roads or reliable electricity and some countries may 
not have the bottling or distribution channels to meet 
the company „‟s massive needs.

The history of coca cola is a history of drugs and 
not just cocaine, the now illegal substance that was 
infamously part of its recipe until 1904.the late 19th 
century was a time when medicine had not caught up 
with other fields writes Mark in the history of the coca 
cola company coca cola was marketed as a patented 
medicine throughout its meteoric rise in popularity he 
writes „‟ far from being a unique beverage that sprang 
out of nowhere coca cola was a product of its time 
placed and Culture‟‟.

Dr. John Pemberton who lived in Columbus 
how the famed pharmacist lived and worked a small 
apothecary shop located in an originally outbuilding, 
has been carefully furnished to approximate the 
surroundings in which Dr. Pemberton Worked.

STATEMENT OF THE PROBLEM:

Coca cola is facing major challenges as revenues 
and soda sales drop due to the change inconsumers 

taste to less sugary drinks and healthy brands 
reducing sugar in its drinks and offering products in 
smaller packaged sizes can transform products.Diet 
coke ,coca cola identified a new market 20-to 40 
year old men who liked the taste of coke (but not its 
calories and Cabs ) and liked  the no calorie  aspect 
of diet coke (but not its taste of  feminine image ) 
C2 which had half the calories and cabs and all the 
taste of original Coke was introduced in 2004 with 
a $50 million advertising campaign. However the 
budget couldn‟t overcome the fact C2 benefit weren‟t 
distinctive enough Men rejected the hybrid drink they 
wanted full flavor with no calories or cabs not half the 
calories and cabs. And the low-cab trend turned out to 
be short –lived ( positioning a product to leverage a fad 
is a common mistake)  Why didn‟t these issues come up 
before the launch? Sometimes market research skewed 
by asking he wrong questions or rendered useless by 
failing to look objectively  at the results new products 
can take on a life of their own within an organization 
becoming so hyped that there no turning back. Coca 
–cola s management ultimately deemed C2 a failure 
worldwide case volume for all three drinks grew by 
only 2% in 2004 (and growth in north America was 
flat) suggesting  that C2‟S few sales came mostly at 
the expense of coke and diet Coke. 

The company learned from its mistake , though 
A year later it launched Coke zero , a no calorie, full 
flavor product that can be found on shelves –and in 
men‟s hands –today

RESEARCH METHODOLOGY

The data has been collected on the basis of the different 
sources in order to achieve the object of the project.
Sources of Data
Primary Data : Data is collected through survey by 
sending the questionnaires through mails and direct 
contact
Secondary Data :Data is  collected through journals 
company Website magazines etc..,

Data analysis
Based on the above discussion, the following research 
objectives were to be determined by the study.
The hypotheses to be tested were:
Null hypothesis 1: Unappealing ads do not have 
a significant influence on consumers‟ purchasing 
decisions
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Null Hypothesis 2: Advertising does not have a 
significant influence on consumers‟ consumption 
level.

Chi Square Tests

3 Cells (30.0% ) have expected count less than 
The minimum expected count is 3.52

Since the level of significance was 0.035 (less 
than 0.05) there is a significant association between 
Coca-Cola adverstisment influence and the level of 
consumption. Therefore the null hypothesis accepted 
this implies that coca-cola advertisement had an 
influence on consumers consumption level . to measure 
the strength of association which existed between 
advertising influence and the level of consumption.

Possible  alternative Hypothesis-H1

Using the same example as above ,but adding 
in survey data from teens indicating that they buy 
sprite because they love Taylor swift the alternative 
hypothesis may be that not renewing the contract will 
adversely affect sales of sprite.

In conclusion , I hope this assists the senior 
manager with a general understanding of the topic and 
of course I will be available to answer any questions, 
comments or concerns he may have.

FINDINGS:

coca cola is the world „s largest beverage 
company and it‟s pleasure to be part this huge family. 
During its long journey of success story, the company 
has taken several initiatives to support the promotion 
of its products. The USP of coca cola has been their 
distribution network which they have huge chain 
of retailers strategy and distributors because they 
know it is through them only that their products can 
actually reach the end Customers Coke also targets in 
broadening the choice of alternatives of the customer 
by offering them a huge array of brands

Broadening further slowly and gradually Coca –
cola ,Diet Coke, FANTA ,LIMCA Thumbs Up ,Sprite, 
Minute Maid pulpy orange Minute Maid NIMBU 
FRESH Minute Maid 100% Burn , KINDLEY and 
Georgia range of tea and coffee.

There have been more than 300 bottling partners 
of coca-cola who have played a vital role in the 
success of the company. They have been a very 

important part of this coca-cola system. Concentrate 
and beverage bases are manufactured and sold by the 
coca-cola company to these bottling partners. Finished 
beverages are prepared by the bottling partners by 
adding sweetener, carbonated water or water with the 
beverage bases. After the beverage is finally produced, 
they are packaged in cans , bottles etc and then sold to 
the distributions or retailers.

Coca-cola has its own market penetration strategy 
framed for the rural market which is proven in other 
parts of the globe. So India being a country where they 
can apply their success formula, it is always important 
for coca-cola to consider India as one of their major 
target markets.

SUGGESSTIONS:

In mature product categories, the top companies 
usually compete fiercely for one another „s customers. 
But they might be better off focusing on the fringe 
consumers who haven‟t yet picked a side.

But in reality are most of these efforts wasted? 
After all , if the prevailing belief about the intensity 
of competition in long-developed sectors is true , 
shouldn‟t customers be continually switching between 
brands as a result of the latest marketing campaign

Coke introduced a –free drink just one year after 
Pepsi‟s version hit the market in 1982 later the decade 
, cherry coke quickly found itself going up against 
wild cherry Pepsi and more recently ,coke zero and 
Pepsi Max have competed for the consumer with a 
taste for low – calorie sodas.

The authors analyzed a database on consumer 
shopping history maintained by the University of 
Chicago and the Nielsen company . the data includes 
information on more than 1.4 million product bar codes 
along with purchase locations and demographics for 
the more than 62000 Participating households across 
the united states. Over one year, the authors tracked 
sales in terms of volume purchased of both regular and 
other varieties of soft drinks , which they chose as a 
study of focus because of the industry level of maturity 
the authors found the two represent almost half of the 
soda market share, with no other individual brand even 
coming close as a third Competitors these loyalty rates 
are even Even higher at a modified brand level caffeine 
free sodas tended to stick with their chosen brand (95.9 
% for coke , 94 percent for Pepsi.)
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CONCLUSION

Coca-Cola as the world’s leading soda beverage, 
with the strength of high resources company and also 
a very good and well-known brand image will be 
accepted at ease almost all over the world.

Therefore, the strategy of Coca-Cola focuses on 
covering the full market segmentation, anywhere. But 
along with the development of the soda industry, many 
competitors both from domestic products to global 
manufacturers are now present and reducing Coca-
Cola’s market share in each country.

Hence, the need for Coca-Cola innovations on 
their marketing strategies. Armed with their bottling 
partners and also the ability to ‘think global, act local’ 
makes Coca-Cola could adjust its strategy in order to 
penetrate the market more complex and in-depth in 
order to continue to expand market share in all regions. 
From the purpose of research, using conjoint analysis 
as analytical methods, and also processing the data, it 
can be concluded several points:

1. The packaging of Coca-Cola that 
consumers in South prefer are Cans. But 
it seems there is only little difference in 
consumers‟ preference between Cans with 
plastic bottles which means it does not has 
significant effect whether company want to 
transform the package material from Cans to 
PET or vice-versa.

2. The product size of Coca-Cola that 
consumers in South Ta prefer are 1500ml. 
This means the consumers tend to buy the 
sharing size of Coca-Cola. For the individual 
package size, the consumer preference is also 
to find the bigger volume. 3. The price range 
of Coca-Cola that consumers in South prefer 
are in range of R 3,000 - R6,000 which the 
cheapest price as possible. Considering the 
pricing strategy is Coca-Cola cannot use the 
prestige pricing now but competitor-based 
pricing strategy. 4. In South there is 3 new 
segments found, there is Size Matter which 

consumers tend to find volume is the most 
important factors in buying Coca-Cola. 
Second is the Price Seeker which consumer 
will compare and find the best price for 
buying soda. And third is Package Admirer 
which consumers will find the one that has an 
appealing packaging design and form.
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Abstract

Satisfaction is a personnel feeling of satisfaction 
or distress resulting from comparing a service 
perceived performance or outcome in relation to the 
expectations. Customer’s expectation of a service is 
determined by factors such as suggestion, individual 
needs and earlier experiences. Department of Post has 
been the back bone of the country’s communication 
and correspondingly it also provides the financial 
services equivalent to banking sector.  Perception of 
customer is the most important and thriving element 
for the service sector like Post Office where it provides 
the wide services from urban to rural and even in the 
remote destination of the country. Quality of services 
can only be measured based on the satisfaction of the 
perceived services. Customer’s expectation on the 
services provided will always be more when compared 
to the perceived services, thus it may leave a gap 
between them.  Service Quality can be measured by the 
five SERVQL dimension called Tangibility, Reliability, 
Responsiveness, Empathy, and Assurance. A structured 
questionnaire has been used to collect the data from 
120 respondents in Chennai. The present study aims to 
measure the perception of customers and expectation 
on the perceived services of post office savings bank. 

Key Words: Perception, Perceived Service, Expected 
Service, Post Office Savings Bank, Service Quality.

INTRODUCTION

In the present scenario of competitive world, the 
customer’s perception, service quality and satisfaction 
are the most significant key factors for the success and 
survival.  There are more opportunities and investment 
avenues available for the investors to invest their 
money to get a good return in future. Investors are 

offered to choose an appropriate scheme based on their 
needs like liquidity, safety, risk and return. Post office 
is one of the largest institutions in India which provides 
various schemes to their investors such as Small 
Savings Account, Time Deposits, Public Provident 
Fund, Bonds and other savings schemes. With a view 
to mobilize savings of people with relatively small 
income and circulating in them a spirit of thrift and 
savings, the Central Government has endeavored to 
make the National Savings Movement popular by 
offering high returns than those given by scheduled 
banks.

SAVINGS AND INVESTMENT SCHEMES 
OF POST OFFICE IN INDIA

Post Office Schemes are intended to furnish fiscal 
security to general individuals with ensured rate of 
profitability. Among 1.54 lakh post offices in India, 
89% is spread over in the rural areas. Small Savings 
Schemes are worked generally through these branches 
along with public sector banks. The Government of 
India provides tax benefits to various Postal Savings 
Schemes such as National Savings Scheme, Sukanya 
Samriddhi Account (Specially for girl child), Senior 
Citizen Savings Scheme(For Senior Citizens).

The following are the various types of savings 
and investment schemes provided by the Post Office 
in India with the effect in 2019

 ●  Savings Deposit Scheme (with minimum 
deposit of Rs.20) - provides the interest rate 
of 4%pa.

 ●  Time Deposit facilitates (the customer with 
minimum deposit of Rs. 200) -  which has 
various investment periods of 1yr, 2yrs, 3 
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yrs and 5 yrs and provides 7% and 7.8%pa 
of interest rates.

 ●  Recurring Deposit is the scheme which 
provides 7.3% of interest rate with the 
investment period of 1 to 10 years.

 ●  National Savings Certificate provides 
the return with 8% of interest rate to the 
customer with the minimum deposit of 
Rs.100pm.

 ●  The 15years PPF allowed 8% of interest on 
investment with the minimum investment 
of Rs.500.

 ●  Post Office also provides the investment 
scheme for Senior Citizen in the name of 
SCSS with the highest interest rate of 8.7% 
on minimum investment of Rs.1000.

SERVICE QUALITY

Kotler & Keller, 20091 defines services as “any 
intangible act or performance that one party offers 
to another that does not result in the ownership of 
anything”. Quality can be defined as the totality of 
features and characteristics of a product or services 
that bear on its ability to satisfy stated or implied needs.

Parasuraman et al, 19852 defines Service quality 
as difference between consumer’s expectations and the 
perceived services from the provider. As such, service 
quality has become most extensively studied subjects 
with a specific interest in its measurement (Kang & 
James, 2002)3

SERVQUAL item instrument model which is 
considered into five dimensions namely

1.  Reliability is the ability to perform 
the promised service dependably and 
accurately. 

2.  Responsiveness means the willingness 
to help customers and to provide 
prompt service.

 3.  Assurance is the knowledge and 
courtesy of employees and their ability 
to convey trust and confidence.

 4.  Empathy means the willingness to 
help customers and to provide prompt 
service. 

5.  Tangibility which means the appearance 
of physical facilities, equipment, 
personnel and combination materials.

LITERATURE REVIEW

Douglas Chiguvil (2017)4 attempted a study to find 
the satisfaction of customers in commercial banks, 
Botswana. The study was made in a descriptive way 
using SERVQUAL Model.  The researched concluded 
that the customers were not satisfied with the services 
provided by the banks he also suggested that the banks 
need to improve the quality of service in order to retain 
the customer. 

Morshed Hasan Khan, et. al, (2013)5 focused 
on the financial service quality factors in regards to 
the relationship between consumers buying behaviour 
and the quality of services offered. The paper is 
mainly based on the examination of secondary sources 
.To understand the service quality factors the paper 
discussed various review of literature related to the 
service quality models like SERQUAL and BSQ.

Rajeswari and Sunmista (2011)6 made a 
comparison on the perception of customers’ on the 
service quality in Virudhunagar district and Madurai 
district. SERVPERF dimensions are used to measure 
the service quality of post office. The results of the 
analysis indicated that the positive attitude is greater 
than the negative attitude. But the satisfaction of the 
customers is different in many aspects in two districts. 
Consequently, customize the services for the need of 
customers of different strata is suggested.

Saraswathi (2011)7 made a research on 
Perception of Customers on the Performance of the 
Private Banks using SEVQUAL. The researcher used 
the five dimensions of service quality to analyze the 
satisfaction of customers on performance of banks. 
The researcher has been concluded that the customers 
are satisfied with the services of banks.  SERVQUAL 
score reported good scores for all 5 dimensions i.e. 
tangibility, reliability, responsiveness, assurance and 
empathy.
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STATEMENT  OF THE PROBLEM 

In a competitive environment and market it is the need 
of the service provider to offer high quality of service to 
their customers. The services providers understand that 
the quality of service is the major factor for retaining the 
customers with. But always there will be a gap between 
the customer and the services provider with respect 
to the expectation and performance. This study aims 
to find the difference between the expectation of the 
customer and the service perceived by them.    

OBJECTIVES OF THE STUDY

1.  To find the gap between the services provided 
and the services perceived with regards to 
customer perception and expectations. 

2.  To analyse the score of expectation and 
perception of post office savings schemes 
with the dimensions of service quality.

3.  To offer suggestion to improve the quality of 
service to retain the customer 

RESEARCH METHODOLGY

The primary data has been collected with the structured 
SERVQUAL questionnaire from 120 respondents 

residing at Chennai City in order to understand the 
perception on services provided and received. The 
scale contains 21 statements which are distributed 
throughout the five dimension of service quality. 
Five point Likert Scale from 1(strongly disagree) to 
(Strongly Agree) were used to rate the perception of 
services offered by the post office.   

DATA ANALYSIS AND INTERPRETATION

The collected data from the respondents is analysed 
with the statistical tool in order to interpret the 
result. Primary data was analyzed using mean 
average. Gap analysis was done by calculating 
the average mean for the individual statements 
& dimensions on the basis of SERVQUAL 
instrument containing 5 statements for Reliability 
3 statements for Responsiveness 4 statements for 
Assurance 4 statements for Empathy 5 statements 
for Tangibility. 

The demographic profile of the respondents were 
categories into several variables as gender, age, level of 
education, type of occupation and level of income. The 
table below shows the demographic characteristics of 
the respondents:- 

Table 1: Demographic Classification of the Respondents  

Variables Frequency Percentage of respondents
Gender Male  67 56%

Female 53 44%
                                                                  Total 120 100%
 
 Age

 20-30 years 27 22%
31-40 years 65 54%
41 – 50 years 20 17%
Above 50 years 8 7%

Total 120               100%

Qualification

Under Graduate                        37 31%
Post Graduate    21 17%
Professional                        17 14%
Others                        45 38%

Total 120 100%

Occupation

Salaried 38 32%
Business 56 47%
Professional 8 7%
Agricultural 10 8%
Others                          8 6%

Total 120 100%
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Monthly Income
15,000 – 25,000
25,000 – 35000
35,000 – 45,000
Above 45,000

Below 
15,000

22 18%

28 23%
44 37%
12 10%
14 12%

Total 120 100%

Interpretation

The above Tabel.1 shows that the majority of the 
respondents are form the male category with 56 
percentages followed by the female of 44%. Under 
the age group, major respondents are from the age 
group of 31-40 years with 54% pursued by the age 
group of 20-30 years with 22%, 41 – 50 years with 
17% and Above 50 years with 7%. Respondents 
belongs to Under Graduate category have a percentage 
of 31, post graduate with 17%, Professional with 
14%, and 38% belongs to Others category. With 
respect to Occupation, Business people places the 

first with the high percentage of 47 followed by 
Salaried, Agricultural, Professional and Other with 
the Percentages of 32%,8%,7%,6% respectively. The 
shows interprets that the majority of the respondents 
belongs to the income group of 25,000 – 35000 with 
44 numbers and 37% further 28 respondents from 
the income of 15,000- 25,000 have a percentage of 
23%, 22 respondents from the income group of below 
15,000 with 18%, 14 respondents belongs to above 
45,000 income group with 12% and 12 respondents 
from the income group of 35,000 – 45000 with the 
least percentage of 10. 

Table 2: Mean Score of the responses

Service Quality Dimensions Perception 
scores (P)

E x p e c t a t i o n 
scores (E)

Gap Scores  (P-E) A v e r a g e 
Dimension

RESPONSIVENESS
R1 Providing promised services 

4.78 4.01 0.77*

(0.084)

R2 Provides information  about 
when services will be performed 4.15 4.20 (0.05)

R3 Performing services at the right 
time 3.72 3.80 (0.08)

R4 Providing appropriate services 
3.03 3.14 (0.11)

R5 Sincere in solving the problem
4.62 4.73 (0.11)

RELIABILITY
RE1 Providing timely services to Investors’ 4.68 3.36 1.32*

(0.343)RE2 Ready to assist Investors’ 3.54 4.24 (0.7)
RE3 Eager to respond to Investors’ demand 4.6 6.25 (1.65)
EMPATHY 
E1 Post offices savings schemes  provides individual 

importance
4.20 6.25 (2.05)

(0.478)
E2 Employees paid special attention to individual 

customers 
3.56 3.92 (0.36)

E3 Understanding the needs of the customers by 
employees 

4.20 4.12 0.08

E4 Post office provides best interest rates on the 
investment based on their expectation

3.88 3.46 0.42*
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ASSURANCE 
  A1

Employees instill confidence in Investors’
3.9 3.81 (0.09)

0.025

A2 Safety on investment is assured on savings 
schemes in Post Office 

4.45 4.01 0.44*

A3 Employees are constantly courteous to the 
customers 

4.16 4.73 (0.57)

A4 Knowledge of the employees are answerable to 
the customers 

3.84 3.72 0.12

TANGIBILITY
T1 Availability of modern equipments for Post office 

savings schemes 
3.16 4.82 (1.66)

(0.384)

T2 Tangible facilities are available on the post office 
savings schemes 

4.84 4.32 0.52*

T3 Appearance of employees are good 3.26 3.56 (0.3)
T4 Resources related with the service are visually 

attractive
3.8 4.5 (0.7)

T5 Post office savings bank has convenient business 
hours

4.64 4.42 0.22

 TABLE 3: MEAN SCORE OF SERVICE QUALITY DIMENSIONS 

Service Quality 
Dimensions

Perception 
scores (P)

Expectation 
scores (E)

Gap Scores  (P-
E)

Priority

Responsiveness 4.060 3.976 (0.084) 4
Reliability 4.273 4.617 (0.343) 3
Empathy 3.960 4.438 (0.478) 1
Assurance 4.087 4.066 0.025 5
Tangibility 3.940 4.324 (0.384) 2

From the above Table 2 the mean score has been 
obtained by calculating the average of expectation and 
the perception of the postal savings schemes and the gap 
between the expectations and perceived is identified.  

The above Table 3 shows expected services of the 
customer and the perception on the perceived services 
for the post office on the Post Office Savings Schemes 
in Chennai City. The Gap score shows the difference 
between the expectation and the performance and where 
the post office needs to improve their quality on their 
services in order to satisfy and retain the customer.

FINDINGS OF THE STUDY

 Top priority has to be given to the Empathy, where the 
employees need to give more importance to fulfill the 
need of the customer. The customer expects that the 
more importance to be given for each individual and 
to satisfy the obligations of them. 
Tangibility places the second with the gap score of 
(0.384). The gap between them rises because of the 

facilities and resources available for the customer. It 
is significant to identify the resources required by the 
customers and to satisfy them to fill up those gaps.
Followed by, Reliability places at number three in 
the priority level with the gap score of (0.343), with 
respect to this the post office must more concentrate on 
providing timely services and the employees should 
satisfy the customer with their enthusiasm.
 Responsiveness is next important dimension with the 
gap score of (0.084). The customers are expecting the 
employees to more responsive and to give the prompt 
services to them. 
Empathy has placed at the least priority with the gap 
score of 0.025 which has the positive impact among 
the customer. The customers are satisfied with the 
schemes and features of the postal savings schemes. 

CONCLUSION AND SUGGESTIONS 

Marketing of services is different from marketing of 
products because of its unique. It appears that a new 
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legislative framework for regulating the Indian Postal 
Service is highly essential part for its modernization 
to ensure its orderly growth and disciplined 
functioning in near future. A multipronged strategy 
has been devised to augur transformation and further 
improve upon Indian Postal services. The Department 
of Post is required to meet its expenses from the 
revenues it earns as it operates on commercial lines. 
It faces a daunting task ahead as Post Offices have 
been opened in rural and remote areas on partial 
recovery of costs. Further, Indian Postal Service 
is also facing stiff competition in some of its 
businesses. To take this challenge, the Indian Post is 
in the process of transforming itself. Post needs to 
ensure proper functioning of service counter at post 
offices, flexibility on the part of service provider 
to meet the requirement of customer, and shall be 
able to establish their trustworthiness amount of 
trust the service user have on services provided and 
giving the receipts of transactions made by users of 
service at the post offices. Post offices also need to 
give attention to provide amount and accuracy of 
information to customers; extending help by post 
office staff, improve the willingness and ability of 
post office staff to provide guidance to customers.
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Abstract

The study entitled a study on customer satisfaction 
of BSNL special reference to Chengalpattu district is 
an attempt to know the customer satisfaction of BSNL 
landline in Chengalpattu district. Every Business 
targets its target customer and their optimal goal 
would be the satisfaction of their ultimate customer. 
In this competitive world of Business everything starts 
and ends with needs of the customer. The study contains 
questions regarding the various aspects and reasons 
for choosing BSNL, the customer’s awareness about 
new schemes/offers, and the factors disconnection of 
BSNL landline. Customer satisfaction is considered to 
be the most important factor as it involves the retention 
of the customer and creates brand loyalty and also it 
forms a base for attracting prospective customers. The 
study reveals that BSNL needs to focus on frequent line 
failure, supplementary sounds or line disturbances, 
poor response to complaints and temporary solutions 
to the maintenances problems and take measures for 
rectification.

Keywords: Customer satisfaction, BSNL landline 
service, brand royalty.

INTRODUCTION

Telecommunication is recognized, world over, as a 
key factor in the development of social, economic, 
commercial and cultural activities. The development 
of telecommunication infrastructure is likely to 
play a greater role in meeting the diverse needs of 
people and improving their quality of life through 
inter-linked development of many other sectors. 
The term ‘Telecommunication’ in ITU parlance 
covers a very wide variety of services such as sound 
& television broadcasting, space communications, 

aeronautical and maritime mobile communications, 
radio-location and radio-navigation systems, radio 
astronomy, meteorological aids and services, radio 
amateurs, etc., besides the public telecommunications 
services. There are large telecommunication 
networks belonging to railways, defense and para-
military organizations, law and order services 
(police etc.), and international telecommunications 
service providers – both government and private, 
civil aviation department and airlines, shipping 
& port authorities, sound and TV broadcasting 
organizations, meteorological department, oil 
exploration, processing and distribution companies, 
large private companies, etc.

REVIEW OF LITERATURE

S. Nemat Sheereen77 (2014) in his article entitled, 
“A Study on Customer Satisfaction of BSNL Services 
in Kerala” has stated that BSNL is one of the leading 
telecommunication service providers in Kerala. Most 
of the studies conducted in this area indicate the 
exploring development of services provided by number 
telecommunication providers which opened new 
world to the customer around the world. This paper 
analyses the customer satisfaction of BSNL services 
provided in Kerala. Quality of service and maximum 
network coverage are the most important factor which 
satisfy the customers in relation to telecommunication.

Nidhi P. Shah72 (2013) in his article entitled, 
“Customer Satisfaction of Samsung Mobile Handset 
Users” has said that the main aim of this research 
paper is to find customers satisfactions with relations 
to some variables like individual features, price, brand 
name etc. In this study researcher has focused on the 
customer of Bhavnagar city and research is carried out 
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by primary data analysis tools like Correlation, study 
indicates an average satisfaction of customers toward 
mobile handset users of Samsung.

Sany Sanuri Mohd, Mokhtar, Ahmed Audu 
Maiyaki and Norzainibt Mohd Noor (2011) in their 
article entitled, “The Relationship Between Service 
Quality and Satisfaction on Customer Loyalty in 
Malaysian Mobile Communication Industry” have 
explored that both service quality and customer 
satisfaction significantly affect the level of customer 
loyalty of mobile phone users in

Malaysia. It is therefore, recommended that 
mobile service providers should pay special attention 
towards the customers satisfaction.

S. Jamuna and M. Jegadesh Kannan48 (2010) 
in their article entitled, “A Study on Customer 
Satisfaction towards BSNL in Madurai City” have 
presented the study is based on the awareness of 
BSNL among the customers. A sample survey of 100 
respondents have been undertaken to find out the 
awareness of BSNL in Madurai city. The study mainly 
concentrates on general price level, quality, and overall 
satisfaction about BSNL services, general awareness, 
and consumer preferences of BSNL.

Nagasimha Kanagal46(2009) in his article 
entitled, “Role of Relationship Marketing in 
Competitive Marketing Strategy” has pointed out 
that relationship as a focus on marketing aids in 
the understanding of consumer needs and wants, 
which is useful to implement profitable exchanges. 
Relationship marketing is a tool of furthering the 
customer understanding and interactive processes. 
Relationship marketing outputs can be usefully used, 
as inputs in product design and development, want 
identification, improving selling systems, pricing 
strategies. It is one of the supports to systematic action 
setting in competitive marketing strategy.

OBJECTIVES OF THE STUDY

 ●  To identify the satisfaction level of 
customer services provided by BSNL.

 ●  To identify the customers’ opinion about 
BSNL

LIMITATIONS OF THE STUDY

The area of study is limited to Chengalpattu district 
only; hence the results may not be true for other 
geographical areas. Validity & Reliability of the 
data are obtained depends on the responses from the 
customers.
Structured questionnaire are base for collecting the 
data, it may have disadvantages of not being to probe 
deep into the respondents thoughts.
The time at the disposal of the researcher is limited.
The size of the sample comparing to the population 
is very less and hence it will not represent the whole 
population.

 RESEARCH METHODOLOGY

The data has been collected on the basis of the different 
sources in order to achieve the object of the project.

SOURCES OF DATA

Primary Data: Data has collected through survey by 
sending the questionnaires through mails and direct 
contact.
Secondary Data: Data is collected through journals, 
company website, magazines etc., Sample Size: 100  
respondents Brand Covered: BSNL mobile service  
Target Area: Chengalpattu district Data Analysis
Analysis was done on the basis of 20 parameters. 

FINDINGS

 ●  An analysis of the demographic profile 
of the customers is done. The focused 
demographic variables in this analysis are 
age, income and education. 68% of the 
respondent are between the age group of 
35-45 years.54 % of the respondent have 
degree and above as their qualifications and 
having an average income of 2 to 4 lakhs.

 ●  74% of the respondents have the opinion 
that satisfied with the BSNL services.90 % 
respondent are pre-paid customers ,76% 
have the opinion that recharge coupon is 
available to their near place.

 ●  10% of the respondents have the opinion 
that postpaid tariff is excellent ,36% have 
opinion that it is good and 13% have the 
opinion that it is confusing.



879

 

 ●  59% of the respondent are ignorant about 
MNP, 56% of the respondent is not aware 
of 3G facility in mobile,

 ●  61 % of the respondent is satisfied with 
BSNL call rate in comparison with other 
mobile operators.

 ●  56% of the respondent have the opinion 
that avoid confusions about tariff/plan for 
improving BSNL service.

SUGGESTIONS

Customers should be more educated with BSNL 
services & tariffs.
Employees working in front offices should be more 
energetic, should be always show patience to hear the 
customers.

CONCLUSION

Due to liberalization, privatization and globalization, 
the competition among companies increased. So, it is 
a must for the firm to improve its services to maintain 
its current customers and also give intensive training 
for the staff in service department.
The coming days are very competitive for 
telecommunications sector industries. So the 
companies in the field must be vigilant and competitive 
for maintaining and improving the market.
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Abstract

Customer satisfaction is paramount to businesses 
success. The 21st century brings together a number of 
changes in all fields. The market evolved significantly 
and it is becoming more and more difficult for 
companies to differentiate from their competitors and 
to gain and maintain a leader position in their industry. 
It has been researched in business and marketing since 
the 1970s. If customer satisfaction is achieved brand 
loyalty often results. improve some extra qualities such 
adding some new products, reduction in price etc. The 
purpose of the current research was to determine the 
drivers of customer satisfaction, as well as examining 
the relationship between the two. A quantitative method 
was used in the study, with a survey research design. 
The results of the study indicate that the marketing mix 
does in deed influence customer satisfaction.

KEYWORDS–McDonalds pizza, Customers, 
Satisfaction, Products.

INTRODUCTION

Customer satisfaction holds a significant 
value for every organization. Whatever 
organization performs, they perform for 
their customer and if they are not satisfied 
then an organization may have to face a 
heavy loss or even have to leave the market 
and their goodwill may decreases. The 
present report is about identifying whether 
or not improved quality of customer service 
leads to higher customer satisfaction 
(Conner, 2006). Customer satisfaction is a 

dimension, which is very much related to the 
concept of quality. The penultimate measure 
if quality is customer service. Quality of 
service becomes even more important when 
the organization in consideration relates to 
the hospitality segment (Dahiyat, Akroush 
and Lail, 2011According to Gilbert and et. 
al., (2004), customer satisfaction has a vital 
place in marketing thought and action. Many 
writers have operationalized the concept 
of customer satisfaction by making use 
of a single construct. The current study 
espouses a rather different approach and 
sees customer satisfaction as a multi-
faceted construct similar to service quality 
(David, Arturo and Agueda, 2007). The 
current report also does not aim at proving 
improved customer service as an end in 
itself to increasing customer satisfaction. It 
only tries to explain customer satisfaction 
from the context of enhancement in service 
quality (Dahiyat, Akroush and Lail, 2011).

The area of service quality has been chosen 
because it is one of the most important 
determinants of customer satisfaction 
especially as far as service industry is 
concerned. For this report McDonald has 
been chosen as the researcher is working 
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with the company and access to relevant 
information was easy. The main aim of this 
report is to determine ways of minimizing 
customer complaints, to identify the tools, 
techniques and procedures for increasing 
customer satisfaction, to evaluate the 
important factors that influence customer 
satisfaction (Dahiyat, Akroush and Lail, 
2011).

REVIEW OF LITERATURE

A customer is an important stakeholder of a 
company who gives payment for the goods and 
services of the company availed by him with the aim 
of fulfilling some need and maximizing satisfaction. 
When a customer/consumer gets contended with the 
services or products it is known as satisfaction. It can 
also be an individual’s feelings of disappointment or 
pleasure, which is a resultant from comparison of a 
product’s or service’s perceived performance with the 
expectations. As per Hayes satisfaction is the pleasure 
of a person derives from consuming a particular good 
or service offered by someone else.

Schlosser E, (2001) pointed out the most 
frequently reported reasons for eating at fast-food 
restaurants were fast food is quickly served.

Laroche and Parsa, (2000) found that that people 
decide to choose fast food restaurant because they like 
the taste and prefer instant satisfaction of their taste 
buds. Fast food restaurant includes a wide range of 
quick and fast service, brands and take only short period 
to serve it. Consumer make their choice of brands in 
multi brand situation is one of least understood yet 
important phenomenon in the marketing of Quick 
Service Restaurant - Fast Food Restaurant.

French SA et al, (2001) pointed out that visiting 
fast food restaurant is to spent time family and friends.

Drewnowski and Spectre, (2000) contends that 
one of the factors that influences consumption of fast 
food is by socio-economic status. There is a difference 
between people who have high income with people 
who is have low income. Usually people with low 

economic status prefer roadside stalls which are 
inexpensive; hygiene is not a criterion for them.

Agnes K.Y. Law, Y.V. Hui, Xiande Zhao, (2004) 
have studied on “Modeling repurchase frequency 
and customer satisfaction for fast food outlets”. 
In this study, the relationships between customer 
satisfactions; repurchase frequency, waiting time 
and other service quality factors in fast food outlets 
are modeled. Results shows that waiting time, staff 
attitude, food quality and food variety all significantly 
affect customer satisfaction.

LIMITATION

 ● The sample size of 50 is too small 
to understand the customer satisfaction in 
McDonalds

 ● Consumer satisfaction needs specialized 
knowledge of area so there is a chance of 
interpretation error.

 ● There is a possibility that respondents 
might have filtered their response under testing 
condition

OBJECTIVE OF THE STUDY

Primary objective

 ●  To see the customer satisfaction in 
McDonalds.

Secondary objective

 ●  To know the consumer perception and 
preference about McDonalds products.

 ●  To know the customer satisfaction in 
pricing factors.

 ●  To know the customer satisfaction in 
delivery of their order.

 ●  To give suggestions to company to 
improve their service

RESEARCH METHODOLOGY

The primary data has been collected by means of 
furnishing close ended questionnaire to the customers 
of McDonald. The rationale behind using a close ended 
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questionnaire is that such questions implore details to 
be contributed by the research participants.

RESEARCH DESIGN

The research design is the specification of the method 
and procedure for acquiring (getting) the information 
needed to solve the problem The research design 
followed for this research study is descriptive research 
design, where we find a solution to an existing problem. 
The descriptive research is used to depict the present 
state of affairs of the business condition.

METHOD OF DATA COLLECTION

The data needed for the research study were collected 
by two sources primary data and secondary data.

PRIMARY DATA

The first data is to gather information from the 
McDonalds outlet. This was done by visiting the pizza 
outlets. Then a questionnaire was prepared was to 
gather data from the sample population.

SECONDARY DATA

Sources of secondary data include journals, websites, 
etc. all this helped in authenticating the kind of 
information obtained from our primary sources and 
thus helped to get a very objective view of the study.

DATA ANALYSIS

FREQUENCY ANALYSIS

Percentage analysis is one of the descriptive 
statistical measures used to describe the 
characteristics of the sample or population 
in totality. Percentage analysis involves 
computing measures of variables selected 
of the study and its finding will give easy 
interpretation for the reader.

FINDINGS

 ●  50% of the respondents are belong to 30 
years of age group

 ●  Sales promotion program taken up by 
the company is also popular among the 
respondents.

 ●  The product is very much popular for its 
easy availability.

SUGGESTIONS

 ●  McDonalds must provide waiter instead 
of self service.

 ●  McDonalds must bring in variety of 
product in their menu

 ●  McDonalds should reduce the price of 
their products

 ● McDonalds should improve its locations

CONCLUSION:

McDonalds has undergone several changes since 
its inception in San Bernardino, California. The fast 
food chain has conquered the US and it now focusing 
on the rest of the world. McDonalds, along with this 
trend, continues to strive toward customer satisfaction 
while still enhancing its international market position. 
The company is doing very well and keeps trying in 
Africa, China, and the Middle East, which will be 
continued source of revenue for many coming years. If 
McDonalds can overcome all of its challenges, makes 
use of advantages and has right strategies, it will win 
the market again and hold fast to first position in fast 
food industry.
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Abstract

The use of credit card plays a very important role in 
online purchasing and contributes significantly to the 
economy of one nation. Credit card could be a tiny 
plastic card issued to users as a system of payment. 
It permits its holder to shop for product and services 
supported the holder’s promise to purchase these 
product and services. The issuer of the card creates 
a revolving account and grants a line of credit to the 
buyer (or the user) from that the user will borrow 
money for payment to a merchandiser or as an 
advance to the user. The main objective of the study 
is to find out that the customers are satisfied with the 
credit card or not. This study is carried out by primary 
data analysis. For the purpose of the primary data 
analysis we have collected 150 samples from axis 
bank in Chennai. On the basis of the sample, level of 
satisfaction of the customer towards credit card is find 
out. Due to the under-developed infrastructure and 
purchasing habit, credit card transaction still takes a 
very small proportion and promises a very large space 
to develop. The purpose of this research is to measure 
customer satisfaction towards the credit cards they are 
using. Finally, the conclusion and recommendation 
will summarize the key findings of the research and 
give suggestions to the card issuers.

Keywords: Customer satisfaction, satisfaction level, 
customer service, banking service.

INTRODUCTION

Credit cards are basically different from the other 
payment ways therein they involve extending credit 
instead of drawing on an existing store of funds. 
Banks in conjunction with credit card associations 
such as Visa and Master card, issue all-purpose credit 

cards. Department shops also issues credit card to 
be used for purchases at that specific store. Like 
Electronic Fund Transfer, payment by credit card isn’t 
anonymous. Since paying with a credit card doesn’t 
involve a store of funds, deposit insurance and reserve 
needs aren’t directly relevant. The bank that issues the 
card is liable and therefore merchants are paid if the 
cardholders default. If the issuing bank fails, the credit 
card association guarantees payment to merchants 
with outstanding transactions and so has a creditor’s 
claim on failed banks. A credit card is a component 
of a system of payments named after the small plastic 
card issued to users of the system. The issuer of the 
card grants a line of credit to the buyer (or the user) 
from that the user will borrow money for payment 
to a businessperson or as a cash advance to the user. 
A credit card is totally different from a charge card, 
where a charge card needs the balance to be paid in 
full every month. In distinction, credit cards permit the 
customers to ‘revolve’ their balance, at the value of 
getting interest charged. In India, credit card use has 
been slow to catch on as compared to other countries 
such as China, Saudi Arabia, and Turkey.

REVIEW OF LITERATURE

Shane P and Suresh K (2008), in their surveys on the 
usage of credit cards at the retail outlets have found 
that it has nearly doubled from 30-35% two years ago 
to 50-60% current year. The credit card holders use 
their credit cards most often for purchase of clothing, 
followed by supermarket/grocery shopping, at hotels 
and at restaurants.

Vishwas Nivritti Wadekar (2005) in his study 
„Customer Disillusionment and philosophy of 
Customer complaints‟ identified the area of credit card 

A STUDY ONCUSTOMER SATISFACTION LEVEL OF CREDIT CARD USERS IN 

AXIS BANK WITH REFERENCE CHENNAI CITY

J.Ashwin Kumar
 II M.Com, Department of Commerce, 

Faculty of Science and Humanities, Kattankulathur, Chengalpattu 



885

 

users‟ dissatisfaction and concluded that majority of 
the sampled card holders (83%) were dissatisfied with 
the operation of credit card

M. Reddy and H. Ramana in their article 
“Marketing approach in Banking” states that banking 
industry in directly can survive only by adopting 
efficient marketing strategy. These strategies are used 
to gain the positive response of the customers and to 
win the positive competitive market in future.

OBJECTIVES OF THE STUDY

To measure the satisfaction level of customer about the 
services provided by AXIS.
To study about the awareness of the AXIS bank Credit 
Cardholders and their attitude towards AXIS card.
To review the extent of utilization of AXIS Credit 
Card.
To offer effective suggestions in order to increase the 
efficiency of AXIS Card Scheme.

RESEARCH METHODOLOFY

Methodology:-
The study is based on both primary and secondary 
data.
Primary Data:-
The primary data needed for this study is collected 
from the sample customers through structured 
questionnaire.
Secondary Data:-
The Secondary data needed for study is collected from 
various magazines, articles published in newspapers 
and surfing through network.
Sampling Design:-
In Chennai, an industrial town, TMB, Axis Bank, 
ICICI Bank, HDFC Banks and City Union Bank are 
prominently providing Credit Cards. From these five 
banks, the respondents will be interviewed for the 
study. From each bank 30 customers are contacted by 
applying convenient sampling method. Businessman, 
Salaried, Professional, Government Employees and 
House-wives are given due weight age in identifying 
the sample.

Statistical Tools:-
The researcher has applied statistical tools such as 
Percentages, Chi-square test, Scaling Techniques and 

Garrett Ranking to analyses the collected data.

Demographic Profile of the Respondents:-

The demographic profile of the respondents was 
obtained by using five parameters namely gender, age, 
marital status, occupation and monthly income. The 
same is presented in the Table 1
Source: Primary Data

FINDINGS

63% of the respondents are male; a majority of 
43% of the respondents fall under the age group of 
30- 40 years; a majority of 70% of the respondents 
are married; 35% of the respondents are businessman; 
32% of the respondents fall under the income scale of 
Rs.10, 001 to Rs.15, 000.

46% of the respondents are having savings 
account; a majority of 52% of the respondents are 
general purpose user; 34% of the respondents are 
maintaining their accounts between 3 years to 6 years 
of duration; 40% of the respondents made a visit to the 
bank two times in a week.

44% of the respondents are using the credit 
card for purchasing consumer durables; 37% of the 
respondents are use the credit card for rail/air ticket 
booking.

To find out the satisfaction level among the credit 
card cardholders. Comfortable to pay electrically/ 
telephone/ utility bills (3.44), Grievances of credit 
card holders settled satisfactorily (3.33).

From this analysis the gender and level of 
satisfaction of respondents. Here null hypothesis is 
accepted at 5% level of significance. p>0.05

From this analysis the age of level and satisfaction 
of respondents. Here null hypothesis is rejected at 5% 
level of significance. p<0.05

SUGGESTIONS

Credit limit amount allowed by bank may be extended 
to certain extent to the deserving Credit cardholders. 
Reduction of minimum eligibility criteria will attract 
the customers to obtain Credit Cards. Charges for 
the credit cards should be nominal. Awareness must 
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be created about special offer available for maximum 
usage of credit cards.

CONCLUSION

The credit card issue in terms of number of credit 
cards witnessed a whopping growth during the past 
ten years. In terms of key players ICICI has notched 
the landmark figure of 1.20 lakh credit cards by 
2010 taking the position of number one player in the 
segment. It is further concluded that there are a number 
of bank customers who do not have any knowledge 
about credit cards. Many people have knowledge about 
credit cards, but do not possess credit cards because of 
the fear of falling into debt trap. High income earners 
and highly educated class use credit cards more, 
availing high credit limits. Extent of usage of credit 
cards is smaller among higher proportion of the card 
holders. Customers’ satisfaction is found to be less 
because of high rate of interest. Customers perceived 
core services and facilitating services at higher level. 
Card holders face the major problem of lack of proper 
advice from banks. Credit card market is yet to realize 
its potential.
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Abstract

Axis Bank Limited was the first of the new private 
banks to have begun operations in 1994, after the 
Government of India allowed new private banks to be 
established .The key of AXIS Bank Limited is to retain 
its customers and the relationship marketing. Bank 
is also becoming skilled in Customer Relationship 
Management (CRM) which focuses on meeting the 
customers’ needs and making them satisfied. For 
the AXIS Bank Limited the customer satisfaction is 
both a goal and a marketing tool. Loosing profitable 
customers can dramatically affect the bank’s profits. 
The aim of this study is to find customer perceptions 
on service quality dimensions among consumers of 
bank services. The results show service quality is an 
important element to create customer loyalty that will 
lead to customer satisfaction and loyalty. Therefore, in 
trying to develop strong service quality, bankers should 
be interested in assessing the degree of customer 
service dependence. The banks service quality depends 
on the perceptions of their service customers. Satisfied 
and loyal customers indicate positive perceptions of 
the banking services.

