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 INTRODUCTION:

India is a country with a wide range of cultural and traditional diversity. There are huge varieties of interesting sites in different 
parts of the country. This aspect attracts more tourists to our country. Tourism is one of the world’s fastest growing sectors, 
which contribute major source of revenue and foreign exchange for many countries. Tourism, being people oriented sector 
offers many employment opportunities for the local economy, particularly in the small and cottage industries.It provides a 
varied portfolio of niche tourism products such as, medicine, health and fitness, film and photography, rapid growth of IT 
sector increases MICE (Meetings, Incentives, Conferences and Exhibitions) tourism, cruises, leisure and holiday, adventure, 
sports, ecotourism, historical places, village and religious tourism. Amongst all niche tourism products, India has been highly 
recognized for the spiritual tourism for the domestic and international tourists. According to the World Economic Forum’s 
travel and tourism competitiveness index, India was ranked 34th place amongst 140 nations in 2018. This success is brought 
through several measures of the government to enhance foreign travel arrivals (FTAs). The most important measures launched 
during 2014 – 15 are, E-visa facility, branding and marketing initiatives such as Incredible India, Athiti Devo Bhava, Swadesh 
Darshan and PRASAD scheme. To encourage medical tourism the government released medical visa or M-visa in September 
2017. To assist the traveler Incredible India Mobile App was launched in September 2018. The union culture and tourism 
industry has decided our honourable Prime Minister Narendra Modi is an ideal choice for the brand ambassador of incredible 
India campaign. The world tallest statue, Sardar Vallabhbhai Patel statute (statue of unity) at a height of 182 meters attracts 
more tourists to Gujarat during 2018-19 over the previous year.

INCREDIBLE INDIA: COVID – 19 PANDEMIC LOCKDOWN 
EFFECT

Dr.B.Sudha 
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India has huge market potential for travel and tourism, it attracts FDI US$ 12.35 billion between April 2000 and March 2019. 
This study has revealed that the visa type of 62.4 per cent of FTAs during 2018 is pilgrimage and tourist, this is due to the huge 
varieties of interesting sites in different parts of the country. The Tourism Finance Corporation of India (TFCI) supports the 
tourism industry by sanctioning a loan of Rs.692.38 during 2018 – 2019 to all tourism related activities. From the analysis, it 
is inferred that there is a potential job loss and revenue loss in the tourism sector during covid-19 period.  FTAs visit to India 
has dropped due to the closing down of major religious destinations including iconic Taj Mahal. According to the Ministry 
of Tourism, the national employment and tourism revenue is affected due to the temporary shut down of travel and tourism 
companies. 
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The government of India gives highest priority to the sustainable tourism as it promotes entrepreneurship and employment 
opportunity for the budding entrepreneurs and poor people. Sustainable tourism strategy, refers to, “tourism that respects both 
local people and the traveler, cultural heritage and the environment”. To promote tourism sector the government has permitted 
100 per cent Foreign Direct Investment (FDI) through the automatic route to the hotel and tourism sector.

1.1 CONCEPTUAL FRAMEWORK

Covid 19 pandemic has paralysed the world economy. Tourism is one of the sectors which has badly affected due to the 
country wide lockdown and restrictions on travel and tourism on account of COVID - 19. The author has focused the lens on 
the following aspects.

1.2 STATEMENT OF THE PROBLEM

In the year 2018, tourism sector generated revenue of ₹16.91 lakh crore (report by the World Travel and Tourism Council). 
It is the major growth driver of India’s economy and comprises of 9.2 per cent of India’s GDP. This sector provides 42.673 
million jobs, which comprises of 8.1 per cent of its total employment. Hence the tourism sector in India is economically 
important for nation building. Against this backdrop, this paper discusses the pre covid status, impact of covid – 19 and the 
importance of TFCI.

1.3 RESEARCH OBJECTIVES 

 ● To highlight the position of India in Travel and Tourism (T&T) competitiveness index.

 ● To analyze the trend and progress of Indian Tourism.

 ● To project the COVID – 19 impact on the Indian Tourism sector. 

 ● To examine the COVID – 19 precautionary measures of travel and tourism companies. 

2.0 TRAVEL AND TOURISM COMPETITIVENESS INDEX (T&TCI), 2019

The position of India in Travel and Tourism (T&T) competitiveness index is listed below. 

Table: 1 Travel and Tourism (T&T) competitiveness index – Status of India 

Year Total Economy Rank (India) Score Change from previous index Score growth
2015 141 52 4.02 13 -
2017 136 40 4.18 12 3.86
2019 140 34 4.4 6 5.7

Source: World Economic Forum, T & T Competitiveness report various issues

The Travel and Tourism Competitiveness Index for the year 2019, has been announced by the World Economic Forum, 
which covered 140 countries. India has improved its T & T Competitiveness performance in the recent past. India has moved 
from its position 40th (2017) place to 34th (2019). 
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Table: 2 Travel and Tourism Competitiveness Indicators  – Score and Rank of India - 2018

S.No Subindexes and its Pillars Weight %

(Total =100)

Score*

(1-7)

Rank#

(Out of 140)
I Enabling Environment 25 4.4 98

a) Business  Environment 5 4.9 39
b) Safety and security 5 4.5 122
c) Health and Hygiene 5 4.4 105
d) Human resources and labour market 5 4.5 76
e) ICT Readiness 5 3.6 105

II T&T Policy and Enabling Conditions 25 4.5 69
a) Prioritization of Travel and Tourism 6.25 4.3 94
b) International Openness 6.25 3.8 51
c) Price Competitiveness 6.25 6.1 13
d) Environmental sustainability 6.25 3.6 128

III Infrastructure 25 3.8 55
a) Air and Transport Infrastructure 8.33 4.2 33
b) Ground and Port Infrastructure 8.33 4.5 28
c) Tourist service Infrastructure 8.33 2.8 109

IV Natural and Cultural Resources 25 5.0 9
a) Natural Resources 12.5 4.5 14
b) Cultural Resources and Business 
Travel

12.5 5.5 8

Source: World Economic Forum, T & T Competitiveness report, 2019
 ●  *Score represents Seven point scale 1 to 7, where 1 = worst and 7 = best (computed by the World Economic Forum, 

2019)

 ● #Rank of India out of 140 countries (Rank computed by the World Economic Forum, 2019)

 ● Blue colour represents subindexes and other colours represent the pillars of the respective subindex

Table - 2 reveals the various rating parameters used by the World Economic Forum to rate the travel and tourism 
competitiveness index of 140 countries. The rating parameters are categorized into four subindexes and fourteen pillars, 
India’s score in each category and rank is shown in the table-2. Totally 140 economies have been studied, the position of India 
in T&T Competitiveness among 140 economies is 34th Rank (Table-1). 

The ranks of subindexes based on the scores in each pillar are as follows: (i) Enabling Environment (5 pillars) – 98th rank. 
(ii) T & T Policy and Enabling Conditions (4 pillars) – 69th rank. (iii) Infrastructure (3 pillars) – 55th rank (iv) Natural and 
Cultural Resources (2 pillars) – 9th rank. 

2.1 TOURISM FINANCE CORPORATION OF INDIA LTD (TFCI) (TFCI ANNUAL REPORT – 2018 - 19)

The planning commission has formed the National Committee on Tourism to promote the tourism sector in India in the 
year 1988. The committee suggested a special financial institution for the growth of the tourism sector. On the basis of 
the recommendation of the National Committee on Tourism, the Tourism Finance Corporation of India Ltd (TFCI) was 
formed in 1989 with the authorized capital of Rs. 50 crore to provide financial assistance to all tourism related activities and 
projects. The main object of this institution is to provide loans on long-term basis for the tourism related projects and tourism 
infrastructure in the country. This specialized financial institution acts as an investment catalyst for the tourism sector and has 
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sanctioned financial assistance to 863 projects amounted to Rs.10,887 crore up to 31st March, 2018. TFCI provides financial 
assistance by way of rupee loan, subscription to equity / debentures and corporate loans  to hotel projects, amusement parks, 
ropeways, multiplexes, restaurants etc. TFCI has diversified its activities to other related areas such as financial assistance to 
the infrastructure projects, real estate projects, manufacturing projects to a limited extent and issues bond to mobilize long 
term funds. Since TFCI deals with the profitable ventures its free reserves as on 31st March 2018, amounted to Rs.544.73 crore 
after the payment of dividend consistently. For the financial year 2019 the board has recommended the dividend of Rs. 2.20 
per equity share. The financial assistance of TFCI has been narrated in the Table – 3. 

Table: 3 – Rupee  Loan sanctioned by TFCI during 2017 – 2018 and 2018 – 2019 (Rs. in crore)

Loan Type Loan Amount Sanctioned Loan Amount Disbursed
2017-18 2018-19 2017-18 2018-19

Rupee Loan 1064.65 1272.30 490.41 692.38

Source: India Tourism Statistics at a glance 2019

Table 3 gives the loan sanctioned and disbursed by the TFCI during 2017 – 2018 and 2018 – 2019. To promote tourism 
the TFCI sanctions loan to all tourism related activities such as expansion, diversification, modernization and new projects. 
During 2018 – 19 the TFCI disbursed Rs.692.38 crore loans to the travel and tourism companies.

2.2 TREND AND PROGRESS OF FOREIGN TOURIST ARRIVALS IN INDIA

As a measure to boost tourism in India, the Ministry of Tourism in consultation with the other stakeholders of this sector viz., 
central ministries, union territories and private sector representatives, has designed a national policy to develop and promote 
tourism. The effort of the ministry of tourism attracts more number of foreign tourist arrivals every year.

Table: 4 – Tourist arrivals in India during 2014 – 2019

Year FTAs (in 
million)

NRIs arrival in 
India

ITAs (in 
million)

% change 
over PY

2014 7.68 5.43 13.11 -
2015 8.03 5.74 13.76 5.0
2016 8.80 6.22 15.03 9.2
2017 10.04 6.77 16.81 11.8
2018 10.56 6.87 17.42 3.6
2019 10.7 NA NA -
Mean 9.3 6.21 15.23 -
C A G R 
(%)

5.68 4.82 5.85

Source: India Tourism Statistics at a glance 2019 FTAs: Foreign Tourist Arrivals; 
NRIs: Non-Resident of Indian  ITAs: International Tourists Arrivals; 
The figure in brackets shows the percentage of total (ITAs)

Table 4 exhibits the number of Tourist arrivals in India during the year 2014-2019. In the year 2014, India has witnessed 
ITAs of 13.11 million, out of which 7.68 million are FTAs and 5.43 million are NRIs. In 2015 and 2016 the growth rate of 
ITAs was 5.0 per cent and 9.2 per cent respectively, which increased to 11.8 percent in 2017 recorded a double-digit growth 
over the previous year. The average foreign tourist arrival during 2014-2019 was 9.3 million and NRIs arrival was 4.82 
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million respectively. The Compound Annual Growth Rate (CAGR) of FTAs, NRIs and ITAs was 5.68 per cent, 4.82 per cent 
and 5.85 per cent respectively. Overall, there was a steady growth of ITAs from 2014 to 2018.

2.2.1 GENDER-WISE DISTRIBUTION OF FTAS IN INDIA

The natural resources, historical monuments, food, traditional festivals, different culture and religious values attract more 
number of customers every year.

TABLE: 5 Gender-wise distribution of FTAs in India

Year Total Male %* Female %* Trans 
gender 

%*

2013 6967901 4097126 58.8 2870775 41.2 - -
2014 7979099 4707668 59.0 3271431 41.0 - -
2015 8027133 4760090 59.3 3267043 41.7 - -
2016 8804411 5229820 59.4 3574591 40.6 - -
2017 10035803 5961267 59.4 4073532 40.59 1004 0.01
2018 10557976 6186974 58.6 4371002 41.4 - -
Mean 8728721 5157157 3571396 - -
CAGR 7.17 7.11 7.26

Source: India Tourism Statistics at a glance 2019
* Refers percentage to the total

Table 5 represents the Gender-wise distribution of FTAs in India for the period 2013 to 2018, where the number of male 
tourists has been increased steadily from 58.8 per cent in 2013 to 59.4 per cent in 2017, but the number of female tourists has 
shown a decline from 41.2 per cent (2013) to 40.59 (2017). In the year 2018, out of the total FTAs tourists, 58.6 per cent are 
male and 41.4 per cent are female. From the estimated mean value, it can be concluded that the male tourists are more than 
the female tourist arrivals in India. The CAGR of foreign tourists arrival during 2013 – 2018 was 7.17 per cent.

2.2.2 FOREIGN EXCHANGE EARNINGS (FEES) FROM TOURISM IN INDIA

The economic growth of any nation depends on the foreign exchange earnings, tourism sector contributes a major portion of 
foreign exchange earnings and the results are highlighted in the Table.6.

Table: 6 Foreign Exchange Earnings (FEEs) from Tourism in India, 2013 - 2019

Year FEEs (in crore) Growth (%)
2013 107563 -
2014 120367 11.9
2015 134844 12.0
2016 154146 14.3
2017 177874 15.4
2018 194881 9.6
2019 210981 8.3
Mean 157237  -
CAGR 10.1

Source: India Tourism Statistics at a glance 2019
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Table 6 reflects the Foreign Exchange Earnings (FEEs) from the Indian Tourism industry during 2013 
to 2018. The FEEs have shown an upward trend from 2013 to 2018. There were ₹ 107563 FEEs in 2013 
which increased to 11.9 per cent in 2014, 12 per cent in 2015, 14.3 per cent in 2016 and 15.4 per cent in 2017. 
The growth rate slightly reduced in 2018 (9.6 percent) and 8.3 per cent in 2019. The CAGR of FEEs during 
2013 to 2019 was 10.1 per cent. Overall, there was an increase in the amount of foreign exchange earnings 
from 2013 to 2019.

2.2.3 FTAS IN INDIA THROUGH MAJOR PORTS 

Travelers choose the places based on the number of tourist spots, shopping benefits and business potential. The list of FTAs 
through major ports depicts the significance of the places. 

Table : 7  FTAs in India through Major Ports

S.No Arrivals Mean  (2013-2018)* Rank
1 Mumbai Airport 1507856 3
2 Kolkatta Airport 356420 7
3 Chennai Airport 710075 5
4 Delhi  Airport 2583367 1
5 Bengalaru  Airport 530115 6
6 Cochin Airport 332010 8
7 Haridaspur Land Checkpost 988683 4
8 Hyderabad Post 286745 9
9 Others 2047230 2

Source: India Tourism statistics at a glance 2019
* Refers average foreign tourist arrivals from 2013 to 2017

Table 7 depicts the Foreign Tourist Arrivals (FTAs) in India through Major Port during 2013 to 2018. During the year 2013 
to 2018, the maximum numbers of tourists arrived through Delhi Airport, followed by others, Mumbai Airport, Haridaspur 
Land Checkpost, Chennai Airport, Bengaluru Airport, Kolkatta Airport, Cochin Airport and Hyderabad Airport. Overall it is 
found that the Delhi Airport had remained in the top position, followed by Mumbai and Chennai Airport. 

2.3 PURPOSE OF VISIT BY FTAS

The visa category is given in the India Tourism and statistics, 2019, “the visa type for the business and professional is 
Business, Film, Project, Conference, Employment and Official, for the leisure holiday and recreation the type of visa is 
Pilgrimage and Tourist, for medical the visa type is Medical, Medical Attendant and Medical X, for Indian Diaspora the visa  
type is OCI, PIO, Entry and Universal, others comes under the category of Art Surrogacy, Diplomatic, Intern,Journalist, Long 
Term, Meeting Friends Relatives, Missionary, Mountaineering, Research, SAARC, Sports, Student, Transfer of visa, Transit, 
X double entry, UN, Visit/ Visitor and Others/ Miscellaneous”.
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Table: 8 Purpose of Visit by FTAs during 2018

S.No Purpose of Visit Arrivals in % Arrivals in number Rank
1 Business & 

Professional
16.3 17,20,950 2

2 Leisure holiday & 
recreation

62.4 65,88,177 1

3 Medical 6.1 6,44,037 4
4 Indian diaspora 13.5 14,25,327 3
5 Others 1.7 1,79,485 5

Total arrivals 100 1,05,57,976

Source: India tourism statistics at a glance, 2019

India has attracted 10.56 million travelers in 2018 and the purpose of visit by them is shown in Table 8. The highest 
number of FTAs visited India, for the purpose of leisure holiday and recreation (62.4 per cent) followed by business and 
professional (16.3 per cent), Indian diasporas (13.5 per cent), Medical (6.1 per cent) and others 1.7 per cent. 

3. COVID – 19 IMPACTS ON INDIAN TOURISM SECTOR

The country wide lock down, shut down of hotels, suspension of transport operations and flight operations to contain the 
spread of coronavirus leads to heavy revenue loss to the Indian tourism industry. The various research agencies estimated the 
following losses to the tourism sector on account of covid-19 pandemic.

 ●  The Indian association of tour operators (IATO) has anticipated Rs.85 billion revenue losses to the hotel, aviation 
and travel sector. 

 ●  It is estimated that, if this situation continues throughout the year there is a threat of 15 per cent job loss in hotel and 
restaurants.

 ●  According to CARE ratings report, the tourism industry will incur 40 per cent decline in revenue over the previous 
year. It is estimated that the Indian tourism industry will incur a revenue loss of Rs.1.25 trillion during 2020. 

 ●  From the report of KPMG it is found that roughly 3.8 crore people directly employ in the tourism sector and a 
potential job loss is expected by them on account of COVID – 19. 

 ●  The Ministry of tourism annual reports 2019-20 states that the travel and tourism accounts for 12.5 per cent of 
employment out of which 5.56 per cent are direct and 7.19 per cent are indirect, due to the travel restrictions the 
national employment is highly affected. 

4. PRECAUTIONARY MEASURES

The ministry of tourism, Government of India has given operational recommendation handbooks to the hotels, restaurants 
and tour operators and a special covid – 19 travel advisory to provide safety, security, hygiene and risk free tourism in India. 
Every hotel has to strictly adhere to the guidelines given in the handbook. The main aim of this guideline is to maintain social 
distancing, minimize all possible physical contacts between the guest and staff and other safety and preventive measures 
against COVID-19. The travel and tourism industry should make all necessary arrangements for touch free travel from 
the place of departure to the destination and throughout their stay in India. Automation, touch free devices, thermal gun 
thermometer, continuous cleaning of all touch points is essential for hygienic environment, installation of biometric and 
scanning devices is essential to avoid hand to hand transformation. The travelers must compulsorily install Aarogya setu app 
in the mobile phones and must wear face masks, face shield and gloves. 
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CONCLUSION

India is a country with rich culture, heritage, historical monuments, misty hill stations, gorgeous beaches, golden deserts, 
pilgrim places, vast wildlife, tranquil backwaters etc. which attracts tourist from all parts the world. From the analysis, it is 
revealed that the tourism sector in India showed a phenomenal growth for the past five years. It was found that 10.7 million 
foreign tourists arrived in the year 2019 and the foreign exchange earnings was ₹ 210981. If the same trend continues 
the Indian economy will improve constantly. But due to covid-19 the leisure travel is reduced and people started finding 
alternative avenues like online meeting, online learning, games etc…instead of travel. The ministry of tourism has introduced 
Swadesh Darshan and PRASAD scheme in the year 2014-15 to catch the attention of the visitors during vacations. The 
analysis has revealed that the purpose of the visit of 62.4 per cent of tourists was leisure and holiday. From the Table 7 it is 
clear that the maximum number of FTAs arrived through the Delhi port during 2013 – 2018, but in the year 2019 - 20 the FTAs 
have cancelled their trip to Delhi due to worst air condition, high rate of spread of coronavirus, the closing down of iconic 
Taj Mahal and other religious destinations. The tourism industry must find all precautionary measures to provide health-safe 
tourism in Delhi and in all parts of the country.
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Engaged employees have a bond with the organization. These individuals feel empowered and in control of their fate at work. 
They identify with the agency mission and are willing to commit the necessary emotional and personal energies necessary to 
excel in their work. In short, engaged individuals willingly help achieve agency goals and are emotionally involved in the tasks 
of their organization (Buhler, 2006). Having an engaged workforce in the human services field is vitally important because 
research shows that engaged workers help organizations reap benefits such as increased efficiency, higher levels of customer 
satisfaction, higher productivity, and lower turnover rates (Buhler, 2006). However, although there is a growing body of 
business oriented literature that describes how engaged employees contribute to the overall success of an organization, a little 
academic and empirical research in the human services field has been conducted on the topic. 

Introduction

Engaged employees have a bond with the organization. These individuals feel empowered and in control of their fate at work. 
They identify with the agency mission and are willing to commit the necessary emotional and personal energies necessary 
to excel in their work. In short, engaged individuals willingly help achieve agency goals and are emotionally involved in 
the tasks of their organization (Buhler, 2006). Having an engaged workforce in the human services field is vitally important 
because research shows that engaged workers help organizations reap benefits such as increased efficiency, higher levels of 
customer satisfaction, higher productivity, and lower turnover rates (Buhler, 2006). However, although there is a growing body 
of business oriented literature that describes how engaged employees contribute to the overall success of an organization, a 
little academic and empirical research in the human services field has been conducted on the topic. More research is needed 
to determine levels of engagement for workers in the human services field, to describe the benefits of engagement, and to 
identify what factors may predict it.

According to Schaufeli (2013), it is not clear when the term engagement was used in relation to work, however Gallup 
organization is credited for having coined the term somewhere in the 1990s. Buckingham and Coffman (1999) in their best-
selling book titled, First Break All The Rules, published the results of Gallup organization‘s research of ‗strong work places‘. 
Employees perception of such workplaces was assessed with a set of 12 questions which later became known as Q12, Gallup‘s 
engagement questionnaire. Around the turn of the century, many other consulting firms followed suit with their measures and 
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reports on employee work engagement. In fact the first scholarly article on engagement was published by Kahn in the year 
1990 in Academy of Management Journal and it took ten years for others to pick up the topic. However, during the period 
2000-2010 the number of publications on this topic grew sharply. The basic reason behind a sudden rise of interest in this 
topic can be understood in terms of some developments in the broader industrial scenario marked by globalization wherein 
employees were required to manage continuous change, work in diverse teams, craft their jobs and operate in a boundary less 
manner. Thus the human capital and contribution became more important in the changed scenario. 

Need for employee engagement in Higher Education

Learning begins at birth and continues through life. Over the years, societies have developed systems of education to 
provide their youth and adult opportunities and settings to learn in a purposeful and organised manner. It aims to transmit 
aspects of human experience to the as yet’ uninitiated, and so involves an introduction to modes of behaviour, -which includes 
modes of thinking and feeling relevant to our common life. It has been considered as a tool for economic development, an 
engine for social progress and a medium of cultural reproduction. Higher education has always been considered as being 
essential for human development. When universities were ‘elitist’ young men and women entered their portals for broadening 
of perspective and the development of personality. After the universities became ‘egalitarian’ they were seen as vehicles for 
economic and social progression. 

It is against this background that the ‘Universal Declaration of Human Rights’, adopted by the United Nations General 
Assembly in 1948, emphasised in its Article 26.1, “Everyone has the right to education.....Technical and general education 
shall he made generally available and that higher education shall he equally accessible to all on the basis of merit” (UNESCO-
NIHR.,1986). Endorsing this basic principle the Convention against Discrimination in Education (1960), through its Article 
4, called upon the governments of the States, party to the declaration, to “make higher education equally accessible to all on 
the basis of individual capacity” .It is clear that all aspirants should be assured that they have a reasonable chance of being 
able to get the benefits of higher education at the most appropriate period in their lives (UNESCO, 1960). In keeping with 
this objective UNESCO’s ‘Learning Without Frontiers’ programme seeks to overcome every land of obstacle and barrier to 
learning throughout life (Mayor, 1998).

Today, there is a general appreciation of the fact that higher education provides the competencies that are required in 
different spheres of human activity, ranging from administration to agriculture, business, industry, health and communication, 
extending to the arts and culture. The World Bank document “Higher Education: The Lessons of Experience (World Bank, 
1994), though allotting a low priority to higher education in its scheme of funding, admits: Higher Education is of paramount 
importance for economic and social development. Institutions for higher education have the main responsibility for equipping 
individuals with the advanced knowledge and skills required for positions of responsibility in government, business and 
the professions It adds: “Higher education investments are important for economic growth. They increase (the) individual’s 
productivity and incomes as indicated by rate-of-return analysis, and they also produce significant external benefits not 
captured by such analysis”. 

It also states: “Estimated social rates of return of 10 per cent or more in many developing countries also indicate that 
investments in higher education contributed to increase in labour productivity and to higher long term economic growth, 
which are essential for poverty alleviation The significance of higher education is also stressed by UNESCO, which in a 
policy paper (UNESCO, 1995) emphasises: “State and society must perceive higher education, not as a burden on federal 
budgets but as a long-term domestic investment, in order to increase economic competitiveness, cultural development and 
social cohesion”. Finally, as the foreword to the report of the World Conference on Higher Education (UNESCO, 1998) 
maintains: “It is no longer necessary to demonstrate the importance of education for sustainable, endogenous development, 
for democracy and peace, for the strengthening of the defense of peace as a human value, and for respect and protection of 
all human rights and fundamental freedoms. The far-reaching changes now taking place in the world, and the entry of human 
values into a society based on knowledge and information, reveal how overwhelmingly important education and higher 
education are” (UNESCO, 1998).

The recognition that higher education is essential for development should make it easier for academic institutions to 
generate (financial) support for their activities. The institutions of higher education need to highlight the fact that they: 
Produce and train human resources (engineers, doctors, lawyers, accountants, business managers, and all kinds of support 
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personnel) required by every productive system; Conduct scientific and technological research that foms the basis for industrial 
development, which is essential for a country’s survival and development; and examine every area of human activity and in 
the process generate information and knowledge that is essential for promoting a better social and economic order.

The researcher has collected various concepts related to Employee Engagement (63 citations) which are focussed on 
Definition and meaning, relationship with other HRM concepts, models of Employee Engagement, factors affecting employee 
engagement, Importance and Effects of Employee Engagement. The researcher then reviewed various studies and articles to 
know the previous research works done on this Employee Engagement with reference to Global Context and Indian Context. 
She has also collected some reviews relevant to Employee Engagement and Higher Education. Totally 116 references have 
been made. The reviews have shown that Employee Engagement is an important concept which was attempted by various 
researchers with reference to different industrial segments. There were studies relevant to both manufacturing and service 
sector industries. But the researcher finds a limited exposure and study relevant to Employee Engagement in Higher Education 
and Service Quality.

STATEMENT OF THE PROBLEM 

Technical higher education is a professional study where the top level performers are joining and getting placed in various 
organizations. The students output is considered as an important factor in assessing the quality of education and knowledge 
imparted to them by the institutions. That depends on the service quality of teachers in the professional institutions. Past three 
decades have experienced phenomenal growth of professional engineering colleges in Tamil Nadu particularly in Chennai 
region. This is due to the educational policies of government and increasing demand for professional studies. As a result there 
are more number of engineering colleges started with parallel growth of departments and courses. To meet out the increasing 
demand these institutions recruit teachers of engineering learning. It is the right time to investigate the employee engagement 
factors and variables to understand the result in terms of service quality. Chennai region comprises of one third of the technical 
self-financing institutions under Anna University. Hence the researcher has chosen the problem of studying the employee 
engagement pattern and relevant service quality output with reference to teachers of self-financing engineering colleges.

OBJECTIVES OF THE STUDY

 ● The study has the following objectives:

 ●  To study the influence of demographic factors on employee engagement among employees working in higher 
education institutions in the sample area.

 ●  To study the influence of work related factors on employee engagement among employees working in higher 
education sector.

 ●  To study the influence of demographic factors on service quality  among employees working in higher education

 ●  To study the influence of overall employee engagement  on service quality among employees working in higher 
education

HYPOTHESIS FRAMED AND TESTED 

 ●  H1. There is no significant difference between selected demographic factors of employees and employee engagement 
levels among the sample.

 ●  H2. There is no significant difference between the perceptions on work related factors affecting the   employee 
engagement.

 ●  H3. There is no significant difference between the perceptions of the employees with regard to the role of selected 
demographic factors of employees on and service Quality.

 ●  H4. There is no significant difference relationship between employee engagement and service quality among the 
higher educational institutions in the sample.
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RESEARCH DESIGN AND METHODOLOGY

Research design: A survey design has been chosen to reach the research objectives. A cross-sectional design will be 
used, where a sample is drawn from a population at one time (Shaughnessy & Zechmeister, 1997). On the whole the study 
will be descriptive in nature implying natural observation of the characteristics of the research subject without deliberate 
manipulation of the variables or control over the settings. 

Sources of data: Primary data has been collected from the teachers of self –finance engineering colleges of Chennai 
region. The secondary data and information have been collected from various sources like published articles in journals, 
magazines, research theses and websites. The collected data and information were tabulated and processed for the analysis 
and testing of hypothesis.

In order to get a complete understanding of the concept of work engagement, its operation and implications, secondary 
data from all possible sources is essential. Most of the literature has been reviewed through books and journals. The secondary 
data has been helpful in understanding the domain of work engagement, the research work published and the items on its 
research agenda which gave the most vital strategic direction to the present study.

The study population: The present study is focused on faculty members employed in higher education institutions. Higher 
education covers many disciplines. For the sake of feasibility and economy the scope of the study has been narrowed down 
to specific domains of higher education programs and study will be limited to select self financing engineering colleges in 
Chennai region.

Sampling: This study has taken the Teachers working in Self finance engineering colleges of Chennai region as population. 
The sampling unit was the teachers of self-finance engineering colleges. Two Stage Sampling techniques were adopted in this 
study. In the first stage the self-financing engineering colleges have been selected through Simple Random Sampling from the 
list of engineering colleges affiliated to Anna University. In the second stage Systematic Random Sampling was used to select 
the respondents from each engineering college. 

Since higher education is very diverse in terms of its offerings, for the purpose of this study Higher Education Institutions 
have been divided into district wise segments. The employees falling in each department do have different backgrounds but 
their basic professional goals are quite similar. For the purpose of better representation, quota sampling technique is will be 
followed to draw the sample( the self financing engineering colleges located in the sample area are given equal importance in 
ternms of number of questionnaires to be distributed and collected. This can ensure the issues faced by the staff in each of the 
regions related to employee engagement. The respondents will be drawn from all the categories of higher education taking an 
appropriate representation from each category.

The Research Instrument: Data will be collected using a structured questionnaire to be designed for fulfilling each of the 
objectives. Utrecht Work Engagement Scale developed by Schaufeli et al (2002) will be used for measuring work engagement. 
For all other parameters standardized scales will be used (wherever available) and additional scales will be developed and 
their validity and reliability will be tested.

Administration of the instrument: In order to reach out to the respondents suitable communication channels would be 
used depending upon their physical location. Data would be collected through personal visits, personal e-mails, e-mails on 
professional networking sites, intranet of different organizations with their due permission and a website can be created 
especially for the purpose of seeking response to the questionnaires.

Statistical Analysis: The filled in questionnaires will be checked for completeness and then analyzed with the help of SPSS. 
On the basis of literature reviewed it seems that Factor Analysis can be used for arriving at the set of distinct factors affecting 
work engagement. For comparing whether work engagement level varies significantly across various groups of respondents 
classified according to the personal variables, t-test,F-test, ANOVA, Kruscal villis, Correlation, multiple regression, and SEM 
is used. Other suitable statistical techniques used according to the scales used in the data collection instrument.



13
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

DATA ANALYSIS AND FINDINGS OF THE STUDY:

 ●  Role of Gender in employee engagement and service quality: 59.15% of the respondents were male and the 
remaining 40.85% are females. It indicates that most of the respondents (59.15%) employed in higher education 
in self finance engineering colleges in the sample are male. The employee engagement among the male employees 
working in the sample units in the dimensions of Career development, Relationship management, Benefits and 
compensation, Work environment, Strategic alignment could have been the basic factor affecting service quality in 
the dimensions of Tangibility, Reliability, Responsibility, Assurance and empathy. Hence, it is inferred that, employee 
engagement among the teaching faculty working is not up to the level and there by the objective of service quality in 
the higher educational institutions may be affected.

 ●  Role of age in employee engagement and service quality: 43.62 % of the respondents are in the age group of 31-40 
years, another 23.83% of them falls in the age category of below 30 years, whereas 20.21% of them are in the age 
group of 41-50 years and 12.34% of the respondents are in the age group of above 50 years.  It is observed that most 
of the respondents (43.62%) employed in higher education in self finance engineering colleges in Chennai are in the 
age group of 31-40 years. It is inferred that, academic staff belongs to 31-40 years age group is highly engaged in the 
higher educational institutions in the sample area. The reason could be the involvement and the level of interest to 
work in teams and the level of personal attitude and skill to deal with the issues.

 ●  Role of education in employee engagement and service quality: 67.66 % of the respondents are having master 
degree and the remaining 32.34% of the selected respondents are possessing doctoral degree. It is observed that most 
of the respondents (44.23%) employed in higher education in self finance colleges in Chennai are Post Graduates. 
This infers that, majority of the higher educational institutions in the sample area engaging minimum qualified staff 
in the academic, teaching and evaluation function. 

 ●  Role of marriage in employee engagement and service quality: 82.13% of the respondents were married and 
the remaining 17.87% are living as single. It is observed that most of the respondents (82.13%) employed in higher 
education in self finance engineering colleges in Chennai were married. Marriage brings lot of change in the personal 
life and commitments to an individual both in terms of financial and social aspects of life. This in turn, motivates 
the individual to earn more and look for new avenues for additional income. Employee likes to work in a good 
work environment with full potential and to bring out best of his/her potential in terms of effective teaching and 
organizational development activities involvement. 

 ●  Role of monthly income in service quality: 50.21 percent of the staff members is paid a salary of less than Rs.30000 
per month, it is followed by 38.72 percent is paid between Rs.30000- Rs.50000 per month and 11.06 percent is paid 
above Rs.50000 per month. This clearly indicates that the fair wages are not paid in self finance colleges for the work. 
In addition, the working environment is not cordial and co-operative. The autonomy to design and deliver the subject 
in terms of pedagogy and selection of tools and the prerequisites for the same is not available. This creates lot of 
stress and affects the level of service quality delivery capacity among the staff.

 ●  Role of designation in employee engagement: 67.23% of the respondents are working in the self finance engineering 
college are Assistant Professors, whereas 21.7% of them are working in the designation of Associate Professors and 
the remaining 11.06% are working with the designation of Professors. It is noticed that the ratio between the senior 
professors and junior professors is maintained to a considerable extent. But usage of senior professors expertise to 
train the juniors is not found among the sample institutes.

 ●  Role of department of working in service quality: 62.98% of the respondents are working in engineering department, 
15.11% of the respondents belong to MBA and another 15.11% of the respondents belong to other department and 
the remaining 6.80% are employed in the MCA department.  It is observed that majority of the respondents (62.98%) 
in higher education in self finance engineering colleges are working in Engineering department. This indicates the 
potential for engineering educational institutions in the sample area.

 ●  Role of teaching experience in service quality: 46.17% of the respondents are having up to 5 years of total 
experience, 40.64% of them are possessing 5-15 years of experience and 13.19% of the respondents are having 
more than 15 years of total experience. It is observed that most of the respondents (46.17%) working in self finance 
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engineering colleges are having up to 5 years as their total experience. Experience plays a major role in service 
quality of the teaching and learning process. The effective knowledge transformation from theory to practice and 
application knowledge requires effective guidance. This is possible only through experienced staff. Contrarily, it is 
noted that majority of the institutes in the sample area is packed with junior staff and middle aged and moderately 
experienced staff.

 ●  Role of current job experience in service quality: 56.38% of the respondents are having up to 5 years of experience 
in present institutions, 34.47% of them are working with 5-15 years of total experience and 9.14% of the respondents 
are possessing more than 15 years of experience in current organization. It is observed that most of the respondents 
(56.38%) working in higher education in self finance engineering college are having up to 5 years of current 
experience. Experience in a single plays helps to understand the systems and processes of the institute and thereby to 
act accordingly. This plays its own role in service quality in education sector.

SUMMARY AND CONCLUSION

Hence it is concluded that, the factors of employee engagement and the factors of service quality are appropriate to measure 
the employee engagement and service quality among the higher educational institutions in the sample. On the other hand the 
relationship between the employee engagement practices adopted and the service quality is found positive and direct. Hence, it 
is necessary to focus on employee engagement practices to benefit the teaching staff working in the self financing engineering 
colleges in the sample. This can help in improving the level of attitude, commitment, and attention towards service quality in 
terms of teaching learning process, student development and institutional development at large. Hence employee engagement 
practices help the educational institutions to grow in a sustainable manner in terms of years to come. It is mutually beneficial 
to the staff and the institution in specific and to the stake holders at large.

No model suggests the best strategy to improve the working conditions, job related aspects of an educational institution. 
A positive debate with staff on improvement of working conditions and its impact on the performance out comes and the 
role of employee involvement can help in identifying the best models suitable at institutional level. The standard strategies 
can help in design and development of customized training programmes, customized work environment, stress releasing 
boosters, Orientation programmes, induction programmes, refresher programmes and the personality development programs 
etc. Skill development is required for all the staff to handle the new technology solutions, hence, workshops on usage of latest 
technology, equipments, research and development, preparation of project proposals, publication of research papers etc can 
help to boost the confidence level of the staff to deliver the subject with updated knowledge. Such quality and mutually agreed 
solutions implementation is easy with the involvement and commitment of the employees. The involvement of employees in 
all such programmes can help in improving the personality and life skills of the employees.  These skills improve the level of 
employee engagement and there by job satisfaction, job performance. The improved level of job satisfaction helps in reducing 
the real problem of service quality in higher education institutions in the sample area. 
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INTRODUCTION

International Marketing is an important term for the states economies of the world. Technology has rapidly made progress 
and wide spread playing a major role in getting access to new world markets. A large number of multinational companies in 
the world have developed their strategies to promote their products and services. For example, Pepsi, Coca cola and Hyundai 
have got a Global reputation, which in turn has shifted their scope from domestic companies to international ones.

DEFINITION OF THE INTERNATIONAL MARKETING

The concept of International Marketing is defined as a business or economic activity aiming  to sell products and services 
from one country to another. The International Marketing is also called  global marketing. It is the actual implementation  
and realization of marketing principles in an attempt to achieve needs and desires of different customers across the borders . 
In other words, the International Marketing is the crucial performance of the actions of marketing in more than one country.

FEATURES OF INTERNATIONAL MARKETING 

The world markets should pursue the entire process of designing, planning, and implementation marketing strategies to 
achieve the marketing objectives of other countries.

International Marketing has a variety of features which distinguish it from domestic and other types of marketing; 
and they are as follows:

1. It contains  at least two sets of uncontrollable variables.

At the international level, the whole firms face uncontrollable variables from different  nations. While establishing business 
globally, it is most likely that a given firm will deal with these variables.

It requires broader efficiency
The international market requires more mastery, exceptional management skills and wider  competence to best deal with different 
circumstances and positions such as  modifications in the strategies of the government, the mindset of people and many others.      

INTERNATIONAL MARKETING
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Research Scholar, Aligarh Muslim University , Aligarh 

Email : ahmadsej2016@gmail.com

This paper aimed to explain and define the term of International Marketing and How the firms can have an access to new 
markets in the world. Also, it focuses on how the marketers create a new strategy to gain new customers at both the local 
and global levels, and to promote their new products and services. International Marketing is characterized as  less costing 
and using technology( i.e. the social media apps and the internet websites)in promoting the products and services. Several 
international companies including Amazon company have been ubiquitous all over the world through its website. In 2017, 
its profit went all the way up to $3.03 billion, which means it has penetrated the global markets and achieved its objectives.
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High Competition 
Competition encompasses some sort of risk at the international marketing level since  the web-based associations are forced 
to compete nationally and globally as well.  The feature of competition is based on the fact that there is a grapple between 
the developed countries and the developing ones; each has its own economic strategies and unequal disparate competences.

It contains hazard and challenges
The international marketing is subject to various and tangible sort of risk and challenges. These challenges include political 
restrictions, local and social contrasts, changing design patterns, unexpected war circumstances, amendment in government 
rules and regulations and communication barriers.

The Importance of Advanced Technology
The international market is governed by a number of developed industrial nations like the USA, Japan and Germany. They 
tremendously utilize a highly advanced technology in production, marketing, advertising and building up a brand name. Such 
nations provide a high quality of products with reasonable costs. Currently, Japanese items have  a ubiquitous presence in the 
business sectors all around the globe. The Japanese model has been undeniably of great success due to computerization and 
effective use of advanced computer technology.

Differences between Domestic and International Markets
In the domestic market, currency, language and culture are mostly approximate. There is a little effect of the government 
interference. the barriers between individuals are almost absent. Moreover, the marketing environment is not complex. In 
the global market, however, culture, language and currency are different.  Governments try to protect domestic markets and 
industries. the distance barrier and business or marketing environment are largely complex, dynamic and multi-dimensional; 
differences in legal systems.

The merits of International Marketing
Costless
This arises through technology which helps to promote and advertise new products and services
Developed Products and Program efficiency
It is regarded the most valuable merit of the international marketing strategy. Great ideas are comparatively rare in the 
business field.
Increased  Customer Predilection
The international Marketing Strategy helps to build up a recognition that can increased the customer predilection via 
reinforcement.
Raised Competitive Advantage
Via integrating resources into a program , the international marketing strategy fosters the competitive driving force of the 
program as there is a number of competitors wide spreading all over the world and have a strong desire to develop their 
program to become a high quality one. Using concentrated international marketing strategy allows the smaller companies to 
compete with larger competitors in a more efficient way.

INTERNATIONAL MARKETING ENVIRONMENT 

The Economic Environment: Each state has its own economic factors which in turn have a great impacts on the business 
decisions and activities. There are different prices for products and services, disparate purchasing habits, discrepancy in 
monetary and fiscal policies, the level of GDP, interest rates, balance of payment business customs and practices, etc. For 
example, investment is customarily more active in the states with mild tax system than those with severe taxation. The global  
economic system effects business decisions and global marketing. States which embrace independent market system tend to 
be more globally and facilitate to have an access to the markets than those that embrace centrally planned system. Penetration 
into centrally planned economies requires an official government permission, scrutiny and a some sort of monitoring and in 
some cases government interference which may account for some restrictions of the international marketer.
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Socio-Cultural Environment: This environment encompasses such factors as culture, social make up, language, 
aesthetics aspiration and value, religion, etc that cultivate the socio-cultural identity of specific group of customers. 
Culture includes  concrete and abstract elements. the concrete Cultural elements  are the culture sides  that can be 
seen, touched, tasted smelt and heard, e.g. products.However, the abstract  parts for a given culture are those cannot 
be seen, tasted, touched, smelt, but they can be heard like music; therefore, those elements for culture are abstract in 
nature. Social institutions like universities, worship places, the press, government and its agencies, rivals (age group, 
clubs) and organizations also impact the costumer` behavioral style. For example, the education level (i.e. literacy 
level) effects the option` advertising messages, style of advertising, marketing strategies to be embraced and marketing 
firms existing at a state.

Politico-Legal Environment : The  importance of the international marketing environment part lies in the politico-
legal factors. The state’s political structure and practices as well as its own legal frame of reference largely effect 
the global marketer’s decision. The differences in  laws or legal systems lead to variation in business activities. laws 
regulating business are in charge of enacting the statutes and instructions to practically apply to business registration, 
ownership, structure and composition, size and business kind (sole proprietorship, partnership, joint stock, and 
cooperative businesses). At the level of each state, the laws regulate the business practices. A global marketer has to 
know the laws regulating business activities at the state level before penetrating the global markets.

Technological Environment:  The widespread of technology effects the production level, innovation and products 
assortment  and services which the marketer has able to make marketing strategies in his country. In the present 
time, companies have been challenged by using modern or amended techniques in production. The modern 
techniques motivate the cluster production, innovation, and therefore, major returns to investment will be. For 
example, the use of computers has replaced thumb manual techniques such as paperwork. Therefore, the use of 
computer is characterized as rapid, trustworthy, delicate and granting update information regarding stocks. There 
is technology  in the communication domain where various equipment and tools have been improved to facilitate and 
link communication. Currently, the internet connection, fax, mobile phones, etc. are tremendously made use of. This 
ensures active communication. It is necessary that the global marketer should pay a close attention to determine the 
challenges and chances concerning the technological improvement, and better use such tools .

MARKETING MIX  

Marketing mix is an integral part of the process of making marketing decisions. They form all marketing activities and 
performance. The marketing mix encompasses product, price, place and promotion. In the previous section, a discussion of 
these 4Ps have been presented,  and the process of decision making will be only highlighted in the following section.

 ●  Product:  it contains the following domains: quality, packaging, features, labeling, sizes, brand name, service, 
product policy, designing and using.

 ●  Price: it includes the following domains: price list, discount, payment time, credit conditions and allowances, price 
policy, strategies and methods.  Factors impacting price in global marketing are government laws, competition, the 
buyer’s level of disposable income, demand elasticity of the product, nature of the market, production cost, pricing 
purpose.

 ●  Place (it is called distribution): it includes the following fields: distribution channel, place and covering, inventory, 
transportation, shops, etc.

 ● Promotion: it encompasses sales promotion, public relations and publicity, personal selling, advertising.

INTERNATIONAL MARKETING CHANNELS

The concept of  channel is lane that permits the incidence of certain processes. Marketing channels support the exchange 
process to pick place. The  marketing channel is a set of reciprocal relationships with originate customer value , consuming and 
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disposing of goods and services. International marketing includes coordinating the companyؘs marketing activities in more 
than one country. The international marketing strategy is efficiently substantiated by choosing the appropriate international 
marketing channel. The channel is the median through which the companyؘs international marketing strategy is transferred  
among the customers all around the world. 

Marketing channels are a set of interrelated companies involved in the process of making goods and services available 
for using or consumption.

A major focus of the channels of distribution is upon delivery. It is only during distribution that public and private 
products and services can be made available for using or consumption. The emergence and management of a wide diversity 
of distribution oriented institutions and organizations typically, called intermediaries as they stand between productions on 
one hand and consumption on the other can be interpreted in the following expressions :

 ● Intermediaries can develop the efficiency of the process.

 ● They can be of benefit in the proper management of routes of transactions .

 ● They can help in the searching process.

 ● They can be of a great value in the rating or classification process.

Internationally operating firms have a partnership with distributors in order to access to their own experience and 
knowledge. Channel invention relies on several factors such as economic level improvement for the state that the company 
is operating, domestic demographic/ geographic variables, social norms, government activities and competitive. A properly 
designed distribution channel can assist a firm to gain a sustainable competitive advantage. Channels form changes in 
cooperation with the customer. 
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INTRODUCTION:

The marketing industry depends on an agency, which creates and carries the advertisements to the customers. Advertising 
is one of the dominant elements of business in any society, which establish and influence the market world. Advertising aid 
the customers to understand about different products and brands to gratify their requirements. Advertising targeted towards 
everyone irrespectively to children, youth, and elders by using different mass media with different procedures and methods. 
The marketing companies considered advertising to create awareness about the product and services, but revolutions happened 
in the marketing industry forced the advertisers to depend on a strategy that endorses consistency and enhances the reputation 
of the product.

The endorsement is a type of advertising, employ celebrities or personalities who dominate society with high respect 
among the public. These highly respected or famous personalities in the society will recommend or refer a product or brand 
to the people that will influence the customers towards endorsed products or brands because the Marketing giants believe 
that their products endorsed by the celebrities will influence and increase the consumers towards their products. Initially, 
the endorsement concept is utilized by the government or NGOs in the form of Public Service advertisements to influence 
the public towards the awareness messages. In modern days, the backing or supporting of products and services became an 
essential and vital characteristic of advertising.