KEYWORDS: Customer satisfaction, Axis bank, 
Effectiveness of services, Customer loyalty.

INTRODUCTION:

In the last two decades, regulatory, structural and 
technological factors have significantly changed 
the banking environment throughout the world. The 
banking industry is one of the basic instruments of 
economic growth. It is considered the backbone of 
economic development, and change in its processes is 
deemed to have repercussions on the country’s growth. 
Axis Bank is the fifth-largest bank in India offering a 
wide assortment of financial products. 

The bank has its head office in Mumbai, 
Maharashtra. It has 4,050 branches, 11,801 ATMs and 
4,917 cash recyclers spread across the country as of 
31 March 2019 and nine international offices. The 
bank employs over 55,000 people and had a market 
capitalization of ₹1.31 trillion (US$19 billion) (as on 
31 March 2018). It sells financial services to large and 
mid-size corporates, SME and retail businesses. 

The bank was founded in December 1993, as 
UTI Bank, opening its registered office in Ahmedabad 
and corporate office in Mumbai. UTI Bank began 
its operations in 1993, after the Government of 
India allowed new private banks to be established.Axis 
Bank Limited was the first of the new private banks to 
have begun operations in 1994, after the Government 
of India allowed new private banks to be established.

II. REVIEW OF LITERATURE:

Manish Mittal and ArunnaDhademade (2005)1 
they found that higher profitability is the only major 
parameter for evaluating banking sector performance 
from the shareholders point of view. It is for the banks 
to strike a balance between commercial and social 
objectives. They found that public sector banks are 
less profitable than private sector banks. Foreign banks 
top the list in terms of net profitability. Private sector 
banks earn higher non-interest income than public 
sector banks, because these banks offer more and more 
fee based services to business houses or corporate 
sector. Thus there is urgent need for public sector 
banks to provide such services to stand in competition 
with private sector banks.

I.M. Pandey (2005)2An efficient allocation of 
capital is the most important financial function in 
modern times. It involves decision to commit the 
firm’s funds to the long term assets. The firm’s value 
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will increase if investments are profitable and add 
to the shareholders wealth. Financial decisions are 
important to influence the firm’s growth and to involve 
commitment of large amount of funds. The types 
of investment decisions are expansion of existing 
business, expansion of new business and replacement 
and modernization. The capital budgeting decisions 
of a firm has to decide the way in which the capital 
project will be financed. The financing or capital 
structure decision. The assets of a company can be 
financed either by increasing the owners claims on 
the creditors’ claims. The various means of financing 
represent the financial structure of an enterprise. 

MedhatTarawneh (2006)3 financial performance 
is a dependent variable and measured by Return 
on Assets (ROA) and the intent income size. The 
independent variables are the size of banks as measured 
by total assets of banks, assets management measured 
by asset utilization ratio (Operating income divided 
by total assets) operational efficiency measured by 
the operating efficiency ratio (total operating expenses 
divided by net income) 

Vasantdesai (2007)4 The Reserve Bank of India 
plays a very vital role. It is known as the banker’s bank. 
The Reserve Bank of India is the head of all banks. All 
the money formulations of commercial banks are done 
under the Reserve Bank of India. The RBI performs 
all the typical functions of a good central bank as it 
is involved in planning the economy of the country. 
The main function is that the RBI should control their 
credit. It is mandatory for the Bank to maintain the 
external value of the rupee. Major function is that it 
should also control the currency. 

K. C. Sharma (2007)5 Banking has entered the 
electronic era. This has been due to reforms introduced 
under the WTO compliances. Private sector banks 
have been permitted to open their shops in the country. 
These banks are either foreign or domestic banks with 
foreign partnerships. Some of them have been set up 
by Development Financial Institutions in order to 
embrace concept of universal banking, as practiced 
in advanced countries. The private sector on the other 
hand have began their high tech operations from the 
initial stage and made the elite of the country to taste 
the best banking practices that happens in the western 
countries. They have foreseen the digital world and 
have seen the emerging electronic market, which has 

encouraged them to have a better customer service 
strategy that would be able to deliver the things as per 
customer’s requirement.

III. OBJECTIVES OF THE STUDY:

1.   To know the effectiveness of services 
provided to Axis Bank customers.

2.  To determine the impact of service quality on 
customer satisfaction.

3.  To know the level of satisfaction among the 
customers of Axis Bank. 

IV. RESEARCH METHODOLOGY:

The present study analysed the level of satisfaction 
among the customers of the Axis Bank Limited.For 
the purpose of the study both primary and secondary 
data were used. The data for the research has been 
collected through structured questionnaire from the 
customers of Axis bank,Chengalpet District. Sample 
of the customers was drawn on the basis of random 
sampling technique.The sample size of 50 respondents 
was selected for the study. 

RESEARCH TOOLS:

Percentage analysis, Independent sample ‘t’ test are 
the statistical tools used in this study.

V. DATA ANALYSIS: 

ANALYSIS OF THE EFFECTIVENESS OF 
SERVICES PROVIDED TO AXIS BANK

Table 1.1 Gender of respondents

GENDER FREQUENCY PERCENTAGE
Male 23 46%
Female 27 54%

Table 1.1 represents the gender of the respondents. 
The total respondents are 100 out of which 46% are 
male and 54% are female. 

Table 1.2 Age of respondents

AGE FREQUENCY PERCENTAGE

Below 25 21 42%
25 - 35 11 22%
35 - 45 10 20%
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Above 45 8 16%

Table 1.2 represents the age of the respondents. 
The highest age group of respondents is below 25 years 
with 42% the respondents of age group from 25-35, 
35-45 and above 45 are 22% 20% 16% respectively.

Table 1.3 Qualification of respondents

E D U C AT I O N A L 

QUALIFICATION

FREQUENCY PERCENTAGE

X 2 4%
XII 9 18%
UG 32 64%
PG 7 14%

Table 1.3 represents the educational qualification 
of the respondents. The educational qualification of the 
respondents are majorly shared by the UG graduates 
with 64% and followed by PG graduates with 14% and 
the X and XII are 4% and 18% respectively.

Table 1.4 Monthly income of respondents

INCOME LEVEL FREQUENCY PERCENTAGE

Below 15000 11 22%
15000-25000 20 40%
25000-50000 7 14%
Above 50000 12 24%

Table 1.4 denoting the income level of the 
respondents where majority 40% is held by the 
category from 15000-25000 income earners. The 
monthly income of the respondents below 15000 is 
22% the respondents with income 25000-50000 is 
14% and above 50000 is 24%

Table 2.1 Reasons for choosing Axis bank

REASONS FREQUENCY PERCENTAGE
Brand name of 
axis

5 10%

Advertisements 10 20%
Services of 
Axis bank

28 56%

Others 7 14%

Table 2.1 clearly denotes the reasons of the 
customers for choosing Axis bank. Majority 
respondents with 56% say they choose Axis bank for 
its services provided. Only few respondents with 20% 
choose for advertisement, choosing for brand name 
and other reasons with 10% and 14% respectively.

Table 2.2 Relationship with bank

TYPE OF 
ACCOUNT

FREQUENCY PERCENTAGE

Savings A/C 18 36%
Salary A/C 14 28%
Current A/C 10 20%
De-mate A/C 8 16%

Table 2.2 represents the respondents’ relationship 
with the bank. Majority respondents maintain savings 
a/c with 36% and 28% of respondents maintain salary 
a/c, least followed by de-mate a/c and current a/c with 
16% and 20 % respondents. 

Table 2.3 Awareness about services provided by 
Axis bank

AWARENESS 
LEVEL

FREQUENCY PERCENTAGE

Aware 34 68%
Unaware 16 32%

Table2.3 respondents level of awareness about the 
services provided by Axis bank. The respondents aware 
of the services with 68% and 32% of respondents are 
unaware about all the services.

Table 2.4 Satisfactory level

INTEREST OF 
CUSTOMERS

FREQUENCY PERCENTAGE

Highly satisfied 9 18%
Satisfied 29 58%
Dissatisfied 11 22%
Highly satisfied 1 2%

Table 2.4 clearly shows that majority of the 
respondents are satisfied with the services of Axis 
bank with 58% and 18% are highly satisfied and the 
remaining respondents are dissatisfied with 22% and 
2% of them are highly dissatisfied. 

Table 2.5 Respondents satisfaction with 
employee’ attention 

SATISFIED FREQUENCY PERCENTAGE

Yes 41 82%
No 19 18%

Table 2.5 states that 82% of the respondents 
are satisfied with the employee’ attention towards 
customers and remaining 18% are not satisfied.
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INDEPENDENT SAMPLE T-TEST

Null Hypothesis: There is no significant difference between gender and customer service- call centre. 

Alternate Hypothesis:There is a significant difference between gender and customer service- call centre. 
Table 3: T–Test for Significant difference between gender and service quality dimension of the respondent

CUSTOMER 
SATISFACTION 

ON CALL 
CENTRE

GENDER MEAN SD ‘t’ value ‘p’ 
value

Ability to get 
access quickly

Male 2.16 0.850 3.915 0.000

Female 3.04 0.734

Attitude of the 
attendant

Male 2.08 0.759 1.072 0.289

Female 2.28 0.541
Ability to provide 

solution
Male 2.12 0.881 0.586 0.561

Female 2.24 0.522
Overall customer 

care services
Male 2.12 0.832 2.278 0.027

Female 2.60 0.645

Table 3, it is inferred that there is difference in 
variables of customer service- call centre between male 
and female. The p values for Ability to get access quickly 
and overall customer satisfaction are below 0.05, so there 
is significant difference between customer satisfaction 
(Ability to get access quickly, overall customer 
satisfaction) in male and female. So the null hypothesis is 
rejected and alternative hypothesis is accepted.

FINDINGS OF THE STUDY:

 ●  In the study female respondents are more 
compared to male with 54%

 ●  The majority of the respondents are from 
age group below 25 with 42%

 ●  The customers of Axis bank are well 
qualified with 64%

 ●  Majority income level of the respondents is 
from 15000-25000 with 40%

 ●  Salary account is the major account 
maintained by respondents. 

 ●  Foremost reason for using Axis bank is net 
banking.

 ●  Inter account transfer is made higher level 
through Axis banks.

 ●  It was great that 56% of respondents are 
satisfied with the services of Axis bank.

 ●  Majority respondents are also satisfied with 
the employee’ attention towards them.

 ●  It was clearly stated that services rendered 
by Axis bank are satisfied by their 
customers. This has been derived from 
their responses. 

SUGGESTIONS:

 ●  Suggestion for the management is to make 
brand advertisements regarding their 
products and services. 

 ●  To give more attention to customer’s 
problems. 

 ●  The organisation should retain the existing 
performance and increase if possible. 

 ●  Bank can customize market offerings, 
services, program, messages, and media. 

 ●  The Employees of the bank should interact 
with the individual customers and improve 
their knowledge about their preferences 
and non-preferences. Customized offerings 
should be communicated in a personalized 
way. 



892

   

 ●  The Bank should emphasize on the lifetime 
stream of revenue and cost and not on 
the profit from a particular transaction. 
Customer profitability can be assessed 
individually by market segment or by 
channel.

LIMITATIONS AND SCOPE:

 ●  The area of study is limited toChengalpet 
District. In this study, due to time and cost 
constraints, the data for this study collected 
from single axis bank. Furthermore, the 
bank choice decisions of the customers 
may differ from other customers in the city. 

 ●  In addition, some of the respondents may 
not be honest and sincere in answering 
the questionnaire. The results of this study 
should also be interpreted with care. The 
development of a process measure for 
referent influence would add to the strength 
of the findings and is a limitation of this 
study. 

 ●  Despite these limitations, the study makes 
some contribution by providing important 
information regarding factors that affect 
service quality inChengalpet District.

CONCLUSION:

The main aim of this study is to know the effectiveness 
of services provided by Axis bank to their customer. 
The satisfaction level of the Axis bank customers 
towards their services are studied and concluded as the 
customers are satisfied effectively. This study basically 

indented to find out the factors that affect service. It 
also gives an insight of customer loyalty and customer 
satisfaction affects on service quality in general. In 
terms of customer loyalty, it is found that customer 
loyalty does have a relationship with service quality 
and it did affect consumer satisfaction in services. The 
more involvement of services is important for service 
quality. Recognizing that high satisfaction leads to 
high customer loyalty the Axis Bank Limited today is 
aiming for Total Customer Satisfaction (TCS). For the 
Axis Bank Limited the customer satisfaction is both 
a goal and a marketing tool. Bank is also becoming 
skilled in Customer Relationship Management (CRM) 
which focuses on meeting the customers’ needs and 
making them satisfied.
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Abstract:

The house building was very easy in the primitive 
days Butnow a daysdue to fattest development of 
technologies not only a essential one but also requires 
shelter to be more than protection against anti-human 
elements. The housing has become the necessity 
and essential in the society to upkeep of dignity and 
prestige.. The home paves the physical framework 
in which human, social cultural resources of the 
individuals are released, enriched and integrated .The 
individual housing provide the comport of living with 
all kind of protections   .Family living influences the 
values, goals of the individual. In every developing 
country, there exists wide gap between demand for 
and supply of adequate houses. The reasons are many 
and varied which can be attributed to the increase in 
population, industrialization, escalation in the price 
of the construction materials, non-availability of 
land, refugee arrival and the real estate policy of the 
Government. Each and every individual’s dream is to 
occupy aown house. To fulfill this dream, the customers 
are approaching banks and financial institutions to 
obtain housing loan. 

Key Words: Shelter, Housing Loan, Family Influence, 
Financial Instructions, Sub urban areas, and Customer 
service

INTRODUCTION

House has become human need and is judicious 
investment which attracts by ways rent to the owner of 
the house. It has the rising value of money and prestige 
in every body’s life. The nuclear family system made 
the housing is compulsory for everyone in the present 
days.The middle income group’s dream for housing 
fulfills through the commercial bank and housing 
financial institutions. This is more so in the general level 

of income is relatively low. It is, therefore, imperative 
that a specialized housing finance system – albeit as an 
integral part of the national finance system – be created 
for this region for the development of new housing 
stock as well as for the renovation, up gradation and 
expansion of the existing housing stock in the rural, 
semi – urban and urban areas. The emergence of a 
number of HFIs in organized and unorganized sectors 
has brightened the economic scenario. The potential 
for the HFIs is vast. The success of HFIs depends on 
how effectively they can tap resources. Fortunately, 
during the last couple of years, lot of emphasis has 
been placed on creating an integrated national housing 
finance system. With the creation of National Housing 
Bank, an apex housing finance institution, housing 
finance has received added impetus. 

REVIEW OF LITERATURE

J.D. Power (2008) [1] reveals in his report that 
measuring the satisfaction of the home loan providers. 
He observed through his study the home loan lenders 
are not acting upto the satisfaction of the home loan 
customers. 1 processing the loan quickly and to meet 
the need of the home loan..2 Calculating and arriving 
pre approval charges3 Avoiding the certain expenses 
while applying for loan 4Providing the flexible and 
judicial method of settling the home loan..

Paul Jackson (2008)[2] found that the satisfactions 
of the customer is foremost important in availing the 
loan. The interest and settling methods must be very 
clear and certain there must not be subsequent changes 
in the rate of interest or on the settlement process of 
the loan which is considered to be important one.      

Bandyopadhyay and Shah (2009) [3] reveal 
that in his study more 13500 housing accounts have 
entertained and inspecting between 2003-2008 

 A STUDY ONCUSTOMER SATISFACTION ON THE QUALITY OF HOME 

LOAN SERVICES OF COMMERCIAL BANKS AND HOUSING FINANCIAL 

INSTITUTIONSIN SUB URBAN CHENNAI CITY

Dr.K.Selvasundaram, 
Associate Professor and Head, Department of Commerce (CS&AF), Faculty of Science and 

Humanities, SRM Institute of Science and Technology, Kattankulathur
yazhiniselva300110@gmail.com



894

   

that in india the housing loan ratio has increased in 
surprising ratio. The credibility of customer demand 
for housing loan nuclear family system, investment 
model and income tax purposes the housing loan ratio 
has become increasing in trend and more numbers of 
customer going buying a new house as deem to be the 
better investment

Boyd W. et al. (2011) [4] reveal in a report that 
the major implications paved that rate of  interest, 
repayment options, closure and enclosure charges 
are playing the greater role in the housing loan. The 
banks provide housing loans based on the income level 
with lessor interest and with regard to payment and 
settlement process in a easy way. Providing of better 
services and ample of concessions and flexible interest 
rate depending of the economic development in the 
contury.

Machauer A. and Morgner S. (2012) [5]foundthat 
the expected benefits and satisfaction are playing major 
role  for addressing the housing towards building or 
buying of the new house. The gradual settlement of 
house loan by customers will certainly raise standard 
of financial equity and steady growth of the financial 
progress Using cluster analysis, segments were formed 
based on combinations of customer rating for different 
attitudinal dimensions and benefits of bank services.

Devlin (2013) [6]reveals that the different 
demographic factors are influencing for obtaining 
the housing loan such age, gender, income level, 
family type, family size,  multiple employment in the 
family The selection of the home loan institution is 
professionally done as to take a decision in order to 
avail the loan without any practical difficulties.. 

JasmindeepKaurBrar and J.S. Pasricha (2014) 
[7] found shelter is considered to be basic one in the 
modern world. Every individual goes for getting their 
own house as it becomes necessity  which is considered 
to be the affluent investment pattern also.      

OBJECTIVES OF THE STUDY

The study has been carried out with the fol-
lowing objectives:

1.To sketch the demographic profile of bor-
rowers and their experiences at the time of 

availing home loan. 

2.To find out the customers preference for 
home loan

3.To analyze the factors influencing the cus-
tomer for home loan

4. To  Identifythe age And the Preference for 
availing home loan From commercial banks 
and  housing financial institutions

RESEARCH METHOLODLOGY

The relevant data were collected by the researcher from 
the home loan customers of select commercial banks 
and financial institutions. The two Home Loan service 
providing companies viz., - LIC Housing Finance and 
HDFC Housing Finance Company Limited and two 
commercial banks of SBI and ICICI were selected on 
the basis of market share in Indian Home Loan market 
in India. The area of the study has been restricted to 
sub-urban areas of Chennai city. The target group of 
the research is the customers of Housing Loan. This 
is a descriptive study and the data collected through 
structured questionnaire.

DATA ANALYSIS AND INTERPRETATION

The customers’ perception on the quality of services 
offered by the commercial banks and housing financial 
institutions are assessed through 20 variables covering 
different dimensions of service quality. The variables 
considered for the data collections are: 

These variables reflect the service quality 
dimensions of Tangibility, Reliability, Responsiveness, 
Assurance and Empathy. The perception of customers 
on these variables is examined in a five point scale 
ranging from highly dissatisfied to highly satisfied. 
The data collected are subjected to Score analysis, 
Confirmatory Factor Analysis, ANOVA and t test. The 
analysis and discussion on the customer satisfaction on 
the quality of home loan services of commercial banks 
and housing financial institutions are highlighted in 
this chapter under the following headings:

1.Customers perception on quality of home loan 
services-Score Analysis
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2.Satisfaction-Dissatisfaction gap in customer perception on the quality of home loan services-Gap Analysis

3.Influence of service quality dimensions towards the customer satisfaction of preferring the home loan 
services by the commercial banks and housing financial institutions-Structural Equitation Model.

1 SERVICE QUALITY OF HOME LOAN PROVIDERS 

A. TANGIBLITY ASPECT OF SERVICES
The table 1 shows that home loan borrowers opinion towards the tangibility aspect of services offered by both 
Commercial Banks and Housing Financial Institutions. 

Table showing perception of customers on Tangibility aspect of Services 

Statements HD D N S HS Total

Banks/Financial institution has state of the art technology
22

5.5%
30

7.5%
22

5.5%
193

48.3%
133

33.3%
400

Physical features of Banks/Financial institutions are 
visually appearing

20
5%

40
10%

24
6%

196
49%

120
30%

400

Banks/Financial Institutions employees who have very 
neat, professional appearance

24
6%

16
4%

20
5%

220
55%

120
30%

400

Communication materials in Banks/Financial institutions 
are visually appealing easy to read influence and useful

24
6%

40
10%

20
5%

196
49%

120
30%

400

Source: Primary data

Table .1 reveals that 33.33 % of the respondents 
were highly satisfied and 48.3% of the respondents were 
satisfied with the state of art technology of commercial 
banks and housing financial institutions.7.5% and 5.5 % 
of the respondents were dissatisfied and highly dissatisfied 
respectively towards the state of art technology of 
commercial banks and housing financial institutions and 
regarding physical features of commercial banks/ housing 
financial institutions are visually appearing 30% and 
49% of the respondent were highly satisfied and satisfied 
respectively towards the physical features available in the 
commercial banks and housing financial instutions.10% 
and 5% of the respondents dissatisfied and highly 
dissatisfied towards the physical features available in the 
commercial banks and housing financial institutions

It could be seen that 55% of the respondents 
were satisfied about the professional appearance of 

the employees of commercial banks and housing 
financial institutions and only 30 % of the respondents 
were highly satisfied about the appearance of the 
employees of commercial banks and housing financial 
institutions; The table further shows that 49 % of 
respondents were satisfied about communication 
materials in commercial banks and housing financial 
institutions, which are visually appealing, easy to read, 
influence and useful and only 30% of respondents were 
highly satisfied about the communication materials in 
commercial banks and housing financial institutions.
2 RELIABILITY ASPECT OF SERVICES 

The .2 table depicts that home loan borrow-
ers’ opinion on the reliability services offered 
by Commercial Banks and Housing Financial 
Institutions.

Table 2 showing services on Reliability Dimension

Statements HD D N S HS Total

Banks/financial institutions are sympathetic and 
sincere to solve the problem

24

6%

36

9%

20

5%

196

49%

124

31%
400

Providing services at promised time
24

6%

48

12%

16

4%

216

54%

96

24%
400
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Promise to do something on time
48

12%

72

18%

64

16%

104

26%

112

28%
400

Keeping records correctly
60

15%

60

15%

60

15%

120

30%

100

25%
400

Performing the service right at first time itself
48

12%

64

16%

64

16%

128

32%

96

24%
400

 Source: Primary data

It could be seen from table 6.1.2 that 49% 
and 31% of the respondents were satisfied 
and highly satisfied respectively about the 
sympathetic and sincere efforts taken by 
the commercial banks and housing financial 
institutions to solve the problems related 
to home loan ; 54% of the respondents 
were satisfied about services offered by the 
commercial banks and housing financial 
institutions at promised time and 12% of the 
respondents were dissatisfied with the timely 
service providers.

Further, the table also reports 28% of the respon-
dents were highly satisfied about the promises 
given by the commercial banks and housing fi-
nancial institutions to do something on time. But 
12% of the respondents were highly dissatisfied 

with the services at promised time by commercial 
banks and housing financial institutions and 30% 
of respondents were satisfied about the records 
maintenance by the commercial banks and hous-
ing financial institution, 25% of respondents were 
highly satisfied about the records maintenance by 
the commercial banks and housing financial insti-
tution, 30% of respondents were dissatisfied with 
the services about the records maintenance by the 
commercial banks and housing financial insti-
tution, and 15% of respondents were neutral 
about the maintenance of records.

3.RESPONSIVENESS ASPECT OF 
SERVICES 

The table 3 states that home loan borrowers’ opinion 
on the responsiveness aspect of services offered 
by both Commercial Banks and Housing Financial 
Institutions.

Table .3 showing services on Responsiveness Dimension

Statements HD D N S HS Total

Being polite and kind especially when em-
ployees are busy

32

8%

80

20%

48

12%

144

36%

96

24%
400

Keeping customers informed about when 
services will be performed

24

6%

88

22%

56

14%

144

36%

88

22%
400

Willingness to provide advice and sugges-
tion to guide customers

16

4%

40

10%

64

16%

128

32%

152

38%
400

Easy to meet and discuss with the manager 
and staff

60

15%

84

21%

64

16%

120

30%

72

18%
400



897

 

Prompt services to customers respond 
quickly and efficiently

40

10%

56

14%

40

10%

136

34%

128

32%
400

Source: Primary data
It was found that 36% and 24% of the respondents 

reported that they were satisfied and highly satisfied 
respectively about the attitude of employees being 
polite and kind especially when they are busy; 58% 
of the respondents reported that they were satisfied 
and 28% of respondents were dissatisfied with the 
information given by commercial banks and housing 
financial institutions when services were performed. 

Further, the table also reveals that 14% of the 
respondents were dissatisfied; 70% of the respondents 
were satisfied about the advice and suggestions 
given by the commercial banks and housing financial 
institutions to guide their customers and 48% of the 
respondents reported that they were able to meet and 
discuss with the mangers and staff of commercial 
banks and housing financial institutions; 36% of the 
respondents were not able to meet and discuss with the 

mangers and staff of commercial banks and housing 
financial institutions.

It was reported that 66% of the respondents were 
satisfied about the prompt and efficient home loan 
services offered by commercial banks and housing 
financial institutions to their customers. Only 10 % of 
the respondents were dissatisfied about the prompt and 
efficient home loan services offered by commercial 
banks and housing financial institutions to their 
customers.

4 ASSURANCE ASPECT OF SERVICES

The table 6.1.4 reveals the home loan bor-
rowers’ opinion on the assurance aspect of 
services offered by both Commercial Banks 
and Housing Financial Institutions.

Table .4 showing Customer Perception on the Assurance Dimension of Services

Statements HD D N S HS Total

Employees create confidence to customers
48

12%

88

22%

48

12%

128

32%

88

22%
400

Employees possess the required knowledge to 
answer clearly the quires of the customer

32

8%

92

23%

36

9%

144

36%

96

24%
400

Provide appropriate, accurate clear communica-
tion and information to customers of their opera-
tion and charges

24

6%
52

13%

24

6%

192

48%

108

27%
400

Employees are interested in helping customers, 
friendly and respectful

72

18%

56

14%

32

8%

164

41%

76

19%
400

Employees are consistent and polite
32

8%

44

11%

24

6%

188

47%

112

28%
400

Source: Primary data

Table 6.1.4 reveals that 32 % and 22% of the 
respondents were satisfied and highly satisfied 
respectively about the confidence created by the 
employees of commercial banks and housing 
financial institutions to their customers. But 12% 
of the respondents were highly dissatisfied about 

the same; 60% of the respondents accepted that the 
employees of commercial banks and housing financial 
institutions possess the required knowledge to answer 
clearly the queries of the customers, and 8% of the 
respondents were highly dissatisfied; 48% and 27% 
of the respondents were satisfied and highly satisfied 
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respectively about employees providing appropriate 
accurate and clear communication to customers of 
their operation and charges: 6% of the respondents 
were highly dissatisfied about providing appropriate 
accurate and clear communication to customers of 
their operation and charges.

The results also show that 60% of the respondents 
of commercial banks and housing financial institutions 
were satisfied with the employees’ attitudes towards 
helping the customers, friendly and respectful, but 

18% of the respondents were highly dissatisfied; 75% 
of the respondents were satisfied with the consistent 
and polite attitude of the employees of commercial 
banks and housing financial institutions but 8% of the 
respondents were dissatisfied about the same.

5.EMPATHY ASPECT OF SERVICES 

The table 5 shows that home loan borrowers’ opinion 
on the empathy aspect of services offered by both 
Commercial Banks and Housing Financial Institutions.

Table .5 Table showing customer perception on Empathy Aspect of Services

Statements HD D N S HS Total

Employees devote enough time to their cus-
tomers

28

7%

44

11%

20

5%

188

47%

120

30%
400

Sincerely concerned about their problems 
and willing to help customers

20

5%

100

25%

56

14%

132

33%

92

23%
400

Providing service even in holidays to solve 
customer’s problem

32

8%

40

10%

20

5%

196

49%

112

28%
400

Giving individual attention to customers’ 
need and requirements

28

7%

80

20%

36

9%

160

40%

96

24%
400

Employees recognize the value of regular 
customers

32

8%

24

6%

20

5%

204

51%

120

30%
400

Provision for better complaint procedures
28

7%

60

15%

44

11%

164

41%

104

26%
400

 Source: Primary data
Table .5 reports that 77% of the respondents 

were satisfied and 7% of the respondents were highly 
dissatisfied about the employees of commercial banks 
and housing financial institutions for devoting enough 
time to their customers; 55% of the respondents were 
satisfied and 25% of them were dissatisfied with 
the attitude of employees of commercial banks and 
housing financial institutions about the problems of 
the customers; 77% of the respondents were satisfied 
and 10% of them were dissatisfied with the services 
provided by employees of commercial banks and 
housing financial institutions to their customers even 
during holidays; 64% of the respondents were satisfied 
and 9% of the respondents were highly dissatisfied 
about the individual attention given to their customers’ 
need and requirements by the employees of commercial 
banks and housing financial institutions;81% of the 

respondents were satisfied and 6% of the respondents 
were dissatisfied about the employees’ attitudes in 
recognizing the regular customers and treating them 
as valued customers; 67% of the respondents were 
satisfied and 7% of the respondents were highly 
dissatisfied about the complaint redressal mechanism 
followed by commercial banks and housing financial 
institutions. 

In order to examine differences between 
commercial banks and housing financial institutions 
ANOVA test was carried out with the following Null 
Hypothesis.

Ho: There is no significant difference between 
the Commercial Banks and Housing Financial 
Institutions with respect to service quality 
dimensions.
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Table .6 shows the results of ANOVA test on service quality dimensions of Commercial Banks and Housing 
Financial Institutions.

Table .6 ANOVA test showing the differences between the Commercial Banks and Housing Financial 
Institutions with respect to Service Quality Dimensions

Service Quality Dimensions HFI N Mean F value P value

Overall Tangibility

SBI 100 3.70b

33.957 0.000**
ICICI 100 4.32c

LI-
CHFL 100 4.18c

HDFC 100 3.52a

Overall Reliability

SBI 100 3.61a

6.648 0.000**
ICICI 100 3.82bc

LI-
CHFL 100 3.97c

HDFC 100 3.66ab

Overall Responsiveness

SBI 100 3.65a

7.462 0.000**
ICICI 100 3.92b

LI-
CHFL 100 3.95b

HDFC 100 3.64a

Overall Assurance

SBI 100 3.40a

12.327 0.000**
ICICI 100 3.77b

LI-
CHFL 100 3.61b

HDFC 100 3.28a

Overall Empathy

SBI 100 3.44a

33.131 0.000**
ICICI 100 4.07b

LI-
CHFL 100 3.97b

HDFC 100 3.27a

Source: Primary data
**denotes significant at 1% level

Different alphabet between the commercial banks 
and housing financial institutions denotes significance 
at 5% level using Duncan Multiple Range Test.

The above table shows the results of ANOVA 
test to find out differences between the commercial 
banks and housing financial institutions with respect 
to service quality dimensions. The p values of all the 
statements are less than 0.01. The null hypothesis 
is rejected at 1% level of significance. Hence, it 
is concluded that there is a significant difference 

between the commercial banks and housing financial 
institutions with respect to service quality dimensions. 

LIMITATIONS OF THE STUDY

This study is not free from some limitations 
which have been discussed as follows:

1.The sample size of 400 customers and two 
financial institution and two commercial banks 
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might prove a limitation because of difficulty in 
generalization of results.

2.To collect the data from various bank customers, 
it was quite difficult due to non-cooperation from banks 
and customers. This proved to be major limitation of 
the study.

3.Since the preference of customers are subject 
to change due to changing scenario, the study of 
preferences at one situation may not be relevant for 
another situation and time. Studies based on attitude 
always suffer with such limitations to genaralise the 
results.

4.There was limitation of time to conduct such 
a big survey in limited available time. Ignorance 
and reluctant attitude of customers were also major 
limitations in this study. 

CONCLUSION:

The study concludes that the rapid economic 
development, industry growth, information technology 
booming, communication medium and education 
played a vital role buying and having a house in every 
individual become essential. Availability of housing 
loan institutions and approach of the loan provider 
made very drastic change in the mind of the common 
man even who does want invest is encouraged. As 
the old pro-verb says that even a “rat to have its 
own shelter” like wise the desire to have housing 
increased. While, quality service is essential in today’s 
competitive market, present research has maped out 
the customer preferences and satisfaction of home 

loan service quality of commercial banks and housing 
financial institutions in sub-urban areas of Chennai
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Abstract

Green finance and sustainable finance are broad 
terms and cover different financial products which 
fund and support investment in projects which have 
environmental benefits and typically promote a low 
carbon economy. Green bonds are the most well 
known product, but other types of financing such as 
green loans and green securitisations are developing.

INTRODUCTION

Green finance in developing countries: 
Needs,Concerns & innovation.

Green finance is a strategy for financial sector 
and broader sustainable development that is relevant 
around the world. But the context differs considerably 
for different countries. Developing countries, notably 
those with underdeveloped financial systems, face 
particular challenges in financing national development 
priorities.

Broadly, concern and action to align financing to 
sustainable development is concentrated in three areas:

Preventing the financing of illicit practices or 
profiting from weak enforcement.

Unlocking opportunities for green investment.

Exploring solutions to dilemmas and trade-offs.

The paper reports out on the build out of developing 
country work following the global report, “The Financial 
System We Need“ launched at the IMF Annual Meetings 
in Lima in October 2015. In particular, the paper sets out 
some of the needs and concerns particular to developing 
countries, as well as innovations that have emerged to 
address some of these specific aspects. 

The paper highlights the importance developing 
country actors place on embedding green into a 
broader sustainable finance lens, the significance of 
international developments in greening the financial 
system given their dependence on foreign direct 
investment, and the evidence of and potential for 
leapfrogging in aligning their financial systems to 
sustainable development, for example through the 
deployment of fintech.

SUSTAINABLE DEVELOPMENT SERVICES

It is a comprehensive independent service to our 
clients in the pursuit of sustainable development to 
help them make the most of opportunities afforded 
through green finance. We provide both advisory and 
implementation services and can execute transactions 
on their behalf. Climate Mundial is authorised and 
regulated by the Financial Conduct Authority of the 
United Kingdom.

Advisory

We provide advice to clients on strategy 
development to assist with positioning their business 
for climate finance. We are highly selective and are 
always delighted to work with businesses whose 
very objectives are to deliver financially sound and 
successful developments that make a strong social, 
environmental and economic contribution to the 
communities in which they operate. 

We also support project development by 
structuring bespoke finance solutions to increase 
revenue generation potential, optimise capital 
structure and provide an appropriate level of attention 
to managing risk.

GREEN FINANCE IN SUSTAINABLE DEVELOPMENT

Roshni Reji Daniel ( 1 B.COM  -PA)
Gayathri Arun ( 1 B.COM –PA)

SRM Institute of Science and Technology
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Implementation and Execution

We support clients with implementation of 
strategies and project developments through active 
identification and negotiation with providers of 
climate finance solutions. We are also able to execute 
transactions on behalf of clients.

Financing for Sustainable Development Report 
2019

The 2019 Financing for Sustainable Development 
Report (FSDR) of the Inter-agency Task Force on 
Financing for Development warns that mobilizing 
sufficient financing remains a major challenge in 
implementing the 2030 Agenda for Sustainable 
Development. Despite signs of progress, investments 
that are critical to achieving the Sustainable 
Development Goals (SDGs) remain underfunded and 
parts of the multilateral system are under strain.

The FSDR recommends that the international 
community should use this opportunity to reshape 
both national and international financial systems in 
line with sustainable development. If we fail to do so, 
we will fail to deliver the 2030 Agenda.

Who decides on what is sustainable?

One of the biggest issues of the industry is the 
definition of terms like sustainable, responsible etc. 
There are many labels and organisations trying to 
classify firms and respective financial products but 
not one internationally accepted metric. This has 
lead to ‘greenwashing’ of products as a marketing 
strategy. The EU has therefore set a strategy out a 
plan in its 2018 Action Plan on financing sustainable 
growth and has released a Taxonomy aiming to define 
a sustainable economic activity. Further, it wants to 
classify how much of a financial product goes into 
financing these and seeks to establish an EU Green 
Bond standard label which would require 100% of 
funds to go into above-mentioned activities. It is part 
of the Commission’s 2018 Action Plan on financing 
sustainable growth which intends to tackle climate 
change with the help of the financial sector.

Investment for Sustainable Development

Advisory services and capacity building

Annual forum

Investment Research and Resources

Investment law and policy reforms

THE SUSTAINABLE FINANCE MAP OF 
GENEVA

Roadmap for Financing the 2030 Agenda for 
Sustainable Development

The United Nations (UN) has a long history 
of supporting Member States on financing for 
development, including through intergovernmental 
processes, technical and programmatic expertise, 
partnership-building, thought leadership and 
knowledge sharing. In order to enhance the UN’s 
critical role in supporting and accelerating finance 
for sustainable development, the Secretary-General 
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released his Strategy for Financing the 2030 Agenda 
for Sustainable Development in September 2018. 

In his Financing Strategy, the Secretary-General 
commits to providing a three-year Roadmap of actions 
and initiatives to mobilize investment and support for 
financing the 2030 Agenda. Based on consultations 
across the UN system and with other stakeholders, 
the Secretary-General’s Roadmap for Financing the 
2030 Agenda for Sustainable Development has been 
developed with the following three parts:

Part I: Specific actions and ‘key asks’ championed 
by the Secretary-General, where his leadership can 
galvanise the required change.

Part II: Priority areas highlighted by the Secretary-
General to enhance the work of the UN system to 
accelerate financing for sustainable development.

Part III: Detailed mapping of activities by the UN 
system itself, offering for the first time, a comprehensive 
overview of the UN’s approach and value addition in 
financing for sustainable development. The mapping 
of UN activities is not intended to be exhaustive and 
will remain a living document, evolving with the UN’s 
support to Member States in this area.

The Secretary-General’s Financing Strategy and 
Roadmap complement the AAAA by prioritising 
areas of action by the Secretary-General and guiding 
the UN’s contribution to support implementation of 
the 2030 Agenda. The Roadmap has been prepared 
in close consultation with the UN system and has 
benefitted from substantive comments, notably from 
the International Monetary Fund (IMF) and the World 
Bank Group.

Green Finance Instruments

Green financial instruments are designed to either 
increase an eligible project’s revenue generation 
potential, or enhance its capital structure by providing 
access to efficient sources of debt and equity.

Increasing Revenues

Suitable project ideas can be developed to qualify 
for carbon finance, which allow the creation of tradable 
emissions certificates issued by the United Nations. 
We firmly believe in the oversight provided by the 
United Nations Framework Convention on Climate 
Change and, while robust alternative approaches to 
certifying mitigation outcomes exist, we believe in 

a future where emission reduction and measurement 
standards are established via a multilateral process 
such as the UNFCCC.

 We also believe such markets offer the best long-
term value to our clients. In specific situations and 
countries, it may also be possible to increase revenues 
through targeted tariff support programs available. 
These opportunities can sometimes be implemented 
together with a carbon finance solution.

Enhancements to Capital Structure

Climate finance makes available instruments to 
assist with project financing, such as development 
grants, loans or debt facilities, interest rate subsidies 
or concessional equity. Different opportunities exist 
depending on the project type, scale and location, as 
well as the co-benefits, often referred to as sustainable 
development benefits, deliverable.

Risk-Sharing Instruments

There are instances where specific risks might 
otherwise present a barrier to the viability of a project 
or investment. In such cases, where sustainable 
development and environmental co-benefits are 
significant, the project may qualify for risk-sharing 
instruments, including insurance, guarantees and price 
floor support structures.For an overview of green 
and sustainable finance, please see our publication 
Greening the Financial System. This is a collection of 
articles looking at different green financing initiatives 
including green loans and green securitisation. Please 
see also our Thought Leadership page on climate 
change, green finance and renewables.

Annual Meeting held in 2018

On October 9th, 2018 Puskas BAZNAS attended 
Green Finance for Sustainable Development Seminar 
in Bali. This event is a parallel event to the IMF-WBG 
Annual Meeting 2018. Green finance including green 
sukuk and bonds is an initiative to support projects in 
order to decrease the impact of climate change. As a 
nation with archipelago, Indonesia is vulnerable to 
climate change impact, for instance a degree increase 
in temperature could rise vector borne-disease, decline 
in agricultural productivity up to 60% and greater 
vulnerable to disaster.

In addition, through Paris Agreement, Indonesia has 
pledges to reduce greenhouse gasses emission by 29% 
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and up to 41% with international support. Indonesia 
required a huge financial support to achieve the targets, 
therefore, Indonesia initiate to issue a sovereign green 
sukuk and bonds. The issuance of green sukuk/bond is 
guided by the Green Bond and Green Sukuk Framework, 
reviewed by CICERO (Center for International Climate 
Research) and awarded medium green shade. There 
are 9 eligible green sectors to receive proceeds of 
green sukuk/bond which are: (1) renewable energy; (2) 
sustainable management of natural resources; (3) energy 
efficiency; (4) green tourism; (5) resilience to climate 
change for highly vulnerable area and sectors/disaster 
risk reduction; (6) green buildings; (7) sustainable 
transport; (8) sustainable agriculture; and (9) waste 
to energy and waste management.In March 2018, 
Indonesia issued the world’s first sovereign green sukuk. 
This issuance amounted to $1.25 billion which 51% is 
refinancing of 2016 project and 49% is new financing 
of 2018 project. In addition, according to Mr.Thomas 
Beloe, Head of Governance, Climate Change Finance 
and Development Effectiveness, UNDP, other than 
green sukuk and bonds, we also can use the other funds 
to support sustainable development for example using 
zakat funds which is one of collaboration between the 
National Board of Zakat of the Republic of Indonesia 
(BAZNAS) and UNDP in building micro hydro power 
plant for underprivileged people in Jambi.

CONCLUTION

Green Finance it promotes and supports the flow 
of financial instruments and related services towards 

the development and implementation of sustainable 
business models, investments, trade, economic, 
environmental and social projects and policies. 
As the financial sector plays a key role through 
its intermediary functions and risk management 
in advancing sustainable economic development 
while directing investment to the real economy, the 
intertwinement of these two is crucial.

Moreover, based on the lessons learned from the 
global financial crisis in 2006-2009, the availing of 
the global warming and the need for more sustainable 
business practices, Green Finance Initiatives have also 
been addressing the 2030 Sustainable Development 
Goals (SDG’s) Agenda by emphasizing the shift of 
focus from shareholders’ value creation (economic) 
to the generation of stakeholders’ value (economic, 
environmental and social).

Green Finance represents the future of the financial 
sector through innovative financial mechanisms and 
by supporting the investments in projects with positive 
and sustainable externalities.
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Abstract

In Today’s era, data has become the new ore in 
data economy. However, just storing and retrieving 
is not enough to sustain in current competitive 
markets. What’s needed is that the ability to form 
sense of these oceans of knowledge and to use those 
insights to the marketing approach of corporations 
in their markets. These insights may be the wave of 
knowledge in decision making that fit the dynamical 
market conditions and arising new competitors. 
Strategic leverage of knowledge is one among the few 
remaining sources of property competitive advantage. 
New merchandise is traced quicker than ever before. A 
novel mix of applied educational analysis, combined 
with insights from industrial best practices makes 
the analytics an ideal companion for teachers and 
practitioners alike. Teachers will keep in reality 
with the newest developments during this field and 
analytics professionals will examine the newest trends 
and innovative educational analysis in this discipline. 
The marketing and selling Analytics can feature 
applied analysis topics like targeting, segmentation, 
big data, client loyalty and lifecycle management, 
cross-selling, CRM, knowledge quality management, 
multi-channel promoting, and promoting strategy. 
This article aims to mix the rigor of fastidiously 
controlled research strategies with relevance to 
marketing studies. Marketing organizations have 
access to a great deal of various analytic capabilities in 
support of varied promoting goals. Assessing current 
analytic capabilities could be a smart step towards 
analyzing return on marketing investments. After all, 
it’s necessary to grasp wherever the organization stand 
on the analytic spectrum, thus it’s easy to determine 
the gaps and easy for developing a method for filling 

them in. For example, a promoting organization could 
already be aggregation information from on-line and 
POS transactions, however what regarding all the 
unstructured data from social media sources or call-
center logs? Such sources are a gold mine of data, and 
therefore the technology for changing unstructured 
information into actual insights that marketers will 
use exists nowadays. As such, a organization could 
prefer to arrange and take into account adding analytic 
capabilities that may fill that individual gap. 