Marketing companies invest huge funds on celebrities to endorse their products through various Mass media like 
Newspapers, Magazines, Radio, Television, Billboards, the Internet, and mobile phones. The endorsed advertisements by 
celebrities connect huge people than the normal one because people first notice their icons and then attracted towards their 
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messages. For instance, when Sachin Tendulkar, the legendary Indian cricket player or Shah Rukh Khan, the popular Indian 
film actor, endorse a product like a motorcycle or biscuits, it will quickly influence the people who consider them as their role 
model or icon. In this case, the Marketing industry uses advertising to convey their message with a motivational appeal, which 
can be either rational or emotional. Today most of the advertisers believe that emotional appeals in advertising work better 
with the customers than rational appeals because emotional appeals communicate the social and psychological needs of the 
consumers to buy the product or service.

1.2 OBJECTIVE:

The foremost objective of the article is to study the following purposes, they are;
 ● Firstly, to identify and emphasize the emotional appeal in celebrity advertising in India and Tamil Nadu.

 ● Secondly, to analyze the emotional appeal in Tamil cinema actor’s celebrity endorsement advertisements.

 ● Finally, to categories the effectiveness of emotional appeal in celebrity endorsement advertising.

1.3 SIGNIFICANCE OF THE STUDY:

The trending of celebrity endorsement started growing significance throughout the world. The range of investigation makes 
it clear that celebrity endorsement advertisement in India with Indian celebrities, especially with Tamil film stars from 
Kollywood, seen rapid speed in due course of time. In Tamil Nadu, celebrity endorsement became very popular, and the 
Marketing companies are working out in grabbing leading Tamil cinema stars to endorse their product. Also, the marketing 
titans identified that celebrity endorsement with the emotional appeal will make a significant impact among the customers. 
Celebrity endorsement advertisement with leading Tamil film actors in recent trends is the evidence to justify the above 
statement.

The significance of this article deals with identifying the emerging trends in celebrity advertising in connection to 
emotional appeal towards the target audience. The article will analyze how celebrity endorsement is widespread among the 
audience in the Tamil Nadu and will also help to identify how smartly the leading Tamil cinema actors handle the emotional 
appeal in the celebrity endorsement. Since a considerable amount of money and other recourses involved in advertising, 
quality, and content plays a vital role in celebrity endorsement advertising with emotional appeal.

1.4 METHODOLOGY:

The significant purpose of the research mainly depends on Content Analysis, which is used by the social science scholars by 
interpreting words and images from various contents. The content analysis helps to study the field of sociology like gender 
issues, business strategy and policy, human resources, and organizational theory. In this article, the content analysis broadly 
used to study the emotional appeal in celebrity endorsement advertisements by Tamil cinema actors. The study deals with 
what context the words and visuals used to signify the content of the advertising.

In advertising, celebrity endorsement plays a vital role, because most of the celebrity endorsements deal with Rational 
or Emotional appeals. However, in recent times the Emotional appeals play a significant role in Celebrity Endorsement 
advertisements, especially the celebrity endorsement advertisements by the Tamil cinema stars or actors. Based on the above 
statement, the content analysis method used mainly to provide the effect of appeal concept and visual style in the celebrity 
endorsement by the Tamil cinema actors.

1.5 TAMIL CINEMA INDUSTRY:

The advancement of cinema as a mass culture was not an unexpected incident. During its initial stage, it was considered as 
the most excellent platform to spread and distribute rational thought. Tamil is identified for its culture, which is more than 
4,500 years old. Over the centuries, the cinema emerged as an important element in Tamil culture. The Tamil cinema industry 
is known for its rich and more extended history than any other film industry includes the Kannada, Malayalam, Tamil, and 
Telugu film industries in India. The Tamil cinema industry is considered as the second-largest film industry in India following 
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Bollywood in terms of revenue and worldwide distribution. Even though industrialized separately, connections between the 
industry and emerging globalization helped to form as a thriving industry. The first South Indian silent film released in 1918, 
and the first talkie film released on September 15th, 1931. Tamil Cinema grew immensely since its arrival, and most of the 
films produced in Madras in Kodambakkam, Tamil Nadu, popularly known as Kollywood.

In the beginning stage of the Tamil cinema, the music and songs excelled as an essential part of the cinema devoted to 
mythological and legendary concepts. However, later, social themes with a reformist trend breakthrough into the Tamil cinema. 
The advancement of cinema as a mass culture was not an unexpected incident. During its initial stage, it was considered as the 
most excellent platform to spread and distribute rational thought. The increasing success of cinema production initiated the 
attention of establishing many studios in the Tamil cinema industry. The increasing attention twisted towards the production 
of successful films encouraged many to establish studios in south India.

Tamil cinema has a profound effect on Indian film industries, with Chennai becoming the hub for the Telugu, Malayalam, 
Kannada, and Hindi cinema industries. Today, Tamil cinemas distributed to various parts of the world such as Sri Lanka, 
Singapore, Saudi Malaysia, Mauritius, South Africa, UK, Europe, North America, Japan, and other important Tamil Diasporas 
regions.

1.6 CELEBRITY ENDORSEMENT:

The celebrity endorsement is a great strategy to promote the product by making a famous person or a celebrity to talk about the 
product or brand, which will get media hype and individual attention from the public. Famous figures can powerfully influence 
the life of people and brands. By tying celebrities as their ambassadors, brands get an ‘identity.’ This marketing strategy not 
only increases the market share but also changes the fortune of the brand. Marketing Companies enjoyed improved credibility 
by choosing and endorsing the right celebrities for their products. Celebrity endorsements add significant value to a product’s 
promotion that promptly attracts the attention of the public and the media in general. Customers will take the product very 
seriously if the right celebrity endorses the product. The increasing accessibility of digital and adaption of social media as a 
marketing tool witnessed considerable evolution in the Indian endorsement concept.

Josiah Wedgwood and Sons, the pottery manufacturer, was the first brand to use celebrity endorsement, which used 
splendid backing as a marketing tool to promote their products. Athletes trended endorsing the products in the 1930s and 
slowly started by the cinema stars in the 1940s. Celebrity endorsement is not a new concept, which already exists in India for a 
very long time. Leela Chitnis was the first Indian cinema star to endorse the Lux soap in 1941, initiated the growth of celebrity 
endorsement in India. However, the number increased in the late 80s with cinema star Tabassum for ‘Prestige Pressure 
Cooker,’ Jalal Agha for ‘Pan Parag’ and Cricket player Kapil Dev for ‘Palmolive Shaving Cream. However, celebrities and 
entertainers started endorsing the products with the arrival of the Television. It claimed that the Tamil cinema industry is hero 
oriented, and actresses do not have significant roles. However, in brand endorsement, Tamil actresses took the front seat, and 
only a few leading stars endorsed the brands.

As per market sources, the number of celebrity endorsements increased for the past decade from 650 advertisements in 
2007 to 1660 advertisements in 2017 at an annual growth rate (CAGR) of 10%. Currently, in India, cinema stars dominate 
the advertising industry, followed by sportspersons in celebrity endorsement. However, the marketer takes care about the 
reputation and stable image of the celebrity selected to endorse the product. Cristiano Ronaldo, Virat Kohli, and Amitabh 
Bachchan are few celebrities whose images are stable and are hard to change.

1.7 EMOTIONAL APPEAL IN ADVERTISING:

The appeal in advertising refers to the approach applied to attract the attention and influence the customers towards the 
product. Advertising appeal is the convincing force that motivates the customer to buy a product by communicating to the 
individual’s needs, interests, or wants. Advertisement agencies use different types of advertising appeals to influence the 
purchasing decisions of customers and build advertising campaigns around them. The Marketing agencies employ advertising 
to communicate their message with a powerful appeal that can either be the rational or emotional appeal. The most effective 
advertisements use both emotional and rational appeals to motivate consumers. They reflect the motto that consumers buy 
with emotion and justify the purchase with rational information.
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The appeal that influences audiences to buy a product or act on something by appealing to their sense of reason or logic 
is known as a rational appeal. The rational appeal effectively used when the product contains many features that appeal 
to someone’s sense of reason. For example, when the technical features of a vehicle need to advertise the customer, then 
the rational appeal is used. The emotional appeal is an advertising message that usually based on imagery evoking strong 
emotional feelings than information like rational appeal. The emotional reaction is a natural one, which responds to everything 
emotionally where most of the advertisements depend on emotional appeal. Emotional appeals deal with the social and 
psychological needs of the consumer to buy the product. Marketing agencies believe that emotional appeals work better than 
rational appeals with the customers.

The emotion can categorize into two concepts, the ‘arousal’ (provocation) and ‘valance’ (equivalent) that differentiate 
one emotion from another. The arousal refers to the power of emotion (calming or exciting), and the valance refers to the 
positive or negative quality of the emotion. Advertising with joy, love, or pride are positive valence, and advertising with 
anger or violence is negative valence. Similarly, advertising with more exciting or inspiring is high arousal, and advertising 
with gentle or cheering are low arousal. Recent research recommends six universal emotions that everyone feels; happiness, 
anger, disgust, sadness, fears, and surprise, respectively.

Recent studies in the advertising industry conform that customers depend on emotions than information to make brand 
assessments and that emotional response to advertising is more influential on the customer’s intended to buy the product 
than the content of the advertisement. As discussed above, the universally accepted emotions are happiness, anger, sadness, 
disgust, fears, and surprise.

 ●  Happiness: Happiness makes to feel good and includes all positive concepts like romance, adventure, playfulness, 
and family bonding. Happiness is the primary emotion that is most noticeable and repeated in the majority of 
advertisements. Brands or products associated with smiling, laughing, happy customers, and positivity are all 
included in the advertisements with happiness emotional appeals.

 ●  Anger: People mostly think of avoiding anger because it delivers negative emotions that create a negative impact. At 
the same time, anger can provoke and stimulate people in some cases. People emotionally get angry when they see 
people get hurt or injustice. Angry emotions can found in advertisements related to cheating, environmental issues, 
and government policies.

 ●  Sadness: The use of negative emotions like sadness can suggest a sense of kindness or sympathy. Many brand 
advertisements effectively used the sadness appeal successfully to portrayal the awareness of social issues, gender 
equality, illiteracy, poverty, and others. When creating advertisements with sad emotional appeal, it is necessary to 
maintain balance so that customers do not get upset due to negative feelings. Instead, the sad emotional appeal should 
motivate the customers to act and improve the situation.

 ●  Disgust: Disgust or frustration creates to reconsider the perspective of people and ask essential questions. Disgusting 
 is another emotion that can see in the advertisements that make people feels about themselves on drugs, diet, or 
miracle remedies.

 ●  Fear: Normally, emotions with fear appeal used to alert the people about products help to reduce the risk in life like 
financial, health, security, and so on. With compelling visuals, advertisements can represent even the hidden fears to 
the public like smoking or liquor using. While most of the advertisements portray personal fears, few advertisements 
illustrate the sense of loss.

 ●  Surprise: Emotions with surprise appeal can materialize in combination with other emotions, either positive or 
negative. Advertisements with happiness and surprise come in combination like a new car and so on.

1.8 INTERPRETATION AND ANALYSIS:

Identifying various techniques to connect with customers is the strength of any branding strategy. No doubt that celebrity 
plays a leading role in being the voice to connect. India is the nation where people worship celebrities from Cinema stars, 
sportspersons, politicians, and others, especially the people of Tamil Nadu who always dream about their celebrities. Even 
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though great personalities from society and sports share celebrity endorsement, celebrities from movies carry the deals in 
large numbers. The people of Tamil Nadu always idolize their celebrities and treat them as a god, and when they see their 
stars promoting a product in the advertisements, it always attracted their attention. By tracking this scenario in Tamil Nadu, 
the marketing agencies started using these opportunities to influence and targeted the customers.

As per Tamil cinema actors’ concern, almost all stars endorsed the products or brands, starting from superstar to recently 
successful actor of Tamil cinema endorsed the product advertisements. Though many advertisements endorsed by the Tamil 
film stars only selected advertisements taken for the study that known for its emotional appeals and influenced the customers.

 KAMAL HASSAN:

Kamal Haasan, popularly called Ulaganayagan (Universal hero), is one of the leading iconic artists and contributors to 
the Indian cinema industry for nearly 60 years by acting nearly 200 films in almost all regional Indian languages cinemas 
like Tamil, Telugu, Kannada, Malayalam, and Hindi. Kamal Haasan debuted in 1960 as child artist appeared in various 
challenging roles, which no Indian actors even think about it. Kamal has a keen interest in various aspects of film making and 
worked as actor, producer, choreographer, director, writer, lyricist, playback singer, by winning four national film awards, 
19 Filmfare awards and conferred with Padma Bhushan in 1916. Apart from that, Kamal Haasan also voiced his opinions on 
social issues with his rational and humanist thoughts and revamped his fan clubs into charity and volunteer works. 

 Kamal Haasan, one of the top assert of Indian cinema, made his grand entry into the advertising world by endorsing textile 
giant Pothys Silks in 2010. However, initially, he appeared in various Public Service Announcements like HIV awareness and 
Income Tax campaigns. Interestingly he endorsed VKS chocolates and Biscuits when he was child artists. In one particular 
advertisement of Pothys Textile series, Kamal says that “even though his age increases every year when Diwali festival 
comes, he will turn into a ten-year-old boy by seeing newly released movies, lightning crackers, can wear new dresses and 
take a selfie with friends and can eat sweets. Whatever dresses taken in the whole year, we cannot forget the dresses taken 
for Diwali, so where will we take those dresses? Only at the trustworthy showroom right- Pothys, peoples showroom. In the 
series of Pothys Textile advertisements, Kamal calls Pothys as ‘abhimanam’ (pride) of Tamil Nadu, portraying Pothys as a 
trustworthy brand that Tamil Nadu can take pride in it.

2. VIJAY:

Joseph Vijay, better known popularly as Illaya Thalapathy (Junior Commander), is recognized as the most popular and highly 
paid actor of Tamil cinema of his generation. Vijay is also the son of famous director S. A. Chandrasekhar through whom he 
entered into the Tamil cinema with the film ‘Naalaya Theerpu’ in 1992 at the age of 18. As on date, he acted in 65 movies as 
a lead role by winning three State Film Awards. Apart from acting, Vijay is also known as great dance and singer by singing 
nearly 65 to his number. The charming South Indian star Vijay known for his box office hits often referred in par with the 
Superstar Rajinikanth, the Indian icon. Vijay is one of the Tamil actors who have a huge fan base among the youth in South 
India. Vijay is connected with various brands since 2002, like Coco-Cola, Sunfeast, Tata Docomo, and Jos Alukkas, and also 
signed as an ambassador for Chennai Super Kings.
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Out of all Vijay’s advertisements, his appearance in the series of Jos Alukkas Jewelry penned with highly emotional 
appeal contents like Son-mother sentiments, Brother-sister relationship, Student-teacher memories, Joint Family happiness, 
Friendship and sacrifice, Boss-employee surprise, Human differences, and Wedding anniversary. Notably, in the Boss-
employee advertisement, Vijay’s car driver tries to inform Vijay that his daughter became an IAS officer. But the car driver 
not able to do so because of Vijay’s busy schedule; however, Vijay surprise his car driver by visiting his home and wishing 
his daughter with Jos Alukkas jewelry. This particular advertisement had an excellent response from both customers and 
marketing agencies.

3. AJITH:

Ajith Kumar, known as ‘Thala’ (Leader), is one of the biggest superstars of Kollywood, mainly worked in Tamil cinema 
only. Started his career in 1990 as a supporting actor, Ajith fascinated the Tamil film lovers for nearly three decades with 
his blockbuster movies. He won various awards for his multi-performance roles ranging from romantic, comedy, and action 
in Tamil cinemas. Apart from his successful career in the Tamil film industry, he is also known as a great car racer and 
participated as Formula Two racer in the British Formula 3 season ranked with the third-best driver in India.    

Ajith is one of the leading Tamil film actor, who refused to endorse any products. However, it is interesting to see him 
appearing in an advertisement in his earlier days. It is funny to see the young Ajith appeared for Miami Cushion’s slippers, 
with new facial expressions. Anyhow, after becoming a successful Tamil cinema actor, he appeared and endorsed one and the 
only advertisement as on date, the Nescafe Sunrise. In this advertisement, Ajith goes to drop his elder brother’s daughter to the 
dance class on the bike, where his elder brother’s daughter asks Ajith at least today will he propose to his dance teacher. Then 
Ajith goes to Nescafe Sunrise tea shop and thinks so many possible ways to impress the dance teacher. After thinking so many 
ways, Ajith gets tired, and the tea shop comes with coffee and says ‘awake and drink sunrise.’ After drinking the coffee, Ajith 
directly goes to the dance teacher and with some funny dance movements differently asks the dance teacher how a female will 
express her love. Simran, the dance teacher, get impressed by Ajith’s funny dance movements, and different approach accepts 
his proposal through her style of dance. This advertisement was viral and had a significant impact on the customers because 
they never saw actor Ajith in such a fun-loving mood, and the people got excited with emotional appeal.
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4. SURIYA:

Saravanan, better known as Suriya in the Tamil cinema industry, was the son of veteran actor Sivakumar. Suriya is known for 
his flexible acting with several commercial and critically blockbuster movies. In 2008, Suriya initiated the Agaram Foundation, 
an NGO to help the school dropout children due to financial issues with standard education and accommodation. Through this 
foundation, Suriya created a platform for students to participate in workshops and develop communication skills, teamwork, 
goal setting, and leadership. In association with the Ministry of Education, the Tamil Nadu government, Suriya, produced a 
video campaign titled ‘Herova? Zerova?’ (Hero or Zero) highlighting child poverty, child labor, and lack of education, staring 
leading Tamil cinema actors like Vijay and Madhavan, and also produced awareness video on plastic usage. Suriya is also an 
active contributor in other charitable campaigns like “Save the Tigers” for the preservation of Tigers in India, “REACH” for 
TB cures, TANKER for Kidney Foundation, Road Safety, and Voting Rights.  

Suriya is one of the most want Tamil cinema actor by the marketing agencies in terms of celebrity endorsement. Till 
date, Suriya endorses a dozen products through advertisements ranging from male fairness cream to telecom network like 
Close Up, Nescafé Sunrise, Intex Technologies, Aircel, Emami Biotech Ltd., Zandu Balm, Navratna Oil, Bharathi Cement, 
Pepsi Cola, Quikr Cars, Saravana stores, Complan and Ujala to name few. Notably, the Aircel advertisement enriched with 
emotional appeal. 

In that advertisement, a village boy shares the award that he received for his extraordinary performance in the studies, 
being actor Suriya’s fan, he asks his father to take him to actor Suriya. Unfortunately, the boy’s father scolds him and rejects 
the boy’s wishes because it is an impossible task for a village people even to think about it. A Postman, who is a friend of the 
boy’s father, immediately calls to his friend owning a tea stall and says about the boy and his wishes. The tea stall owner calls 
his friend who owns a photo studio about the village boy, and then the photo studio owner calls his friend Gayathri Raghuram, 
who is the Cinema Choreographer and shares about the village boy’s wish. Finally, Gayathri calls actor Suriya and explain 
about the village boy’s wise. Everything sudden, as no one expected actor Suriya visit the boy’s village and his home and 
makes the boy surprised. This particular advertisement had an outstanding response from the customers due to its emotional 
appeal.

5. DHANUSH:

Venkatesh Prabhu, better known as Dhanush, is the son of famous Tamil cinema director Kasthuri Raja, younger brother of 
young aspiring Tamil cinema director Selvaraghavan, and son-in-law of superstar Rajinikanth. Dhanush, one of the artistic 
and talented Tamil cinema actors who notably acted in both Tamil and Hindi cinemas, won three National awards and seven 
Filmfare awards. Apart from being a promising actor, he also shined as a producer, lyricist, playback singer, and established 
global attention for his movie song “Why this Kolaveri di…” in 2011, which is also most viewed Tamil song in YouTube. 
Dhanush is also one of the most wanted personalities after his ‘Kolaveri di...’ took him to the nation by storm and turn into a 
sellable face even outside Tamil Nadu.
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Following actor Suriya, Dhanush is slowly dominating the advertising world in Tamil Nadu, and today he endorses the 
products like OLX, 7Up Cola, Parachute hair oil, Kalyan silks, Tata Sky, Center Fresh, Emami Navratna hair oil and brand 
ambassador for Indian Super League and PETA. Even though Dhanush endorsed more than half a dozen advertisements, the 
Kalyan silks advertisement is known for much emotional appeal. In that particular advertisement, in a drive, Dhanush receives 
a mail from one of his diehard fans by name Lakshmi, stating that she is getting married, and as a fan, she is expecting only 
wishes and blessings from him since he cannot attend every fan’s marriage. But as a surprise Dhanush stands in front of 
Lakshmi as no one expected. Shocked by Dhanush’s presence, Lakshmi welcomes Dhanush into her home and introduce to 
their family members. Dhanush gift Lakshmi with Kalyan silks and says that ‘this is his wishes and blessings,’ which attracted 
his fans and public very emotionally.  

9 CONCLUSION:

Despite limited samples, the article reveals that celebrity endorsement is a significant asset in the field of advertising adopted 
by most of the marketing agencies. The article also reveals that the advertisements without celebrity endorsement will not 
influence or create a significant impact among the youth. So, the correctly selected celebrity with positive endorsements can 
create an excellent and outstanding practical marketing approach to boost sales.

The reason for marketing agencies to implement celebrity endorsement is because celebrity endorsement can harvest 
enormous rewards for the product that depends on it. The celebrities get excellent attention when they appear in the 
advertisements because naturally, they create mass attention from the public and decide the influence level of customer’s 
purchases, build awareness, and attract new customers. In some cases, celebrity endorsements can even assist in revamping 
the failed product or brand in the market into a successful one.

However, the critical function of emotional appeal is to influence and attracting customers psychologically. That too, 
when the celebrity endorses a product, it makes it unique among the customers because their favorite cinema actor insists 
on buying the product in the name of endorsement. After thoroughly analyzing the advertisements endorsed by the Tamil 
cinema celebrities, the article exposes that emotional appeal plays a vital role in product advertisements endorsed by the Tamil 
cinema’s celebrities.
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Efficient performance evaluation system encompasses all aspects of an organization. With the advances in computational 
tools, performance evaluation systems have evolved over a period of time from single-aspect systems to more comprehensive 
systems covering all aspects of an organization. It proves to be better for performance measurement, evaluation and strategic 
planning for future growth and development of the Indian banks in the light of changing requirements of this sector so to 
analyze the comparative profitability performance and NPA Management of banks for the financial periods 2006-2015. By 
examining the ratios of Capital Adequacy

INTRODUCTION

Efficient performance evaluation system encompasses all aspects of an organization. With the advances in computational 
tools, performance evaluation systems have evolved over a period of time from single-aspect systems to more comprehensive 
systems covering all aspects of an organization. It proves to be better for performance measurement, evaluation and strategic 
planning for future growth and development of the Indian banks in the light of changing requirements of this sector so to 
analyze the comparative profitability performance and NPA Management of banks for the financial periods 2006-2015. By 
examining the ratios of Capital Adequacy, Asset Quality, Management, Earning Capacity, Liquidity and Sensitivity to Market 
Risk (CAMELS), the competitiveness of the banks can be evaluated. 

Another way to estimate efficiency measures is the non-parametric frontier method–Data Envelopment Analysis (DEA) 
which has become increasingly popular in efficiency analysis. DEA allows efficiency to vary over time and does not require 
prior assumption of the distribution of inefficiency across observations.  It is a popular technique to evaluate bank efficiency 
performance and productivity improvement which combining all input and output data of the bank in a single measure. 
Additionally, Artificial Neural Network (ANN) Analysis has been undertaken to measure the important variables which affect 
the return on total assets and the effects in different efficiency ratios.

Statement of the problem

Since independence, banking industry in India has undergone structural changes to cope up with the evolving social and 
economic context of development. It has moved gradually from a regulated environment to a deregulated market economy. 
The pace of transformation has been even more significant in recent times with technology acting as a catalyst. Advances 
in information and communication technology have enabled banks to introduce new products and delivery channels, and 
strengthen their internal control systems. All these changes are expected to have significantly affected the way banks combine 
inputs to produce and deliver their products and services having a bearing on their efficiency and productivity. With the 
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eruption of the global financial crisis in 2007, growth rate of the Indian economy came under arrest notwithstanding the sound 
banking system, negligible exposure of Indian banks to sub- prime assets and relatively well-functioning financial markets.  

The  Indian  banking  sector emerged  relatively  unscathed  from  the  headwinds  of  the  west,  but  high  inflation  and 
depreciating rupee at the domestic front have created a challenging operational environment for Indian banks. The researcher 
in the present study has undertaken to study and analyze the comparative performance of selected public and private sector 
banks based on the Total Asset Value (TAV) for the period 2006 -15 (Ten years) using CAMELS  Model, Data Envelopment 
Analysis (DEA) and Artificial Neural Network (ANN) Analysis.

OBJECTIVES OF THE STUDY 

 ●  To measure the efficiencies and inefficiencies in the selected banks by overall technical efficiency, Pure Technical 
efficiency and Scale efficiencies using DEA Approach

 ●  To find out the importance of independent variables in predicting the Return on Assets of the banks using Artificial 
Neural Network (ANN) Analysis.  

Hypotheses of the study
The study has made assumptions of the following:
There is no significant difference in the performances and soundness of the Public and Private sector banks on the basis of 
CAMELS Approach.
The variables used  for CAMELS model – Capital Adequacy, Asset Quality, Management efficiency, Earning efficiency, 
Liquidity efficiency  and Sensitive to market risk are  normally distributed
There is no significant relationship between Net profit and Total Income, interest earned, Interest paid, Total debts, Operating 
expenses.
There is no significant difference in the efficiencies of selected banks on the basis of DEA Analysis

SCOPE OF THE STUDY

In the present scenario, major economic and technical changes are undergoing in industrial and financial revolution through 
the new information-processing technology. Especially in finance sector, it has a significant role for overall development. After 
identifying the subject (research area) and referring the relevant literatures, it has been found that in most of the literature, the 
information technologies have a wide application area. However, in finance sector, major changes have been made. Due to 
these drastic changes the researcher has chosen to do the study on banking sector. Banking activities are considered to be the 
life blood of the national economy. Without banking services, trading and business activities cannot be carried on smoothly. 
Banks are the distributors and protectors of liquid capital which is of vital significance to a developing country. Efficient 
administration of the banking system helps in the economic growth of the nation. Hence this study will help to find out the 
overall performance of banking system and to make it use of various areas of economy.

Research design: 
Present study has been conducted by following a Descriptive Research Design. Descriptive Research is defined as research 
that determines the cause of something and/or describes the impact of something. Descriptive research is mainly done when 
a researcher wants to gain a better understanding of a topic.

Sample design

Population: The population is the total number of persons or units where the sample is derived. In our study, both public 
and private sector banks comprise the total population. There are currently 27 public sector banks in India out of which 19 
are nationalised banks and 6 are SBI and its associate banks, and rest two are IDBI Bank and Bharatiya Mahila Bank, which 
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are categorised as other public sector banks. There are 23 Private sector banks which are operated as commercial banks as 
per Reserve Bank of India website.

Sample Unit:  Selected Public sector and Private sector banks operating in India are representing the sample units.

Sample Size:  For the in-depth analysis, seven public sector and seven private sector banks (total 14 banks) have been 
selected. Public sector Banks and Private sector banks have been selected on the basis of the highest deposit volume and Total 
Assets in their respective sector.

Sampling Technique:  Judgment sampling technique has been used in the study for the sample selection. The Judgment 
sampling involves selection of cases which we judge as the most appropriate ones for the given study. It is based on the 
judgment of the researcher or some expert. It does not aim at securing a cross section of a population.

Table 1. Sample Banks selected for the Study

PUBLIC SECTOR PRIVATE SECTOR
State Bank of India (SBI) Housing Development and Finance Corporation (HDFC)
Punjab National Bank (PNB) Industrial Credit and Investment Corporation of India (ICICI)
Bank of Baroda (BOB) Axis Bank (AXIS)
Bank of India (BOI) Karur Vysya Bank (KVB)
Canara Bank IndusInd Bank
Bank of Maharashtra Dhanalakshmi Bank Limited
Oriental Bank of Commerce Lakshmi Vilas Bank Limited

Data collection: Secondary data collection was used for the analysis. Data were collected through Reserve Bank of India 
monthly bulletins, annual reports and banks’ websites. Bank balance sheet and Profit and Loss account for the years 2006 
-2015 (10 years) have been used to analyse the selected public and private sector banks.

FINDINGS BASED ON CAMELS RATIOS:

 ●  Capital adequacy: Capital adequacy ratio of Bank of Baroda is high with 13.13 percent and lowest with 11.76 percent 
in bank of India, when compared to others public sector banks in the sample. Similarly, highest capital adequacy ratio 
is observed in ICICI bank with 15.32 percent and lowest in Dhanalakshmi bank Limited when compared to others in 
private sector banks in the sample. The average mean score of capital adequacy ratio of the public sector banks in the 
sample is observed at 12.53 percent and in private sector it is observed as 13.04 percent. Based on the comparison 
of average mean score, it is noted that, the capital adequacy is high in private sector banks when compared to public 
sector banks in the sample.

 ●  Asset Quality: The mean scores of net NPAs to total assets ratio,  Net NPAs to total advances and Investments to total 
assets ratios as measures of asset quality measures of private sector banks is observed as low with 0.61, 1.05 and 0.29 
percent respectively when compared to public sector banks in the sample. This clearly, indicates that the quality of 
assets in private sector banks is better when compared to the public sector banks in the study.

 ●  Management Efficiency: Net Profit to Total Assets ratio shows variations in all the banks. The highest average ratio is 
1.49 per cent is observed in HDFC and the lowest average of -0.12 per cent is observed with DBL.  The mean score 
of the net profit to total assets ratio is observed at 0.84 percent in public sector banks as against to 0.97 percent in 
private sector banks in the study. Based on the same, it is inferred that, the profit earning capacity on assets is high 
among the private sector banks when compared to public sector banks in the study.
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 ●  Earnings efficiency: On the basis of the mean score value, it is noted that the interest income to total income 
percentage of public sector banks is recorded at 1.65 times as against to 0.84 times in private sector banks in the 
sample. This indicates the income earning capacity and potential of the public sector banks in the study. The public 
sector banks earns income from loans and advances, investments, balances with RBI and on Letter of credits and 
letter of undertakings. This is a primary source of income to banks with high risk of default in repayment of loans. 

 ●  Liquidity efficiency: Liquid assets to total assets ratio of public sector banks is observed at 9.6 percent as against to 
7.4 percent in private sector banks in the study. The liquid assets help to honor the depositor’s payments from time 
to time on demand. At the same time, higher levels of liquidity leads to interest loses and security issues. An ideal 
liquid level of each of the banks based on the history can be determined and maintained. The ideal ratio could be the 
tradeoff between the liquidity and profitability. On the basis of the results, it is inferred that the liquidity levels of the 
public sector banks is better in public sector banks when compared to others in the sample.

 ●  Risk sensitive assets to risk sensitive liabilities: On the basis of the group mean score of the risk assets to risk 
liabilities ratio of the public and private sector banks in the sample is observed as follows. The highest ratio of risk 
assets to risk liabilities is observed among public sector banks with 50644.71 times in public sector banks as against 
to 10110.43 times in private sector banks in the sample. On the basis of the same, it is inferred that, the gap between 
the risk assets and risk liabilities is high among the public sector banks. Higher the gap indicates higher the safety. 
Hence, public sector banks are safe for deposits and investments.

 ●  Impact of earning, expenses and total debt on the profit of a bank: The net profit of a bank is positively influencd by 
interest earned by a bank, total income, operating  expenses and the interest paid in the order of priority. On the other 
hand, the total debt held by a bank shows the negative imapct. Hence, focusing on the interest earning sources of 
business through better portfolios and by improving the other incomes from the operations is essential for enlarging 
the total income and there by the gap between the the incomes earned and the expenses paid. The role of operating 
expenses is obvious and the technology solutions are the near solution to the issue and customer awareness on 
digitalization, self operating skill improvement among the customers can reduce the burden of operating expenses at 
branch lebvel. This can help in ealarging the operating efficiency and earning capacity of a bank.

FINDINGS BASED ON THE ARTIFICIAL NEURAL NETWORKS:

To build the relationship between net profit to total assets ratio and 13 explainable variables ANN has been employed. The 
result of the analysis shows that 13ratios plays significant role in predicting the Net profit to Total Assets ratio of a bank.

 ●  The analysis shows that the results are dominated by capital adequacy  ratio(100 percent) , Net NPA to Advances 
(93.1 percent),Debt-Equity(92.9 percent) ,Profit per employee(89.5 percent), Net Advances to Total assets (84.8 
percent), Net Profit  to Net worth(84.3 percent) ,Business per employee(81.9 percent), Net NPA to Total Assets(79.5 
percent) ,Net Advances to Deposits(78.3 percent) ,Interest Income to Total Income (78.3 percent),Liquid Assets to 
Total Assets(68.7 percent) ,Liquid Assets to Total Deposits (64.5 percent) and Total investment to Total assets(60.7 
percent).

 ●  On the basis of the above classification, the prime factors affecting the profitability and efficiency of banks are debt 
equity ratio, NPAs to total advances ratio, Risk sensitive assets to liabilities ratio, NPAs to total assets ratio, and 
Capital adequacy ratio respectively in the order of priority.

 ●  The secondary factors affecting the profitability and efficiency of the banks are Net profit to net worth, business per 
employee, other liabilities and provisions to borrowings, liquid assets to total assets, net advances to deposits and 
liquid assets to total deposits respectively.

 ●  Finally, the territory factors affecting the profitability and efficiency of the banks are profit per employee, interest 
income to total income, net advances to assets and total investment to assets in the order of priority. This classification 
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helps the banks to focus on the various aspects and improve the efficiency in a phased manner.

 FINDINGS BASED ON THE DATA ENVELOPMENT ANALYSIS

 ●  DEA technique is used to determine the relative efficiency of the banks  by taking the inputs and output shows that  
there is a high positive correlation between capital adequacy ratio and asset quality. 

 ●  The DEA has identified BOB.ICICI and KVB as most efficient bankers among the 14 banks. All other banks are 
inefficient bankers. Among the inefficient banks HDFC (score 96) has the possibility of becoming efficient bank by 
making improvements in their performance.

 ●  Role of CAMELSs measures on the efficiency of banks is expressed in simplified format. The role of capital adequacy 
norms on efficiency is 29.7 percent, asset quality ratings on efficiency of a bank at 37 percent, management efficiency, 
liquidity and sensitivity to market risks on efficiency of banks at 43.9 percent and earnings efficiency indicators on 
the efficiency of a bank is 30.1 percent respectively. Hence, it is concluded that asset quality, earning efficiency, 
capital adequacy and management efficiency, liquidity and sensitivity to market risks plays a role in the efficiency of 
a bank in the order of priority. 

 ●  Capital adequacy has good positive correlation with Asset quality (0.821), moderate positive correlation with 
Management-liquidity efficiency and sensitivity (0.512) and low positive correlation with Earning efficiency (0.296). 
The asset quality has moderate positive correlation with Management-liquidity efficiency and sensitivity (0.596) 
and Earning efficiency (0.462).  There is positive moderate correlation observed between Earning efficiency and 
Management –liquidity, efficiency and Sensitivity (0.493). and the co-efficient values between the variables are 
highly significant at 1% level of significance indicates the strong relationship and correlation.

 ●  On the basis of the consolidated results of the CAMELs ratings, a comparison between the public sector and private 
sector banks in the sample is performed. On the basis of the results, the performance of two sets of banks in the 
sample is as follows.

 ●  Public sector banks: On the basis of consolidated results of the CAMELs ratings, the high performing to low 
performing public sector banks in the sample study are bank of Baroda with 100 percent efficiency, Punjab national 
bank with 90 percent, Bank of India with 86 percent, Canara bank with 81 percent, SBI with 74 percent, Oriental 
bank of Commerce with 72 percent, and Bank of Maharastra with 65 percent respectively.

 ●  Private sector banks: The highest to lowest performing banks as per consolidated CAMELs ratings are ICICI and 
Karur Vysya bank with 100 percent efficiency, HDFC bank with 94 percent, access bank and Indus Ind bank with 91 
percent of efficiency, Lakshmi Vilas Bank with 68 percent efficiency and finally, Dhanalakshmi bank Limited with 
59 percent efficiency score among the sample. The overall results are not in tune with the independent ranks given in 
the descriptive analysis. Hence, statistically, the results are deviated with the actual results indicates the fluctuating 
trends in the efficiency. This indicates the need for more care and concern on the management of banks and efficiency 
in terms of business analytics, evaluation systems of the customers while applying to loans and recovery aspects 
of business. This can help in sustaining the efficiency of a bank in the long run. This can help in safeguarding the 
investors and to the stakeholders at large. A strong banking system is the sign of sound financial system and economy. 

 SUMMARY AND CONCLUSION

Well-knit banking system secures a good foundation for a nation’s industrial and economic progress. The banking sector is an 
indispensable financial service sector supporting the development plans through channelizing funds for productive purpose. 
It is adopting international best practices with a vision to strengthen the banking sector. Even though the banking sector in 
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India has shown speculator progress since nationalization, there has been a significant decline in productivity and efficiency 
resulting in erosion of profit.  To face the global challenges and to maintain the liquidity and profitability it is essential to 
maintain the non-performing assets at low level through efficiency recovery of loans. Banks in India are also moving from 
the individual silo system to an enterprise wide integrated risk management system. To improve the performance of the banks 
effective corporate governance system be followed by banks to avoid the high-profile breakdowns. In view of the importance 
of the banking system for financial stability, sound corporate governance is relevant at the level of the individual bank and 
also at the system level. 

An important challenge, therefore, is to ensure that accounting standards and prudential frameworks are mutually 
consistent with international standards. Technology is a key driver in the banking industry, which creates new business 
models and processes, and also revolutionizes distribution channels .It should also avoid wasteful expenditure that might 
arise on account of inappropriate technology. The corporate borrowers even after defaulting continuously never had any real 
fear of bank taking any action to recover their dues despite the fact that their entire assets were hypothecated to the banks. 
The introduction of Securitization Act, 2002 is now safeguarding the real interest of banks. The performance of a bank can be 
improved by reducing the NPA, by using effective advanced information technologies, complying with international 
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INTRODUCTION:

The status of women in India has been subject to many changes over the span of recorded Indian history. Their position in 
society deteriorated early in India's ancient period, especially in the Indo-Aryan speaking regions, and their subordination 
continued to be reified well into India's early modern period. Practises such as female infanticide, dowry, child marriage and 
the taboo on widow remarriage, have had a long duration in India, and have proved difficult to root out, especially in caste 
society in northern India.

During the British East India Company rule (1757–1857), and the British Raj (1858–1947), measures aiming at 
amelioration were enacted, including Bengal Sati Regulation,

1829, Hindu Widows' Remarriage Act, 1856, Female Infanticide Prevention Act, 1870, and Age of Consent Act, 1891. 
Women's rights under the Constitution of India mainly include equality, dignity, and freedom from discrimination; additionally, 
India has various statutes governing the rights of women.

As of 2018, some women have served in various senior official positions in the Indian government, including that of the 
President of India, the Prime Minister of India, the Speaker of the Lok Sabha. However, many women in India continue to 
face significant difficulties.

Women during British Rule
During the British Raj, many reformers such as Ram Mohan Roy, Ishwar Chandra Vidyasagar and Jyotirao Phule fought 
for the betterment of women. Peary Charan Sarkar, a former student of Hindu College, Calcutta and a member of "Young 
Bengal", set up the first free school for girls in India in 1847 in Barasat, a suburb of Calcutta (later the school was named 
Kalikrishna Girls' High School). While this might suggest that there was no positive British contribution during the Raj era, 
that is not entirely the case. Missionaries' wives such as Martha Mault née Mead and her daughter Eliza Caldwell née Mault 
are rightly remembered for pioneering the education and training of girls in south India. This practice was initially met with 
local resistance, as it flew in the face of tradition. Raja Rammohan Roy's efforts led to the abolition of Sati under Governor-
General William Cavendish- Bentinck in 1829. Ishwar Chandra Vidyasagar's crusade for improvement in the situation of 
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widows led to the Widow Remarriage Act of 1856. Many women reformers such as Pandita Ramabai also helped the cause 
of women.

WOMEN AFTER INDEPENDENCE

Women in India now participate fully in areas such as education, sports, politics, media, art and culture, service sectors, 
science and technology, etc. Indira Gandhi, who served as Prime Minister of India for an aggregate period of fifteen years, is 
the world's longest serving woman Prime Minister.
The Constitution of India guarantees to all Indian women equality (Article 14), no discrimination by the State (Article 15(1)), 
equality of opportunity (Article 16), equal pay for equal work (Article 39(d)) and Article 42. In addition, it allows special 
provisions to be made by the State in favour of women and children (Article 15(3)), renounces practices derogatory to the 
dignity of women (Article 51(A) (e)), and also allows for provisions to be made by the State for securing just and humane 
conditions of work and for maternity relief. (Article 42).
Feminist activism in India gained momentum in the late 1970s. One of the first national-level issues that brought women's 
groups together was the Mathura rape case. The acquittal of policemen accused of raping a young girl Mathura in a police 
station led to country-wide protests in 1979–1980. The protest, widely covered by the national media, forced the
Government to amend the Evidence Act, the Criminal Procedure Code, and the Indian Penal Code; and created a new offence, 
custodial rape. Female activists also united over issues such as female infanticide, gender bias, women's health, women's 
safety, and women's literacy.

 WOMEN’S ACHIEVEMENTS IN INDIA POST 1990 TILL DATE (FEW)

 ● 1991: Mumtaz M. Kazi became the first Asian woman to drive a diesel locomotive in September.

 ●  1992: Asha Sinha becomes the First Woman Commandant in the Paramilitary forces of India when she was appointed 
Commandant, Central Industrial Security

 ● Force in Mazagon Dock Shipbuilders Limited.

 ● 1992: Priya Jhingan becomes the first lady cadet to join the Indian Army (later commissioned on 6 March 1993)

 ● 1999: On 31 October, Sonia Gandhi became the first female Leader of the Opposition (India).

 ●  The first Indian woman to win an Olympic Medal, Karnam Malleswari, a bronze medal at the Sydney Olympics in 
the 69 kg weight category in Weightlifting event.

 ● 2007: On 25 July, Pratibha Patil became the first female President of India.

 ● 2009: On 4 June, Meira Kumar became the first female Speaker of Lok Sabha.

 ●  2011: On 20 October, Priyanka N. drove the inaugural train of the Namma Metro becoming the first female Indian 
metro pilot.

 ● 2011:Mitali Madhumita made history by becoming the first woman officer to win a Sena Medal for gallantry.

 ●  2014: A record 7 female ministers are appointed in the Modi ministry, of whom 6 hold Cabinet rank, the highest 
number of female Cabinet ministers in any Indian government in history. Prestigious Ministries such as Defence and 
External Affairs are being held by Women Ministers.

 ●  2015: Sumita Bose the first author and first woman to write the autism book in India. http://indiabookofrecords.in/
first-book-on-autism/

 ●  2016: J. Jayalalithaa, became the first woman chief minister in India to rule the state consecutively 2 times by 
winning legislative assembly election.

 ● 2016: J. Jayalalithaa, became the first woman chief minister in India to die in office on 5 December 2016.

 ●  2017: On 25 March, Tanushree Pareek became the first female combat officer commissioned by the Border Security 
Force.
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 ●  2018: Archana Ramasundaram of 1980 Batch became the first Woman to become the Director General of Police of a 
Paramilitary Force as DG, Sashastra Seema Bal.

 ● 2018: In February, 24 year old Flying Officer Avani Chaturvedi of the Indian Air

 ●  Force became the first Indian female fighter pilot to fly solo. She flew a MiG-21 Bison, a jet aircraft with the highest 
recorded landing and take-off speed in the world.

 ● 2019: On 2 December 2019, sub-lieutenant Shivangi became the first woman pilot in the Indian Navy.

 ●  2020: Hima Das is the first Indian athlete (sprint runner) to win gold at the IAAF World Under- 20 Athletics 
Championship in 2018, held at Tampere, Finland.

 ●  Chungneijang Mary Kom Hmangte is an Indian Olympic boxer from Manipur. She is the only woman to achieve the 
coveted No. 1 position in the International Boxing Association (AIBA) after becoming the World Amateur Boxing 
champion for a six times.

 ●  Flight Lieutenant Avani Chaturvedi, a young Indian Air Force officer, became the first Indian woman fighter pilot to 
fly the ‘MiG-21 Bison’ solo.

 ●  Kiran Mazumdar-Shaw started her own venture- Biocon in 1978. Today she is ranked 60th on the Forbes’ list of most 
powerful women in the world and is the richest self-made woman billionaire of India.

 ●  Indra Nooyi is a business executive and former CEO of PepsiCo. She has consistently been ranked among the world’s 
100 most powerful women. She also featured on the Fortune List in 2015 as the 2nd most powerful woman in the 
world. And more

IN THE FIELD OF POLITICS:

India has one of the highest number of female politicians in the world. Women have held high offices in India including that 
of the President, Prime Minister, Speaker of the Lok Sabha and Leader of the Opposition. The Indian states Madhya
Pradesh, Bihar, Uttarakhand, Himachal Pradesh,] Andhra
Pradesh, Chhattisgarh, Jharkhand, Kerala, Karnataka, Maharashtra, Orissa, Rajasthan and Tri pura have implemented 50% 
reservation for women in PRIs.Majority of candidates in these Panchayats are women. Currently 100% of elected members 
in Kodassery Panchayat
in Kerala are women. There are currently 2 female chief ministers in India as of Sept 2018.
As of 2019, 12 out of 29 states and the union territory of Delhi have had at least one female Chief Minister.

IN THE FIELD OF MILITARY & LAW ENFORCEMENT:

The Indian Armed Forces began recruiting women to non-medical positions in 1992.
The Indian Army began inducting women officers in 1992. The Border Security Force (BSF) began recruiting female officers 
in 2013. On 25 March 2017, Tanushree Pareek became the first female combat officer commissioned by the BSF.
On 24 October 2015, the Indian government announced that women could serve as fighter pilots in the Indian Air Force 
(IAF), having previously only been permitted to fly transport aircraft and helicopters. The decision means that women are 
now eligible for induction in any role in the IAF. In 2016, India announced a decision to allow women to take up combat roles 
in all sections of its army and navy.
As of 2014, women made up 3% of Indian Army personnel, 2.8% of Navy personnel, and 8.5% of Air Force personnel. As of 
2019, women accounted for 5% of all active and reserve Indian Armed forces personnel. As of September 2020, there were 
1,875 female pilots.

IN THE FIELD OF EDUCATION:

Though it is sharply increasing, the female literacy rate in India is less than the male literacy rate. Far fewer girls than boys are 
enrolled in school, and many girls drop out. In urban India, girls are nearly on a par with boys in terms of education. However, 
in rural India, girls continue to be less educated than boys. According to the National Sample Survey Data of 1997, only the 
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states of Kerala and Mizoram have approached universal female literacy.
According to scholars, the major factor behind improvements in the social and economic status of women in Kerala is literacy.

Under the Non-Formal Education programme (NFE), about 40% of the NFE centres in states and 10% of the centres in 
UTs are exclusively reserved for women. As of 2000, about

300,000 NFE centres were catering to about 7.42 million children. About 120,000 NFE centres were exclusively for girls.

According to the All India Survey on Higher Education (AISHE) 2018-19, female students are massively outnumbered, 
at just 24 percent in 127 institutions of national importance. ...

The biggest gap is at the undergraduate level, where there are 26,736 females as compared to 96,724 males.

Workforce participation

Contrary to common perception, a large percentage of women in India are actively engaged in traditional and non-
traditional work. National data collection agencies accept that statistics seriously understate women’s contribution as workers. 
However, there are far fewer women than men in the paid workforce. In urban India, women participate in the workforce in 
impressive numbers. For example, in the software industry 30% of the workforce is female. In rural India in the agriculture 
and allied industrial sectors, women account for as much as 89.5% of the labour force. In overall farm production, women’s 
average contribution is estimated at 55% to 66% of the total labour. According to 2015 World Bank report, women accounted 
for 94% of total employment in dairy production in India.

Gender pay gap

In 2017, a study by Monster Salary Index (MSI) showed the overall gender pay gap in India was 20 percent. It found that 
the gap was narrower in the early years of experience.

While men with 0–2 years of experience earned 7.8 percent higher median wages than women, in the experience group of 
6–10 years of experience, the pay gap was 15.3 percent. The pay gap becomes wider at senior level positions as the men with 
11 and more years of tenure earned 25 percent higher median wages than women.

Based on the educational background, men with a bachelor’s degree earned on average 16 percent higher median wages 
than women in years 2017, 2018 and 2019, while master’s degree holders experience even higher pay gap. Men with a four- 
or five-year degree or the equivalent of a master’s degree have on average earned 33.7 percent higher median wages than 
women.

Women-owned businesses

One of the most famous female business success stories, from the rural sector, is the Shri Mahila Griha Udyog Lijjat 
Papad. Started in 1959 by seven women in Mumbai with a seed capital of only Rs.80, it had an annual turnover of more than 
Rs. 800 crore (over $109 million) in 2018.

Today India has 13.5–15.7 million women-owned enterprises, representing 20% of all enterprises. While large in absolute 
numbers, these are overwhelmingly comprised of single person enterprises, which provide direct employment for an estimated 
22 to 27 million people.

Issues faced by the women

In spite of the above achievements and participation of women, women still do face various challenges in this 21st 
century. Following are some of the challenges faced in India.

Acid throwing

A Thomas Reuters Foundation survey says that India is the fourth most dangerous place in the world for women to live 
in. The survey itself has been criticized for bias. Women belonging to any class, caste, creed or religion can be victims of this 
cruel form of violence and disfigurement, a premeditated crime intended to kill or maim permanently and act as a lesson to 
put a woman in her place. In India, acid attacks on women who dared to refuse a man's proposal of marriage or asked for a 
divorce are a form of revenge. Acid is cheap, easily available, and the quickest way to destroy a woman's life. The number of 
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acid attacks has been rising.

In India acid attacks are at an all-time high and increasing every year with 250-300 reported incidents every year while 
the "actual number could exceed 1,000, according

to Acid Survivors' Trust International".

Child marriage

Child marriage has been traditionally prevalent in India but is not so continued in Modern India to this day. Historically, 
child brides would live with their parents until they reached puberty. In the past, child widows were condemned to a life of 
great agony, shaved heads, living in isolation, and being shunned by society. Although child marriage was outlawed in 1860, 
it is still a common practice. The Child Marriage Restraint Act, 1929 is the relevant legislation in the country.

27% of girls in India are married before their 18th birthday and 7% are married before the age of 15. According to 
UNCIEF, India has the highest absolute number of child brides in the world – 15,509,000.The report also showed that 40% of 
the world's child marriages occur in India.

Domestic violence

Domestic violence in India is endemic. Around 70% of women in India are victims of domestic violence, according to 
Renuka Chowdhury, former Union minister for Women and Child Development .Domestic violence was legally addressed in 
the 1980s when the 1983 Criminal Law Act introduced section 498A "Husband or relative of husband of a woman subjecting 
her to cruelty".

In India, domestic violence toward women is considered as any type of abuse that can be considered a threat; it can also 
be physical, psychological, or sexual abuse to any current or former partner. Domestic violence is not handled as a crime or 
complaint, it is seen more as a private or family matter. In determining the category of a complaint, it is based on caste, class, 
religious bias and race which also determines whether action is to be taken or not. In 2019, Men reported being perpetrators 
of domestic violence with 22% reporting some form of physical domestic abuse, 17% sexual, 59% psychological, and 59.5% 
any form of domestic abuse. Men reported experiencing higher prevalence of all forms of violence, but reported experiencing 
lowest rates of sexual violence.

Dowry

In 1961, the Government of India passed the Dowry Prohibition Act, making dowry demands in wedding arrangements 
illegal. However, many cases of dowry-related domestic violence, suicides and murders have been reported. In the 1980s, 
numerous such cases were reported.

In 1985, the Dowry Prohibition (maintenance of lists of presents to the bride and bridegroom) Rules were framed. 
However, such rules are rarely enforced.

A 1997 report claimed that each year at least 5,000 women in India die dowry-related deaths, and at least a dozen die each 
day in 'kitchen fires' thought to be intentional. The term for this is "bride burning" and is criticised within India itself.

India reports the highest total number of dowry deaths with 8,391 such deaths reported in 2010, meaning there are 1.4 
deaths per 100,000 women. Female dowry deaths account for 40 to 50 percent of all female homicides recorded annually in 
India, representing a stable trezd over the period 1999 to 2016.

Female infanticide and sex-selective abortion
In India, the male-female sex ratio is skewed dramatically in favour of men, the chief reason being the high number of women 
who die before reaching adulthood. Tribal societies in India have a less skewed sex ratio than other caste groups. This is in 
spite of the fact that tribal communities have far lower income levels, lower literacy rates, and less adequate health facilities. 
Many experts suggest the higher number of men in India can be attributed to female infanticides and sex-selective abortions. 
The sex ratio is particularly bad in the north-western area of the country, particularly in Haryana and Jammu and Kashmir.

Ultrasound scanning constitutes a major leap forward in providing for the care of mother and baby, and with scanners 
becoming portable, these advantages have spread to rural populations. However, ultrasound scans often reveal the sex of the 
baby, allowing pregnant women to decide to abort female foetuses and try again later for a male child. This practice is usually 
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considered the main reason for the change in the ratio of male to female children being born.

In 1994 the Indian government passed a law forbidding women or their families from asking about the sex of the baby 
after an ultrasound scan (or any other test which would yield that information) and also expressly forbade doctors or any other 
persons from providing that information. In practice this law (like the law forbidding dowries) is widely ignored, and levels 
of abortion on female foetuses remain high and the sex ratio at birth keeps getting more skewed.

Female infanticide (killing of infant girls) is still prevalent in some rural areas. Sometimes this is infanticide by neglect, 
for example families may not spend money on critical medicines or withhold care from a sick girl.

Continuing abuse of the dowry tradition has been one of the main reasons for sex-selective abortions and female 
infanticides in India.

Honor killings

Honor killings have been reported in northern regions of India, mainly in the Indian states of Punjab, Rajasthan, Haryana 
and Uttar Pradesh, as a result of the girl marrying without the family's acceptance, and sometimes for marrying outside her 
caste or religion. Haryana is notorious for incidents of honor killings, which have been described as "chillingly common

in villages of Haryana". In contrast, honor killings are rare to non-existent in South India and the western Indian states of 
Maharashtra and Gujarat. In some other parts of India,

notably West Bengal, honor killings completely ceased about a century ago, largely due to the activism and influence of 
reformists such

as Vivekananda, Ramakrishna, Vidyasagar and Raja Ram Mohan Roy. In 2010, the Supreme Court of India issued notice 
in regard to honor killings to the states

of Punjab, Haryana, Bihar, Uttar Pradesh, Rajasthan, Jharkhand, Himachal

Pradesh and Madhya Pradesh. Honor killings of younger women were in 81% of cases
perpetrated by their family of origin and 53% of the younger victims were tortured before they died.

Rape
Rape in India has been described by Radha Kumar as one of India's most common crimes against women and by the UN’s 
human-rights chief as a "national problem". Since the 1980s, women's rights groups lobbied for marital rape to be declared 
unlawful, but

the Criminal Law (Amendment) Act, 2013 still maintains the marital exemption by stating in its exception clause under 
Section 375, that: "Sexual intercourse or sexual acts by a man with his own wife, the wife not being under fifteen years of 
age, is not rape". While per-capita reported incidents are quite low compared to other countries, even developed countries, a 
new case is reported every 20 minutes. In fact, as per the NCRB data released by the government of India in 2018, a rape is 
reported in India in every 15 minutes

New Delhi has one of the highest rate of rape-reports among Indian cities. Sources show that rape cases in India have 
doubled between 1990 and 2008. Overall, crime against women rose 7.3% in 2019 to 4.05 lakh separate criminal cases being 
registered. According to the 2019 annual report of the National Crime Records Bureau (NCRB), 32033 rape cases were 
registered across the country, or an average of 88 cases daily, slightly lower than 2018 when 91 cases were registered daily. 
Of these, 30,165 rapes were committed by perpetrators known to the victim (94.2 % of cases), a high number similar to 2018. 
The share of victims who were minors or below 18 - the legal age of consent - stood at 15.4%, down from 27.8% in 2018.

Sexual harassment

Eve teasing is a euphemism used for sexual harassment or molestation of women by men. Many activists blame the rising 
incidence of sexual harassment against women on the influence of "Western culture". In 1987, The Indecent Representation of 
Women (Prohibition) Act was passed to prohibit indecent representation of women through advertisements or in publications, 
writings, and paintings or in any other manner.

Of the total number of crimes against women reported in 1990, half related to molestation and harassment in the workplace. 
In 1997, in a landmark judgement, the Supreme Court of India took a strong stand against sexual harassment of women 
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in the workplace. The Court also laid down detailed guidelines for prevention and redressal of grievances. The National 
Commission for Women subsequently elaborated these guidelines into a Code of Conduct for employers. In 2013 India's top 
court investigated on a law graduate's allegation that she was sexually harassed by a recently retired Supreme Court judge. 
The Sexual Harassment of Women at Workplace (Prevention, Prohibition and Redressal) Act came into force in December 
2013, to prevent Harassment of women at workplace.

A study by Action Aid UK found that 80% of women in India had experienced sexual harassment ranging from unwanted 
comments, being groped or assaulted. Many incidents go unreported as the victims fear being shunned by their families.

Trafficking
The Immoral Traffic (Prevention) Act was passed in 1956.However many cases

of trafficking of young girls and women have been reported. According to estimates, human trafficking in India may 
affect between 20 and 65 million people. Women and girls are trafficked within the country for the purposes of commercial 
sexual exploitation and forced marriage, especially in those areas where the sex ratio is highly skewed in favour of men.

Women safety Laws in India:
 ● Guardians & Wards Act, 1890

 ● Indian Penal Code, 1860

 ● Christian Marriage Act, 1872

 ● Indian Evidence Act, 1872

 ● Married Women’s Property Act, 1874

 ● Workmen’s compensation Act, 1923

 ● Indian Successions Act, 1925

 ● Immoral Traffic (prevention) Act, 1956

 ● Dowry Prohibition Act, 1961 10.Commission of Sati(Prevention) Act, 1987 11.Cinematograph Act, 1952

 ● Births, Deaths & Marriages Registration Act, 1886 13.Minimum Wages Act, 1948

 ● Prevention of Children from Sexual Offences Act, 2012 15.Child Marriage Restraint Act, 1929

 ●  Muslim Personal Law (Shariat) Application,1937 17.Indecent Representation of Women(Prevention) Act,1986 
18.Special Marriage Act, 1954

 ●  Hindu Marriage Act, 1955 20.Hindu Successions Act, 1956 21.Foreign Marriage Act, 1969 22.Family Courts Act, 
1984 23.Maternity Benefit Act, 1961

 ●  Hindu Adoption & Maintenance ACT, 1956 25.Code of Criminal Procedure, 1973 26.Medical Termination of 
Pregnancy Act, 1971 27.National Commission for Women Act, 1990

 ● The Pre-conception and Pre-natal Diagnostic Techniques (Prohibition of Sex Selection) Act, 1994

 ● Protection of Women from Domestic Violence Act, 2005

 ● Sexual Harassment of Women at Work Place (Prevention, Prohibition & Redressal) Act, 2013

 ● Indian Divorce Act, 1969 32.Equal Remuneration Act, 1976

 ● Hindu Widows Remarriage Act, 1856

 ● Muslim women (protection of rights on divorce) Act, 1986

CONCLUSION:

Indian women’s status have been transformed over a period time where women have been given the opportunity to enter all 
the sectors such as political, education, business, cinema etc and witnessed a great extent of success and fulfilment. In spite of 
the transformation and establishment of various laws in the parliament, women still face the same challenges that they faced 
centuries ago with a different make over to it. In fact the extent of brutality and its
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consequences have been worse comparatively. It is a shame to face all these issues in this current modern society with 
high rates of education and development. We should not blame the government because women safety and development is not 
only the responsibility of government, it is the responsibility of each and every Indian citizen especially the men who need 
to change their mind set for women. At the same time women are also expected to learn their rights and legal laws in order to 
stand for themselves and voice out at least now in this 21st century.
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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 
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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 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 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 
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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 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
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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.
 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
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Testing requirements and legislative changes -.695 Performance Factors

( uncontrollable)
Performance standards expected by clients .665
Target product costs .556
Customer demand .112 .642

Market factorsMarket 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 FactorsRequirements 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 
Factors

Competitors 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
P e r s o n a l 
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**

 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
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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. 

Table 8 Rotated Component Matrix(a) along with factor loadings and the factors emerged

Component
1 2 3 4

Quality strategy .722
Quality strategyTechnology strategy -.655

Product cost strategy .654
Standard and unique strategy .094 .797

Service strategyAfter 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 

strategy
Innovative 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.
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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
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
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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 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

External 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
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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

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
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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
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
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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.

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
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4 1.070 10.695 50.766 1.070 10.695 50.766 1.124 11.236 50.229
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 Factor4- 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

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 
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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
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”.  
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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 Factor3- Encouraging Professional training associations .531

6- NPD progammes audit and up gradation .425
2- Standardization and benchmarking of NPD processes .004 .691

Bench marking Factors10- 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

 Factor
13- 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 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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INTRODUCTION:

In fuzzy world, many real world problems are solved by using either α  - cut method or L-R method. At first, the study of 
fuzzy has been introduced by LoftiZadeh [8] through the extension principle. Later Dubois and Prade [9] introduced the 
concept of  L - R fuzzy number. After that many researchers carried their workunder fuzzy. Most of them approach α  - cut 
and interval arithmetic to do their calculations. Some of them approach L-R fuzzy arithmetic concept. But here we are used a 
different approach to solve fuzzy problems and trying to get the optimal solution.

PRELIMINARIES:

Definition 

 -Afuzzy set A  Iis defined on the set of real numbers R* is called a fuzzy number if its membership* function 
: 0,1R

A
µ   →  hasIthe following conditions:

A  is convex, which means that there exists ,1 2x x R∈  and 0,1λ   ∈ , such that

( )( ) ( ) ( )1 min ,1 2 1 2x x x x
A A A

µ λ λ µ µ 
 
 

+ − ≥  

A  is normal, which means that there exists an x R∈  such that ( ) 1x
A

µ = 

A  is piecewise continuous.

Definition 

 -A fuzzy number A  is defined on the set of real numbers R is said to be a triangular fuzzy number if its membership 
function : 0,1R

A
µ   →  which satisfyIthe following conditions

APPLICATION OF FUZZY MEASURES IN REAL WORLD 
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In this paper the different solutions approach under fuzzy environment was discussed. With  the help of a numerical description, 
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x a
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a x
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IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII0 otherwiseI 

Definition 

 Let the two triangular fuzzy numbers be ( ), ,1 2 3M a a a≈  and ( ), ,1 2 3N b b b≈

 
and then the arithmetic operations on triangular 

fuzzy numbers be given as follows:

(A)Addition                 

( ) ( )
( ) ( )

{ } { }( )

, , , ,1 2 3 1 2 3
, , , ,1 1 1 2 2 2

,max , ,max ,1 2 1 2 1 2

M N a a a b b b

M N m m

M N m m

α β α β

α α β β

+ ≈ +

+ ≈ +

+ ≈ +

 

 

 

*

IIIIIIIIIIIIIIIIIIIIII            
IIIIIII*

IIIIIIIIIIIIIIIIIIIIIII
(B)Subtraction             *

( ) ( )
( ) ( )

{ } { }( )

, , , ,1 2 3 1 2 3
, , , ,1 1 1 2 2 2

,max , ,max ,1 2 1 2 1 2

M N a a a b b b

M N m m

M N m m

α β α β

α α β β

− ≈ −

− ≈ −

− ≈ −

 

 

 

(C) Multiplication    ( ) ( )
{ } { }
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α β α β

α α β β
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THE ESTIMATED COST OF THE PROJECT:

Theorem :

 If the expenditure of a project  have been divided into five parts as A,B,C,D  
and E . The net cost amount is defined 

in the interval 
,λ µ  
 

is approximately extend to interval ,c cλ µ  
   including contingencies where  cλ λ<  and  cµ µ>  . The 

estimated cost of the project is calculated using the formula,

( ) { } { }52 4 1 ,max , , , , ,max , , , ,5 51 2 3 4 1 2 3 4
3

m m m m
Pc m

α α α α α β β β β β
 + + −
 =
 
 



Proof:

 In fuzzy literature, the paraameters like the expenditure, net cost factor are taken as non-negative values. Let 
, , , ,A B C D E     are the expenditure of the project. Then the net cost amount is defined from the interval  ,λ µ  

  to ,c cλ µ  
  .

 The estimated cost of the project is denoted by cP  and is given by

( )
c

B D E A
P

C

+ + −
=

  




The net cost amount is taken by five triangular numbers as , , , ,A B C D E     has the form of

( ) ( )
( ) ( )
( ) ( )
( ) ( )
( ) ( )

, , , ,1 2 3 1 1 1

, , , ,1 2 3 2 2 2

, , , ,1 2 3 3 3 3

, , , ,1 2 3 4 4 4

, , , ,5 5 51 2 3

A a a a m

B b b b m

C c c c m

D d d d m

E e e e m

α β

α β

α β

α β

α β

= =

= =

= =

= =

= =











Where  , , , , 51 2 3 4m m m m m  are the middle numbers,

 , , , , 51 2 3 4α α α α α are the left spread and

 , , , , 51 2 3 4β β β β β are the right spread respectively.

Then the value of  cP  can be computed using the following formula,

( )
c

B D E A
P

C

+ + −
=
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Numerical description: 

( ) ( ) ( ){ } ( )
( )

( ) { } { }{ } ( )
( )

( ) { } { }{ }
( )

( ) { }

2 2 2 4 4 4 5 5 5 1 1 1

3 3 3

2 4 5 2 4 5 2 4 5 1 1 1

3 3 3

2 4 5 1 1 2 4 5 1 2 4 5

3 3 3

2 4 5 1
1 2 3 4 5 1 2 3

3

, , , , , , , ,
, ,

,max , , ,max , , , ,
, ,

,max , , , ,max , , ,
, ,

,max , , , , ,max , ,

c

c

c

c

m m m m
P

m

m m m m
P

m

m m m m
P

m

m m m m
P

m

α β α β α β α β
α β

α α α β β β α β
α β

α α α α β β β β
α β

α α α α α β β β

+ + −
=

+ + −
=

+ + −
=

+ + −
=







 { }4 5, ,β β
 
 
 

EXAMPLE:

The following numerical description is taken from the paper “APPLICATION OF L-R FUZZY ARITHMETIC TO REAL 
WORLD PROBLEMS”[7] by Jean Pierre Mukeba.

 This project aims to electrifying a post office and its expenses have been divided into five parts , , , ,A B C D E    . The net 
cost of each part amounts is taken as the interval ,λ µ  

   with their contingencies the net cost extend to the interval ,c cλ µ  
   

and assume that the net cost amounts are expressed in US dollars where  cλ λ<   and cµ µ>  .

 The estimated amount of prime contractor of the project is defined as cP  and is given by,

( )
c

B D E A
P

C

+ + −
=

  




How much it costs the contractor of the given project work?

The approximate net cost interval for each part is given as follows:
Parts

,λ µ  
  ,c cλ µ  

 

A [ ]40,50 [ ]38,52

B [ ]60,100 [ ]55,105

C [ ]2.5,3 [ ]2,3.5

D [ ]350,450 [ ]340,460

E [ ]150,180 [ ]145,185
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Solution:

Let the triangular fuzzy numbers be

i) The estimated cost of the prime contractor of the project is given by,

( )
c

B D E A
P

C

+ + −
=

  




ii) Determine the triangular fuzzy numbers , , , ,A B C D E     as of the form ( ), ,m α β , then

( )
( )
( )
( )
( )

45,7,7

80,25,25

2.75,0.75,0.75

400,60,60

165,20,20

A

B

C

D

E

=

=

=

=

=










iii) The estimated cost 

( )
c

B D E A
P

C

+ + −
=

  




 Hence,  

( ) ( ) ( ){ } ( )
( )

( ) ( )
( )
( )

( )
( )
( )

80,25,25 400,60,60 165,20,20 45,7,7
2.75,0.75,0.75

645,60,60 45,7,7
2.75,0.75,0.75

600,60,60
2.75,0.75,0.75

218,60,60

158,218,278

c

c

c

c

c

P

P

P

P

P

+ + −
=

−
=

=

=

=











 

Therefore the mean value of  cP  is 218 US Dollars. With the contingencies, it amounts between 158 US Dollars and 278 
US Dollars.

CONCLUSION

In this paper, we proposed a novel approach to solve problem in fuzzy environment which gives the expected cost amounts 
to the project in a successfulway. Fuzzy findings give a lot more details under this interpretations than the crisp ones. 
Illustrations examined by mukeba gives the expected cost amounts by L – R fuzzy arithmetic as 170,276,31,80

LR
P ≈  

which is approximately equal to the trapezoidal fuzzy number ( )139,170,276,356P ≈ . But here we have solved this problem 
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by taking triangular fuzzy number and got result as ( )158,218,278≈  by our new method. Hence we found that the result 
obtained by our method is optimized than the existing one. And also we conclude that our method is more supple than the 
previous one.
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INTRODUCTION

Digitization of Indian economy is the main aim of the Indian government. Faceless, cashless, paperless and contactless society 
is the plan of our government. To achieve this, the government has planned to provide ICT based education to the students 
studying in the rural area. Since  2014, the government has announced major initiatives namely, Make in India, Start-up India, 
Digital India, Skill India and Innovation Fund to transform India into a knowledge based digitally empowered society.  In the 
Union Budget of 2018-19, the government has allocated Rs 8,000 crore to BharatNet Project, to provide broadband services 
to 1,50,000 gram Panchayats.  Phygital banking is a hybrid term physical (brick and mortar) plus digital (digital  applications). 
According to Forbes, phygital banking is defined as, “According to Forbes, Phygital banking  a disruptive model, which 
mixes all types of banking such as convenience banking, internet banking, mobile banking, personalised banking, experience 
banking and so on. It has the potential to integrate confidence with experiences that have eventually become an important 
parameter for customers”. 

To contain the spread of corona virus most of the institutions support remote working. Phygital Banking is the need of the 
hour, because the banking sector being the essential sector has been exempted from the lock down. The ministry of finance, 
has insisted the banks to function with adequate staff in all working days. So, the bankers requested their customers to use the 
digital channels for banking transactions.

DIGITAL USERS IN INDIA

As per the research report, the number of internet users has been increased by 128 million (23 per cent increase) and social 
media users increased by 130 million (48 per cent increase) between 2019 and 2020. In January 2020, the number of internet 
users was 687.6 million and social media users was 400 million. The Internet penetration in India is recorded at 50% in 
January 2020, whereas insurance penetration in India is only 3.8 per cent during 2019 – 2020. There were 1.06 billion mobile 
connections in January 2020, which refers to 78 per cent of the population, have mobile connections.

PHYGITAL BANKING: IDEAL BANKING  IN THE COVID 
BATTLE

B.Sudha
Associate Professor, Department of Banking Management 

Alagappa University, Karaikudi. 
sudhab@alagappauniversity.ac.in

Today we are in the isolation economy, the covid – 19 started in china has become the worldwide event and leads to economic 
hardship of many sectors including banking. The RBI governor Mr.Shakthikandhadas has insisted us to use the digital channels 
for bank transaction instead of dealing with cash.  The RBI governor in his circular to banks has announced to remove the 
service charges for digital transactions. Before covid – 19 crisis digital banking is optional, but today it is necessary. This 
article highlights the various digital banking options for safe and secure transaction, benefits of phygital banking, Covid – 19 
impact on physical banking,  and phygital banking innovation. The study showed that the volume of digital payments during 
the covid period has increased when compared to the pre covid period and declined during lock down period.
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TABLE : 1 Digital banking transactions during covid period - 2020

UPI transactions No. of banks (Digital channels) Volume (Million) Value (cr)
Jan (pre covid) 144 1305.02 216242.97
Feb (pre covid) 146 1325.69 (1.58) 222516.95
March 148 1246.84 (-5.95) 206462.31
April 153 999.57 (-19.83) 151140.66
May 155 1234.50 (23.50) 218391.60
June 155 1336.93 (8.29) 261835.00

Source: NPCI (The figure in bracket shows percentage growth) 

Table 1 reveals the UPI transactions during the pre covid and covid period. The volume of transactions has declined during 
the lockdown period, since shopping malls, restaurant, hotels, theatres, educational institutions and other establishments have shut 
down during that period.  The customers widely used digital channels for utility bill payments, mobile recharge, online grocery, 
electronics, e-commerce, taxes, fines and maintenance.  The number of banks providing digital channels has increased from January 
to June. This showed that the customers and banks preferred to use digital channels to contain the spread of coronavirus.

BENEFITS OF PHYGITAL BANKING

A. Reduce Costs and delivers value to customers
The cost per transaction is less or no cost for certain transactions in digital banking than physical banking. For example 

the cost of a transaction on branch banking is estimated to be in a range of Rs.70 to Rs.75, while it is around Rs.15 to Rs.16 on 
ATM, Rs.2 or less on Online Banking and Rs.1 or less on Mobile Banking.  The number of customer base has also increased 
because of the convenience in ‘Any time and Anywhere banking’, digitization has also reduced human error. It provides 3 S’s 
(safe, secure and speed). It processes the documents quickly and it guarantees for safe and secure banking operations. 
B. Provides Omnichannel banking experience

Customers have various options for the instant and convenient access to physical or digital banking. They can use any digital 
channels whichever is convenient for them at the same time they can also visit branches for discussing their queries in person.
C. Anticipate Needs and delivers tailored product

Phygital banking adopts modern technologies such as data analytics, Artificial Intelligence, Machine Learning. The data 
generated by these technologies enable the banks in anticipating the customer needs and wants and deliver tailored products 
and services in future.
D. Capture Wider Market Share 

The digital awareness in rural area is very less because the people in rural area believe that the traditional banking is safe 
and secure. Hence, phygital banking covers both physical banking customers and digital banking customers. 
E. Strengthen Banking-Customer Relationship

Since, Phygital banking offers products and services which integrates confidence, convenience and cost advantage. It 
strengthens the banker – customer relationship. 

IMPACT OF COVID – 19 ON PHYSICAL BANKING

During the lockdown period the banks are taking utmost safety measures to protect their customers and bank staffs. Banks 
have changed its working hours of their branches and reduced staff to ensure social distancing. Banks push their customers to 
use digital channels instead of visiting the bank branch. 

 ● The bank across the country has changed its working hours and will function from 10 am to 2 pm. 
 ● The bank has temporarily suspended passbook updates and foreign currency purchase services.
 ● The ministry of finance directs the bank Branches to function with reduced staff. 
 ● The Bank has asked its customer to stay safe at home and use digital banking for all essential banking transactions.
 ●  Axis Bank, Bank of Baroda and other banks have announced waiving of charges for digital payments and ATM transactions. 
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DIGITAL PAYMENT METHODS

A. Banking cards: 

Banking Cards are also called as plastic money, the reputed and popular banking cards are Rupay, Visa, MasterCard and among 
others. It is the most extensively used digital payment channels. It has various features and benefits such as, speed, security of payments, 
convenience, etc. These cards are used for the online purchases, in digital payment apps, PoS machines, online transactions, etc.

B. Bank pre-paid cards:  

Bank pre-paid card is a stored value card the customer can load money to make purchases. The specific feature of this 
card is that, it is not linked to the bank account of the customer. It is the alternative to carrying cash. 

C. Internet Banking: 

Internet banking is the ease and convenience way of doing banking transaction online. The customer can avail various services such 
as fund transfer through NEFT, RTGS and IMPS, opening a new fixed or recurring deposit, closing an account, etc. Internet banking 
is also referred to as e-banking or web banking. The customer of a bank can get this facility and not necessary to download any app. 

D. Mobile Banking: 

Mobile banking is the services provided by the bank for doing financial transactions through a mobile device. Mobile 
banking is cost effective among other channels. Banks have their own payment apps and customers can download the app to 
carry out banking transactions. Private payment apps like google pay, Mpesa, paytm etc., are also available.

E. Unstructured Supplementary Service Data (USSD): 

USSD is the most important financial inclusion initiative. This payment system does not require android mobile phone, 
UPI based app and mobile data facility. To avail this facility the account holder has to link his mobile number with his bank 
account. By dialing *99# an interactive menu displayed on the mobile screen. The customer can use this for fund transfers, to 
view bank statement and balance queries. It is a user friendly payment system and available in the local language.

F. Aadhaar Enabled Payment System (AEPS): 

This payment system does not require bank cards and any UPI based app. To avail this service one can register his aadhar 
with the bank where the customer hold an account. But the transactions are carried out only through a banking correspondent 
based on Aadhaar verification. This system can be used for all banking transactions such as balance enquiry, cash withdrawal, 
cash deposit, payment transactions, Aadhaar to Aadhaar fund transfers, etc. 

G. UPI: 

UPI is a type of instant mobile payments. The significance of this UPI is that it allows a user to link more than one 
bank account on a UPI app on their mobile device and it does not require bank account detail and IFSC code. There are no 
transaction charges for using UPI. The Virtual Payment address is essential for making payment through this app. The services 
offered through this app are fund transfers, balance enquiry etc., To avail this service one should have a valid bank account 
and a registered mobile number, which is linked to the same bank account. 

H. Mobile Wallets: 

A mobile wallet is a virtual wallet service that stores, bank card details and can be used by downloading an app to allow secure 
payment. One can also add money to a mobile wallet and use the same to make payments and purchase goods and services. There 
is no need to customers to carry credit or debit cards or remember the CVV or 4-digit pin. Some of the private mobile wallet apps 
in the market are Paytm, Mobikwik, Freecharge, etc. The various services offered by mobile wallets include sending and receiving 
money, making payments to merchants, online purchases, etc. The service providers charge transaction fee for the services offered.

I. PoS (Point of Sale) terminals: 

PoS is a hand held device that reads the bank cards installed in all stores and payment made by the customers for the 
purchases using credit or debit cards. This type of PoS terminals is called as physical PoS. This facility is also available on 
mobile platforms called as Mobile PoS work through a tablet or smartphone and available on internet browsers called as 
Virtual PoS systems work through a web-based application to process payments. This is highly useful for small business 
establishments as they do not have to invest in high cost electronic registers. 
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J. BHIM app: 

Expanded as Bharat Interface for Money app, it is an initiative for cashless payment to facilitate safe, secure and fast 
payment. There are also many banks that have collaborated with the NPCI and BHIM to allow customers to use this interface. 
To avail this facility the customer should link their bank account with the BHIM interface. This app allows linking multiple 
bank accounts. The BHIM app can be downloaded by anyone who has a bank account, mobile number and bank card. 
Payment can be made to different bank accounts, virtual addresses or to an Aadhaar number. 

PHYGITAL INNOVATION

A. Smart Vault 

ICICI Bank is the pioneer in all tech-banking. It launched the fully automated locker, ‘smart vault’ available to customer 
access 24x7. Unlike traditional locker it can be accessed without any intervention by the branch staff and provides utmost 
privacy. This smart vault operates with a robotic technology and enables the customers to conveniently access their lockers at 
any time of their preference with totally safe and secure environment. It is designed with multi-layered security protections, 
including biometric authentication, debit card and PIN authentication, unique dimple keys that are difficult to replicate, 
unbreakable lock system and the option of using additional personal lock as well. The additional security feature of this vault 
are several alert mechanisms, such as a biometric alert facility, a direct call line to a central team available round-the-clock, 
automatic alarms for sessions beyond a specified time, 24x7 armed guard, video patrolling by the Bank post banking hours 
and SMS alerts to customers on usage of locker, thereby making the ‘Smart Vault’ safe and secure.  
B. Payment Banks

Payment bank is the latest initiative in the payment and settlement system. It is also scheduled bank the key difference between 
commercial banks and payment bank is that it can accept deposits only upto a maximum of Rs.1 lakh only per individual customer 
but there is no limit for the commercial banks. Payment bank can accept demand deposits and saving bank deposits from individuals, 
small firms and other entities and cannot accept deposits from Non - Resident Indians.  Like commercial banks it also pays interest 
for deposits. Payment bank issue debit cards, it also offers mobile banking, internet banking  and other payment services. A payment 
bank within the guidelines of RBI can involve in financial services such as mutual funds, insurance products, pension products, forex 
services. The Payment banks cannot deal with any kind of the lending business and cannot issue credit cards. 

CONCLUSION

In the digital era and isolation economy ‘going digital’ could be a winning formula for success. Since digital technologies 
bring in massive productivity gains and competitive advantage, banks are aiming to ride the digital bandwagon. Banking is 
the most impacted sectors for digital disruption. Phygital banking is helpful to contain the spread of coronavirus and transform 
the economy into cashless economy.
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Training and Development represents a complete whole that triggers the mind, emotions and employees’ best work performance. 
It is not only business managers and owners who must do this shift in thinking, but Human Resources Directors and Training 
Managers, By their actions, they should offer a personal example, coaching and guiding all the people in an organization 
to think “beyond training” and invest efforts in people: Professional development and Personal development. The present 
study is focused on determining the impact of training and development practices on the performance of the employees in 
the hotel industry. The primary aim of the study is to identify the impact of the training and development practices on the 
overall development of the employees in the hotel industry. The study covers all types of hotels in the Chennai city. For the 
purpose of survey, employees will be selected on the basis of training attended and self assessment of the performance could 
have been carried out. For the purpose of open study like this, we choose a hybrid methodology by combining descriptive and 
exploratory research methods. The study results shows that, the relationship between the training and development and the 
employees performance, it is found that, there is a highly significant difference between the mean ranks of impact of Training 
on the performance of employees among the hotels.

Keywords: Professional development- beyond thinking- coaching and guiding-work performance

INTRODUCTION

Training and Development represents a complete whole that triggers the mind, emotions and employees’ best work performance. 
It is not only business managers and owners who must do this shift in thinking, but Human Resources Directors and Training 
Managers, By their actions, they should offer a personal example, coaching and guiding all the people in an organization to 
think “beyond training” and invest efforts in people: Professional development and Personal development.  Contrary to what 
some manager’s think, people do not quit a place of work as soon as they have grown personally and professionally through 
training and development programs - at least they do not do so for a long while. They become loyal to their employer and 
help him/her grows business-wise, which offers them more opportunities. Employees can chart their own course for career 
advancement within the broader framework of organizational growth. However, it is necessary to assess the impact of training 
and development programmes on the basis of employee performance. The present paper is focused on to find out the impact 
of training and development on employee performance with reference to downtown hotels in Chennai city.

STATEMENT OF THE PROBLEM

The present study is focused on determining the impact of training and development practices on the performance of the 
employees in the hotel industry. The primary aim of the study is to identify the impact of the training and development 
practices on the overall development of the employees in the hotel industry. It can be tested in two ways. The impact of the 
training on the day to day performance of the employee in terms of reaching and completion of the targets given and in the 
long run the performance in the form of improved skills and innovation and creativity to grow in the career. In the process 
we also study the various methods of training and development adopted in the industry, steps in training and development 
process, identification of training needs, design and development of training programmes, methods of training, methods of 
evaluation of performance of training programmes, evaluation of impact of training on the employee performance etc.
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Abstract: 
Training and Development represents a complete whole that triggers the mind, emotions and 
employees' best work performance. It is not only business managers and owners who must do this shift 
in thinking, but Human Resources Directors and Training Managers, By their actions, they should offer 
a personal example, coaching and guiding all the people in an organization to think "beyond training" 
and invest efforts in people: Professional development and Personal development. The present study is 
focused on determining the impact of training and development practices on the performance of the 
employees in the hotel industry. The primary aim of the study is to identify the impact of the training and 
development practices on the overall development of the employees in the hotel industry. The study 
covers all types of hotels in the Chennai city. For the purpose of survey, employees will be selected on 
the basis of training attended and self assessment of the performance could have been carried out. For 
the purpose of open study like this, we choose a hybrid methodology by combining descriptive and 
exploratory research methods. The study results shows that, the relationship between the training and 
development and the employees performance, it is found that, there is a highly significant difference 
between the mean ranks of impact of Training on the performance of employees among the hotels. 
 
Keywords: Professional development- beyond thinking- coaching and guiding-work performance 
 
1.1 Introduction 

Training and Development represents a complete whole that triggers the mind, emotions and 
employees' best work performance. It is not only business managers and owners who must do this shift 
in thinking, but Human Resources Directors and Training Managers, By their actions, they should offer 
a personal example, coaching and guiding all the people in an organization to think "beyond training" 
and invest efforts in people: Professional development and Personal development.  Contrary to what 
some manager’s think, people do not quit a place of work as soon as they have grown personally and 
professionally through training and development programs - at least they do not do so for a long while. 
They become loyal to their employer and help him/her grows business-wise, which offers them more 
opportunities. Employees can chart their own course for career advancement within the broader 
framework of organizational growth. However, it is necessary to assess the impact of training and 
development programmes on the basis of employee performance. The present paper is focused on to 
find out the impact of training and development on employee performance with reference to downtown 
hotels in Chennai city. 
 
1.2 Statement of the Problem 

The present study is focused on determining the impact of training and development practices 
on the performance of the employees in the hotel industry. The primary aim of the study is to identify 
the impact of the training and development practices on the overall development of the employees in 
the hotel industry. It can be tested in two ways. The impact of the training on the day to day 
performance of the employee in terms of reaching and completion of the targets given and in the long 
run the performance in the form of improved skills and innovation and creativity to grow in the career. In 
the process we also study the various methods of training and development adopted in the industry, 
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NEED AND IMPORTANCE OF THE STUDY

Training is very vital to identify the potential skills of an employee and to bring out for the development of his /her career 
and for the development of the organization at large. In addition, training also teaches various techniques and skills required 
to perform the jobs effectively and efficiently. The ultimate objective of training programmes is to ensure the optimum 
utilization of potential and resources and to maximize the customer satisfaction. This is possible only through effective design 
and development of training and delivery to the employees in the industry. A lack of training and development practices is 
an increasingly significant obstacle for small hotels, specifically in under developed countries and developing countries. 
As the local workforce shrinks, competition for talent increases, and small hotels are usually not able to compete with the 
larger hotels. Training and development of employees can be an intensive and costly process, and is a process that employers 
without proper training often cannot engage equally in. 

At the same time, there is a wealth of skilled talent to be found among new and recently emerged hotels. This valuable 
pool of skilled labour is often untapped by hotel industry as many small hotels are unaware of the increasing business 
imperative for hiring skilled immigrants. Considering the looming demographic and economic challenges across the country, 
this talent pool is not only an important resource for hotels in India, it is becoming increasingly vital. Therefore, in order for 
small hotels to grow in a region that already has a reduced workforce, it is essential for hotels to turn to non-traditional sources 
of labour and take advantage of the available global talent on their doorstep. And while the benefits of hiring internationally 
trained individuals are substantial, hotel industry have noted that they need resources and support in order to recruit, hire, 
train and retain newcomers. In other words, a lack of training and development practices and support prevents many small 
hotels from discovering new and valuable sources of talent. In addition, the performance evaluation and impact of training 
assessment of the employees is also need of the hour, because of training costs. In this juncture, we found it is important to 
study the impact of training and development on the performance of the employee’s in hotel industry, a dynamic industry with 
high levels of customer expectation and market competition.

SCOPE OF THE STUDY

The study covers all types of hotels in the Chennai city. For the purpose of survey, employees will be selected on the basis of 
training attended and self assessment of the performance could have been carried out. It is due to assess the impact of training 
on the performance of the employees. Self assessment is the best assessment to identify the long run impact on him/her in 
terms of developing new skills, new techniques learned, new potentials identified. These are much more effective variables 
than the delivery of day to day operations effectively and reaching the targets.

OBJECTIVES OF THE STUDY

 ● To indentify the training need assessment techniques used in the industry.

 ● To analyze methods of training and development practices adopted in hotel industry.

 ● To find out the impact of training on the performance of employees in hotel industry.

HYPOTHESIS

Based on the objectives of the study, it is felt that the administering the null hypothesis is necessary to find out the degree of 
relationship and association held between the internal, external variables in the sample area. In this view the following null 
hypothesis were framed.

 ●  There is no significant difference between the mean ranks with regard to TD need assessment techniques in hotel 
industry among the sample.

 ●  There is no significant difference between the mean ranks with regard to TD methods in hotel industry among the 
sample.
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 ●  There is no relationship between mean ranks of the perceptions with regard to TD practices and the performance of 
the employees in hotel industry.

SOURCES OF DATA

The data required for the study is collected from both primary and secondary sources. The primary sources include a structured 
questionnaire and field visits and observation. The secondary sources include both print and electronic media. The print media 
includes both published and unpublished records from various sources. Electronic media includes the official and private 
circulated notes from the various governmental and non governmental institutions. 

DATA COLLECTION INSTRUMENT AND RELIABILITY

For the purpose of data collection, a structured questionnaire is framed by reviewing the existing literature and by consulting the 
industry experts. Existing literature gives lot of scope on both external and internal factors affecting training and development 
practices adopted in hotel industry. In addition the role of government, regulatory authorities is immense in nature.  Above 
all in the recent past financial innovation and technology and open market has brought lot of changes in hotel industry and its 
functional mechanism in the developing countries.  The overall corn bach’s alpha is recorded at 0.913, indicates 91.3 percent 
reliability for the various items loaded in the questionnaire.

Research methodology

For the purpose of open study like this, we choose a hybrid methodology by combining descriptive and exploratory 
research methods. The various factors affecting the training and development practices, performance of the employees is 
explored from the existing literature and by personal consulting with the industry experts. Later a combined questionnaire is 
prepared and circulated to another set of industry stake holders, mainly employees, players and the individuals with market 
knowledge. 

Sample method- size-unit and profile

For the purpose of study a simple random sample method is adopted. The random is drawn from the list of hotels chosen 
for the study. While meeting the respondents, convenient method is adopted, because the respondents are not easily available 
to debate and discuss on the questionnaire and to respond. In some cases the questionnaire is collected through online form the 
distance places. The respondent’s time and approach becomes key limiting factor to meet as per plan. However, it is planned 
in a meticulous way and collected 600 samples as per target. Since population size is not known, the sample size is determined 
by using the SD of the pilot study. The sample size is determined by using the scientific method. The SD of the 85 samples 
used for pilot study and by allowing 5% standard error.

DESCRIPTIVE STATISTICS

Data analysis using Percentage Analysis

Table 2.1: Distribution of sample on the basis of Gender

 Gender Frequency Percentage Valid Percentage Cumulative Percentage
Male 433 72.2 72.2 72.2
 Female 167 27.8 27.8 100.0
 Total 600 100.0 100.0  

Source: Primary data/Questionnaire/Hotels in Chennai/ june-Dec2013.

It is observed in the sample survey represented in the table 2.1, that, the sample consists of 72.2 percent male and the 
remaining 27.8 percent female working in the hotels covered in the sample. It indicates that the hotel industry requires 
more number of male employees when compared to female employees. It is due to the nature of work involved and the 
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socio cultural aspects of society. In the recent past the trend has changed and started to recruit female employees in family 
hotels.  With the advent of changed economic scenario of the country and organized sector expansion, the nature of business 
models also started changing in the business hotel industry. This has a direct and definite impact on the recruitment policies 
of hotel industry. A survey is noted that the industry is growing at an average of 10 percent per year. The salient feature of 
hotel industry is to creating equal number of indirect jobs will be created and sustained for a longer period than any other 
industry. Hence, hotel industry requires trained people with ability to develop business and sustain the same through customer 
orientation. 

Table 2.2: Distribution of sample on the basis of Age Group

 Age group Frequency Percentage Valid Percentage Cumulative Percentage
Below 20 79 13.2 13.2 13.2

 21-30 236 39.3 39.3 52.5
 31-40 125 20.8 20.8 73.3
 41-50 83 13.8 13.8 87.2
 Above 50 77 12.8 12.8 100.0
 Total 600 100.0 100.0  

Source: Primary data/Questionnaire/Hotels in Chennai/ june-Dec2013.
It is noted from the above table 2.2 that the sample consists of 74 percent of the employees within the age band of 21-50 years 
indicates that, the hotel industry required more productive age group of employees to engage its functions effectively and with 
customer orientation. It is a sensitive business in terms of quality, taste and time of service. Majority of these are intangible 
and difficult to estimate and understand the expectations of the customers in the said parameters. Hence, it is important to 
identify the skilled employees and develop them through proper training can help the industry to grow in a sustainable way. 
Hence, age group plays a role in the employee selection in the hotel industry.

Table 2.3: Distribution of sample on the basis of Educational Stream

 Educational qualification Frequency Percentage Valid Percentage Cumulative Percentage
SSLC 48 8.0 8.0 8.0

 HSc 188 31.3 31.3 39.3
 UG 81 13.5 13.5 52.8
 PG 111 18.5 18.5 71.3
 Professional 172 28.7 28.7 100.0
 Total 600 100.0 100.0  

Source: Primary data/Questionnaire/Hotels in Chennai/ june-Dec2013.
It is noted from the table 2.3 that the 31.3 percent of the employees working in the middle and lower level jobs in hotel 
industry are from higher secondary level of education back ground. One reason for the same may be these are the young and 
dynamic age group to train them and retain them for engaging the functions of a hotel in a better manner. Higher the age/ 
educational back ground the learning skills start deteriorates, this may force the industry to focus on this group. Another factor 
could be cost to the company. However the industry requires trained professionals, and there by it is followed by 28.7 percent 
of the sample is from professional back ground from the hotel industry. This gives lot of support in training and developing 
the employees from other streams of education.

Table 2.4: Distribution of sample on the basis of Training Department

 Existence of training department Frequency Percentage
V a l i d 
Percentage Cumulative Percentage

Yes 277 46.2 46.2 46.2
 No 323 53.8 53.8 100.0
 Total 600 100.0 100.0  

Source: Primary data/Questionnaire/Hotels in Chennai/ june-Dec2013.
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It is noted from the table 2.4, that 53.8 percent of the hotels in Chennai city and in the sample area does not have a separate 
training department in the hotel. However some hotels practice on the job training under the supervision of senior staff and 
train the employees in the hotel industry. Yet another reason for not having a training department is due to lack of sufficient 
trained and experienced employees in the industry. The numbers of training institutions are less and the awareness on training 
among the industry is limited to star category hotels.

Table 2.5: Distribution of sample on the basis of Type of Hotel

 Type of hotel Frequency Percentage Valid Percentage

Cumulative 

Percentage
Business Hotel 133 22.2 22.2 22.2
 Transient Hotel 98 16.3 16.3 38.5
 Commercial Hotel 118 19.7 19.7 58.2
 Down town Hotel 146 24.3 24.3 82.5
 Resort Hotels 82 13.7 13.7 96.2
 Residential Hotel 23 3.8 3.8 100.0
 Total 600 100.0 100.0  

Source: Primary data/Questionnaire/Hotels in Chennai/ june-Dec2013.
It is noted from the table 2.5, that 24.3 percent of the hotels in the sample are down town hotels, it is followed by 
commercial hotels with 19.7 percent, transient hotels with 16.3 percent, resort hotels with 13.7 percent, business hotels 
with 22.2 percent and finally residential hotels with 3.8 percent in the sample. Based on the segments it is noted that the 
potential is high for all the types of hotels in the sample area. There are ample number of opportunities are there to grow 
and develop in the sample area. The two prime things affecting the market are price and quality. As long as quality is 
maintained, customer attraction and retaining many not difficult.

DATA ANALYSIS USING FRIEDMAN TEST

Hypothesis-I: 
Ho: There is no significant difference between the mean ranks of Training need assessment techniques used among the hotels 
in the sample.