Keywords: Marketing Analytics, Big data, Marketing 
Organizations, Decision Making, Insights

INTRODUCTION

The Marketing Analytics fosters new insights into the 
ways in which corporations approach their markets, 
adapt to ever-changing market conditions and arise 
of new competitors. Marketing analytics powers this 
wave of information driven decision-making and 
strategic leverage of information remains a strong 
supply of property competitive advantage. Data has 
become the new permanent magnet of the information 
economy. In today’s speedily evolving market, storing 
and retrieving of information aren’t enough. Marketers 
should quickly add up of oceans of information, and 
produce new insight into action quicker than ever. This 
journal helps marketers analyze their markets, suits 
ever-changing conditions and answer new competitors. 
The contents cut a large swath across the discipline 
of Marketing analytics. Articles explore such topics 
as segmentation of the older market; constructing 
complete worth proposition statements; client 
retention in B2C electronic commerce; optimizing 
time-limited worth promotions; and additional. The 
journal describes subtle analytic approaches together 
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with fuzzy-set qualitative comparative analysis and 
merchandise reviews and also the use of construction 
modeling to boost neighborhood targeting. The 
need to be property is influencing the expansion of 
selling differentiated and distinctive merchandise 
that concentrate on the global market. This paper 
contributes to the marketing literature by illustrating 
that the employment of analytic visualizations will 
facilitate in selling these merchandise. 

Market Research Process

Marketing research gives the statistics for 
choice makers at every step of the marketing 
selection manner. It is the purpose of 
advertising studies to offer relevant, accurate, 
dependable, legitimate, and contemporary 
records to control with a view to facilitate 
managerial decisions. The traits of the 
records provided by means of advertising and 
marketing studies are as given beneath: 

•	 Relevant- It is applicable to cope 
with the hassle or problem being 
investigated. It is beneficial being 
contextual. 

•	 Accurate- It is correct, accurate, 
and particular to provide proper 
information of the choice state of 
affairs 

•	 Reliable – Reliable, because it 
originates from in a position, honest 
resources and may be used with self 
belief in making decisions. 

•	 Valid – It is useful as it’s far based on 
proper records and proper technique 
of investigation and interpretation. It 
is applicable to the problem handy. It 
may be proven by means of evaluating 
it with other similar researches or by 
using taking the view of experts. 

•	 Timely – It is modern and timely. It 
is an up-to-date for selection maker to 
use it without hesitation. 

Marketing Research and Decision Making 
Process Marketing research may be utilized 

in each stage of the decision making process. 
We will now see how the decision making is 
supported with the aid of advertising research. 
Identifying the existence of problems or 
possibilities Decision making starts off 
evolved with a problem or an opportunity. 
A trouble is a gap – the distinction between 
general and real; a distinction among an 
expectation and the real. For example, a 
company expects to promote one thousand 
gadgets of a product. However, it may sell most 
effective ninety units. If Government takes a 
choice to distribute free laptops to students, 
it’s far an opportunity to lap faucet makers, 
to promote laptops to the government. Every 
employer has to increase techniques to clear 
up troubles and snatch opportunities. Before 
any strategy can be advanced, a company 
needs to decide wherein it wants to cross and 
the way it’s going to get there. Marketing 
research can help managers plan techniques by 
determining the nature of situations with the 
aid of figuring out the existence of problems 
or opportunities gift inside the organization. 
Diagnosis and Assessment After a hassle 
or a potential possibility is diagnosed, the 
choice maker desires records that clarifies the 
situation. Situation evaluation is necessary to 
establish more techniques. The major steps 
to be followed in marketing research are as 
follows,

Establish need for information 

Check out what the market is like – (SWOT 
analysis – proactive research)

Check out if a strategy makes sense – (Dry run/
concept testing)

Study the changes from the past – (Tracking 
study) 

Establish Information Needs

Use Secondary Data – inside/outside company

Observational Research - Primary

Return on investment

Survey research - Primary
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Developing Data Collection Procedure

Attitudes: how do people think/feel about the 
products

Behaviour: how people behave in the market

Demographics: Company, people, industry

Sample Design (for survey research)

Populations – all the people who have the slightest 
chance of buying a product

Sample – a set of people from the population that 
we get information from

Decision maker/Influencer – Purchaser/user

The more people = more expensive = more time 
= better results

Analysing Data

Using operational research techniques (Cross 
tabulations, Multivariate analysis)

Findings which are sensitive to audiences level of 
knowledge

Action/ Decision Making

Design changes in marketing mix and fetch more 
data to make better decisions

Inferential analysis are further used to draw 
conclusions about: population, previous 
samples and future samples. Based on current 
sample differences/Differential analysis is 
used to determine if differences exist between 
groups. Associative analysis is also used 
to determine the strength and direction of 
relationships between two or more variables 
(Eg: Is x related to y). Predictive analysis 
allows forecasts of future events and estimate 
the level of Y given the amount of X. Various 
other techniques to study return on marketing 
investments and to make better decisions are,

• Descriptive analysis (Means, medians, frequency 
& standard deviation)

• Inferential and difference analysis (T-tests & 
ANOVA)

• Associative analysis (Correlation, crosstabs with 
chi-square, Factor analysis, Cluster analysis)

•Predictive analysis (Regression)

BIG DATA

Big statistics is records that exceed the processing 
capability of conventional database structures. The 
records are too large, moves too fast, or do not fit the 
structures of traditional database architectures. In other 
phrases, Big records is an all-encompassing term for 
any collection of facts sets so massive and complicated 
that it will become hard to system the use of on-
hand information control gear or traditional records 
processing packages. To gain cost from this facts, you 
have to pick out an alternative way to method it. Big 
Data is the subsequent era of facts warehousing and 
business analytics and is poised to supply pinnacle 
line revenues value successfully for companies. Big 
statistics is a popular time period used to describe 
the exponential growth and availability of facts, each 
structured and unstructured. Every day, we create 
2.Five quintillion bytes of statistics — a lot that 90% 
of the facts in the world today has been created in the 
last years alone. This records comes from anywhere: 
sensors used to accumulate climate information, posts 
to social media sites, virtual snap shots and videos, 
buy transaction statistics, and cellular telephone GPS 
signals to call a few. This record is huge statistics. Big 
(and small) Data analytics is the method of inspecting 
records—commonly of a diffusion of resources, kinds, 
volumes and / or complexities—to uncover hidden 
patterns, unknown correlations, and different useful 
facts. The motive is to find enterprise insights that 
have been no longer previously possible or had been 
missed, so that better selections may be made.

Big Data analytics uses a wide type of advanced 
analytics to offer

1. Deeper insights. Rather than searching at 
segments, classifications, areas, groups, or other precis 
levels you’ll have insights into all of the people, all the 
goods, all the components, all of the events, all of the 
transactions, etc.

2. Broader insights. The global is complicated. 
Operating a enterprise in a global, connected 
economy could be very complex given constantly 
evolving and changing conditions. As humans, we 
simplify situations so we will process occasions 
and recognize what’s happening. But our high-
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quality-laid plans frequently go astray because of the 
estimating or approximating. Big Data analytics takes 
into consideration all the facts, which include new 
information assets, to apprehend the complicated, 
evolving, and interrelated situations to provide 
greater accurate insights. Three. Frictionless moves. 
Increased reliability and accuracy so one can permit 
the deeper and broader insights to be computerized 
into systematic movements.

MARKETING ANALYTICS 

Marketing Analytics contains the procedures 
and technology that enable marketers to evaluate 
the fulfillment of their advertising and marketing 
initiatives. This is completed by way of measuring 
performance (e.g., running a blog versus social 
media versus channel communications). Marketing 
analytics uses essential enterprise metrics, together 
with ROI, advertising and marketing attribution 
and overall advertising effectiveness. In different 
phrases, it tells you how your advertising applications 
are surely acting. Marketing analytics gathers 
data from throughout all marketing channels and 
consolidates it into a commonplace advertising and 
marketing view. From this not unusual view, you can 
extract analytical effects that could offer invaluable 
assistance in driving your marketing efforts 
forward. Over the years, as corporations improved 
into new advertising and marketing categories, new 
technologies were followed to aid them. Because 
every new technology becomes commonly deployed 
in isolation, the end result turned into a hodgepodge 
of disconnected data environments. Consequently, 
marketers often make selections based on statistics 
from character channels (virtual marketing and 
internet site metrics, as an instance), not thinking 
of the whole advertising picture. Social media 
information by myself isn’t always sufficient. Web 
analytics information alone is not enough. And tools 
that look at just a image in time for a single channel 
are woefully insufficient. Marketing analytics, by 
comparison, considers all advertising and marketing 
efforts throughout all channels over a span of time 
– that is crucial for sound selection making and 
effective, efficient application execution. Three 
steps to marketing analytics success to reap the 
greatest rewards from marketing analytics, 

Use a balanced assortment of analytic techniques.

Assess your analytic capabilities, and fill in the 
gaps.

Act on what you learn.

Use a balanced assortment of analytic techniques.

To get the most benefit from marketing analytics, 
you need an analytic assortment that is balanced – that 
is, one that combines techniques for:

Reporting on the beyond: By the use of advertising 
analytics to record on the beyond, you may solution 
such questions as: Which marketing campaign 
elements generated the maximum sales remaining 
sector? How did e mail marketing campaign A carry 
out against direct mail campaign B? How many leads 
did we generate from weblog post C versus social 
media marketing campaign D?

Analyzing the prevailing: Marketing analytics 
permits you to decide how your advertising and 
marketing initiatives are performing proper now 
by using answering questions like: How are our 
clients attractive with us? Which channels do our 
most worthwhile clients select? Who is speaking 
approximately our emblem on social media web sites, 
and what are they saying?

Predicting and/or influencing the destiny: 
Marketing analytics also can deliver records-driven 
predictions that you could use to persuade the future 
by answering such questions as: How can we flip 
quick-time period wins into loyalty and ongoing 
engagement? How will adding 10 extra income human 
beings in beneath-acting areas affect sales? Which 
towns ought to we target next the use of our modern-
day portfolio?

CONCLUSION

There is in reality no actual value in all of the facts 
marketing analytics can provide you with – except you 
act on it. In a consistent process of checking out and 
learning, advertising and marketing analytics allows 
you to improve your ordinary marketing application 
performance via, as an example:

•Identifying channel deficiencies.

• Adjusting techniques and strategies as wished.
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•Optimizing procedures.

• Gaining purchaser perception.

Without the capability to test and examine the 
success of your advertising applications, you would 
have no idea what turned into working and what wasn’t, 
when or if matters needed to alternate, or how. By the 
same token, if you use advertising analytics to assess 
success, however you do nothing with that perception, 
then what’s the factor? Applied holistically, marketing 
analytics allows for higher, more a hit marketing 
by way of enabling you to close the loop because it 
relates for your advertising efforts and investments. 
For instance, advertising and marketing analytics can 
lead to better supply and demand making plans, price 
optimization, in addition to robust lead nurturing and 
management, all of which ends up in greater sales and 
more profitability. By extra correctly handling leads 
and being capable of tie those leads to income – that 
is referred to as closed-loop advertising analytics – 
you can see which particular marketing initiatives are 
contributing on backside line in the organization.
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Customer relationship management (CRM) is 
an approach to manage a company’s interaction with 
current and potential customers. It uses data analysis 
about customers’ history with a company to improve 
business relationships with customers, specifically 
focusing on customer retention and ultimately driving 
sales growth.

One important aspect of the CRM approach is 
the systems of CRM that compile data from a range 
of different communication channels, including 
a company’s website, telephone, email, live chat, 
marketing materials and more recently, social media.

WHY USE A CRM?

Every business organization that became 
successful at a national or global level know  the 
importance of CRM and how to use a CRM system. 
They invest in world-class CRM system tools and put 
them to use on a regular basis.

REASONS TO USE A CRM SYSTEM:

TO AVAIL A COMPREHENSIVE CUSTOMER 
HISTORY:   

A CRM system will have the whole history of 
customer trends and habits, even of those you had 
acquired before installing the systems. This information 
is crucial for the analysis of the wishes and tendencies 
of each customer. Once you know this, you will know 
what to offer them. This will help you acquire more 
customers and be ready to serve the freshly acquired 
and previously acquired customers. Also, you have a 
record of your leads and contacts and you can access 
them whenever you need. You will never lose these 
leads.

TO GEAR YOU UP WITH THE REQUIRED 
PRODUCTS: The CRM system will not only have 
the basic purchase history but all details of the 
customers so you can even track the purchase details 
and resources of the customers .When you analyze the 
data and know what price category, what brands, what 
products, and what time of the year or day the target 
customers like to shop, you will be able to present the 
right thing at the right time to the right people and you 
can never go wrong with that.

TO HELP YOU GET SERVICE – READY: 
The CRM systems group customers according to 
their price group preferences, product preferences, 
and location. With this information you can smartly 
allocate customer managers or account managers 
to different areas and equip them with the required 
products and teams. This will help you promptly serve 
every location.

TO HELP YOU OPTIMIZE CONVERSION 
PROBABILITY: You will also be able to track down 
the time of the day each customer is more likely to visit 
a site to make a purchase. You will know the festive 
season or any time of the year that is most likely to 
raise demands of a particular product in a particular 
area. The CRM system will analyze and Optimize 
Conversions for you. Since you know the details of 
the customer preferences now, you will not waste time 
researching and collecting data about what they are 
looking for. This way, by the time your rivals figure 
out what the target audience is looking for, you will 
have already presented it to them.

TO HELP YOU ACQUIRE NEW CUSTOMERS: 
The CRM system you use will not only track the history 

CUSTOMER RELATIONSHIP MANAGEMENT IN DIGITAL MARKETING

MANYUE  JAVVADI
Department of commerce -General
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of newly acquired customers but also help you acquire 
these new customers. The system will identify targets 
and record the important data into the ‘Opportunity 
of Business’, which is the CRM system that stores 
the details to use when needed. An integrated CRM 
system will help the employed Sales and Field reps to 
put this data to use and optimize conversion.

TO SAVE YOUR TIME: The data on an integrated 
CRM system is centralized so that it is available at any 
time and to any authorized person on any authorized 
device whenever needed. You don’t waste valuable 
time or a great opportunity waiting for the system 
to upload or the data to be extract. This increases 
productivity which not only directly translates into 
increased sales, but also creates a reputation for your 
business.

TO HELP YOUR BUSINESS EXPAND: Talking 
about reputation, a CRM system helps you with 
everything so that you can perform with perfection and 
promptly, without any delay at all. The brand image 
will be brilliant. Customers will look at your company 
as one of the most efficient ones in the market. Your 
team will be the best. It doesn’t matter that most of 
it will be due to a software system. The point is, the 
human employees must know how to use it right and 
the business will flourish.

TO BOOST BRAND IMAGE: A loyal customer 
base is crucial for the success of any business and a 
steady CRM system brings to you more customers and 
shows you how to sustain a relationship with them and 
turn them loyal to your brand. So, the CRM system 
not only helps the present business and profits but also 
helps you secure a steady future for your business.

TO TRAIN HUMAN EMPLOYEES: A CRM 
system helps the employees figure out how to go about 
the customer relationship management part so they 
gain experience in the field learning from a software. 
The system also teaches these human employees how 
to analyze important data and which data to focus 
on. Overall, the system makes your employees and 
the management teams more experienced and more 
efficient compared to what they were when you 
employed them. This way the performance of each 
employee will keep improving with every passing day 
without any external investment on your part to train 
them.

TO REDUCE COST: The last but not the least 
important point about why a CRM system is good for 
you is that it is very cost-effective. You will obviously 
wonder how is that even possible when these tools are 
actually premium and don’t come cheap either. Well, 
look at the price cuts you are getting to make. Because 
of this tool, you can shrink your whole analytical team 
and the marketing team so there will be way fewer 
people on the memo. Yes, you will have to make 
some cuts for that and that might be trouble ethically 
speaking. But if you start your business with an 
integrated CRM system, you won’t have to make any 
cuts. You will only hire the people you need and that 
will save time and money that goes into the process of 
hiring. You will not be wasting paper and space that is 
needed to maintain hard copies. You can just backup 
your data and you are good to go.

BIG BRAND CRM CASE STUDIES

These case studies allow prospective buyers to 
understand how CRM is being used effectively and 
creatively by some of the world’s biggest brands. CRM 
is an investment and it can sometimes be difficult to 
see how it will benefit your company without real life 
examples.

Take a look at how these inspirational brands are 
using CRM to take their businesses to the next level.

JUMP TO A BRAND:

Tesco

Apple

KFC

British Airways

 Nokia

 McDonald’s

Coca Cola

Unilever

Zara

BMW

Amazon

LET US LOOK ONE EXAMPLE FOR DEEP 
EXAMINE :

TESCO CRM
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Tesco’s success in retailing can be attributed in 
part to their CRM initiatives and implementation of 
insights gained from these initiatives, i.e the Club card 
Scheme.

How it works:

Launched in 1995 and now with over 12million 
households in the database, the Cub card scheme is 
a great example of CRM innovation. Customers get 
in-store discounts for spending, but the scheme really 
gained momentum when Tesco partnered with other 
industries such as petrol, car hire, hotels and other 
more, to give customers a wider variety of rewards.

Different schemes were introduced to different 
family members (e.g. Tesco Kids Club, World of Wine 
Club) to diversify and increase the value.

Data from the Club Card Scheme was used to 
target product offerings, create product ranges, get a 
better understanding of shopping profiles and build 
customer loyalty.

TOP 10 CRM SOFTWARE SOLUTIONS

Zoho CRM

amoCRM

OnContact

vCita

Copper

HubSpot CRM

Salesforce CRM

Freshsales

Pipedrive

10.RevampCRM

DIGITAL MARKETING:

Digital marketing is the marketing of products 
or services using digital technologies on the Internet, 
through mobile phone Apps, display advertising, and 
any other digital mediums. Digital marketing channels 
are systems based on the Internet that can create, 
accelerate, and transmit product value from producer 
to a consumer terminal, through digital networks.

WHY FUTURE OF   DIGITAL - MARKETING 
IN INDIA IS VERY BRIGHT

India, a densely populated country with a 

population of 1,339,180,127 (as of July 2017) ranks 
second in the world. There are ample opportunities 
that are created every minute for the people. And when 
we say digital marketing, then note that the future 
of digital marketing in India and the scope of digital 
marketing in future is going to get brighter in the 
coming years.  A mobile phone has become the basic 
need for everyone.

Even if your mother wants to try out a new recipe, 
she definitely uses YouTube to take the job down what 
is needed and how it is to be done. And when it comes 
down to the business, no doubt the trend of digital 
marketing is on the boom.

Everyone wants to market their products and 
services through the internet to increase the reach. 
Compared to traditional marketing these are some 
key benefits which make this marketing strategy more 
effective and affordable.

According to a survey (by Internet and Mobile 
Association of India (IAMAI)), India will have 
around 500 million internet users by June 2018. This 
will create a fascinating business opportunity to sell 
services and products to a growing population of tech-
savvy internet users.

TOP 3 REASONS AS TO WHY THE FUTURE 
OF DIGITAL MARKETING IS GOING TO BE 
BRIGHT IN INDIA.

1. DRASTIC CHANGES IN TRADITIONAL 
MARKETING:

The previous traditional set of marketing was 
limited to door to door and mouth publicity. Previously 
the marketers were using physical manpower to 
promote their products. But now with the changing 
times, people want everything at their fingertips.

And fulfilling the needs of the customers is the 
highest priority of every business. So the trend of 
digital marketing took off a few years back. Now that 
even the smallest thing can be found on the internet. 
People and the marketers are really going over this 
digital marketing trend.

2. DIGITAL IS THE NEW NAME:

Everyone in the country is preferring digital 
marketing over everything else. Even the startups are 
launching their business via digital marketing. This 
platform eases the process of every business. The 
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company doesn’t have to deploy the manpower to go 
physically into the market and promote the product.

It offers a wide range of economical, powerful and 
contemporary mechanisms and mediums of marketing. 
Every type of product and service is now opting for the 
option of digital marketing. Because they know that 
this is the proven platform. Right from tech giants to 
hoteliers are on the digital platform.

It is not that the business owners are promoting 
their product always. They try to engage with their 
audience through various facts. 

3. GOVERNMENT’S “DIGITAL INDIA” 
INITIATIVE BACKS UP:

In order to transform the entire ecosystem of public 
services through the use of information technology, the 
Government of India has launched the Digital India 
programme with the vision to transform India into a 
digitally empowered society and knowledge economy. 
Now, the opportunities are not only available in metro 
cities but also in small towns. The government has 
also come up with the application for Employment 
programs. Everything is going digital these days.

 The government’s e-marketplace is also seeing 
a considerable rise in its e-marketplace analytical 
graphs. All the registrations have gone up with minor 
fluctuations. The fluctuations happen at every place. 
People in India are getting to the technology slowly 
and it is going to take some time to get acquainted 
with it. All of this means that if the government 
is also giving a helping hand, then why to avoid it! 
Government is coming up with many projects under 
- digital India initiative for the youths of the country. 
Indian Prime Minister announced that by 2020 on 
the digital space there would be more than 20Lakhs 
available to students. Moreover, during the launch of 
Digital India week many industries joined hands with 
the government to make e-India a reality.

WHY START A DIGITAL TRANSFORMATION 
NOW?

We hope you agree that digital transformation 
is inevitable and necessary, but you may not think 
it’s urgent. Maybe sales are strong, your customers 
are happy, your employees are productive, and now 
doesn’t seem like the time to embark on a resource-
intensive project that will shake up your operations.

THERE ARE A FEW REASONS TO EMBRACE 
THE DIGITAL FUTURE SOONER RATHER THAN 
LATER:

Engaged employees.

Increased profits.

Greater resilience.

Avoiding the competency trap.

WHY ALL DIGITAL MARKETERS SHOULD 
PAY ATTENTION TO CRM:

Developing an effective marketing strategy 
requires understanding who your customers are, 
what they want from your brand, and what types 
of marketing content they respond to. That’s why 
customer relationship management (CRM) tools 
are essential for a Facebook advertising agency and 
independent small business alike. These applications 
let you review consumer interactions, manage client 
data, and identify areas where your relationship with 
customer needs to improve.

By compiling data like purchase history, keyword 
patterns, customer demographics, and other related 
information, your organization can earn major benefit 
in the following key ways.

HOW CRM HELPS DRIVE PURCHASES: 
Digital marketing campaigns are often designed to 
boost ecommerce sales. With CRM applications, you 
can identify when a customer researched one of your 
products, allowing you to place targeted ads on social 
media and other platforms to maintain their interest. 
The internet is full of distracting content, and you 
want to take steps to remind a customer they were 
looking into one of your products or services. CRM 
tools allow you to implement a marketing strategy 
that makes achieving this goal significantly easier. 
 
CRM HELPS YOU TAILOR YOUR STRATEGY: 
Different customers are exposed to different forms 
of marketing. For example, some customers are 
most likely to encounter marketing content via social 
media. Others may subscribe to your email list, while 
others still are more likely to find relevant marketing 
content when they perform related online searches. 
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CRM tools let you understand how each individual 
customer encounters your marketing campaign. This 
allows you to target each potential customer with 
marketing content designed to reach them. This is 
important. By using these assets, you can personalize a 
marketing strategy, which tends to result in more sales 
and increased brand loyalty.

CRM APPLICATIONS REDUCE COSTS:                                      

An effective marketing campaign delivers a 
strong return on investment. You may want to achieve 
certain goals, like boosting sales or increasing brand 
awareness, but you also want to be sure the revenue 
a campaign yields exceeds its cost.CRM applications 
reduce marketing expenses by offloading much of 

the work other employees would have to perform. 
With tools designed specifically for managing and 
analyzing customer data, your team can focus on other 
tasks. This results in more efficient use of time, and 
may even reduce the need to hire additional staff.

Most importantly, though, CRM tools provide 
marketers with a deeper understanding of their 
customers. It’s impossible to determine the full value 
of something that useful.

CONCLUSION:

 THROUGH IMPLEMENTING CRM IN 
DIGITAL MARKETING BUSINESS CAN GO HIGH 
AND SEE WONDERS IN SHORT TIME.



Abstract 

Since the education is the key to gain the knowledge 
but everyone child in the doesn’t get to gain the 
knowledge. The education is must in the growing 
country like India. Because no can sustain or survive 
in the society without any education. The Govt of India 
has done a great job by introducing the SSA scheme in 
India because it is 2nd largest country in population. 
This has increased the literacy rate in tamilnadu and 
has changed the lifestyle of student in gaing knowledge 
without any cost. It might however help to look into the 
reasons behind some of the employees experiencing 
stress as well as fear / insecurity. If the triggering 
factors for these feelings could be identified and dealt 
with, employee dissatisfaction, poor performance, 
absenteeism and even attrition, could be prevented. 

Key words: SSA, School, Benefits, Chriompet 

INTRODUCTION

Elementary Education being the foundation of 
pyramid in the education system has been accorded 
high priority. To ensure “Education for All” the 
Department of School Education and Literacy has a 
multi pronged approach. Two flagship programmes 
are being implemented viz. the Sarva Shiksha Abhiyan 
(SSA) and the Mid-Day Meal Programme (MDM). 
While the Sarva Shiksha Abhiyan aims to achieve 
universal elementary education of satisfactory quality 
by 2010, the MDM supports it by way of enhancing 
attendance of children and simultaneously improving 
their nutritional status. Owing to increase in the 
number of students completing at elementary stage, 
there is a surge in demand for secondary education. 
It is, therefore, essential to be prepared to meet it 
through improving access at secondary level. Also, 

the challenges of non-literacy adult population have 
to be squarely met by adequately revamping our basic 
literacy programmes.

Under Sarva Shiksha Abhiyan we have not only 
been able to improve access to 98Percentage at primary 
level but have also been able to reduce out of school 
children to 3-4Percentage of 6-14 age cohort. During 
the X Plan the basic infrastructure has improved through 
the opening of 1.87 lakh schools, appointment of 8.12 
lakh teachers, construction of 1.70 lakh buildings & 
7.13 lakh additional classrooms. Also, 1..72 lakh 
drinking water facilities and 2.18 lakh toilets have 
been created. Due to the efforts made under the SSA, 
the access to schools has improved to 98Percentage 
of habitations at primary level and 86Percentage at 
upper primary level. The Sarva Shiksha Abhiyan has 
improved enrolment by 25 million between 2001 to 
2005, thereby reducing the out of school children to 
3-4Percentage, hardest to reach in the 6-14 age group. 
The dropout rates at primary level are declining and 
that of girls is declining more sharply. The gender 
parity has improved from 0.81 (2001-02) to 0.93 at the 
elementary stage of education. The transition rate from 
primary to upper primary (class V to VI) has improved 
to 83.72Percentage.

To provide access to secondary education with 
special focus on the weaker sections of the society, 
the educationally backward, the girls, the disabled, 
children residing in rural areas and other marginalized 
categories like SC, ST, OBC and Educationally 
Backward Minorities (EBM) are to be given special 
attention. Not only universal enrolment, but universal 
retention and satisfactory quality of learning should 
also be a priority. New initiatives during the 11th Five 
Year Plan for Secondary Education are, inter-alia, SSA 

SARVASIKSHA ABHIYAN- A MODEL STUDY WITH REFERENCE TO 

CHROMPET 

T. Rajeshwaran  
Asst.Professor, Department of Economics, Faculty of science and humanities, 

SRM Institute of science and Technology, kattankulathur
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is conceived as partnership between the Central and 
the State / UT Governments. The funds are released 
based on the approval of the plan by the PAB based on 
the recommendation of the Committee constituted for 
the purpose by State and National Mission. The funds 
are released by Central Government based on the 
commitment for Contribution by State Government. 
The financial management & plan process15 is issued 
in a manual released by the Ministry. State society shall 
submit the Utilisation Certificate (UC) to the national 
mission before release of the subsequent instalment 
or on utilization of fund, whichever is earlier. For the 
Second Installment the UC must be submitted before 
release of subsequent year.

 STATEMENT OF PROBLEM

The Central Government implements many 
more to enhance the quality of primary 
education. Education for all programmes was 
launched in all over India under SSA scheme. 
This scheme is implemented with effect from 
2002. Many new schools are been open in 
each district of tamilnadu under this scheme. 
And with special facilities such as toilets, 
residential schools, classrooms, drinking 
water are some of provisions available as 
for the SSA scheme. So this study is aimed 
at evaluating the awareness of sarvsiksha 
abiyan with special reference to CHROMPET.

OBJECTIVE OF THE STUDY

To examine the awareness about the SARVASIKSHA 
ABHIYAN scheme
To analysis SSA and its benefits towards the students 

REVIEW OF LITERATURE 

The review of related studies and literature is an 
essential aspect in the development of the problem and 
in the derivation of an effective approach of sarvasiksha 
abhiyan . The success of a research worker’s effort will 
depend on a large measure, on the extent to which he 
or she capitalizes on the advances both empirical and 
theoretical, made by previous researchers. In the field 
of education too, the research worker needs to acquire 
up to date information about what has been bought 
and done in the particular area from which he or she 
intends to take up a problem of research.

The review of literature involves locating, reading 
and evaluating report of research as well as reports of 
casual observation and opinion that are related to the 
individuals planned research project.  Exploring to the 
related Literature contributes to the scholarship of the 
investigator, and fills the gaps of his knowledge. In 
short, “the keys to the vast store house of published 
literature may open doors to sources of significant 
problems and explanations hypothesis and provide 
helpful orientation for definition of the problem, 
background of selection of procedure and comparative 
data for interpretation of results” (Good, 2008).

Good, Bar and Scates (2011) analysis the purposes 
of survey of related literature as: • To show whether 
the evidence already available solves the problem 
adequately without further investigation and thus to 
avoid the work of duplication. • To suggest methods 
of research appropriate to the problem. • To provide 
ideas, theories, explanation, or hypothesis valuable 
in formulating the problem. • To locate comparative 
data useful in the interpretation of results, and • To 
contribute to the general scholarship of the invest.

P. Rao,G, Viswanadappa and A.C.Joshy (2000), the 
impact of the sarvasiksha abhiyan on the students. Five 
centers were identified as the representative samples 
of the study where the SSA training was carried out. 
A total number of 456 Primary school teachers who 
under went the SSA training programme at 10 centers 
in Mangalore and Chikmangalore districts constituted 
the sample of the study. Data was collected in two 
phases. Phase I from the administration of SSAQ 
(Sarva Siksha Abhiyan Awareness Questionnaire) to 
the teachers and Phase II involved the observation 
of classroom practices of some of the teachers who 
underwent the SSA training programme. From the 
findings it is inferred that the training programmes 
needed to improve in certain aspects, which the paper 
highlights through a detailed analysis and discussion.

Saxena, R.R. et al. (2010) the study reviewed 
the policies on incentives for girls’ participation 
and their implementation strategies in Sarva Siksha 
Abhiyan. It identified factors which contributed to 
girls’ participation in primary education and sought 
the opinion of parents and village heads about the 
implementation of incentive schemes in Tamil Nadu 
and Uttar Pradesh. The study was conducted in two 
phases. In Phase I, data was collected from 32 States 
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and UTs. In Phase 11, in-depth field study covered a 
sample of rural primary schools of Tamil Nadu and 
Girl Child Education U.P. Results .

Gandhe, S.K, et al. (2013) reviewed on “reviewed 
on “A Research study on externally Aided project 
on SARVA SIKSHA ABHIYAN. The inadequacy 
of the school system to attract and keep children is 
more crucial than households’ economic conditions. 
School enrolment has risen dramatically in cities and 
villages, but the ability of the government school 
system to retain and adequately educate children 
has been less impressive. The study also revealed 
that achievement levels in primary schools were the 
same between Classes III and IV. It was observed that 
children who had been to school for several years are 
not permanently literate. The study suggested adopting 
a flexible approach, accountability to the community, 
innovative actions at the local level whether in the 
classroom or in the community must be recognized 
for the universalization of primary education in India. 
Commitment on the part.

RESEARCH METHODOLOGY 

The study comprises both primary data and 
secondary data, the primary data were collected by 
using questionnaire, and the secondary data were 
collected trough the books, journals, magazine and the 
like   

SAMPLING SIZE

In this research the researcher used 50 as sample 
size for her data analysis because it is model study. 
The sample size comprises of those students, who are 
studying under this scheme and the general public who 
are aware of this scheme.

LIMITATIONS OF THE STUDY

• This study limits to geographical area of 
CHROMPET. 

• The data was collected through questionnaire. 
The response from the respondents may not be      the 
accurate  

• The sample taken from the study was only 50 
and the result drawn may not be accurate 

• Sample size was confined to 50 Respondents 
keeping in view of time and constraints 

ANALYSIS AND INTERPRETATION

GENDER OF THE RESPONDENTS
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chart-1

Source: Primary data
 Source: Primary data 

From the above chart 1 revels that the 68 
percentage are belong to male categories remaining 32 
percentages are female, in this study no third gender 
included.  

MANAGEMENT STATUS SCHOOL 
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Source: Primary data

From the chart 2 explain that 40 Percentage of 
students are in the CBSE, rest of them 40 Percentage 
are NCERT and the least 20 Percentage are under SSA 
scheme in the chromepet public school.
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Chart 3 clearly defined that 40 Percentage are 
chosen as Hindi of their language rest 40 Percentage 
are English and 20 Percentage are belong to Tamil.

STATUS OF BUILDING OF THE SCHOOL
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 Source: Primary data

From the above chart 4 portraits that 40 Percentage 
are kucha rooms rest 40Percentage are pakka and rest 
20 Percentage are hut/ normal building facilities. 

WHETHER MAJOR REPAIRS REQUIRED 
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Source: Primary data

From the above analysis chart 5 is clearly stated 
that there are 70 percentage of public school building 
need to renew their school building and sanatioary and 
30 percentage of public school have enough facilities.   

FACILITY FOR DISABLED CHILDREN 

chart-60
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 Source: Primary data

 From the above chart 6 it is stated that there 
are facilities available for the physically challenged 
students

COMPUTER FACILITIES 
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 Source: Primary data

 From the above chart 7 it is stated that there 
are 75 percentage of school having proper computer 
lab facilities available and rest of 25 percentage need 
to improve computer facilities.

INSPECTION FROM EDUCATION 
DEPARTMENT 
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 From the above chart 8 its shows that the 
inspection team visits the school frequently of 65 
percentage and reaming 35 percent of school visit 
made happen in occasionally.

AWARENESS ABOUT THE SSA 
SCHEME 
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Source: Primary data

  From the above chart 9 elucidates that 
the children are aware of the SSA scheme about 80 
percent, but the above students are not aware fully. 20 
percent of the students are not aware about the SSA 
scheme.  

LIBRARY FACILITY UNDER SSA 
SCHEME
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Source: Primary data

 From the above chart 10, researcher should 
interpreted that depict that the schools under the SSA 
scheme have all the library facilities, in that 60 percent 
of the respondents stated that their using library for 
news paper reading. Reaming 40 percent of the use 
reading room and magazine reading.  

INCENTIVE SCHEME PROVIDED BY 
THE SCHOOL
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Source: Primary data

The chart 11 shows that the school has all the 
incentive schemes that are implemented by the central 
and state govt.

ARE YOU SATISFIED WITH THIS 
SCHEME
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Source: Primary data
 From the above chart 13 it shows that 

the students are satisfied with the scheme

FINIDINGS OF THE STUDY

In this study included majority of respondent are (68 
Percentage) belong to male. 
Most of the respondent age group is 12 to16 age 
because of their school students. 
Majority of respondent answering yes for up to date 
safety measures and policy. 
Majority of respondent answering yes for secure for 
disabled students under SSA scheme.
It is found that majority of respondent stated their 
opinion towards conducting special safety program in 
the school.
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Majority  of respondents accept the first aid clinic in 
the school

RECOMMENDATIONS 

The school should organize many health facility 
programmes for the student’s .Establish professional 
learning communities. Encourage teachers to use 
social networking sites. Manage and share the data 
with the students. The teachers should engage with 
students. The teachers should take regular coaching 
classes to the students who are weak in the specific 
subjects.

CONCLUSION

In order to achieve the target of universalization the 
SSA should be strengthened. This programme is 
an attempt to provide an opportunity for improving 
human capabilities through provision of community 
owned quality education in a mission mode. SSA 
collects more information than previous RL schemes 
about long-term effects of policy changes and shifts of 
inductive bias. In contrast to traditional RL approaches, 
time is not reset at trial boundaries. Instead we measure 
the total reward received and the total time consumed 
by learning and policy tests during all trials following 
some bias shift: bias shifts are evaluated by measuring 
their long-term effects on later learning. Bias shifts 

are undone once there is empirical evidence that they 
have not set the stage for long-term performance 
improvement. No bias shift is safe forever, but in 
many regular environments the survival probabilities 
of useful bias shifts will approach unity if they can 
justify themselves by contributing to long-term reward 
accelerations.
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Abstract

[1] Despite the People with disability have valuable 
skills to offer organizations, and show commitment and 
loyalty and the constitutional mandates,  people with 
disabilities continue to be neglected in the workforce due 
to the attitude of employers. Majority of the companies 
are not willing to make any investment in modifying 
their infrastructure or policies to suit disabled people. 
Though the Differently abled employees are having lot 
of difficulties in the workplace, they neither disclosing 
nor asking reasonable accommodation due to various 
reasons. This paper aims to study the awareness 
of differently abled employees about reasonable 
accommodation and its availability at the work place 
and their constitutional rights on claiming the same 
and to  trace the reason for not asking the reasonable 
accommodation from the employer. This study also 
analyse the impact of reasonable accommodation on 
the job performance of the differently abled employees. 
This study would change the perceptions of employees 
as well the attitude of employer in availing and 
providing reasonable accommodation that may yield 
mutual benefit for both.

Key words: Disability, Reasonable Accommodation, 
Job performance

INTRODUCTION

A person with Disabilities (PWDs) refers to those 
who have physical problems that set it apart from 
the others. Disabilities is an umbrella term, covering 
impairments, activity limitations, and participation 
restrictions. An impairment is a problem in body 
function or structure; an activity limitation is a 
difficulty encountered by an individual in executing 

a task or action; while a participation restriction is a 
problem experienced by an individual in involvement 
in life situations. Disability is thus not just a health 
problem. It is a complex phenomenon, reflecting the 
interaction between features of a person’s body and 
features of the society in which he or she lives (WHO).

In India out of the 121 Cr population, 2.68 Cr 
persons are disabled which is 2.21% of the total 
population. Majority (69%) of the disabled population 
resided in rural areas (1.86 Cr disabled persons in 
rural areas and 0.81 Cr in urban areas). In the case of 
total population also, 69% are from rural areas while 
the remaining 31% resided in urban areas. In India, 
20% of the disabled persons are having disability in 
movement, 19% are with disability in seeing, and 
another 19 % are with disability in hearing. 8% has 
multiple disabilities. (as per census 2011 -  2016 
updated)   People with disabilities have long been 
excluded from or underrepresented in the workforce 
based on low expectations and preconceived notions 
about their capabilities. Workers with disabilities 
are not limited to employment but also in terms of 
promotion or job retention.  The job markets do not 
meet the requirements of infrastructure appropriate to 
the needs of the disabled. 

REASONABLE ACCOMMODATION

According to U.S. Equal Employment Opportunity 
Commission a reasonable accommodation is any 
change or adjustment to a job or work environment 
that permits a qualified applicant or employee with a 
disability to participate in the job application process, 
to perform the essential functions of a job, or to enjoy 
benefits and privileges of employment equal to those 
enjoyed by employees without disabilities. Examples 

PERCEPTION ON REASONABLE ACCOMMODATION AND ITS IMPACT ON JOB 

PERFORMANCE WITH REFERENCE TO DIFFERENTLY ABLED EMPLOYEES 

OF PRIVATE ESTABLISHMENT

Dr. N. Sridharan
Assistant Professor in Dept. Of CS & AF,

FSH, SRMIST, Kattankulathur. 
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of reasonable accommodations may include; providing 
or modifying equipment or devices job restructuring, 
part-time or modified work schedules (work flex), 
reassignment to a vacant position, adjusting or 
modifying examinations, training materials, or 
policies, providing readers and interpreters, making 
the workplace readily accessible to and usable by 
people with disabilities An employer is required to 
provide a reasonable accommodation to a qualified 
applicant or employee with a disability unless the 
employer can show that the accommodation would 
be an undue hardship — that is, that it would require 
significant difficulty or expense.

Government of India also passed the Rights of 
Persons with Disabilities Act, 2016 in accordance 
with the principles codified in the United Nations 
Convention on the Rights of Persons with Disabilities, 
and replaces the previous legislation.  The new law 
protects disabled persons in India from various 
forms of discrimination, ensures their access to equal 
employment opportunities, and enhances their societal 
participation. The Rules prescribe standards about the 
physical environment, transport and information and 
communication technology applicable to disabled 
employees. Although the Disability Law does not 
mandate reservation of the disabled in the private 
sector, private employers are required to identify posts/
vacancies in the establishment that would be suitable 
for disabled persons. 

Job performance

Job performance relates to how individuals perform 
in their job duties.  In the context of job performance, 
this means that the reasonable accommodation enables 
the individual to perform the essential functions of the 
position. The well designed work environments, low 
stress, and a supportive employer can greatly increase 
job performance. 

Review of Literature

Mark Bell (2018); Pitfalls and Progress: 
Reasonable Accommodation for Workers with 
Disabilities in Ireland;. This article examines the duty 
on employers to provide reasonable accommodation 
for workers with disabilities. In particular, there 
is a strong obligation on employers to follow fair 

procedures when considering whether measures 
can be taken to remove or mitigate any barriers to 
participation in employment. The article reflects on 
the influences that have shaped the development of the 
law. 

Hartnett, H.P. & Stuart, H. & Thurman, H. & Loy, 
B. & Batiste, L.C.. (2011); Employers’ perceptions of 
the benefits of workplace accommodations: Reasons 
to hire, retain and promote people with disabilities. 
34. 17-23. 10.3233/JVR-2010-0530. Despite the 
legal mandates of the ADA, people with disabilities 
continue to be underrepresented in the workforce. 
While there does exist an established body of research 
devoted to the hiring of individuals with disabilities, 
information on retaining individuals with disabilities 
in the workplace has not been reflected as often in the 
critical discourse devoted to disability and employment 
practices. This article analyzes data from an ongoing 
study conducted by the Job Accommodation Network 
(JAN), a service of ODEP (Department of Labor 
1004062R), showing that employers benefited from 
hiring, retaining, and accommodating individuals with 
disabilities. Benefits derived by employers include the 
ability to retain quality employees, increased company 
profitability, and an avoidance of costs associated with 
hiring and training a new employee. In addition to 
these benefits, providing accommodations in order to 
retain employees is shown to improve organizational 
culture and climate, as well as fostering a sense among 
all employees that employers recognize both the value 
of the individual worker as a human being, and the 
inherent social benefits of creating and sustaining an 
inclusive workplace.

Kim L. MacDonald-Wilson, M.S., Sc.D. 
(cand.) E. Sally Rogers, Sc.D. Joseph M. Massaro, 
Ph.D. Asya Lyass, M.S. Tim Crean, B.ADespite 
(2002); An Investigation of Reasonable Workplace 
Accommodations for People with Psychiatric 
Disabilities This study was an exploratory, descriptive, 
longitudinal, multi-site investigation of reasonable 
workplace accommodations for individuals with 
psychiatric disabilities involved in supported 
employment programs. Implications for service 
providers and administrators in supported employment 
programs are discussed.

Statement of the problem

Most people with a disability wish to work but 
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have complexity in getting employment. Employers 
may not hire such people due to not having reasonable 
accommodation for them. Most of the companies are 
not willing to make any investment in modifying their 
infrastructure or policies to suit disabled people. Even 
the new constructions are not disabled friendly. HR 
Executives are not aware of disability laws, the word 
‘reasonable accommodation’ is unknown to them. The 
rights of person with disability also ensure to provide 
reasonable accommodation but the adherence of law is 
questionable in private establishment. Therefore, this 
study aims to find the awareness of differently abled 
employees about the constitutional rights and  analyse 
the perception of differently abled employees who are 
working in the domestic and multinational companies 
regarding the availability reasonable accommodation at 
the workplace and how the reasonable accommodation 
impact the job performance.