Table 3.1: showing the mean ranks of Training need assessment techniques used  along with Friedman test result

Training need assessment techniques adopted in hotel industry Mean Rank
Chi square 
value

P value

Organizational analysis 8.19
Personal analysis 7.78
Work/Task analysis 8.46
Performance analysis 7.33
Content analysis 8.19
Training suitability analysis 7.80 35.534 0.000**
Cost benefit analysis 8.03
Direct observation 7.72
Employee questionnaires 8.16
Consultation with persons in key positions 7.99
Employee interviews 8.31
Focus groups 7.92
Records and report studies 8.02
Customer suggestions 7.91
Review of relevant literature 8.19

**- Indicates Highly significant at 1% level of significance.
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Based on the p value(Less than 0.001), it if inferred tha, the null hypothesis, There is no significant difference between 
the mean ranks of Training need assessment techniques used among the hotels in the sample is rejected at 1% level of 
significance. Hence, it is concluded that, There is a highly significant difference between the mean ranks of Training need 
assessment techniques used among the hotels in the sample. Based on the mean scores it is found that the primary methods 
used for assessing the training needs in hotel industry are organizational analysis, work task analysis, content analysis, cost 
benefit analysis, employee’s surveys, employee interviews, records and review reports, literature analysis. All these methods 
are used on need basis and found that the usage levels are very nominal in down town hotels. It is required to use a standardized 
method of analysis job analysis and manpower planning and identifying the needs of the hotel can produce better employee 
performance in the industry. One barrier in this is the level of awareness of the hotel management on the various techniques 
and its applications in the training need analysis. Industry associations, industry confederations should create awareness on 
the need for usage of scientific methods in need analysis and training methods and related aspects of it can help to bring a 
change in the scenario.
Hypothesis-II: 
Ho: There is no significant difference between the mean ranks of Training methods adopted among the hotels in the sample.

Table 3.2: showing the mean ranks of Training methods adopted along with Friedman test result

 Training methods adopted in hotel industry Mean Rank Chi square value P value
Lecture or seminar method 4.99
Small group discussions( Audio-visuals) 5.12
Role playing-Communication(Programmed instruction) 4.93
Game and divergent thinking(Computer assisted) 5.03 7.368 0.497NS

Simulation exercise- Analytical thinking 4.83
Case study- Problem solving 5.10
Project- Coordinating-team building 4.96
Coaching- work methods 5.12
Analytical and Problem solving exercises 4.92

NS- Not significant at 5% level of significance.

Since p value is greater than 0.05, the null hypothesis, There is no significant difference between the mean ranks of Training 
methods adopted among the hotels in the sample is accepted at 5% level of significance. Hence, it is inferred that, There is 
no significant difference between the mean ranks of Training methods adopted among the hotels in the sample. Based on the 
mean scores recorded, it is identified that, small group discussions, game and divergent thinking method, case study method, 
coaching and work method are the familiar training techniques used in the hotel industry. However, it is advisable to go 
for innovative on job training methods to improve the skill levels and efficiency of the employees in hotel industry to gain 
customer delight through quality of services. 

HYPOTHESIS-III: 

Ho: There is no significant difference between the mean ranks of impact of Training on the performance of employees among 
the hotels in the sample.

Table 3.3: showing the mean ranks of impact of T&D on the performance of employees  along with Friedman test result

 Impact /benefits of training to the employees Mean Rank Chi-square value P value
Improved management skills 8.11
Technical skills 7.97
Social skills 8.36
Decision making and Problem solving Skills 6.60
Education and Development 8.07
Language and cultural skills 8.36
Career advancement 7.74 98.099 0.000**
Higher wages 8.15
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Job mobility 7.81
Competitiveness 8.47
Increased Innovation 7.98
Ethics and Attitudinal Changes 8.51
Increased Productivity 7.77
Trainer expertise 8.22
Education level 7.87

**- Indicates highly significant at 1% level of significance.
Since, p value is less than 0.001, the null hypothesis; there is no significant difference between the mean ranks of impact of 
Training on the performance of employees among the hotels in the sample is rejected at 1% level of significance. Hence, it 
is inferred that, there is a highly significant difference between the mean ranks of impact of Training on the performance of 
employees among the hotels in the sample. Based on the mean ranks it is indentified that, The dimensions of impact of the 
training and development observed in the employee performance are improved management skills, social skills, language and 
cultural skills, competitiveness, ethics and attitudinal changes, expertise in the subject knowledge. This indicates that the over 
development of an employee can be achieved through effective training and development practices in hotel industry. In turn 
it can help in improving the customer service quality and threw by sustainable development of the industry in the long run for 
the benefit of the closed stake holders and to the economy and society at large.
4.0: Summary and Conclusion

Based on the sample survey and analysis, it is found that the hotel industry is engaging more male employees in both 
direct and indirect services with the 74 percent of the employees within the age band of 21-50 years indicates that, the hotel 
industry required more productive age group of employees to engage its functions effectively and with customer orientation. 
The employees working in the middle and lower level jobs in hotel industry are from higher secondary level of education 
back ground. One reason for the same may be these are the young and dynamic age group to train them and retain them for 
engaging the functions of a hotel in a better manner.

The hotel industry is not equipped with the training and development resources is observed in survey stating majority of 
the hotels does not have a separate training and development department. 24.3 percent of the hotels in the sample are down 
town hotels, it is followed by commercial hotels with 19.7 percent, transient hotels with 16.3 percent, resort hotels with 13.7 
percent, business hotels with 22.2 percent and finally residential hotels with 3.8 percent in the sample. Based on the segments 
it is noted that the potential is high for all the types of hotels in the sample area. There are ample number of opportunities 
are there to grow and develop in the sample area. The two prime things affecting the market are price and quality. As long as 
quality is maintained, customer attraction and retaining many not difficult.

The inferential statistics show that, there is a highly significant difference between the mean ranks of Training needs 
assessment techniques used among the hotels in the sample. On the other hand there is no significant difference between the 
mean ranks of Training methods adopted among the hotels in the sample is accepted at 5% level of significance. Hence, it is 
inferred that, there is no significant difference between the mean ranks of Training methods adopted among the hotels in the 
sample.

When it comes to find the relationship between the training and development and the employees performance, it is 
found that, there is a highly significant difference between the mean ranks of impact of Training on the performance of 
employees among the hotels in the sample. Based on the mean ranks it is indentified that, the dimensions of impact of the 
training and development observed in the employee performance are improved management skills, social skills, language and 
cultural skills, competitiveness, ethics and attitudinal changes, expertise in the subject knowledge. This indicates that the over 
development of an employee can be achieved through effective training and development practices in hotel industry.
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INTRODUCTION 

In Finance, a loan is a debt provided by one entity (Organization or Individual) to another entity at an interest rate, and 
evidenced by a note which specifies, among other things, the principal amount, interest rate, and date of repayment. A loan 
entails the reallocation of the subject assets for a period of time, between the lender and the borrower.

In a Loan, the borrower initially receives or borrows an amount of money, called the principal, from the lender, and is 
obligated to pay back or repay an equal amount of money to the lender at a later time.

The Loan is generally provided at a cost, referred to as interest on the debt, which provides an incentive for the lender to 
engage in the loan. In a legal loan, each of these obligations and restrictions is enforced by contract, which can also place the 
borrower under additional restrictions know as loan covenants. Although this article focuses on monetary loans, in practice 
any material object might be lent.

A Loan is money, property or other material goods given to another party in exchange for future repayment of the loan 
value amount, along with interest or other finance charges. A loan may be for a specific, one-time amount or can be available 
as an open ended line of credit up to a specified limit or ceiling amount.

A STUDY ON ANALYSIS OF LOANS AND DEPOSITS AT AXIS 
BANK 

Dr.M.Ganesan @ Kanagaraj
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SRM Valliammai Engineering College.

Dr.S.Raja
Assistant Professor, Department of Management Studies, 

SRM Valliammai Engineering College.

The Project report deals with the research topic “A STUDY ON ANALYSIS LOANS/ADVANCES AND DEPOSITS AT AXIS BANK”. 
The Project aims at analyzing the Deposits and Advances of the bank; thereby it helps the bank to improve its leading process. The main 
purpose of this research is to identify Loans and Deposits at AXIS BANK to calculate the proportion of different Deposits to the total 
Deposits, to find the proportion of different loans to the total loans. The study is analytical in nature; the study is done for the period of five 
years. Deposits held at financial institute that has a fixed term. These are generally short term with maturities ranging anywhere from a 
month to a few years. When a term deposits is purchased, the lender (customer) understands that the money can only be withdrawn after 
the term has ended or by giving the predetermined number of days’ notice. A number of studies related to performance of Private banking 
sector in India related to Deposits and Advances have been conducted. Here, an attempt is being made to provide an overview of various 
aspects and issues of this study through the review of existing literature. In Research Methodology the type of research is analytical in 
nature. It is a specific type of research that involves critical thinking skills and the evaluation of facts and information relative the research 
being conducted. The method of data collection is two types i.e. Primary data & Secondary data collection. The tools used in calculation are 
Ratio analysis, Percentage analysis, Trend analysis, Correlation, Regression, and Compound Growth & Time Series Estimation. The study 
covers the period of the five accounting year from 2015-2019. Demand Deposit collection can be increased more from members. Growth 
rate of Term Deposits is low; hence Term Deposits should be increased. Friendly and courteous behavior of the employees is expected and 
hence special training needs to be imparted to the employees. The employee must try to improve the quality of service given. The study 
shows Axis Bank has sound system for Deposits and Advances and the bank has good parameters to appraise the project. 

Keywords: Bank, Term Deposits, Loans and Advances, Customer, Financial Institute
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OBJECTIVES OF THE STUDY

 ● To study different types of Loans and Deposits made by Axis Bank with specific reference to West Tambaram Branch.
 ● To find the compound growth rate of various deposits.
 ● To predict the deposits for next 5 years.
 ● To study the process in sanctioning loans and deposits to a customer.
 ● To calculate the various proportion of different deposits and loans.
 ● To find out the correlation between net profit and various deposits.
 ● To access the bank’s contribution towards fulfilling the requirements of the borrower.

SCOPE OF THE STUDY

The purpose of preparation of this report is to focus on the lending function of banks with specific reference to Axis Bank 
West Tambaram branch. There are different types of loans that are financed by the banks and their classification into fund and 
non-fund-based loans.  It also helps us to study the risk involved in sanctioning loans to a borrower. This makes us to analyse 
the credit worthiness of the prospective borrower and estimate the net worth of the assets owned by the customer, which 
assists the bank in ascertaining the amount that can be sanctioned to the borrower. This study attempts in making analyses and 
prediction over deposits and loans for the 5years.The study covers a variance analysis for interest related expenses.

NEED FOR THE STUDY

Savings and Lending are vital components of the modern age and the concept of banking has been critical in improving the 
living standards of everyone. This study helps us to show the analysis of loans and deposits with the period of time in Axis 
Bank at West Tambaram. The study to know the increase or decrease of various deposits also analyzed in order to give a true 
and clear picture of its performance. The study focuses only the views of the bank. But it does include the views of the others 
who are directly or indirectly associated with bank.

REVIEW OF LITERATURE

ManishMittal and ArunnaDhademade (2015) 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 21 need for public 
sector banks to provide such services to stand in competition with private sector banks 

Vasantdesai (2015): 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. 

Haron and Azmi (2016) asserted that, most business organizations, especially in developing countries are highly dependent 
on bank loans as a source of capital and the ability of banks in giving loans depends much on their ability to attract deposits. 
Freix as and Rochet (2008), as cited in Fouopi-Djiogap and Ngomsi (2012), noted that bank loans are one of the most 
important long-term financing sources in many countries. 

Fernando Ferreng (2016) it is generally agreed that recent economic crisis intensified worldwide competition among 
financial institution. This competition has direct impact on how bank deal with their customer and achieve its objectives 
performance evaluation of banks is the key function for improving banks performance. Banks profitability and success to a 
large extent depends on bank branch financial performance.

RESEARCH METHODOLOGY
 Research Methodology is simply the frame work or plan for a study that guides the collection and analysis of data. It is an 
inevitable factor before going for a research. It also explains various steps that are generally adopted by the researcher in 
studying research problem along with the logic behind them. 
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TYPES OF RESEARCH 
This research is Analytical in nature. Analytical research is a specific type of research that involves critical thinking skills and 
the evaluation of facts and information relative the research being conducted. A variety of people including students, doctors 
and psychologists use analytical research during studies to find the most relevant information.

TOOLS USED
 ❖ Ratio analysis ❖ Percentage analysis ❖ Trend analysis ❖ Correlation ❖ Regression ❖ Compound Growth ❖ Time 
Series Estimation.

ANALYSIS OF TREND VALUES OF THE INTEREST PAID ON DEPOSITS AND INTEREST RECEIVED ON ADVANCES FOR 5YEARS

PARTICU LARS YEARS
2015 2016 2017 2018 2019

Interest Paid on Deposits 21341.26 24344.23 26789.35 27603.69 33883.47
Interest Received on Advances 26083.99 30410.19 33694.64 34909.73 42322.58

TREND%
2014-15 2015-16 2016-17 2017-18 2018-19

100 114.07 110.04 103.03 122.74
100 116.58 110.80 103.60 121.23

INTERPRETATION
An attempt was made to find the Trend Percentage for the society’s Interest paid on Deposits, the base value for the year 
2014-2015 is Fixed as 100 and Trend value is 114.07 in 2015-16, 110.04 in 2016-17, 103.03 in 2017-18, 122.74 in 2018-19

TIME SERIES ANALYSIS OF DEPOSITS FOR FIVE YEARS

YEAR DEPOSITS(Y) DEVIATION(X) X2 XY
2015 466842.24 -2 4 -933684.48
2016 527413 -1 1 -527413
2017 627429 0 0 0
2018 697475 1 1 697475
2019 791865 2 4 1583730

TOTAL 3111024.24 0 0 820107.52

Y=a+bx

a=∑y/n b=∑xy/∑x2

∑y= 3111024.24 xy=820107.52

n=5 X2=10

a=622204.848 b=82010.752

INTERPRETATION

An attempt was made to predict the Deposits using time series analysis. Data for past five years was used to predict the 
deposits. The prediction is done for next five years.
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FINDINGS AND SUGGESTIONS 

 ●  On analyzing various Deposits, the Compound growth rates(G) Savings deposits is the highest 11.79%, followed by 
the Fixed deposits 11.21% and Current deposits 9.73% 

 ●  On Comparing the growth rates of various deposits for the 5years periods (2015- 2019), it is found that Savings 
deposits holds the top at the list and Fixed deposits at the second and the Current deposits that is at next rank.

 ●  On analyzing various Advances, the Compound growth rates(G) Retail loan is the highest 17.04%, followed by the 
Advances 11.97%,Non-Retail loan is at last ranking 8.04% 

 ●  On analyzing the Interest Earned from Deposits and Advances it has been found that the interest value has fluctuated. 
 ●  On analyzing Average yield on Advances ratio for 5 years is, it has been decreasing. 
 ●  An attempt was made to find the Trend Percentage for the Deposits, the base value for the year 2014-2015 is fixed as 

100 and Trend value is 112.974 in 2015-2016, 118.963 in 2016-2017, 111.163 in 2017-2018, and 113.533 in 2018-2019. 
 ●  An attempt has made to find Correlation between Deposits and Net profit was made. There is Very High positive 

Correlation is 0.994. 
 ●  An attempt was made to predict the Deposits using time series analysis. Data for past five years was used to predict 

the deposits. The prediction is done for next five years. 
 ●  Time series method was used to predict the figures of Funds, Loans and Deposits for the next three years. 
 ●  On analyzing the special loans. The Compound rate has been fluctuating year to year. 

SUGGESTIONS

 ●  Fixed Deposits attempts to be taken to increase cashflow. 
 ●  Growth rate of Current Deposits is low; hence Current Deposits should be increased. 
 ●  Based on the present study the researcher proposes the following steps.
 ●  Banks should take steps to increase the Nonretail advances as the ratio of retail advances, total advances is decreasing all over India. 
 ●  In comparison with other bank the performance of axis bank is quite good but no so effective than its competitors.
 ●  Upgrading schemes based on customers’ needs should be analyzed and developed. 
 ●  Faster and easier mode of transaction helps in reaching out its potential customers. 
 ●  The deposits interest rate of the bank should be increased than its competitive banks. Hence, it attracts more people. 
 ●  Banks should increase the rate of saving account. 
 ●  Promptdealing with permanent customers and speedy transaction without harassing the customers. 

CONCLUSION 

Axis Bank has developed manifold in short period of time due to facilities and services provided to their customers and this 
growth can be increased if they concentrate more on semi urban and rural areas. In last couple of years, they have opened 
many branches to reach their customers in lending services. Axis bank provides net banking facilities by that transactions are 
done faster and easier. Charges levied by the bank are less when compared to the other banks. The bond with its customers 
is very strong because they mainly focus on retaining its customers. In conclusion, this internship in Axis Bank has been an 
excellent and rewarding experience. I have been able to meet and network with so many people that I am sure will be able to 
help me with opportunities in future. 
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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.

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 

ABSTRACT
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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 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:
To study the various dimensiosn 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 
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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 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 
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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 
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

S t a n d a r d i z e d 
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
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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 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+0.237X4

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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INTRODUCTION: 

The human resource management process and procedure have been supported by different system to autorotation process. The 
technology is increasing with web based process by using multiple systems with single version. The emergence of information 
technology means communication process to every part of the organization. The new economy emerged as a knowledge 
economy with technical skill the economy called knowledge economy. The knowledge economy has production and service 
activity that depend on intensive knowledge. The activities and contribution of knowledge is to an accelerated the way of 
technical and scientific advance that is happening rapidly and absolutely in the business world. This actually refers to the 
influence of the technological revolution developed around information and communication systems in a widespread way and 
easy accessible. This knowledge and technological process led to social, economic revolution.

Since last two decades organizations are not only integrating technology to support the functions of human resource 
department. But in business everyone uses the human capital, technology through leveraging. Consequently, human resource 
as a function has evolved into human capital management. Whereas, HR was responsible for centralized or decentralized 
department. Since the beginning of the internet era, organizations are increasingly integrating electronic and information 
technology in the work process through different innovative tolls and techniques. It is a challenging job for an organization to 

ROLE OF “E” IN GROWTH AND DEVELOPMENT OF 
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Human resource management in the today’s competitive world is undergoing metamorphosis changes. HRM is being 
influenced by geographical, demographic, economic, social, legal, and ethical are very important technological factors. Today’s 
21st century is being witnessed with the help of ongoing changes that are forcibly place in the Information communication 
technology (ICT).  The beginning point of this research is the challenge of managing technological change in Human resource 
management in organizations. Implementation of E-HRM is problematic and situations in which changes undertaken are 
shifting from conventional method of HR management to E-HRM practices. This is harder for an organization and particularly 
HR managers as well as employees’. Here managers are the change agents to prepare and manage the changes in a ways that 
satisfy the demands of the organization and employees.

In this competitive world the organizations must remain competitive and sustainable in which Human resource management 
and strategic people must collaborate effectively to design strategies, which are productive and feasible. According to many 
researchers most successful organizations in 2tst century will be those focuses on integrated human resource management 
practices and process. The role of human resource management plays a vital role which comprises of human data related area 
such as job specification, design, HR planning, recruitment, selection, training and development, compensation, employees 
relations.  This research study focusing on perception of employees on E-training and development and E- communication 
practices in automotive industry. 
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cope up with the new innovative methods of practices collaborating with technical support. The transformation from HR to 
electronic HR shows sustainable and competitive advantage for every organization. 

The Human Resource function was an early integration of information technology, it spent the last decade playing 
to  synchronies  other business functions in terms of integrating Information Technology  into their  business processes 
(Hendrickson et al.,:2003). During the 1990’s, organizations had a lack of experience in using information communication 
technology for Human Resource Management. Even though a little difficulty and challenges with other business functions, 
the ICT service provider offered new innovative solutions for HRM practices. 

REVIEW OF LITERATURE 

Bhagawan Chandra sinha (2015) “IMPACT OF E-HRM: A STUDY OF SELECTED INDIAN ORGANIZATIONS”, this 
study has very wide application of E-HRM for business organizations. This study described the change of HR professional 
roles and responsibility. And impact of E-HRM on life of the HR professionals and employees’. This study compared the 
attributes of E-HRM in private with Public organizations. This study revealed the extent to which E-HRM had been successful 
in achieving business strategy.

Deepshikha Aggarwal (2009) “ROLE OF E-LEARNING IN A DEVELOPING COUNTRY LIKE INDIA”,the study 
gave importance of E-learning in Indian perspective and examined their levels. The Researcher explained there are two levels 
of learning that is educational & training. The main strength required for E-learning are English speaking, highly qualified 
and techno savvy manpower and Safe Electronic Environment. The Indian market is still young, but it will continue to adopt 
the concept of e-learning in order to meet its communication needs and seize business opportunities.

Davoudi et al., (2012) “ELECTRONIC HUMAN RESOURCE MANAGEMENT: NEW AVENUES WHICH LEADS 
TO ORGANIZATIONAL SUCCESS, SPECTRUM”, the study focused on the cost effectiveness of E-HRM practices. Every 
company must go for E-HRM practices to succeed and survival in the present global world. In this article researchers found 
that E-HRM will reduce the company costs and increase efficiency of employees, effectiveness and productivity of the 
company. 

Kenneth A et al., (1999) “HUMAN RESOURCE INFORMATION SYSTEM (HRIS) PROVIDING BUSINESS WITH 
RAPID DATA ACCESS, INFORMATION EXCHANGE AND STRATEGIC ADVANTAGE”, the researchers reviewed the 
major components of Human Resource Information System, including systems that are computerized and those are not. In this 
research article researcher explored about how information available in a form that can be utilized effectively in a decision 
making process in a different circumstances. There are many different software available to help in developing comprehensive 
human resource information system. From the last 10 years PCs have arrived definitely in HR Management. The software 
programs are helping HR managers be more effective in decision making, sharing information and providing high degree of 
individual control. 

RESEARCH GAP

Based on the literature review several studies have been conducted on E-HRM in banking sector, public and private sector 
industries, hotel industries, service industries, and in different universities but no such study has been conducted  in Automotive 
industry in Karnataka.

The gap in this study was identified that there is lack of study about E-HRM in automotive industry. Several research 
studies has been conducted to understand the performance of E-HRM practices with respect to E-HRM performance and cost 
efficiency, but there is a minimum study has been conducted on awareness and perception of employees’ regarding E-HRM 
and satisfaction level of employees in automotive industry. This makes challenge to understand the issues of causality in the 
relationship between E-HRM and perceptions of employees’ in automotive industry in Karnataka. 
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NEED FOR THE STUDY 

After globalization mantra every individual is exposed to technology across the globe. The success and failure of every 
organization directly connected with innovative technology. The organizations need to update their technical systems and 
procedures to occupy greater market shares. It is important to examine the barrier towards digital inclusion. Technical policies 
play a significant role in bridging digital inclusion and increasing digital integration which is notably seen through the 
various strategies. Perception plays vital role in modeling one’s attitudes and behaviors. Perception of employees’ regarding 
technology in management plays a significant role in bridging or creating digital phenomenon which facilitate the study. 

OBJECTIVES OF THE STUDY

1. To study the existing E-HRM practices adopted in the automotive industry.
2. To examine the relationship between employees’ perception and E-Training and Development practices.
3. To study the relationship between employees’ perception and E-Communication practice. 

HYPOTHESES OF THE STUDY 

Hypothesis 1

H0: There is no positive relationship between employees’ perception of E-HRM practices and E-Training and Development.  

H1: There is a positive relationship between employees’ perception of E-HRM practices and E-Training and Development. 

Hypothesis 2

H0: There is no positive relationship between employees’ perception of E-HRM practices and E-Communication practices.  

H1: There is a positive relationship between employees’ perception of E-HRM practices and E- communication.  

SCOPE OF THE STUDY 

The scope of the study is confined to understand the awareness of employees regarding E-HRM practices and employees’ 
perception on E-HRM practices in automotive industry in Karnataka.This study confined to vital concepts of E-HRM such 
as E-Training and Development and E-Compensation and E-Communication practices. Six major companies selected on the 
basis of number of employees. The companies with more than 1000 permanent employees have been identified. The empirical 
data gathered from the different sample units are used to suggest methods and practices in automotive companies.

SIGNIFICANCE OF THE STUDY 

This study is undertaken to understand the awareness level of employee and analyze the perception of the employees’, who 
are using the E-HRM system of automotive industry in Karnataka. It is expected to bring light certain factors which employee 
perceives as important for their usage of E-HRM system. This research focused to find relationship between demographic 
factors and certain factors. By understanding the perception of employees’ automotive companies can overcome the difficulties 
in implementation in every aspect of HRM practices. 
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Existing E-HRM Practices in Automotive Industry in Karnataka
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DATA ANALYSIS AND INTERPRETATION

Correlation between employee perception and E-training and development practices

Correlations
Employee 
perception

E-Training & 
Development

Employees’ perception
Pearson Correlation 1 0.33

Sig. (2-tailed) 0.033
N 862 862

E-Training & Development
Pearson Correlation 0.33 1

Sig. (2-tailed) 0.033
N 862 862

(Source: Primary data)

Table represents that relationship between E-Training & Development practices and employees’ perception. The above 
analysis shows that there is positive correlation 0.33 between E-Training & Development and employee perception. The P value 
0.033 which is less than 0.05, which shows there is a positiveand significant relationship between E-Training & Development 
practices and employees’ perception. Hence, the null hypothesis is rejected and alternative hypothesis is accepted. 

Correlation between employee perception and E-Communication practices

Employee perception E-Communication & 
Grievance

Employee perception

Pearson 
Correlation

1 .116**

Sig. (2-tailed) 0.001
N 862 862

E-Communication & 
Grievance

Pearson 
Correlation

.116** 1

Sig. (2-tailed) 0.001
N 862 862

**. Correlation is significant at the 0.01 level (2-tailed).

(Source: Primary data)

Table represents that relationship between E-Communication practices and employee perception. The above analysis 
shows that there is positive correlation 0.116 between E-Communication and employees’ perception. The P value 0.001 
which is less than 0.05 which shows there is a significant and positive relationship betweenemployees’ perception and 
E-Communication practices. Hence, the null hypothesis is rejected and alternative hypothesis is accepted.

FINDINGS OF THE STUDY

The statistical analysis about E-Training and development practices and perception of employees’ reveals that they are 
positively correlated with correlation coefficient 0.33 with p value 0.033. The result shows there is a positive and significant 
relationship between employees’ perception and E-Training and Development practices. 76% of the respondents prefer 
E-Training and Development practices in the automotive industry.
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The study shows that there is no significant difference in perception of employees’ towards E-Training and Development 
practices with respect to designation of an employee (p value 0.259). There is a significant difference in perception of 
employees’ with respect to gender (p value 0.007), mean value of male and female is 2.6595 and 2.1957 respectively. The 
responses of the female respondents are positive towards E-Training and Development. Male respondents are not willing to 
undertake E-Training because they are comfortable with on the job training which help them to learn at work place. Female 
respondents opines that E-Training and Development practices can be helpful to manage working hours with flexible working 
time or virtual office working process can help them by E-training process. 

There is a significant difference in perception of employees’ with respect to age (p value 0.000). The perception of 
employees belongs to the age of 41 to 50 years and more than 50 years respondents mean value 2.5952 and 2.6131 respectively. 
They are not willing to accept E-training practice due to age constraints and they are unable to understand the E-learning 
activities and they are more comfortable with on the job training method. The perception of employees’ who belong to the age 
of 20 to 30 years and 31 to 40 years are much interested in E-Training and Development. They are positive towards E-learning 
process which provides the flexibility in learning, easy to understand through virtual training practices, they can manage the 
working time also.

The statistical analysis regarding E-Communication practices and perception of employees’ reveals that they are 
positively correlated with correlation coefficient 0.116 with p value 0.001. The results represent that there is a significant and 
positive relationship between employees’ perception and E-Communication practices. The present study shows that 88% of 
the respondents are in favor of E-Communication practices. 

The study represents that there is no significant difference in perception of employees’ towards E-Communication 
practices with respect to designation (p value 0.673) and experience (p value 0.129). Whereas, there is a 
difference in perception of employees’ with respect to gender (p value 0.047). The mean value of male 
respondents is 2.6595 and female respondents mean value is 2.2295. Male respondents are not accepting the 
E-Communication practices such as E-discipline and grievance management. These employees expressed 
that face to face communication is better than E-Communication practices such as E-Disciplinary action 
and Grievance management. Female respondents are positive towards E-Communication practices because 
they feel more comfortable in E-Communication with regard disciplinary action and grievance management. 

The perception of employees’ belongs to the age of 41 to 50 years and more than 50 years employees are not favorable 
to E-Communication practices with the mean value 2.6338 and 2.5878 respectively. These age groups of employees are not 
interested in E-Communication practices because of age constraint. The E-Communication practices like E- disciplinary 
and grievance management will be very difficult for them, they prefer face to face communication in any disciplinary action 
process.   The mean value of the respondents who belongs to the age of 20 to 30 years and 31 to 40 years with mean value 
2.2815 and 2.2306 respectively prefer E-Communication practices. New generation employees are in favor of E-disciplinary 
process and grievance management because they don’t like to face grievance management people in disciplinary action. They 
always focus to transact with online process in E-Communication practices.

CONCLUSION:

The objective of the study focused to understand the awareness level of employees and assess the perception of employees’ 
regarding E-HRM practices in automotive industry. On the review of conceptual, theoretical and empirical related literature 
of the study, employees have greater awareness and different perception of the employees’ on E-HRM practices in the 
automotive industry. The study reveals that every employee are well aware about electronic technology and because the entire 
world is technical driven. The study examined the relationship between employees’ perception and E-HRM practices outcome 
such as E-Training and Developmentand E-Communication practices. The study found that there is a significant positive 
relationship between perceptions of employees’ and E-HRM practices in the automotive industry. The primary objective is 
to make changes in thinking and behavior of administrative staff and employees. In fact the organization must give priority 
to facilitate the human resource process through information technology. Organization need to describe the reasons to use 
electronic Human resource management tools to employees’ so they will have a better understanding of this E-HRM practices. 
The study reveals that satisfaction of employees with e-HRM practices leads to increase of E-HRM productivity and cost 
efficiency in an organization.
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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.

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.

ABSTRACT
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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 
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. 
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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 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 customer 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. 
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Table 2 Distribution of sample on of Sources of new product development idea

Sources of new product idea Frequency-(N) Percentage- (%) Valid 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.

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- (%) Valid Percentage-(%)
C u m u l a t i v e 
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 
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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- (%) Valid Percentage-(%)
C u m u l a t i v e 
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.

Table 6Distribution 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 
Percentage-(%)

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 7Distribution of sample on the basis of Prime Factor influencing new product development practices of the firm

Prime Factor influencing NPD

Practices of the firm
Frequency-(N) Percentage- (%)

V a l i d 
Percentage-(%)

C u m u l a t i v e 
Percentage-(%)

Individual/Personal 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
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Managerial Factors 40 9.0 9.0 88.0
Regulatory 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 8Distribution of sample on the basis of Frequency of new product development project undertaking by the firm

Frequency NPD undertaken Frequency-(N) Percentage- (%) Valid 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 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

Environmental Marketing consists of marketing products and services based on environmental factors and awareness. It is also 
known as green marketing or sustainable marketing or ecological marketing. Companies involved in green marketing make 
decisions relating to the entire process of the company’s product, such as method of processing, packaging and distribution. 
Green marketing companies seeks to go above and beyond traditional marketing by promoting environmental core values in 
the hope that consumers will associate these values with their company or brand.

BASICALLY, ENVIRONMENTAL MARKETING CONCERNS WITH THREE PARTS;

 ● Promotion of production and consumption of pure/quality products

 ● Fair dealing with consumers and society

 ● Protection of green environment

Ecological marketing emphasis on protection of long term welfare of consumers and society by production and use 
of pure, useful, and high quality products without any adverse effect on the environment. Mass media have started their 
campaign for protecting the earth from further deterioration.  

NEED FOR ENVIRONMENTAL MARKETING

As resources are limited and human wants are unlimited, it is important for the marketers to utilize the resources efficiently 
without waste as well as to achieve the organization’s objectives. So environmental marketing is inevitable in the present era. 
There is growing interest among the consumers all over the world regarding protection of environment. Worldwide evidence 
indicates people are concerned about the environment and are changing their behavior. As a result of these environmental 
marketing has emerged which speaks for growing market for sustainable and socially responsible products and services.

INFLUENCE OF ENVIRONMENTAL MARKETING STRATEGY 
ON BUYING BEHAVIOR OF CONSUMERS

Jithesh Mon Mullool
Research scholar, Thiruvalluvar Govt .Arts College, 

Rasipuram, Namakkal (Dist.), Tamil Nadu 

Environmental marketing refers to organize marketing activities and facilitate the exchange process in a way that human needs 
and wants without harming natural environment In this study, a survey has undertaken to know the influence of environmental 
marketing strategy on buying behavior of consumers. It was found that most attracting elements marketing in the buying 
decision of consumers are the product and its environmental friendly nature. The study suggests greater use of marketing and 
brands to promote products that are eco-friendly.

Keywords: Environmental Marketing, Consumer Buying Behavior, Marketing Elements, Green products
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PROBLEM STATEMENT

Marketing is one of the important functions of business organization. Today business organizations are earning profit by 
introducing eco-friendly products. Introduction of eco-friendly product is essential for the survival of the earth. In this modern 
era people also prefer eco-friendly products. The study will investigate the influence of environmental marketing strategy on 
buying behavior of respondents.

REVIEW OF LITERATURE

Oyewole,P.(2001) presented a conceptual link among green marketing, environmental justice, and industrial ecology. It argues 
for greater awareness of environmental justice in the practice for green marketing. A research agenda is finally suggested to 
determine consumer’s awareness of environmental justice and their willingness to bear the cost associated with.
Johansson,(2002) revealed that 20 factors essential for successful integration of eco-design in the product development. The 
success factors are structured according to six areas of concern: management, customer relationship, supplier relationships, 
developmental process, competence and motivation.

RESEARCH OBJECTIVES

 ● To understand the influence of environmental marketing on consumer buying behavior.

 ● To investigate about consumer perception and trust on eco-friendly products.

 ● To understand the popularity and availability of green products.

RESEARCH METHODOLOGY

Descriptive research design is implemented to complete this study. Both primary and secondary data used. Primary data were 
collected through questionnaire. Secondary were collected from various reference books, journals and websites. The study, 
using convenience sampling technique, was carried out in various cities in North Kerala (India) . Findings and conclusion are 
based on the responses of 100 sample respondents. 

HYPOTHESIS  

Two attributes, qualification of respondent and motives of buying behavior are independent.

LIMITATIONS OF THE STUDY

 ● The reliability of the data depends on the information given by the respondents.

 ● The analysis is purely based on the research topic, so that other area may get neglected.

 ●  In order to get accurate result the entire population should be studied, but the researcher took a sample of 100 
respondents due to lack of time.

DATA COLLECTIONS AND ANALYSIS

Table -1 Gender wise classification of respondents

Gender Number of respondents Percentages
Male 30 30
Female 70 70
Total 100 100

Source: primary data
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In this survey, 70 percent of respondents are female and 30 percent of them are male. It is observed that majority of 
sample respondents are female. 

Table-2 Classification on the basis of qualification

Qualification Number of Respondents Percentage
S S L C 20 20
Plus Two 20 20
Graduate 30 30
Post Graduate 30 30
Total 100 100

Source: Primary Data

The table 2 shows that 30 percent of respondents are qualified with graduation or post-graduation. 20 percent of the 
respondents are qualified with SSLC and Plus Two.

Table- 3 Classification on the basis of Frequency of Shopping

Frequency Number of Respondents Percentage 
Once a Month 50 50
Twice a Month 20 20
Thrice a Month 20 20
More than 3 Times 10 10
Total 100 100

Source: Primary Data

It can be seen that 50 percent of the respondents are buy products in once in a month, 20 percent of the respondents are 
shop twice in a month and 20 percent of them are shop thrice in a month and only 10 percent are shop more than times.

Table – 4 Opinion about the key factor of a product

Factors Number of Respondents Percentage 
Quality 50 50
Price 30 30
Pollution free 10 10
All of the above 10 10
Total 100 100

Source: Primary Data

From the above analysis, it is observed that 50 percent of respondents are perceiving quality as key factor of a product. 
30 percent of respondents perceive price of product and 10 percent of respondents are suggested pollution free and 10 percent 
of respondents opined that all of these factors of a product is the key factors. 
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Table – 5 Ranking on the basis of purchase of environmental friendly product

Particulars Rank Total Average 
1 2 3 4 5

Cosmetics 30 20 18 20 12 178 1.78
Baby Products 20 30 20 20 10 165 1.65
Food Product 20 20 30 24 6 162 1.62
Stationery 16 20 16 12 36 134 1.34
Others 14 10 16 24 36 121 1.21

Source: Primary Data 

Table 5 explains that respondents spend more money for cosmetics. Baby products and food products are coming next to this. 
Table- 6 Opinion about green features of a product increase the purchasing power

Opinion Number of Respondents Mark 
Strongly 6 15
Agree 46 92
Neutral 40 60
Disagree 8 8
Strongly disagree 0 0
Total 100 175
Average marks = 175/100 = 1.75 

Source: Primary Data

Table 6 shows opinion about green features of the product increase the purchasing power. Mean value is 1.7 
CTable –7 Classifications on the basis of level of awareness

Opinion Number of respondents Marks 
Very high 12 30
High 40 80
Average 40 60
Low 8 8
Very low 0 0
Total 100 178
Average marks = 178/100 = 1.78

Source: Primary Data

It is inferred that the level of awareness of the respondents are high with an average mark of 1.78. 

Relationship between qualification of respondents and motives of buying behavior

H0: Qualification of respondents and motives of buying behavior are independent.

H1: Qualification of respondents and motives of buying behavior are not independent.

χ2 = (O-E)2/ E

Where O = Observed frequency, E = Expected frequency 
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Table – 8 Observed frequencies

Qualification                          Motivation factors Total 
Concern of 

health
Concern of 

environment
To use better 

quality product
Other factors

SSLC 4 2 0 0 6
Plus two 8 10 4 0 22
Graduate 12 10 8 0 30
Post graduate 16 14 12 0 42
Total 40 36 24 0 100

Expected frequency = Row total *Column total/ Grand total

Table -9 Calculation of χ2Value

O E O-E (O-E)2 (O-E)2/E
4 2.4 1.6 2.56 1.067
8 8.8 -0.8 0.640 0.073
12 12 0 0 0
16 16.8 -0.8 0.640 0.038
2 2.16 -0.16 0.026 0.012
10 7.92 2.08 4.326 0.546
10 9 1 1 0.111
14 15.1 -1.12 1.254 0.083
0 1.44 -1.44 2.074 1.44
4 5.28 -1.28 1.638 0.310
8 7.20 0.8 0.640 0.089
12 10 1.92 3.686 0.369
0 0 0 0 0
0 0 0 0 0
0 0 0 0 0
0 0 0 0 0

Calculated χ2Value 4.138

Degree of freedom = (4-1)*(4-1) =9

Level of significance = 0.05

Table value 16.919

Calculated value is less than table value. So we accept null hypothesis (H0) and reject alternative hypothesis (H1). It 
indicates that there is no relation with qualification of respondents and buying motives. 

FINDINGS AND CONCLUSION

The present research work observed the influence of environmental marketing strategy on consumers buying behavior. 
Ecological or green marketing is very relevant in this modern era. Nowadays most of the industries are adopting the concept 
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of environmental marketing for providing eco-friendly products to their customers. At present consumers are also very much 
aware about the environmental issues. So the green products are directly influenced by consumers and the whole world 
promoting the concept green marketing and supporting it.

It is found that most influencing marketing elements in the buying decision of consumer are the product and its eco-
friendly nature. They are willing to spend more money for environmental friendly products. The study also reveals that 
majority of the respondents satisfied with green products and ready to continue the purchasing. Eco-friendly products are 
doing enough to save the environment and this will lead to a drastic change in the world. The major suggestion is that more 
use of marketing and brands be made to promote and increase the sales of such products.

The study ‘Influence of environmental marketing strategy on buying behavior of consumers’ would like to conclude on 
a note that green products are a part of every human life and they give importance to the purchase of eco-friendly products.
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The university systems of few countries would be able to keep up with such demand, and India is certainly having trouble. 
The best and most selective universities generate too few graduates, and new league of colleges are producing graduates of 
uneven quality. Further, universities and educational institutions have been unable to update their syllabi in tune with the high 
speed changes taking place in the world of technology. Hence, the students churned out are not equipped to meet the current 
industry requirements and often companies have to incur additional expenses (time and monetary) to train new hires. The 
reasons for the poor employability may be multiple. But the costs associated with it are heavy and immeasurable. Hence, the 
present paper is trying to find out the reasons for poor employability among the engineering graduates and to find the ways and 
means to come out of the same. The results reveal that, demographic, organizational, and environmental and teaching learning 
systems equally contributes to the employability skill gaps among the engineers and it can overcome with a sustainable and 
turnaround quality strategy.

Key words: Engineering education- skill gaps- employability- quality-strategy

INTRODUCTION

Our education system may let us down. We are graduating students, not a workforce. India has over 2.6 crores unemployed 
graduates. Can we put them to work? Yes, but it requires hard work. Young people must realize that the curse of three As- 
Angrezi, Aptitude and Attitude. The lack of them is a recipe for disaster. Youth should not wait to graduate and find that they 
are unemployable. They must take pro-active steps. India has had a knowledge-based education system for centuries but now 
the youth of India must quickly embrace skills and employability-oriented education to reap the benefits of ensuing job influx. 
Industrialisation, globalisation and now digitisation have dramatically changed the way the world works and how growing 
economic and non-economic activities define jobs and careers. A skills-based education system can catalyze gross enrollment 
ratios beyond the meager 12.4 per cent currently and qualitatively, allow more employable output. India scores well in jobs 
and salaries when you look at the top tier institutions like IITs and IIMs. India graduates five million students annually and five 
of them also get $100,000 salaries. They usually deserve it! But that’s 0.0001 per cent of our graduates. When we get to Tier 
II and III institutions, the scene is alarming. Despite the fancy advertisements, most colleges and universities in this category 
have less than 10 per cent placements for jobs in the range of Rs. 8,000-17,000 per month. 

Employability education refers to non-technical knowledge, skills and attitude requirements, which are essential for 
winning and retaining jobs - aptitude and problem solving, English language and communication skills. Employability skills 
are imperative in India as we expect 500 million new seekers between now and 2020 the good news is that skills gap can be 
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bridged with appropriate training, ideally delivered over a period of time in schools and colleges. Education institutions need 
to emphasize and plan for this. Students need to be seriously concerned about this.

NEED FOR THE STUDY

There has been significant growth in educational institutions over last decade with increasing number of engineering graduates 
passing out year by year. One of the good things to happen in India in recent times has been that professional higher education 
has spread its wings to reach common man and ordinary people now dream of becoming an engineer or doctor or management 
professional unlike few decades back when it was for few privileged class getting into limited government colleges. This 
clearly means that thousands of qualified graduates pass out every year and get started with journey to fulfill their dreams. One 
of the studies has put increase in number of professional’s colleges as three times in last decade.

Also recent times have witnessed explosive growth on various sectors in India with emerging as one of major surprise 
sector in last decade. Industry has been a choice of popularity by youth because of its charm, dignity, high income and 
“white collar “status. Bio- medicine/Pharma has been another technologic/research field gaining momentum in last few 
years.  Standing of Infosys on global platform is manifestation of IT revolution in India in last decade. Projections indicate 
that industry would require additional 6 million software professionals over next ten years India wide. This clearly means 
opportunity is huge even going by moderate estimates for youth which open flood gates for youth to fulfill their dreams. India 
2020 dream of becoming a super power and big stakeholder in international matters would need talented and employable 
workforce with India’s youth population becoming one of the major prime movers for our growth. The similar growth is 
expected in all other core sectors like auto, mining, manufacturing, power, cement and infrastructure and service sector like 
banking and financial services.

RESEARCH PROBLEM

Part of the skills gap problem is that only a small percentage of India’s young go on to higher education. No more than 7 
per cent of Indians aged 18-25 go to college, according to official statistics. Even a more fundamental level of education is 
proving difficult with nearly 40 per cent of people over the age of 15 being illiterate. Ironically, it is becoming even harder 
to create a robust and continuous pipeline of talent. The university systems of few countries would be able to keep up with 
such demand, and India is certainly having trouble. The best and most selective universities generate too few graduates, and 
new league of colleges are producing graduates of uneven quality. Further, universities and educational institutions have been 
unable to update their syllabi in tune with the high speed changes taking place in the world of technology. Hence, the students 
churned out are not equipped to meet the current industry requirements and often companies have to incur additional expenses 
(time and monetary) to train new hires.

One of the approaches to tackle the problem of lacking job readiness in the Indian Industry is partnerships between the 
industry and academia. Many organizations have taken such initiatives to provide hands on experience, practical skills and soft 
skills to bride this gap and provide training in high-demand job skills. But such limited initiatives can meet numbers to limited 
extend. In this scenario, the current paper is trying to find out the employability gaps and the ways and means to improve the 
same among the engineering graduates. The question is whether the organizational variables affecting the employability skills 
or the demographical variables influence?, hence, inherence qualities of an individual may play a major role in employability 
skills improving at a given point of time. Hence, the present paper is focused in establishing the association between the 
demographical variables and the employability of the engineering graduates.

OBJECTIVES OF THE STUDY

The Present paper is focused on the following objectives:
 ●  To assess the degree of association between the demographics and the employability skills among the engineering 

graduates.

 ● To find out the factors influencing employability skills among the engineering students
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SCOPE OF THE STUDY

The study is conducted at Hyderabad city. For the purpose of study, we have selected the reputed engineering colleges 
affiliated to JNTU, Osmania University and University of Hyderabad. There are ten engineering colleges having more than 10 
years into engineering education were selected as sample and from each college, six branches of students are covered under 
the study. The corporate colleges with deemed status are not covered under the study.

METHODOLOGY:

The current study adopted the descriptive methodology to asses and explain and to express the reasons affecting the 
employability of the engineering students in the engineering colleges. For the purpose of study ten engineering colleges 
were approached. The colleges offering more than six courses and having more than 10 years in engineering education is 
considered for study. Quota sampling is adopted in the study. Therefore the total sample is size is 600.From each college 60 
samples were selected and distributed the questionnaire and collected back. From the primary scrutiny we have found errors 
of omission and double entry and those are treated as defective and removed from the sample. Only 512 good responses were 
considered for analysis.

Data Analysis and Results Discussion:
The present chapter is dealing with data analysis using the different statistical tools through a computer version of SPPSS 
package version 24. The tests are selected on the basis of the nature of data and the appropriateness of the usage of a technique.

Table 1 Distribution of sample on the basis of Gender

Gender Frequency Percentage
Boys 358 69.9
Girls 154 30.1
Total 512 100.0

Source: Primary data/ Structured Questionnaire

It is observed from the table 1 that 69.9 percent of the students studying engineering courses are boys with 69.9 percent of 
the sample and the remaining 30.1 percent of the students are girls in engineering courses at Hyderabad. It indicates that the 
majority of the students’ are boys. The reason behind could be the technical component and the location of the colleges and the 
tenure involved in the courses is considered by the parents before admitting their wards in to colleges. Furthermore transport 
and safety issues play a major role in the selection of course and college of study. Hence, it is obvious that the majority of the 
students joining in the engineering colleges located at the outskirts of the city are boys. The situation is coming to a stage that, 
some of the corporate colleges are offering engineering courses within the city limits by establishing technical universities as 
deemed universities. This can improve the girl student admissions in the engineering colleges. The point to keep in mind is 
Social stigma of admitting a girl student in engineering is also prevailing in the society. This is recent in nature, still the craze 
for state university affiliated colleges are preferred for engineering colleges. 