Objective of the study

To know the awareness differently abled 
employees on reasonable accommodation at the work 
place.  

To study the perception of differently abled 
employees towards the availability of reasonable 
accommodation.

To analyze the impact of reasonable 
accommodation on and work performance of 
differently abled employees.

Limitation of the study

The data were collected from differently abled 
employees of domestic and Multinational companies 
in Chennai city. Personal bias and prejudice of the 
respondents could have affected the result of the study. 
The sample size of 50 employees may constitute 
limitations due to this small nature.

Data analysis and Results discussion

Primary data were collected from a random sample 
of 50 respondents in Chennai city with the help of well 
drafted, pretested and structure questionnaire. Besides, 
necessary secondary sources were also referred. The 
collected data were analysed through ANOVA and 
Correlation.

Hypothesis 1: H0: There is no difference 
between awareness of respondent about reasonable 
accommodation and qualification of the respondent

ANOVA

Awareness on Reasonable Accommodation and Qualification

Sum of 

Squares

df Mean Square F Sig.

Between Groups 12.607 1 12.607 .216 .644

Within Groups 2447.575 42 58.276

Total 2460.182 43

The P value is greater than 0.05 at 95% confidence 
interval, so the Null hypothesis is rejected. Therefore, 
there is a difference between awareness of reasonable 
accommodation and qualification of the respondent.

Hypothesis 2: H0: There is no significant 
difference between expectation of respondent 
regarding reasonable accommodation and gender.

ANOVA

Expectation on Reasonable Accommodation and Gender

Sum of 

Squares

df Mean Square F Sig.

Between Groups 8.009 2 4.004 .355 .704

Within Groups 462.969 41 11.292

Total 470.977 43

The P value is greater  than 0.05 at 95% confidence 
interval, so the Null hypothesis is rejected. Therefore, 
there is a significant difference between expectation of 
respondent regarding reasonable accommodation and 
gender.

Hypothesis 3: H0: There is no significant 
difference between perception about availing 
reasonable accommodation and age of the respondent.

ANOVA

Perception on Reasonable Accommodation and Age

Sum of 

Squares

df Mean Square F Sig.

Between Groups 2655.213 16 165.951 35.180 .000

Within Groups 155.667 33 4.717

Total 2810.880 49

The P value is greater  than 0.05 at 95% confidence 
interval, so the Null hypothesis is accepted. Therefore, 
there is no significant difference between perception 
about availing of reasonable accommodation and age 
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of the respondent

Hypothesis 4: H0: There is a no significance 
difference  between perception on compliance of legal 
obligation and type of organization.

Perception on Compliance of Legal Obligation  and Type of 

Organisation

Sum of Squares df Mean Square F Sig.

B e t w e e n 

Groups

1351.130 4 337.782 10.413 .000

W i t h i n 

Groups

1459.750 45 32.439

Total 2810.880 49

The P value is lesser than 0.05 at 95% confidence 
interval, so the Null hypothesis accepted. Therefore, 
there is a difference between perception of respondent 
on compliance of constitutional obligation and type of 
organization.

Hypothesis 5: H0: There is no significant  
relationship between Legal obligation and availability 
of reasonable accommodation

Correlations

Legal Obligation and Availability of Reasonable Accommodation 

Constitutional 

obligation

A v a i l a b i l i t y 

Of Reasonable 

Accommodation

Consti tut ional 

obligation

P e a r s o n 

Correlation

1 .688**

Sig. (2-tailed) .000

N 50 50

Av a i l a b i l i t y 

Of Reasonable 

Accommodation

P e a r s o n 

Correlation

.688** 1

Sig. (2-tailed) .000

N 50 50

**. Correlation is significant at the 0.01 level 

(2-tailed).

The P value is lesser than 0.05 at 95% confidence 
interval, so the Null hypothesis is accepted. Therefore, 
there is a no relationship between constitutional 
obligation and provision of reasonable accommodation.

Hypothesis 6: H0: There is no significant 
relationship between reasonable accommodation and 
performance  of respondent

Correlations

Reasonable Accommodation and Job Performance

Av a i l a b i l i t y 

Of Reasonable 

Accommodation

Performance

A v a i l a b i l i t y 

Of Reasonable 

Accommodation

P e a r s o n 

Correlation

1 .036

Sig. (2-tailed) .802

N 50 50

Performance P e a r s o n 

Correlation

.036 1

Sig. (2-tailed) .802

N 50 50

The P value is less  than 0.05 at 95% confidence 
interval, so, the Null hypothesis is rejected. Therefore, 
there is significant relationship between reasonable 
accommodation and performance of the differently 
abled employees

Findings

From the study it is found that 12% of the 
differently abled employees are even not aware of 
their constitutional rights in availing reasonable 
accommodation from their employer and 18% of 
differently abled employees have the feel that they are 
grateful to their employer for offered a job. Though, 
they find discomfort at the work place due to absence 
of some facility but they are emotionally attached with 
the company. 35% of the differently abled employees 
are aware that providing reasonable accommodation is 
the constitutional obligation of employer. But they are 
hesitate to claim their rights, 18% due to the fear of 
losing the job and 17% due to minority in numbers 
in the total workforce. Out of 23 differently abled 
employees of various domestic companies, two-third 
are  agreed that they face inconvenient  due to absence 
of modified facilities at the workplace but they don’t 
have an intention to quit the company because getting 
job in another company is difficult one so they are 
accustomed with the environment. In the study it is 
also found that Multinational Companies are strictly 
adhering the constitutional obligation towards 
providing reasonable accommodation, since 87% of 
the employees with disabilities who are working in 
MNCs have said that they are highly satisfied with 
the transport, lift, special allowance provided by 
their company, and it is also found that reasonable 
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accommodation has a great impact on job performance 
since the p value is less than 0.05. Majority of the 
respondents are expecting that there should be a 
proactive approach from their employer in order to 
comply with the constitutional obligation of providing 
reasonable accommodation to the differently abled 
employees.

ects  a 

paradigm shift in thinking about disability from a 
social welfare 

concern  to  a human  rights  issue

reflects  a 

paradigm shift in thinking about disability from a 
social welfare 

concern  to  a human  rights  issue

Suggestions

Government should also mandate the 4% 
reservation for differently abled person in all private 
establishments; it may give a moral strength among 
the differently abled persons in claiming their rights.  
Government should grant either concession in tax or 
grant some aid to the private establishment in order 
to create additional facilities to the differently abled 
employees.  Private establishment also focus their 
attention to the welfare of differently abled employees 
because they are highly committed with their work 
and with the organization. Government should instruct 
educational institution and all type of organization to 
conduct awareness programmes on the occasion of 
world disability day (3rd December) regarding the 
rights of the person with disability and the duties of 
the society in empowering the person with disability. 
It may help the differently abled person to overcome 
from the all the barriers and also should change the 
misconception about capabilities of differently abled 
person.  Differently abled employees should feel free 
to share their requirements with the HR department. 

CONCLUSION

People with a disability are disabled not because 
of an inherent inability to compensate, but because 

they are in an environment that requires tasks they are 
unable to perform. If we change the environment, we 
can remove the disability.(Joe Dolson). The rights of 
person with disability act ensure equal employment 
opportunity for the disabled in the private sector as 
well, by casting mandatory obligations on private 
employers. Misconceptions of employers about the 
capabability of differently abled person are changing 
and now they are started realizing that hiring differently 
abled is not a charity but a business decision (Patu 
Keswani, CMD, Lemon Tree Hotels).  By this study, 
I understood that the majority of the respondents 
dislike to using the term disabled in addressing them 
because they feel that the term disabled is pointing 
out negatively their capababilities, since they are 
expecting that they should be coined and treated      
respectfully with dignity. Therefore, I used the term 
Differently abled in this study to coin them because 
word has the power to heal or empower them. By 
providing incentives and tax concessions to the private 
establishment, the reluctance of private establishment 
may change and bring a proactive approach towards 
providing reasonable accommodation to differently 
abled persons. This may help the differently abled 
persons in India from various forms of discrimination 
and  ensures their access to equal employment 
opportunities, and enhances their societal participation. 

Limitations and implications for future research

This study considered only the perception of 
differently abled employees who are having difficulty 
in seeing, speech, hearing and movement and also 
this study in confined only with the perception of 
differently abled employees on availing  of reasonable 
accommodation but  view of employer or HR 
regarding the provision of reasonable accommodation  
is not covered in the present study. Therefore, there 
is a scope for further research on the same topic 
by intensifying the perception of differently abled 
employees who are having multiple or various 
type of disability, incorporating the perspective of 
employer and HR department regarding the provision 
of reasonable accommodation, extension of research 
area with different outcome variable in order to 
arrive comprehensive and feasible solution for the 
empowerment of  the differently abled people. 
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Abstract

The research paper focuses on how Instagram is used 
as a business tool for photographers and what is 
the outcome from  it. The research was conducted in 
October 2019. In order to understand the importance 
of Instagram in a photographers growth personally as 
well as professionally, a survey was conducted among 
the youngsters in Chennai.

INTRODUCTION

Social Media is considered as a part of every 
individual’s life on a regular basis. Some of them use 
it for fun and entertainment and some are dependent 
on that either as a business opportunity or earn their 
living. Few of the major social media platforms used 
by a regular person on a daily basis is WhatsApp, 
Instagram, Facebook, Twitter, YouTube, etc. Over 
the years there has been many research done on the 
topic social media and their effectiveness on people. 
Many research on how social media has helped people 
build their livelihood and business has been conducted 
over many years. One such topic that we focus on 
this research is Photography. The quote “A picture 
speaks a thousand words” can be clearly understood 
when one appreciates the effectiveness and strength 
in a photograph. Instagram is one such place where 
people show their talent and aren’t hesitant to post 
bold photos. 

There are different kinds of photography 
influencers, pages on various social media platforms. 
There are different kinds of photographers on 
social media. Some examples of different kinds 
of photography styles are Landscape, Wedding, 
Portrait, Fashion, Nature, Food, Architectural etc. 

There are so many bloggers on Instagram today that 
use photographical skills and a short description on 
the photo to gain the attention and awareness. Due 
to the recent increase in the number of bloggers, the 
different kinds photography has become important 
aspect. The number of bloggers in Instagram and the 
usage of Instagram on a daily basis is increasing and 
thus it is necessary to understand if Instagram turning 
into a business platform for photographers.  With 
this research we aim to answer the question “How 
effective has Instagram been as business platform for 
photographers in chennai?” 

Data and Analysis:

A survey was conducted online in the form of 
questionnaire and twenty one questions were asked 
in the survey. Each question was related to literature 
review and basic demographic questions were asked 
along with the rest of the theoretical questions. The 
following are the observations of the survey conducted 
for this research.

Fig 1. Usage of Instagram

The question such as if the respondents use 
Instagram was asked to find out if there were people 
who don’t use Instagram today and based on the chart 
all the respondents used Instagram. 

EFFECTIVENESS OF INSTAGRAM AS A BUSINESS PLATFORM FOR 

PHOTOGRAPHERS IN CHENNAI

Praveen Kumar
Assistant Professor, Department of Journalism and Mass Communication

SRM Institute of Science and Technology
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The next question revealed how often they used 
Instagram on a daily basis. Diverse answers were 
obtained. A Likert scale was used to obtain the answers 
for this question meaning 1 is most often used and 5 is 
considered as the least often used. As seen in the chart 
maximum number of people are seen using Instagram 
very often and only a few of them use Instagram rarely. 
It is also interesting to see that more number of people 
have said that they use Instagram rarely in comparison 
to neutral. 

Fig. 2 Level of Usage of Instagram 

The next question asked narrows down to the 
topic. The question asked to the respondents were if 
they follow photographers on Instagram and most of 
them (41 out of 46 participants) said they did follow 
photographers and the rest of them did not follow 
photographers. This question was asked to find out if 
they were aware about the fact that photographers are 
in fact present in Instagram and they post their works 
in their respective pages/profiles. The Chart below 
shows the results. 

Fig.3 Awareness of Professional photographers 
in Instagram

The next question asked in the questionnaire was 
if they were aware that there were different types of 
photography styles. Most of the respondent (37 of 
them) said they are aware about the different types 
of photography styles. 12 respondents said they have 
no idea that there were different types of photography 
styles. 

Fig 4. Awareness of different styles of 
Photography 

The question was followed by if the respondents 
were inspired to post their photos and use their work, 
effects on their photos. All the respondents answered 
that they were inspired by different photographers. 
This shows that the interest in photographers have 
increased but based on what style is unclear. 

Fig 5 Inspiration from Photographers. 

The next question asked to the respondents was if 
photographers could gain some fame and popularity 
by posting their work on Instagram. Most of the 
respondents (29 to be precise) agreed that Instagram 
can make anyone famous and popular if the work 
posted is of good quality. 17 respondents were not sure 
if that was the case with all the photographers. 

        Fig 6. Instagram a place to gain fame for 
Photographers
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Based on the previous question the following 
question was inspired. The respondents were asked if 
the future of the photography would all be online based 
business and not the old style where they printed the 
photos ever since the development of smart phones. 
The answers received were so diverse. Most of the 
respondents said Yes it would be all online followed 
by number of respondents doubting if that would 
actually be the future. A small number of respondents 
said no (3 respondents). 

Fig 7. Future of Photography

The next question was a comparison between 
two types of photographers. The question asked to the 
respondents was if they considered a regular person 
with ample skills to be a better photographer or a 
professional photographer to be a better photographer. 
The answer to the question showed that regardless 
of the brand at the end of the day the skills and work 
matters to be recognized and most of the respondents 
chose a regular person with great skills to be a better 
photographer. 

Fig 8. Comparison between two types of 
photographers.

The next few questions focused mainly on the 
business side of the photography. 

The first question under this section is if the 

respondents found that photographers who gained 
popularity and fame on Instagram will have great 
business in the same industry without social media. 
Most of the respondents could neither agree nor 
disagree on this. The second most chosen option to this 
question was yes and a minority of them disagreed. 
The chart shows the number of percentage agreeing, 
disagreeing and neither agreeing or disagreeing.

Fig 9. Photographer’s business on and off 
Instagram

Based on the below Fig, it can be said that most 
of them Strongly agree Instagram is an effective tool, 
which is followed by number of respondents neither 
agreeing nor disagreeing on the same. 9 respondents 
agree that it can a tool and 8 of them disagree that it 
would be an effective platform for photographers. 

Fig. 10 Effectiveness of Instagram

The next question asked to the respondents was 
if they found amateurs and beginners to be inspired 
by the work of existing photographers. Most of the 
respondent agreed that the beginners and amateurs are 
inspired and are encouraged to work on new aspects. A 
minority of them disagreed on the statement and 15.2% 
of them were not sure if they (beginners, amateurs) 
were inspired by the photographers. 
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Fig. 11 Inspiration from Photographers

The next question asked to the respondents was 
if the success of professional photographers has 
encouraged the amateurs and beginners to start their 
own startups. Based on the Fig 14 below it can be 
said that most of the respondents think it inspires the 
beginners to start their own  business. A minority of 
them disagreed on the statement and 10.9% of them 
were not sure if they (beginners, amateurs) were 
inspired by the photographers. 

Fig. 12 Inspiration for Beginners

The final question asked to the respondents was 
what they thought about the future of photography 
business on Instagram in a descriptive format. Based on 
the answers obtained it can be said that the millennials 
use Instagram the most and most of them are inspired 
by the power Instagram has. They find Instagram as a 
potential place for photographers to promote their work 
and use it for business. Most of them also believe that the 
future of photography will have a great impact if one has 
a social media profile. Thus proving that Instagram is a 
great platform for business specially for Photographers.   

CONCLUSION:

This research aimed to find out whether the social media 
platform Instagram was a good place for photographers 
to use it as a business tool in Chennai. The main research 

question was answered from a survey that was conducted 
in October 2019.  Based on the above findings several 
conclusions can be drawn. Instagram in fact is a great 
place for photographers to show their work and inspire 
millions. It is also a great tool for professionals in order to 
increase their business financially. 
Another important finding from this research is that 
regardless of the title of the photographer the quality of 
the photo is what matters to general people. Even a regular 
person with great skills can be considered as an amazing 
photographer. Any person with great skills of photography 
can become famous suddenly through Instagram. This 
creates opportunity for both the person whose work is 
appreciated and also for people who are looking to hire 
people.  Similar to most research this research paper also 
had certain limitations which are necessary to be mentioned. 
The sample size used for this research was comparatively 
lower than any research. Conducting personal interviews 
with the professional could have yielded better results and 
understanding on how the business works. Also the area of 
focus was limited only to Chennai. If the area of focus was 
extended it would give better results on the same. 
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Abstract

In recent years, we have seen a rise in businesses 
investing in social and ethical   initiatives. But what 
is the fundamental reason for the increased adoption 
of CSR within business? Is the growth in CSR merely a 
case of firms jumping on to the bandwagon and using 
CSR as a way of building a stronger brand image?  
Or is it because firms have an honest concern for 
the environment in which they operate?This article 
explore the benefits and challenges that a bank may 
face in implanting the CSR activities. This study is also 
confined to study the performance of CSR activities of 
ICICI Bank in India.

Keywords:CSR, Financial Inclusion, Education, 
Capacity Building, Inclusive Growth, etc.

INTRODUCTION

A simple definition refers to CSR as 
how banks take into consideration the impact 
on society of their operational activities. 
Consequently, it requires a built-in, self-
regulating mechanism whereby banks would 
monitor and ensure their adherence to law, 
ethical standards, and international norms to 
produce an overall positive impact on society.

The objective of the Bank is to pro-actively support 
meaningful socio-economic development in India and 
enable a larger number of people to participate in and 
benefit from India’s economic progress. This is based 
on the belief that growth and development are effective 
only when they result in wider access to opportunities 

and benefit a broader section of society. The aim is 
to identify critical areas of development that require 
investments and intervention, and which can help to 
realise India’s potential for growth and prosperity.

Responsibility Matrix:

The matrix charts banks based on the combination 
of their spend (as a percentage of average profits of the 
past three years) and the (responsible business) score.

Pace setters: These are banks that spend relatively 
large amounts and have relatively high responsible 
business scores. These companies have responsible 
business at the core of their long- term vision with 
good execution.

Smart utilisers: These banks spend relatively 
less but have higher scores. They get the best bang 
for their buck. They spend judiciously and are often 
able to extract economies of scale and also utilise their 
experience to the hilt.

Low efficiency: These banks spend a relatively 
larger amount but have relatively low responsible 
business scores. These companies focus on complying 
with regulatory norms. However, they lack vision and 
execution. Their approach is more short term.

Starting out: These banks spend relatively less 
and also have lower responsible business scores. As 
the name suggests, these companies are still finding 
their feet. They are still putting their frameworks in 
place and are struggling to comply with norms. They 
may take a while to ramp up.

Objectives of the Study:

To know the cost and benefits of implementing 
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CSR.

To gather the knowledge about CSR activities of 
ICICI Bank

Cost of Implementation:

From a financial perspective, the costs of 
implementing CSR and sustainability within a bank 
may include:

Capital Costs of CSR Initiative: Cost of new 
equipment, infrastructure changes, introduction of 
new products, etc.

Recurrent Cost:Continuous monitoring and 
recording of compliance and CSR practices.

Communication Costs: Communication of ethical 
codes and conducts to individual investors, media and 
employees.

Staff Costs: Costs for recruitment of skilled 
employees, financial cost of training staff and increase 
in employee wages.

Benefits of Implementing CSR:

Improve Bank Internal Culture:

Motivation for internal staff

Reason to be proud of company.

Develop New Business:

Set up of dedicated teams to identify and develop 
new business.

Enhance Public Image:

The recent global financial crisis is still having a 
negative impact on banks but CSR is a good way to 
enhance bank reputation and image.

Attract Social Responsible Investors:

Attract investors who have an interest socially 
responsible investments as opposed to a return on 
profit.

CSR Performance of ICICI Bank:

The Bank’s contribution to social sector 
development includes several pioneering interventions 
and is implemented through the involvement of 
stakeholders within the Bank and through the broader 
community. The Bank established the ICICI Foundation 
for Inclusive Growth (ICICI Foundation) in 2008 with 
a view to significantly expand the activities in the 

area of CSR. Over the years, ICICI Foundation has 
developed projects in specific areas, particularly in the 
area of skill development, and has built capabilities for 
direct project implementation as opposed to extending 
financial support to other organisations.

The CSR Committee of the Bank would consider 
and approve the projects or programmesthat the Bank 
should undertake as CSR in India. The Bank’sprimary 
focus areas for CSR activities are:

Education : Education represents a critical area of 
action to realise India’s growth potential as also make 
it inclusive,  by  enabling  children  from  all  sections  
of  society  to  have  access  to  quality  basic education 
that equips them for taking up higher education or 
job-oriented skill training. At the same time, India’s 
institutions of higher learning also require investment 
in capacity building to support India’s growing 
and evolving needs and become global centres of 
excellence.

Health Care : The healthcare challenge in India 
spans a number of dimensions, including access 
to affordable healthcare for the poor; awareness of 
health issues & available facilities/ benefits among the 
less privileged  segments  of  society  and  specific  
vulnerable  sections  of  the  population;  and  child 
malnutrition,  which  impairs  the  capacity  of  a  child  
to  lead  a  healthy  and  productive  life. Addressing 
this challenge is essential to achieve the objective of 
inclusive growth.

Skill Development and Sustainable Livelihoods : 
Enabling India’s youth to gain skills that can provide 
employment is key to realising the potential of  India’s  
demographic  dividend  and  driving  inclusive  growth. 
Improving employability  of the youth from lower-
income sections of society is hence an important focus 
area.

Financial Inclusion : The  Bank  strongly  believes  
that  to  improve  the  overall  economic  condition  
of  the  low-income population and to empower them 
with means to overcome adversities or inequalities, 
access to financial services is an important factor. The 
Bank would continue to focus on expanding its reach 
and its initiatives in this area include using various 
channels like branches and business correspondents, 
and leveraging technology, to make banking services 
accessible to low-income groups and the rural 
population, including the urban poor and migrant 
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workers.

Support Employee Engagement in CSR Activities : The Bank supports the involvement of its employees in 
CSR activities. The Bank will encourage employees to participate in CSR activities of the Bank.

Capacity Building for Corporate Social Responsibility : Bank will  continue  to  promote incubation of 
expertise for implementing corporate social  responsibility initiatives. It will also work towards providing  a  
platform  for  organisations engaged  in  social  initiatives,  and  discussion  &  thought  leadership  on  critical  
challenges  to inclusive growth. The Bank will continue to support initiatives that promote individual and corporate 
philanthropy.

Other Areas : ICICI  Bank  will  continue  to  provide  support  to  specific  needs  such  as  during  natural 
disasters, through financial as well as logistical support. The CSR Committee of the Bank may choose to select 
areas in addition to those specified above in the course of fulfilment of the CSR objectives of the Bank as may be 
decided by the CSR Committee from time to time.

The amount spent on CSR during the financial year is detailed in the following table:

Sr. 
No. CSR Project Sector in which the 

Project is covered

Budgeted 
Amount

(Rs. In 
Million)

Amount 
Spent 

(Actuals)

(Rs. In 
Million)

Cumulative 
Expenditure 

up to the 
Reporting 

Period

(Rs. In 
Million)

1 I n c l u s i v e 
Growth

Promoting education,

employment,

enhancing vocational

skills, livelihood

enhancement projects

380.00 380.00 2,125.00

2 R u r a l 
Development Rural Development 100.00 117.40 4,796.00

3 Education & 
Research Promoting Education 100.00 100.00 159.10

4

Relief and 
Welfare in 
c a l a m i t y 
affected areas

Contribution to Relief 
Funds - 100.00 176.50

5 Health

Promoting preventive

health care and

sanitation and making

available safe drinking

water

96.40 105.23 105.23

6 Armed Forces 
Welfare

Measures for the

benefit of armed forces 
veteran, war widows and 
their dependents

50.00 50.00 100.00
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7 F i n a n c i a l 
Literacy Promoting Education 36.00 35.00 91.20

8 Education Women Empowerment 16.00 16.00 16.00

9 Miscellaneous

Environmental

sustainability, Swachh

Bharat, reducing

Inequalities

411.6 18.40 89.70

Source : Annual Report of ICICI Bank

The average net profit of the company for the last 
three financial years calculated as specified by the 
Companies Act, 2013 for fiscal 2019 was Rs. 59.48 
billion. The prescribed CSR expenditure requirement 
for fiscal 2019 was Rs. 1,189.6 million. Total amount 
spent towards CSR during fiscal 2019 was Rs. 922.0 
million which was 1.6% of the average net profits of 
the last three financial years. Amount unspent was Rs. 
267.6 million.

CONCLUSION: 

It is essential that there should be a transparent 
and strong commitment to adoption of CSR practices. 
This can be reached through explicit reference to CSR 
activities adopted by banks through dedicating sections 
of Annual Reports to CSR matters or by publishing 
Sustainability Reports and/or policy statements on 
CSR.It is important to note that corporate sustainability 
for banks is much more than mere charity. In this 
context, banks are encouraged to improve the future 
of the people in all communities they operate through 
CSR programmes, which in turn will sustain their 
business in the future.
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Abstract

An effective business research on the factors 
that induce and encourage creativity among the 
industry is needed for development and growth of 
an organization. It is possible by providing certain 
provisions and taking certain initiatives by the 
organization such as encouraging the employees 
to come up with business ideas, formulating an 
idea submission process, granting rewards and 
incentives, enforcing short training sessions, 
making consistent and recurring communication 
with the employees through meetings, email, online 
newsletters and innovation boards, unlocking their 
potential by involving them in innovative programs 
where their ideas and views can be shared, it 

surprisingly gives an expertise impact to the 
organization. 

In current scenario the organizations are looking to 
influence business units and technologies to interrupt 
the way products have been addressed, the proceedings 
of these research on exploration of such creative ideas 
has led to the discovery of mobile services, sites, 
app solutions, reward programs, pooling premiums 
(vehicle insurance), digital alternatives, phone 
insurance and artificial intelligence with the help of 
advanced technologies.These findings have made the 
insurance sector more rapid in providing services and 
attaining a great reach among customers. 

KEYWORD: creativity, technology, potential, ideas, 
training, reward, innovation.
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OUTCOME OF THE RESEARCH

1. MOBILE SERVICES

Mobile services allocate social media and internet 
to an organization’s customers, employees and 
partners as an exceptional channel access capacity 
to bring communication possible at anyplace and 

anytime. It helps in rejuvenating customer service 
tools to accelerate policyholder and agent satisfaction, 
thus attracting new customers. In order to estimate 
the impact, it is important to classify the behavioral 
changes of diligent mobile customers across a range 
of metrics, such as electronic bill paying, call center 
interaction etc..,
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2. REWARD PROGRAMS
Implementing reward programs in insurance 

industries are now a prevailing process. Habitual 
enrollment of customers in such reward programs 
have become common these days, for example, 
processing minor claims without raising policy rates 
and providing forgiveness benefit. The purpose of 
reward programs has led to the recognition that a 
difference can be made by each individual, it also 
helps to acknowledge teams and individuals in an 
effective and timely way. 

An analysis must be made at the initial stage to 
establish how the customers realize value, either in the 
form of currency (points), rupees, rewards or benefits.

3. PHONE INSURANCE
Phone insurance can be claimed over phone or through 

the channels offered by policy providers, the conditions may 
include informing the providers within 48 hours of property 
damage, lost or if it’s been stolen, it helps in blocking the 
usage and privacy control of the concerned property. 

The financial covers offered by phone insurance 
are for digital downloads, theft cover, battery 
replacement, a lost phone, water damage, a cracked 
screen and overseas cover, it depends on the terms and 
conditions of the policy provider.

4. POOLING PREMIUM 
Pooling of premium is highly useful to the 

insurance companies in case of emergency and it 
can be categorized into two types, first means is 
by accumulating the premium collected from the 
customers of same or individual establishment and 
using it in case of emergency cases, where a bulk 
amount may be needed for one single user. Other 
means is by pooling the premium collected from the 
customers of different establishments into a single 
segment, and using the accumulated currency on a 
priority and rotation basis. The adverse effect is that 
not only the money is shared but also the risk is shared 
among the concerned parties. 

5. WEBSITES AND APP SOLUTIONS

Physical or material approach in the insurance 
industry can be replaced by coming up with insurance 
agency websites which can be made more effective 
by using attractive graphics and images. It is rather 
convenient to the customers for an creative and fun 
way of understanding the concept, provisions, and 
vision of the insurance industry. 

Generating quotes, breaking up large information 
into a simpler form of presentation, compiling the 
actual data to be delivered in an organized and 
interrupted manner are some benefits in creating and 
utilizing these websites.
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Abstract

Morale is defined as the depiction of emotions, 
satisfaction, and overall attitude towards a workplace. 
Productivity is directly related to morale. Happy 
employees have high morale while dissatisfied and 
unhappy employees have low morale. Employee 
morale, using job satisfaction, organizational 
commitment, turnover rates, complaints and employee 
strikes as a proxy. A high morale means the employee 
is satisfied with the job, puts in effort, is creative, 
takes initiative, is committed to the organization and 
focuses on achieving organizational goals rather 
than personal goals. In the present study an attempt 
has been made to study the employee morale at 
Thermox polymer PVT ltd. Study shows the employees 
morale appears Good. Team-building exercises are 
particularly important, because when employees are 
working in harmony, they tend to help each other, 
thus collectively relieving the amount of work that 
needs to be done for the company. The average mean 
score and percentage score has been computed. The 
most important factor contributing Employee morale 
are: relationship with the fellow worker, team spirit 
in direct work environment, working condition of 
work place, and holidays provided, management and 
employees are allowed to talk freely.

Keywords: Employee Morale; thermox polymer PVT ltd.

INTRODUCTION

Morale is a potential influence on the human relations 
in an organization. In every organization, people are 
working within a subtle of environment of attitudes. 
The term morale implies the level of confidence and 
spirits of a person or group. There may be several 
such indicators which can be used for inferring the 
state of morale like employee turnover, absenteeism, 
grievances, quality control etc… Feelings, emotions, 
sentiments, attitudes and motives all these combine 
and lead to a particular as Employee Morale.

Morale is unrelated to morality (the ability to 
distinguish right and wrong) Workplace events play 
a large part in changing employee morale, such as 
heavy layoffs, the cancellation of overtime, cancelling 
benefits programs, and the lack of union representation. 
Other events can also influence workplace morale, 
such as sick building syndrome, low salaries, and 
employees being mistreated. Employee morale is the 
relationship that a particular employee or a group of 
employees have with their work and the organization 
they work for.

COMPANY PROFILE

Established in 2005 in the automotive industrial 
hub of Chennai, Thermox Polymers Ltd today is a 
world class manufacturer of Moulded and Extruded 
Rubber & Plastic parts for Automotive OEM around 
the globe. All the TPL plants are certified and meet the 
most stringent quality norms set by its diverse range 
of customers. Apart from supplying to automotive 
majors in India. TPL has a unique capability to process 
rubber parts in all grades like NR, NBR, SBR, EPDM, 
Silicon, Viton, Neoprene, Chloroprene, HNBR, Fluro, 
Isoprene, Hypnone, etc., and plastic parts in grades 
like PP (Polypropylene), PVC (Polyvinylchloride), 
TPE (Thermoplastic rubber), PA 66, PA66 + Glass 
Fibre, POM (Polyoxymethylene) etc. It therefore 
offers a ‘one stop shop’ engineering solutions to all 
the customers through its expertise in designing, 
development, tooling, moulding, extrusion, assembly, 
painting, testing and delivery capabilities across the 
globe. Backed by its technical capabilities and highly 
enthusiastic workforce, TPL today has become a 
supplier of choice for the Indian Automotive industry

REVIEW OF LITERATURE

According to David Bowles and Cary Cooper1, 
Performance is the key outcome of high morale, and 
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the reason why it should be taken so seriously: with 
research gathered from some of the world’s largest 
employee opinion databases and best academic 
centres, the authors lay out the morale-performance 
connection. Now raised from just ‘touchy-feely’ to 
‘mission critical’, employee morale is finally getting 
the attention which it deserves. As it does, organizations 
are changing everything from their structure to their 
processes to take account of this fact, and starting to 
manage themselves around the need to measure and 
improve morale on an ongoing basis.

According to John E. Baird and Patricia H. 
Bradley2, Several factors are related to employee 
morale in organizational settings, the single most 
influential factor in enhancing job satisfaction and group 
cohesiveness is superior-subordinate communication. 
Yet, while a great deal of speculation exists concerning 
the sorts of communication behaviours most conducive 
to employee satisfaction, no empirical test has been 
conducted to assess specifically the relationship 
between communication and morale.

According to Pestonjee and Sing5, Workers 
morale is significantly related to their education. The 
higher their educations lower their morale and vice 
versa. Income is found to be a nonsignificant factor 
affecting morale.

According to K Aswathappa, 6 made the study 
about workers participation in management and job 
satisfaction. In any business, profit is the main aim. 
Profits can be got only when productivity is high and 
it is evident that productivity will be high only when 
employee morale is high.

According to Mr. S. Prabhakar, G R D College 
of Science, Coimbatore, made a “study on employees 
morale” has suggested that good working conditions 
welfare facilities enhance good morale in the opinion 
of majority of the respondents inspire of a few negative 
opinions

OBJECTIVE OF THE STUDY

Primary objective

To study the morale of the employees at Thermox 
Polymers

Secondary objectives

To identify the morale level of the employees. To 
know the attributes that influence their morale

To find out the satisfaction level of the employees 
in the following areas:

Salaries & Incentives

Training and development programme

Trust level

Social and Working environment

STATEMENT OF THE PROBLEM

An employee morale is one of the most important 
factors that will affect the performance of the company. 
Employees must be responsibility to manage those 
processes that they are assigned to do and helping to 
achieve projects goal. To be good employees, they must 
have a good morale also because morale is all about 
satisfaction, confidence and emotions in the workplace. 
It’s difficult to measure because of it all, about how 
employee feel about their work and satisfaction. The 
morale of employees productivity and performance of 
the project will increase is also helping the company 
to gain more profits. Some measure of morale is trying 
to capture its positive effects on the performance of 
the company and also the performance of the project. 
The high morale of employees will positively effects 
to companies such as employee will maintain working 
in the same company.

RESEARCH METHODOLOGY

Research methodology is a way to systematically 
solving the research problems. It may be understood 
as a science of studying how research is done 
scientifically. It includes the overall research design, 
the sampling procedure, data collection method and 
analysis procedure.

Data collection method

There are two major approaches to gathering data 
are categorized as;

Primary data

Secondary data

Primary data
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With help of the Structured Questionnaire, 
technique has been used for the collection of primary 
data from the respondents.

Secondary data

The secondary data has been collected from the 
company records, journal and various websites.

Sample size: 100 respondents

Brand Covered: THERMOX  POLYMER

Target Area: Chennai

Data Analysis

The collected data is analysed by using ANOVA 
calculation and CHI SQUARE analysis. It refers to the 

ratio with the help of absolute figure. It becomes easy 
to find the relative difference between two or more 
attributes.

Research Hypothesis

There is a significant impact of employee morale 
on employee efficiency.

NULL HYPOTHESIS (Ho): The job satisfaction 
on work environment will differ significantly.

TOTAL (T) =200,  n = 10

Correction factor = T2/n =200×200/10=4000

TOTAL SS =∑Xij2−(T)2/n=(40)2+(50)2+(4)2+(6)
2+(0)2+(14)2+(8)2+(26)2+ (0)2+ (52)2− (200×200/10) 
= 3802

SOURCE OF SUM OF DEGREE MEAN F-ratio 5%
VARIATION SQUARES OF SQUARES

(SS) FREEDOM (ms) F-limits
(df)

B/W SS 0 (2-1) 0/1 0/475F(1,8)
=1 =0 =0 =5.3177

WITHIN SS 3802 (10-2) 3802/8
=8 =475

Interpretation

Table value is greater than the calculated value, so the job satisfaction will differ significantly according to 
the work environment.

Chi-square analysis

The collected data are statistically analysed with chi-square test. The chi-square test is a statistical measure 
used in the context of sampling analysis to determine if categorical data shows dependency or the two classifications 
are independent. The chi-square is applied to find out the relationship between the attributes

ℇ − ℇ ⟨   − ℇ〉 ⟨  −ℇ〉 ∕ℇ

13 8.83 4.17 17.3889 1.96

6 5 1 1 0.2

4 5 -1 1 0.2
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2 6.16 -4.16 17.3056 2.80

12 9.89 2.11 4.4521 0.450

4 5.6 -1.6 2.56 0.457

8 5.6 2.4 5.76 1.028

4 6.90 -2.9 8.41 1.218

8 14.13 -6.13 37.5769 2.65

10 8 2 4 0.5

15 8 7 49 6.125

7 9.86 -2.86 8.1796 0.829

15 10.6 4.4 19.36 1.826

5 6 -1 1 0.16

3 6 -3 9 1.5

7 7.4 -0.4 0.16 0.02

5 9.54 -4.54 20.6116 2.16

5 5.4 -0.4 0.16 0.02

0 5.4 -5.4 29.16 5.4

17 6.66 10.34 106.9156 16.05

TOTAL=45.55

R/W two variables

Age and the involvement in job of respondent

Ho – there is no significant difference between b/w age and involvement in job

Ha – there is single difference between age and involvement in jobW 

Degree of freedom:

=(R-1) (C-1)

(5-1) (5-1) 4*4 = 16

Level of significance: 5% 5/100= 0.05

Table value = 26.296
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CONCLUSION:

Here the calculated value is higher than the table value, 
i.e. the table value is 26.296 and the calculated value 
is 45.55 So we rejected the null hypothesis. Therefore 
there is a different between age and job involvement.

FINDINGS

44% of respondents have 1 to 3 years of experience, 
28% of respondents have less than one tear of 
experience and 4% of respondents have above 10 
years of experience.
50% of respondents are satisfied with their job, 40% 0f 
respondents are highly satisfied with their job and 6 % 
of respondents are dissatisfied with their jobs.
48% are satisfied with their organization’s benefits, 
24% of respondents are neutral with the benefits and 
4% of respondents are highly dissatisfied with the 
benefits.
32% of respondents are often having opportunities for 
improvement and self development, 26% have very 
often and 12% of respondents have rarely.
26% of respondents are satisfactory with the 
environment, 14% of respondents are good with work 
environment, but 52% of respondents are highly 
dissatisfied with the work environment.
The superiors and co-workers relation is good for 44% 
of respondents, 36% of respondents feel very good and 
for 8% of respondents relation is bad.
56% of respondents feel that they have good job 
responsibilities, 34% of them have very good 
responsibilities and for 2% responsibility is poor.
54% of respondents strongly agree that they participate 
with management and 8% of respondents do not 
participate with management.
40% of respondents agree with the policies and 
administration practices of the organization and 2% are 
disagreeing with policies and administration practices.
For 64% of respondents the work load is moderate, for 
24% it is overload and for 4% it is optimal.
36% of respondents avail leave rarely, 24% avail 
sometimes and 8% of respondents avail leave very 
often.
50% of respondents often get creative jobs, 24% get 
very often and 4% of respondents get creative jobs 
very rarely.
52% of the respondents agree that use to get 
challenging jobs, 20% has no opnion about this and 
4% of respondents are strongly disagreeing.

50% of respondents agree that use to get opportunities 
to update knowledge and skills, 2% of respondent 
disagree.
44% of respondents agree that they get appreciation for 
their work and 2% disagree that they get appreciation 
for their work.
52% of respondents often provide suggestions to 
the management, 20% of respondents are very often 
provide suggestions and 8% are not at all involved in 
providing suggestions.
56% of respondents are satisfied with the health, safety 
and social services and 4% of respondents are highly 
dissatisfied.
80% of respondents will not switch their job often, but 
20% of respondents may switch their job.
72% of respondents will not accept salary cut and 28% 
of respondents will accept salary cut and will continue 
in same organization.
80% of respondents are totally involved in their job 
and 20% are somewhat involved.

SUGGESTION

On the basis of study conducted in Thermox 
Polymers about employee morale, I have come up 
with following suggestions Improving job satisfaction 
among employees by implementing appropriate job 
enhancement and enrichment techniques. Providing 
adequate compensation and appreciation for quality 
work. Creating jobs that provide opportunity for 
expression of creativity and competence. Planning and 
implementing training methods for self development of 
the work force. Relating opportunities that will enable 
the workers to participate in management related 
activities. Improving the working environmental 
standards to the extent that they are considered to be 
the best.

CONCLUSION

The study concludes that, the Employee Morale in 
Thermox Polymers, Chennai is found

effective but not highly effective. The study on 
Employee Morale is highlighted so many factors which 
will help to the productivity of the workers.  The study was 
conducted among 100 workers and collected information 
through structured questionnaire. The study helped to 
findings which were related with organization to motivate 
its employees to a high degree, resultant morale in the 
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organization will be equally high morale in a business 
organization is an attitude of emotional readiness, which 
enables an employee to improve his productivity. When 
an organization motivates its employees to a high degree, 
resultant morale in the organization will be equally high. 
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Abstract

A grievance means any dispute or discontent or 
feelings of unfairness arise between an employer and 
employee in workplace. The employees express their 
grievances in terms of complaint. This review focuses 
on the grievance procedure research published in the 
past decade with specific attention on the application 
of social science theory to grievance research

The research was conducted for the employees of 
the organizations. Research methodology is a way to 
systematically solve the research problem. Research 
has been conducted to access the satisfaction level 
of employee. The primary data collected through 
questionnaires. From the total of 140 employees, 100 
samples were taken into consideration. The secondary 
data was collected through website and records of the 
organisations.

Simple percentage test were to render the data 
collected. The findings reveal that most of the 
employees are satisfied with the provision of welfare 
facilities. But still appropriate suggestions are given 
by the researcher to the organization to improve 
welfare facilities to the employees.

INTRODUCTION

Grievance

Grievance is a old French word means –injury 
according to oxford dictionary grievance is a real 
imaginary are feeling of dissatisfaction and injustice 
which an employee has about is employment 
relationship.

A grievance is a specific, formal dissatisfaction 
expressed through an identified procedure. A 
complaint, on the other hand, is a dissatisfaction that is 
not expressed through the formal grievance procedure. 

The dissatisfaction may be expressed or implied A 
grievance may be expressed verb all your in writing. 
Gossiping, jealous argumentation, careless use of 
materials, poor workmanship, untidy house keeping, 
etc. Are verbal grievance .Written grievance is often 
called complaints. Day dreaming, absenteeism, 
tardiness, indifference to work, labour turnover, etc. 
indicate implied grievance.

COMPANYPROFILE:

Alloysys Extrusion [P] Ltd came into existence 
in 2005. The journey from manufacturing minimum 
extrusion to be coming one of the best makers of 
Quality Aluminium Extrusions have been filled with 
accomplishments and accolades.

Alloysys Extrusion aims to have a global presence 
a sale a ding global manufacturer of high quality 
Aluminium extruded products. The endeavours of the 
organization are focused towards achieving all-round 
excellence. The organization seeks to accomplish a 
fusion of traditional methods and innovative concepts 
to supply the best quality extruded product. Alloysys 
Extrusion manufactures wide variety Aluminium 
extrusions like extruded channel, extruded section or 
extruded profile that meet diversified usage.

AlloysysExtrusion has been maintaining its utmost 
standards of precision and quality and founded on the 
philosophy of ensuring uncompromising satisfaction 
to and these products are adding a new dimension to 
them modern building construction technology and to 
our business. AlloysysExtrusion

Ltd as the acknowledged market leaders have 
Setup benchmarks for quality ,timely delivery and 
client satisfaction. We have a unique combination 
of being flexible and an ability to react very quickly 
to changes in designs and specifications. This has 
ensured that our products and services to all our 
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customers have been acclaimed internationally. From 
the beginning, we have always had a strong foundation 
of adaptability and experience. Always working 
very closely with customers, we have developed 
our products and services in tune with the market 
developments and requirements.

Aluminium Industry in India is a highly 
concentrated industry with the top 5companies 
constituting the majority of the country’s production. 
With the growing demand of aluminium in India, 
the Indian aluminium industry is also growing at an 
enviablepace.In fact ,the production of aluminium in 
India is currently out pacing The demand.