Table 2 Distribution of sample on the basis of Branch of study

Branch of study Frequency Percentage
CSE/IT 63 12.3
ECE/ETC 162 31.6
Mech/AUTO/Megatronics 153 29.9
EEE 90 17.6
Civil/Structural/Design 44 8.6
Total 512 100.0

Source: Primary data/ Structured Questionnaire.
It is noted from the table 2 that the branch wise distribution of the sample in engineering colleges is as follows. 31.6 percent of 
the students are from electronics and communication and telephone technology, it is followed by mechanical, automobile and 
megatronics engineering with 29.9 percent, electronics and electrical engineering with 17.6 percent, computer science and 
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information technology with 12.3 percent and civil, structural and design technology with 8.6 percent in the order of priority. 
This indicates that electronics and communication engineering ranks first in the preferences of the students in engineering 
colleges. It may be due to wide range of employment opportunities, preferred by many recruiters are the driving forces. It is 
followed by mechanical and automobile engineering courses. This may be due to the latest developments in the auto industry 
growth and development in the country and future prospects projected for employment and self employment in the form 
of service shops for the engineers. All other courses stand with normal range of demand. Hence, for employability, course 
selection is one among the prime success factors in the engineering colleges. It indicates the relationship between the course 
selection and the employability of the engineering graduates.

Table 3 Distribution of sample on the basis of Parental Educational Qualification

Parent’s Qualification Frequency Percentage
No formal Education 101 19.7
Below HSC 120 23.4
UG 127 24.8
PG 85 16.6
Professional 79 15.4
Total 512 100.0

Source: Primary data/ Structured Questionnaire
It is observed from the table 3 that 24.8 percent of the parents of the engineering graduates are with UG 
degree, 23.4 percent with below HSC, 19.7 percent with No formal education, 16.6 percent with PG degree 
and 15.4 percent with Professional qualification is found among the sample respondents. This indicates that 
there is no relationship between the parent’s education qualification and the admission in engineering colleges 
and employability skills of the wards. The reasons could be , on those days the opportunities for the higher 
education is poor when compared to today. In addition, availability, accessibility, affordability of the courses, 
colleges are less. In turn, today, quality based institutions offering engineering courses becomes the issue and 
it decides the employability of the graduates. 

Table 4 Distribution of sample on the basis of Mother tongue

Mother tongue Frequency Percentage
Hindi/Urdu 129 25.2
Telugu 200 39.1
Tamil 82 16.0
Others 101 19.7
Total 512 100.0

Source: Primary data/ Structured Questionnaire
It is found from the table 4 that 39.1 percent of the students in engineering courses are from Telugu as mother tongue, it is 
followed by 25.2 percent are from Hindi/Urdu, 19.7 percent are from others and finally 16 percent are from Tamil as mother 
tongue is found among the students in the sample. It is clear that, Hyderabad is a cosmopolitan in nature in terms of attracting 
students from the various states, languages and culture. In addition, this indicates the reputation, availability, accessibility 
and affordability of the engineering courses in Hyderabad. It is an indicator that, the engineering education at Hyderabad is 
doing well and attracting many from various parts of the country. Hence, employability is also considered to be high among 
the graduates from engineering colleges.

Table 5 Distribution of sample on the basis of previous medium of study

Previous Medium of study Frequency Percentage
Telugu/Hindi/Urdu 145 28.3
English 367 71.7
Total 512 100.0

Source: Primary data/ Structured Questionnaire
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It is noted from the table 5 that the majority of the students joining into engineering courses are from English medium schools 
and the same is observed from the sample survey with 71.1 percent representation and the remaining 28.3 percent are from 
other vernacular languages like Telugu, Hindi and Urdu. This indicates that the students from English medium are more 
willing to join in the engineering courses when compared to others in the sample. The employability is also more among the 
students coming from English medium with good level of communication skills.

Table 6. Factors influencing the employability along with mean and SD

Factors influencing learning and employability skills Mean SD
Gender 3.60 1.289
Medium of study-previous 3.77 1.305
School of study-previous 3.93 1.211
Place of study-previous 3.49 1.416
Parental educational back ground 3.98 1.148
Learning behaviour/attitude of surroundings (neighbor hood) 3.73 1.361
Learning habits of the friends/peer group 3.43 1.436
Learning habits of the reference groups 3.98 1.246
Learning bahaviour of siblings 3.94 1.215
Availability of class rooms and its acquistics 4.00 1.076
Comfort ability in seating and hearing from the teacher 3.76 1.358
Free from Disturbance from the neighbor classes 3.83 1.279
Availability of subject experts/Degree of autonomy 3.94 1.199
Delivery capacity of the subjects by the faculty 3.76 1.371
Number of class hours conducted 3.83 1.337
Number of practical sessions 3.87 1.334
Freedom to present views and discuss in the class 3.88 1.167
Equal learning opportunities to all in the class 3.78 1.351
Individual focus and control 3.76 1.287
Combination of Teaching methods adopted as per the subject 3.67 1.357
Counseling and guidance practices 3.96 1.207

Source: Primary data/ Structured Questionnaire.
It is noted from the table 6, that, The variables influencing employability skills among the engineering graduates are of four 
kinds and the prime factors among the four categories are mentioned in the following table along with the mean and SD. They 
are:
Demographical variables influencing the employability of engineering graduates are the previous school studied by the ward 
and the parent’s educational back ground as quoted with high level of mean scores. In a sense, it is true, that if the fundamentals 
are strong, the student can able to learn better and it will improve the employability of a graduate.
Environmental variables: The prime environmental variables affecting the employability of engineering graduates in the 
sample study are learning habits of the reference groups, learning bahaviour of siblings and Availability of class rooms and 
its acquistics.
Organizational variables: These includes, Free from Disturbance from the neighbor classes and Availability of subject experts/
Degree of autonomy.
Teaching learning and evaluation variables: The TLP variables influencing the employability skills of the graduates are  
Number of class hours conducted, Number of practical sessions, Freedom to present views and discuss in the class and 
counseling and guidance provided by the college during the class hours

Inferential Analysis:

Hypothesis-I
Ho: There is no significant difference between the perceptions of boys and girls with regard to role of demographic variables 
in influencing employability skills among the engineering graduates in the sample.
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Table-7: showing the t-test results showing the perceptional differences between the students with regard to role of demographic 
variables influencing employability among the engineering graduates

Role of demographics in employability skills

Gender
Boys Girls
Mean SD Mean SD

t-value P value
Demographical variables 80.69 7.11 78.06 8.29 3.644 0.001**

Note: ** indicates highly significant at 1% level of significance.

Since P value is less than 0.01,(t=3.644;p=0.001) the null hypothesis, There is no significant difference between the 
perceptions of boys and girls with regard to role of demographic variables in influencing 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 the perceptions of boys and girls with regard to role of demographic variables in influencing employability 
skills among the engineering graduates in the sample. Based on the mean value, it is noticed that, high level of agreement on the 
role of demographical variables on the employability skills is observed among boys when compared to girls in the sample survey.

Hypothesis-II

Null Hypothesis: Ho: There is no significant difference between the perceptions between English and mother tongue 
medium students with regard to the role of environmental variables on the employability skills.

Table-8: showing the t-test results showing the perceptional differences between the students with regard to the role of environmental 
variables on the employability skills

Role of environmental variables in employability 
skills

Medium of study
English Mother tongue
Mean SD Mean SD

t-value P value
Environmental variables 78.26 8.70 80.54 6.99 3.108 0.002**

Since P value is less than 0.01, (t=3.108,p=0.002) the null hypothesis, There is no significant difference between the 
perceptions between English and mother tongue medium students with regard to the role of environmental variables on the 
employability skills is rejected at 1% level of significance. Hence, it is concluded that, there is a highly significant difference 
between the perceptions between English and mother tongue medium students with regard to the role of environmental 
variables on the employability skills. Based on the mean value, it is noticed that the high level of agreement for the same 
is represented by the students from mother tongue medium of study when compared to others in the sample. It may be due 
to change of teaching learning environment could have been affected more when compared to other variables. This can 
overcome over a period of time with constant efforts to learn the vocabulary in English and grammar aspects of English 
language. In addition, the focus to improve the environment variables like learning habits of the reference groups, learning 
bahaviour of siblings and Availability of class rooms and its acquistics needs to be improved. 

Null Hypothesis: There is no significant difference between the various branches of study with regard to the role of 
organizational variables in employability skills of engineering graduates.

Table-9: ANOVA Table showing the relationship between the various branches of study with regard to the role of organizational 
variables in employability skills of engineering graduates

 Role of organizational variables 
in employability skills

Branch of study
F value P value

CSE/IT ECE/ETC

M e c h /
AutMega/
Aero EEE

C i v i l /
s t r u c t u r e /
design

O rg a n i z a t i o n a l 
variables

Mean 74.73 79.41 81.22 82.94 78.25

14.151 0.001**
SD (9.25) (6.49) (7.42) (6.66) (6.78)

Since p value is less than 0.001, the null hypothesis, There is no significant difference between the various branches of 
study with regard to the role of organizational variables in employability skills of engineering graduates is rejected at 1% 
level of significance. Based on the mean value, it is noted that the high level of agreement for the same is endorsed by the 
students from electrical and electronics branch when compared to others in the sample. Hence, there is a need to improve 
organizational variables like Free from Disturbance from the neighbor classes and Availability of subject experts/Degree of 
autonomy. These can help in improving the employability skills among the engineering graduates.
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Null Hypothesis: There is no significant difference among the students with regard to Role of TLP variables on employability 
skills in engineering colleges.

Table: 4.4.1: ANOVA Table showing the relationship between the students with regard to Role of TLP variables on employability skills 
in engineering colleges.

 Role of TLP variables on 
employability skills

Parent’s Level of Education
N o formal 
education

B e l o w 
HSC UG PG Profession

F- value P value

Teaching Learning 
variables

Mean
75.85 80.55 79.45 80.67 83.96 14.910 .000**

 SD (8.17) (7.28) (6.38) (6.76) (7.39)
Since p value is less than 0.001, the null hypothesis, There is no significant difference among the students with regard to Role 
of TLP variables on employability skills in engineering colleges is rejected at 1% level of significance. Hence, it is concluded 
that, there is a highly significant difference among the students with regard to Role of TLP variables on employability skills 
in engineering colleges. Based on the mean value, it is found that, students having parental educational back ground as 
profession, are highly endorsed the role of teaching learning and evaluation practices role I employability skills among the 
engineering graduates when compared to others in the sample. This may be due to feel of the quality of teaching by the faculty 
and the problems in understanding the conceptual aspects of technical and practical skills. The TLP variables influencing the 
employability skills of the graduates are  Number of class hours conducted, Number of practical sessions, Freedom to present 
views and discuss in the class and counseling and guidance provided by the college during the class hours. 

FINDINGS AND OBSERVATIONS

 ●  69.9 percent of the students studying engineering courses are boys with 69.9 percent of the sample and the remaining 
30.1 percent of the students are girls in engineering courses at Hyderabad. It indicates that the majority of the 
students’ are boys.

 ●  31.6 percent of the students are from electronics and communication and telephone technology, it is followed by 
mechanical, automobile and megatronics engineering with 29.9 percent, electronics and electrical engineering 
with 17.6 percent, computer science and information technology with 12.3 percent and civil, structural and design 
technology with 8.6 percent in the order of priority. This indicates that electronics and communication engineering 
ranks first in the preferences of the students in engineering colleges.

 ●  24.8 percent of the parents of the engineering graduates are with UG degree, 23.4 percent with below HSC, 19.7 
percent with No formal education, 16.6 percent with PG degree and 15.4 percent with Professional qualification is 
found among the sample respondents. This indicates that there is no relationship between the parent’s education 
qualification and the admission in engineering colleges and employability skills of the wards.

 ●  39.1 percent of the students in engineering courses are from Telugu as mother tongue, it is followed by 25.2 percent 
are from Hindi/Urdu, 19.7 percent are from others and finally 16 percent are from Tamil as mother tongue is found 
among the students in the sample. It is clear that, Hyderabad is a cosmopolitan in nature in terms of attracting students 
from the various states, languages and culture.

 ●  Majority of the students joining into engineering courses are from English medium schools and the same is observed 
from the sample survey with 71.1 percent representation and the remaining 28.3 percent are from other vernacular 
languages like Telugu, Hindi and Urdu. This indicates that the students from English medium are more willing to join 
in the engineering courses when compared to others in the sample.

 ●  Since P value is less than 0.01,(t=3.644;p=0.001) the null hypothesis, There is no significant difference between the 
perceptions of boys and girls with regard to role of demographic variables in influencing employability skills among 
the engineering graduates in the sample is rejected at 1 % level of significance.

 ●  There is a highly significant difference between the perceptions between English and mother tongue medium students 
with regard to the role of environmental variables on the employability skills.

 ●  There is no significant difference between the various branches of study with regard to the role of organizational 
variables in employability skills of engineering graduates is rejected at 1% level of significance.

 ●  Since p value is less than 0.001, the null hypothesis, There is no significant difference among the students with 
regard to Role of TLP variables on employability skills in engineering colleges is rejected at 1% level of significance. 
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Hence, it is concluded that, there is a highly significant difference among the students with regard to Role of TLP 
variables on employability skills in engineering colleges.

RECOMMENDATIONS AND SUGGESTIONS

 ●  Improvement in teaching learning resources: Engineering education has a long a way to go in terms of quality of 
delivery of teaching. Reputed institutions are also in the list of poor delivery of the subjects for some courses in the 
recent past. The reasons for the same could be appointment of inferior and poor quality teachers without sufficient 
subject knowledge and delivery skills. The industrial and practical experience holders with good communication 
skills and novel ideas need to be appointed at engineering institutions.

 ●  Quality measurement and checking: The accreditation and affiliated bodies need to check the quality of infrastructure 
and the resources from time to time in order to ensure the prescribed quality. The practical and employability skills 
need to give high level priority in the curriculum rather than the theory part. The regulatory bodies for affiliation and 
accreditation should be inspected at frequent intervals.

 ●  Organizational variables like ergonomically designed class rooms with good ventilation and air, pleasant atmosphere, availability 
of faculty members to clear the doubts from time to time, tutor and mentor system, review and feed back of students performance 
at frequent intervals can help in improving the subject knowledge and confidence in the employability skills.

 ●  Teaching learning process need to be streamlined in accordance with the industry requirements and to the present level 
of skill requirements. The multi facet skill set expected by the industry need to impact to the students from day one in 
engineering education. Vocational courses, additional courses for employability skill enhancement need to be imparted. 
All these steps in a rigorous manner can help in improving the employability skills among the engineering graduates.

Summary and Conclusion
Today, Engineering education in at the cross roads. The high level technical institutions too are suffering from knowledge 
tank lapses and there by unable to produce high quality research and teaching deliverables. In turn, this is affecting the 
knowledge level of the students and there by employability becomes a big question mark. In this scenario war footing action 
on revamping the old syllabi, systems and procedures along with induction of quality based teaching learning systems and 
procedures can help to resolve the issue in simple manner. But the level of resistance for the same form all the stake holders 
is high. Hence, it can be implemented in a phased manner. But the steps taken in this direction should be solid and concrete 
with a continuous improvement strategy. 
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INTRODUCTION

Human resources are the most key resource of any organization and the most significant input for a healthy system. Manpower 
attitude and behavior can affect and create an effect in the overall output of the organization. Motivating the employees stands 
as a process which is the key for the individual to perform with passion to attain the objectives of the organization in an utmost 
effective manner. The absence of proper utilization of human resources may affect the overall productivity of the organization 
and may thus lead to loss to the organization. It is to be noted that if the workforce is not properly motivated, it may affect 
the individual performance and self-deliverables such as quality of work, service delivery, effectiveness and efficiency. 
Organizations should note that inadequate and non transformation of knowledge internally; under-utilization of resources 
would only result in the productivity loss of the organization. Research studies on job satisfaction of the employees have 
thrown light that lack of motivation to the employee’s results in increase in manpower absenteeism and attrition decreases the 
level of job satisfaction and induces the employees to work without passion, thus resulting in overall downfall the productivity 
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Work stress arises when an employee isn’t comfortable at the work place, the knowledge on the ease of the work perceived 
by them creates the stress. It is well-known fact that the woman employees undergo severe stress than the male employees. 
Among the women employees, stressors are found to be higher with the married woman employees. Woman employees look 
stressors such as gender-bias as more threatening and a fear-fighting dominating factor at the workplace. Organizations who 
strive to bridge the gap on the gender biased issues succeed better, but the fact is that in many private organizations, it looks to 
be too far from the normalcy level of operations.This study makes an attempt to determine and analyze the key stressors faced 
by the employees in a private organization at the workplace and its impact in the growthof the organizational development. 
The tool used for the analysis was a questionnaire comprising of 10 key factors covering the study. It is rated on a 5-point 
Likert-scale ranging from Strongly Agree with a maximum of 5 points to a minimum of 1 point for Strongly Disagree. The 
data was collected from a sample of 320 respondents belonging to 6 companies in Chennai covering both the genders. The 
data obtained were analyzed by use of statistical techniques such as Mean, Standard Deviation and t-Test. The statistical 
analysis were made with SPSS (version 2.0). The findings suggested that organizations who keep their workforce highly 
motivated are found to attain high growth and better profitability.
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and the output of the organization. Studies have identified that the best kind of policies and practices adopted by organizations 
have increased level of manpower satisfaction at the workplace. In this context, it becomes more important to study and 
analyze on the stressors that affect the private employees at the workplace.

Background of the Study 
It is the fundamental and the major role of an organization to disseminate enthusiasm, inspiration, encouragement and above 
all, the authorities and the management of an organization must motivate and enhance the morale of the employees working 
in the organization. Thus, an organization becomes liable for initiating the effect of the output of others.

An organization should set its process in such a way that it involves in directing and extracting tasks linked exercises of 
the subordinates. It is the pivot on which the success and failure of any business organization stands. An organization should 
possess the attributes and traits that would benefit in achieving its primary objectives. An organization should acquire the 
capability and capacity- embolden and impress the subordinates towards the achievement of the goals through a participative 
and a coordinated decision-making.The successful continuation of cooperation within the organization would charter the 
management in fruitful implementation to yield the needed output.

Statement of the Problem
Employees are the back bone of any organization. Organizational policies, procedures and practices are more vital in the 
successful coordination and completion of the work assigned to the employees. Attitude, Behaviour and Passion in work of 
the employees turns more crucial. The basic requirement, an organization should possess is to have a very good compassion 
of human nature, understanding the needs and the emotions of the employees and a caring nature, which would create a win-
win situation at the workplace between the employee and the employer.

Contrary to the above, many organizations resist the rise and the progress of the employee, many of them are coercive and 
the employees are also more likely to react against the coercive leadership. In today’s shrinking business market, it demands 
necessity for both the hands to work together and hence the study on the organizational style becomes very necessary for the 
organization’s growth and profitability.

PURPOSE OF THE STUDY 

The purposes of this study are as follows: 
 ● To ascertain the dimensions of motivation for employee commitment

 ● To identify the impact of motivational factors on the satisfaction level of the employees. 

 ● To evaluate the effect of the organizational style that determine the growth of the organization.

 ● Comparison between male and female

REVIEW OF LITERATURE

 ●  Travers and Cooper (1998) found that the culture adopted and the pressure exerted by the higher authorities on the 
employees played a vital role for dissatisfaction in work among the employees.

 ● Abel and Sewell (1999) portrayed that poor working conditions exert more pressure. 

 ●  Rastogi and Kashyap (2003) exposed the fact that stress has been more predominant due to poor working atmosphere 
and working conditions in the workplace leading to agony, anguish and distress.

 ●  Zembylas (2004) revealed that factors such as pay benefits, long working hours and more working days (reduction of 
holidays) are vital factors for stress.

 ●  Ololube (2005) exposed the fact that the stress has been due to dissatisfied policy structures such as financial and 
non-financial benefits, salary and other perks etc.,
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 ●  Skaalvik and Skaalvik (2009) revealed that emotional pressure and deprived personal growth are the key factors for 
stress.

RESEARCH QUESTIONS 

The following are the research questions that are meant to provide solutions to the objectives of the study. 
 ● Does the impact of organizational style revamp the satisfaction rate of the employees? 

 ● Does the organizational style have effect on the growth of the organization?

RESEARCH HYPOTHESIS 

The following hypotheses are formulated for testing. 
Hypothesis 1
Ho: There is no significant relationship between the organizational style and the satisfaction level of the employees in the 
organization. 
H1: There is a significant relationship between the organizational style and the satisfaction level of the employees in the 
organization.

Hypothesis 2

Ho: Organizational style does not have an effect on the growth of the organization.
H1: Organizational style has an effect on the growth of the organization.

RESEARCH METHODOLOGY

The objective of this section describes the means and modes adopted in collection of data and the analysis of the data in 
order to attain the specified objectives. The researcher has also selected the sample respondents from all the categories of 
workmanship ranging from low salary to high salary from less age to middle and slightly the higher aged employees, in order 
to make the study more concrete and effective to the end-user. The end-user here is the owners of the private organization to 
whom the report would be shared in all good senses and as a social cause to the welfare of the employee community.

POPULATION OF THE STUDY

Population refers to the total number of elements or the total number of persons that are pertaining to the study which is under 
the analysis. It is a compilation of all the elements having one or more than one characteristics in common. 

In the above study, the population refers to the 8 Private Companies in Chennai, of which 4 are manufacturing companies, 
two are service related industries, one is logistics and the other is a packaging company. 

SAMPLING SIZE

The sample size is 320 employees pertaining to 8 companies in which 210 respondents belong to the four manufacturing 
companies, 65 respondents belong to the two service related industries, 25 respondents belong to the one logistics company 
and 20 belong to the packaging company. The sample was further scrutinized in the following pattern: 

Senior management staff: 62, Administration staff: 51, Production Department: 19, Quality Control Department: 14, 
Design Engineers: 9, Customer–Support Staff: 56, Packaging section staff: 22, Logistics Division: 16, Clerical staff: 42, 
Contract staff: 29
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SAMPLING FRAME

The sampling frame for the study is shown in Table 1. The size of the sample is 320 

Table 1: Sampling Frame for the Study (For N=320)

S.NO VARIABLES CRITERION FREQUENCIES (%)

1 Gender
Male
Female

230
90

62
38

2 Marital Status
Married
Unmarried

245
75

58
42

3 Age in years
25 – 35
35 - 50

180
140

44
56

4 Monthly Salary (INR)

UptoRs. 10,000
Rs. 10,001 – Rs.20,000
Rs. 20,001 –  Rs.30,000
Above Rs.30,000

30
55
190
45

18
44
26
12

RESEARCH DESIGN

+from the responses generated from the respondents which is intended determining the effect of the organizational styles on 
the work satisfaction level of the employees, their productivity and in the overall growth and development of the selected 6 
private organizations.

METHOD OF DATA COLLECTION

Among the two methods, viz., Primary Data and Secondary Data, the former was attained directly from the insights of 
the researchers from the field through the mode of Questionnaire and the latter was attained through websites, journals on 
leadership styles and industry related magazines.

RESEARCH INSTRUMENT

A simple structured and a close-ended Questionnaire comprising of 10 key elements covering the overall 
objective of the study was used. They are rated on a 5-point Likert-scale ranging from Strongly Agree 
with a maximum of 5 points to a minimum of 1 point for Strongly Disagree. The data was collected 
from a sample of 320 respondents belonging to 8 companies in and around Chennai covering both 
the genders. The data obtained were analyzed by use of statistical techniques such as Mean, Standard 
Deviation and t-Test. The statistical analysis were made with SPSS (version 2.0).

ANALYTICAL TOOLS/DATA ANALYSIS TECHNIQUES ADOPTED

To analyze the data and interpret the data, the following statistical techniques are put in use:
 ● Mean and Standard Deviation

 ● t-test to compare groups
Stratified Random Sampling was mainly adopted for the study. At times, convenient sampling was also used for the study.
Simple Descriptive Analysis and Independent Sample t-Test are adopted for the analysis of the study.



117
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

ANALYSIS AND INTERPRETATIONS

Table 2: Descriptive Statistical Analysis to test for the factors contributing to demotivation at the workplace.

S.No.

Variables

Mean SD
1 Work Satisfaction 3.69 0.774
2 Employee Development-Boosting the morale of the employees 3.94 1.011
3 Working atmosphere and environment 3.79 1.056
4 Authority and Responsibilities 3.62 0.408
5 Passion and involvement in work 3.43 0.494
6 Employee Promotion and Rewards 3.56 0.884
7 Employee scope for self-growth and development 3.42 0.997
8 Grievance Redressal system 3.46 0.996
9 Poor employee-employer relationship. 3.87 0.815
10 Poor work performance and decrease in productivity 3.75 0.961

Factors contributing to demotivation at the workplace 36.53 8.396
Source - Primary Data

Fig.1 Mean and Standard Deviation of Factors Contributing to Demotivation at the Workplace

Interpretation of Results from Table 2:
The Overall Mean Value of the Factors contributing to demotivation at the workplace is 36.53, which is 73.06% (36.53 / 50 x 
100).  This indicates that the Impact of Job dissatisfaction of the employees at the workplace is above 73%.
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The mean value is higher in the case of the variables, ‘Employee Development- Boosting the morale of the employees’ 
and ‘Poor employee-employer relationship.’ whose values are 3.94 and 3.87 respectively. Similarly, the mean values are lesser 
in the case of the variables, ‘Passion and involvement in work’ and ‘Employee scope for self-growth and development’ whose 
values are 3.43 and 3.42 respectively. This infers that the Impact of Job dissatisfaction of the employees at the workplace is 
more than the average level since all the mean value of the variables are above 3 (60%) out of 5.

Inferential Analysis - Independent Sample ‘T’ test

Gender – Impact of Stress on the Organizational Performance

H0:  There is no considerable change in the genders with respect to the Job dissatisfaction of the employees working in 
the organization.

T-test was investigated to find if there is any vast change in the genders with respect to the Impact of Job dissatisfaction 
of the employees working in the organization.

Table 3: Independent Sample ‘t’ test-Gender: Impact of Job Dissatisfaction of employees at the workplace

S.No.
Variables

Gender
t – 

value
p – 

valueMale Female

N Mean SD N Mean SD

1 Work Satisfaction 230 4.17 0.936 90 4.21 0.839 0.133 0.891

2
Employee Development-Boosting 
the morale of the employees

230 3.33 0.888 90 3.79 0.796 0.127 0.026*

3
Working atmosphere and 
environment

230 4.02 1.130 90 3.51 1.261 1.883 0.042*

4 Authority and Responsibilities 230 3.68 1.036 90 3.90 1.068 2.331 0.020*

5 Passion and involvement in work 230 3.62 0.918 90 3.77 1.029 1.743 0.040*

6 Employee Promotion and Rewards 230 3.49 0.921 90 3.87 0.789 4.962 0.000**

7
Employee scope for self-growth and 
development

230 2.91 1.157 90 3.58 1.287 6.209 0.000**

8 Grievance Redressal system 230 3.33 1.036 90 4.04 1.029 1.979 0.041*

9
Poor employee-employer 
relationship.

230 3.71 1.009 90 3.87 1.065 1.901 0.046*

10
Poor work performance and decrease 
in productivity

230 3.63 0.829 90 3.51 1.264 1.726 0.044*

Impact of Job Dissatisfaction of the 
employees

230 35.89 4.056 90 38.05 4.850 5.441 0.000**

Source - Primary Data
*Level of significance = 5% & **Level of significance = 1%
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Fig.2 Mean and Standard Deviation of Impact of Job Dissatisfaction of male and Female Employees 
at the workplace

Interpretation of Results from Table 3:

With respect to the genders, the mean score of the Female respondents is 38.05 and that of the Male respondents is 35.89, 
which indicates that the Impact of Job Dissatisfaction is more for Female respondents than the Male respondents.

The value of P is lower than the Significant Value (0.01 and 0.05) in 9 out of the total of 10 cases and lower in the 
overall mean score for the variable, ‘Impact of Job Dissatisfaction of the employees Score (0.000). Hence, Null Hypotheses 
is rejected.  The Null Hypothesis is accepted in only one case, ‘Work Satisfaction’ (M = 0.891) whose P value (0.891) is 
lower than the Significant Value (0.05). The mean value of the variables, ‘Work Satisfaction’ and ‘Working atmosphere and 
environment’ are 4.17 and 4.02 respectively which are the top two effects of Job Dissatisfaction among the male respondents. 
The mean value of the variables, ‘Work Satisfaction’ and ‘Grievance Redressal System’ are 4.21 and 4.04 respectively which 
are the top two effects of Job Dissatisfaction among the female respondents.

Thus it is inferred that there is a considerable variance in the genders in accordance to the Impact of Job Dissatisfaction 
of the employees at the workplace who are employed in the organization.

Marital Status – Impact of Stress on Organizational Performance

H0:  There is no considerable variance in the marital status of the respondents in regard to the Impact of Job dissatisfaction 
of the employees working in the organization.

T-test was done to find out if there is any variance in the marital status of the respondents with respect to the Impact of 
Job dissatisfaction of the employees working in the organization.
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Table 4: Independent Sample ‘t’ test – Marital Status: Impact of Job dissatisfaction of the employees working in the organization.

S.No Variables
Marital Status

t - 
value

p – 
value

Married Unmarried 
N Mean SD N Mean SD

1 Work Satisfaction 245 3.85 0.746 75 4.00 1.053 1.964 0.043*

2
Employee Development-
Boosting the morale of the 
employees

245 3.54 1.261 75 3.36 1.132 1.853 0.044*

3
Working atmosphere and 
environment

245 4.21 0.871 75 4.18 1.028 0.388 0.698

4
Authority and 
Responsibilities

245 3.92 0.962 75 3.85 1.077 0.783 0.434

5
Passion and involvement 
in work

245 4.04 0.978 75 3.67 1.117 1.811 0.041*

6
Employee Promotion and 
Rewards

245 3.76 0.757 75 3.43 0.916 3.040 0.003**

7
Employee scope for self-
growth and development

245 3.98 1.009 75 3.51 1.104 5.149 0.000**

8
Grievance Redressal 
system

245 3.83 1.043 75 3.42 1.039 4.605 0.000**

9
Poor employee-employer 
relationship.

245 3.61 1.182 75 3.05 1.291 5.919 0.000**

10
Poor work performance 
and decrease in 
productivity

245 3.42 1.138 75 3.01 1.097 6.012 0.000**

Impact of Job 
Dissatisfaction of the 
employees.

245 38.16 3.604 75 35.47 5.486 6.966 0.000**

Source - Primary Data
*Level of significance = 5% & **Level of significance = 1%

Fig.3 Mean and Standard Deviation of Impact of Job Dissatisfaction of Employees at the workplace with respect to 
Marital Status
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Interpretation of Results from Table 4:

With reference to the marital status, the mean score of the Married respondents is 38.16 and that of the Unmarried 
respondents is 35.47, which indicates that the Impact of Job Dissatisfaction of the employees is more for Married respondents 
than the Unmarried respondents.

The value of P is lesser than the significant value (0.01 and 0.05) in 8 out of 10 cases, hence the Null Hypotheses is 
rejected. It is accepted in 2 cases, whose P values are 0.698 and 0.434 which are higher than the significant value (0.05). 

The mean values of the variables, ‘Working atmosphere and environment’ and ‘Passion and involvement in work’ are 
4.21 and 4.04 respectively which are the top two effects of Job Dissatisfaction for Married respondents. Similarly, the mean 
value of the variables, ‘Working atmosphere and environment’ and ‘Work Satisfaction’ are 4.18 and 4.0 respectively which 
are the top two effects of Job Dissatisfaction for Unmarried respondents.

Therefore, it is inferred that there is a variance in the marital status of the respondents with regard to the Impact of Job 
dissatisfaction of the employees working in the organization.

RECOMMENDATIONS& SUGGESTIONS

Organizations who create a good institutional climate would lead to the following benefits to both the Institution and the 
working employees.

Table 5: Benefits of Good Institutional Climate

Expectations of the Individual Benefits to the Organization

Good working atmosphere – create passion in work 
among the employees

Reduced Absenteeism & Good Control of Manpower 
Turnover ratio

Enhance the scope for self-growth and development Increase in the Quality of Work and also the Quantity of 
Work done (Overall output/Productivity)

Better employee-employer relationship and 
involvement in Decision handling.

Higher job satisfaction level with increased morale of 
the employees

Transparent and correct policies benefitting the 
employees well-being.

A good and a smooth chain of communication, thereby 
avoiding inter-conflicts between employees.

CONCLUSION

According to the results of the study, the stressors that are caused to the employees employed in the organization can have a 
positive influence on the employee well-being. A transition and transformation in the workplace is the need of the hour and 
hence the decision makers, who are the builders of the organization, which aims to achieve its goals and which strives to stand 
in the long-run for the development of both the employer and the employee should ensure that the workplace is equipped with 
all positive aspects that are required for the well-being of the employees.
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INTRODUCTION 

Education is a light that shows the mankind the right direction to surge. Today, India is one of the world’s top destinations for 
education. With some of the best colleges and universities, it is renowned for its excellence and high standards. What’s even 
more interesting is how technology has advanced rapidly to transform the way students in India consume educational content. 
Additionally, the penetration of internet-based smart phones is taking quality learning to students across geographies in India.

India might not have readily adopted education technology but it’s heartening to see how a traditional sector like education 
is using technology as an enabler so far. Innovation and experimentation in new ways has always been a major initiative in 
every field. Education system, for the past few years has changed and lead to many new practices, to impart knowledge to the 
students. But these new ways of teaching are not being much familiar or known to the teaching fraternity. Teaching and learning 
is a two way give and take process which involves contribution from both teachers and students. Quality education is possible 
through novel ways and use of different methods each time. Excellence in education is achievable when teachers make use of 
unique ideas and inventive approaches than the conservative methods. Traditional and conservative approaches in teaching 
can help teacher educators achieve the desirable ends but the complete development is possible through modern, innovative 
methods. Authentic learning happens when students are given choices and options in gaining knowledge. Technological 
changes and research have led to revolutionary breakthroughs in the development of knowledge and necessitate adapting the 
education to these so that students can accommodate themselves in a more advanced environment. 

STATEMENT OF THE PROBLEM

In present scenario most of the teachers’ believe that innovative technology is important to make class room more interesting 
and it is benefited for the students’ to improve their skill which is required for the corporate sector. Still most of the teachers’ 
hesitate to use technology while teaching because of lack of confidence. The use of technology in teaching from private and 
government colleges, which use innovative technological teaching methods, are less in number.

AN EMPIRICAL STUDY ON INNOVATIVE TECHNOLOGICAL 
PRACTICES IN TEACHING

Dr. Dilshad Begum. 
Assistant Professor, Department of Commerce, Government College (Autonomous) Mandya-571401 
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Technology plays a prominent role in the development of education. This study aims to understand the innovative conventional 
and technological practices in teaching and to analyze teachers’ perception on innovative technology which determines the 
various technologies used as teaching aids. The study is based on perception of 70 teachers throughout the country were 
selected as samples based on convenient sampling method. The data were collected from the respondent’s through structured 
questionnaire. The online teaching is developed by rising technological aids, changing teaching pattern, increased access to 
information and communication technology. The study has been observed that there are many factors have been found our as 
major causes in adopting technologies in teaching.  In the present scenario, Innovative Technological Practices In Teaching
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OBJECTIVES OF STUDY

 ● To understand the innovative conventional and technological practices in teaching.

 ● To analyze the teachers’ perception on innovative technology.

 ● To determine the various technologies used as teaching aids.

SCOPE OF THE STUDY

This study will be conduct on the perception of teachers on various teaching aids and practices by the teachers in the higher 
education institutions. The scope of the study is limited to 70-sample size only, the respondents belongs to the PU and 
DEGREE COLLEGES across the country. 

LIMITATIONS OF THE STUDY

The research was conducted limited to the higher educational institutions only, and the respondents are not limited by the state 
it is collected from various institutions across the country.

RESEARCH METHODOLOGY 

The study conducted by using empirical and descriptive type of methodology. The data gathered from both primary and 
secondary data collection method.

REVIEW OF LITERATURE

Wray et’al (2000), authors trying to say that today there are numerous ways of teaching but the authors try to find out the 
effective tool to exercise the teacher’s ability in order to reach the pupils. The research was on the primary data, and he judges 
the effectiveness of teachers by the literacy level. Kalyani et’al (2018), in this study the author focuses on innovative teaching 
and learning methods in the classroom by giving the students a new way to train their skills. Encouraging teachers to adopt 
new method of technology into the classroom and use multimedia to modify the contents of the material. Jayashree (2017), 
the author tries to explain the importance of education and the numerous ways to inculcate in the modern education system. 
The researcher also recommends that the teaching and learning would be highly effective and innovative if the teacher starts 
to use the recent multimedia technologies. Kalyani et’al (2018), in this study the author focuses on innovative teaching and 
learning methods in the classroom by giving the students a new way to train their skills. Encouraging teachers to adopt new 
method of technology in the classroom and use multimedia to modify the contents of the material. 

AIDS OF TECHNOLOGY IN EDUCATION

 ● Breaking boundaries of Time and Space
 ● Clearer Concept and Deeper Understanding
 ● Learning Vs Teaching
 ● Newer medium for Self-Expression
 ● Global Reach
 ● Learning at your Pace

FACTORS THAT ARE ENABLING THE GROWTH OF EDUCATION:

 ● Personalized and adaptive learning

 ● Two-way conversations in E-Learning

 ● Mobile-based learning
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 ● Video-based learning

 ● Open educational resources

 ● Usage of Virtual Reality (VR) and Augmented Reality (AR) for learning

 ● Virtual Classroom’s high Interactivity

 ● Collaborative Learning

 ● Student- Centered Instruction

 ● Variety of Content Presentation and Learning Activities

 ● Psychologically Safe Environment

 ● Positive and Constructive Feedback

MODERN TECHNOLOGY OFFERS TO EDUCATION SYSTEM

 ●  It provides you multiple facilities so you should grow as a human and assign routine task to machine 
and technology not vice versa.

 ●  Technology wants you to be free from memorizing things you need. It provides you computer, cloud, internet 
technology to store all the information and retrieve it when you need.

 ● It provides great knowledge-base which you can ponder upon.

 ●  It provides greater simulation platform, so you can simulate experiments before doing actually, saving time, money 
and risk in some case.

 ●  It provides global connectivity so to exchange your ideas, knowledge, experiments and research for better 
understanding.

 ● It provides tools to automate the task which needs more time, so can spend your time in logical work.

 ● It gives you more time to be creative and logical by assigning routine, non-creative tasks to technology.

 ●  It assists you in learning and teaching by providing knowledge-base and simulation so you spend more time on 
understanding and research.

DATA ANALYSIS TOOL:

Data Collected will be presented and analyzed using tables. The study includes simple percentage of calculations:

 Simple percentage  

DATA ANALYSIS AND INTERPRETATION

Table-1

PERSONAL INFORMATION
SL. NO. PARTICULARS CLASSIFICATION F %

1. GENDER Male 41 58.6%
Female 29 41.4%

2. AGE 20-30 years 18 25.7%
30-40 years 39 55.7%
40-50 years 11 15.7%
50 and above 2 2.9%
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3 TEACHING 
EXPERIENCE

1-5 years 21 30%
5-10 years 23 32.9%
10-15 years 17 24.3%
15 & above 9 12.9%

Source: primary data

Discussion: The above table gives clear information: About Gender says out of 70 respondents 59% male and 41% female 
respondents. The age of respondents between 20-30 years are 26% and 30-40 ages are 56% which is lowest; 40-50 is 16% and 
above 50years are 3%. Teaching Experience wise: out of 70 respondents majority (33%) of them are under the experience of 
5-10 years and the least i.e., 13% under experience of between 15 and above years

Table-2

Sl.No STATEMENTS Yes No
1. E-mail to and from between students F 56 14

% 80% 20%

2. Online discussion Learning modules(unit of course content or 
learning activities)

F 49 21
% 70% 30%

3. Upload documents and make available to the students F 65 5
% 93% 7%

4. Exporting of recorded session to open system exchange F 67 3
% 95.7% 4.28%

Source: primary data

Discussion: The above table clearly shows that 80% of respondents showed positive and 20% negative responses about 
email conversation, 70% of them agreed and 30% disagree related to online discussion and contents of learning activities, 
93% of respondents said documents can upload to make available to students and 7% said negative response and 96% of them 
agreed recording session is good to students and 4% disagreed.

Table-3

Sl.No.         Facilities Responses F %
1. Technology involved in teaching is not 

confusing
Strongly Agree 32 46%
Agree 34 48.57%

Neutral 2 2.85%
Strongly Dis-agree 2 2.85%

Dis-Agree 2 2.85%
2. Online teaching does not take more time 

than classroom teaching
Strongly Agree 9 13%

Agree 32 46%
Neutral 5 24%

Strongly Dis-agree 12 17%
Dis-Agree 12 17%

3. There is sufficient opportunity to experiment 
with the technology for teaching online 
prior to committing to teach online

Strongly Agree 16 23%
Agree 36 51%
Neutral 5 7%

Strongly Dis-agree 5 7%
Dis-Agree 8 11.4%
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4  Adequate technical support for online  
teaching

Strongly Agree 21 30%
Agree 24 34%
Neutral 2 2.85%

Strongly Dis-agree 14 20%
Dis-Agree 9 12.85%

5. I do not believe that the absence of face 
to face interaction with students is a 
disadvantage

Strongly Agree 12 17%
Agree 15 21.42%
Neutral 2 2.85%

Strongly Dis-agree 24 34.28%
Dis-Agree 17 24.28%

  Source: primary data

Discussion: The above table: shows that more than 95% of respondents agreed that technology do not confusing in 
teaching, 59% of them said online teaching does not take more time than classroom teaching and 34% disagree to the 
statement.  74% agreed there is a sufficient opportunity for online teaching, 64% said there is an adequate technical support 
for online teaching and more than 58% said absence of face to face interaction is not the disadvantage.

CONCLUSION

The study is based on the perception of teaching fraternity. Enhancing quality through faculty participation –Design thinking 
and crowd sourcing techniques. Faculty should be given adequate training to make the teaching rendering a participatory 
activity. Students should be encouraged to come out with new ideas and innovative practices.  Crowd sourcing for idea 
generation is an innovative cost-effective technique adopted by many successful organizations. This technique is unique in 
terms of being very cost effective and ability to reach out to many people.  The adaptations may be considered innovations 
provided on a new idea and when they have the potential to improve student learning, or when they are linked with other 
outcomes.
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INTRODUCTION: 

Employer branding has emerged as a result of the application of the marketing principles to human resource management. 
This concept was firstly introduced in 1996 in an article presented by Ambler and Barrow. 

Ambler and Barrow defined the concept of employer branding as “the package of functional, economic and psychological 
benefits provided by employment and identified with the employing company”. Here Ambler and Borrow have applied the 
concept of brand to HRM by viewing the employer as the brand and employees as customers. 

Employer branding is relatively new approach towards recruiting and retaining the best possible human talent within 
an employment environment that is becoming increasingly competitive. Sullivan defined employer branding as “a targeted, 
long-term strategy to manage the awareness and perceptions of employees, potential employees, and related stakeholders with 
regards to a particular firm”. The result of successful employer branding gives the organization an increasing reputation and 
exposure, coherence among its employees and a high number of applicants as the organization will be described as a great 
place to work at. Minchington and Estis also define the employer brand as the image of your organization as a great place to 
work in the minds of current employees and key stakeholders in the external market.

EMPLOYER BRANDING: A NEW FACET OF HEALTH CARE 
SECTOR
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Dr. V. Ramesh Naik
Assistant Professor Department of MBA GATES Institute of Technology Gooty, Ananthapuramu

“You attract people by the qualities you display,
You keep them by the qualities you possess”. – Shaik Haseena 

The dynamic growth of the today’s competitive world has made the organization more competitive. To survive in the 
cut throat competition of the globalization, an organization has to attain its competitive advantage. It should be proactive 
to face the changes in the scenario. In this scenario, the drivers of the growth of the organization are its human resources. 
The organizational success does not only depend on the organizational policy, but also on the quality of work which can 
be achieved by the workforce. It is the human resource that is the drivers of the organization through their skill, aptitude & 
attitude by deciding, implanting & controlling the activities. This is the time to move for the organization where they have to 
stand first than its competitors. In this situation talent management has became an important tool for the organizational growth 
aligned with the individual growth. Hence, the employer paradigm has shifted in relation to the human capital, in terms of its 
attraction, development, utilization and retention, which placed a heavy demand on today’s HR professionals.

The present research is an attempt to evaluate the employer branding in select Hospitals and Medical Colleges. Particularly, 
it intends to confirm current employer branding practices and their impact on employee performance and job satisfaction in 
select Hospitals and Medical Colleges of Kurnool District. However, in this study, 4 most significant areas like; Attraction, 
Development, Utilization and Retention are chosen for analysis. Moreover, it portrays the diversity in the employees’ potential 
and perceptions in the higher education sector.  

KeyWords:  Employer Branding, Strategy, Talent, Job Performance and Job Satisfaction.
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Figure 1 Employer brand model

DIMENSIONS OF EMPLOYER BRANDING

Employer branding can be divided into three dimensions called economic value, development value and social value as 
recognized by Schlager et al (2011).

1.  Economic value: Berthon, Ewing, and Hah (2005) declared that economic value comprises items such as a “good 
salary”, “a fair number of holidays” and “reasonable retirement benefits”. Firms provide benefits mostly for attracting 
and retaining employees and an increasing payment (or higher salary in general) is directly related to job satisfaction.

2.  Development value: Schlager et al (2011) stated that development value category refers to variables such as “good 
training opportunities”, an “empowering environment”, and a “good mentoring culture”.

3.  Social value: According to Alniacik and Alniacik (2012) social value assesses the extent to which an individual 
is attracted to an employer that provides the opportunity to gain career enhancing experience, good promotion 
opportunities, recognition and appreciation, acceptance and belonging, good feelings and job security.

Conceptual framework
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JOB SATISFACTION

Job satisfaction is defined as the extent to which an employee feels self-motivated, content and satisfied with his/her job. Job 
satisfaction happens when an employee feels he or she is having job stability, career growth and a comfortable work life 
balance.

Job satisfaction can be measured in cognitive (evaluative), affective (or emotional), and behavioral components.  Researchers 
have also noted that job satisfaction measures vary in the extent to which they measure feelings about the job (affective job 
satisfaction) or cognitions about the job (cognitive job satisfaction). 

Locke (1976), defines job satisfaction as “a pleasurable or positive emotional state resulting from the appraisal of one’s 
job or job experiences”. Others have defined it as simply how content an individual is with his or her job; whether he or 
she likes the job or not. It is assessed at both the global level or at the facet level (whether or not the individual is satisfied 
with different aspects of the job). Spector (1997) lists 14 common facets: Appreciation, Communication, Coworkers, Fringe 
benefits, Job conditions, Nature of the work, Organization, Personal growth, Policies and procedures, Promotion opportunities, 
Recognition, Security, and Supervision.

STATEMENT OF THE PROBLEM

Today, Indian health care sector is increasingly relying on brain - not brawn. Health care Institutions that can outpace their 
competition in attracting, developing and retaining the best talent have distinct advantages; lower costs, higher productivity, 
better quality, more satisfied and loyal stakeholders, and higher financial performance. There are several key stages in talent 
management that leading organizations to be focus on. Especially, in health care sector upcoming institutions need to have 
a vision and a well defined strategy on hiring the talent staff in Academia and Research meant for the future growth of the 
Institution. The health care sector has become the outsourcing capital of the employment and innovation and also own set of 
HR challenges. Health care sector’s biggest problem is that competent staff is becoming scarce. Despite the large population, 
the supply of qualified staff cannot keep up with the sharply increased demand. So, do we have the right talent within to attract 
and retain the best available talent?  Hence, the present study has under taken to measure employer branding practices in select 
Hospitals and Medical Colleges in Kurnool District which helps to analyze the working conditions in the Health Care Sector. 

NEED AND SIGNIFICANCE OF THE STUDY 

Today health care sector environment is more volatile compare to other sectors. There is skill gap between the desired 
& present pool of personnel in many Hospitals and Medical Colleges. Hence, institutions have to take the steps towards 
developing talent to meet the uncertainty in the demand of talents. Progressive & innovative practices have become the 
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heart of every institute, to survive and gain competitive advantage by pool of talent according to the demand of the situation. 
Employee branding helps in retaining talent workforce whose skills are value adding to the organization. 