REVIEW OF LITERATURE:

Lawrence Nurse, Dwayne Devenish,(2007) in his 
working paper entitled “Grievance Management and 
its links to workplace justice” The purpose of this paper 
is to explore the influence of workers‟ demographic 
characteristics on their perception of procedural 
justice from grievance management. A related aim is 
to determine whether procedurals justice perception 
have an impact on perception of distributive justice

According to K. Aswathappa A grievance may be 
defined as any feeling of discontent or dissatisfaction, 
whether expressed or not and whether valid or not, 
arising out of anything connected with the co that an 
employee thinks, believes or even feels is unfair, unjust 
or inequitable. Valid or ridiculous, and may arise out 
of something connected with the company,

The formal mechanism for dealing with such 
worker’s dissatisfaction is called grievance procedure. 
There may be variations in the procedures followed 
for resolving employee grievances. Variations may 
result from such factors as organizational or decision-
making structures or size of the plant or company

Dr.V.Mohana sundaram, N.Saranya,(2013) in his 
article “Employee Grievance” organisation are made 
up of peoples and functions through people without 
people organisation cannot exist. The resources of 
men, money, material and machinery are collected, 
coordinated and utilized through people in the 
organisation. It is through the combined effort of 
people that materials and monetary resources are 
effectively utilized for the attainment of common 
objectives and goals without united human effort no 
organisation can achieve its goals

Encyclopedia Britannice defines as In industrial 
relations, process through which disagreements 
between individual workers and management may 
be settled is called as Grievance Cell Management. 
Typical grievances may include the promotion of one 
worker over another who has seniority, disputes over 
holiday pay, and problems related to worker discipline.

Grievance procedures are a significant issue in 
collective bargaining agreements in much of Europe 
and the United States. They usually detail a series of 
steps open to the worker, beginning with discussion 
between the foreman and the union steward and going 
up the line until a settlement has been reached. The 
final step in the United States is usually arbitration; 
in some European countries the grievance case may 
finally be appealed to a labour court.

Bemmels, Reshef and Stratton-Devine included 
the shop stewards assessment of how frequently 
employees approach them with complaints. Although 
most grievances are formally filed by employees, the 
initiation of a grievance can come from employees 
or stewards. Complaining to the shop stewards is the 
employees‟ role in the grievance initiation process. Both 
of these studies found the work group with employees 
who complained to the stewards more frequently 
had grievance rates Employees‟complaining to their 
stewards is a precursor to grievance filing.

OBJECTIVES OF THE STUDY

To identify whether the employees are aware of 
the Grievance Cell Management.

To identify whether the grievance handling system 
leads to a favorable attitude towards the management

To identify that the grievance handling system 
leads to a mutual understanding between workers and 
the management

Scope of the Study

•The study throws light on need for Grievance Cell 
Management and this study facilitates the management 
for further improvement on the same.

•This study will be useful when similar kind of 
research is undertaken.

Limitation of the Study

The respondents of the questionnaire were very 
busy and could not afford more time to answer. The 
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average time to response was 5-6 minutes only.

The samples confine only the permanent 
employees and not the contract employees. As the 
company policy restricts the data collection to the 
contract employees..

STATEMENT OF THE PROBLEM

Grievance exit in all organizations. No 
organization will be fully satisfied with the decisions 
and policies taken by the management. Many of the 
employee grievance are not expressed, even if they are 
expressed also the was not addressed. So this study 
be on the different grievance that exist and how they 
are addressed and settle dinar organization with there 
spent other employee satisfaction

RESEARCH METHODOLOGY

The procedure using, which researchers go about 
their work of describing, explaining and predicting 
phenomena, is called Methodology. Methods 
compromise the procedures used for generating,

collecting, and evaluating data. Methods are the 
ways of obtaining information useful for assessing 
explanation.

Research design

The research design is the conceptual structure 
within which research is conducted. It constitutes the 
blueprint for the collection, measurement and analysis 
of data.

Data collection method:

Primary data are fresh data which are 
collected through survey from the employees using 
questionnaire.

Secondary data are those collected from books, 
internet, reports of already done project works, etc.

Statistical Tools Used:

1.Percentage Method

2.Chi - Square

SAMPLING TECHNIQUE:

Sampling Design: Convenience sampling

Sampling is the process of selecting a sufficient 
number of elements from the population, so that 
a study of the sample and an understanding of its 

properties or characteristics would make it possible 
for us to generalize such properties or characteristics 
to the population elements.

Sampling Unit : The sampling unit is limited to 
the employees of Alloysys Extrusion

Population : 140

Sample Size : 100

DATA ANALYSIS

The data collected was classified and analyzed 
using frequency tables and percentages. Regression 
analysis model was used in establishing the relationship 
between the variables

PERCENTAGE METHOD

Distribution of respondents based on age

AGE NO. OF RESPONDENTS PERCENTAGE

19-25 87 87%

26-30 7 7%

Above 30 6 6%

Total 100 100%

INFERENCE:

From the above table it is inferred that 87% of the 
employees are between the age group19to 25years, 7% 
of the employees are between the age group 26 and 30 
years and 6% of the employees are above 30years of 
age.

Satisfaction level of the conflict resolving 
procedure of the company based on experience.

Null Hypothesis: There is no significant association 
between the experience and the satisfaction level of 
the employees in the conflict resolving procedure 
of the employees Alternative Hypothesis: There is 
significant association between the experience and 
the satisfaction level of the employees in the conflict 
resolving procedure of the employees

OBSERVED FREQUENCY

Experience Highly Satisfied Neutral

D i s 

satisfied Highly total

satisfied dissatisfied
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1 - 3 

YEARS 20 32 26 2 1 81

4 - 1 0 

YEARS 5 5 3 0 0 13

ABOVE10

YEARS 2 0 2 1 1 6

TOTAL 27 37 31 3 2 100

COMPUTATION TABLE FOR CHI SQUARE: 
TABLE

O E O-E (O-E)2 (O-E)2/E
20 23 -3 9 0.391304348
32 30 2 4 0.133333333
26 25 1 1 0.04
2 1 1 1 1
1 1 0 0 0
5 4 1 1 0.25
5 5 0 0 0
3 2 1 1 0.5
0 1 -1 1 1
0 1 -1 1 1
2 2 0 0 0
0 2 -2 4 2
2 1 1 1 1
1 1 0 0 0
1 1 0 0 0

TOTAL 7.314637681

Degree Of Freedom = (r - 1) (c - 1)

(5-1)(5-1)

16

Table value for ChiSquare for 16degrees of 
freedom at of 5%level of significance = 26.3

RESULT:

Calculated value <Table value

Therefore null hypothesis is accepted

Hence there is no significant association between the 
experience and the satisfaction level of the employees in 
the conflict resolving procedure of the employees.

IDENTIFICATION OF REAL BASIS OF 
PROBLEM:

DECISION:

Since calculated value is less than 1.96, null 
hypothesis is accepted.

Hence Nature of work and work environment, and 
satisfaction level are independent.

FINDING:

87%  of the  employees  are  of under  the  age  
group  19-25 years

81% of the employees have 1-3 years of experience

74% of the employees have awareness about the 
grievance redresssal committee of the company

4.28% strongly agrees and 45% agrees that real 
basis ofthe problem is identified.

5.68% of the respondents say that grievance 
redressal committee members actively engage in 
resolving theproblems.

6.61% of the respondents say that proper records 
regarding grievanceis maintained.

SUGGESTIONS:

Operators and supervisor relation should be 
improved since only 35% of the respondents are 
communicating their grievance to the supervisor.

The work environment should be improved to 
satisfy the employee needs.

Temporary relief can be provided so that the 
delay does not increase his frustration and anxiety and 
thereby not affecting his / her morale and productivity.

Informal counseling helps to address and manage 
grievances in the workplace

CONCLUSION
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The study reveals that the Grievance Cell Management 
is satisfactory. The organization is recognizing the 
importance of satisfying the employees and retaining 
them. Further improvements can be made so that all 
members are highly satisfied with the procedure. The 
suggestions and recommendations when implemented 
will still more benefit the organization. Most of the 
surveyed employees are satisfied with the method 
adopted by the organization for redressing the 
grievances or complaints of the employee
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Abstract

Social advertisements are advertisements whichsupport 
and aids wellbeing and prosperity of a community, 
namely programs that teach individuals about 
implications of harmful use of drugs, various diseases 
and other social issues.Social commercials have the 
ability to impact social orders. Over the most recent 
couple of decades Indians have seen a great deal of 
social advertising efforts. Some were able to create a 
positive influence and others, not so much.The study is 
mainly to understand the perception of public towards 
the social advertisements especially in Chengalpattu 
district of Tamil Nadu. As social advertisements 
operate as Corporate Social Responsibility (CSR) 
activity for corporate entities, the results of the survey 
can be used to understand impression of public 
towards these advertisements and make improvements 
on the existing commercials as well as for the future. 
From the government’s perspective, more efficient and 
impactful social advertisements can be made to create 
a clear awareness about the current social problems 
faced by the society. This paper also attempts to 
understand the awareness, strength and problems of 
the current state of social advertisements, which helps 
to take necessary steps to solve the hurdles.

INTRODUCTION

Advertisementsplay acrucial part in making the 
item to penetrate the targeted market segment. 
Advertisements are fundamental in helping to advance 
the product, service, brand or company in its entirety. 
Most recent pattern in the field of advertising is 
social advertisements. In spite of the fact that social 
advertisements are not new to India, there is a recent 

insurgence as more and more companies are blending 
the brand with a social message. Ads with social 
message are named as Social Advertisements. Prior 
to this, governments were the main user, using it to 
present social awareness. But now, private companies 
promote their image linked with social a message.
There is wide range of social issues in society, 
ranging from malnutrition, poverty,

Domestic abuse, human rights, animal brutality, 
impacts of smoking cigarettes and tobacco, 
sexually transmitted infections and disease, liquor 
consumption,drug abuse,road safety and so forth. The 
last referenced social issue will be vital one for the 
study.The legislation, organs of state and also social 
campaigns try to solve the specific social problems. 
Social publicizing campaigns make up one of the most 
significant part of social advertising. The principle 
aim of social promoting is to build familiarity with 
the social issues and to inspire individuals to embrace 
socially desirable activities and behavior using media. 
Mainly, it should have an impact on both critical and 
emotional thinking. Individuals should feel anurge to 
change their conduct. Social advertising has nothing to 
do with a product sale or with a service sale, as it is the 
case of commercial advertising that forces customers 
to buy something although they do not really need it. 
That is one of the main reasons why we have decided 
to choose just the topic of social advertising, as it is 
based on a totally different principle.

Social advertising is related to ethics. In this way, 
social advertising efforts can’t surpass the limits of 
moral standards. These benchmarks emerge from the 
Code of Ethics, which is the central column on which 
social advertising stands. The importance of decency, 
truth and social duty is constantly required. The success 
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of social promoting is firmly connected with the field 
of psychology and sociology. Psychology influences 
individuals’ conduct and feelings. Emotions impact 
the human personalities which bring about a difference 
in individuals’ conduct. There are numerous emotional 
appeals which should be fused into the commercials. 
Sociology covers social life of individuals, groups or 
societies, and it is just social advertising that serves as 
means to get the message to a target group. The theme 
of social advertising is by all accounts a wide term, 
as it covers tremendous quantities of social issues. 
It would be practically difficult to process and break 
down every one of them.

REVIEW OF LITERATURE

Atkin Charles (2001) in his study “Impact of Public 
Service Advertising: Research Evidence and Effective 
Strategies” has reviewed the research measuring effects 
of media-based health communication campaigns, 
to determine the degree of impact of campaigns on 
health behaviours, and identify promising strategies 
for increasing campaign effectiveness. 

         (MinakshiChauhanAsopa- 2010). Social 
advertising is defined as the use of mediabased 
messages that are intended to educate or stimulate 
people in the society to engage themselves in voluntary 
social activity such as health service, environment 
conservation, national unity, etc. Social advertising is 
used to change the perception, attitude and behaviour 
of public at large and intends to bring about a positive 
social change. 

(SivanathShanmugavel- 2011).Now social 
advertising has become a fashion and the leading 
brands are trying to build images of their brand using 
these kinds of advertisements. The top brands are 
concentrating more on these forms of advertisements 
since it is associated with huge human values. 
Humans in all cultures at all times form complex 
social networks; the term social network here means 
ongoing relations among people that matter to those 
engaged in the group, either for specific reasons 
(like fantasy football, cancer support groups, task 
forces at work) or for more general expressions 
of mutual solidarity (like families, clans, friends, 

social clubs). Membership in these networks can 
be relatively permanent (extended families, which 
endure for lifetimes) or flexible (pregnancy support 
groups, in which members rotate out after a few 
months) 

NarangYogita, NarangAtul, and Nigam Shalini 
(2012) in their research on “Effect of Service 
Advertising and the Effectiveness of Media- an 
Exploratory Study of Four Campaigns” have discussed 
the effects of media-based communication campaigns, 
to determine the degree of impact of campaigns 
effectiveness. Advertising is a form of communication 
intended to persuade an audience (viewers, readers 
or listeners) to purchase or take some action upon 
products, ideals, or services. Same advertising 
techniques can be used to promote commercial goods 
and services and also to inform, educate and motivate 
the public about non-commercial issues, such as save 
paper, protection of environment, political ideology, 
and deforestation. 

OBJECTIVES OF STUDY

1. To measure the awareness of people 
towards social advertisements 

2. To identify the role of celebrities in 
social advertisements.

3. To analyse the influence of social 
advertisements among people 

STATEMENT OF PROBLEM

One of the latest trends in the field of advertisement 
is social advertising. Advertisements with social 
message are termed as social advertisement. Social 
advertisement is related to ethics. The study is to 
understand the perception of public towards the social 
advertisements especially in Chengalpattu district of 
Tamil Nadu.

The study is to get the perspective of people 
towards social advertisements and understand the 
features and shortcomings of the current state of social 
advertising. The study also checks how misplaced 
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the current advertising is in relation to social issues 
and whether the advertisements are able to create an 
impact among the people in various sections.

RESEARCH METHEDOLOGY

Population    The population for the study 
consists of people of Chengalpattu districtSample 
sizeFor the purpose of study, sample study has 
been conducted and data collected randomly from 
75 respondents of Chengalpattu district.Sampling 
methodSelf-administered questionnaire was used to 
collect data through convenience sampling method 
due to the time constraints and vastness of the sample 
population.Data sourcePrimary data are collected 
with the help of questionnaire. Secondary data are 
collected from various books, journals, internet etc.
Data processing, analysis and interpretationAfter 
collection of data using questionnaire, the data was 
edited, sorted and tabulated to maintain standards and 
ensure accuracy,  as well as ease of use. Research 
design   Descriptive study: Descriptive study usually 
involves surveys and studies that aim to identify facts. 
The purpose of descriptive research is to illustrate in 
detail situations or events, such as the characteristics 
of a population, a social condition or a particular 
topic accurately. In the process of descriptive 
research, data are collected and summarised, but 
relationship between sets of data and predictions 
are not usually defined. The information collected 
from individuals are analyzed with the help of 
statistical tools to reach conclusions Research tools                                                                                                                          
Percentage analysis, Analysis of variance (ANOVA)
used in analysis using SPSS 17.0 software package. 
Graphical tools are also used to present findings

FINDINGS 

This study is made among 75 respondents. 
Questionnaire method has been used for collection 
of data. After analyzing the awareness of social 
advertisements among public by applying percentage 
analysis, composite indices, this chapter presents the 
observations and findings of the study and drawn up 
certain conclusions:

Majority of the respondents (57.3%) are females. 

Out of the 75 respondents, majority belongs to the 
age group 20-40. 

Educational wise classification shows that 
majorities (64%) of the respondents are graduate and 
minority (2.6%) are technical or professionals. 

Majority of the respondents (36%) moderately 
agrees that the presence of celebrities influence public. 

Age on Quality, Content, Informative, Creativity, 
Memorable features – ANOVA is high on content and 
quantity.

 Gender on Quality, Content, Informative, 
Creativity, Memorable features – ANOVA is high on 
women based on Quality, Content and Creativity

SUGGESTIONS

Based on the survey and analysis the following 
suggestions are made: 

Based on the study it is found that, social ads are 
not competitive with other commercial ads. Hence 
the advertisers can make them more attractive as 
commercial ads.  

The celebrity endorsement in advertising is an 
essential element to make an effective communication 
between advertisers and consumers. Hence celebrities 
can be used for presenting ads which contains social 
message. 

All of the respondents are aware but majority of 
them are not getting influenced by social ads. So the 
attractiveness of social ads can be enhanced by making 
them more emotionally appealing and improving the 
effects of visual appearance

CONCLUSION 

From the study it can be concluded that all of them 
are aware about the social advertisements. Out of the 
responses collected most of them are not influenced by 
social advertisements. Majority of them are not getting 
influenced as to apply the message conveyed by social 
ads in a practical situation.  
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     Celebrity plays the role of a source in 
advertising. It is usually believed that if the source 
is credible in a communication process then the 
acceptance of message is high. Public attempts to 
watch social advertisement presented by celebrities. 
Public are in a view that, celebrities are used in social 
advertisements to make ads more attractive and easy 
identification of ads. 
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Abstract

 Performance Appraisal provides the information 
to diagnose deficiency in employee regarding skill, 
knowledge, determine training and developmental 
needs and to prescribe the means for employee growth 
and ensuring better performance. The survey was used 
to achieve the objective of the study. Survey research 
is the systematic gathering the data from respondents 
through questionnaire.

The scope of any performance appraisal should 
include the following: provide employees with a 
better understanding of their role and responsibilities; 
increase confidence through recognizing strengths 
while identifying training needs to improve 
weaknesses; improve working relationships and 
communication between supervisors and subordinates; 
increase commitment to organizational goals; develop 
employees into future supervisors; assist in personnel 
decisions such as promotions or allocating rewards; 
and allow time for self- reflection, self-appraisal and 
personal goal setting.

The scope of the study encompasses the area of 
performance appraisal system in Human Resource 
Management, The study is confined to the relation 
between Manager and employees appraisal system.

The primary objective is to assess the effectiveness of the 
performance Appraisal management of GLS Shipping 
Pvt Ltd. The secondary objectives are to assess the 
effectiveness of the counseling done by rating officer, 
study whether the current performance Appraisal 
management identifies the training needs and facilitates 
the growth, know the scope for communicating the plans 
of management and goals to the staff, identify potential 
and capabilities of employees and improve the overall 
Organizational Performance and to provide necessary 
suggestions to improve the overall performance 
Appraisal managements.

INTRODUCTION

A performance appraisal is the process of assessing 
worker performance in comparison to certain 
predetermined organizational standards. appraisals 
not only help employees understand how they are 
doing but they also help workers supervisors along 
with the organization as whole, often, performance 
appraisals are linked to pay increases and promotions, 
but they also provide feedback on ones performance, 
help recognize weakness and strengths, and help 
one to reach the desired goals of the organization 
or their own individual goals. For the supervisors, 
performance appraisals provide information that is 
valid for pay increases, promotions, demotions, and 
findings and firings with feedback for an employee.  
Performance appraisal is also used to encourage 
integration between workers and supervisors, as 
one might think, there are many different kinds of 
performance appraisals that an organization can 
decide to use. The first thing that an organization must 
decide is whether they want to do what is called an 
objective or a subjective performance appraisal. An 
objective performance appraisal is when you measure 
quantifiable aspects of job performance, an example 
would be the number of units produced, a subjective 
performance appraisal is when some knowledgeable 
individual rates or critiques your work. Once you 
decide if an objective or subjective performance 
appraisal is good for your organization, you than 
have to decide what type is right for you, there are 
many different ways you can go about deciding and 
of course many different types to choose from.

Performance Appraisal is the systematic 
evaluation of the performance of employees and to 
understand the abilities of a person for further growth 
and development. Performance appraisal is generally 
done in systematic ways which are as follows:
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The supervisors measure the pay of employees 
and compare it with targets and plans.

The supervisor analyses the factors behind work 
performances of employees.

The employers are in position to guide the 
employees for a better performance.

REVIEW OF LITERATURE

HISTORY OF PERFORMANCE APPRAISAL

The concept of Performance Appraisal is not a new 
invention as it was first introduced in China during 221-
265 AD by We dynasty to appraise the performance of 
members of its official family. How ever, this concept 
had been substantially improved upon thereafter and 
New York City civil services adopted such improved 
version of appraisal, during 1883. Subsequently, 
commiserating with the metamorphosis that took place 
in the arena of Human

Resource Management (HRM), the concept 
of Performance Appraisal has been increasingly 
recognized as an effective technique and tool for 
systematic evaluation of relative performances of 
individuals in the organizations.

In a simplest sense, the term Appraisal implies 
evaluation of worth, quality and merit. In the context 
of organization, wider sense, performance Appraisal 
can be defined as a systematic and objective process 
of judging the relative worth or ability of an employee 
in performing his job. The important features of the 
concept of performing his job. The important features 
of the concept of Performance Appraisal are:

It is not a one-time exercise but a periodically 
continuous and on-going process.

The appraisal is systematic since it seeks to 
evaluate all performances in the same manner by 
utilizing uniform standards, so that appraisal of 
performances of different individuals is comparable,

It tries to identify the strengths and weakness of 
an employee on his present job.

The appraisal should have objectivity as t attempts 
at accurate measurement while trying to eliminate 
human biases and prejudices,

Its focus is to plan placements and transfers 

besides career growth and development of individuals,

It serves as a feedback mechanism to the 
employees as to where he stands and to suggest for 
needed changes in his behaviour, attitudes, skills and 
job knowledge etc.,

1. 6. It aims at preparing a level playing ground 
for mutual trust and goodwill between superior and 
subordinate in the organization.

OBJECTIVES OF THE STUDY PRIMARY 
OBJECTIVE

To assess the employee satisfaction towards the 
performance Appraisal management of GLS Shipping 
Pvt Ltd

SECONDARY OBJECTIVES

Objective of Performance Appraisal focus on 
together employee and organization development. 
Some of the objectives are:

To assess the effectiveness of the counseling done 
by rating officer

To study whether the current performance 
Appraisal management identifies the training needs 
and facilitates the growth

To know the scope for communicating the plans 
of management and goals to the staff.

To identify potential and capabilities of employees 
and improve the overall Organizational Performance.

To provide necessary suggestions to improve the 
overall performance Appraisal managements.

NEED FOR THE STUDY

Performance Appraisal provides the information 
to diagnose deficiency in employee regarding skill, 
knowledge, determine training and developmental 
needs and to prescribe the means for employee growth 
and ensuring better performance. The survey was used 
to achieve the objective of the study. Survey research 
is the systematic gathering the data from respondents 
through questionnaire.

Performance appraisal is needed in order to:

Provide information about the performance ranks 
basing on which decision regarding salary fixation, 
confirmation, promotion transfer etc.,
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Provide information about the level of achievement 
and behaviors of subordinate.

Provide information which helps to counsel the 
subordinate.

To prevent grievances and in disciplinary 
activities.

SAMPLE SIZE: -

Survey covers the employees of GLS SHIPPING 
PVT LTD PVT LTD CHENNAI. The sample size 
of 130 respondents is chosen according to the 
convenience of the researcher. This is determined by 
the considering the time and money factor

FINDINGS:

1.37% of the respondents are strongly agreeing that the 
current appraisal system encourages the understanding 
capacity between the appraise and the appraiser.
2. More than 32% of the respondents not agree 
that the present appraisal system helps in strengthening 
the relationship through mutuality and trust.
3.40% of the respondents feel that the performance 
review has been taken seriously by the superiors and 
sufficient time has been devoted for the appraisal.
More than 80% of respondents give negative response 
on the rating officer personally counsels the Supervisor 
before rating adverse marks.
More than 60% of the respondent’s gives negative 
response on the present Merit Rating Report System

SUGGESTIONS:

Employees are need to aware of the performance 
appraisal system (PAS)
Processes, which is followed by the organization.
Rating Officer Personal feelings and emotions should 
be ignored in assessing the performance appraisal of 

supervisors.
Open door communication system helps both 
supervisors and superiors for better Understanding and 
strengthening the relationship among them.
Performance appraisal may be flexible. It is better to 
try new methods such
MBO (Management By Objectives) or 3600 Appraisal 
systems
CONCLUSION:
Present appraisal system is a systematic assessment of 
the employee in an organization. The result of such 
appraisals may lead to moment of the employee to 
right place, enhancing the present skills, change the 
present compensation and others problems. As the 
effect of present appraisal creates a big change in the 
professional as well as the appraisal in an effective 
way without bias and etc.
The appraisal system for supervisors is GLS Shipping 
Pvt Ltd has been studied and it is recommended to 
indicate Management by objectives System (MBO) 
which is the best in the current situation.
If it is implemented, this may help the corporation to 
maintain and enhance the present knowledge base for 
a long time.
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ABSTRACT

Customer satisfaction is an indispensable component of the Marketing function and

it can be simply defined the number of customers, or percentage of total customers,

whose reported experience with a firm, its products, or its services exceeds specified

satisfaction goals. With many companies turning customer centric, customer

satisfaction levels are measured and plans for its improvement are done by all most

all the businesses. The focus of the present study is to gain knowledge about the

different types of titan brand, factors influencing the consumers to prefer a particular

brand and the problems faced by them on using such brands. For the purpose of

obtaining the data, questionnaire method is used. Suitable tools have been exploited

to obtain scientific evidence and further suggestions useful for the industry have

also been presented. Customer satisfaction, a term frequently used in marketing, is a

measure of how products and services supplied by a company meet or surpass

customer expectation. Customer satisfaction is defined as “the number of

customers, or percentage of total customers, whose reported experience with a firm,

its products, or its services exceeds specified satisfaction goals.

Keywords: Brand, Design, Expectation, Fastrack watches

INTRODUCTION

Customer satisfaction CSAT, more correctly is a term frequently used in marketing.

It is a measure of how products and services supplied by a company meet or

2

surpass customer expectation. Customer satisfaction is defined as "the number of

customers, or percentage of total customers whose reported experience with a firm,

its products, or its services (ratings) exceeds specified satisfaction goals." The

Marketing Accountability Standards Board (MASB) endorses the definitions,

purposes, and constructs of classes of measures that appear in Marketing Metrics

as part of its ongoing Common Language in Marketing Project. In a survey of nearly

200 senior marketing managers, 71 percent responded that they found a customer

satisfaction metric very useful in managing and monitoring their businesses. It is

seen as a key performance indicator within business and is often part of a Balanced

Scorecard. In a competitive marketplace where businesses compete for customers,

customer satisfaction is seen as a key differentiator and increasingly has become a

key element of business strategy. "Customer satisfaction provides a leading

indicator of consumer purchase intentions and loyalty." "Customer satisfaction data

are among the most frequently collected indicators of market perceptions. Their

principal use is two fold:"

1. "Within organizations, the collection, analysis and dissemination of these data

send a message about the importance of tending to customers and ensuring that

they have a positive experience with the company's goods and services."

2. "Although sales or market share can indicate how well a firm is performing

currently, satisfaction is perhaps the best indicator of how likely it is that the firm’s

customers will make further purchases in the future. Much research has focused on

the relationship between customer satisfaction and retention. Studies indicate that

the ramifications of satisfaction are most strongly realized at the extremes."

On a five-point scale, "individuals who rate their satisfaction level as '5' are likely to

become return customers and might even evangelize for the firm. A second

important metric related to satisfaction is willingness to recommend. This metric is

defined as "The percentage of surveyed customers who indicate that they would

recommend a brand to friends." When a customer is satisfied with a product, he or

she might recommend it to friends, relatives and colleagues. This can be a powerful

marketing advantage."Individuals who rate their satisfaction level as '1,' by contrast,

are unlikely to return. Further, they can hurt the firm by making negative comments

about it to prospective customers. Willingness to recommend is a key metric relating
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to customer satisfaction."

REVIEW OF LITERATURE

Angelova.B (2011) Measuring customer satisfaction with service quality

using American customer satisfaction model (ACSI Model International Journal of

Academic Research in Business and Social Sciences October 2011

Beneke.J, Hayworth.C, Hobson, R and Mia, Z (2012).Examining the effect of retail

service quality dimensions on customer satisfaction and loyalty: The case of the
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University of Cape Town, Act Commerce
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475 Miles., Miles, G., & Cannon. (2011). Linking servicesape to customer satisfaction:

exploring the role of competitive strategy, International journal of operation and

production management, Emerald group of publishing limited, 32(7), pp.772-792

Turel and Serenko (2004) studied validation of American Customer

Satisfaction Model in mobile telecommunication sector and found that there is a

positive association between perceived customer expectations, perceived quality,

value and satisfaction and a negative link between satisfaction and customer

complaints.

Pothas et al (2001) proposed an unconventional way of monitoring customer

satisfaction based upon promoting the expressing of customer perceptions from the

frame of reference of the customers, not from the frame of reference of the

investigator.

4

Ganesh et al (2000) note that investigations of overall satisfaction provide useful

insights into the various customer groups, further exploration, of satisfaction with

service dimensions provide a more detailed look into the factors that drive customer

satisfaction in this project.

Terblanche & Boshoff (2001) assessed the influence of certain factors on

customer’s level of satisfaction in their study. It has been found that service quality,

product quality and product varieties are the three dimensions that influence

customer satisfaction.

Ching-chow Yang (2003) stated that customer satisfaction measurement highlights

the strength and the area of improvement in the quality of product. Continuous

improvement is considered one of the important quality activities for a firm to

pursue the best quality for its products. Through the continuous improvement

actions, the enterprise can increase customer satisfaction and raise profits.

OBJECTIVE OF THE STUDY:

 To study the customer satisfaction towards Fastrack Watches.

 To know about the awareness media of Fastrack watches.

 To suggest the measures to improve the satisfaction level of customers

STATEMENT OF THE PROBLEM:

There are many types of watches and they are playing and essential role in

fulfil the needs of customer now a days and the customer are more dynamic.

Their needs and preference can be changing as per current scenario. The

development of the watches mainly depends on the customer satisfaction.

All the customers have different tastes, likes and dislike and adopt different

behaviour patterns, while making purchase decision. So satisfying the

customer occupies a most important position in business management.
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RESEARCH METHODOLOGY:

The data has been collected on the basis of the different sources in order to

achieve

the object of the project.

Sources of data

 Primary data: Data has collected through survey by sending the

questionnaires through mails and direct contact.

 Secondary data: Data is collected through journals, company website,

magazines etc.,

DATA ANALYSIS AND INTERPRETATION

TABLE NO.1: RESULTS OF PERCENTAGE ANALYSIS

S.

No

.

Features No. Of Respondents % Of

Responden

ts

1. Possessing

titan watches

Yes 100

No 0

100

0

100 100

2. Factors of

awareness

Friends 28

Advertisement

46

Relatives

14

Family members 12

Others 0

28

46

14

12

0

100 100

3. Purpose of purchasing
Own use 66

Gift to others

34

66

34

100 100

6

4.
Purchasing occasion

Marriages

20

Birthdays 46

Festivals 18

Others 16

20

46

18

16

100 100

5.
Preferred models

Strap 24

Gold frame 46

Metallic frame 26

Plastics 04

24

46

26

04

100 100

6. Advertisement

awareness

Yes 84

No 16

84

16

100 100

7. Advertisement

inducement

Yes

82

No 18

82

18

100 100

8.
Effective

advertisement media

Newspaper 12

Magazine

20

Television

54

Posters

14

Others 0

12

20

54

14

0

100 100

9. Reason for purchase

Design 16

Price 14

Quality 38

Company Reputation

12

Attractiveness 20

16

14

38

12

20
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100 100

10

.

Recommending titan

to others

Yes

98

No 02

98

02

100 100

TABLE NO.2: LIKERT’S SUMMATED SCALE ANALYSIS

S.

No

.

Factors
Highly

Satisfied
Satisfied Neutral Dissatisfi

ed

Highly

Dissati

sfied

Total

No. % No. % No. % No. % No. %

1. Design 34 34 50 50 12 12 2 2 2 2 100

2. Price 24 24 44 44 28 28 4 4 0 0 100

3. Quality 46 46 34 34 16 16 4 4 0 0 100

4. Attractiveness 24 24 44 44 28 28 4 4 0 0 100

5. Company

reputation

14 14 34 34 32 32 14 14 6 6 100

6. Status 24 24 40 40 26 26 8 8 2 2 100

7. After sale service 20 20 32 32 28 28 14 14 6 6 100

8. Battery working 16 16 48 48 24 24 8 8 4 4 100

TABLE NO.3: CHI-SQUARE ANALYSIS

S.no. Variables Related Status Of

Relationship

1. Gender and level of

satisfaction with watches
Significant

2. Age and level of

satisfaction with watches
Not Significant

3.
Educational status and level of satisfaction

with watches Not Significant

4. Occupation and level of

satisfaction with watches
Not Significant
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5. Income and level of

satisfaction with watches
Not Significant

6.
Years of usage and level of satisfaction with

watches Significant

TABLE NO.4: WEIGHTED SCORING TECHNIQUE ANALYSIS

FINDINGS

1.It is founded that fastrack is one of thepreferable brand among both the

genders as the industry provide watches with better design to both of them.

2. The price is also in an affordable way as most are preferring in the range of

1500 – 3000.

3. It is found that maximum price range of fastrack watch does not exit 4000.

4. It is found that customers put priority on product safety, quality, Design,

cost worthiness and willingness to buy and brand.

SUGGESTIONS

 The results of analysis show that young age group had higher

satisfaction in utilizing the Titan watches than the middle and old

S.
no.

Factors
Influenc
ing
Purchas
e Of
Titan
Watche
s

5 4 3 2 1
Total Score

Rank

1. Quality 270 40 48 32 4 394 I
2. Long life 100 14

4
72 20 10 346 II

3. Low
price

50 10
4

60 76 6 296 III

4. Status 60 88 72 52 16 288 IV
5. Others 20 24 48 20 64 176 V
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age respondents. Hence it is suggested that Titan industry may aim

at attracting middle and old respondents as well.

 Availability of spare parts of titan watches was difficult and

 so the spare parts may be made available easily

 The price of the Titan watches is presumed to be high and

 So the price has to be reduced.

 A proper distribution channel of the product may be developed. Also

effective advertisements can be made.

CONCLUSION

On the growing influence of globalization on the Indian watch industry, a

number of global manufacturers are coming into the Indian watch industry. In such a

dynamic environment Fastrack need to be more quality conscious since the

products offered are almost similar by all the watch manufacturers in the industry.

Fastrack needs to take serious efforts to make itself competitive and stable in the

dynamic market situation by focusing on the service quality aspects. Gaining and

maintaining consumer preference is a battle that is never really won. Continued and

consistent branding initiatives that reinforce the consumer‘s purchase decision will,

over time, land the product in consumer preference sets. Attaining and sustaining

preference is an important step on the road to gaining brand loyalty. Most of the

consumers prefer Fastrack watches due to its strong brand image, and the main

factor forcing the customers to buy Fastrack watch is advertisements through the

print and electronic media.
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age respondents. Hence it is suggested that Titan industry may aim

at attracting middle and old respondents as well.

 Availability of spare parts of titan watches was difficult and

 so the spare parts may be made available easily

 The price of the Titan watches is presumed to be high and

 So the price has to be reduced.

 A proper distribution channel of the product may be developed. Also

effective advertisements can be made.

CONCLUSION

On the growing influence of globalization on the Indian watch industry, a

number of global manufacturers are coming into the Indian watch industry. In such a

dynamic environment Fastrack need to be more quality conscious since the

products offered are almost similar by all the watch manufacturers in the industry.

Fastrack needs to take serious efforts to make itself competitive and stable in the

dynamic market situation by focusing on the service quality aspects. Gaining and

maintaining consumer preference is a battle that is never really won. Continued and

consistent branding initiatives that reinforce the consumer‘s purchase decision will,

over time, land the product in consumer preference sets. Attaining and sustaining

preference is an important step on the road to gaining brand loyalty. Most of the

consumers prefer Fastrack watches due to its strong brand image, and the main

factor forcing the customers to buy Fastrack watch is advertisements through the

print and electronic media.
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India is considered as the youngest nation 
among other countries of the world. It has the rapidly 
growing industries where men and women are out of 
time hurrying for their work. The establishment of 
DIGITAL INDIA system by our honourable prime 
minister NARENDRA MODI on 1st July 2015 act as 
a key for the development of Indian nation on every 
sector. Its motto is POWER TO EMPOWER. Its 
object is to connect rural areas with highspeed internet 
works.

There digital India program paved way for the 
economic development. Scope of the digital India can 
be expressed as the 9 PILLARS OF DIGITAL INDIA.

1.BROADBAND HIGHWAYS

2.MOBILE CONNECTIVITY

3.PUBLIC INTERNET ACCESS

4.E-GOVERNENCE

5.E-KRANTI

6.INFORMATION FOR ALL

7.ELECTRONIC MANUFACTURING

8.IT FOR JOBS

9.EARLY HARVEST PROGRAMMES

BROADBAND HIGHWAYS: The broadband has 
three

Subcomponents namely all rural broadband, all 
urban broadband, national informational infrastructure.

ALL RURAL BROADBAND: 250000 village 
Panchayat would be covered under the national optical 
fibre network by December 2016 at the cost of 32000 
crores.

ALL URBAN BROADBAND: virtual network 
operators would be leveraged for service delivery 

and communication infrastructure in new urban 
development and buildings would be mandated.

NATIONAL INFORMATION 
INFRASTRUCTURE: NII would integrate the 
network and cloud infrastructure in the he country to 
provide high speed connectivity and cloud platform to 
various government department up to the panchayat 
level.

UNIVERSAL ACCESS TO MOBILE 
CONNECTIVITY: The initiative is to focus on 
network penetration and fill the gaps in connectivity 
in the country. The cost of the project was 16000crores 
which aims at covering the 42300 uncovered villages 
with universal mobile connectivity.

PUBLIC INTERNET ACCESS PROGRAMME: 
The two sub components of public internet access 
programme are common services centre and post 
office as multi service centre.

E-GOVERNENCE: Government business process 
re-engineering using IT to improve transactions is the 
most critical for transformation across government and 
therefore needs to be implemented by all ministries/
departments.

E-KRANTI: There are 31 mission mode projects 
under different stages of e-governance project 
lifecycle.

INFORMATION FOR ALL: This opens data 
platform and online hosting of information and 
documents. This makes the government pro-actively 
engage through social media.

ELECTRONICS MANUFACTURING: The goal 
requires coordinated action on many fronts such as 
taxation, incentives, economies of scale, eliminating 
the cost disadvantages, skill development and 
government procurement.

PILLARS OF DIGITAL INDIA

R.Dharanipriya, S.Raghul
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IT FOR JOBS: 1 Crore students from smaller 
towns and villages will be trained for IT sector job 
over 5 years. BPO

would be setup in every north-eastern state to 
facilitate ICT enabled growth in these states.

EARLY HARVEST PROGRAMMES: This 
basically consists of those projects which are to be 
implemented within short time line .The projects 
under the early harvest program are IT platform for 
messages, Government greetings to be E-greetings 
,Biometric attendance, WI-FI in all universities, secure 
email within government, school books to e-books, 
SMS based weather information, disaster alerts, 
national portal for lost and found children.

FOR EVERYTHING THERE WILL BE AN 
ADVANTAGE AND DISADVANTAGE.SOME OF 
THE DISADVANTAGES OF DIGITAL INDIA:

1.Small retailers in India deal only with cash and 
have not been able to invest in the digital infrastructure.

2.very high amount is required to implement 

digital India plan.

3.Uneducated people cannot able to understand.

4.Though software can be developed for this, yet 
the software can be easily hacked.

5.Digital communication has completely ignored 
the human touch cannot be established.

6.The establishment of digital communication 
causes degradation of the environment in some cases.

EXAMPLE: electronic waste

7.The vibes given out by the telephone and cell 
phone towers are so strong that they can kill small 
birds. The common sparrow has vanished due to so 
many towers coming up as the vibrations hit them on 
the head.

8.Higher power consumption is required for 
digitalisation.

The impact of digitalisation on India was quite 
useful but it has some defects which are to be removed 
to make this plan an effective one.



Abstract

This research paper seeks to access the opinion 
towards the medium enterprises owners about GST 
implementation and the difficulties faced by them 
while filing the GST return. 50 Medium enterprises 
owners were analyzed in order to identify to access the 
opinion of GST implementation in maraimalai nagar, 
cengalpattu district and the kind and extent help to them 
to file the GST return and the implementation of the 
provisions under the GST law. The study aim to reveal 
that there is a problem faced by the Medium enterprises 
business owners regarding the GST and its rules. Hence 
this research papers made an attempt to gathered information 
from those who would have been affected from the 
applicability of GST were founded. The responses 
were gathered from the respondent and analyzed with 
the help of factor analysis and structural equation 
model to access the opinion of the respondents. The 
results exposed that GST Law may be used as the most 
frequently by the medium enterprises business owner. 
The main areas to be focused include simply the filing 
returns of the GST and need to provide awareness. Most of the 
respondent has been stated that issues like GST rate 
is too high for the medium enterprises business and 
Client/customer refuse to pay GST as well as SGST, 
so the customer to couldn’t able to buy the products. 
Hence the business circulation is getting down. 

Key Words: GST, Medium Enterprises, Maraimalai 
Nagar

INTRODUCTION 

The Micro, Medium enterprises, and Medium 
Enterprises (MSME) sector is the major role player 
in the economic development in India not only India 
all at the globe, through the manufacturing output, 
generating employment opportunities to the general 

public, providing balanced economic and also made 
root cause of foreign exchange earnings. In this regard 
government of India was introduced Goods and 
Services Tax (GST) to enhancement of MSME sector. 
In this study aim to examine the impact of GST on 
the medium enterprises business at maraimalai nagar 
municipality in chenagalpattu district (formally) 
kanchipuram district.         

GST is very important tax reforms system, 
which was introduced recently in India by the BJP 
government. The aim of GST is brought into force is 
“One nation one Tax” system. It is complex tax system 
that would subsume all indirect taxes of central and 
state governments and through this tax system whole 
economy into seamless nation in national market. It 
will help to the development of the nation and also 
support to the tax payers. It is expected to reduce the 
multiple tax burden of existing indirect tax system. 
The GST is includes all types of indirect taxes which 
is support to the economic development and proves 
that more beneficial rather than the present tax system 
and also the GST will help to accelerate the Gross 
Domestic Product (GDP) level of the country. GST 
is now accepted all over the world and countries are 
using it for sales tax system. Hence the researcher 
attempts to know the impact of GST implementation 
on the medium enterprises business.

OBJECTIVES OF THE STUDY

A Study On The Opinion Towards Goods And Services 
Tax Among Medium Enterprises 

REVIEW OF LITERATURE

Mohammad Ali (2016) in his paper titled “Awareness 
and Perception of Taxpayers towards Goods and 

A STUDY ON THE OPINION TOWARDS GOODS AND SERVICES TAX AMONG 

MEDIUM ENTERPRISES AT MARAIMALAI NAGAR MUNICIPALITY

Dr.D.Durairaj, Princy J
(Asst.Professor, Department of Commerce, Faculty of science and humanities, SRM Institute of sci-

ence and Technology, kattankulathur) 
(Research scholar, Department of Commerce, Faculty of science and humanities, 
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Services Tax (GST) Implementation” the study 
attempts to find out what level of awareness and 
perception to GST taxpayers in Malaysia. This study 
only consists of 256 civil servants of the secondary 
school teachers in the area Kuala Kangsar, Perak. Data 
collected using questionnaires. The results showed that 
the level of awareness was moderate and the majority 
of respondents give a high negative perception to the 
impact of GST. This eventually causes the majority of 
respondents did not accept the implementation of GST 
in Malaysia.

Vineet Chouhan (2017) in his article titled 
“Measuring Awareness about Implementation of GST: 
A Survey of Medium enterprises Business Owners of 
Rajasthan” the study seeks to evaluate the awareness 
of the Business owners about GST and the difficulties 
they would face in case of the current awareness about 
it. 148 Medium enterprises business owners were 
analysed in order to identify the awareness about GST 
from Rajasthan State and the kind and extent of relief 
provided and the implementation of the provisions 
under the GST law. The study has revealed that there 
is a lack of awareness amongst the Medium enterprises 
business owners regarding the GST and its rules.

K. R. Sakthi Devi (2017) conducted a study 
on “Awareness of Taxpayers Towards GST 
Implementation”. This study attempts to find out what 
level of awareness and Satisfaction to GST taxpayers. 
The sample consists of 150 taxpayers in Coimbatore 
District. Data collected using questionnaires. The 
results showed that the level of awareness was 
moderate and the majority of respondents give a 
high negative impact towards GST. This eventually 
causes the majority of respondents did not accept the 
implementation of GST.

RESEARCH METHODOLOGY 

RESEARCH DESIGN

The research study comprises both primary data 
and secondary data, the primary data were collected 
by using questionnaire to the medium enterprises 
business owner and Secondary data was collected 
from the books, journals, and the related website

SAMPLING METHODS 

 This research paper is exploratory in 
nature. Since GST system is a new concept in India 

implemented by the present BJP government, this 
study tries to find the impact of GST implementation 
and its impact on medium enterprises business at 
Maraimalai Nagar Municipality, the researcher issued 
60 questionnaire to the respondent, but 50 questionnaire 
only fully completed questionnaire. Hence the sample 
size of this study is 50 were identified by the researcher 
by using judgment sampling technique. The area of 
study is Maraimalai nagar municipality as only those 
respondents were selected who have some impact on 
their business about GST.

LIMITATIONS OF THE STUDY

Based on the opinion of the respondents the 
response may or may not be correct.

Some of the hut business owners refused to 
disclose the fact due to lack of interest.

The data were collected only from 50 medium 
enterprises shop owners at Maraimalai nagar 
municipality.

DATA ANALYSIS AND INTERPRETATION

This session clearly discussed analysis and 
interpretation.

TABLE 1 AWARENESS ABOUT GST BILL 

STATEMENT FREQUENCY PERCENTAGE
Yes 50 100%
No 0 0%

Table 1 show that the entire respondents are 
having knowledge on new GST bill. Hence researcher 
stated that 100 percentage of respondent having new 
GST bill.

TABLE 2 SOURCES OF INFORMATION TO 
KNOW ABOUT GST

SOURCES FREQUENCY PERCENTAGE
Newspaper 9 18%

Mass Media 19 38%
Online 8 16%
Seminar/Classes 11 22%
Others 3 6%

Table 2 elucidates that, out of 50 respondents 
majority of the respondents got information on GST 
from mass media, 18% from newspaper, 22% from 
seminar and 16% got information from online.
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TABLE 3 RATE OF GST ON DIFFERENT 
PRODUCTS 

STATEMENT FREQUENCY PERCENTAGE
Yes 38 76%
No 12 24%

From the Table 3, it is clear that out of 50 
respondents, 76% of respondents know about the 
proposed rates of GST and rest of them is not aware 
about it.

TABLE 4 THE RATE OF GST ON THE 
PRODUCTS IS ACCEPTABLE 

STATEMENT FREQUENCY PERCENTAGE
Yes 5 13%
No 31 82%
No Opinion 2 5%

Table 4 shows that among the 38 respondents who 
have knowledge about the GST rates, majority of the 
respondents feel that the proposed rates of the GST is 
not satisfied and 13% among them are satisfied with 
the proposed rate of GST

TABLE 5 DOES GST EFFECTS CONSUMPTION 
BEHAVIOUR

STATEMENT FREQUENCY PERCENTAGE

Yes 38 76%
No 5 10%
No Opinion 7 14%

The Table 5, portraits that the effect of GST on 
the consumption behavior of the respondents. Among 
50 respondents 76% of them are agreed that the GST 
effect their consumption behavior, 10% of respondents 
are  not agreed and the rest of them have no opinion.

TABLE 6  OPINION ABOUT THE PRICE 
LEVEL CHANGES AFTER GST IMPLEMENT 

STATEMENT FREQUENCY PERCENTAGE
Become High 34 68%
Become Low 3 6%
No Change 7 14%
No Opinion 6 12%

The above table 6 elucidates that the price level 
changes after the implementation of             GST. Out of 
50 respondents, majority of them argued that the price 
become high after the implementation of GST.

TABLE 7 GST HELP TO INCREASE GDP

STATEMENTFREQUENCY PERCENTAGE

Yes 8 16%

No 6 12%

No Opinion 36 72%

The table 7 shows that majority of the 
respondents does not have an opinion on the statement 
Implementation of GST can help India to becomes a 
developed nation.

TABLE 8

OPINION OF “ONE NATION ONE TAX”

STATEMENT FREQUENCY PERCENTAGE
Satisfied 34 68%
Not Satisfied 9 18%
No Opinion 7 14%

The table 8 shows the opinion of the respondents 
on the principle of ONE NATION ONE TAX. Among 
50 respondents majority (68 %) of the respondents are 
satisfied.

TABLE 9 GST A FAIR TAX – OPINION 

STATEMENT FREQUENCY PERCENTAGE
Yes 18 36%
No 32 64%

Table 9 portraits that out of 50 respondents, 36% 
of respondents argued that the GST is a fair tax and the 
rest of them are argued GST is not a fair tax.

TABLE 10THE GOVERNMENT HAD GIVEN 
ENOUGH AWARENESS ABOUT GST

STATEMENT FREQUENCY PERCENTAGE
Yes 26 52%
No 24 48%

Table 10 show that out of 50 respondents, 52% of 
the respondents agreed that the government had given 
enough awareness before the implementation of GST.

TABLE 11 RESPONDENT WHO GOT 
CHANCE TO INTIMATE THE GOVERNMENT 
THEIR OPINION ON GST

STATEMENT FREQUENCY PERCENTAGE

Yes 50 0%
No 0 100%
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The above table 11 explain that out of 50 
respondents, nobody got chance to intimate the 
government their opinion on GST. 

TABLE 12 RESPONDENTS WHO SUPPORT 
GST

STATEMENT FREQUENCY PERCENTAGE
Yes 13 26%
No 37 74%

The above table 12 enumerates show that out of 
50 respondents, only 26% of the respondents support 
GST and the rest of them are not support GST.

TABLE 13 REASONS NOT TO SUPPORT GST

REASON FREQUENCY PERCENTAGE
Increase the cost of 
living

16 43%

Difficult to understand6 16%
Burden on the people 13 35%
Others 2 6%

Table 13 interpreted that the reason not to support 
GST among 50 respondents 37 are not support 
GST.43% of respondents not support GST due to 
increase the cost of living,16% due to difficult to 
understand and 35% due to GST burden on the people.

CONCLUSION

Indian Government proposing to implement GST 
as a tool to increase its revenue and reduce its 
deficit. The implementation of GST is a changing 
face of India which is a welcome move and the 
government should be well equipped for that which 
is a symptom of fast paced economy. Findings of 
this study show that the level of awareness on the 
benefits of GST among Indians is still relatively 
low. It could be due to the lack of knowledge or 
information regarding GST. For this reason, the 
government should reflect on how to increase the 
knowledge of GST among citizen. Furthermore, 
they should put more effort in delivering 
information and educating the citizen regarding 
GST, so that the citizen will have positive view 
about this GST implementation. 
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Abstract

Teachers are the pillars of the society and the quality 
of education depends on their knowledge and skills. 
The important factor which on which the quality 
lies is their life style and it greatly influenced by the 
consumption pattern, savings and investments. Thus 
the behavior of the teacher towards the savings and 
investment will have great impact on the quality 
education. In this respect the present study focuses on 
the behavior of school teachers towards saving and 
investment in Mysore city. The study also focuses on 
the other aspects like relationship between savings 
and investments.In the present day financial markets, 
investing money has become a very complex task. Most 
of the investors are unaware of the fact that investing 
is both an art and a science. Majority of people 
irrespective of their education, status, occupation,etc., 
are fascinated by investments. 

“Investment aims at multiplication of money at higher 
or lower rates depending upon whether it is a long or 
short term investment, and whether it is risky or risk 
free investment.”

This study is mainly focused to understand the 
Investment motive of teaching staffs in SRM college. 
The study will also provide information on the factors 
affecting the investment decision  and there investment 
preferences.

Keywords:Teachers, Investment, ,Expected rate of 
return, Savings

INTRODUCTION

Investment is the employment of funds with the aim 
of achieving additional income or growth in value. 
Investment in securities plays a pivotal role in global 
economy.

In the beginning of era of investment only the 
rich used to invest their money in stake market. Over 
the evolution of time, the mindset of people towards 
investment has been changed phenomenally. Now 
anyone who desires to step into this field can easily 
do so.

The “Young Professionals” are the next market. 
The decisions made by them have a major impact on 
the economy of our country. Almost every individual 
have thought of investing their money in the market. 
They view it as an additional source of income. Every 
investor has a motive behind their investment decisions. 
These may vary from one investor to another.

    Among these youth investors, there are high 
risk takers and low risk takers. Whatever be the risk 
frequency their main intention is to get returns for 
the investment made by them. There are numerous 
ups and downs in this industry and only those who 
are thorough about the market and its variations can 
sustain. 

In our study, we aim to understand the motives 
of our present youth and their knowledge about the 
securities market. We seek to explore the difficulties 
they face while investing. 

LITERATURE REVIEW:

There are several scholars who have done research on 
same or relative topics in the past. Below given are 
a few important points from their studies and papers 
they have published:

Previous studies have shown that an individual’s 
investment behavior has been linked to specific areas 
such as attitudes to risk (for example, Wood and 
Zaichkowsky, 2004;

INVESTMENT MOTVE OF YOUNG TEACHERS  IN SECURITIES MARKET 

WITH SPECIAL REFERENCE TO SRM CAMPUS KATTANKULATHUR

Mathew.G.Padathu 
ӀӀM.Com, Department of commerce,Faculty of Science and Humanities, 

SRM Institute of Science and Technology, Kattankulatur, Chengalpattu District, Tamil Nadu.
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Funfgeld and Wang, 2009), savings (Thaler and 
Benartzi,2004), investment in different financial 
instruments (East,1993; Brennan, 1995; Keller and 
Siegrist, 2006) and

orientation towards finances (Loix et al., 2005). 
Funfgeld and Wang (2009) argued that any focus on 
particular financial issues may not be a good indicator 
of one’s attitudes and

behavior to financial matters. However, attitudes 
can be quite influential in explaining an individual’s 
investment behavior. Thus, we seek to measure the 
attitudes and behavioral

Intentions toward investing as one of the focal 
points in this paper.

Prior studies have also used attitudes and other 
behavioral factors to study investment behavior (for 
example, Keller and Siegrist, 2006). In particular, 
several researchers have used social psychology 
theories (for example, Ajzen, 1991) to explain 
behavioral intentions in the investment context. 
This current study seeks to explore the influence of 
potential investors‟ attitudes, social influence, control 
beliefs and other factors on their intentions to invest 
in different ventures or business opportunities. Ajzen 
(1991, p. 202) stated that „past behavior is the best 
predictor of future behavior‟, and thus, he further 
argued that attitudes may influence one’s behavior.

OBJECTIVES

To find the investment motive of teaching staffs 
in SRM college.

To find the factors affecting the investment 
decision of teaching staffs.

To know the investment preferences of them.

To examine the various risk factors.

To find out source of information for the investors 
regarding various financial instruments and to find the 
level of satisfaction of investors

To find the preferred investment period

To put forward suggestions based on the study and 
its findings

STATEMENT OF THE PROBLEM

Saving is very important activity for anyone as 
it secures the future from the uncertainties. So, 
savings are very much required to meet the financial 
requirements. There is a lot of scope for savings and 
investment . They believe that they have enough 
knowledge for taking and making investment 
decisions. But in truth, the majority are not fully aware 
of the market functioning. They make their decisions 
on the Opinion of information available from just the 
media and on the opinions of their kith and kin. There 
is lack of background study. This leads to huge losses. 
This study is being conducted to analyze the savings 
and investments behavior of young teachers of SRM 
Campus Kattankulathur.

It is therefore necessary to give a 
complete awareness to the young investors by 
providinginvestment classes and a study on the 
investment industry and its possibilities. SEBI 
provides various investor awareness options. It is the 
duty of every investor that they must be fully prepped 
about the decisions that they are making.

RESEARCH  METHODOLOGY

A methodology is a model, which project managers 
employ for the design, planning, implementation 
and achievement of their project objectives. There 
are different project management methodologies to 
benefit different projects. 

Sample design is a mathematical function that 
gives you the probability of any given sample 

SAMPLE SIZE

The total sample size was 100 respondents from 
Chennai district, out of which a major portion was  
people of the age group 25-23 years. 

RESEARCH TOOLS

 Following research tools were used to do analyses and 
to draw conclusions. 
• Chi square 
• Weighted average
• Descriptive analysis 
HYPOTHESIS 
H1: Investment is Independent of age
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H2: Investment is Independent of gender
H3: Investment is Independent of income

DATA ANALYSIS

Table :Relationship between Age and Annual Savings

S.No Age Annual savings Total

< Rs 
15000

Rs15000-
30000

>30000

1 22-25 13 5 0 18

2 25-28 14 7 0 21

3 28-31 17 6 2 25

4 31-33 5 11 29 45

TOTAL 39 29 31 100

Chi-square Test

It is intensively used in the statistics to test the 
goodness of fit. It used to verify the observed data with 
the expected data. It measures the independency of 
two variables in the contingency table.

Chi- square test (x2 )=(0-E)2/E

O=Observed data

E=Expected data

Df=Degree of freedom

Df=(r-1) (c-1)

R=row

C=colounm

Null Hypothesis: There is no significant 
relationship between age and annual savings.

Chi-square test result 

Degree of freedom 6

Table value at 5% significance 12.59

Calculated value 47.3093

CHI -SQUARE TEST RESULT

Degree of freedom 6
Table value @5% significance 12.59
Calculated value 47.3093

The above table shows that the calculated value, 
i.e., 47.3093 is more than the table value

(12.59) at 5% significance level null hypothesis 
is rejected. So, it says that there is a significant 
relationship between age and annual savings.

Table : Primary Source of Information for 
respondents

Source No. of 
Respondents

%

Newspaper 6 6
News channel 10 10
Magazine 6 6
Internet 68 70
Company Subscription 8 8
Total 100 100

 (Source: Primary Data)

INFERENCE: The table gives the statistics that, 
the respondents’ primary source of information is 
Internet as supported by the majority 70%. Whereas 
news channels have 10% and all others are below 10%.
Primary Source of Information for respondents

INVESTMENT MOTVE OF YOUNG TEACHERS  IN SECURITIES MARKET WITH SPECIAL REFERENCE TO 
SRM CAMPUS KATTANKULATHUR

MATHEW.G.PADATHU Preffered Investment Total

ӀӀM.Com, Department 
of commerce,Faculty 

of Science and 
Humanities, SRM 
Institute of Science 

and Technology, 
Kattankulatur, 

Chengalpattu District, 
Tamil Nadu.

Annual 
Income
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2 25000-30000 8 4 3 3 1 0 19
3 30000-35000 5 5 1 2 1 3 17
     4 Above 35000 2 10 12 11 4 4 43

Total 22 28 18 17 6 9 100

CHI -SQUARE TEST RESULT

Degree of freedom 15
Table value @5% significance 25
Calculated value 21.74

Null Hypothesis:
There is no signif icant relationship between annual 
income and preferred investment.
Chi-square test result
Degree of freedom =15
Table value at 5% Significance = 25
Calculated value =21.74
The above table shows that the calculated value, i.e., 
21.74 is less than the table value (25) at 5% significance 
level. So, it says that there is
no significant relationship between annual  income 
and preferred investment.

LIMITATIONS OF THE STUDY

The various limitations of the study are:
The study is limited to Srm campus kattankulathur.
The information can be biased due to the use of 
questionnaire.
The investment analysis has been limited to 100 
investors.

1. Reluctance of people to provide genuine 
information can affect the validity of the 
response.

FINDINGS:

Motive of Investment:A vast majority of the 
respondents invest with the motive of earning or 
generating income. This is proved by the 60% of 
respondents and hence we can infer that as an overall 
income is the primary motive for investing. While 
20% of the respondents invest for future savings and 
16% does the same for the purpose of Tax saving. 
Factors affecting Decisions: The study shows that, of 

all the factors Rate of Return is deemed to be the most 
influencing factor in decision making while investing. 
Rate of return has a majority of 40%. Followed 
by Safety and market value at 26% each. Whereas 
maturity and current trend affects less than 10%.
Investment Preference:The most preferred invest 
avenue among the respondents is Shares with 40% 
support closely followed by Debentures at 30%.
While there has been a change in matters as the 
majority of investments held by the respondents in 
the past had Debentures as majority. Again when 
given an opportunity to invest in the immediate 
future, the majority response was with Equity Share 
and Preference Shares. The popularity for Debentures 
among the respondents have reasonably fallen with 
only 6% immediate investment. 
Experience with Investment: The study shows that 
40% of respondents have given a rating of 6 out of 10 
regarding their experience with Investment. Not only 
that, a majority of 50% has given a rating of above 7. 
This implies that Investment field generally offers a 
good experience to the majority. Along with that 90% 
of the respondents opted that they would recommend 
others to enter the Investment field. While 80% of 
the Respondents opted they do not prefer to take 
investment as a full time profession.
Awareness and Education: It is inferred from the 
study that a vast majority of those who enter into the 
field of investment are not formally educated regarding 
the investment aspects.

SUGGESTIONS

Need to provide more awareness and investment 
classes to the young investors.
There are many new investment avenues have entered 
the market. The awareness needs to be created among 
the school
teachers.
Take more advanced steps to prevent and find fraud
To help all registered investors by giving them up-to-
date information as soon as possible.
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The guidelines issued by regulating bodies including 
SEBI are contradictory and confusing in some cases. 
The formulation and implementation of various 
provisions should be done in better way
Generally, the subscribers of mutual funds are of high 
income and education group and urban area. So the 
lower and middle income group subscribers of rural 
areas remain in-tapped. The awareness about mutual 
funds is quite low in rural and semi-urban areas. To 
popularize mutual funds in rural areas, some special 
promotional efforts should be done.

CONCLUSION:

The study is mainly conducted to identify the savings 
and investment methods adopted by the
school teachers of Mysore city. The study shows various 
factors which influence the investment decision of the 
school teachers. The Mysore being pensioner paradise 
there is a lack of investment awareness. So, it needs to 
be created at the school level. The study also focused 
on relationship between savings and annual income, 
annual income and preferred investment and expected 
return on investment.
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Abstract

Cosmetics are regarded as a means of enhancing one’s 
complexion and beautifying the skin. These cosmetics 
only include not only include skin care, there are also 
varieties of shampoos and conditioners available, 
which keeps the hair clean, soft and healthy. The 
main goal of this research is to track and measure 
customer satisfaction on cosmetics, from that we can 
find the steps in order to increase the overall quality 
of the customer service and also to analyse about 
the spending the female customers make monthly 
on cosmetic. For this purpose, 120 customers were 
selected and obtained various response based on 
questionnaire method. The tools used in this study 
are percentage analysis, Anova, mean analysis and 
correlation This study reveals that majority of the 
customer are preferring brand when compared to 
advice from in-store consultant, recommendation from 
friend, packaging, quality, special offer or promotion 
and price. This study also finds that customers are 
giving at most importance to the product quality. In the 
present scenario, the spending habit of the customer 
has increased with respect to cosmetic product.

Keywords: Brands, Cosmetics, Life Style, 
Satisfaction and Consumption, etc.

INTRODUCTION

The term customer satisfaction is one of the very 
essential concepts, as it provides marketers and 
business owners with a metric that they can use 
to administer and progress their businesses. This 
satisfying concept of customer is generally used as 
a marketing target of a company’s presentation. It is 
generally believed that a pleased customer is more 
expected to exhibit loyalty behavior. It is not only 

the important meter to measure customer loyalty, it 
can also help the marketing managers to make out 
the dejected customers, decrease agitate and boost 
revenue; it is also a key point of separation that 
helps you to magnetize new customers in aggressive 
business environments. Satisfying the customer is one 
of the major progresses of the business as retaining a 
new customer is always cheaper than acquiring a new 
one.

Generally Cosmetics are products or substances 
that are used to develop or adjust the aroma and 
outer shell of the body. There are many cosmetic that 
are intended and used for applying to the hair and 
face. They are normally the mixtures of chemical 
compounds; some being resulting from natural source, 
and some being synthetics. Common cosmetics 
include lipstick, skin lotion, eye shadow, shampoo, 
foundation, mascara, skin cleansers, hairstyling 
products, perfume. These cosmetics are been applied 
to the face to improve its look are time and again 
known as make-up. Customer satisfaction is closely 
associated with the proceeds and replicate purchases.

REVIEW OF LITERATURE.

Kokoi (2011)1 examined the buying behavior of 
Finnish women related to facial skin care products. 
The primary purpose of the study is to discover the 
similarities and differences in the buying behavior of 
young and middle-aged women when purchasing facial 
skin care products. The study was conducted by using 
quantitative research method. The results indicated 
that 20-35 and 40-60 year old Finnish women were 
rather similar in terms of the factors affecting their 
buying behavior related to facial skin care products. 
However, some differences were also found for 
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example in the decision-making process. Regarding 
the attitudes toward the use of natural ingredients 
in facial skin care products, differences were found 
between different demographic groups. The results 
showed that it does not have that big of an impact on 
the purchasing behavior of Finnish women related to 
facial skin care products. However, the findings of this 
study can definitely benefit the case company Lumene 
in their business actions.

Khraim (2011)2 investigated the influence of 
brand loyalty on cosmetics buying behavior of female 
consumers in the Emirate of Abu Dhabi in the UAE. 
The seven factors of brand loyalty are brand name, 
product quality, price, design, promotion, and service 
quality and store environment. The findings of this 
study indicated that brand name has shown strong 
correlation with brand loyalty. The results showed that 
there is positive and significant relationship between 
factors of brand loyalty (brand name, product quality, 
price, design, promotion, and service quality and store 
environment) with cosmetics brand loyalty.

Shergill and Kuo (2011)3 investigated whether a 
brand’s country of origin effects differ on consumers’ 
brand perceptions in terms of brand awareness, 
perceived quality, brand association and brand loyalty 
for cosmetic products. Female consumers were the 
target population and the data was collected through 
a mall intercept survey. Confirmatory factor analysis 
was used for scale validation, and finally consumers’ 
perceptions towards overseas brands and New Zealand 
brands were then compared. Based on a survey of 
212 respondents aged over 18 years old, the findings 
indicate that respondents tend to show more positive 
brand perceptions toward overseas brands compared 
to domestic brands.

Sarfaraz and Pratik (2012)4 examined the 
consumer’s perception towards the private label and 
feeling associated with the purchase of private label 
brand with special focus on Anand and Vadodara 
region. The study aimed to uncover current consumer 
perceptions and attitudes towards, private label brands 
in the FMCG sector. The results of the study indicated 
that the private label brands can be positioned as 
premium quality products with price levels ranging 
from marginally below to the prices of category-leading 
manufacturer brands. On the other hand, retailers can 

position their private label brands based on pure value 
for money. This equates to average quality products 
at very affordable prices. Unfortunately, private label 
brand packaging was considered, for the most part, to 
be unattractive and failed to convey a sense of high 
product quality. A key limitation of this study was the 
sampling frame.

Kerasidou (2012)5 explored that how sensory 
stimuli influence emotions associated, perceived 
quality, satisfaction and loyalty towards a face cream 
brand. For the purposes of the study, an exploratory 
principal component analysis was conducted. The 
factor solution identified 11 factors. All factors were 
labeled, interpreted and discussed in the light of 
existing knowledge in order to understand better the 
consumer behavior in relation to sensory stimuli. The 
findings indicate that sensory stimuli influence brand 
perception positively leading to a stronger (rational and 
emotional) bond between the brand and the consumer.

OBJECTIVES OF THE STUDY

This project is based on the satisfaction of the 
cosmetic product among female customers.

To analyze on what basis the customer tend to buy 
the cosmetic products.

To understand the requirement and expectation of 
customers regarding cosmetics.

To know about the female customers spending on 
cosmetics.

RESEARCH METHODOLOGY

The study is exploratory in nature. It involved a survey 
of female customers on the satisfaction of cosmetic 
products. The data was collected by research method 
through survey questionnaire with one hundred and 
twenty customers for the period of one month. The 
collected data was analyzed using percentage analysis, 
mean analysis, Anova and correlation method in SPSS. 
A structured questionnaire of 26 multiple questions 
and demographic details were collected and analyzed. 
Primary data is the first hand information, which is 
being collected by the researcher or assistant is called 
as primary data. In this study, the primary data was 
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collected through structured questionnaire. Questionnaire was employed to collect the primary data from 120 
respondents. Besides the primary data, the secondary data was also collected for the study. Websites and books 
were referred for this purpose from the library to facilitate proper understanding of the study.

DATA ANALYSIS AND INTERPRETATION

AGE OF THE CUSTOMER

INFERENCE

The above chart shows that 11.7% of the respondents are of between the ages of less than 
20 years, 84.2% of the respondents are of between the age of 20 to 30 years and 4.2% of the 
respondents are of between the ages of 30 to 40 years.

QUALIFICATION OF CUSTOMER

INFERENCE

The above chart shows that 4.2% of the respondents are undergoing schooling, 13.3% of the 
respondents are undergoing diploma, 38.3% of the respondents are undergoing UG and 44.2% 
of the respondents are undergoing PG.
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ANALYSIS OF MEAN
MEAN ANALYSIS ON LEVEL OF SATISFACTION OF PURCHASING THE COSMETIC
PRODUCTS.

S.NO Dimension on level of satisfaction of Mean Std.

purchasing the cosmetic products Deviation

Level of satisfaction on purchasing the

1.cosmetic product based on product

quality 4.3667 .99860

2. Level of satisfaction on purchasing the

cosmetic product based on return policy
3.3083 1.01083

3.Level of satisfaction on purchasing the

cosmetic product based on store layout 3.0417 1.19097

4.Level of satisfaction on purchasing the

cosmetic  product  based  on  employee 2.1000 1.11822

attitudes

INTERPRETATION

It is found from the mean analysis that the customers are dissatisfied on purchasing the cosmetic products based 
on the employee attitude. They are neither satisfied nor dissatisfied in purchasing the cosmetic products based on 
return policy and store layout. They are satisfied on purchasing the cosmetic product based on product quality as 
3.3

MEAN ANALYSIS ON LEVEL OF SATISFACTION OF THE FOLLOWING BRAND

S.NO Dimension on level of satisfaction of Mean Std.

the following brand Deviation

Level of satisfaction for the following

1. brand the customer spend too much

money on cosmetics 4.1250 .94079
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2. Level of satisfaction that customer

always use the same brand out of habit
3.1167 1.08607

3. Level of satisfaction of the customer on

cheapest  products  are  as  good  as

expensive 2.7917 1.07606

4. Level of satisfaction of the customer on 2.8417 .88873
trying the new products

INTERPRETION

It is found from the mean analysis that the 
customers are dissatisfied on the cheapest 
products are as good as expensive and trying 
new products. They are neither satisfied nor 
dissatisfied in using the same product always 
out of habit. They are satisfied on spending too 
much money on cosmetics they use as 4.1.

ANALYSIS OF ANOVA ONE WAY

ANALYSIS OF RELATIONSHIP 

BETWEEN AGE OF CUSTOMER 

AND PRODUCT QUALITY NULL 

HYPOTHESIS: There is significance 

difference between age of customer and 

product

quality.

ALTERNATIVE HYPOTHESIS: There 
is no significance difference between age of 
customer and product quality.

ANOVA

Satisfaction Factor

Sum of Df Mean F Sig.

Squares Square

Between Groups 11.479 2 5.740 6.265 .003

Within Groups 107.188 117 .916

Total 118.667 119
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INTERPRETATION

Shows that the significance value is lesser than 0.05, therefore, null hypothesis is rejected 
and alternative hypothesis is accepted. Thus, there is significance difference between product 
quality and age of the customer

ANALYSIS OF CORRELATION
ANALYSIS OF RELATIONSHIP BETWEEN MONTHLY INCOME OF THE CUSTOMER AND
HOW MUCH THE CUSTOMER SPEND ON COSMETIC PRODUCTS MONTHLY

CORRELATION

Monthly income of How    much    the

customer customer  spend  on

cosmetic products

monthly

Monthly income of Pearson
1 .040

customer Correlation

Sig. (2-tailed) .661

N 120 120

How much the Pearson

customer spend on Correlation
.040 1

cosmetic products
Sig. (2-tailed) .661

monthly
N 120 120

INTERPRETATION

From the table it is found that the correlation value 
isn0.04, which shows that there is a relationship 
between monthly income of the customer and their 
monthly spending on the cosmetic products.

FINDINGS

The above chart shows that 11.7% of the 
respondents are of between the ages of less than 20 
years, 84.2% of the respondents are of between the age 
of 20 to 30 years and 4.2% of the respondents are of 
between the ages of 30 to 40 years.

The above chart shows that 4.2% of the 
respondents are undergoing schooling, 13.3% of the 
respondents are undergoing diploma, 38.3% of the 
respondents are undergoing UG and 44.2% of the 
respondents are undergoing PG.

The above chart shows that 29.2% of the 
respondents are of students, 40.8% of the respondent’s 
occupation is employee, 19.2% of the respondent’s 
occupation is homemaker and 10.0% of the 
respondent’s occupation is business women.

They are neither satisfied nor dissatisfied in 
using the same product always out of habit. They are 
satisfied on spending too much money on cosmetics 
they use as 4.1.
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From the table it is found that the correlation 
value isn0.04, which shows that there is a relationship 
between monthly income of the customer and their 
monthly spending on the cosmetic products.

Shows that the significance value is lesser 
than 0.05, therefore, null hypothesis is rejected and 
alternative hypothesis is accepted. Thus, there is 
significance difference between product quality and 
age of the customer

SUGGESTION

Advertisement is an important device which 
influence more customers. Therefore, they have to 
increase awareness through the advertisement in order 
to increase the sales.

The marketer has to provided awareness about 
the foreign branded cosmetic products in rural areas to 
attract more customers

Companies should provide training to their 
distributor and dealers in order to serve their customers 
in the best way so as to build brand loyalty.

CONCLUSION

A cosmetic product shall denote any essence or 
mixture proposed to be placed in contact with 
the various external parts of the human body 
or with the teeth and the mucous membranes 
of the oral cavity with a view exclusively or 
mainly to cleaning them, perfuming them, 
changing their appearance and/or correcting 

body odor and/or protecting them or keeping 
them in good condition. In this study when 
comparing with buying decision of cosmetic 
products, customers are concentrating more 
on brand other category like advice from 
in-store, recommendation from friend, 
packaging, quality, special offer or promotion 
and price. From this study it is found that 
product quality is playing major role in the mind 
of the female customer in regard with cosmetic 
product. The spending habit of the customer 
in this present scenario has been increased in 
purchasing the cosmetic products.
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Abstract

In recent days, immense growth of wireless technology 
in India. This development has changed people to do 
business in mobile commerce (М-Commerce). Day 
by day many people are transferring to M-Commerce 
to attain good and fast transaction into market. 
M-Commerce becomes distinguished in Indian 
people, quickly during last few years. Due to large 
number of mobile application, growth rate in mobile 
penetration in India is increasing day by day. The 
users has intensely increased on mobile phone and 
consuming bandwidth of internet providers. Even 
though many people have started E-Commerce but 
still they hesitate to use M-Commerce because of 
security problems, payment issues and complexity of 
mobile applications’-commerce helps in improving 
relationship with customer and provide helpful 
environment to do business transactions and business 
online. M-commerce is a term that is used to refer to 
the rising practice of conducting financial activities 
with the use of a wireless handheld device. This article 
about the feasibility of M-Commerce in India today its 
growth and the Strength and opportunity, weakness 
and threats lying ahead.

Key words: M-Commerce, Growth Factors, 
Applications.

INTRODUCTION

M-commerce first of all we understand what commerce 
is. Because time has changed and according to time 
definition of commerce also has been changed. Simply 
Commerce is Exchange of goods or services usually 
on a small and large scale from place to place or 
across city, state, or national boundaries. In traditional 

commerce People can buy things easily but they face 
some problems like distance, time availability, not safe 
payments mode and cost difference. But after change 
in technology and environments in business strategy 
people think about it and overcome from these problems 
with the E-commerce. The number of Internet users 
around the world has been gradually increasing and 
this growth has provided opportunities for global and 
regional e-commerce. E-commerce provides multiple 
benefits to the consumers in form of availability of 
goods at lower cost, wider choice and saves time it 
also elimination of paperwork and bureaucracy and 
provide online services such as banking, ticketing 
including airlines, bus, railways, bill payments, hotel 
booking etc. People do business online with the help 
of internet on the desktop, laptop tablets etc. online 
business changed a fully life style. People become 
more active. But people‘s need increased day by day 
and they want more convenient way for doing business 
and finally technology provide new opportunity in the 
form of M-commerce.

DEFINITION OF М-COMMERCE 

M-commerce refers to a wide range of online business 
transactions for applications, goods and services. 
The use of mobile devices to communicate, interact 
via an always-on high-speed connection to the 
Internet. M-Commerce is the utilize of information 
and communication technologies for the use of 
mobile integration of different value chains in 
business processes and business relationships. Mobile 
Commerce is the use of mobile handheld devices to 
communicate, inform transact and entertain using 
text and data via a connection to public and private 
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networks.
Table: 1 - INTERNET USERS IN INDIA -2018 

Area Internet Users
Male Female

Rural  64% 36%
Urban  73.5% 26.5%

Source: Internet and Mobile Association of India 
(IAMAI) – June 2018

According to an IAMAI, there are 500 million  
internet users in June 2018, out of 500 million users 
350 million users are male and 150 million users are 
female. Table 1 shows the percentage of internet users 
in rural and urban area, 120 million male internet 
users representing 64%  and 67 million female users 
representing 36% are in rural area and 230 million 
representing 73.5% male internet users  and 83 million 
female representing 26.5% are in urban area. The 
article ‘Mobile Internet in India 2017’ stated that, 
‘young students are the most prolific users of most 
services’. 

Table: 2 – TREND IN INTERNET 
PENETRATION IN INDIA

YEAR INTERNET PENETRATION
2006 2% (40 Million Users)
2009 4% (80 Million Users)
2010 7% (100 Million Users)
2015 22% (277 Million Users)
2016 27% (405 Million Users)
2017 32% (475 Million Users)
2018 35% (500 Million Users)

Source: Internet and Mobile Association of India 
(IAMAI) – June 2018

Table – 2 exhibits the internet penetration in India, 
year on the number of internet users are increasing. 
The internet penetration is 2 per cent representing 40 
million users in the year 2006 and in the year 2018 
it increased to 35 per cent representing 500 million. 
According to the report published by Kantar IMRB, 
the overall Internet penetration is 35 percent of the  
total population. 

OBJECTIVES OF THE STUDY

To study the impact of М-commerce

To identify the benefit and features of М-commerce

To state the problems and issues of М-commerce 
industry.

RIVIEW OF LITERATURE

The review of literature focuses upon the 
M-commerce meaning, benefit and drawbacks.

K.S. Sanjay (2007) states that, Mobile hand held 
technology is less cost included and also provides 
a better flexibility and effectiveness to its users. 
М-commerce is also a subset of E-commerce, but 
the difference lies that М-commerce uses wireless 
technology. So it gives flexible and convenient 
experience.

Tandon, М-commerce has explored and presented 
the possible problems in mobile commerce. They 
had tried to bring out the possible benefits and issues 
associated with this wireless technology. Many 
wireless technologies have been discussed in the paper. 

Paul Budde’s paper, “Australia -Mobile Data - 
Mobile commerce and M-Payment”, communication 
expert, provides the overview of mobile commerce in 
the Australia and identifies the impact factor that will 
be important for the future of the market transaction.

G.T. Thampi, The М-commerce is the branch 
of Ecommerce technology, in short we can say that, 
e-commerce transaction carried out using a mobile 
hand held devices. Nowadays online is the part of our 
daily life for communication, business transaction and 
market transaction, but India is a country of many 
different languages, only 4% of people know very 
well about the English Language. If М-commerce 
uses local language, this will not only ensure quickly 
adoption by the customers but also will be an instant 
success.

M-COMMERCE GROWTH FACTORS

The following factors that are driving customers 
towards the mobile devices rather than the desktop in 
these regions are:-

SPEED

М-commerce through mobile phones is becoming 
very fast and easier every day. It gives instant 
satisfaction for customers and allows business to 
create urgency and drive sales through the use of short 
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term discounts.

SECURITY

All the transaction made by М-commerce 
technology is completely safe and secure. E-payment 
allows a fully interactive experience that can encourage 
business in between businesses and their customers. 

INNOVATION

М-commerce gives new applications and creative 
mobile payment solutions. In a rapidly development 
market, it is an important to innovate as it is to simply 
keep pace with development elsewhere. 

AFFORDABILITY

With Android devices ruling the mobile technology 
in India, many people even with low income is able to 
afford a smart phone, which is then used as an internet 
device. According to IAMAI, 65 per cent of internet 
user is e-commerce customers.

ACCESSIBILITY: 

The retail outlets of big brands in Tier 2 and 3 
cities are not much in existence. Hence, the online 
marketplace had become the gateway for many 
youngsters who want to buy their favorite brands of 
jeans and T-shirts.

DIFFERENT MOBILE APPLICATIONS 
AVAILABLE IN THE MARKET   

Travel & Ticketing:

Now-a-days, ticketing has become easy and 
m-ticketing railway, roads or air.  Now, the official 
mobile application is launched by railway to facilitate 
customers which help in checking them booking, their 
timing schedule etc.  Even some road transporters 
providing the facility of latest mobile apps for online 
booking of their tickets.  

E-Auction:

 It is bidding mechanism which is electronically 
implemented.  In this no physical transportation is to 
be made until the deal has been finalized by the buyer 
and its supplier.  So, it is helpful to provide benefit to 
both the parties by saving their time and increase their 
efficiency.

M-Shopping: 

Mobile shopping is another booming sector which 
came into existence after the successful introduction 
and growth of online shopping.  It is easy to port/carry 

from one place to another so people prefer it more than 
computer and like to get goods and services by using 
smart phones.

Mobile vouchers, coupons and loyalty Cards:

Mobile technology can also be used for doing 
virtual token transaction of vouchers, coupons and 
loyalty cards through smart phones.  If a token is to 
new provided by supplier to one customer at one point 
of sale with mobile phone then it is beneficial same 
way as one who has loyalty card.

Information service: 

Same as the desktop services regarding 
information, mobile phones play an important in 
providing wide variety of information services like : - 

Stock Data  

 Traffic data information

 News 

Sport score 

Financial record etc.

Multicasting system can be suited by that mobile 
equipment which are more bandwidth-intensive. 

PROBLEMS OF M-COMMERCE

Growth of mobile commerce in India is about 
2% but we can able to increase this growth level if we 
take some appropriate steps for making some relevant 
policies and make factors more favorable for mobile 
commerce growth . Various types of challenges arte 
faced by М-commerce.

Wireless network coverage

Security issues

Technical mismatching among various devices 
(Wireless) 

Lack of standard etc.

Slow access speed

High cost of phones

There are the some issues which directly or 
indirectly affects the growth of М-commerce adversely.  
Many of the challenges faced by М-commerce are as 
follows;

Lack of awareness: 
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 Most of the people of India even do not know 
what they have with them and how to make the best 
use of it.  Even some of them feeling insecure while 
doing transaction through smart phone

Low Internet Connectivity (2G, 3G):  

It is acceptable that the as the use of internet 
facility increases with increase in the trend of using 
smart phone the rate of using 3 G is going downward.  
Even though the services of 3G & 2G is not same by 
the each service provider.  

Lake of Simple, standardized payment 
Mechanism: 

Like ATM or credit card no other mode of payment 
is become popular in India. As they are easy to make 
payment than other mode so, it creates a problem for 
growing М-commerce in doing financial transaction 
even though “Mobile Wallets” concept is there.

Imbalance between service providers & network 
providers: 

In the Present days situation there are so munch 
small service providers. Who are facing problem of 
dependency on other for provides their services to the 
customer/user at right time with relevant speed and 
this dependency become negative when there is gap 
between the large network operators & small service 
providers. As network operators interest is to attract 
large number of buyers rather than to increase the 
charge per subscriber to earn more.

Heterogeneous Environment: 

A wide range of development of applications 
is the great challenge for every service provider. 
Multiple operating systems with multiple browsers are 
available for mobile users but in case of PC’s only two 
are application looks different on different screen & 
than it become a great challenge. 

Lack of high speed connection: 

To access information, high speed network is 
required. In India, the 3G network with higher speed 
is not reached yet.

Security: 

Fear of hacking and attack by viruses to the device 
is commonly seen in the user. Even while doing some 
transaction users lost their money and get nothing. So, 
security system is a challenge.

Privacy:

Fear of hacking the security of user as sometimes 
users need to disclose some secret information while 
doing monetary transactions if information get hacked 
then it cause great problem to the user. So, it is also a 
great challenge while doing transaction.

CONCLUSION 

This research paper shows that М-commerce is 
rapidly growing in Indian business market in spite of 
its positive and negative impact. The reason for this is 
the easy availability of smartphones, with the help of 
this, people have got the freedom to do almost every 
aspect of business from browsing the new products, 
adding it to cart and making the payment in just few 
clicks. М-commerce as game changer in the future 
online market. Application and wireless technology 
promise to develop together. The opportunity is much 
beyond mobile bills payment and includes all types of 
transaction including payment gateway technologies 
and all types of Other business transaction. The enhance 
3G, 4G penetration have opened up new possibilities 
on М-commerce. Many network and mobile device 
related problems like slow communication speed and 
connectivity where addressed by mobile operators. 
At last but not least, we conclude that М-commerce 
technology is not new in Indian business market, 
because of there are so many challenges, problems 
hurdles and obstacles in the front of industry, which 
can be  manages for  better growth of Indian industry.
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Abstract

The economic survey of India, 2015-16 highlights 
that there are more than 19,000 startups in India. It is 
growing day by day and becomes the most prominent 
tech startup hub in the world. The government has 
initiated many schemes to boost entrepreneurship with 
a view to eradicate the unemployment problem in India. 
The present government under the headship of Prime 
Minister Narendra Modi launched the startup India 
program in the year 2016 to support and nourish the 
entrepreneurship across the country. The main aim of 
the scheme is to increase the employment rate, wealth 
creation and to bring innovation in the products and 
services. The most highlighting feature of this scheme 
is tax exemption, which can help immensely and 
furthering their business. For availing the benefits of 
the Startup India scheme the entity must be recognized 
by the Department for promotion of Industry and 
Internal Trade (DPIIT). In this backdrop, this article 
highlights the benefits of the Startup India Scheme and 
other financial assistance to entrepreneurs to fuel their 
growth. 

Key words: Startup, entrepreneur, innovation, 
economic growth and tax exemption.

SHORT SUMMARY

Entrepreneurs play a crucial role in the development 
of Indian economy. Depends upon the needs and wants 
of the society business systems also meets a number 
of changes. India requires 10 million jobs every year. 
It is not possible for the government and giant private 
organizations to provide employment opportunities 
for all the job seekers. The entrepreneurs not only 
create self employment and provide employment 
opportunities to others and which stimulates the 
economy also. Today the majority of the youth is 

interested in doing business, since, many energetic 
and innovative entrepreneurs have set the pathway 
for a wave of entrepreneurship in the country. The 
Startup India campaign has been launched to promote 
entrepreneurship. 

In recent years developed nations are looking 
forward towards emerging nations like India, which 
gain untapped market potentials. They are trying to 
link their business with the startups in India. Joint 
ventures attract the huge foreign fund, which can boost 
the country’s overall development.  The Securities 
and Exchange Board of India (SEBI) has also relaxed 
some rules to facilitate the flow of funds from the 
market for startups. This startup scheme encourage 
the young entrepreneurs of the nation to do wonders 
in their business.

Startup India is our honourable Prime Minister 
Narendra Modi’s pet project, which was announced 
by him on 15, August, 2015 in his Independence 
Day speech in Red fort. It is based on an action 
plan designed to promote bank financing for startup 
ventures with a view to encourage entrepreneurship 
and startups with job creation.

A Startup is a young, dynamic entity built on 
technology and innovation which was opened within 
five years with headquarters in India and has an annual 
turnover less than Rs.25 crore. The founders attempt to 
capitalize on developing a product or service with their 
confidence of its huge demand.