SCOPE OF THE STUDY 

The scope of the study is confined to explore Employee Branding practices in select Hospitals and Medical Colleges of 
Kurnool District viz., Santhiram Medical College & Viswabharathi Medical College. Furthermore, among the various 
components like;

Personal value,

Economic value and

Social value, 
Hence, it is highly interesting and valuable to make a study.  

OBJECTIVES OF THE STUDY 

 ● To study Employee Branding practices in select Hospitals and Medical Colleges of Kurnool District, 

 ● To examine various demographic factors of the sample respondents, 

 ● To analyze the impact of Employee Branding on Employee Job Satisfaction. 

HYPOTHESES

 ● H1: There is a significant relationship between Employee Branding and Job Satisfaction of the employees. 

 ● H0: There is no significant relationship between Employee Branding and Job Satisfaction of the employees. 

RESEARCH DESIGN & METHODOLOGY

The present research is an empirical in nature. The descriptive research method is adopt for describe the present scenario of 
employer branding practices in select private Hospitals and Medical Colleges in Kurnool District.

SOURCES OF DATA

For the present study, the data is collected from both primary and secondary sources. The primary data is collected by 
administrate a structured questionnaire and personal interviews. The secondary data was gathered from Internet, books, 
research articles, survey reports, newsletters, various journals and magazines.  

SAMPLING TECHNIQUE:  THE PURPOSIVE SAMPLING METHOD IS APPLIED TO COLLECT THE DATA 
FROM THE EMPLOYEES. 

Sampling Size: 60

Statistical tolls and techniques  
The collected data is analyzed and interpreted based on Frequency and Correlation coefficient analysis with the aid of SPSS-
20 Version. 
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LIMITATIONS OF THE STUDY

 ● This research study is limited to SRMC & VMC only.  

 ● The present study is confine to only staff of SRMC & VMC.

 ●  The results of the research cannot be generalized to other employees like; lab assistants and other supporting staff and 
accuracy of given information may owe to change from time and individual factors. 

DATA ANALYSIS:

Table-1: Demographic Profile

Demographic Aspects
Details of the Respondents

No. of Employees Percentage (%)

Age

20-30 years 20.0 33.3
31-40 years 30.0 50.0
41-50 years 10.0 16.6

51 years and above 0 0
Total 60 100

Gender
Male 40 66.6

Female 20 33.3
Total 60 100

Educational 
Qualifications

MBBS 0 0
Post Graduation 40.0 66.6

PhD 20.0 33.3
Any Other 0 0

Total 60 100

Marital Status

Married 40.0 66.6
Unmarried 20.0 33.3

Total 60 100

Job Experience

Less than 5 years 15.0 25.0
5-10 years 20.0 33.3
10-15 years 25.0 41.6

15  years and above 0 0
Total 60 100

Designation

Professor 15.0 25.0
Associate Professor 20.0 33.3
Assistant Processor 25.0 41.6

Total 60 100
Source: Primary Data
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Table- 2: Factors Affecting Employer Branding 

S. 
No. Factor / Component and Items Factor 

Loading
1 Basic Job Benefits

Job Description 0.896
Salary and Bonus 0.875
Job Benefits 0.691
Work/life balance 0.828
Security and Stability 0.640

2 Overall Status of Organisation
Organisation Reputation 0.860
Market size of the Organisation 0.857
Organizational Structure 0.758
Organisation Innovativeness 0.535
Organisation Culture 0.548

3 Competitiveness and Challenge
Competitive and intellectual challenge on job 0.842
Chance to work Independently 0.812
Chance of being Leader of Colleagues 0.842

4 Self Development
Continuous Learning 0.613
Being an Expert 0.801
Skills Development 0.781

5 Future Opportunities
Good reference for future work opportunities 0.789
Internal Career Opportunities 0.687
Possibilities to work Abroad 0.675

6 Emotional Judgment
Pioneer as a Brand in Mind 0.832
Gut Feeling 0.708
Feeling of Being a Positive Contributor to the Organisation 0.633

7 Relationship with Peers
Expected Relationship to closet superior 0.745
Colleagues 0.782

8 Internal Management
Work Environment 0.801
Management 0.676

9 Ethics and values
Morals and Ethics 0.875

Source: Primary data
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H1: Correlation Coefficient between Employer Brand and Employee Job Satisfaction

Variables Communication Performance Quality

Employer Brand 
Management

Pearson Correlation 1   0.077**

Sig. (2-Tailed)               0.000
N 60 60

Employee

Job Satisfaction

Pearson Correlation    0.077** 1
Sig. (2-Tailed) 0.000

N 60 60

**. Correlation is significant at the 0.01 Level (2-Tailed).
Source: Primary Data

CONCLUSION:

The present study basically addresses two aspects first, reliability of the source of information, which is used by the employer 
for branding. Second aspect is the factors that determine the employer branding. In total 9 factors have come out to determine 
the employer branding. These 9 factors are Basic Job Benefits, Overall Status of Company, Competitiveness and Challenge, 
Self Development, Future Opportunities, Emotional Judgment, Relationship with Peers, Internal Management and Ethics and 
values.

Further, the research is analyzes the dimensions of Employer brand in terms of talent acquisition, development, 
deployment and retention. The major finding of the study proves that the select college’s employer branding practices 
are adding huge impact on their employees’ personal value, economic value and social value which relates to employee 
personal performance and job satisfaction.  In spite of the massive issues, these colleges are able to maintaining qualified 
staff from longer time.
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INTRODUCTION:

By the end of 2019, the whole world was engaged in accelerating its economy, unaware of the terrible effects of Covid- 19, but 
by early 2020, the whole world had realized that the world economy will be in a deep economic crisis. Corona virus Pandemic 
has had an impact on the global economy with India. Economists believe that the global economy will go through its worst 
phase in history.  These are exceptionally difficult times for our country and the world.  According to a research, a loss of 
about $ 350 million has been estimated on India alone.  Different countries imposed lockdown-like restrictions to deal with 
this crisis in their own way, due to which the entire world economy reached a near-catastrophic situation.  Various research 
and studies are being done all over the world regarding the effect of Covid 19.  It is emerging from these researches that along 
with negative effects, many positive effects are also being seen.  Certainly the backdrop of Covid - 19 is proving to change our 
business plan.  It is being mentioned that all the reports related to the effects of Covid - 19 on the world economy have been 
very shocking. According to HSBC’s Navigator report, almost half (46 per cent) of Indian businesses covered under a survey 
felt ‘very strongly’ impacted by the pandemic, yet more than half (54 per cent) felt they were as well prepared as they possibly 
could be. The survey was conducted on more than 2,600 companies across 14 global markets - including 200 firms from India.

OBJECTIVE:

The main objective of this paper is to discuss the positive and negative impacts of COVID-19 with special attention to the 
Indian Business or economy, and the impacts of Covid- 19 on Indian Business Path.

RESEARCH METHODOLOGY:

An appraisal of the literature review of impact of Covid-19 on business in India. The period of the study is March 2020 to 
October 2020. This research is based on the secondary data.

COVID 19: IMPACT ON BUSINESS

Anita Malik
Astt. Professor, Ram Chameli Chadha Vishvas Girls (P.G) College, 

Ghaziabad (Affiliated to CCS University, Meerut)

The current undesirable conditions have severe economic consequences across the whole world, and it does not look like any 
country will be unaffected. This not only has consequences for the economy, all of society, nature is affected by this pandemic, 
which has led to dramatic changes in how businesses act and consumers behave. In addition to its impact on public health 
and behavior COVID-19 has caused a major economic push away. In this paper, we explore the impact of COVID-19 on the 
various business sectors especially in India, focusing on various much asking questions. First, how did small and medium 
businesses adjust to the economic disruptions resulting from COVID-19? Second, how long did businesses expect the crisis 
to last, and how do the expectations will be fulfilled? 

Keywords: COVID – 19, Pandemic
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COVID -19 IMPLICATIONS ON BUSINESS:

The impact of the corona virus (COVID-19) is being felt by all businesses around the world. As the world is battling the 
Covid-19 epidemic, the entire world is suffering its human, economic and social costs.  The challenge of the Great Recession 
is dominating the international economy; No industry or sector of the economy is unaffected.  This crisis is overshadowing 
the process of globalization. Worldwide business leaders are creating war rooms to keep the ‘lights on’ to fight the COVID-19 
impact.

COVID -19 IMPACT ON VARIOUS SECTORS:

1. Impact on Auto Industry:
It is indeed a transition time for the Indian automobile market.  BS-4 vehicles are being replaced by BS-6 vehicles.  
But the impact of Auto parts import is impacting the spread of BS-6 vehicles in the Indian market.  At the same time, 
electric vehicles are also impacting production and market sales as most of the parts used in electric vehicles are made 
from China. According to a report by Fitch Solutions, the production of auto vehicles in India is down by 8.3 percent in 
2020.  Is estimated to be.  In 2019, this figure was up to 13.2 percent.  On the other hand, organizations like Crisil say 
that due to Chinese New Year many automobile companies had already got automobile parts from China and these parts 
will last 30 to 60 days.  But if the corona virus outbreak continues like this, then the manufacturing of the products will 
be significantly affected. The impact would depend on the extent and future demand of their business with China. In case 
the slowdown in China continues, it is expected to result in an 8-10 per cent contraction in Indian auto manufacturing 
in 2020.

2. Impact on Pharmaceuticals and Healthcare Industry:
Though India is one of the top formulation drug exporters in the world, the domestic pharma industry relies heavily on 
import of bulk drugs. India imported around Rs 24,900 crore worth of bulk drugs in FY19, accounting for approximately 
40 per cent of the overall domestic consumption. With India’s API imports from China averaging almost 70 per cent of its 
consumption by value, importers are at the risk of supply disruptions and unexpected price movements. For many critical 
antibiotics and antipyretics, dependency on imports from China is close to 100 per cent. These APIs require large capacities of 
fermentation boilers, a USP of Chinese manufacturer, giving an upper hand to Chinese manufacturers. Delivery and tracking 
of consignments are still uncertain within China whether inward or outward.

COVID-19 has exposed the healthcare systems. As we know that access to healthcare is a fundamental right but the 
fear of COVID-19 everywhere has in turn affected may people’s primary healthcare provisions. Many hospitals are mainly 
focusing only on COVID-19 patients and due to this, they are ignoring other people who are suffering from some other major 
problems like cancer and found it difficult to get proper treatment. This pandemic has made impossible for the pregnant 
women to visit obstetrician for prenatal checkups and instead of this, opting for telemedicine. If this will be continued the 
death rate from corona will be lower than the death rate from other diseases. This pandemic has taught a lesson that temples, 
mosques, statues and museums are not a necessary requirement but the hospital with world-class infrastructure and facilities 
is. Even there can be seen a negative impact on the profitability of medical device manufacturer who imports consumables, 
disposables and capital equipment from china.

3. Impact on Chemical Industries:
Local manufacturing units in India are dependent on imports of several raw materials, including chemicals and intermediates, 
from China. Delayed shipments from China and a spike in raw material prices are affecting the dyes and dyestuff industry, 
especially in Gujarat. Nearly 20 per cent of the production has been affected due to the disturbance in raw material supply. 
China is a major supplier of specialty chemicals for textiles. The business in India is likely to get affected and people are 
securing their supplies. However, it is also an opportunity since the US, Japan and the EU will try and diversify their markets 
and mitigate China risk. Some of this business can be diverted to India if taken advantage of.
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4. Impact on Electronics Industries:
China is a major supplier both for the final product as well as the raw material used in electronics industry. India’s electronics 
industry is fearing supply disruptions, production reduction, impact on product prices due to heavy dependence on electronics 
component supply-directly and indirectly-and local manufacturing. The spread of corona virus could have pushed down the 
sales of top electronic companies and smart phone makers which have major supplies to India.

5. Impact on Information Technology Industry:
The extended New Year holidays in China have adversely impacted the revenue and growth of domestic IT companies, 
operating out of China. IT companies are heavily dependent on manpower and are not able to operate due to restriction 
in movement of people arising from lockdown and quarantine issues. Consequently, they are not able to complete or 
deliver the existing projects in time and are also declining new projects. Further, the global customers for Indian IT 
companies in China have started looking for other service providers in alternate locations such as Malaysia, Vietnam, 
etc.

6. Impact on Shipping Industry:
Marine operations ranging from shipyards to bulk goods carriers have been affected.  The reduction in the work force and 
the drop in demands have reduced freight rates, with additional restrictions at ports by countries such as restrictions on crew 
changes, disrupting global supply chains.  Due to preventive measures, goods transit is delayed; routes are being diverted or 
discharged before they reach their final destination. The industry is facing a setback to both supply and demand.  Exports from 
Chinese ports were disrupted from January 2020 due to lack of production in the country.  

7. Impact on Aviation, Tourism Industry and Hospitality Industry:
There are 28 countries in the world whose entire economy rests on tourism.  In India also, the contribution of tourism 
sector in employment and revenue is about 12 to 13 percent.  The tourism industry in India has also suffered a lot due 
to the Corona epidemic.  The tourism industry in India has also suffered a lot due to the Corona epidemic.  110 million 
foreign tourists visit India every year and 60 lakh Indians living abroad also visit India.  Thus, a total of 170 lakh tourists 
come to India from abroad every year.  Also, 280 lakh Indians also move from India to other countries for the purpose 
of tourism.  In all, 450 million people take foreign tours outside India and in India every year.  If the size of India’s 
GDP is about 200 lakh crore rupees, then 10 percent of it is the size of Indian tourism of 20 lakh crore rupees.  In India, 
foreign exchange of 2800 to 2900 million US dollars is also earned from foreign tourists. In fact, the tourism industry 
is the area which has suffered the most due to Corona epidemic.  That is why today the biggest question has arisen in 
front of all the countries that how should the tourism industry be saved from heavy losses due to Corona epidemic.  One 
view is that only after the complete end of the corona epidemic will the tourism industry see improvement / change.  
Because, people will not want to leave the house for the journey till they feel safe. The aviation sector has also been 
impacted by the spread of corona virus. The outbreak has forced domestic carriers to cancel and temporarily suspend 
flights operating from India to China and Hong Kong. Carriers such as Indigo and Air India have halted operations to 
China and some other countries.. The temporary suspension of flights to China and Hong Kong would lead to domestic 
carriers missing out on gross revenue targets. The revenue of the tourism sector got down due to a strict ban on both 
domestic and international flights. 

8. Impact on Textile Industry:
Cotton and yarn exports from India to China have come to a standstill due to the outbreak of the Corona virus and the import 
of chemical materials and accessories items used in the textile industry has not affected the domestic textile industry.  And 
due to non-import of accessories items, the cost of the domestic textile industry has gone up, which can make textile costlier 
in the coming days.  The processing cost of the domestic textile industry will increase by 10 per cent, which will increase the 
cost of fabric in the coming days.  According to traders, the increase in the cost of the domestic textile industry will increase 
the price of ready-made clothes and apparel, which may affect the export of Indian products in the coming days.  The demand 
for Indian cotton is more in the international market because it is cheaper than the cotton in other countries, but the decrease 
in the price of cotton in the international market can reduce the demand for Indian cotton. Many garment or textile factories in 
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China have halted operations owing to the outbreak of coronavirus, adversely affecting exports of fabric, yarn and other raw 
materials from India. The disruption is expected to slow down cotton yarn exports by 50 per cent, leading to a severe impact 
on the spinning mills in India

9.  Impact on Agriculture and Food Processing Industry:
Agriculture is considered the backbone of the Indian economy. As Inter-state transportation services have shut down, farmers 
are unable to sell their crops in the market. They are incurring huge losses and forced to throw out their crops. They don’t 
have any other source of income. The poultry sector which is the fastest-growing subsector of the Indian economy has also 
incurred huge losses due to social media where misinformation has been spread by correlating the infection of COVID-19 
with the consumption of meat and poultry products. Though the government is providing a helping hand still their conditions 
are miserable.

10. Impact on E- Commerce:
The government has issued a special advisory for maintaining social distancing to prevent the community transfer of COVID-19 
and asked the corporate to allow their employees to work from home. The nationwide lockdown will tremendously affect the 
operations of the E-commerce industry especially at a time when there is a huge demand for home delivery of goods.  Their 
losses can be recovered if the government brings some policies like loss-making E-commerce companies can get a GST 
refund and can grant the permission of some operation with restrictions.

11. Impact on Education Industry:
Due to the outbreak of the pandemic, most schools and educational institutions have closed down to prevent the transfer 
of disease among children. Though, we are safeguarding them, this will also negatively impact their academic progress. 
Now, we need to shift our focus from traditional to the virtual classroom. There are many technology-enabled educational 
institutions that are providing live classes like byjus, extramarks etc. This pandemic forced the Government to boost edtech 
sector. COVID-19 has changed the way of learning in the long term. Higher education has also got affected as universities 
and colleges are shut down, most higher education institutions are not equipped with digital technology. There will be a delay 
in the admission process, as most of the entrance exams are scheduled around April and May. Despite online education, 
platforms helped students in learning but if this could continue then there can be seen drastic unemployment in the education 
sector.

12. Impact on Defense and Security Industry:
The COVID-19 impacted the supply chains and production/manufacturing facilities of defense companies. As they 
have to depend on different components on different sources located in affected countries. This will lead to a decrease 
in demand for defense equipment. The current scenario is not even good for business development as we know that 
many high-value procurement programmes were finalised during defense shows which are now cancelled. Military 
exercises, which expose foreign equipment and their capabilities to the prospective buyer also affected business 
development as many countries like the USA, UK have cancelled travel plans, deployments and exercise for troops. 
Even the assembled equipment which is ready for dispatch is also held up due to the lockdown of airspace. Due to 
non-dispatchment on time their sales value will substantially reduce which in turn will affect the balance sheet of the 
manufacturing companies. COVID-19 has taught a lesson to defense industry that they need to explore the different 
aspects of risk planning. They need to shift themselves toward technological platforms or start using an unmanned 
system.

13. Impact on Entertainment and Media Industry:
The Indian media and entertainment industry, worth INR 1.82 trillion in 2019 (according to FICCI), is now staring at INR 
25,000 crore loss (CRISIL). The lockdown has had varied effects on the multiple sectors in the media and entertainment 
industry. While box offices and event management companies take a huge blow, OTT services are more in vogue than 
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ever before. With theatre releases postponed, shooting on hold, and cinema halls closed, absolutely nothing is certain. Even 
when theatres open, social distancing norms and weakened livelihoods are likely to prevent people from thronging to watch 
movies. With large-budgeted films competing for release dates, smaller productions may lose out. Production houses, keen on 
anticipated revenues, will have to put future projects on hold. The association claims that of the 60 million staff, 10 million 
have been directly impacted, and their livelihood is at risk as all major national events are postponed or cancelled due to 
the Covid-19 pandemic.

POSITIVE IMPACTS ON BUSINESS:

 ●  Atmanirbhar Bharat Abhiyan. On 12 May the Prime Minister, in an address to the nation, said that the coronavirus 
crisis should be seen as an opportunity, laying emphasis on domestic products and “economic self-reliance”, 
an Atmanirbhar Bharat (transl. Self-reliant India) through a Atmanirbhar Bharat Abhiyan (transl. Self-reliant India 
Mission)

 ●  Change in FDI Policy.

 ●  Alternative to China (Reduce Dependency on China).

 ●  There will be more research on COVID-19, particularly discovering a vaccine and medical strategies which are more 
effective in patient management. If any new vaccinations are discovered, there will be a massive demand from each 
country and new supply chain networks will emerge within the health sector.

 ● Expansion of Digitalization 

NEGATIVE IMPACTS ON BUSINESS:

 ● There are many people who are losing their jobs and incomes in the formal and informal sectors in the society.

 ●  Service providers’ (supply chain networks) inability to continue the day-to-day supply of commodities and other 
services due to the lack of profit margins.

 ● Global economic recession and increase in poverty level in society.

CONCLUSION:

In the end, it can be said that almost every sector got affected from the pandemic including aviation where all domestic and 
international flights got cancelled sports where cancellation of events lead to huge loss to organisers, textile sector, as India 
depend for its raw material on Chinese textile factories which are shut down, even the revenue of transport sector got affected 
due to ban on public transport including metros and railways. The government has announced a package of twenty lakh 
crores to stimulate the economy. Post COVID-19, the focus of the government should be on increasing the employment level, 
provide financial help to industrial units and streamlining the GST regime to ensure ease of doing business. Each and every 
country need to find the way of living with corona as the vaccine is not likely to be available for mass use for at least a year or 
two. Therefore, positive impacts are relatively high and some impacts are short term and most others are long term.
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INTRODUCTION

Stress is a common phenomenon of modern life. Stress is generally due to conflict emanating from high aspirations and goal 
attainment. Stress may also result from indecisiveness and failure to cope with the demanding situation. Stress is common 
for all, but the degree varies which depend on various intra psychic and interpersonal factors. Stress prone people experience 
more health related problems and experience difficulties in interpersonal area. Although stress cannot be totally eliminated 
from the individuals life it can be minimized which may help in leading a healthy and prosperous life. It is thus quite important 
to discuss about some effective coping strategies to manage human stress.

DEFINITION

It is the way human beings react both physically and mentally to changes, events, and situations in their lives. People 
experience stress in different ways and for different reasons. The reason is based on your perception of an event or situation.

CAUSES OF STRESS

 ● The most frequent reasons for stressing out fall into three main categories

 ● The unsettling effects of change

 ● The feeling that an outside force is challenging or threatening you

 ● The feeling that you have lost personal control

Life events such as marriage, changing jobs, divorce or the death of a relative or friend are the most common causes 
of stress. Although life threatening events are less common, they can be the most physiologically acute. They are usually 

STRESS MANAGEMENT

DR.A.Parameshwari
Assistant Professor in Commerce, Sri Muthukumaran Arts And Science College,  

Chikkarayapuram, Mangadu, Chennai 
vaikunparameshwar@gmail.com

Stress is a common phenomenon of modern life. Stress is generally due to conflict emanating from high aspirations and goal 
attainment. Stress may also result from indecisiveness and failure to cope with the demanding situation. Stress is common 
for all, but the degree varies which depend on various intra psychic and interpersonal factors. Stress prone people experience 
more health related problems and experience difficulties in interpersonal area. Although stress cannot be totally eliminated 
from the individuals life it can be minimized which may help in leading a healthy and prosperous life. It is thus quite important 
to discuss about some effective coping strategies to manage human stress.
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associated with public service career fields in which people experience intense stress levels because of imminent danger and 
a high degree of uncertainty.

STAGES OF STRESS

Stress may be ranged from mild to severe forms. Stress passes through four major stages. In the first stage the stimuli from 
the sense organs are sent into the brain. And then the brain perceives it either threat or no threat. If the brain regarded it as no 
threat then the stress is at normal level. Otherwise it leads to the third stage, where the body stays activated, aroused until the 
threat is over. In the fourth and last stage the body returns to the homeostatic stage. , which a result in the physical and mental 
calmness...The first stage is alarm stage if this sage is prolonged the second stage occupies the position called resistance stage. 
, where the arousal become slowdowns and compared to the first stage. If the stress continues for the long then the third stage 
occupies the place called exhaustion stage, which produce both psychological and physical illness.

*Alarm Stage
The alarm sage marks the first contact with the stressor. The individuals’ nervous system immediately sends an emergency 
signal to brain. Stress leads to increased adrenaline to the blood stream. This in turn causes breathing to speedup. Blood flow 
to the brain and muscles increases, vision improves, blood pressure goes up, palm sweat and our mouth gets dry.

*Resistance Stage
Resistance stage occurs when one is unable to successfully deal with the stressor during the alarm stage body adapts to the 
presence of the stressor. Since the body is still fighting the stressor, the individual may become irritable, tired and less capable 
to handle the demanding situations .Resistance is a form of adjustment that lasts until the stressor stops. If the stressful 
situation continues the body continues the changes that started in the first stage.

Exhaustion Stage
It comes when the body can no longer keep up with the demands of the stressor. Exhaustion only occurs if a stressor continues 
for long periods of time weeks, months or even years .When stress continues beyond the second sage  and if you do not adhere 
to remedial measures the final stress stage of exhaustion settles in

STRESS MANAGEMENT

The intensify of stress and the perception of stress are different from person to person, time to time and situation to situation, 
like this, the coping abilities and coping strategies also differ from person to person, time to time and situation to situation 
.Although there is difference of coping strategies there are some common coping strategies to live a healthy and prosperous 
life.

CONCLUSION

Stress can have consequences far beyond temporary feelings of pressure.  While you cannot avoid stress, you can learn to 
manage it and develop skills to cope with the events or situations you find stressful. By learning to cope  up with stress, and 
by recognising the symptoms of depression and the warning signs of suicide, you will be better prepared to help not only 
yourself , but also friends ,fellow students and all your well-wishers.Managing stress is the most needed tool in all hands for 
healthy and happy life,
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INTRODUCTION

In December 2019, the world witnessed the emergence of a new coronavirus in Wuhan, China. In a very short span of time the 
viral infection spread across countries. The novel coronavirus (SARS- CoV-2), the virus that causes COVID-19, has infected 
more than 33 million people and left almost a million dead as of this writing. Considering the massive impact on human life The 
World Health Organization (WHO) declared Covid-19 as a global pandemic on 11th March 2020. Governments had to focus 
on detecting the infection, limiting mortality and preventing fresh infections. Towards this, several countries implemented 
a lockdown. Organizations became worried about business continuity. Information Technology companies were the early 
responders to this situation. Most companies were forced to implement a Work from Home strategy. Workers around the globe 
have subsequently transitioned to working from home amid the pandemic caused by novel Coronavirus.

The Indian IT workforce as per The National Association of Software and Services Companies as of 2020 is at 4.36 
million (NASSCOM, 2020)1. The $150 billion industry that primarily services overseas clients is allowing these workers to 
build software and maintain them for clients from remote locations. IT majors including Tata Consultancy Services (TCS), 
Infosys, Wipro, Tech Mahindra believe that most of their employees will continue to work from home even after the pandemic 
is over. This is because, people have now adjusted to the shift in the workforce model and the productivity has also gone 
up. Tech Mahindra expects atleast 25% of their workforce to work from home permanently (Mannu Arora, 2020)2. With the 
outbreak of the pandemic and the shift to remote working, TCS launched a massive program to ensure business continuity 
using their Secure Borderless Workspaces™ (SBWS™) model, which allows TCS associates to work from home with support 

IMPACT OF LONG TERM WORK FROM HOME ON WORK 
CULTURE & EMPLOYEE ENGAGEMENT: A STUDY 

FOCUSED ON INDIAN IT COMPANIES.

Gokul Santhanam
Senior Vice President & Global Delivery HR Head, Mphasis Limited, India  

Email: gokul@gokulsan.com

Dr. K. D. Balaji
Assistant Professor, SRM School of Management, SRM University, Chennai, India 

Email: balajid@srmist.edu.in
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were the first to respond to this crisis and enabled work from home for most of its employees. Having witnessed the productivity 
gains and cost savings, Organizations are planning to move towards long term remote working. The biggest challenge in this 
model would be sustaining the Organizational culture while working from home. Sustaining culture and making employee’s 
experience the culture in a remote working environment is critical. If employees working from home are not cemented into the 
company’s culture at an early stage, the sense of belonging would be lost which would in turn, make it practically impossible 
to keep employees motivated and focused on the job. This article aims to study the different Organizational cultures adopted 
by top Indian IT companies and provide recommendations on how to sustain culture and make the employee experience 
the same from a remote working environment. We spoke to several human resource managers to understand the challenges. 
Understanding these challenges is critical for Organizations, if they want to make the long-term work from home model a 
success. The recommendations provided, if implemented, will help the companies address some of these critical challenges. 
The challenges and recommendations are tailored to cover aspects of Organization culture prevalent in the top Indian IT 
companies and will also open avenues for future research on this topic.
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from minimal associates working from offices. By the year 2025, TCS is aiming to have only 25% of workforce working out 
of TCS facilities at any time (TCS Website, 2020)3. Wipro chairman, Rishad Premji said, “more than 90% of employees are 
already working from home, and our workforce will never come back to 100% work from office mode”. The work from home 
model has led many Indian IT companies to adopt a Permanent/ Hybrid model, meaning some sections of employees will be 
working from home and some from workplace (Radhika Kajarekar, 2020)4.

With millions of employees now being asked to work from home in the wake of the COVID-19 pandemic, business 
leaders are faced with a bigger challenge of preserving Organizational culture.

This is because, more than 50% of the IT Workforce has never witnessed Working from Home (Skilton, Joanne, 2020)5. 
The larger and more spread out your business becomes geographically, the harder it is to maintain a strong, cohesive, and 
pervasive culture. But, at the end of the day, culture isn’t a place. It’s a mindset. (Hassel David, 2020)6. While working from 
home, Organizational culture is likely to take a hit. Culture is the epitome of shared beliefs and people not being able to meet 
each other in person and solidifying that belief is unlikely to happen. Businesses must look at how to continue to build and 
leverage culture while operating remotely.

LITERATURE REVIEW

Culture is the tacit social order of an Organization. “Culture expresses goals through values and beliefs and guides activity 
through shared assumptions and group norms. It shapes attitudes and behaviors in wide-ranging and durable ways. 
Cultural norms define what is encouraged, discouraged, accepted, or rejected within a group. When properly aligned with 
personal values, drives, and needs, culture can unleash tremendous amounts of energy toward a shared purpose and foster an 
Organization’s capacity to thrive.” (Boris Groysberg, Jeremiah Lee, Jesse Price J. Yo- Jud Cheng, 2018)7.

Through a synthesis of seminal work by Edgar Schein, Shalom Schwartz, Geert Hofstede, and other leading scholars 
(Groysberg,2018)7 the four attributes of culture identified are:

Shared- Culture is a group phenomenon. Neither can culture exist in one person nor can it be an average of individual 
characteristics. It resides in shared behaviours, values, and assumptions and hence we can most commonly experience it 
through the norms and expectations of a group.

Pervasive- Culture is manifest in collective behaviours, physical environments, group rituals, visible symbols, stories, 
and legends. Other aspects of culture are unseen, such as mind set, motivations, unspoken assumptions, and what David 
Rooke and William Torbert refer to as “action logics” (mental models of how to interpret and respond to the world around us).

Enduring- Endurance is explained in part by the attraction-selection-attrition model first introduced by Benjamin 
Schneider8 in 1987. People are drawn to Organizations with characteristics similar to their own. Organizations also prefer 
candidates who have a culture fit, as they know that over time, those who don’t fit in the Organization’s culture tend to leave. 
Hence culture becomes a self-reinforcing social pattern that grows increasingly resistant to change and outside influences.

Implicit- Culture acts as a silent language. Shalom Schwartz and E.O. Wilson have shown through their research how 
evolutionary processes shapes human capacity, because the ability to sense and respond to culture is universal.

Different Cultures Adopted by Indian IT Organizations
Every Organization has its unique way of working which often contributes to its culture, thereby giving an identity to the 
Organization as a whole. The culture of the workplace paves the way for how employees behave amongst themselves as well 
as with people outside the Organization. The Indian IT Industry, being a key part of the country’s economy is very much agile. 
In this article, we have combined the different Organizational cultures adopted by top IT companies in India to understand the 
possibilities of experiencing and sustaining the culture in a remote work environment. Based on an internet research, we have 
been able to map the culture of some of the key IT companies.
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Empowering P e o p l e 
Oriented

Outcome 
Oriented

V a l u e 
Oriented

Diversity 
&
Inclusion

Customer 
Centricity

Collaborative S o c i a l l y 
Responsible

Capgemini X X X
Cognizant X X X
HCL X X X X X
Infosys X X X
Mindtree X X X X
Mphasis X X X X X
TCS X X X X
Tech
Mahindra

X X X X

Wipro X X X X

Source: Representation based on internet search followed by discussion with HR Managers

Sustaining Organizational Culture in Remote Working Scenario

Based on the above-mentioned culture, we have analyzed the challenges associated with sustaining and making employees 
experience the culture of the Organization in a remote work environment. We have also provided possible recommendations 
which can be adopted by Organizations looking to provide employees with the unique experience of their culture, without 
having to compromise while working remotely.

Empowering

Empowerment is the process of enabling individuals to adopt new behaviours that further their individual aspirations and 
those of their Organizations (David Gershon, 2015)10.

Empowerment is a way to give employees greater authority and responsibility to take care of the needs of the customer 
and to provide employees with the means for making influential decisions (Patricia Lotich, 2019)11.

Recommendations:

Front line decision making: In a remote work environment. employees could get stuck for want of direction and this could 
cause delay. Spot decision making gets delayed because managers are not physically present and may not be available for 
immediate virtual guidance. Organizations should form guidelines/policies, defining the levels of empowerment across the 
Organization. Where possible, the decision-making authority can be moved down to the next level.

Boundaries not defined properly: While we enable decentralised decision making, it is important to define the boundaries 
and set clear rules. As communication becomes predominantly virtual, employees may lack clarity on what they can do and 
where they can take decisions. There is always the risk of employees overstepping boundaries It is important to set the keep 
the boundaries visible, without diluting the essence of empowerment.

Managers trusting employees: Due to the lack of physical presence and face-to-face working it is natural for few 
managers to micromanage or second guess employees on the work assigned, and decisions made. Scheduling frequent calls 
can be stressful for both. Managers should be trained to operate on trust. Managers must have the faith in their employee’s 
commitment and capability to deliver.

Micromanaging adds to the workload of both the manager and the team. Managers can adopt outcome-based management 
which outlays the timeline for the task assigned and gives complete autonomy on ‘How’ the job needs to be done. For tasks 
that do not have a clear timeline, setting short term and long-term goals and adopting Lead & Lag measures will help.
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Access to Data: access to information and data can be a big challenge. Employees often face difficulty in obtaining access 
to data that is critical for their efficient functioning. This could also be because of the Organization’s data security protocols 
in place. Organizations should invest in tools and automation to enable easy and secure access to data. Organizations must 
look to proactively make relevant, “meaningful” data available to increase employee productivity. Information should be 
accessible via any device and from wherever the employee is located.

People Oriented

A people-oriented culture revolves around insisting on fairness, tolerance and respect for the individual. Focusing on the 
right elements such as, praise, empathy, recognition, and positivity, creates a company culture that is people oriented.

Recommendations:

Human Element: Human beings are social animals. Being people centric, involves taking care of this fundamental premise 
of human existence. Managers need to ensure they meet with their employees on a regular basis. Regular Employee connects 
through video conferencing platforms must be encouraged. This could be for a communication cascade or recognizing good 
work, providing performance feedback or even a casual team connect. It is also recommended to give teams, collaborative 
tasks to promote interaction. Physical team outings such as team lunches or birthday celebrations must be reimagined virtually. 
The human resource function must play a more active role in facilitating and monitoring the incidence of virtual connects. 
Unlike in the normal scenario, where connects are established as a natural outcome of physical proximity, there has to be a 
premeditated plan to ensure social connects stays relevant in the virtual world.

Rewards & Recognition: New ways of celebrating milestones and avenues for recognition need to be developed to 
compensate the lack of physical connect. Another aspect that is critical to recognition in the remote working world is 
speed. Recognition must be timely and opportune. Organizations should invest on online appreciation/reward portals where 
appreciation can happen instantly with a click of button. Rewarding must be curated as a personalised experience with 
adequate visibility that will encourage desired behaviours.

Empathy & Work Loads: As the contours of the professional and personal blur, employees could be at the receiving 
end when it comes to work pressure. While some find it difficult to establish routine, others find it difficult to balance work 
and requirements on the home front. Managers should be coached to empathise with the employee’s family situation and be 
flexible without compromising on deliverables. The measure should be based on the quality of deliverables and not on the 
time spent on the work. Managers must also realise, working from home does not construe that an employee is available 24/7. 
Work timings /schedules become all the more relevant and should be respected.

Health: Stress due to overwork eventually affects mental health and wellbeing. Organizations should ensure fair 
distribution of work and also encourage employees to talk about their work-related stress. It is important to have an Employee 
Assistance Program (EAP). A counsellor should be available on call to talk to employees who are showing signs of stress. 
While establishing an EAP, organizations must ensure confidentiality and take measures to destigmatize associations with an 
EAP.

Open door policy in a remote work environment: During a normal day in office employees have the liberty to reach out to 
their leaders formally or even for informal discussions. These interactions have proved to be morale boosters and employees 
are often left with afterthoughts of confidence, satisfaction, motivation and pride. As we switch to remote working, the 
chances of these connects happening significantly drop. Leaders should take it on themselves to proactively reach out to the 
teams or have a virtual forum where employees can connect with them. Such initiatives should be formalised across the teams.

Onboarding & Induction: It is important for a new joinee to understand culture of the organizations, and an effective 
induction is the best means to achieve this. Virtual inductions must be approached with the same seriousness a physical 
induction is given. The core company values must be reinforced. Content curated for inductions must be relevant, engaging 
and impactful. We must keep in mind; the whole induction is happening virtually, and attention spans could be lesser.

Outcome Oriented

An outcome-oriented Organization is one where employees aspire to be top performers. These are Organizations that 
emphasize on results, action and achievements as their most important value.
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Recommendations:

Lack of infrastructure: Sometimes, employees might not have the infrastructure required to perform their jobs effectively. 
This could include aspects as basic as high-speed internet connectivity or power backup. In many cases, companies also 
require employees to work using their own devices. An Organization that is outcome focused must provide and support 
employees with the resources needed to work. Organizations must consider investing in fulfilling productivity needs in ways 
which are beneficial to companies and employees. Organizations can incentivize these enablers in lieu of the savings incurred 
on electricity, rent, company food or company transport due to remote working. . Companies can provide for company 
laptops/desktops, broadband reimbursement and soft loans to buy inverters or work furniture.

Time Management: Even though there is flexibility in working it is vital for the Organization to develop guidelines/
policies based on business requirements which clearly state certain mandatory work hours in a day where the employees must 
be available for virtual meetings or calls. This will ensure better collaboration between the teams especially if there is an 
onsite-offshore coordination requirement.

Goal Clarity: With too many priorities, even basic activities could get derailed if the priorities are not well defined. 
Construct new KPIs that measure behaviours suitable to remote working and communicate it to employees (accountability, 
collaboration, punctuality, etc). Adopting Lead & Lag measures for goals is critical

especially if those goals need to be tracked closely. The “relevance” & “objectivity” of goals becomes all the more 
important in this scenario.

Performance Evaluation: Delivering results is always going to be a priority irrespective of remote working or not. Remote 
employees may be unclear on how their performance is going to be measured as remote working has changed the way a 
person communicates, collaborates, shows ownership, etc. The measurement criteria should be transparent and mutually 
agreed on at the start of the evaluation period.

Delivering results working remotely requires effective support for execution from the Organization’s side and commitment 
from the employee’s side.

Customer Centric

Being customer-centric is not just about meeting customer needs - it’s about understanding how customers see the world. 
That means leveraging data to create a positive impact on their everyday lives.

Recommendations (where customer is working remotely):

Employees are your Brand: Deliverables are the only way that clients are going to experience the exceptional client 
service that the Organization intends to provide. In the event that the client Organization decides to work remotely, it will 
be difficult for the client relationship manager (CRM) to meet with the client. Without proper avenues for collaboration and 
communicating, the ‘long term relationship’ with the clients may take a hit. The CRM must organise regular calls with the 
client and organize virtual client engagement activities. If possible, the client can be asked to address the teams remotely or 
participate in a rewards and recognition event.

Borderless resource allocation: Organizations have always had to make certain compromises based on the employee’s 
location preferences or visa availability (where applicable). In a remote working scenario, Organizations can look at assigning 
the best available talent to manage the customer through remote engagement. This will ensure further strengthening of ties 
with the customer.

Reiterate the importance: Organizations must reinforce the values that act as pillars for the customer- centric culture. 
Employees need to be reminded that even while working remotely, it is important to understand customer’s needs, identify 
the reason behind those needs and respond effectively with solutions.

Keep Training: Organizations must continue investing on remote trainings on Customer-centricity. All possible scenarios 
should be covered during this training. New joinees should be educated on the importance of customer centricity and how they 
can imbibe this culture cornerstone. The Organization should help employees adopt shared ownership and team accountability 
at all levels.
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Value & Ethics Oriented

In an ideal workplace, structures and relationships will work together around core values that transcend self-interest. Core 
values will inspire value-creating efforts as employees feel inspired to do what is right, even when the right thing is hard to 
do. (Steven D Olson, 2013)12. Ethics is not about doing the right thing when everyone is watching, it is about doing the right 
thing even when no one is around.

Recommendations:

No Supervision: No direct supervision is a big threat when employees work remotely. Organizations must evaluate the 
possible ethical gaps that could arise while working remote and include them in their Code of Business Conduct (COBC). It 
is important to train and sensitize all employees on the importance of adhering to the COBC.

Digital Risk: Cyber security and data confidentiality if not strengthened, is going to be catastrophic and the Organizations 
reputation can take a big hit. Organizations working as an ODC (Off-shore Development Centre) set up, for client confidentiality 
purposes do not allow cell phones, stationery etc. With remote working Organizations are required to tighten the grip around 
security protocol. Taking photos using mobile phones, using USB devices in the laptop or accessing unauthorized links could lead 
to breach in client data. Strengthening security measures in the laptops and networks employees connect working from home is vital. 
Create awareness among employees about cyber security and social engineering scams, designed to get fatal responses. Recently 
ransomware attacks created huge financial losses to a few companies. Fake emails (which include a link or attachment) could lead to 
destructive malware theft. Security becomes pivotal to ensuring seamless customer support and building lasting client engagements.

Video Conferencing Etiquettes: Organizations must emphasize on the dos and don’ts during a video/audio conferencing. 
Availability and punctuality, Suitable attire, background noises which could disturb the flow of the conversation, taking 
pictures of the call or participants, recording the call without prior consent of all participants are certain areas to be looked 
upon while drafting the guidelines. Storytelling, referencing personal experiences and the repercussions the Organization has 
faced would be an effective way to create awareness in this aspect.

Collaboration

If ideas and information spread seamlessly across functional and departmental lines, due to employees communicating 
and working together in a team, then you can call it a collaborative Organization. This has a positive impact on company 
performance and helps Organizations maximize employee knowledge and capabilities. (Dave Root, 2018)13. Collaborative 
work culture gives employees the space to communicate openly and honestly and to form meaningful bonds with one another.

Recommendations:

Purposelessness and Lack of Information: Lack of physical communication can lead to employees not understanding the 
purpose of the project: who has been doing what and how their parts add up to the larger picture. This would mean, employees 
will not be able reach out to the right person for support. Managers should help the team understand the project dynamics 
and the roles played by each person. Work should be distributed fairly and shared based on the individual’s strength. Work 
schedules/calendars must be published and available for everyone in a common place for easy understanding.

Seeking help: In a regular office environment, help is often readily available. Casual conversations accelerate collaboration 
and translate to work support. In remote working, casual conversations are restricted and hence it could be difficult to gauge 
when an employee needs support. Managers must also encourage team members to seek help or have an honest conversation 
about workloads, challenges faced and support required

Collaboration Tools: Provide an effective channel for communication which fosters collaboration in a remote work 
environment. Encourage the use of technology solutions such as collaboration tools (Microsoft Teams). This could nurture 
open communication and better collaboration between the teams.

Socially Responsible

Socially responsible companies are the one who think beyond their bottom line. According to a PWC Study14, 56% of 
millennials would consider leaving their company if its social responsibility program didn’t meet their expectations.
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Recommendations:

Volunteers: While working from office, it is easy to mobilize volunteers for CSR activities. Employees get to witness social 
causes like blood donation or tree plantation and get inspired. They are often exposed to experiences shared by colleagues and 
partake in CSR initiatives. In remote working, this becomes a challenge. Organizations should introduce regular newsletters 
to showcase the CSR activities or Create an online platform where employees can read about a CSR event and volunteer.

Green Initiatives: Working remotely, the Organization tends to reduce a lot of carbon footprint. There are fewer people 
commuting to work which in turn reduces carbon emission from vehicles, lesser paperwork, electricity consumption at 
workplace, etc. These should be showcased to the employees in a way they understand and appreciate.

Including Everyone: Some employees who are staying in farther locations may not be able to travel for CSR activities. 
Organizations need to research and find those virtually enabled social companies to tie up with which can increase the 
participation of more employees.

Diversity & Inclusion

Workplace diversity is understanding, accepting, and valuing differences between people. Inclusion in the workplace is a 
collaborative, supportive, and respectful environment that increases the participation and contribution of all employees. As a 
matter of fact, true inclusion removes all barriers, discrimination, and intolerance. (Somen Mondall, 2020)15.

Recommendations:

Diverse hiring: While there are Organizations who value a diverse culture, they find it difficult to hire certain categories 
of employees due to certain limitations at the employee’s end. In a remote working setup, Organizations can employ from a 
larger pool of diverse employees such as physically challenged workforce or women who have taken a break in their career 
due to personal commitments.

New joiner experience: New joiners who used to visually experience the diverse nature of the Organization, will now 
not get that opportunity. It is important to ensure that the teams experience the diversity which captures the essence of their 
Organization. Managers should ensure that the new joiners witness the diversity in team calls or fun connects. It is a good 
practice to have “quick intro” sessions with new joiners on day 1. These help accelerate connections, break barriers and give 
a view of team diversity and inclusion not just in ethnicity, but in thoughts, views and perspective too.

Being inclusive: working remotely, managers can sometimes not tend to give everyone an opportunity to speak in 
conference calls. It is important that they are sensitized to be more inclusive in our approach and be receptive to different 
views.

Borderless hiring: Organization can tap into borderless hiring which will make the workplace more diverse by hiring 
employees without any location specifications.

Celebrate diversity: Organizations should look at virtual celebration of any diversity specific event such as Women’s Day 
or Joy of Giving week or Pride Month.

D&I Training: Organizations must continue to train and invest in D&I trainings online. They should share their D&I 
practices and stories during the training or communicate them through emails.

CONCLUSION

]Though we are not clear at this stage on the long-term implications of COVID-19 on Indian IT Industry, we are clear that 
most companies would continue with a long-term Work From Home model for a large number of employees. While companies 
will ensure that business continuity and client deliverables are not affected, it is extremely important to ensure that they have 
a strong plan to sustain the organizational culture while working from home. This is because, we know that culture plays an 
important role in employee motivation and retention. Remote working deprives employee’s from experiencing the company’s 
culture. However, if the companies take extra care to make culture the way of remote work life, there could be far reaching 
benefits. Towards this end, the points discussed provides a step in that direction by highlighting how culture can be sustained 
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even while working from home. The authors would be happy to consult, collaborate or provide insights for any future research 
on this topic.
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INTRODUCTION:

WFH- “work from home” means an employee is working from their house, apartment, or place of residence, 
rather than working from the office. Many companies have a WFH policy, or remote work policy, that allows 
their employees to work from home either full-time or when it’s most convenient for them. Working from 
home refers to an office at home. In most cases, the term refers to the workplace of an employee who previously 
worked in a traditional office. More and more frequently though, the offices of freelancers and self-employed 
individuals  in  their private homes are also being  included  in  the  term of working  from home. So,  instead 
of sitting in an office with colleagues, you set up your own workplace at home but still do the same work. 
Working remotely, therefore, has parallels to co -working, but differs from it quite considerably. 

For working at home to be successful, certain minimum technical requirements must be met- for example, an internet 
connection is usually a prerequisite.

The home office can be regarded as a special kind of mobile office or remote work due to the setting where you perform 
your work. If  the  technical conditions are right, an employee can theoretically get  their work done from anywhere  in  the 
world, as long as a stable internet connection is in place. This is why working from home in the United States is also known 
as telecommuting, because work is done via telecommunications, including the internet. Employees, employers, but also self-
employed individuals have to pay attention to some aspects when setting up and running a home office. Some of these aspects 
are  labor  law or occupational health and safety  laws. Every employee must also be able  to access  the same applications, 
services, and sufficient data from home that are available in the normal office. Video conferencing is an important tool where 
all the official meetings are held to be one virtually. therefore, a proper work station must be built up to get the same comforts 
as like working in office or same workplace.