Introduction

Entrepreneurs play a crucial role in the development 
of Indian economy. Depends upon the needs and wants 
of the society business systems also meets a number 
of changes. India requires 10 million jobs every year. 
It is not possible for the government and giant private 
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organizations to provide employment opportunities for 
all the job seekers. The entrepreneurs not only create self 
employment and provide employment opportunities 
to others and which stimulates the economy also. 
Today the majority of the youth is interested in 
doing business due to unemployment problem and 
government schemes to promote entrepreneurship. 
Many energetic and innovative entrepreneurs have 
also set the pathway for the budding entrepreneurs 
in the country. The Startup India campaign has been 
launched to promote entrepreneurship. 

In recent years developed nations are looking 
forward towards emerging nations like India, 
which gain untapped market potentials. 
They are trying to link their business with 
the startups in India. Joint ventures attract 
the huge foreign fund, which can boost the 
country’s overall development.  Securities 
and Exchange Board of India (SEBI) 
has also relaxed some rules to facilitate 
the flow of funds from the market for 
startups. Sudha (2015) in her article stated 
that, Entrepreneur’s contribution to the 
economy is of immense value. He or she is 
indispensable to the economic growth of the 
country. His or her products are valuable to 
the overall development of the society. This 
article welcoming the young entrepreneurs of 
the nation to join the wave of startup India 
scheme for their growth and nations wealth 
creation.

Image Source: upscbuddy.com

Startup India Campaign

Startup India is our honourable Prime Minister 
Narendra Modi’s pet project, which was announced 
by him on 15, August, 2015 in his Independence 
Day speech in Red fort. It is based on an action 
plan designed to promote bank financing for startup 
ventures with a view to encourage entrepreneurship 
and startups with job creation.

A Startup is a young, dynamic entity built on 
technology and innovation which was opened within 
five years with headquarters in India and has an annual 
turnover less than Rs.25 crore. The founders attempt 
to capitalize on developing a product or service with 
their confidence of its huge demand.

Startup India Recognition 

An entity, incorporated and registered in India. 
It may be a Private Limited Company or Limited 
Liability Partnership or Registered as a Partnership 
Firm. The annual turnover of the entity should not 
exceed Rs. 100 crore for any of the financial years since 
incorporation/registration. The startup business must 
have the following aspects, innovation, improvement 
or development or of products or services or processes, 
or if it is a scalable business model with a high 
employment generation potentials or wealth creation.

 An entity which is formed by splitting up 
or reconstruction of an established concern shall not 
be treated as a ‘Startup’. An entity shall cease to be 
a startup on completion of 10 years from the date 
of registration or incorporation and if the turnover 
exceeds Rs.100 crore.

STATEMENT OF THE PROBLEM

India’s huge youth population provides a huge business 
opportunity for any business segment and the future 
India will be witnessed as a period of demographic 
bonus. India will become the world’s youngest country 
by the year 2020 with an average age of 29 years and 
it refers 28% of world workforce. The growth rate 
of working age population is an added advantage. 
Startup India is a genuine attempt to boost investor’s 
confidence and an opportunity of investment in Indian 
entrepreneurial ecosystem.
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OBJECTIVES OF THE STUDY

 ● To study the startup India concept.

 ● To study the eligibility for startup. 

 ● To highlight the benefits of the startup 
India scheme.

Highlights of Startup Campaign

Self certification

The start-ups will adopt self-certification to reduce 
the regulatory liabilities. The self-certification will 
apply to laws including payment of gratuity, labour 
contract, provident fund management, water and air 
pollution acts.

Start-up India hub 

An all-India hub will be created as a single contact 
point for start-up foundations in India, which will help 
the entrepreneurs to exchange knowledge and access 
financial aid.

Register through app 

An online portal, in the shape of a mobile 
application, will be launched to help start-up founders 
to easily register. The app is scheduled to be launched 
on April 1.

Patent protection 

A fast-track system for patent examination at 
lower costs is being conceptualised by the central 
government. The system will promote awareness and 
adoption of the Intellectual Property Rights (IPRs) by 
the start-up foundations.

5. Funds of funds with a corpus of Rs 10,000 crore

The government will develop a fund with an 
initial corpus of Rs 2,500 crore and a total corpus of 
Rs 10,000 crore over four years, to support upcoming 
start-up enterprises. The Life Insurance Corporation of 
India will play a major role in developing this corpus. 
A committee of private professionals selected from the 
start-up industry will manage the fund. 

6. National Credit Guarantee Trust Company 

A National Credit Guarantee Trust Company 
(NCGTC) is being conceptualized with a budget of Rs 
500 crore per year for the next four years to support the 
flow of funds to startups.

7. No Capital Gains Tax 

At present, investments in venture capital funds are 
exempt from the Capital Gains Tax. The same policy 
is being implemented on primary-level investments in 
startups.

8. No Income Tax for three years 

Startups would not pay Income Tax for three 
years. This policy would revolutionise the pace with 
which startups would grow in the future.

9. Tax exemption for investments of higher value 

In case of an investment of higher value than the 
market price, it will be exempt from paying tax

10. Startup fests 

Innovation-related study plans for students in over 
5 lakh schools. Besides, there will also be an annual 
incubator grand challenge to develop world class 
incubators.

11. Atal Innovation Mission 

The Atal Innovation Mission will be launched to 
boost innovation and encourage talented youths.

12. Setting up incubators 

A private-public partnership model is being 
considered for 35 new incubators and 31 innovation 
centers at national institutes.

13. Research parks 

The government plans to set up seven new 
research parks, including six in the Indian Institute of 
Technology campuses and one in the Indian Institute 
of Science campus, with an investment of Rs 100 crore 
each.

14. Entrepreneurship in biotechnology

The government will further establish five 
new biotech clusters, 50 new bio incubators, 150 
technology transfer offices and 20 bio connect offices 
in the country.

15. Dedicated programmes in schools 

The government will introduce innovation-related 
programmes for students in over 5 lakh schools.

16. Legal support 

A panel of facilitators will provide legal support 
and assistance in submitting patent applications and 
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other official documents.

17. Rebate 

A rebate amount of 80 percent of the total value 
will be provided to the entrepreneurs for filing the 
patent applications.

18. Easy rules 

Norms of public procurement and rules of trading 
have been simplified for the startups.

19. Faster exit 

If a start-up fails, the government will also assist 
the entrepreneurs to find suitable solutions for their 
problems. If they fail again, the government will 
provide an easy way out.

Financial Assistance (NASSCOM Startup report, 
2015)

Finance Minister Arun Jaitley announced Micro 
Units Development Refinance Agency (MUDRA) 
Bank and a Credit Guarantee Fund with a reference 
capital of Rs. 20,000 crore and Rs.3,000 crore.

In April 2015, the government launched MUDRA 
Bank to boost the growth of small business and 
manufacturing units. This bank provide a loan of 
up to Rs.50,000 to small businesses, loan up to 
Rs.5,00,000 to little bigger businesses and loan of up 
to Rs.10,00,000 to the MSME sector.

MUDRA Scheme

On 6th January 2016, the Union Cabinet has 
given approval to the following proposals-

The cabinet has approved the creation of a credit 
guarantee fund for MUDRA loans. It is expected that 
the fund will guarantee loans of over Rs. 1,00,000 
crore to MSME in first instance.
According to the finance minister, the MUDRA 
scheme is expected to provide benefits to 1.73 crore 
people. The funds will guarantee loans sanctioned 
under Pradhan Mantri Mudra Yojana, with effect 
from 8th April 2015. The cabinet also has given its go 
ahead to convert MUDRA Ltd. into MUDRA Small 

Industries Development Bank of India (SIDBI) Bank 
as a wholly owned subsidiary of SIDBI. Additionally, 
the government has set a target to provide a total loan 
of Rs. 1.22 lakh crore to promote new entrepreneurs 
and fund the unfunded businesses with the help of 
banks.

India Inspiration Fund:

The finance minister also announced the India 
Aspiration Fund to encourage the startup ecosystem 
and allotted Rs.400 crore to various venture funds. 
He also launched another program called SMILE 
(SIDBI Make in India Loan to Small Enterprises) with 
an allocation of INR 10,000 crore. The objective of 
the scheme is to offer soft loans in the form of quasi-
equity and term loans on soft terms to MSMEs.

CONCLUSION

According to a NASSCOM report of 2015, India is a 
home to almost 3100 startups starting per year standing 
just behind the US, UK and Israel. Experts firmly 
believe that through this campaign, GDP will rise to 
24%, which is almost 3 times more than that of current 
GDP 8%, in the upcoming decade. This revolution will 
take India into the best place in terms of employment 
generation and wealth creation. The Prime Minister’s 
flagship Startup India  generates more employment 
and helps for economic progress. 
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Abstract

In today’s field of journalism women are 
creating an impact on how news is produced 
and packaged to a selective audience.  
Women journalists are interested to join the 
field of journalism more than ever before.  
Even though journalism has become a much 
sought after profession it is still a place where 
the contribution of women journalists is 
much lesser than their peers of the opposite 
gender. And it should be noted that in this 
time of global information penetration only 
a few women journalists are interested in the 
field of investigative journalism. This study 
is to conduct a research on the functions of 
investigative journalism in the society and 
the threats faced by women journalists.  

The research will include a survey and 
analysis of the attitude of female students 
towards journalism as a career. The research 
also focuses on the threats faced by women 
journalists.  A quantitative study will be 
followed. The research will bring out the 
overall impact of investigative journalism on 
women.

Key words: Investigative Journalism; 
Women Journalists; Crime; Threats

INTRODUCTION: 

In the present world, the women are taking 
challenging jobs as their career, but there are 
still only few women who are ready to take 
investigative journalism as their life goal. The 

main reason for this is that our own society is 
still primitive and has conservative thinking. 
Women in the Indian society are not ready to 
take investigative journalism as a career even 
though they aspire to be one. 

The family, marriage, gender, male dominance 
are some of the main barriers faced by the 
women who wish to choose this field.  Other 
issues can be suppression of the stories that 
are brought in by women journalists and the 
act of killing the story by the editor fearing 
repercussions of publishing the same.  

Apart from the above mentioned problems 
women are opting to take up journalism as a 
career.  This can be seen by the recent trends 
where we see that there are many women who 
are graduating in journalism field every year.

but only few are taking it as their permanent 
job or profession even if some of them are 
taking it we can see them quitting after some 
time. So sometime it’s not the external factors 
that stop us from working in this field but 
ourselves, because we are not sure that it’s a 
safe job to do.

In the modern world women journalists are 
not only facing these threats they are also 
facing online harassments too, the attack 
against journalist Burka Dutt is an example 
for this. Burka Dutt had registered a FIR with 
the cyber cell stating that she was receiving 
threatening messages and calls from strangers. 
The case of Burka Dutt is just one example, 
there are many journalist who face problems 
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like the ones mentioned above. 

Even after the release of sections like Section 
507 of the Indian Penal Code - which deal 
with Criminal intimidation by an anonymous 
communication and Section 66A of the 
Information Technology Act, which penalizes 
sending of offensive messages, still women 
in this field are not safe. We can compare this 
situation with a article published by Reuters, 
where Elisa Lee Munoz the executive 
director of the US based IWMF said “female 
journalists are facing harassments in a daily 
basis and it’s all most accepted as a part of 
their work”. 

Even though we have investigative 
journalists like Aniruddha Bahal, Amrita 
Chaudhry and Neha Dixit as fine examples 
of women in the field of journalism many 
of our young women journalists are not 
ready to take up investigative journalism as 
a profession. The killing of Gauri Lankesh 
sent ripples of unrest among women 
journalists in total. This study is to bring 
out the perspective of the women towards 
investigative journalism and threats faced 
by them.  All the above show that women 
in this field need more protection to be 
journalists in our country. 

OBJECTIVES OF THE STUDY:

The objectives of the study are to know the 
perspective of women towards investigative 
journalism as a career.  The study will 
also find what are the threats faced by the 
women in this field.  Moreover the study 
will also understand the reasons behind 
why there are only few women who are 
ready to take investigative journalism as a 
profession.  Eventually the study will help 
us to understand the perspective of women 
towards investigative journalism.

REVIEW OF LITERATURE:

On a study done by Denise-Marie Ordway 
out of 75 women he interviewed 73 had 
experienced gender harassment online, or 
harassment that focuses specifically on 
their gender or sexuality. Women journalist 

in our society need more support from the 
government, editors and supervisors to face 
their threats.

Female journalists are dealing with 
harassment on a daily basis. Gender is 
the key reason behind why they are being 
targeted.”Such on and offline attacks against 
women journalists are an attempt to silence 
women working in the media and deter 
others from doing their jobs,” said Michelle 
Stanistreet, head of Britain’s National Union 
of Journalists.

Today, journalists around the world depend 
on right to uncover corruption, provide 
transparency and demand accountability. 
However, verbal threats and hate speech 
increasingly put this function at risk. 
Journalists are on the front line when it 
comes to protecting freedoms in society 
and women journalists are often the most 
vulnerable and exposed. They are targeted, 
not only because they report on the abuse 
of power, but because they are women said 
Afton Bladet

METHODOLOGY:

Quantitative analysis was used as the 
methodology for this study. In this 
methodology information will be 
gathered using surveys, online polls and 
questionnaires. The sampling method used 
in this research is simple random sampling. 
Through this all the women from the age 
group of 18 to 24 get equal chance for 
responding. Through this sampling method 
we can reduce the chances of having bias in 
the study. 

The primary data was collected using 
questionnaire method. A questionnaire was 
distributed among the targeted samples. The 
sample for the study were selected using 
simple random sampling. The secondary 
data for the study was collected from 
published thesis, books, online newspapers, 
trusted online websites and articles.

ANALYSIS AND INTERPRETATION:
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The survey showed that 58% of the respondents 
are interested to take investigative journalism 
as career while 21% of the samples are not 
interested and the rest of them are still not 
sure about it. This clearly shows that many 
of the women in our society are interested 
in taking investigative journalism as career. 
We can be sure about this perspective of the 
women since all the respondents are women.

As many as 62% of respondents believed 
that the women journalists in our country are 
not safe. Only a few percentage of women 
are not sure about this and only 15% think 
that the women journalists in our country 
are safe. From this we can understand that 
majority of the women in our country think 
that the women who are working in this field 
are not safe.

More than half of the women (62%) in 
our society believe that the women are not 
getting enough encouragement. Only 8% 
of the sample believe that the women are 
getting enough support. And 30% of the 
respondents believe that it depends on the 
situation.

Almost 72% of the respondents thinks that 
more women have to take investigative 
journalism as their profession.  This also 
help us to understand the interest of women 
towards investigative journalism. The 21% 
of the respondents are not sure about this 
and 7% of the samples are against this idea.

From the respondents 60% of them thinks 
marriages place a major role in selecting 
investigative journalism as their career while 
29.80% of the sample says marriages will 
not always effect being in this profession. 
And 10.60% of the respondents say marital 
status will not influence women to quit this 
profession.

The major problem or reason that is stopping 
women from taking investigative journalism 
as a profession is security. 54% of the 
respondents agree that security is the main 
reason that is holding back the women. After 
security reason the next reason that stops 
the women according to the respondents is 
family, 33% of the respondents agree with 

that. Only 9% of the respondents thinks that 
its because of the 24 x 7 job and 4% of the 
respondents say that children’s are the main 
reason holding women back from being an 
investigative journalist.

Almost 62% of the respondents think that 
the gender is a main reason behind the 
women getting less support to join this field. 
Even though 13% of the respondents think 
that gender is no longer the reason why 
women are getting less encouragement or 
support. The 25% of the respondents think 
that only sometimes the gender become a 
reason.

As per the results 40% of the respondents 
believe that the main reason which is 
stopping them from taking it as profession 
is the security problems. And 32% say 
it is because of the stereotyping in the 
society, 9% say it is because of the lack of 
recognition.

The survey shows that 43% of the 
respondents agree that male dominance is a 
barrier to the women who are trying to come 
to this field and the women who are already 
working in this field. While 40% of the 
respondents say only sometimes it effects 
the women in this field. And 17% of the 
respondents say it is not effecting the women 
at all.

As per the respondents 51% of the 
respondents believe that by giving more 
encouragement and support we can make 
more women interested in this field.  While 
28% say that taking actions against the 
harassments faced by the women we can get 
trust from the women and through that they 
will be ready to come to this field. Only 21% 
of the respondents reacted that by giving 
more security we can make more women 
come to this field.

FINDINGS:

The major objectives of this research was to 
find out the perspective of women towards 
investigative journalism as a career and also 
to understand why there are only few women 
who are ready to take investigative journalism 
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as their career. Both of the objectives were 
found out using the survey method. The third 
objective of the research was to find out the 
various types of threats faced by the women 
in this field. This objective was found out 
using the help of both the survey method 
and through the online newspapers, online 
magazines and online articles.

Through the help of the survey method it was 
really easy to understand that a big part of the 
women in our society are interested to take 
investigative journalism as their career. But 
they are not able to come forward because of 
many restrictions and barriers, as the result 
of the survey say women in our society need 
more support and encouragement to come 
forward and take it as a career. Even the 
respondents of the survey agree that more 
women have to come forward to take it as 
a profession. Through the research it was 
found that other than giving encouragements 
by giving more security in this field and 
taking actions against all the harassments 
and threats faced by the women in this field 
can make other women come and join in this 
field. Taking action against all this will make 
the young women understand that being an 
investigative journalist is safe. This belief 
will give them enough guts to join in this 
field. So one of the findings of this research 
is that by creating a safe environment we can 
make more women interested in this field.

Another objective of this research was to find 
out why there are only few women who is ready 
to take investigative journalism as there career. 
This issue is mainly because of the security 
issues faced in the investigative journalism 
field. The fact is that the government is not 
taking enough steps for the women in this 
field.  The survey results also agree with this. 
Almost 50% of the respondents say that the 
government have to take enough steps for the 
protection of the women and make new laws 
and acts for the same purpose. Another reason 
why majority of the women are not ready to 
take this as their profession  is because of the 
family issues and the stereotypes, even in this 
modern world women are restricted to take 
jobs like this even the marital status is also 
a major trouble why women are not coming 

to this field. Even though these women have 
degrees in journalism related subjects they 
will end up doing some other jobs. The male 
dominance in this field is also a reason why 
only few women are taking it as career but 
because of this dominance sometimes they 
are also loosing their opportunity. The less 
recognition is the other reason why women 
are not interested to take it as their profession.

The other objective of the research was to 
find out types of threats faced by the women 
in field of investigative journalism. The 
women who are there in this profession 
will be facing many threats including death 
threats, threatening calls and mails, sexual 
harassment and the like. According to the 
survey results given by the respondents its 
visible that the main threats are now using 
online comments, the use of these kind of 
threats started since the development and 
increase in the use of social media. Being 
an investigative journalist is not a easy task 
there will be threats and reactions cause of 
the articles we publish but the women in 
this field is not only facing it from outside 
but also from the work places too. As per 
the survey report 36.2% of respondents 
agree that the women in this field are getting 
harassed or threatened.

CONCLUSION:

After the detail analysis of data collected 
from the samples through survey method and 
trying to connect it with the objectives,  it is 
clear that the young women in our society is 
interested in taking investigative journalism 
as there career. But because of the less 
encouragement and support they are getting 
only few of them are showing their interest 
now or only less percentage of women are 
taking it as a career. Many women are not 
taking it as there career because of the risk and 
challenging factors of this field. It is important 
to have more women investigative journalist 
in our country. The barriers including the 
less security and the few number of laws 
and acts for the protection of the women in 
this field shows that the government need 
to work and give more attention to this for 
the development of investigative journalism. 
The support from the government is very 
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important for the more women to come to 
this field.

Through the study, it is clear that the 
influence of the family is also a reason 
why the number of women journalists 
are less.  And so by the help of new 
government policies even the families 
will be confident enough to sent their 
daughters to this field. The families who 
allow their female children to choose 
their careers like journalism are very few. 
The main reason behind this is the risk 
involved in the job. Comparing to other 
journalism field, the risk factor of being 
a women investigative journalist is more 
so they need more protection. This can 
help the upcoming women journalists to 
be more confident and this will also help 
to change everyone’s perspectives towards 
investigative journalism.

From the analysis, it can be found that it is 
important to encourage and support women 
and also the government to show more 
attention towards this field. It is important 
to stop all these threats and harassments 
against women. The government have to 
take enough steps to protect the women 
journalists so that in future there will be 
more successful investigative women 
journalists.
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Abstract

Knowledge management is a systematic tool of 
generating knowledge, vindicating knowledge, 
communicating knowledge, transmitting knowledge 
and implementing knowledge. This paper 
explains knowledge management in general. Then 
implementation of information management was 
sought to explain in engineering. The paper suggests 
information management achieve optimal regulation 
and to take competitive advantage of machining 
systems. The manager and administrator can use this 
model to take competitive directives.

Keywords: Knowledge Management, Mechanical 
Engineering, Machine System, Competitive 
Advantage, 

INTRODUCTION 

In the knowledge based economy and society,  activities 
such as the determination of pertinent information 
and the consolidation into sections of knowledge 
in a wisdom society and economy need to be 
outsourced because they are essential instruments for 
generating, researching and implementing knowledge 
in such complicated and unexpected environments. 
Knowledge Management has always been an efficient 
way to manage intellectual capital or, in other words, 
the complete knowledge, skills and know-how of the 
company that is important for the future productivity. 
There are two techniques in KM— tracking 
individuals and tracking knowledge management 
in information technology. (Sveiby, 2000) The 
validation of the essential for knowledge management 
may well stimulate enterprises to comprehend and 

nurture the understanding and operations. Knowledge 
management has since its creation taken on a broad 
range of meaning like the connection between 
economic conditions and the production system 
constitutes a primary source of knowledge of the 
economic environment and the production system 
itself. Therefore, a knowledge management system is 
essential in order to prevent cost increases, time losses 
and increased error. 

Execution of knowledge management is a strategic 
competitive advantage for the company. The valuable 
information and knowledge will be used both in 
corporate management and for designing new products 
and services or making significant improvements 
in the company’s activities. Nevertheless, certain 
programs in organisations have frequently come into 
trouble, primarily due to the growth of individual 
tacit knowledge through knowledge about the entire 
organisation.

The key objective of KM is that best protocol 
should be shared. The following advantages can 
therefore be achieved by enhancing the stream of 
understanding through the company, for example, the 
sharing of best practices all over company processes 
in order to more efficiently react to customer requests. 
Secondly, big ups to the technology that allows the 
rapid sharing of information, the rates of takeover in 
large and small businesses are growing exponentially. 
The enormous quantities of information available to 
companies are distributed over numerous organized 
and unorganized sources, and eventually to improve 
mechanisms and bringing new products to the industry 
more rapidly and cheaply. 

The Knowledge Management Process Model

A STUDY ON KNOWLEDGE MANAGEMENT IN MECHANICAL ENGINEERING
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Source: The Knowledge Management Process 
Model by Botha et al (2008)2

This model attempts to offer a more realistic 
overview of the KM process. The three broad categories 
overlap and interact with one another. Like Gamble & 
Blackwell, the focus is on managerial initiatives. Here 
too the strategic focus (the “when” and the “why” as 
opposed to the “what”) is omitted. It is noteworthy that 
this model does include the creation of new knowledge 
as a specific KM initiative.The model further shows 
which of the three categories are more people oriented 
and which are more technology focused. Whether or 
not knowledge sharing should be largely technology 
focused is certainly debatable and it is something that 
I will address in future sections. However, for better 
or for worse, this is largely how organizations tend to 
approach the issue i.e. as a technological rather than 
organizational and social challenge.

We have now looked at three models that take 
very different approaches to KM. There is one other 
important aspect relating to KM that has not been 
directly dealt with by these models. I am referring now 
to the measurement of effects that lets management 
know whether the implemented initiatives are 
achieving the desired results. This is dependent upon 
data and information management, but is paramount 
for future KM initiatives1.

REVIEW OF LITERATURE 

Lytras et al. (2002) The study indicated knowledge 
management as a widespread, specific and knowledge 

application that help entities to optimize the efficiency 
and recovers on knowledge assets of organizations. It 
also generates new capacity, encourages creativity and 
efficiency and increases customer satisfaction. This 
allows the management of knowledge to be described 
as the process of knowledge gathering, storage, 
sharing and use.

Jean-Baptiste P.L. Faucher, (2008) To order 
to emphasize the importance of developing better 
viewpoints, a progressive view of conventional 
hierarchical structures is proposed. This paper 
shows the integrative character of data, information, 
awareness and knowledge, and how all are predicated 
on an analysis of existence. They found new E2E 
model, which emphasizes non-linear relations among 
nature, data, information, awareness, knowledge and 
enlightenment, as well as the nature of the knowledge 
as the system that defines the discrepancies between 
these structures, are objectively expanded to take a 
complexity-based perspective.

Apurva Anand and M.D.Singh(2011)  in their 
study analysed a systematic review on knowledge 
management (KM) describing different colloquialisms 
and aims to explore the area of knowledge 
management in another way, to investigate the present 
position and to evaluate the key developments, 
agreements and contradictions between scientists and 
practitioners. It generates a higher level analysis of 
several key concepts, concepts, classical definitions, 
and principle that are critically examined and 
emphasised by knowledge management. Knowledge 
management approaches are discussed and their 
similarities and discrepancies are addressed.

Roberto Cerchione, Emilio Esposito (2016) 
This article gives a literature review of knowledge 
management  in small and medium-sized enterprises 
(SMEs) and small and medium-sized companies 
‘ channels. The primary objective is to emphasize 
administrators of the state-of - the-art Knowledge 
Management to identify the appropriate research gaps. 
The analysis emphasizes that the pattern of papers 
on the subject has been through in recent years and 
includes many methods, techniques and models of 
diverse fields of research. The overwhelming majority 
of articles studied focus on the KM topic in SMEs, 
while in small and medium-sized networks, there were 
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only few articles analyzing Knowledge Management. 
The review of the articles shows six research fields 
through which ten research questions are based, which 
cover three aspects: the KM factors, the KM’s effect 
on company performance and the KM systems of 
information management.

KNOWLEDGE MANAGEMENT IN 
ENGINEERING

Knowledge based engineering is a process of 
information technology where knowledge of the 
product and the techniques employed in layout, 
assessment and production are stored in an unique 
product paradigm.  The discovery of knowledge in 
data sets means the semi-trivial system for pinpointing 
data trends that are valid, new, incredibly useful and 
eventually understandable. In wide-scale datasets it 
can obtain tacit and useful understanding and involve 
the integrity of various subjects, like statistics, artificial 
intelligence, machine learning, pattern recognition 
etc. Data base knowledge has been successful in 
commercial fields and has started to be used for 
engineering knowledge acquisition of engineering 
disciplines. 

Information collection, information preprocessing, 
data transformation, data mining, analysis and 
assessment are part of the overall information 
exploration in database processes. It is difficult 
to define details, knowledge and expertise. Data, 
information and knowledge may be distinguished 
on the basis of unconventional means or from the 
consumer perspective. Information shall be seen as 
straight facts, knowledge shall be treated as an ordered 
set of data and information shall be seen as important 
information. Data comprises of signs describing 
items, events and properties of objects. Data is useful 
information. Who, what, where, when and how many 
questions are answered.

Information is useful to decide what to do rather 
than how to do it.  Knowledge consists of guidelines and 
expertise.  How are questions addressed by experience. 
More than data is intelligence. Data are organized into 
relevant trends. Data Knowledge is converted into 
awareness by the learning, comprehension, perception 
and application of knowledge in a particular work role 

by someone or an information system. Knowledge of 
one individual or intelligence system may be data of 
another person or intelligence system. It stays just data, 
when it cannot be applied to nothing.  However, an 
individual can collect, comprehend and perceive this 
information in the framework of previous experience, 
and apply to anything, it is transformed to knowledge 
10. 

Throughout technology, knowledge is 
increasingly important. Information, data and 
expertise are not suitable for traditional use. That’s the 
abstract confusion. In addition, the interaction between 
different disciplines requires today’s technological 
products. This raises the uncertainty. Each discipline 
contains information that is special to the process in 
the multidisciplinary engineering framework. Most 
data, however, is basically identical even if it is 
demonstrated in various disciplines. The information 
given should therefore be assessed, streamlined and 
converted into a usable and knowledgeable form.  The 
knowledge is then coordinated and linked to. Next, the 
process co-ordinates and integrates the data. For the 
technical item, a form of know-how is thus acquired. 
This case is typically based on a design, although it has 
special features. In the following section, an example 
of the machining system was analyzed.

The model created by technical knowledge that 
the data, information and knowledge are interacted, 
organized and applied to the technology process. 
Below is the KM model. KM is an important 
mechanism for knowledge creation, validation of 
knowledge, knowledge introduction, dissemination of 
knowledge and application of knowledge10. When the 
company applies the KM model to its manufacturing 
process, the quality of the product is increased. This 
KM model can be used at all stages of works such 
as development, production, repair and maintenance. 
This is KM model.

Source : D. Ghelase et al 2011
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CONCLUSION 

Knowledge has become increasingly important 
today. Even data, information and knowledge are 
often used to mean the same. This question causes 
technological difficulties. In order to avoid increased 
costs, waste of resources and increased inaccuracies, 
a knowledge management system is required. 
Knowledge-based engineering is an engineering 
approach, using a specific product template to store 
knowledge of the product, the techniques used in 
design, evaluation and manufacturing.

Today, awareness is more and more relevant. 
Even the same is often used in records, information 
and knowledge. This topic raises technical problems. 
A system of knowledge management is necessary 
in order to avoid higher cost, waste of resources 
and increasing inaccuracies. Information-based 
engineering is a technology approach, using a product 
model in which the product information, design, 
evaluation and manufacturing techniques are stored.

To achieve these objectives, the competitive 
management uses the reinforcement learning to get 
to know the market and the unsupervised on-line 
learning technique to get to know the machining 
system Note that researcher propose to give managers 
a knowledge management model, so that they can 
interact with the economic environment market. This 
knowledge management model represents a technical-
economic model that can be used for competitive 
management of the manufacturing process without 
requesting experiments and based on the extraction of 
the knowledge from the previous experience.
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Abstract:

Technological advancements and market 
innovations have created a sophisticated 
financialindustry, where different providers 
offer a broad spectrum of complex 
financial productsand services. All people 
in the society do not have the required 
literacy to understand information about 
differentfinancial products, which may be 
vital for their financial wellbeing. One 
such financial product isinsurance.A well-
developed program of informationand advice 
that educates consumers about the value of 
insurance could lead toimprove consumers’ 
insurance literacy and make them realize 
insurance as an option for investment.The 
new economic paradigm is characterized by speed, 
innovation, quality and customer satisfaction. The 
entire system of taking investment decision needs to 
change to reflect the benefits of insurance and growth 
of the insurance sector.

This paper aims to study about the importance of 
insurance in one’s lifeand its benefits for a safe and 
secured investment.It helps to define service standards 
and validate customer’s expectations in order to 
enable people to invest in insurance. The study will 
be conducted through collecting primary data with the 
help of questionnaires from the respondents. It includes 
questions related to the general information about 
the insurance, need and importance of investment, 
benefits from insurance and also to explore growth 
opportunities in the insurance sector.All the collected 
data’s will be analyzed through simple statistical tools 
like Percentage and Chi-square test.

Keywords:Insurance sector, Investment and Secured 
Future

INTRODUCTION

Technological advancements and market innovations 
have created a sophisticated financialindustry, 
where different providers offer a broad spectrum of 
complex financial productsand services. This has 
given more options and superior flexibility to people 
in creatingfinancial plans that best suit their needs. 
These complicated and specialized financialproducts 
and services require consumers to be fully informed, 
educated, and actively engage inmanaging their 
finances. Therefore, financial literacy has attracted the 
attention of government,academia, and industry, as it 
plays a crucial role in consumers’ financial decision-
making.

All people in the society do not have the 
required literacy to understand information about 
differentfinancial products, which may be vital for 
their financial wellbeing. One such financial product 
isinsurance. Insurance is a legal agreement between 
two parties i.e. the insurance company (insurer) 
and the individual (insured). Insurance literacy 
encompasses the knowledge and cognitive skills with 
a set of desirableattitudes, behaviors, and certain 
external enabling factors. A well-developed program 
of informationand advice that educates consumers 
about the value of insurance could lead toimprove 
consumers’ insurance literacy and make them realize 
insurance as an option for investment.

Impact of insurance 
Insurance company helps the community by 
risk sharing, risk transfer and loss prevention 
ways. Insurance companies invest the 
premium amount into the economy allowing 
for free flow of money. Insurance benefits 
the consumers, businesses and society on the 
whole. Individuals take insurance to encounter 
their financial trouble when accidental damage 
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incurs or when an individual wants to build up 
a monetary reserve for a specific plan and 
provide a financially secured future for their family 
members.
Apart from safety and security benefits of 
insurance, there are also few tax benefits such 
as:

Life insurance premium of upto Rs.1,50,000 can be 
claimed as deduction under Section C
Medical insurance premium of up to rs.25,000 for self 
and family and Rs.25,000 for parents can be claimed 
under Section 80D.

Insurance as a Means ofInvestment

It is an investment and insurance as part of the 
premium is allocated towards life cover while the 
rest is invested. Insurance industry in India has 
seen a major growth with an introduction of a huge 
number of varied products. This has led to a tough 
competition with the private insurance companies 
and banks.Insurance increases the opportunities for 
savings amongst the individuals, safeguards their 
future and helps the insurance sector form a huge pool 
of funds.With the help of these funds, the insurance 
sector highly contributes to the capital markets and 
infrastructural developments.

Indian insurance companies offer a 
comprehensive range of insurance plans like term 
life policies, endowment policies, joint life policies, 
whole life policies, unit-linked insurance plans, group 
insurance policies, pension plans, and annuities. 
General insurance plans cover motor insurance, home 
insurance, travel insurance, health insurance and many 
more.Due to the growing demand for insurance, new 
companies are now emerging in the Indian insurance 
sector. Several international leaders in the insurance 
sector are trying to venture into India.

The Past and Present of Insurance Sector in India

In the history of the Indian insurance sector, 
LIC was the only life insurance provider. Other 
public sector companies like the National Insurance, 
United India Insurance, Oriental Insurance and 
New India assurance provided non-life insurance or 
general insurance.However, the introduction of new 
private sector companies has added importance to 
the insurance sector. There are many more insurers 

waiting for approval to start both life insurance and 
non-life insurance companies.

At present only few government companies 
stand high both in the market share as well as their 
contribution to the insurance sector in India. There 
are two specialized insurers – agriculture insurance 
company ltd and export credit guarantee of India. The 
private insurers have joined with foreign insurance 
companies to start their insurance businesses in India.

Application of Information Technology in 
Insurance Sector

There is an evolutionary change in the technology 
that has revolutionized the entire insurance sector. 
Insurance industry is a data-rich industry which has 
a lot of data for trend analysis and personalization. 
Customers are getting increasingly sophisticated and 
tech-savvy. Theyprefer personalized interactions and 
look for additional features and benefits from the 
policy.

Managing the customer is very critical for the 
insurer especially in the very competitive business 
environment. Companies have to apply different set 
of rules and strategies to different customer segments 
for which they are required to capture customer 
information in an integrated system.With the explosion 
of website and greater access to direct product or policy 
information, there is a need to develop techniques to 
give customers a real personalized experience.Many 
organizations are incorporating knowledge database-
repositories of content that include a search engine 
and let the customers locate all the document and 
information related to their queries on services. 

Recent Developments in Insurance Sector

Growth in premium collection

Outstanding claim settlement ratio

Efficient fraud management practices

Better use of digital facility

Easy accessibility by all.

Flagship Schemes

Pradhan Mantri Jan Suraksha Bima Yojana - 
focuses on providing affordable insurance to people 
below the poverty line, in rural areas
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Pradhan Mantri Jeevan Jyoti Bima Yojana - 
provides life insurance for people employed in the 
unorganised sector

Atal Pension Yojana - guarantees pension 
coverage to all citizens in the unorganised sector 

Ayushman Bharat Yojana -medical insurance 
cover of Rs. 5 lakh, to get treatment at public or private 
hospitals.

Government Initiatives

FDI limit for the insurance sector increased from 
26% to 49%.

Life insurance companies operational for 10+ 
years are allowed to go public by IRDA

Government plans to divest a significant stake in 
PSU general insurance companies

Several flagship schemes launched by the 
government to boost the insurance sector. 

Future of Insurance and Growth Drivers

The insurance industry in India is expected to 
achieve consistent growth as:

Low insurance penetration in India

Various government flagship schemes

Strong growth in the automotive industry is 
expected to boost motor insurance

Increasing interest in buying insurance as a result 
of technology

Innovative products have contributed to the 
growth of insurance cover

New distribution channels such as bancassurance, 
online distribution and NBFCsalso contribute to the 
growth in insurance cover.

SCOPE OF THE STUDY

The aim of this study is to evaluate the need and 
importance of insurance in today’s uncertain world. 
A case study for this research was undertaken from 
various employed and businessmen in the central 
Chennai. Responses got from them were analyzed to 
bring out the findings and suitable recommendations 
for this study. With regard to the methodology of 
research, the casual research design was chosen as the 
most appropriate research design for the study. 

Data was gathered using both primary and 
secondary sources. Responses from questionnaire and 
interviews with individuals formed the basis for the 
primary data, while books, articles, journals, websites, 
etc. on insurance and investments worked as the 
secondary data. Findings from this study revealed that 
insurance is very vital and essential for better standard 
of living. It was undertaken to know the impact of 
insurance on the investment decisions of an individual. 
Other findings include framing new strategies to create 
better environment for living. The most valuable 
recommendation was proper and simple process of 
investing in insurance.

STATEMENT OF THE PROBLEM

A recent study revealed that individuals 
do not prefer insurance as the process and 
means of investing in it very complex and 
time consuming.  In such a situation the 
insurance companies and agentsbecome 
very indispensable. At present insurance as 
a means of investment plays a predominant 
part in individual’s investment decision. In 
policy-making circles, insurance companies 
emphasize on institutional intervention and 
laissez-faire form of association.

In this context, government interference will 
emerge as an important tool of intervention. 
The government has a strong structural base 
andcan bring about major changes in this 
sector. Today, insurance is an important 
investment avenue for working individuals.
Both public and private players have to 
coordinate together to increase the importance 
of insurance and its sector.

OBJECTIVES OF THE STUDY

To understand the importance of insurance in 
one’s life

To study the benefits and need fora safe and 
secured investment 

To define service standards and validate 
customer’s expectations in order to enable people to 
invest in insurance
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Undertake studies to identify growth opportunities 
in the insurance sector.

Methodology

This study will be conducted through collecting 
primary data with the help of specially prepared 
questionnaires from the respondents. It includes 
questions related to the general information about 
the insurance, need and importance of investment, 
benefits from insurance and also to explore growth 
opportunities in the insurance sector.

Totally 50 respondents were selected by using 
simple random sampling method.  The sample size was 
considered adequate and sufficient to get an idea of the 
benefits and importance of insurance as a medium of 
investment.  This is purely a descriptive study and the 
collected data will be analyzed through Percentages 
and Chi-square test.

Analysis and Interpretations

The present study is related to the benefits of 
insurance as a medium of investment and how people 
use technology to reap the maximum benefits.

(i) Age Group of the Respondents 

Age Group of Respondents

Age Group No. of Respondents Percentage
< 25 7 14
25 – 35 23 46
35 – 45 11 22
> 45 9 18
Total 50 100

Age and socio-economic factors are very closely 
inter-related with one another.  The young and middle 
age group people can actively participate in the socio-
economic activities, which is true as far as investment 
is concerned. People in the age group of 25 - 35 
years are smarter and have realized the importance of 
investment and the need for insurance. 

(ii) People Prefer Insurance

Respondents Preference for Insurance

No. of Respondents Percentage
Yes 37 74
No 13 26
Total 50 100

Majority of the respondents (37) prefer insurance 
and are showing interest to invest in it. They have 
realized that it paves way for a secured future. Only 
13 respondents prefer to earn and spend and enjoy life 
today and not save for future.

(iii) Reasons for Investing in Insurance

The major aim of insurance is to invest their 
savingsto provide a secured future (32%) for self 
and family members.  This is true because many 
are concerned about their retired life and position 
of dependents after their death. Tax (20%) is also 
considered as a reason for investing in insurance.

Reasons for Investing in Insurance

Reasons No. of Respondents Percentage

Tax Purpose 10 20

Concern for 
Dependents

13 26

S e c u r e d 
Future

16 32

Investment 11 22
Total 50 100

(iv) Benefits of Investing in Insurance

Benefits of Investing in Insurance (Multiple 
Responses)

Benefits No. of Respondents
Safe and secured future 36
Tax benefits 17
Retirement purpose 23
Achieve financial goals 19
Other benefits 14

Many individuals accept that insurance is essential 
in today’s uncertain world. It helps people to cut down 
taxes and achieve their financial goals with ease. They 
are concerned of their future and want to secure during 
their earning period.
(v) Source of Information

Source of Information
Sources Observed 

V a l u e s 
(O)

E x p e c t e d 
Values (E)

( O 
– 
E)

(O – 
E)∧2

(O – 
E)∧2 
/ E

Online 22 19 3 9 0.47
P r i n t 
Media

9 12 -3 9 0.75
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Friends 
and peer 
group

15 13 2 4 0.31

Others 4 6 -2 4 0.67
Total 50 50 2.20

Ho: Insurance has a positive impact on one’s 
investment decision

H1: Insurance hasno positive impact on one’s 
investment decision

Chi-square = Σ(O – E)∧2 / E = 2.20

The Table Value of Chi-square for 3 d.f. at 5% 
level of significance is 7.815.

Calculated Value < Table Value i.e., 2.20< 
7.815

Hence, Ho is accepted i.e., insurance has a 
positive impact on one’s investment decision

Findings and Suggestions

(i) Many individuals in the age group of 25 – 35 
years go in for insurance to invest their savings and 
also to have a secured future. Insurance companies are 
following a more flexible structure allowing customers 
to quickly decide on the investment avenues. Successful 
financial planning and portfolio management can help 
individuals to reach greater heights. 

(ii) The benefits of insurance are very much 
acceptable to people of all age group, especially 
the middle age category. Though there are many 
investment avenues people prefer insurance as the 
procedure is simple and easy to invest.

(iii) Insurance is not the only means of investment 
because the changing environment is coming up 
with many attractive means. It has to be constantly 
reconceptualised to reflect developments happening 
outside. These can include volatile forces that affect 
an individual’s decision.

(iv) Lot of research by individuals has made 
them wiser and more equipped to take independent 
decisions. There are various sources from which a 
plethora of information is collected.

(v) The study shows that insurance has a 
significant impact on one’s financial decision. There 

are various reasons like safety, tax benefits, etc. which 
make people to go in for insurance. 

CONCLUSION

Insurance sector is at a critical stage in India. Over 
the next two decades significant changes are likely 
to be witnessed in the insurance sector. The younger 
generation is well equipped and talented to take 
their own decisions with the knowledge of available 
information. The change is likely due to:

Financial deregulation which always speeds up 
the development of the insurance sector.

Growth in income of individuals helpthe insurance 
business to grow.

Increased medical facility has enhanced the living 
age of people which leads to growth in pension and 
other segments.

The future looks promising for the life insurance 
industry with several changes in regulatory framework 
which may lead to further change in the way the 
industry conducts its business and engages with its 
customers. Insurance needs to change to be more 
customer oriented. Consumers are looking for a new 
type of insurance provider that offers a simpler, more 
accessible experience, and so the future of insurance 
belongs to the insurance companies to adapt to 
these requirements. This will require cooperation of 
insurers and regulators to shift towards customers. 
With increased competition and market saturation, the 
future of the insurance industry is going to be utility 
value. 
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ABSTRACT
Cosmetic Industry covers a wide range of products and services, It continues to grow

and evolve, the profitable opportunity will enhance the growth of this industry.