WORK FROM HOME AND OTHER FINANCIAL 
CHALLENGES

Santhoshini.S 
B.com Accounting and finance , hrimathi Devkunvar Nanallal Bhatt Vaishnav College For Women

Supriya.R 
B.com Accounting and financehrimathi Devkunvar Nanallal Bhatt Vaishnav College For Women. 

   In  the  era  of  modernization,  digitalization  and  level  of  positivity  surrounding  new  and  advancing 
implementation of technologies that allows employees to work from home with respect of their well-being. 
During the pandemic crisis (i.e.) COVID 19, all the sectors have been abruptly going into losses because the 
employees were restricted to go to their workplace. Therefore, working from home option is most suitable 
back up for all the sectors. But there are some sectors who have not been benefited even with the option of 
working from home (WFH). This paper explains about the concepts, benefits of “working from home”- an 
online office backup system in organizations and gives its advantages to its customers, employees and to their 
service providers. On the other hand, there is a sense of surrounding working times and also the impact of this 
way of working with regard to employee’s well-being which can be extremely scarce as there are a range of 
positive and negative effects that are yet to be investigated in this paper under the point of view of customers, 
employees and the management. Working from home concept is being analyzed and the conclusions drawn 
by this study suggests that the organizations must adapt to the changes in order to survive and manage their 
costs, demands and inputs. The organization should consider the financial challenges and also they should 
implement polices to promote a balanced work-life  and healthy environment among all the sectors.

ABSTRACT
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WORK FROM HOME- “THE NEW NORMAL”:

The biggest change for many has been the concept of working from home. Almost, the entire workforce of our country is 
doing  that now. Never has  the world  seen an exercise of  this magnitude  the new normal after  the pandemic COVID-19. 
Everything changed almost overnight with a call for a complete national lockdown due to the COVID-19 pandemic. Every 
employee must also be able to access the same applications, services, and data from home that are available in the normal 
office. life was thrown out of gear work from home and social distancing became the new normal. organizations look at it as 
a viable option, especially with people complaining that the boundaries between the work and life have almost disappeared. 

From an organizational stand point, people in a wait and watch mode because it is all about the employee safety during 
the pandemic times. Lots of organizations are toying with an idea of whether it is actually makes a sense to work at a 100% 
capacity. Services like consulting, IT or HR services can be done from home. But when we look at the cross section of the 
industry,  there are some roles which cannot be done from home,  like people working as self-employed streams, delivery 
agents or those working in beauty salons or in restaurants.

Working from home concept made the people to realize in the pre pandemic times they were wasting a lot of time in 
travelling which adds to the pollution costs. People refers to work remotely as they were less expenses when compared to 
working in offices. The extended lockdown for almost 7 months has meant the organizations and employees now have a high 
pulse of working remotely. People who are working from home need to be more skillful communicators. because they will 
lack of consistency and expectations can be a very different from reality.

BENEFITS/ADVANTAGES OF WORK FROM HOME:

The majority of employees love the idea of working from home. Its benefits are well-known; saving on commuting expenses, 
freeing up office space, improving employee satisfaction. Modern-day initiatives such as work-from-home provide employees 
with a sense of freedom and a feeling of trust-based empowerment,” says Abhijit Nimgaonkar.

FOR EMPLOYEES:
 ●  Employees whose families benefit from their presence at home feel a great release when they able to work from home 

occasionally
 ● They further save on the commuting time and can redirect that to family or work
 ● Lunchtime can be used for running home errands
 ●  The  feeling of  empowerment  is  a morale boost  -  the firm  trusts  the  employee  to be disciplined,  run  their  teams 
remotely, and still maintain quality

 ● The home-based employee develops new task management and delegation skills

FOR EMPLOYERS:
•	 Engagement of the home-based employee translates into someone who is vested in their growth and 

the growth of the firm. The skills upgrade in terms of better task management and delegation generally 
results in greater leverage of the employee, allowing them eventually to manage multiple teams and 
workstreams.  This helps build on employee engagement and boosts productivity, with much lesser 
walkouts. It also provides quicker turnaround times for deliverables

•	 The economic benefits accrue from a vacant office space which can be used by other employees. On 
scale, many companies adopt the ‘hoteling model’, where no one has assigned desks, just a system 
which allots the next empty space to an employee. These types of companies even encourage certain 
job function in administrative roles to work from home full-time.

DISADVANTAGES OF WORK FROM HOME:

Clearly there are some jobs which allow people to work from home, and at the other extreme, many jobs where this is nearly 
impossible. In some cases, employees themselves prefer to work in an office instead of home.

 ●  Office equipment or physical collaboration is a must in some jobs: At a base level, some jobs require people to be 
in office - in order to collaborate with others, or to be guided by their seniors, or because the equipment is in office, 
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or because close control over the work is needed. In industries such as IT, employees need to be in office in order to 
use the equipment to do their work.

 ●  ‘Office culture’ keeps employees motivated: At  the motivational  end, organisations engage employees  through 
culture, which includes symbols and forums, and ‘living the culture’ through activities, collaboration, teamwork. By  
 their very nature, these culture elements are implemented inside the office space.

 ●  Physical proximity with other employees boosts productivity:    Working  in  office  ensures  there  is  physical 
proximity and conversations in person, as well as a deep association with the firm. Also, working in person with 
one’s  team creates bonding and assurance  that  the  team members have each other’s back.   A collaborative work 
culture  is one where employees engage with each other and work  together. Working  together  in person creates a 
sense of belonging to a team and boosts team spirit. It brings about better clarity on what is needed, gives the chance 
to brainstorm and manage time well.

 ●  Work from home comes with multiple distractions:  From  the  employee  perspective,  assuming  that  the  job 
accommodates  work-from-home,  there  are  challenges  to  productivity,  broadly  along  the  lines  of  distraction, 
demotivation, and lack of focus. Employees may get distracted by people and circumstances in and around a home 
- family members, household help, service vendors, unexpected events. Demotivation comes from working alone, 
almost in a silo, since it is a known fact that proximity to a team energizes people, much more than being ‘cyber-
connected’. Diffraction of focus is common unless one is extremely disciplined - the home ‘cocoon’ has so many 
things to pull people away from work, ostensibly for a few minutes, which can turn into hours. Working from home is 
a commendable flexible workstyle but may lead to disconnect if not availed of in the right context. It can be definitely 
be challenging for managers to maintain team spirit and boost the morale of distant employees.

 ● Unsuitable for some sectors:

Not all workers are employed in occupations in which working from home is possible. These workers are at an increased 
risk for exposure to infectious disease during a pandemic event, and are more likely to experience events of job displacement 
and  disruption  during  all  types  of  public  health  emergencies. Apart  from  IT,  consulting  services,  banking,  IT  back  up 
companies, digital marketing are best suited option for work -from home. Other sectors like mechanical fields, production 
companies, manufacturing companies, constructions sectors, insurance, HRM, field marketing, manufacturing units, beauty 
salons, carriers, delivery man, finds difficulties to set up office in home. Its impossible for these sectors to work without their 
own work place. During the pandemic time these sectors were given allowances to work with 50% employees as most of the 
units are production sectors which provides raw materials to many industries.

FINANCIAL CHALLENGES:

As millions of workers around  the world start  telecomputing  for  the first  time due  to  the COVID- 19  few know what  to 
expect. WFH -working from home has the great impact on every employee and the organization because there exists a lack of 
inconsistency, coordination, efficiency arises both internally and externally. Financial challenges include the cost, setting up 
of a work station, insufficient data, distractions, misconception of information etc. this paper analysis the financial challenges 
faced by the employees based on the all the sectors in the economy. Lack of trust and control, implementation of setting up a 
work station is too big in these pandemic times.

 ● MANAGING TIME AND WORK:

Without any standard of time and work, employees find difficulties as they work beyond normal standard office working 
hours. Proper time management results in effective completion of work in time.

Without that structure, many at-home workers find themselves in big trouble. They sleep in, they procrastinate, and they 
tell themselves they’ll knock it out later on. Procrastination of work leads to stressful work for the employee to finish up his 
schedules.

 ● BLURRED LINE BETWEEN PERSONAL AND PROFESSIONAL LIFE:

  Work life balance plays an important role in professional life. Personal and work life must stand together for a successful 
leader. On the other side of the coin, when you work from home, you no longer have a clear geographic division between 
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workspace and personal space. Ideally, home is a place of relaxation, safety, and security. It’s a place where you subconsciously 
slip into a calm, easygoing state of mind, putting the stresses of the workday behind you. Working from home punches a hole 
right through that neat mental division. Many telecommuters complain they feel like they’re never off the job. They always 
feel a compulsion to check email or get “just one last thing done.”. work gets added and added as it adds up stress and hard 
time to log out from the work. In other words, they have a hard time turning off and relaxing Ever.

 ● DISTRACTIONS:

  Distractions is faced by both male and female employees. In the hands of female employees, they play a master role in 
maintaining their work life balance role. As we are Surrounded by our personal belongings and reminders of chores, it’s hard 
to focus. Distractions like TV, books, and the laundry start calling to us. Despite planning to work until 12:30 before breaking 
for lunch, you find an excuse to break early. If your spouse or children also happen to be home, they don’t hesitate to interrupt 
you at every opportunity. Interruption of our family member for any needs or a phone call would disturb you badly when you 
we are in virtual call. Distractions keeps a firm barrier between personal life and work life.

 ● COMMUNICATIONS AND CO- ORDINATION CHALLENGES:

  It’s hard enough to hold productive in-person meetings to coordinate different team members’ efforts 
to  remain aligned. When everyone works from home,  it becomes all  the harder  to stay on  the same page.	
Human beings  rely  on nonverbal communication when  they  speak. But  emails, phone calls, and even 
video calls remove much of the nuance from how we communicate. Just think back to the last time someone 
misinterpreted an email or text message you sent for a quick example.  Employees find hard to check mails 
regularly for their schedules and meetings.

 ● SOCIAL ISOLATION:

Sitting in home all day takes up a toll.	humans are social animals. They need interaction with other people. 
personal  interaction  is much  needed  platform  to maintains  a  friendly  behavior with  all  our  colleagues.	
Videoconferencing helps — a little. But it’s not the same as face-to-face interaction.  Without interaction 
with our colleagues it will be like an isolated human being, standing all alone in his/ her management.

CONCLUSION:

Based on analysis for the business model “working from home” various factors affecting the issues of the model along with 
their constituent critical elements are identified and analyzed. It is found that the factors supporting advantages and benefits 
are more effective to compare the constraints and disadvantages of this model, so that working from home model may have 
become more popular from the prospective of employers and employees in the organization in the future. Limitations of this 
study is that there is no data collection from the public due to limited constraint of time. This study is based on the general 
analysis of all the sectors. Though work from home acts as an important back up for our work place, it has many challenges to 
be faced by the common man. Setting up a work station is a big challenge in the pandemic and also on the other hand, it saves 
lot of time and money for both employers and the employees. Thus, a standard working time must be allotted or regulated 
under all the industrial policies especially for work from home features. Then only work life balance will be achieved for the 
employees as well as employers. This study focused on the financial challenges as well as the benefits. By overcoming all the 
challenges and negative factors, we can achieve the new normal world with new advancing technologies by even working 
from home in the future years.
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INTRODUCTION

The coronavirus (Covid-19) has a wide reaching effect on e-commerce, technology, business travel, and the economy. It has 
already taken the lives of many and is also taking. In addition to this, every country follows the lockdown procedures as a 
means of preventing measures and India has also adopted the same. It seems both private and the public sector are messed 
up due to this virus. The fact is unavoidable that the effect of novel coronavirus will have a significant effect on the country, 
economy, and society. The increasing threat of novel coronavirus is a public health crisis and hampers the macro economy 
as a whole. It has also cut off the supply chain of the business. The production and the manufacturers are expected to be 
hampered more. China is the central manufacturing hub for many businesses globally. Therefore, any disruption in china’s 
output will simply have repercussions. The online business is finding it difficult to sell their products online and also facing 
tremendous issues while sourcing their products from China. China mainly deals with the machinery, equipment, instruments 
and communication-related equipment. Any disruptions in these sectors will simply affect other country business. Similarly, 
the Indian market is also dependable upon the china product and it will highly impact the economy of India. Further, the 
lockdown has also obstructed the import and export facilities in the country. All is the impact of the coronavirus. In addition to 
e-commerce business the automotive, metals and metals products, chemicals, communication equipment, rubber and plastics, 
and office machinery sectors are also got disrupted. Many online businesses are facing shortages of the products which are 
unable to satisfy the demand of the customers over there. This may also increase the price of the products in the coming 
futures after everything gets well. Moreover, e-commerce businesses are trying to handle the situation. Take up the situation 
of the Amazon does not only deal with one country rather, but it also deals with other countries too. Maximum of their sellers 
are from china of Amazon. Other online businesses are also going to feel the pressure of their supply crunch. The situation is 
rapidly changing. The amount of people deemed safe to gather in a single place has dwindled from thousands, to hundreds, 
to ten. Restaurants, bars, movie theatres, and gyms in many major cities are shutting down. Meanwhile many office workers 

IMPACT OF COVID-19 ON E-COMMERCE WITH SPECIAL REFERENCE TO CHENNAI CITY

COVID-19 has affected everyone’s daily lives. At least 316 million people in 42 states have been asked to stay at home to 
slow down the pandemic. In this aspect, businesses have been susceptible to make substantial transformations. Workplace 
operations of many businesses went virtual and effective. The effect of the digital transformation on productivity and corporate 
culture has been studied extensively. Meanwhile, how COVID-19 has influenced consumers and the consumption culture has 
received relatively limited attention. The researcher has taken 100 respondents for the study and has used one-way Anova and 
correlation analysis for the study. The study has highlighted on the impact of the covid-19 on e-commerce and the purchase 
of products available through online during Covid-19. The concluding observations are that there is significant relationship 
between the gender and the products purchased online. People are very much cautious and are trying to purchase through 
online.

Keywords: Apparels, Covid-19, E-commerce, Food, Pickup options.

ABSTRACT



158
Copyright ©2020 Authors

Proceedings

are facing new challenges of working remotely full time. Essentially, people are coming to terms with the realities of our 
interconnected world and how difficult it is to temporarily separate those connections to others. To say that all of us are living 
in unprecedented times feels like an understatement. The worldwide spread of the COVID-19 pandemic has disrupted how 
people buy products and services and how they perceive e-commerce. The standardized lockdown rules across India and the 
growing hesitation among consumers to go outside and shop for essential goods have tilted the nation towards e-commerce. 
Consumers have switched from shops, supermarkets, and shopping malls to online portals for the purchase of products, 
ranging from basic commodities to branded goods. One of the responses we’ve seen to how people are approaching this 
period of isolation and uncertainty is in huge overnight changes to their shopping behaviours. From bulk-buying to online 
shopping, people are changing what they’re buying, when, and how.

REVIEW OF LITERATURE

Rae Yule Kim (2020) in his research study “The Impact of COVID-19 on Consumers: Preparing for Digital Sales” has 
stated that the Managers often take a wait-and-see approach on the impact of COVID-19 on sales. It is often uncertain whether 
and how many customers will return after the pandemic passes. Consumers live through the pandemic, and some changes 
might be long-lasting even after the situation eases.

Mohammad Waliul Hasanat (2020) in his work “The Impact of Coronavirus (COVID-19) on E-Business in Malaysia” has 
highlighted that many e-commerce businesses rely upon China for half of its merchandise products. Therefore, it is assumed 
that this deadly virus will severely impact the Malaysian online business especially the Chinese products.

Sarah Davis (2020) in her article “How Coronavirus (COVID-19) Is Impacting Ecommerce” has stated that Ecommerce, 
B2B, B2C, and brick-and-mortar brands alike are all bracing for the impact that coronavirus will have on their business. 
Brands that aggressively pushed their spending are seeing unprecedented growth has double down on their direct-to-
consumer initiatives and also consumer discretionary spending has dropped over 50%.

Orion market research pvt ltd COVID-19(2020)“Impact on Global E-Commerce & Online Payments” the factors which 
drive the growth of the e-commerce market before the COVID-19 pandemic include strong and steady growth of internet 
users and rising awareness related to online shopping, increasing online launching of products, low price due to bulk purchase.

Business research Company (2020) “Consumer Electronics e-Commerce Global Market Report COVID-19 Implications 
and Growth” has identified the reasons for purchase as to identify growth segments for investment, Outperform competitors 
using forecast data and the drivers and trends shaping the market, Understand customers based on the latest market research 
findings, Benchmark performance against key competitors, Utilize the relationships between key data sets for superior 
strategizing, Suitable for supporting your internal and external presentations with reliable high quality data and analysis, 
Report will be updated with the latest data and delivered to you within 3 working days of order.

RESEARCH GAP

According to the studies pertaining to the COVID -19, there are very few studies which have concentrated only on the 
economic fall because of the pandemic and also some surveys by various societal concerned peoples and financial sectors. 
There are very few research related to the factors which have major impact on the consumers buying through online and using 
the e-commerce sites and also on the sectors which have got affected during the pandemic. The researcher has highlighted the 
research topic towards purchase behaviour of the consumers through online mode during the COVID-19. 

OBJECTIVE OF THE STUDY

To identify the factors that enables the customers to purchase through online during the Covid-19.

HYPOTHESES FOR THE STUDY

H01- There is no association between age and products that are purchased through online during COVID-19.

H02- There is no significant relationship between gender and wide range of products
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H03- There is no significant relationship between gender and Contactless pick up options.

H04- There is no significant relationship between genders and beware of not going out.

 H05- There is no significant relationship between gender and don’t want to touch the POS machines.

H06- There is no significant relationship between gender and very cautious in touching the products in shops.

RESEARCH DESIGN

Descriptive based methodology is adopted on the statistics from the primary data questionnaire from the sample size which 
consist of 100 respondents through simple random sampling. This type of sample method is considered as the economical 
method for collecting data from a large geographical area. Secondary data was collected from various sources like journals, 
reviews, and websites. After the data had been collected, it was processed & tabulated directly in to SPSS 20 Software. SPSS 
version 20 statistical software was used and the results obtained thereby have been analysed using reliability analysis, factor 
analysis and discriminant analysis and interpreted. The questionnaire consists of five-point Likert scales in the research study. 
The period of the research study was April to October 2020.

DATA ANALYSIS AND INTERPRETATION

Demographic Analysis
Table1- Demographic Profile

Age
Frequency Percent

Below 20 years 18 18.0
20-30 years 41 41.0
30-40 years 21 21.0
40-50 years 6 6.0
50-60 years 14 14.0
Total 100 100.0
Gender
Male 23 23.0
Female 77 77.0
Total 100 100.0
Occupation
Salaried 67 67.0
Business 10 10.0
Student 19 19.0
Profession 4 4.0
Total 100 100.0
Marital Status
Married 64 64.0
Unmarried 36 36.0
Total 100 100.0
Monthly Income
Below Rs.15000 28 28.0
Rs.16000-Rs.25000 15 15.0
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Rs.26000-Rs.35000 7 7.0

Rs.36000-Rs.45000 11 11.0

Rs.46000-Rs.55000 15 15.0
Rs.56000-Rs.65000 16 16.0
Above Rs.65000 8 8.0

Total 100 100.0

Educational Qualification

HSC 6 6.0
Under Graduate 44 44.0
Post Graduate 30 30.0
Professional Courses 2 2.0
Diploma 18 18.0

Total 100 100.0
Source: Primary Data Analysis

Interpretation: Table 1 shows that out of total 100 respondents in which 18% fall under the age group of below 20 years, 41% 
fall under the age group of 20-30 years, 21% of the respondents fall under the age group of 30-40 years, 14% of the respondents 
were from the age group of 50-60 years. There were 23% male respondents taken for the study and 77% of the study was done 
with female respondents. Out of 100 respondents, 6% belong to HSC, 44% were under under-graduation, and 30% of the 
respondents belong to post-graduation 2% were from professional Courses and the remaining 1% from the diploma courses. 
There were 67% respondents who are Salaried, 10% of the respondents were doing business, 19% of the respondents were 
students and the remaining 4% of the respondents were in their profession. Out of 100 respondents, 28% of the respondents have 
monthly income of below Rs.15000, 15% of the respondents have Rs.16000-Rs.25000, 7% of the respondents have Rs.26000-
Rs.35000, and 11% of the respondents have a monthly income of above Rs.36000-Rs.45000, 15% of the respondents have 
Rs.46000-Rs.55000, 16% of the respondents have Rs.56000- Rs.65000 and the remaining of 8% of the respondents were having 
an monthly income of Rs.65000 and above. Out of 100 respondents 64% were married and the remaining 36 were unmarried.

Reliability Analysis
Table 2- Reliability Analysis
Reliability Coefficients 
N of Cases = 100.0 N of Items=12
Alpha =.895
Source: Primary Data Analysis

Interpretation: Table 2 shows the data reliability which is studied using the Cronbach’s alpha and the alpha score is 89.5% 
i.e. is approximated to 90% which is at an acceptable level.

One-way Anova

H01- There is no association between age and products that are purchased through online during COVID-19.
Table 3- One-way Anova

Mean Square F Sig.

Consumer Electronics
4.111 10.764 .000*
.382

Food
5.000 16.000 .033*
.313
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Grocery
7.778 13.176 .000*
.590

Apparels
4.944 13.893 .000*
.356

Furnitures
13.611 33.362 .045*

.408

Personal care
5.500 19.200 .000*
.286

Source: Primary Data Analysis

Interpretation: Table 3 shows that the P value is less than 0.01; null hypothesis is rejected at 1% level with regard to 
Consumer electronics, Grocery, Apparels and Personal care. Hence there is significance difference among Age with regard to 
the Consumer electronics, Grocery, Apparels and Personal care. 

Since P value is less than 0.05, the null hypothesis is rejected at 5% level with regard to Food and Furnitures. The F value 
for Furnitures (33.362) is higher followed by personal care (19.200), food (16.000), apparels (13.893), Grocery (13.176) and 
consumer electronics (10.764). 

Correlation Analysis
Table 4-Correlation

Gender of the 
respondents

Wide 
Range of 
products

Contactless 
Pickup Option

Beware of 
not going 

out

Don’t 
want to 
touch 

the pos 
machines

Very cautious 
in touching 

the products in 
shops

Gender of the 
respondents

R 1 .022 .043 .600 .385 .184
Sig .830 .672 .000 .000 .067

Wide Range of 
products

R 1 .566** .100 .859** -.036
Sig .000 .325 .000 .723

Contactless Pickup 
Option

R 1 -.441** .712** .189
Sig .000 .000 .060

Beware of not 
going out

R 1 -.319** -.512**
Sig .001 .000

Don’t want to 
touch the pos 
machines

R 1 .189
Sig .060

Very cautious 
in touching the 
products in shops

R 1
Sig

Source: Primary Data Analysis

Interpretation:  H02- There is no significant relationship between gender and wide range of products: The correlation table 
reveals that Pearson’s coefficient of correlation value for the relationship between gender and wide range of products is 0.022, 
which shows a low positive correlation. Since, the p value is 0.830 which is greater than 0.05, the null hypothesis is accepted. 
Hence, there is no significant relationship between gender and wide range of products available through online during Covid-19.

H03- There is no significant relationship between gender and Contactless pick up options: The correlation table reveals 
that Pearson’s coefficient of correlation value for the relationship between gender and contactless pickup options is 0.043, 
which shows a low positive correlation. Since, the p value is 0.672 which is greater than 0.05, the null hypothesis is accepted. 
Hence, there is no significant relationship between gender and contactless pickup options through online during Covid-19.
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H04-There is no significant relationship between genders and beware of not going out: The correlation table reveals that 
Pearson’s coefficient of correlation value for the relationship between gender and beware of not going out is 0.600, which 
shows a high positive correlation. Since, the p value is 0.000 which is lesser than 0.05, the null hypothesis is rejected. Hence, 
there is significant relationship between gender and beware of not going out during Covid-19.

H05-There is no significant relationship between gender and don’t want to touch the POS machines: The correlation table 
reveals that Pearson’s coefficient of correlation value for the relationship between gender and don’t want to touch the pos machines 
is 0.385, which shows a low positive correlation. Since, the p value is 0.000 which is lesser than 0.05, the null hypothesis is rejected. 
Hence, there is significant relationship between gender anddon’t want to touch the pos machines during Covid-19.

H06-There is no significant relationship between gender and very cautious in touching the products in shops: The 
correlation table reveals that Pearson’s coefficient of correlation value for the relationship between gender and very 
cautious in touching the products in shops is 0.184, which shows a low positive correlation. Since, the p value is 0.067 
which is greater than 0.05, the null hypothesis is accepted. Hence, there is no significant relationship between gender 
andvery cautious in touching the products in shops during Covid-19.

FINDINGS

Demographic profile: The majority respondents for the study were female from the age group of 20-30 years have completed 
their under-graduation working as a salaried people and earning Below Rs.15000.  One-way Anova: There is no association between 
age and Consumer electronics, grocery, apparels and personal care. Correlation Analysis: There is no significant relationship between 
gender and beware of not going out and don’t want to touch the POS machines. There is significant relationship between gender and 
wide range of products, contactless pickup options, very cautious in touching the products in shops.

CONCLUSION

COVID-19 has emerged as one of the pandemic health menace. Researchers are trying to find out the reasons behind these 
pandemic diseases. As per India, this pandemic disease can be tackled only when response control strategies and tactics are 
applied. This pandemic disease is worsening the country’s situation. The country gets hampered both in terms of health and 
economics. With the effect of coronavirus, all the shipments processes are hindered which have lower down the economic 
growth of the country. Countries are trying to bring back their product from other countries apart from china only to continue 
their business process. The research paper here comprises of the impact of the coronavirus on the online business of Chennai.

SCOPE FOR FURTHER RESEARCH

The study reveals the Impact of Covid-19 on e-commerce with special reference to Chennai city. The study also aims to find 
out the product purchased through online during the Covid-19. The future researchers can identify the Indian economy downfall 
GDP situation and the sectors which were affected like Finance, Agriculture, Management and services sectors during Covid-19.
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INTRODUCTION - DIGITAL INDIA

The Digital India movement was initiated to enable citizen to gain knowledge on the digital economy and society and 
transferring all that into a digital way and presenting the transparency of our nation electronically. The main motive of digital 
India is to show the responsibility of the government and serve the people using technology. The Digital India vision consists 
of three broad areas they are given below:

 ● Digital Infrastructure

 ● Governance and services on demand

 ● Digital Empowerment of Citizens

This leads the Indian government to serve citizens using technology like accessing and submitting documents as 
e-documents, providing services through Mobile-Apps, improves the online service, and digitally the given authority of the 
citizens. The another important aspect of Digital India consist of pillars of Digital India programme, they are

 ● Broadband Highways

 ● Universal access to phones 

 ● Public Internet Access Program

iCITIZEN ADOPTION AND SATISFACTION ON DIGITAL 
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The Digital India movement was initiated to enable citizen to gain knowledge on the digital economy and society and 
transferring all that into a digital way and presenting the transparency of our nation electronically. The key aim is to create 
awareness and satisfaction among people about the digital India program across the nation. The main objective of this study 
is to assess the citizen adoption and satisfaction on digital India services at Greater Chennai Corporation. This research is 
descriptive in nature and target audience is respondent residing in Greater Chennai Corporation. The sample size of this study 
representing 110 Citizens of Greater Chennai Corporation. Secondly, the sampling method adopted for this study is non-
probability sampling using convenience sampling method is used for the target population. The Likert five point rating scale 
questions are used for collecting the data through structured questionnaire. The finding revealed that the citizen adoption and 
the satisfaction towards the digital India Programme at Greater Chennai Corporation which was highly appreciated and they 
felt that they were access towards digital India services and having the positive view on digital India programme. This result 
shows that digital India is potential and capable to change the face of our nation and it moves constantly towards improvement 
without a doubt. Future research would be like loyalty, engagement and empowerment of citizens through digital India 
services may also be considered for research.

Keywords: Digital India Services, Citizen, Accessibility, Adoption, Satisfaction.
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 ● Reforming Government through Technology

 ● E-Kranti (Electronic Delivery of Services)

 ● Information for all

 ● Make in India (Electronics + Software)

 ● IT for Jobs (Skills)

 ● Early Harvest Programmes

As a sequence of above the pillars of the Digital India program, the central government has taken various steps like a 
plan towards mobile connectivity in villages, to connect rural areas via high-speed internet network, increasing e-offices, 
revamping the service delivery through electronic, creating more common service center & post offices, training the people 
in BPO, participating in MyGov, assuring net zero import, and creating secure Email, & SMS alert. 

Digital India is an important plan of action done by the government for digitalizing the whole nation. The key aim is to 
create awareness and satisfaction among people about the Digital India program across the nation. Indian government is very 
clear about establishing this movement to provide government services more effectively and to transform the service into 
electronic service to make the people access it easily. India has taken several measures to address the digital India concept to 
the people.

REVIEW OF LITERATURE

(Rajiv Kumar, Amit Sachan, Arindam Mukherjee, & Ritu Kumar, 2018) This paper explores the factors that enable 
citizens to adopt e-government services in India. E-government adoption factors mentioned in the study are auxiliary facilities, 
corruption, avoidance, transparency and fairness in process, customer support. The study also helps in providing decision-
making process of e-government services users in India and in emerging economies. The study is qualitative in nature. 
The methodology of the study contains qualitative approach by conducting semi-structures interviews and sample size was 
49 respondents. The findings in the study helps government officials by providing e-government services. The researcher 
highlight the future direction as understand the citizen behaviour for e-government adoption. 

(Rajiv Kumar, Amit Sachan, & Arindam Mukherjee, 2017) Explored about e-government adoption and citizen satisfaction 
in India. The researcher trying to propose a mixed model approach to rewrite how e-government adoption is created. They 
described how e-government services have been implemented by the government to the citizens and describing that citizen 
are actually satisfied with the help of different kind of e-government services. The researcher highlight the factors influencing 
the adoption of e-government services by the citizen. The methodology adopted for the research is both quantitative and 
qualitative research techniques. Analysis result gotten from an online survey among e-government adopters and non-adopters 
from Indian citizen by suggesting that e-government adoption helping the citizen to use government services and create 
overall e-government service satisfaction. 

(Amal Marzouki, Sehl Mellouli, & Sylvie Daniel, 2017) Discussed through developing a citizen participation approach 
based on literature review and testing a citizen participation issues with the help of conceptual framework. The researcher 
attempts to try the new avenues in citizen participation through participative platform, blogs and social media. This research 
paper described category of issues as: efficiency, ethical issues, cost-effectiveness issues, Citizens’ issues, Political issues, 
Quality issues, Technology issues. The researcher determines the context-based citizen participation approach based on 3 key 
areas are context-based reasoning, visual analytics and spatiotemporal representation. The outcome of a research that focuses 
to assess the issues (technology issue and citizen issue) which could impact the citizen participation. 

(Shilpa Chawla & Kamna Bakshi, 2016) Have described digital India is focusing on transformative government that 
enable to increase the effectiveness of the government. The authors restrict their research type as conceptual analysis to 2 
main factors: Digital India Vision and Digital India Pillars. They exhibited that digital India impact bring huge opportunity for 
social and economic condition and these really creating a trust on the government. This research paper likely to highlight the 
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key areas which creating an impact as economic, social and environmental. Outcome described that digital India having some 
issues and challenges are there in the form of lack of coordination, poor private participation and cyber security.

RESEARCH GAP  

Government and citizen are having a supreme role in executing and participating the digital India Scheme which is recognized 
through the present research. There is no sufficient research available to know the citizen adoption and satisfaction on the 
digital India scheme and services provided in Chennai and also in the territory of Tamilnadu. So this study aims in exploring 
the adoption and satisfaction of digital India service among citizen. This study enables the government to understand the 
relationship between accessibility, adoption and satisfaction among digital India Services and aid the government to evaluate 
the opinion of citizens on digital India services.

OBJECTIVE

 ● To understand the citizen access and adoption of digital India services at Greater Chennai Corporation.

 ● To analyse the citizen satisfaction towards improving digital India services.

 ● To assess the socio economic status of citizen in Greater Chennai Corporation.

RESEARCH METHODOLOGY  

Research design and paradigm
This research is descriptive in nature. The present study measures the citizen adoption and satisfaction of digital India services 
in Greater Chennai Corporation. The structured questionnaire method is applied for this study.

Sample Size and Sampling Technique 
The sample size of this study representing 110 Citizens of Greater Chennai Corporation. Secondly, the sampling method 
adopted for this study is non-probability sampling using convenience sampling method is used for the target population. 

Target Population and Unit of Analysis 
The target population contains citizens residing in Greater Chennai Corporation. Our unit of analysis is the Citizens of Greater 
Chennai Corporation, as they are considered as a source of knowledge hub and more aware of the digital India services

Sources of data
This research followed both the primary and secondary data are used in this study. Primary data is collected by using structured 
questionnaire. The secondary data is collected from various journals, Government website, new articles etc. to understand the 
adoption and satisfaction of digital India services. 

Instrument development 
In this research, various types are questions are included namely, dichotomous questions, multiple tick questions and Likert 
five point rating scale questions are used for collecting the data through structured questionnaire.
This questionnaire contains 27 questions divided into four 4 parts they are given below:

 ● First part includes demographic variables

 ● Second part representing the accessibility of list of services related to digital India services

 ● Third part focused on citizen adoption level questions on digital India services 

 ● Fourth part contains citizen satisfaction statement related towards digital India services

Methods of Data Analysis 
The analysis is carried out by using on IBM SPSS.
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RESEARCH FINDINGS AND DISCUSSION

Reliability Test

Table 1: Reliability Test

Scale Cronbach’s Value
1. Accessibility .806
2. Adoption .713
3. Satisfaction .774

The Reliability analysis is performed using Cronbach alpha test and the value for Accessibility is 0.806, Adoption is 
0.713, Satisfaction is 0.774 which is above 0.5. This reliability value shows that the variables included in this study possess 
the desirable internal consistency needed for further analysis. 

Demographics Analysis 

Table 2: Demographic Profile of the Respondents

S.No Particulars Frequency Percentage
1 Gender

Male 65 59.1
Female 45 40.9

2 Age
18-25 27 24.5
26-35 36 32.7
36-45 32 29.1
Above 46 15 13.6

3 Education Qualification
Illiterate 19 17.3
School Level 29 26.4
Graduate Level 36 32.7
Professional 26 23.6

4 Annual Income
Below 200000 27 24.5
200000-400000 51 46.4
400000-600000 19 17.3
Above 600000 13 11.8

5 Rating of Digital India Services
Very satisfied 41 37.3
Satisfied 44 40.0
Neutral 24 21.8
Dissatisfied 1 0.9

Table 2 shows the demographic characteristic of the respondents. Majority of the respondents are male (59.1%). Majority 
of the data are collected from the age group are 26-35 (32.7%) and most of the respondents education qualification are graduate 
level (32.7%). Majority of the respondents having annual income as 200000-400000 (46.4%). Majority of the respondents are 
satisfied with the Rating of Digital India Services (40%).



167
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Table 3: Multiple Tick Variable Analysis

Items Yes (%) No (%) Rank
Smartphone 87 23 I
Tablet 36 74 III
Personal Computer 64 46 II

Table 3 indicates that 87% of the respondent’s own Smartphone, 64% of the respondents own Personal Computer, and 
36% own Tablet. This result indicates that citizen give high preference smart phone and least preference is given to Tablet. 

One Way ANOVA
 ● H0: There is no significant difference among age group with respect to accessibility level.

 ● H1: There is a significant difference among age group with respect to accessibility level.

Table 4: Post Hoc Comparisons for Age Group and Accessibility Level

Scale Age Mean Std. Deviation F P

Accessibility

18-25 39.48148 6.053418

.223 .880
26-35 38.83333 6.17599
36-45 38.0625 7.361353
Above 46 38.6 7.613897

Means with different subscripts differ at the p = .05 level by Tuckey HSD

Inference
There is no significant difference among the age group with respect to accessibility level F (4,809) = 0.223, p < .05.

Independent-Sample T Test
 ● H0: There is no significant difference between male and female with regard to adoption level.

 ● H1: There is a significant difference between male and female with regard to adoption level.

Table 5: Independent-Sample T Test for Difference between Male and Female with regard to Adoption Level

Scale
Male Female

T P
Mean

Std. 
Deviation

Mean
Std. 

Deviation
Adoption 23.2462 3.88921 23.7556 3.92055 .774 .502

Inference
There is a significant difference between the male (M = 23.24, SD = 3.88) and female (M = 23.75, SD = 3.92) with regard to 
adoption level t = .774, p > .05.

Chi-Square
 ●  H0: There is no association between demographic variables and convenience of devices, rating of digital India 

services.

 ●  H1: There is an association between demographic variables and convenience of devices, rating of digital India 
services.

Table 6: Chi-Square Test Value for Various Variables

S. No Variable Chi-Square value Sig. Value Significance or not
Demographic Variables  Vs Convenience of Devices

1 Gender 3.325 7.815 Significant
2 Age 7.940 12.592  Significant
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3 Family Income 7.334 12.592 Significant
4 Educational Qualification 7.998 12.592 Significant

Demographic Variables  Vs Rating of Digital India Services
1 Gender 4.715 7.815 Significant
2 Age 12.125 16.919 Significant
3 Family Income 4.152 16.919 Significant
4 Educational Qualification 10.894 16.919 Significant

Inference
At 5% significance level, demographic variables (gender, age, family income and educational qualification) are strongly 
associated with convenience of devices and rating of digital India services

Correlation

Table 7: Correlation for the Digital India Services Variables

Variables 1 2 3
1. Accessibility --
2. Adoption .724**
3. Satisfaction .734** .696** --

**. Correlation is significant at the 0.01 level (2-tailed).

Inference

There is a relationship between the digital India services variables all ps < .01. The relationship Accessibility and Adoption 
of the Digital India Services is r = 0.724, Accessibility and Satisfaction of the Digital India Services is r = 0.734, Adoption and 
Satisfaction of the Digital India Services is r = 0.696 and significant values is 0.01. This indicates that Accessibility, Adoption 
and Satisfaction of the Digital India Services are not independent to each other. Here the value of r is 0.724, 0.734, and 0.696 
so it is considered to be a strong correlation. 

IMPLICATION OF STUDY:

As a result of the adoption of digital India Programme especially in the last few years, most of the citizen are having well-
known popularity and also satisficing with the digital India Programme. Some citizen are having positive feedback and 
sharing their experience towards hands on practicing the digital India services. The finding revealed that the citizen adoption 
and the satisfaction towards the digital India Programme at Greater Chennai Corporation which was highly appreciated and 
they felt that they were access towards digital India services and having the positive view on digital India programme. The 
satisfaction of using this digital India services might be based on the basic determinants of overall satisfaction among citizen 
and they are having a chance to share more opinion towards government. This study is an eye opener for the stakeholders in 
the digital India programme because of facts and information are given by the citizen.

From the findings, some important implications and recommendations can be given in this regard.  First, The Reliability 
analysis is performed using Cronbach alpha test and the value for Accessibility is 0.806, Adoption is 0.713, Satisfaction is 
0.774 which is above 0.5. This reliability value shows that the variables included in this study possess the desirable internal 
consistency needed for further analysis. Second, citizen having positive attitudes towards the adoption and satisfaction of 
digital India programme based on the demographic characteristic of the respondents. Majority of the respondents are male 
(59.1%). Majority of the data are collected from the age group are 26-35 (32.7%) and most of the respondents education 
qualification are graduate level (32.7%). Majority of the respondents having annual income as 200000-400000 (46.4%). 
Majority of the respondents are satisfied with the Rating of Digital India Services (40%). Third, indicates that 87% of the 
respondent’s own Smartphone, 64% of the respondents own Personal Computer, and 36% own Tablet. This result indicates 
that citizen gives high preference smart phone and least preference is given to the Tablet.
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Since citizen is having positive opinion towards the adoption and satisfaction of digital India programme, there is a 
significant difference among the age group with respect to accessibility level in that government is trying their best possibility 
for creating a more flexible environment for citizens. There is no significant difference between the male and female with regard 
to adoption level and there is an association between the income level and the device use of the citizen are trying to involve the 
citizens for using the digital India services make more experience. Another implication is that citizen education qualification 
are strongly associated with rating of digital India services. The delivery of the services indicates that accessibility, adoption 
and satisfaction of the Digital India Services are not independent to each other. So it is considered to be a strong correlation. 
So it must be motivate the citizen to use their digital India services in this regard.

In this research study, recommends that citizen are ready to engage with the digital services which is the key aspect of 
digital India programme. Digital India services is supporting and feel confident the citizen for making towards better result 
and make citizen engagement through the digital India programme.

CONCLUSION 

Digital India services is supporting all the residents at different levels. Many suggestions and research findings are presented 
before, but this study aims in understanding the citizen adoption and satisfaction on digital India programme in Greater 
Chennai Corporation. Convenience sampling is used as a sampling method in this research to explore the research objectives. 
The constraint of this study is the sample size taken for analysis for the research, sample size taken is not sufficient to define 
all the citizens of Chennai Corporation. Therefore, in view of the results, it ends with residents have a positive opinion and 
beneficial reaction towards digital India services. In the future, this can be extended among citizens of Tamilnadu to gain 
better results for citizen engagement. This result shows that digital India is potential and capable to change the face of our 
nation and it moves constantly towards improvement without a doubt.

FUTURE RESEARCH DIRECTIONS

This Study focuses on citizen adoption and satisfaction of digital India services on Greater Chennai Corporation and sampling 
also done based on these residents but in the future, possibilities are there to enlarge the research area to whole nations 
and deeper research in the state of Tamilnadu to get effective result on digital India. Future research would be like loyalty, 
engagement and empowerment of citizens through digital India services may also be considered for research. This study is a 
suggestion for both scholars and practitioners to commit the role of the digital India scheme supportive and to explore more 
on Digital India also improves the information shared.  

REFERENCE:

[1]  Amal Marzouki, Sehl Mellouli, & Sylvie Daniel. (2017). Towards a Context-based Citizen Participation Approach: 
a Literature Review of Citizen Participation Issues and a Conceptual Framework. 10th International Conference on 
Theory and Practice of Electronic Governance (pp. 204-213). New Delhi: ACM Press.

[2]  Jinal Jani, & Girish Tere. (2015). Digital India : A need of Hours. International Journal of Advanced Research in 
Computer Science and Software Engineering, 317-319.

[3]  Rajiv Kumar, Amit Sachan, & Arindam Mukherjee. (2017). e-Government Adoption in India: a Mixed Method 
Approach. 10th International Conference on Theory and Practice of Electronic (ICEGOV ‘17) (pp. 617-620). New 
Delhi: ACM Press.

[4]  Rajiv Kumar, Amit Sachan, Arindam Mukherjee, & Ritu Kumar. (2018). Factors influencing e-government adoption in 
India: a qualitative approach. Emerald Insight - Digital Policy, Regulation and Governance.

[5]  Rao, D. (2016). Citizen Participation in Digital India – A Study in Andhra Pradesh. American International Journal of 
Research in Humanities, Arts and Social Sciences, 70-74.



170
Copyright ©2020 Authors

Proceedings

[6]  Rekha M, & Shanthi R. (2018). A Study on People Perspective of Digital India. International Journal of Engineering 
and Technology, 989-992.

[7]  Ritu, & Anil Khurana. (2018). Digital India - Empowering Indian Citizen through Technology. Global Journal of 
Commerce & Management Perspective, 14-18.

[8]   Shilpa Chawla, & Kamna Bakshi. (2016). Digital India: A Reality Check. International Journal of Business Management 
and Scientific Research, 14-19.

[9]  Soumya Nayyar, & Jyoti Singh. (2017). A Study on the Awareness of Digital India Programme in College Students 
(Special Reference to Raipur City). International Journal of Research In Science & Engineering, 54-59.

[10]  Sudhir Kumar Sharma, Vandana Lama, & Nidhi Goyal. (2015). Digital India : A vision towards digitally impowered 
knowledge economy. International Journal of Applied Research, 715-716.

[11] Vicky, & Rahul Kaushik. (2018). Digital India: A Future Perspective. Asia Pacific Journal of Research, 13-15.



171
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

INTRODUCTION

Twenty first century is permeated with rapid technological development. Information Technology and Global Communication 
has been two major factors in its development. In contemporary times, the medium of  global communication is English. 
“English, it is increasingly becoming the common language of people who came from different nations, but interact in cultural 
contexts” Campbell et al 1982, p 35). Similarly, technological development and data are being recorded in English language. 
Thus, Proficiency in English has been one of the most important prerequisites for a  successful career in the 21st century. It 
has become an important soft skill for any person to survive in the current century. Being unable to communicate in English 
is perhaps the biggest handicap in a person’s professional career. According to a Survey by Great Schools Partnership (2016) 
the main features of 21st century skills required to survive in an industry/sector and creating job employability are as follows:- 

 ● Critical thinking, problem solving, reasoning, analysis, interpretation, synthesizing information

 ● Research skills and practices, interrogative questioning

 ● Creativity, artistry, curiosity, imagination, innovation, personal expression

 ● Perseverance, self-direction, planning, self-discipline, adaptability, initiative

 ● Oral and written communication, public speaking and presenting, listening

 ● Leadership, teamwork, collaboration, cooperation, facility in using virtual workspaces

 ●  Information and communication technology (ICT) literacy, media and internet literacy, data interpretation and 
analysis, computer programming

ENGLISH PROFICIENCY AS A 21ST CENTURY SOFT SKILL: 
ISSUES AND CHALLENGES 

Dr. Nidhi Mishra 
Assistant Professor  Department – English  

Govind Sarang Govt Law College 
Bhatapara, Chhattisgarh 

Twenty first century is permeated with rapid technological development. Information Technology and Global Communication 
has been two major factors in its development. In contemporary times, the medium of  global communication is English. 
Hard skills and soft skills have basic inherent differences. Hard Skills are  technical expertise required for acquiring a job and 
career advancement. Soft skills are personality traits required for an employee to grow and adapt in a working environment. 
English language acquires a unique place in our country. It is an outcome of colonialism but it has been often cherished and 
revered even after the independence of our nation. “Throughout India, there is a belief among almost all castes and classes 
in both rural and urban areas in the transformation power of English. Importance of English can hardly be exaggerated in a 
global world. It would not be wrong to say that English is ruling the roost of the world as compared to other languages. Other 
languages pale into insignificance when compared to English. Hence, honing English skills are as important as getting an 
academic degree.  
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 ● Civic, ethical, and social-justice literacy

 ● Economic and financial literacy, entrepreneurialism

 ● Global awareness, multicultural literacy, humanitarianism

 ● Scientific literacy and reasoning, the scientific method

 ● Environmental and conservation literacy, ecosystems understanding

 ● Health and wellness literacy, including nutrition, diet, exercise, and public health and safety

What is evident from the above facts is that in the majority of skills mentioned above, English is used prominently. 
Thus it would not be an exaggeration if we propound that English proficiency is needed in global communication and 
global awareness. To quote Smith (1981) “We are witnessing a rapid increase in the use of English as a language of wider 
communication. It is the language of air- traffic controllers at international airports all over the world. It is the language used 
most frequently for international mail at international conferences. It is the principal language of international commerce and 
international aid” (7).  

SOFT SKILLS AND HARD SKILLS

Before we delve deep into the topic we must understand the concept of Soft Skill and Hard Skill. Moss and Tilly (2010) define 
Soft Skill as “Skills, abilities and traits associated with personality, attitude and behavior, that are different from skills in the 
form of formal or technical knowledge”(24). Hurrell (2009) defines Soft Skill as “Involving interpersonal and intrapersonal 
abilities to facilitate the performance of control in certain contexts” (16). Soft skills are desired by the employer but may not 
be assigned specifically to the job. Many theorists differ from each other on the inclusion of different skills as soft skills and 
such lists can be quite broad. However, the 10 most important soft skills can be enumerated and they are :- 

 ● Communication 
 ● Teamwork 
 ● Problem-solving 
 ● Time management 
 ● Critical thinking 
 ● Decision-making 
 ● Organizational 
 ● Resourcefulness
 ● Adaptability 
 ● Leadership 

On the contrary of Soft skills, hard skills are job specific, teachable and can be measured. Hard skills can be defined as 
“technical or administrative procedures that can be quantified or measured” (Dixon et al, 2010, p 7). These can refer to a 
degree, course, computer programming knowledge etc.