Presently in cosmetic industry diversity and innovation exists because customers

demand and continues to expand globally, several trends support this expansion and

promise continued profitability into the future. From product innovation, organic

industry growth and continued growth into the male half of the population, the

cosmetic industry continues to offer a diverse set of profitable franchising

opportunities. This paper is to study on customer satisfaction towards branded

cosmetics in guduvancheri city. This study is also going to reveal that to have

permanent place in the minds of consumers, i.e., brand loyalty, company has to devote

much attention to the cardinal factors like quality, pricing, a well knit distribution

network and connectives to agents and so on. By finding out the customer preference

and satisfaction towards the selected foreign branded cosmetic products among the

guduvancheri city. The study reveals that different factors have significant influence

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

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

Followed by Face Wash, Cream, Nail Polish, Perfumes, Powder, Lipstick, Kajal, Eye

shadow, and Face powder.

Keywords: Globally, Innovation, Cosmetics, branded
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INTRODUCTION
The term customer satisfaction is one of the very essential concepts, as it provides

marketers and business owners with a metric that they can use to administer and

progress their businesses. This satisfying concept of customer is generally used as a

marketing target of a company's presentation. It is generally believed that a pleased

customer is more expected to exhibit loyalty behavior. It is not only the important

meter to measure customer loyalty, it can also help the marketing managers to make

out the dejected customers, decrease agitate and boost revenue; it is also a key point

of separation that helps you to magnetize new customers in aggressive business

environments. Satisfying the customer is one of the major progresses of the business

as retaining a new customer is always cheaper than acquiring a new one. Generally

Cosmetics are products or substances that are used to develop or adjust the aroma

and outer shell of the body. There are many cosmetic that are intended and used for

applying to the hair and face. They are normally the mixtures of chemical compounds;

some being resulting from natural source, and some being synthetics. Common

cosmetics include lipstick, skin lotion, eye shadow, shampoo, foundation, mascara,

skin cleansers, hairstyling products, perfume. These cosmetics are been applied to

the face to improve its look are time and again known as make-up. Customer

satisfaction is closely associated with the proceeds and replicate purchases.

Buying behavior is focused towards the needs of individual, group and organization.

So, requirement is to have proper understanding related to relevance of those needs

with consumers buying behavior. It is important to determine the interaction of

consumer with the marketing mix to understand the consumer buying behavior. The

reason behind that is the psychology of each individual towards products and services

differ according to the culture, attitude, past learning and perception. On the basis of

that consumers make further decision regarding whether to purchase or not and from

where to buy the product that the consumer prefers.
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REVIEW OF LITERATURE

Sivagami T. (2016) studied consumer purchase decision behavior towards cosmetic

marketing. The aim of the study was to study consumer behavior marketing of

cosmetic products. They also want to know the influence of various media in

motivating the consumer on a particular brand of cosmetics. Random sampling

technique was used. Sample size was 200. Direct Interview method was adopted to

collect data. Simple and bi-variety tables were prepared from information collected.

Percentage Analysis was used for analysing data. It found that reduction in price and

attractive promotional schemes can attract more customers. The study concluded

that cosmetics are not part of luxury. Manufactures need to identify the need before

marketing the cosmetic product.

Khandagale A. (2015) studied consumer buying behavior towards cosmetic products.

The main aim of study was to study demographic profile of consumers and to find

factors affecting consumer purchase decision. They also want to know the purchase

pattern for cosmetic products. They found that majority of people use domestic

cosmetic brand, television is most effective media to get information of cosmetics;

quality of product is considered as most important factor for consumer purchase

decision.

Apaolaza-Ibáñez, V., Hartmann, P., Diehl, S., & Terlutter, R. (2011), Concluded on

Women satisfaction on cosmetic products. To conduct the study, survey has been

conducted on women with 355 respondents. The outcome of the result is that hedonic

brand benefits and utilitarian contribute to the satisfaction with brands.

Campus, P. P, Started generally presentation of the product is represented by brands

depending on the consumers perception and opinion. They conclude by giving three

identification, one is change of cosmetics frequently by the students, health issues

can be occurred due to lack of knowledge about the cosmetic products and the final

one id not gaining the exact information about the product they use. Customer

satisfaction and brand loyalty in cosmetics are influence by types of placing and
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promotion.

DATA ANALYSIS

FREQUENCY ANALYSIS:

Percentage analysis is one of the descriptive statistical measures used to describe

the characteristics of the sample or population in totality. Percentage analysis

involves computing measures of variables selected of the study.

Profile of the Respondents

Age No of respondents Per cent

16 -25 22 32.0

26 – 35 17 45.5

36 – 45 12 19.5

46 – 55 14 3.0

Total 65 100

EDUCATION QUALIFICATION

10th 10 8.5

10+2 14 13.5

Graduation 19 48.5

Post graduation 22 29.5

Total 100 100



1012

   

5

Responses regarding satisfaction of branded cosmetic product.

Cosmetic Product Response

Descriptive

statistics

SA A N D SD Total Mean S.D.

Shampoo

N 10 10 15 20 10 65

2.38 1.14

Percen

t 22 40 21 12 5 100

Perfumes

N 20 10 16 25 14 65

2.54 1.08

Percen

t 20 28 32 14 6 100

Powder

N 5 15 10 15 20 65

2.58 1.97

Percen

t 13 40 27 13 7 100

Face Wash

N 12 15 13 10 15 65

2.63 1.13

Percen

t 13 33 31 19 4 100

Lipstick

N 10 14 11 15 15 65

2.33 1.21

Percen

t 9 11 20 35 25 100

Kajal

N 25 10 10 10 10 65

2.67 1.15

Percen

t 35 20 10 20 15 100

Nail Polish N 22 10 10 11.5 11.5 65 2.78 1.92

6

Percen

t 20 32 5 32 11 100

Face

Powder

N 15 10 15 15 10 65

2.82 1.16

Percen

t 22 40 21 12 5 100

eye

shadow

N 28 5 12 5 15 65

2.54 1.05

Percen

t 30 14 38 10 8 100

T-TEST FOR SIGNIFICANT DIFFERENCE BETWEEN MALE AND FEMALE RESPONDENT

S.no Particulars Gender Mean Std. Deviation t value p value

1. Overall satisfaction

towards Cosmetic

product

Male 4.46 0.886 0.679 0.484

Female 4.20 1.082

INFERENCE

It is clearly evident from this research the is the clear market leader in cosmetics

Industry of India as per the consumer perception across all age groups and income

levels out of which 60 respondents out of total 65 respondents are using cosmetic

products .It was found that during the investigation the consumers are using some

products like mascara, eyeliner, foundation, face-powder, blushers etc. However, 38

consumers felt that their brand of cosmetics is healthy and 20 consumers perceive

these cosmetics are harmful to health. It is interesting to note that 35 consumers are

using these cosmetics as they are economical.

METHODOLOGY

The study is exploratory in nature. It involved a survey of female customers on

the satisfaction of cosmetic products. The data was collected by research method
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7

through survey questionnaire with sixty five customers for the period of one month.

The collected data was analyzed using percentage analysis; mean analysis, Anova and

correlation method in SPSS. A structured questionnaire of 10 multiple questions and

demographic details were collected and analyzed. Primary data is the first hand

information, which is being collected by the researcher or assistant is called as

primary data. In this study, the primary data was collected through structured

questionnaire. Questionnaire was employed to collect the primary data from 65

respondents. Besides the primary data, the secondary data was also collected for the

study. Websites and books were referred for this purpose from the library to facilitate

proper understanding of the study.

FINDINGS OF THE STUDY

The following are the main findings of the study

1. Majority of the respondents are spending less than Rs.500 per month on cosmetics.

2. Most face powder is preferred by majority of the Respondents

3. Ponds are most preferred talcum powder by more than average number of

respondents.

4. Hair oil is preferred more or less equally by average number of respondents.

5. Nail polish most preferred college girls.

6. Quality is most preferred factor for brand preference is the majority of the

respondents

SUGGESTIONS:
1. The satisfaction level of respondents is very Low on the cosmetic products. Hence

it is suggested that the manufactures should identify the reasons behind this and then

provide them with the Requirements.

2. The respondents feel that the prices of cosmetics are comparatively higher.

3. Girl students may be influenced to use turmeric as face cream.

The medical benefit of using turmeric must be brought to the Notice girls

CONCLUSION
A cosmetic product shall denote any essence or mixture proposed to be placed in
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contact with the various external parts of the human body or with the teeth and the

mucous membranes of the oral cavity with a view exclusively or mainly to cleaning

them, perfuming them, changing their appearance and/or correcting body odor and/or

protecting them or keeping them in good condition. In this study when comparing with

buying decision of cosmetic products, customers are concentrating more on brand

other category like advice from in-store, recommendation from friend, packaging,

quality, special offer or promotion and price. From this study it is found that product

quality is playing major role in the mind of the female customer in regard with

cosmetic product. The spending habit of the customer in this present scenario has

been increased in purchasing the cosmetic products
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Apaolaza-Ibáñez, V., Hartmann, P., Diehl, S., & Terlutter, R. (2011), Concluded on

Women satisfaction on cosmetic products.

Sivagami T. (2016) studied consumer purchase decision behavior towards cosmetic

marketing. Khandagale A. (2015) studied consumer buying behavior towards

cosmetic products. The main aim of study was to study demographic profile of

consumers and to find factors affecting consumer purchase decision.
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Abstract

In the early days the main banking role of the 
goldsmiths was to keep in custody other people’s 
money and lending a part of it. Gradually, these 
functions were extended, and others were added. As a 
effect, the essential  of  commerce  upon  banking  has  
become  so  great  that in  the modern money economy, 
the cessation, even for a day or two, of the banker’s 
activities would completely paralyze the economic 
life of a nation. Now-a-days, the bankers have to 
deal with many matters. They serve as custodians of 
stocks and shares and other valuables. Imports into 
and exports out of a country are financed by banks 
and documents relating to the goods so imported and 
exported, at one time or another, pass through  the 
hands of the bankers. They have to deal not only with 
bills of exchange, but also with bill of lading, railway 
receipts, warehouse warrants and receipts, marine 
insurance policies and various other documents. As 
bankers, they advance money on securities, and issue 
letters of credit, travelers’ cheque, credit cards and 
circular notes to customers wishing to travel abroad, 
as also to effect purchases and shipment of goods.
The overall aim of this research work was to examine 
backgroundsas well as extend the body of knowledge 
and understanding regarding customer satisfaction 
on primary and technology service offered by public 
sector banks.

Keywords:Backgrounds, customer satisfaction, 
banking service

INTRODUCTION

Indian Banks has to revisit their products and the 
strategy for cuisine customer service keeping in view 
the tastes and requirements of their customers of all 
type in the competitive environment. The more highly 

developed a country is, the greater is the instrumentality 
of the banker utilized to carry through commercial 
transactions (Ramesh Chander Jindal 2010).

The development of new technologies has 
intensely changed the way in which customers interact 
with service providers. Indian banking sector has to 
face the most crucial challenge, customer satisfaction. 
It is an important issue for all marketers. Customer 
satisfaction is considered the essence of success in 
today’s highly competitive world of business. A number 
of studies, clearly, point out that the new generation 
banks focus on the customer understanding his needs, 
pre-empting him and consequently delighting him with 
various configurations of benefit and a wide portfolio 
of products and services (Gani and Mustaq, 2003). 

A good customer service in banks should have 
three basic tenets – courtesy, accuracy and speed 
(Ganesh, C and Varghese, M.E., 2003).

2. REVIEW OF LITERATURE

AndraBrige (2006) studied the bank/customer 
relationship experience in the Latvian banking system 
and the impact of developing technology in banking. 
The author found that satisfaction with services 
provided is not the only factor that influences customer 
loyalty and a great impact on loyalty level is made by 
other factors, such as: image, prestige, word of mouth 
also. 

Raj Kumar (2008) said that the findings of 
his study coincide with the observations of earlier 
researchers in the area of customer satisfaction. In his 
study the author has identified the customer satisfaction 
variables and its impact on customer satisfaction 
and established the relationship between customer 
relationship management and customer satisfaction.  

FACTORS INFLUENCINGCUSTOMER SATISFACTION IN BANKING SERVICES 

Dr. M. Jeevarathinam
Assistant Professor, Department Of Commerce 

Srm Institute Of Science And Technology
jeeva.mjr@gmail.com
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A customer satisfaction is strongly linked to 
impressions of performance, satisfaction and switching 
barriers are assumed to be the most important 
antecedents of repurchase behaviour, or the intension 
to repurchase a good or service (Sharma, 2008).

Hence through this study an attempt is made to 
fill the gap by studying the factors or antecedents 
influencing customer satisfaction inbanking service.

JUSTIFICATION OF THE RESEARCH 

Extensive work has been done on customer 
satisfaction in banking industry in India and abroad. A 
thorough review of literature on customer satisfaction 
in banking industry shows that there is hardly any 
study which could analyse the extent to which the 
geographical locations of the customers influence their 
perception of banking services in banks.  Further, no 
study was found in the literature which could compare 
the satisfaction level of the customers of public sector 
bank branches in Tamil Nadu. Secondly, no study was 
found in the existing literature which could identify 
the gaps in geographical coverage of banking services 
across different locations. Therefore, the present study 
seeks to fill these gaps.

RESEARCH AIM

The fundamental background and problem statement 
of the study, the goal of this paper is threefold.  First, 
the research tries to develop a model to understand 
customer satisfaction through the antecedents of 
banking service. Second, the research intends to 
empirically test the model.  Finally, the final aim of 
the study is to record the contributions made through 
this study.

OBJECTIVESOF THE RESEARCH

The objectives of the study are listed as fol-
lows: 

To examine the conceptual model concerning the 
relationships between the antecedents of primary and 
technology service of public sectors banking.
To find out the dimensions affecting the customer 
satisfaction in service provided by banking sectors. 
To make comparative analysis of customer satisfaction 

in primary and technology service of public sectors 
banking.

PROPOSED MODEL

Figure 1: Proposed Conceptual Modal

Source: Developed for the study
The research model proposed by this researcher, as 
presented in Figure 1, extends primary banking service 
based on prior research on customer satisfaction. The 
model posits that customer satisfaction on primary 
service offered by public sectors banks is jointly 
determined by deposits and loans service (DLA). 
Diagram upon other researchers’ recommendations to 
include factors in the model to examine their effects on 
core beliefs of primary banking, the proposed model 
incorporates the backgrounds of deposits and loan 
service based on previous studies that have extended 
the primary banking. External variables incorporated 
in the model include technology banking service such 
as Mobile banking service (MBA), automatic teller 
machine (ATM) and net banking service (IBS).
Among these factors, deposit and loan service (DLA) 
is proposed to have a direct influence on customer 
satisfaction (CS) while other factors such as Mobile 
banking service (MBA), automatic teller machine 
(ATMA) and net banking service (IBS) are proposed 
to have direct effect on CS and DLA. The model also 
proposes that the beliefs constructs i.e. bank personnel 
and system administrator (BPSA) and problem faced 
by customer (PFBC) are mediate and moderate 
variable of the effects of the antecedents of beliefs 
on customer satisfaction on primary and technology 
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banking services.

RESEARCH HYPOTHESES

Based on the relationship between the six constructs namely, deposit and loan service, mobile banking service, 
automatic teller machine, Bank personnel and system administrator service, problem faced by customer and 
customer satisfaction five research hypotheses were established.   The research hypotheses are presented in Table 
1.

Table 1

Construct Code Name Hypotheses
Hypothesized 
relationships

Deposit and loans Service DLA H1 DLA → BPA

Mobile Banking Service MBA H2 MBA → BPA

Automatic Teller Machine Service ATMA H3 ATM A→ BPA

Internet Banking service IBA H4 IBA → BPA

Bank personnel and system admin-
istrator service

BPSA

H5a

H5b

DLS → PFBC

DLS → CS

Problem faced by customer PFBC Moderate variable

Customer Satisfaction CS Dependent variable

RESEARCH METHODOLOGY

This researcher engaged a quantitative data collection 
method using the survey approach to collect data 
concerning the usage of banking services by proposed 
customers. The survey questionnaire was created on 
the basis of previously validated scales and survey 
instruments. This study used both primary and 
secondary data for data collection.  Second-hand 
information is obtained through journals, books, 
magazines, internet sources and various libraries to 
develop the conceptual model of the study and first-
hand information is obtained through questionnaire 
to test the research model.  Questionnaire is pilot 
tested among 50 respondents.  Negligible blemishes 
were recognized and resolved. The sample size is 
determined by using sample size calculator.  According 
to the sample size calculator, the sample size for the 
study is determined as 413, however it was fixed at 
415.  The sampling method to collect the primary data 
is proportionate stratified random sampling method.

The data were collected from Chennai City. Data 
analysis for the final conceptual model was performed 
by Structured Equation Modelling (SEM) using the 
Analysis of Moment Structures (AMOS) software. 
The primary intent of this statistical approach is that it 
allows a researcher to model and predict relationships 
between constructs in the hypothesized manner.

STRUCTURAL MODEL EVALUATION 
AND HYPOTHESES TESTING

This section presents results of hypotheses testing. 
Table 1 shows six hypotheses represented by causal 
paths (H1, H2, H3, H4, H5a and H5b)  that  were  
used  to  test  the  relationships  between  the  latent 
constructs. The latent constructs used in the proposed 
theoretical model were classified in two main 
categories: exogenous and endogenous constructs. 
Exogenous constructs were the deposit and loan, 
mobile banking, automatic teller machine and internet 
banking while endogenous constructs were banking 
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personal and system administrator, problem faced by customer and customer satisfaction. Goodness of fit indices 
and other parameters estimates were examined to evaluate the hypothesized structural model. Assessment of 
parameter estimates results suggested that five out of six hypothesized paths were significant. Thus, indicating 
support for the five hypotheses. These results are presented in detail as follows.

Table 2  Regression estimates of latent constructs

Estimate S.E. C.R. P
Bank personnel <--- Deposit loan .410 .061 6.667 ***
Bank personnel <--- M o b i l e 

banking 
.169 .046 3.702 ***

Bank personnel <--- A u t o m a t i c 
teller Machine 

.178 .044 4.007 ***

Bank personnel <--- I n t e r n e t 
banking

.026 .031 .846 .398

Customer satisfaction <--- B a n k 
personnel

1.042 .103 10.152 ***

Problem faced by customer <--- B a n k 
personnel

.193 .084 2.296 .022

Note: Estimate = regression weight; 
S.E = standard error; C.R = critical 
ratio,                 P =significance value

Results presented in Table 2 indicate that the five 
out of six hypothesized paths between independent 
and dependent variables were significant. For 
instance, the hypothesized path between bank 
personnel and deposit and loan service with CR 
value 6.667 (>1.96) was statistically significant 
(p=0.000). Similarly other hypothesized paths 
were statistically significant at p =< .05. The 
hypothesized paths between the bank personnel 
and internet banking indicated that their t-values 
did not exceed the cut-off point required for 
statistical significance. Thus, these paths were not 
statistically significant.

10. Modifying Structural Model by Removing 
Non-significant Paths

As discussed in the above, one hypothesis (i.e. H4) out of 
six hypotheses were statistically not significant and thereby 
they were rejected. Consequently, the structural model   
was re-specified by removing one not significant path. This 
process would possibly provide a better fit to the data. The 
model was revised in order to achieve parsimonious model 
that fits the date well. Not significant hypothetical paths i.e. 
IBA BPA were deleted to get the parsimonious model that 
adequately fits the data. Revised structural model is shown 
in Figure 1 and results are presented in Table 3 and 4

Table 3 Results of revised structural model

Construct
C o d e 
Name

H y p o 
theses

Relationships
(positive)

Standardized
Regression
Weight (β)

CR
Supported

Deposit and loans 
Service

DLS H1 DLS → BPSA .570 7.068 YES***

Mobile Banking Service MBS H2 MBS → BPSA .284 3.679 YES***
Automatic Teller 
Machine Service

ATM H3 ATM → BPSA .247 3.967 YES**

Bank personnel and 
system administrator 
service

BPSA
H5a

H5b

BPSA → cs
BPSA → PFBC

.856

.120

10.141

2.312

YES***

YES**



1020

   

Problem faced by 
customer

PFBC Moderate variable

Customer Satisfaction CS
D e p e n d e n t 
variable

Table 4  Goodness of fit indices revised structural model

Absolute fit measures Incremental fit 
measures

Parsimony fit 
measure

                  χ2 Df χ2 / df GFI RMSEA NFI CFI AGFI
Criteria 1< χ2/df< 3 ≥0.90 <0.05 ≥0.90 ≥0.90 ≥0.90
Obtained  305.540 116 1.898 0.931 0.047 0.952 0.977 0.910
Note:  χ2   =  Chi-square;  df  =  degree  of  freedom;  GFI  =  Goodness  of  fit  index; RMSEA = Root mean 
square error of approximation;  NFI = Normated fit index; CFI = Comparative fit index; AGFI – Adjusted 
goodness of fit index

In testing the revised structural model, results shown 
in Table 3 indicated that all of the hypotheses i.e. H1, 
H2, H3, H5a, and H5b were statistically significant. 
The results suggested that standardized estimates and 
critical ratio values for these hypotheses (β = 0.507,    
CR = 7.068; β = 0.284, CR = 3.679; β = 0.247, CR 
= 3.967; β = 0.856, CR = 10.141; β = 0.120,   CR = 
2.312; respectively) indicated statistical significance 
and thereby showing support for these hypotheses.
Furthermore, the fit indices presented in Table 4 
indicated that the hypothesized structural model 
provided the better fit to the data after deletion of not 
significant paths (n=1). Although the likelihood ratio 
chi-square (χ2 = 305.540; df = 116; p = .000) was 
still significant; however, other fit measures showed 

that the model was adequately fit to the observed 
data. The absolute fit measures  i.e. GFI and RMSEA 
were 0.931 and 0.047 respectively indicating good fit 
of model, incremental fit measures i.e. NFI and CFI 
were 0.952 and 0.977 respectively, which were above 
the minimum requirement hence showed adequate fit  
and the parsimony fit measure of AGFI was 0.910, 
which also was above the cut-off point (i.e., > 0.9). In 
addition to these indices, the χ2 / df = 1.898 was within 
the threshold level (i.e., 1.0 < x2 / df< 3.0), which 
supported these findings. In summary, the results 
suggested that after removing one not significant paths 
i.e. H4, a best parsimonious model was achieved. 
Besides, the revised model adequately fit the observed 
data. The final revised model is shown in figure 2
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Confirmed Conceptual Framework

Source: Developed for the study
11. Research contributions
This research study has made a number of contributions 
to the body of knowledge. The contributions of this 
study are explained as follows.
First, primary banking and technology banking service 
literature shows the scarcity of empirical research 
of the determinants of individuals’ satisfaction on 
banking services.  This  study  examined  the  viability  
of  the   which  was established  in  developed  
economy  settings,  in explaining  a  similar  behaviour  
in developing  economy  settings.  Thus, the results of 
present research contribute by filling this important gap 
by taking on a theory-based empirical investigation of 
the determinants of customer satisfaction on primary 
and technology service offered by public sector banks 
individuals in the context of developing economies.
Second, this study investigated the effect of primary 
service (i.e.  DL), technology service (i.e. mobile 
banking, automatic teller machine, internet banking) 
on towards satisfaction on banking service model. 
The validated model contributes better and more 
systematic understanding of banking service offered 
by public sector banks.  
Third, previous research mostly focused on students 
or office workers; however, this study examined the 
model in real world settings with sufficient sample 
of common internet banking users, who involved 
businesspersons, government sector employees, 
common citizens and private sector employees.
Fourth, this study applied sophisticated statistical 
techniques, i.e., structural equation modelling 
(SEM) using AMOS v.20. SEM allows simultaneous 
evaluation of the adequacy of the measurement model 
and the causal model that was proposed to investigate 
the customer satisfaction. The measurement model 
validated the primary and technology constructs 
measures as developed by their authors. In addition, 
structural model showing empirical support for the 
interrelationships between the important constructs, 
contributed to the knowledge in technology banking 
service and primary banking service satisfaction in 
particular.
Finally, another contribution to the research on 
satisfaction is the identification of some important 
determinants of primary and technology service. 
The results demonstrated that customer satisfaction 

is determined in order of importance by primary and 
technology service. Whereas customer satisfaction is 
determined in order of importance by by ATM, Internet 
banking, Mobile banking.

CONCLUSION 

This research explored customer satisfaction in 
banking services. By developing a conceptual model, 
this study contributed to the theoretical advancement 
of the concept.In order to improve accessibility, 
banks management together with bank professionals 
should provide adequate support to help potential 
customer satisfaction effectively. Such efforts will 
assist potential customer to satisfy the banking service 
more easily, and consequently, will increase their 
willingness to use the primary and technology service 
offered by banking sector.
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Abstract

This article deals with the “A Study on the Usage of 
Knowledge Management” in KCP Ltd. The method 
adopted for collecting the data for this project is 
primary data. The data mainly deals with the Usage 
of Knowledge Management towards employees in 
the organization and also about new knowledge 
creation in the organization.We have represented the 
collected data in the form of tables and diagrammatic 
representation. The analysis part carried out in this 
paper by using Chi-square test and Correlation 
through the statistical package SPSS. 

Keywords: Antecedents, Knowledge Management, 
knowledge model

INTRODUCTION 

Knowledge has a long established role in theories 
designed to explain organizations and their 
performance. In earlier theories it appeared under the 
guise of “technology.” Lately, theorists have given 
knowledge a more explicit role of its own.

This focus on knowledge derives from several key 
insights:

Environmental turbulence (e.g., regulatory and 
technology changes) has forced many organizations to 
innovate faster and to operate more efficiently. This 
pressure requires a focus on continual learning and 
renewal.

Specialist or distinctive knowledge embodied in 
products or services can be a source of competitive 
advantage and therefore drive value creation.

The means by which organization is effected 
(lines of authority, integrating committees, etc.) can be 

conceptualized in terms of knowledge and information 
processing.

Knowledge and information have characteristics 
that distinguish them from other organizational 
resources, e.g., persistence, negligible cost of 
duplication, low visibility, and intangibility.

THE GENERAL KNOWLEDGE MODEL

Knowledge Creation. This comprises activities 
associated with the entry of new knowledge into 
the system, and includes knowledge development, 
discovery and capture.

Knowledge Retention. This includes all activities 
that preserve knowledge and allow it to remain in 
the system once introduced. It also includes those 
activities that maintain the viability of knowledge 
within the system.

Knowledge Transfer. This refers to activities 
associated with the flow of knowledge from one party 
to another. This includes communication, translation, 
conversion, filtering and rendering.

Transfer of Knowledge improves system quality 
by providing quick feedback, a variety of alternatives, 
predictable screen changes, and enhanced customer 

ANTECEDENTS OF KNOWLEDGE MANAGEMENT

J. Prabhuraj
Assistant Professor, Department of Commerce 

Srm Institute of Science And Technology
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support.

Knowledge Utilization. This includes the 
activities and events connected with the application of 
knowledge to business processes.

3. SCOPE FOR THE STUDY

Since the study is general one, it can be adopted 
by many organisations.

The Suggestion of the study can also be applied to 
similar project or situation.

The study paves a way as a reference for the 
further study.

4. Objectives of the Study

To study the best HR practices of Knowledge 
Management in KCP Ltd.

Understand the present status of Knowledge 
Management in KCP Ltd.

Identify the strengths and weaknesses of 
Knowledge Management in

KCP LTD. and also suggest for converting the 
weaknesses in to strength.

To study the employee satisfaction about the 
supervision in KCP LTD.

To create awareness about Knowledge 
Management and its policies.  

5. REVIEW OF LITERATURE

Truthfully, KM doesn’t have one meaning. 
Everyone defines it differently.  But all the varied 
opinions seem to agree on one thing-KM is capturing 
what everyone in your department knows. And 
capturing what everyone in a legal department knows 
can make the difference between winning and losing a 
case, or at the very least between spending thousands 
of dollars and spending millions.

What KM boils down to is finding ways to 
minimize redundancy, in turn saving time and cutting 
costs.  How a legal department decides to follow 
through with this initiative depends on a number 
of factors.  But there are some clear steps you must 
execute well to build a successful process.   - BY 
KEITH ECKER      

Defining the concept of KM is difficult, since 
different perspectives of KM can yield different 

dimensions and meaning. A good KM definition is 
given by Swan, Scarborough & Preston (1999), who 
defined it as “any process or practices of creating, 
acquiring, capturing, sharing and using knowledge, 
wherever it resides, to enhance learning and 
Performance in organization.”

6. Sampling method

There are many methods sampling, In that the 
most widely used method is Convenient Sampling 
Method.

Convenient sampling method:

Convenience or opportunistic sampling is the 
crudest type of non-random sampling. This involves 
selecting the most convenient group available.

 ANALYSIS AND INTERPRETATION 

Table 1: Current Status of Knowledge 
Management in KCP LTD.

                  Stages Frequency Percent
1 Not in existence 3 6.0
 2 Growth stage 12 24.0
 3 Introduction 35 70.0

Total 50 100.0

Chart 1:  Current Status of Knowledge 
Management in KCP LTD.

C
ou

nt
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30
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current_status
introductiongrowth stage

0
not in existence

35

12

3

Inference

From the above frequency table and bar diagram, 
we interpret that the current status of the knowledge 
management of KCP LTD. is in introduction stage.
Table 2: Role of knowledge management 
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in KCP LTD.:

About KM Frequency Percent
1 Never heard of it 6 12.0

2
It is strategy part of 
their business

34 68.0

3
Something that could 
be beneficial for the 
organization

8 16.0

4 Others 2 4.0
Total 50 100.0

Chart 2: Role of knowledge management in KCP 
LTD.:

INFERENCE:

From the above frequency table and pie chart, 
we infer that 34 out of 50 employees are feeling that 
knowledge management is a strategy part of their 
business.

Chi-Square Tests

H0: Gender is independent of facing difficulties 
in the company.
Table 3:Cross tab frequency of Gender vs.  Facing 

difficulties in the company

Communication difficulties
Gender Yes No can’t say Total
Female 19 6 9 34
Male 8 3 5 16
Total 27 9 14 50

Table 5: Chi-Square Tests

Value

Degrees 
of 

freedom
Asymp. Sig. 

(2-sided)
P e a r s o n 
Chi-Square

.166 2 .920

N of Valid 
Cases 50

Inference

From the above analysis, the chi-square value is 
.166, and asymptotic significant value is above .05. 
Hence, there is no evidence to reject the null hypothesis. 
Thus we conclude that Gender is independent of 

facing difficulties in the company.

CORRELATION

H0: There is no significant difference between 
gender and Time take for an employee to get the 
relevant knowledge in KCP LTD.
Table 5: Gender vs. Time takes for an employee to 

get the relevant knowledge in KCP LTD. 

CORRELATION

Value

Asymp. 

Std. 

Error

Approx. 

T

Approx. 

Sig.

1 Pearson’s R -.055 .142 -.382 .704(c)

2
S p e a r m a n 

Correlation
-.055 .142 -.382 .704(c)

N of Valid Cases 50

Inference

From the above analysis, the correlation value 
is-.055, and asymptotic significant value is above .05. 
Hence, there is no evidence to reject the null hypothesis. 
Thus we conclude that there is no significant difference 
between gender and Time take for an employee to get 
the relevant knowledge in KCP LTD.

FINDINGS OF THE STUDY

There are more female (82%) workers when compared 
to male (18%).
Most of the workers belong to the age group 20-
25(58%).
The current status of the knowledge management of 
KCP LTD. is in introduction stage.
68% of the employees are feeling that knowledge 
management is a strategy part of  their business.
Employees getting  relevant knowledge in a week or 
more in the age group 20-25
Most of the employees are don’t want to leave 
organization.
44% of the employee thinks that the new knowledge 
creation is a part of the organizational philosophy and 
culture.
In KCP LTD., Gender is independent of facing 
difficulties in the company.
In KCP LTD., Employees are motivated good using 
knowledge management 
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CONCLUSION AND SUGGESTIONS

Current status of the knowledge management of KCP 
LTD. is in introduction stage.
In KCP LTD. they think knowledge management as a 
strategic part of their business
In KCP LTD. using knowledge management they 
satisfy their employees byProviding all necessary 
facilities.
In KCP LTD., employees are motivated good using 
knowledge management
In KCP LTD., the new knowledge creation is a part of 
the organizational philosophy And culture.
The only problem in KCP LTD. is communication 
because most of the higher officials and trainers are 
French people.

SUGGESTION

The management can appoint trainer who know the 
language of low level andhigher level employees.
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Abstract

In India, gold ETFs were launched mainly with 
objective to increase the liquidity for the better 
market efficiency. The drawback with gold ETFs is 
liquidity; some ETFs are illiquid, which impacts their 
buying and selling flexibility. Hence, investors should 
consider this as a factor while investing in gold ETFs 
and should stick to funds that are liquid. Traditionally, 
Indians love to buy gold and they want to possess it. 
In fact, they hardly go for ETFs which is just a piece 
of paper for them. But in India, during the last one 
year, investment in gold ETFs has risen by Rs. 303 
crore. Hence this study provides an in-depth coverage 
of the Gold Exchange Traded Fund and its operations. 
To conclude we can say Gold Exchange Traded Fund 
is a best investment vehicle for all groups of family. 
In future they can encash it and buy gold of same 
quantity. It is also better and preferable for those who 
want their capital appreciation.

Keywords: Gold Exchange Traded Funds, 
Mutual funds, Risk, Return, Sharpe ratio.

INTRODUCTION

Every investor has a different perception regarding the 
return and risk. There is a general rule of return and 
risk, and that is “higher the risk, higher the return 
and lower the risk, lower the return”. The return 
and risk combination depend on upon the investors 
choices and his or her actions. There are so many 
destinations for investment such as equity shares, 
bond, debentures, bank deposits, gold, silver and much 
more, and their “risk & return” relation always differ 
from each other. But investment should be of such type 
that may produce high return with minimum risk, and 

that is convenient to do. At these criteria, gold is much 
attractive and most productive regarding return in the 
current scenario. India is one of the largest consumers 
of gold. The most important are that everyone is not 
able to invest in or purchased the gold. The investors 
who have the small amount of savings or funds to 
invest will not be able to do this because of the prices 
and scarcity nature of gold. Gold investment requires 
a big amount to get adequate growth and return on 
investments. To make an investment in gold possible 
for such investor, there is a most popular type of 
investment called “Gold Exchange-traded Funds 
(ETFs).”

REVIEW OF LITERATURE

Mukesh Kumar Mukul , Vikrant Kumar and 
Sougata Ray (2012)1 made a study on “Gold ETF 
Performance: A Comparative Analysis of Monthly 
Returns” revealed that Gold investment as been a 
very important aspect for ages across the globe .The 
study also examines the role of gold in hedging equity 
investment risk.

P.Krishna Prasanna (2012)2 has studied the 
Performance of Exchange –Traded Funds in India..
This research paper examines the characteristics and 
growth pattern of all the 82 exchange traded schemes 
floated and traded on Indian Stock markets, and 
evaluates their performance using Date Envelopment 
Analysis (DEA).On an average, ETFs grew at 
37%annually during the period 2006-2011in India. 
These funds consistently outperformed the market 
index and generated higher returns. ETFs generated 
excess returns of 3%p.a as against CNX NIFTY, 
which is the Indian equity market and attracted large 
investments in the post financial crisis years.

A STUDY ON THE PERFORMANCE OF SELECT GOLD EXCHANGE TRADED 

FUNDS
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Shefalisinha and Mahua Dutta (2013)3 in their 
study on Performance Analysis of Returns of Goldman 
Sachs Gold Exchange Traded fund has analyzed the 
performance of the fund for the period 2007-20012. 
The study also identified the performance of returns 
of domestic price of Gold in comparison to gold ETF.

Mohdsaleem , Matloobullahkhan (2017)4 in their 
paper “The Overview of Gold ETFs and its various 
positive features” has traced the emergence & history 
of Gold ETFs in India and also explained the working 
mechanism of this fund along with portfolio risk 
diversification and tax implementation of Gold ETFs 
fund in India. This paper also made a comparative 
study of Gold ETFs v/s Physical Gold and it also 
emphasized that the Gold ETFs as a strong and 
attractive investment option for investor.

Vidhyapriya and Mohanasundari (2018)5 in their 
study examined the performance of Gold ETF in India. 
The study Provides strong evidence for the investment 
in Gold for the institutional and long term investors 
through ETFs.

OBJECTIVES OF THE STUDY

To analyze the returns of selected gold ETF schemes 
on monthly basis.
To analyze the risk behavior of the selected Gold 
ETFs.
To evaluate the performance of selected gold ETF in 
comparison to benchmark returns.

RESEARCH METHODOLOGY

Secondary Data:

Secondary Data are those which have already 
been collected by someone else and which have 
already been passed through the statistical process.

Some examples of sources of secondary data 
are company records or archives, government 
publications, industry analyzes offered by the media, 
websites, internet and so on. This study is based on 
secondary data.

Sources of Data:

The secondary data which forms the basis of the 
study was collected from different books and websites. 

The entire study is based on secondary data. 

Period of Study:

The Period of the study - 3 Calendar Years (2016, 
2017, 2018)

Sample considered for Study:

The sample considered for study is 10 Gold 
Exchange Traded Fund. The period considered for 
study is 3 years and in case of some fund is less than 3 
years, hence taken from their inception.

ANALYTICALTOOLS USEDFOR THE STUDY 

Beta, Sharpe ratio, Treynor ratio, 
Jensen’s Measure

ANALYSIS OF GOLD EXCHANGE 
TRADED FUND

Table 1:  Closing prices of Axis gold fund return 
and market return in the year 2016.

Month
Close 
Price

Return(x)Axis 
fund% M.Return(y)%

Jan 2946.23 - -

Feb 2900 -1.57 -5.19

Mar 2870 -1.03 -0.14

Apr 2650 -7.67 3.54

Ma 2601.13 -1.84 1.31

Jun 2411.4 -7.29 -1.84

Jul 2695.07 11.76 -0.25

Aug 2974.02 10.35 -3.75

Sep 2865.12 -3.66 4.08

Oct 2970 3.66 9.21

Nov 2929.33 -1.37 -1.76

Dec 2799.99 -4.42 1.82

 TOTAL -3.08 7.03

It is found from the above table that the closing 
price of Axis gold fund has reduced from Jan 2946.23 
to Dec 2799.99 but it is raised in the month of Aug 
2974.02 for the year of 2015 It is inferred that the 
market has earned positive return of 7.03% but Axis 
gold fund has earned the negative return of -3.08%, so 
that market return is greater than the Axis gold fund 
return for the year of 2016.
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Table 2:  Closing prices of Axis gold fund return 
and market return in the year 2017.

Month Close Price
Return(x)

Axis fund% M.Return(y)%

Jan 2805 0.17 -3.1

Feb 2888 2.95 2.96

Mar 2740 -5.12 5.99

Apr 2830 3.28 0.14

Ma 2569.28 -9.21 8.02

Jun 2690 4.69 4.94

Jul 2647.99 -1.56 1.89

Aug 2621 -1.01 2.86

Sep 2532 -3.39 -0.02

Oct 2485 -1.85 4.64

Nov 2463 -0.88 2.97

Dec 2495.04 1.3 -4.16

 TOTAL -10.63 27.13

 It is found from the above table that the 
closing price of Axis gold fund has reduced from 
Jan2805 to Dec 2495.04 but it is raised in the month of 
Feb 2888 & Apr 2830 for the year 2016. It is inferred 
that the market has earned positive return of 27.13% 
but Axis gold fund has earned the negative return of 
-10.63%, so that market return is greater than the Axis 
gold fund return for the year of 2017.

Month Close Price
Return(x)

Axis fund% M.Return(y)%

Jan 2573.92 3.16 6.12

Feb 2500 -2.87 0.61

Mar 2433.01 -2.68 -4.78

Apr 2530 3.92 -3.38

Ma 2535 0.19 3.02

Jun 2470 -2.56 -0.17

Jul 2340 -5.26 1.2

Aug 2450 4.7 -6.51

Sep 2362.57 -3.56 -0.48

Oct 2390.27 1.17 1.91

Nov 2314.97 -3.15 -1.91

Dec 2267.99 -2.02 -0.11

 TOTAL -8.96 -4.48

 It is found from the above table that the 
closing price of Axis gold fund has reduced from Jan 
2573.92 to Dec 2267.99 but it is raised in the month 
of May 2535 for the year 2018. It is inferred that 
the market has earned negative return -4.48% and 
Axis gold fund has also earned the negative return 
-8.96%,so that market return is greater than the Axis 
gold fund return for the year of 2015.

Table 4 Sharpe ratio 

S.NO Mutual Fund Schemes Sharpe ratio

1 Axis Gold ETF -24.960
2 Gold man sachs gold ETF -38.937
3 HDFC gold ETF -38.896
4 ICICI prudential gold ETF -31.512
5 IDBI gold ETF -25.926
6 KOTAK Gold ETF -2.325
7 Quantum Gold ETF -30.895
8 ReligareINVESCO gold ETF -16.367
9 SBI gold ETF -69.698
10 UTI gold ETF -15.814

Mean -29.533

It is found from the above table that the 
Sharpeperformance measure 10 funds  has negative 
values, in that best performing fund is Kotak gold ETF 
is -2.325 and low performing fund is SBI GOLD ETF  is 
-69.698. It is inferred that Kotak Gold ETF has performed 
better in the last 3 yrs, when compared to other funds,A 
risk taking investor can prefer Kotak Gold ETF.

Table  5 Treynor ratio 

S.NO Mutual Fund Schemes Treynor ratio

1 Axis Gold ETF 93.757
2 Gold man sachs gold ETF 75.767
3 HDFC gold ETF 73.942
4 ICICI prudential gold ETF 49.372
5 IDBI gold ETF -42.453
6 KOTAK Gold ETF -4.032
7 Quantum Gold ETF 59.593
8 ReligareINVESCO gold ETF -43.477
9 SBI gold ETF 141.282
10 UTI gold ETF -36.197

Mean 36.7554

It is found from the above table that the  Treynor 
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performance measure four out of 10 funds have negative 
values, SBI Gold ETF is 141.282 has performed better 
than other funds. ReligareINVESCO Gold ETF with a 
value of -43.477, was the worst performer among all 
fund. It is inferred that SBI Gold ETF has performed 
better in the last 3yrs,  A risk taking investor can prefer 
SBI Gold ETF.

Table 6  Jensen ratio

S.NO Mutual Fund Schemes Jensen ratio

1 Axis Gold ETF -8.448
2 Gold man sachs gold ETF -8.463
3 HDFC gold ETF -8.534
4 ICICI prudential gold ETF -8.799
5 IDBI gold ETF -6.659
6 KOTAK Gold ETF 6.187
7 Quantum Gold ETF -8.655
8 ReligareINVESCO gold 

ETF
-6.874

9 SBI gold ETF -8.212
10 UTI gold ETF -6.462

Mean -6.4919

It is found from the above table that theJensen’s 
values were positive for the fund Kotak Gold ETF 
having a value of 6.187, which indicates that the 
performance has been superior and most of the 
Jensen’s values were negative, and ICICI Gold ETF 
has the most negative value -8.799. The overall 
performance of the mutual fund is very poor as most 
of the alpha value is negative. It is inferred that Kotak 
Gold ETF has performed better in the last 3yrs risk 
taking investor can prefer Kotak Gold ETF.

SUGGESTIONS

In Sharpe Ratio for all 3 yrs Kotak Gold ETF has 
performed better in the last 3 yrs , when compared to 
other funds, A risk taking investor can prefer Kotak 
Gold ETF. Are also quite good and gives an idea that 
the investors and the fund manager have a good ability 
of predicting the market and then investing it. 
A risk taking investor can prefer SBI Gold ETF. Are 
also quite good and gives an idea that the investors and 
the fund manager have a good ability of predicting the 
market and then investing it.

The performance has been superior and most of the 
Jensen’s values were negative so investors have to 
think while investing in funds, and  the investors and 
the fund manager has a good ability of predicting the 
market and then investing it.

CONCLUSION

A Gold saving fund offers the option of Systematic 
investment plans which are suitable for those who 
want to invest in disciplined manner on a long term 
basis. Gold ETF is an emerging option of the various 
investment alternatives available to the investor. 
In spite of the merits of holding Gold ETFs, the 
investment in the same is low due to the low awareness 
among the investors and the sentimental attachment 
of the investors towards holding gold in the physical 
form. There are so many reasons behind the growth 
and emergence of Gold ETFs such as fluctuation 
equity market, weakening of Indian Rupee against US 
Dollar and growing uncertainty about global economy.
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