Hard skills and soft skills have basic inherent differences. Hard Skills are  technical expertise required for acquiring 
a job and career advancement. Soft skills are personality traits required for an employee to grow and adapt in a working 
environment. Proficiency in English or communication in English is a soft skill. Degree in English is not sufficient, it is just a 
hard skill. Possessing a degree does not mean proficiency or expertise. Thus, proficiency in English as a soft skill is necessary 
in job acquisition and subsequent career advancement. 

RELEVANCE OF ENGLISH IN INDIA 

English language acquires a unique place in our country. It is an outcome of colonialism but it has been often cherished and 
revered even after the independence of our nation. “Throughout India, there is a belief among almost all castes and classes in 
both rural and urban areas in the transformation power of English. English is seen not just as a useful skill but a symbol of better 
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life, a pathway out of poverty and oppression” (Graddol 2010, p 120). Thus, relevance of English in India is of great importance. 
English is not only considered as a subject or a skill, but as a social status and means to a respectable life. Our country has a 
humongous amount of youth population who are ready to start their professional career in a few years from now. India has the 
largest youth  population in the world of more than 600 million youths. In the year 2020, the average age of an Indian is 29 
years as compared to 37 years for China and 48 years for Japan. Government is geared up for developing present generation 
learners into a potential future which will be productive for the nation. The 28 % population of the country is below 14 years. 
There are about 300 million children enrolled in 1.4 million schools in the country. These children will be the building blocks 
of our country and play a major role in the country’s productivity. A well educated youth will be able to be more productive in a 
country’s progress than a person lacking education and required soft skills. With a fast growing economy and booming sectors, a 
young professional needs to have English as a soft skill to increase their career options and career advancement. 

IMPORTANCE OF ENGLISH PROFICIENCY IN CONTEMPORARY WORLD 

Importance of English can hardly be exaggerated in a global world. It would not be wrong to say that English is ruling the 
roost of the world as compared to other languages. Other languages pale into insignificance when compared to English. 
Hence, honing English skills are as important as getting an academic degree. 

English as a lifelong skill

It would not be an exaggeration to emphasize that English is a lifelong skill. English is not a mere subject or a medium, 
but it is an integral part of a lifelong skill. Abandoning English is out of question for any individual. It is evident that English 
is part and parcel of a person’s life. An individual has to constantly practice and update knowledge of English in one’s life. 

Prerequisite for a Successful Career

Knowledge of English communication skills is one of the most important pre requisites in a successful career. Just as  
Technical skills are important, and equally important is proficiency in English.   In a corporate world which is accessible 
to global linkages, English skills are needed for a person.  Lack of English proficiency may lead to being left out in the 
competitive race and create a ‘skill gap’.  It is a known fact that Companies and Management of big Corporates think twice 
employing people who lack proficiency in English. 

English in Globalization 

English is one of the biggest factors in globalization. It is because of English that there is a communication surge in the 
world. People from different countries, races and regions  are communicating with each other in English. If it would not have 
been for English language, globalization would have been impeded. Thus, English is also called “window to the world”. 

Role of English in Service Sectors

In a booming economy, service sectors are the most rapidly growing sector. Service sectors such as tourism, travel, hotel, 
education related, etc require English. A person who lacks knowledge in English, cannot advance in service sectors. They may 
get left behind in getting respectable jobs. They may also not advance in their careers due to lack of knowledge of English. 

English accommodating with Tech Automation 

According to a  recent McKinsey Global Institute report estimates that by 2030, in about 60 percent of occupations, at 
least one-third of activities will be automated.  This automation will engulf not only entry level and back office staff jobs but 
also high level positions. Many analysts and management gurus often allege that only communication skills and soft skills 
will help an individual to save their jobs. A person who would lack communication skills like proficiency in English would 
not be able to continue with their occupations. 

English Helping out to Broaden Social Networking 

Man lives in a society and a social structure. Proficiency in English helps a person to make more contracts and 
acquaintances. Subsequently, he will have better chances in getting jobs and occupations not only at national level but also 
at an international level. At personal level also, a person will tend to be more listened to and have more friends than an inept 
person in communication skills. 
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English for Technical and Higher Education 

It is a known fact that English is the most prevalent medium of instruction in Technical and Higher education. Quality 
books, internet resources are all available in English only. Scientific and technical advancements are recorded in English. A 
person doing Doctoral or any other kind of research work has to have knowledge of English. In any field of research they will 
require research materials which are predominantly  available in English. 

PROBLEMS IN DEVELOPMENT OF ENGLISH AS A SOFT SKILL 

State of English language as a soft skill and required proficiency regarding the language is highly pathetic. Even after 
assigning so much importance to English language , it is pertinent to question before us why we have failed to develop English 
as a soft skill and students are not proficiently unsatisfactory. English. Majority of students in the country reside in rural areas. 
They get enrolled in government rural schools and later on to Government Colleges in rural areas. According to the Annual 
Status of Education Report (ASER), more than 50% of the students in 5th standard are not capable of reading a textbook of 
English of 2nd standard (ASER 2018). Situation is equally disturbing in urban areas. Urban students too, lack such skills. 
There is a fundamental flaw in teaching English in our education system. English should be taught as a skill, not merely as 
a subject. There are many impending problems concerning English teaching and learning which are plaguing the education 
system, both at school and higher education level. Some of them are :- 

Absence of Competent Teachers 

There is a dearth of competent teachers regarding English. The teachers appointed do not have basic training to teach 
English language, leave alone English as a soft skill 

Outdated Syllabus 

English should be taught not only as a second language but also as communication skills or soft skills. Unfortunately, 
schools, colleges and universities are still relying on outdated syllabus which is based on grammar and monotonous lessons. 

Lack of E Contents and Digital Education

To teach English as a soft skill, it is imperative that students have access to interactive e contents. Teachers should resort 
to digital teaching which is currently absent in government schools and colleges. There is no internet facility and computers 
in schools and the majority of higher education institutions. 

Unawareness in Rural Areas

There is complete ignorance and apathy regarding English proficiency in rural areas. Students avoid English classes and 
special sessions, workshops if organized. English proficiency is as good as nil among rural students. 

Aimless Teaching 

It’s a highly disappointing situation that even after so many years, English is being taught aimlessly. Government and 
policy makers are not clear so as to how English should be taught to the Indian students. Whether it should be taught as a core 
subject or selective, whether it should be taught as theoretical or skill based. Objectives are highly ambiguous. 

Unknown Fear of English 

English language causes perpetual fear and nervousness among vernacular speakers. Students are plagued by the fear of 
English language. They prefer to avoid it rather than overcome their problem by doubling their efforts. Proficiency in English 
seems a distant dream for them. 

Lack of Specialized Training 

There is an absolute lack of training sessions for teachers and students regarding developing English as a soft skill. 
Teachers are untrained and confused as to how to train their students for English as soft skills. Similarly, students are ignorant 
and unaware to attend and learn the nuances of developing English as a soft skill. 

Conflicting Policies of Each Successive Governments
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It is highly unfortunate that with every successive government, policy regarding English language changes drastically. 
Some governments prefer vernacular languages while other governments may prefer English. Thus, English has been unable 
to develop as a core subject as well as soft skill competency. 

Suggestions and Recommendations 

According to Zhang (2012) and Beard et al (2008) it is highly imperative that the assessment of soft skills should be done 
during the academic years of the students. Though, it is challenging but it is necessary. College students need to develop their 
skills before entering a professional career. A paradigm change is needed to develop English as a soft skill. 

PARADIGM SHIFT NEEDED 

From To
Teaching English as a Subject Teaching English as a Skill
Teaching through Obsolete Methods 
like Book, Texts, Notes

Teaching through E Contents and Digital Teaching

Ambiguous Objectives Defined Objectives in Global Context
Teaching English as EFL Teaching English as Competency and Personality 

Development
Teaching English to pass examination Teaching English in context with Science and Technology

Following are some recommendations regarding developing English as a Soft Skill:- 
 ● Intensive training sessions for English teachers to develop English as a soft skill among students. 

 ● Revamping entire English syllabus

 ● Development of interactive e – contents for students to develop English proficiency 

 ● Resorting to Digital teaching and facility of internet, computers for students 

 ● Incorporating more soft skills development activities in curriculum

 ● Organizing hands – on activities for students

 ● Organizing internship programmes for college and university students

 ● Defined objectives and policies for at least 25 years.

CONCLUSION

It is high time that we revamp our attitude towards English. If we want the future generation of our nation to be productive 
globally, we have to ensure that they develop basic soft skills required in one’s lives. Proficiency in English is a twenty first 
century skill and cannot be shrugged off merely as another subject. A paradigm shift is needed in the governmental approach 
towards English. In the contemporary world, just as the role of technical skills is shrinking, the importance of communication 
and soft skills are increasing. Importance of proficiency in English can hardly be denied. 

REFERENCE 

[1] Beard, D. et al. (2008). Integrating Soft Skill Assessment through University, College and Programme Efforts at an 
AACSB Accredited Institutions. Journal of Information Systems Education. 19(2). (pp 229 – 240).  

[2] Campbell D., et al (1982). “English in International Settings: Problems and Their Causes.” Smith L. ed. (1983). Readings 
in English as International Language. Pergamon Press, (pp 30-38). 

[3] Dixon J., etc al (2010). The Importance of Soft Skills. Corporate Finance Review, 14 (6). (pp 35 – 38). 



176
Copyright ©2020 Authors

Proceedings

[4] Graddol, D. (2010). English Next India. British Council. 

[5] Hurrell, S.A. (2009). Soft Skills Deficit in Scotland: Their Patterns, Determinants and Employers Responses. 

[6] Moss, P., and C. Tilly. (2001). Stories Employers Tell, Race, Skills and Hiring in America. Russel Sage Foundation. 

[7]  Smith, L. E. (1981). “English as International Language.” Smith Led. (1983): Readings in English as International 
Language. Pergamon Press. (pp 1 – 8). 

[8]  Annual Status of Education Report (ASER) 2018. A Press Release. https://img.asercentre.org>docs>pdf. Accessed on 
26.08.2020

[9] https://www.edglossary.org/21st-century-skills/ 



177
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

INTRODUCTION

There are plenty of precious metals, but in investment in Gold has high demand. Due to some influencing factors such as high 
liquidity and inflation beating capacity, gold is one of the most preferred investments in India. Gold investment can be done 
in many forms like buying jewellery, coins, bars, gold exchange traded funds, gold funds, sovereign gold bond scheme etc. 

Types of Gold investment 
 ● Physical Gold: One has to Invest in Physical Gold

 ● Gold ETF’s: Purchasing a proportionate value of gold but not in physical form

 ● Gold Mutual Funds: The investment is made in the form of bullions and the companies involved in gold mining.

 ●  Sovereign Gold Bonds: To buy digital gold as they are issued by the RBI on behalf of the government of India with 
an assured interest of 2.50% per annum.

STATEMENT OF THE PROBLEM:

Investment is a planned method of safely putting ones savings into different outlets to get a good return. The essential quality 
of an investment is that it involves waiting for a reward. Gold as an asset plays a very important role in an investor’s portfolio 
as it not only provides stability for returns but also gives an opportunity to maximize the wealth of the investor. 

In this digital era, people can opt electronic form of investment. Conventionally people choose physical form of gold 
because it is a symbol of status and liquidity. This study identifies various forms of gold investment available, the reasons and 
drawbacks of investing in various forms of gold.

A STUDY ON INVESTORS PREFERENCE TOWARDS VARIOUS 
FORMS OF GOLD WITH REFERENCE TO CHENNAI CITY.

Dr. G. Maheswari 
Assistant Professor, Department of Commerce Shift II  Madras Christian College, Chennai-59               
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For traditional investors, the most important criteria for investment is safety, liquidity and profitable returns. One can meet all 
these expectations while investing in Gold. Two forms of investments are there in Gold. Physical form and Electronic Form. 
The present study reveals that the Investors Preference towards various forms of gold investment.  To achieve the objectives, 
primary data has been collected by distributing the questionnaire to 100 respondents and the collected data analysed by 
applying independent sample t test, paired t test and one way ANOVA. The study concludes that, respondents are well aware 
about the various forms of gold and male investors prefers investing digitally than the female investors.

Keywords: Physical Gold, Electronic Gold, Investments, Investment in Gold, Preference of Gold, risk in gold investment.
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 OBJECTIVES OF THE STUDY

 ● To identify the level of investors awareness towards various forms of gold investment
 ● To study the investors preference towards various forms of gold investment 
 ● To identify the level of investors satisfaction towards various forms gold of  investment
 ● To identify the reasons and drawbacks of investing in various forms of gold 

METHODOLOGY

The present study is descriptive in nature. To achieve the objectives, convenience sampling method has been adopted, to collect primary 
data from 100 respondents by distributing the questionnaire, the collected data analysed by applying independent sample t test, paired t 
test, one way ANOVA, the secondary data consists of information sourced through various websites and research articles. 

FINDINGS OF THE STUDY

Profile of the Respondents
The frequency analysis reveals that 36% of the respondents are male 64% are female, 48% of the respondents are belongs 
to the age group of 21-30, 78% of the respondents are married, 53% of the respondents are Undergraduates, 40% of the 
respondents working in the private organisations and 36% of the respondents earns Rs.400001 – 600000. 

With respect to source of information 43% of the respondents get information through their friends and relatives, 85% of 
them are interested in investment. 29% of the respondents are prefer to invest in bank deposits and 27% of the respondents 
are prefer to invest in Gold, 

Awareness and Preference level towards Physical form & Digital form of Gold:
Majority of the respondents are highly aware and prefers Jewels than any other forms of physical gold. In electronic form of 
gold, respondents are highly aware but prefer to invest in gold mutual fund to earn profit.  Age group of above 50 are aware 
and prefer to invest in digital gold because of less transaction cost and no need to avoid the issue of theft.

Reasons and drawbacks in physical form:
Respondents prefer jewels due to fashionable purpose, prefer coins due to its purity also people prefer bullion bars because of 
its convenience. The respondents consider safety purpose as one of the main hindrance in investing in jewels and coins and 
the respondents do not prefer to invest in bullion bars due to storage charges.

Reasons and drawbacks in digital form:
Respondents prefer ETF, Gold Mutual Funds due to less transaction cost and prefer to invest in Sovereign Gold Bond as it is 
considered to be safe and issued by RBI. The respondents consider lack of awareness as one of the main hindrance in investment 
in Gold Mutual Funds and Sovereign Gold Bond. Respondents do not prefer to invest in ETF due to delay in settlement 

Satisfaction level towards various forms of gold investment:
Female investors are highly satisfied in jewels and male investors are in coins, bullion bars, ETF, Gold Mutual Funds and 
Sovereign Gold Bond

 SUGGESTIONS AND CONCLUSIONS:

Create awareness about digital form gold and it’s through advertisement campaign, and educate the potential investors about 
investment process in investing digital gold. The study concludes that, respondents are well aware about the various forms of 
gold and male investors prefers investing digitally than the female investors.
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ANNEXURE

Table 1 - Profile of the Respondents

Frequency Percentage

Gender Male 36 36
Female 64 64

Age 21 - 30 48 48
31 - 40 31 31
41 - 50 15 15

Above 50 6 6
Marital status Married 78 78

Unmarried 22 22
Education qualification HSC 7 7

UG 53 53
PG 26 26

Professional 14 14
Occupation Private 40 40

Self Employed/ Business 30 30
Government Employee 15 15

Home maker 15 15
Annual income Below 200000 24 24

200001-400000 12 12
400001-600000 36 36
Above 600001 13 13

Nil 15 15
Source of Information Friends/Relatives 43 43

Consultants/Advisor 15 15
Internet 23 23

Newspapers 11 11
TV 8 8

Interest on investment Yes 85 85
No 15 15

Most preferred investment Bank deposits 29 29
Mutual fund 17 17

Equities 8 8
Government bonds /Securities 6 6

Gold 27 27
Real estate 5 5

Debt 4 4
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Table 2 - One Way ANOVA

Variable Age Group in years (Mean) F Value P Value
21 - 30 31 - 40 41 - 50 Above 50

Jewels 4.43 4.28 4.58 4.43 .666 .575
Coins 4.29 3.96 4.15 4.14 .386 .763
Bullion Bars 3.57 3.17 3.58 3.57 1.176 .323
ETF 3.14 2.68 2.96 3.57 2.531 .062
Gold Mutual Funds 2.86 2.96 2.96 3.50 .746 .527
Sovereign Gold Bond 3.00 3.13 2.81 3.57 1.200 .314

Table 3 - Independent Sample t test

Variable Gender t value P value
Male Female

Mean SD Mean SD
Jewells 4.06 .924 4.34 .877 1.547 .125
Coins 4.08 .732 3.95 .983 .693 .490
Bullion Bars 3.78 .929 3.42 .973 1.784 .077
ETF 3.36 .762 3.14 1.021 1.129 .261
Gold Mutual Funds 3.56 .735 3.23 1.020 1.662 .100
Sovereign Gold Bond 3.31 .786 3.23 1.095 .343 .732

Table 4 - Paired t test

Particulars Awareness Preference t value P value
Mean SD Mean SD

Jewels 4.39 .875 4.27 .993 1.330 .186
Coins 4.06 1.003 4.14 .804 .985 .327
Bullion Bars 3.36 1.078 3.37 1.070 .086 .932
ETF 2.91 1.138 3.02 1.025 1.168 .246
Gold Mutual Funds 3.03 1.275 3.24 1.224 1.887 .062
Sovereign Gold Bond 3.10 1.235 3.06 1.153 .376 .707

Table 5 - Reasons and drawbacks in physical form

Variable Jewels Coins Bullion Bars
Reasons:
Convenience
Purity
Fashionable Purpose 
Drawbacks: 
Safety Purpose
Making charges 
Storage charges  

31
18
51

48
27
25

33
61
6

49
21
30

44
38
18

35
25
40

Table 6 - Reasons and drawbacks in E form

Variable ETF Gold Mutual Funds Sovereign Gold Bond
Reasons:
Safety
Less Transaction Cost
Easy form
Drawbacks: 
Awareness
Delivery
Amount of Investment 

23
53
24

35
50
15

30
38
32

49
21
30

37
33
30

49
22
29
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INTRODUCTION

The concept of globalization has leaded the world to open up their markets for the foreign manufactured products. It was the 
time which enabled the consumers to compare and differentiate the locally produced goods with the foreign products. This 
also paved for the concepts called as country of origin of the product and ethnocentrism. Ethnocentrism can be described as 
in group and out group differentiation. Ethnocentrism can also be defined as the positive attitude towards one’s own cultural 
or ethnic group and negative attitude towards other ethnic or cultural group.

The concept of ethnocentrism was first applied by American sociologist William .G. Sumner in 1906 “the technical name 
for the view of things in which one’s own group is the center of everything, and all others are scaled and rated with reference 
to it.”

PRELIMINARY FACTORS INFLUENCING ETHNOCENTRISM

(Source: Jain and Jain 2013)

Socio-psychological Factors
Social psychology is the scientific study of how people's thoughts, feelings, and behaviours are influenced by the actual, 
imagined or implied presence of others.

Demographic Factors

Demography is the part of sociology, which is actually study of population based on factors like Age, gender, income, 
education, nationality, religion, ethnicity etc.

ETHNOCENTRISM IN INDIAN CUSTOMERS- A STUDY ON 
CHINESE ELECTRONIC PRODUCTS

Dr. Archana .M.V
Faculty, Maharajas College, University of Mysore,  

Mysore

Smt.Shilpashree.M.S
Assistant Professor, Government first grade College, Bettadapura,periyapatna taluk 

Mysore.

Customer is a person who is the recipient of goods and services or sometimes ideas from the seller and one pays for them.

The importance of the customer is very huge when it comes to the success of any business. Hence, it become very 
necessary for every business organization to not only capture the business by new customer initially but also to retain them 
for a longer period of time. It becomes a tedious task to pull new customers by retaining the old customers. This is the secret 
behind flourishing of business ventures.

A well framed questionnaire was constructed using five point likert scale for the purpose of data collection from 
respondents to bring out the feeling of ethnocentrism of customers’ towards Chinese electronic products. The sample of 200 
respondents from each administrative block and from all four administrative blocks the sample of total 800 customers was 
considered to collect the data. And the conclusion was drawn based on the results extracted from SPSS. The results reveal  that 
the Indian customers are ethnocentric.

ABSTRACT
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Patriotism 
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Animosity 

et 

Demographic Factors 
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Income 

Factors influencing ethnocentrism

Socio-psychological Factors

1. Patriotism
According to Britannica Patriotism is “feeling of attachment and commitment to a country, nation, or political community” in 
other words patriotism is feeling of love, devotion and attachment to home land.

2. Nationalism
Though Nationalism and patriotism sound similar there is thin line demarcation between the two Nationalism means loyalty and 
devotion towards a nation. Nationalism is an ideology and movement that promotes the interests of a particular nation, especially 
with the aim of gaining and maintaining the nation's sovereignty over its homeland.

3. Conservatism
Conservatism is a concept where people show a great resistance to change. Conservatives favour institutions and practices 
that have evolved gradually and time tested. In short, Conservatism is a political doctrine that emphasizes the value of 
traditional institutions and practices.

4. Animosity
Animosity is a concept defined as the remnants of antipathy toward another country due to past military, political, or economic 
conflicts, affecting the buying of foreign goods. (Klien et al 1998)

 
Animosity 

Product 
Ownership 

Willingness 
To buy 

Product 
Judgment 

Consumer 
Ethnocentrism 

Animosity model

Source: The first official animosity model by Klein, Ettenson and Morris (1998)
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REVIEW OF LITERATURE

Erdenerkaynak et.al (2000) In this study the researchers feel that while picking up the Foreign products the degree of 
Ethnocentrism vary based on the lifestyle of a group of people belonging to various  regions in turkey. The middle and high 
income group found to be high in ethnocentrism whereas the lower income group were comparatively low in ethnocentrism 
and just concentrated on design and fashion. And turkey being one of the developed countries, the consumers here perceive 
that the products originated from Japan, Western Europe and USA are technologically advanced whereas the products from 
China, Russia were considered to be substandard and trashy.

RoomaRoshneeRamsaran (2010) intends to reveal whether male and elderly is more consumer ethnocentric. In other 
words, the study explores the degree to which the demographic variables have an effect on consumer ethnocentrism in 
Mauritius. It becomes very necessary to the marketer of the product to segment the markets based on demography like 
age, gender, education and income of the consumers which is segmented to create a homogenous sub sets to formulate the 
marketing strategies tailored specifically for the demands of homogenous cluster. The results revealed that the elderly and the 
male were more ethnocentric when compared to their counter parts who also believed that in order to support their economy 
grow they should buy locally produced products.

SaminRezwani et.al, (2012) reveals based on various previous literatures that country of origin play a major role on the 
customer purchase intention and the country of origin is also associated with ethnocentrism and ethnocentric patriotism. 
Ethnocentric patriotism is a concept where someone likes one’s country with prejudice unlike a healthy customer who has no 
prejudice. The study also discloses that the ethnocentric attitude normally happens when one want to buy foreign products 
but in contract they are very much devoted to brands manufactured in their home country. The other attributes apart from 
ethnocentricity as an external cue is the price, brand name etc. conversely the internal cues also play a major role in customer 
purchase intension. 

SCOPE OF THE STUDY

The scope of the study is confined to know the  customers’ ethnocentrism towards Chinese electronic products 
in the state of Karnataka namely Bengaluru, Mysore, Kalburgi and Belagavi.Only demographic variable such 
as Age, Education qualification, occupation, and monthly income of the respondents are considered. 

OBJECTIVES OF THE STUDY

 ● To observe the Indian customers’ ethnocentrism towards Chinese electronic products. 

HYPOTHESIS OF THE STUDY

Main hypothesis
H0: There is no significant relationship between customer ethnocentrism and Chinese electronic products.
H1: There is a significant relationship between customer ethnocentrism and Chinese electronic products.
Sub hypothesis 1:
H0: There is no significant difference in customer ethnocentrism with respect to age.
H1: There is a significant difference in customer ethnocentrism with respect to age.
Sub hypothesis 2:
H0: There is no significant difference in customer ethnocentrism with respect to occupation.
H1: There is a significant difference in customer ethnocentrism with respect to occupation.
Sub hypothesis 3:
H0: There is no significant difference in customer ethnocentrism with respect to education qualification.
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H1: There is a significant difference in customer ethnocentrism with respect to education qualification.
Sub hypothesis 4:
H0: There is no significant difference in customer ethnocentrism with respect to monthly income
H1: There is a significant difference in customer ethnocentrism with respect to monthly income.

ANALYSIS AND INTERPRETATION

Sub hypothesis 1:
H0: There is no significant difference in customer ethnocentrism with respect to age.
H1: There is a significant difference in customer ethnocentrism with respect to age.

Table no 1: Group statistics of Age and Customer Ethnocentrism

Age N Mean Std. Deviation
Below 20 236 1.6673 .40822
20-30 124 2.2054 .60530
30-40 426 2.0196 .22062
40-50 6 2.0702 .24157
Above 50 8 2.6842 .50795
Total 800 1.9515 .41924

(Source: Primary data)

Table no 2: Correlation between Age and Customer Ethnocentrism

Correlations
Age Ethnocentrism

Age
Pearson Correlation 1 .369**
Sig. (2-tailed) .000
N 800 800

Ethnocentrism
Pearson Correlation .369** 1
Sig. (2-tailed) .000
N 800 800

**. Correlation is significant at the 0.01 level (2-tailed).

The above table shows the correlation between age and Customer Ethnocentrism. The age is positively correlated with 
ethnocentrism at the significance about .000. Since the p value is less than 0.05, the null hypothesis is rejected.

Table no 3: Regression model summery of Age and Customer Ethnocentrism

Model Summary
Model R R Square Adjusted R 

Square
Std. Error of the 

Estimate
1 .369a .136 .135 .38995
a. Predictors: (Constant), Age
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Table no 4: Analysis of variance of Age and Customer Ethnocentrism

ANOVA
Model Sum of 

Squares
df Mean Square F Sig.

1
Regression 19.090 1 19.090 125.547 .000b
Residual 121.342 798 .152
Total 140.432 799

a. Dependent Variable: Ethnocentrism
b. Predictors: (Constant), Age

Table no 5: Regression coefficient of Age and Customer Ethnocentrism

Coefficientsa

Model Unstandardized Coefficients Standardized 
Coefficients

T Sig.

B Std. Error Beta

1
(Constant) 1.573 .036 43.111 .000
Age .166 .015 .369 11.205 .000

a. Dependent Variable: Ethnocentrism

Interpretation:

The hypothesis is carried out by using linear regression model test and it is found that the beta value is 0.369 shows less 
influence of age on ethnocentrism, and its R-square is (0.136). Its associated p-value is statistically significant at less than 5% 
level of confidence, which is less than 0.05 for age (0.000), which show a significant relationship of age on ethnocentrism. 
Hence, the null hypothesis is rejected with the conclusion that there is highly significant relationship between age and 
Customer Ethnocentrism.

Table no 6: One-Way ANOVA results of Age and Customer Ethnocentrism

ANOVA
Ethnocentrism

Sum of 
Squares

df Mean Square F Sig.

Between Groups 33.420 4 8.355 62.070 .000
Within Groups 107.012 795 .135
Total 140.432 799

(Source: Primary data)

Interpretation:

The one-way Anova test indicates that the mean score of age of the respondents and the ethnocentrism significantly 
vary among different age groups (f=62.070 p< 0.05) respondent belonging to the age group of below 20 years are more 
ethnocentric when compared to other age group.

Sub hypothesis: 2
H0: There is no significant influence of occupation on the ethnocentrism of customers.
H1: There is significant influence of occupation on the ethnocentrism of customers.
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Table no 7: Group statistics of Occupation and Customer Ethnocentrism

Occupation N Mean Std. Deviation

Students 422 1.8868 .51729
Employed 266 2.0133 .26685

Self 
Employed

108 2.0487 .21727

Unemployed 4 2.0526 .06077
Total 800 1.9515 .41924

(Source: Primary data)

Table no 8 : Correlation between Occupation and Customer Ethnocentrism

Correlations
Occupation ethnocentrism

Occupation
Pearson Correlation 1 .157**
Sig. (2-tailed) .000
N 800 800

Ethnocentrism
Pearson Correlation .157** 1
Sig. (2-tailed) .000
N 800 800

**. Correlation is significant at the 0.01 level (2-tailed).
(Source: Primary data)

The above table shows the correlation between occupation and Customer Ethnocentrism. The occupation is positively 
correlated with ethnocentrism at the significance about .000. Since the p value is less than 0.05. The null hypothesis is rejected.

Table no 9:  Regression model summery of Occupation and Customer Ethnocentrism

Model Summary
Model R R Square Adjusted R 

Square
Std. Error of 
the Estimate

1 .157a .025 .024 .41427
a. Predictors: (Constant), Occupation

Table no 10: Analysis of variance of Occupation and Customer Ethnocentrism

ANOVAa
Model Sum of 

Squares
df Mean Square F Sig.

1
Regression 3.480 1 3.480 20.278 .000b
Residual 136.952 798 .172
Total 140.432 799

a. Dependent Variable: Ethnocentrism
b. Predictors: (Constant), Occupation
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Table no 11:  Regression coefficient of Occupation and Customer Ethnocentrism

Coefficientsa
Model Unstandardized 

Coefficients
Standardized 
Coefficients

t Sig.

B Std. Error Beta

1
(Constant) 1.806 .036 50.848 .000
Occupation .090 .020 .157 4.503 .000

a. Dependent Variable: Ethnocentrism

The hypothesis is carried out by using linear regression model test and it is found that the beta value is 0.157 shows little 
influence of occupation on ethnocentrism, and its R-square is (0.025). Its associated p-value is statistically significant at less 
than 5% level of confidence, which is less than 0.05 for age (0.000), which show a significant relationship of occupation on 
ethnocentrism. Hence, the null hypothesis is rejected with the conclusion that there is highly significant relationship between 
occupation and Customer Ethnocentrism . 

Table no 12 :  One-Way ANOVA results of Occupation  and Customer Ethnocentrism

ANOVA
Ethnocentrism

Sum of 
Squares

Df Mean Square F Sig.

Between Groups 5.903 3 1.968 11.643 .000
Within Groups 134.529 796 .169
Total 140.432 799

C
(Source: Primary data)

Interpretation:

The one-way Anova test indicates that the mean score of occupation of the respondents and the ethnocentrism significantly 
vary among different occupation group (f=11.643; p< 0.05). The respondents who are students are more ethnocentric when 
compared to other occupation group.

Sub hypothesis: 5
H0: There is no significant influence of education qualification on the ethnocentrism of customers.
H1: There is significant influence of education qualification on the ethnocentrism of customers.

Table no 13: Group statistics of Education qualification and Customer Ethnocentrism

Education qualification N Mean Std. Deviation

Under graduate 280 1.8299 .43495
graduate 352 1.9532 .37302
Post graduate 168 2.1507 .40951
Total 800 1.9515 .41924

(Source: Primary data)
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Table no 14:  Correlation between Education qualification and Customer Ethnocentrism 

Correlations
Education 

qualification
ethnocentrism

Education qualification
Pearson Correlation 1 .274**
Sig. (2-tailed) .000
N 800 800

Ethnocentrism
Pearson Correlation .274** 1
Sig. (2-tailed) .000
N 800 800

**. Correlation is significant at the 0.01 level (2-tailed).
(Source: Primary data)

The above table shows the correlation between education qualification and Customer Ethnocentrism . The 
education qualification is positively correlated with ethnocentrism at the significance about .000. Since the p value is less than 
0.05. The null hypothesis is rejected.

Table no 15: Regression model summery of Education qualification and Customer Ethnocentrism

Model Summary
Model R R Square Adjusted R 

Square
Std. Error of 
the Estimate

1 .274a .075 .074 .40344
a. Predictors: (Constant), Education qualification

Table no 16: Analysis of variance of Education qualification and Customer Ethnocentrism 

ANOVA
Model Sum of 

Squares
df Mean Square F Sig.

1
Regression 10.544 1 10.544 64.782 .000b
Residual 129.888 798 .163
Total 140.432 799

a. Dependent Variable: Ethnocentrism
b. Predictors: (Constant), Education qualification

Table no 17:  Regression coefficient of Education qualification and Customer Ethnocentrism 

Coefficients
Model Unstandardized Coefficients Standardized 

Coefficients
t Sig.

B Std. Error Beta

1
(Constant) 1.661 .039 42.802 .000
Education qualification .156 .019 .274 8.049 .000

a. Dependent Variable: Ethnocentrism
The hypothesis is carried out by using linear regression model test and it is found that the beta value 0.274 shows less influence 
of education qualification on ethnocentrism, and its R-square is (0.075). Its associated p-value is statistically significant at less 
than 5% level of confidence, which is less than 0.05 for education qualification (.000), which show a significant relationship 
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of education qualification on ethnocentrism. Hence, the null hypothesis is rejected with the conclusion that there is highly 
significant relationship between education qualification and Customer Ethnocentrism. 

Table no 18: One-Way ANOVA results of Education qualification and Customer Ethnocentrism

ANOVA
Ethnocentrism

Sum of Squares Df Mean Square F Sig.
Between Groups 10.808 2 5.404 33.226 .000
Within Groups 129.624 797 .163
Total 140.432 799

(Source: Primary data)

Interpretation:
The one-way Anova test indicates that the mean score of education qualification of the respondents  and Customer Ethnocentrism 
significantly vary among different education qualification group (f=33.226; p< 0.05) respondents who are undergraduates are 
more ethnocentric when compared to others.

Sub hypothesis 4:
H0: There is no significant influence of monthly income on the ethnocentrism of customers.
H1: There is significant influence of monthly income on the ethnocentrism of customers.

Table no 19: Group statistics of Monthly income and Customer Ethnocentrism

Monthly income N Mean Std. Deviation

less than 25000 428 1.8633 .49558
25000-35000 286 2.0412 .21664
35000-45000 64 2.0543 .20566
Above 45000 22 2.2033 .75002
Total 800 1.9515 .41924

(Source: Primary data)

Table no 20: Correlation between Monthly income and Customer Ethnocentrism

Correlations
Monthly 
Income

ethnocentrism

Monthly Income
Pearson Correlation 1 .220**
Sig. (2-tailed) .000
N 800 800

Ethnocentrism
Pearson Correlation .220** 1
Sig. (2-tailed) .000
N 800 800

**. Correlation is significant at the 0.01 level (2-tailed).
(Source: Primary data)

The above table shows the correlation between monthly income and Customer Ethnocentrism. The monthly income is 
positively correlated with ethnocentrism at the significance about .000. Since the p value is less than 0.05. The null hypothesis 
is rejected
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Table no 21:  Regression model summery of Monthly income and Customer Ethnocentrism 

Model Summary
Model R R Square Adjusted R 

Square
Std. Error of 
the Estimate

1 .220a .048 .047 .40922
a. Predictors: (Constant), Monthly Income

Table no 22: Analysis of variance of Monthly income and Customer Ethnocentrism

ANOVA
Model Sum of 

Squares
df Mean Square F Sig.

1
Regression 6.798 1 6.798 40.594 .000b
Residual 133.634 798 .167
Total 140.432 799

a. Dependent Variable: Ethnocentrism
b. Predictors: (Constant), Monthly Income

Table no 23: Regression coefficient of Monthly income and Customer Ethnocentrism

Coefficients
Model Unstandardized 

Coefficients
Standardized 
Coefficients

t Sig.

B Std. Error Beta

1
(Constant) 1.755 .034 51.587 .000
Monthly Income .123 .019 .220 6.371 .000

a. Dependent Variable: Ethnocentrism

The hypothesis is carried out by using linear regression model test and it is found that the beta value is 0.220 shows less 
influence of monthly income on ethnocentrism, and its R-square is (0.048). Its associated p-value is statistically significant 
at less than 5% level of confidence, which is less than 0.05 for age (0.000), which show a significant relationship of monthly 
income on ethnocentrism. Hence, the null hypothesis is rejected with the conclusion that there is highly significant relationship 
between monthly income and Customer Ethnocentrism . 

Table no 24: One-Way ANOVA results of Monthly income and Customer Ethnocentrism 

ANOVA
Ethnocentrism

Sum of 
Squares

Df Mean Square F Sig.

Between Groups 7.707 3 2.569 15.406 .000
Within Groups 132.726 796 .167
Total 140.432 799

(Source: Primary data)

Interpretation:

The one-way Anova test indicates that the mean score of monthly income of the respondents and Customer Ethnocentrism 
significantly vary among different Income group (f= 15.406; p< 0.05) respondents who belong to the income group of less 
than 25000 is more ethnocentric when compared to other income group.
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FINDINGS

Objective 1
To observe the customers’ ethnocentrism towards Chinese electronic products. 

1.  The respondents belonging to the age group of below 20 years are more ethnocentric with the mean value of (1.6673). 
They have the feeling that purchasing Chinese electronic goods is anti-national.  Age is positively correlated with 
ethnocentrism at the significance level .000 and the p value is less than 0.05.

2.  The results reveal that the students are more ethnocentric with the mean value of (1.8868) where as the respondents 
belonging to the occupation group of employed (2.0133), self employed (2.0487) and unemployed (2.0526) were as 
follows. The occupation is positively correlated with ethnocentrism at the significance about .000. Since the p value 
is less than 0.05.

3.  The analysis states that the undergraduate are more ethnocentric with the mean value of (1.8299). In comparison 
with the graduates (1.9532) and the post graduates (2.1507). The education qualification is positively correlated with 
ethnocentrism at the significance about .000. Since the p value is less than 0.05.

4.  The results reveal that respondents belonging to the income group of less than 25000 are more ethnocentric with 
mean value of (1.8633) when compared to other income group who are under the income group of 25000-35000 
(2.0412), 35000-45000 (2.0543) and above 45000 (2.2033). The respondents with less income are more ethnocentric 
when compared to respondents with more income.

CONCLUSION:

The results reveal that the Indian customers are ethnocentric when it comes to Chinese electronic products, as Indians strongly 
feel that indigenous goods has to be brought in order to  support the Indian economy and the current tensions prevailing 
between India and China like border issues and the outbreak of the Novel corona disease, the pandemic spread because of 
China. And the Chinese efforts to weaken the Indian economy by dumping the substandard and counterfeit products and 
reasons like China indirectly helping the enemy nation of India has influenced Indian nationals and Indian customers by 
creating the sense of boycotting the goods “Made in China”. This again has made the feeling of ethnocentrism strong in the 
minds of Indian customers.
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INTRODUCTION

In India in the late 1990s, mobile services were launched, and the population is the key advantage of any market player in 
India. The operators of mobile network networks are prepared, at all times, to serve their customers to keep current customers 
with a change of customers. The mobile network service providers may build a promotional method to enjoy a competitive 
market by understanding the consumer’s expectations and purchasing actions. The healthy rivalry between various mobile 
service providers creates portability of mobile numbers, value added, voicemail, MMS, SMS, unbreakable signals, schematic 
improvements, ease of charge, and additional convenient and adequate mobile network subscribers.

The key source and only source of link for telecommunications is the environment and the fundamental factor in the growth 
of social-cultural, commercial and economic activities. The growth of the telecommunications sector and the development of 
infrastructure would play a more important role and respond to human needs. The word ‘Telecommunication’ encompasses a 
wide variety of services, such as sound, TV , radio and mobile communications. Although the telecommunications industry has 
grown tremendously in India since independence, the facilities are public and use as well as under world standards. Telecom 
is one of our country’s key infrastructure markets, the government of India has declared. Under the Government’s economic 
liberalisation , privatisation, and competition policies in India, the public telecommunications sector was able to reach all 
sectors, achieve universal service to all villages coverable by world class standards, and to make the telecommunications 
sector available.

Mobile service is one of India’s fastest-growing sectors. Competition in this sector is rising through the opening up of 
economy. Private enterprises have been encouraging the use of mobile phones in the region. In the case of telecom networks, 
it is the consumers market today. Mobile service providers need to consider the views and offers of the consumer about the 
business. Until designing any services or bid, mobile service providers shall define consumer needs and influence factors. The 
research paper aims in this context to draw attention to the factors that consumers find most important during the usage of a 
mobile service provider ‘s services. The analysis was performed in a well organised timetable.

A STUDY ON CUSTOMER SATISFACTION ON MOBILE 
NETWORKS
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Shri Krishnaswamy College for Women.

Mobile service is one of the largest industries in the world. In this market , competition is on the rise through economic 
opening. The region’s use of mobile telephones was promoted by private companies. It’s the consumer demand today for 
telecom networks. Mobile providers must take note of customer opinions and deals on the market. Mobile providers must 
identify customers ‘ desires and influence the factors before developing any service or deal. In this context , the research 
document focuses on the factors which are most relevant to customers when using mobile service providers. Telecom is one 
of the main infrastructure markets of our country , the government of India said. The study was done in a well structured 
schedule. The public telecommunications sector was able to achieve universal service to all the villages protected by global 
class standards under economic liberalisation, privatisation and competition politics in India and make the broadcasting of 
telecommunications open. The purpose of this paper is to  analyze the customer satisfaction on different  types of mobile 
service providers and widely used mobile network.
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OBJECTIVES OF THE STUDY

 ● To identify the customer satisfaction towards the mobile network services.

 ● To study the factors influencing customers to select mobile network.

 ● To assess the level of awareness among the users of different mobile networks.

LIMITATIONS OF THE STUDY

 ● The research was conducted within Chennai.

 ● There was time constraint as a result of which the sample size has been limited to 25.

REVIEW OF LITERATURE

• Debnath (2008) clarified that service providers are primarily focused on building a loyal customer base by reviewing 
their success and maintaining current customers so that they can enjoy their loyalty. With economic freedom beginning in 
1991 , the Government of India allowed foreign companies with 51 percent equity stake in joint undertakings to manufacture 
telecoms equipment in India with the goal of expanding and developing telecom infrastructure through the participation of 
the private sector. A new policy has been introduced by the Indian Government that enables private companies to provide 
basic telecommunications services. The state-owned telecommunications department had a monopoly. However, the policy 
adjustment is expected to benefit many businesses.

• Bhatt (2008 ) examined in his study titled A studied of Mobile Phone Usage among post-graduate students that the 
core characteristics of mobile technology are well known, so that the risks of potentially harmful or disruptive mobile phone 
technology can be understood for motive carers, service providers, content creators, equipment manufacturers as well como 
parents and young people alike. This paper tried to equate the disparity in use according to gender with the difference between 
production companies and service providers.

• In his study Jha (2008 ) analysed that the telecom industry in India is the youth which is the real driving force for growth. 
In this sense, the paper attempts to demonstrate how many young people use their mobile phones for different embodied cell 
phone functions. A sample of 208 owners of cell phones between 20 and 29 years of age collected data. The study shows 
how the use pattern of this device is influenced by gender, monthly voucher amounts and years for cell phones. The research 
results will be helpful in formulating marketing plans for various consumer segments for telecommunications providers and 
telephone companies.

• In their report, Kalavani (2006 ) examined that most respondents shared positive views on services, but that some of 
the issues are of benefit to the service provider. The gaps between the promised services and the services delivered must be 
bridged. The general attitude of consumers to cellular networks is that they are happy with current services, but want more 
services.

• Kalpana and Chinnadurai (2006) studied the growing competition, the shifting taste and desires of consumers around 
the world forcing companies to alter their targeting strategies in their study on ‘Promotional Strategies of Cellular Services: A 
Consumer Perspective. The study showed customer behaviour and cellular service satisfaction in Coimbatore area. Advertising 
was found to play an important role in influencing consumers but most customers agree that cellular advertising campaigns 
are more consumer focused rather than sales oriented.

• In their research Raj Kumar Paulrajan and Harish Rajkumar (2011 ) investigate how the cell phone service providers are 
chosen for perception. The results of the research show that the quality and availability of the product have a major effect in 
selecting the telecommunications service provider, the contact and price, but also in selecting the mobile telecommunications 
service supplier.
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RESEARCH METHODOLOGY

Research Type: Descriptive Research
Sample Design: Convenience Sampling
Sample Size: This sample size for the study is 25

Data Collection:
 ● Primary Data: Questionnaire circulated through Google forms

 ● Secondary Data: Used in literature review.

Data Analysis:

•	 Bar chart, pie chart

•	 Chi – square test

DATA ANALYSIS AND INTERPRETATION

Chart 1 - Age

Inference:
From the above chart, we find that majority of the respondents fall under the category of 20 – 30 years.

Chart 2 – Network connection
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Inference:
From the above chart, we find that most of the respondents are Airtel users.

Chart 3 – Kind of service

Inference:
From the above chart it is clear that most of the respondents are using post – paid service.
Chart 4 – Factors influencing purchase

Inference:
From the above chart it is clear that most influential factor is price.
Chart 5 – Usage of service
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Inference:
From the above chart it is evident most of the respondents use their current service for more than 3 years.

Chart 6 – Problems faced frequently

Inference:

The most frequently faced problem network related problems.
Chart 7 – Awareness level of schemes

Inference:
From the above pie diagram it is evident that most of the respondents are not fully aware of the various schemes provided by 
their service providers.
Chart 8 – Overall satisfaction level
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Inference:
It is evident that most of the respondents are completely satisfied with their service provider.

CHI – SQUARE 
To test the independence of age & kind of service
H0: The age is not independent of kind of services
H1: The age is independent of kind of services

Table 1 – Age*Kind of service

Kind of service AGE
20 – 30 yrs 30 – 40 yrs Above 40 yrs Total

Pre paid 10 2 1 13
Post paid 6 3 3 12
Total 16 5 4 25

Degrees of freedom: 2; Chi-square = 2.1635 for significance at the .05 level, Table value is 5.99.

Inference:
Since the x2 value is less than the table value we accept the null hypothesis and conclude that the age is not independent of 
kind of services.

Table 2 – Preference of various Value Added Services

VAS MEAN STANDARD DEVIATION
SMS 2.28 0.979795897
CONCESSION CALL RATES 3.72 0.613731755
INTERNET SERVICES 4.04 0.675771164
FULL TALK TIME 3.88 1.053565375

Inference:
The above table depicts the mean and standard deviations of various value added services.

SUMMARY AND FINDINGS

 ● Majority of the respondents fall under the category 20 – 30 yrs.

 ● Airtel is the widely used network.

 ● Most of the respondents were post paid users

 ● Price is the most influential factor of purchase.

 ● It is evident that most of the respondents are using their current service for more than 3 yrs.

 ● Most of the respondents are not fully aware of the various schemes.

 ● It was found that the respondents are completely satisfied with their service.

 ● According to chi – square test, it was found that the age is not independent of kind of services.

 ● The most preferred VAS is Internet service.
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INTRODUCTION

Gone are the days when marketers used to work on push strategy and when mass production was the only way to put forward 
the product in the market. Now, it is an era of personalization and customization, where the pull strategy comes into the 
picture. This is the time where the customer decides what should be produced and what not by a manufacturer or service 
provider. Marketing norms are changing with the change in consumer wants and their purchase behavior (Cohen et.al., 
2014). Marketing strategies are used to increase the customer base, sales, brand awareness and ultimately profits. The long-
term success of any business depends on how efficient its marketing strategy is, which also strengthens it for future goals 
(Camilleri, 2018) It doesn’t matter how many and how good products or services a company is offering, it is very important 
to identify its potential/target market to make the market campaign most impactful.  Earlier companies used to run mass 
marketing campaigns through TV or radio advertisements in the faith of catching consumer attention in the market. Today, 
it has changed as businesses are capable to offer personalized products and run micro-marketing techniques to hit target 
customers.

MICRO TARGETING: A DATA DRIVEN ANALYSIS TO 
UNDERSTAND ONLINE CONSUMER BEHAVIOUR WITH 

FOCUS ON TRAVEL INDUSTRY
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Marketers of recent times are aware of consumer preferences and are making use of the technological revolution to enhance 
their experience through hyper-targeted advertising to create a personalized experience for them. Thanks to micro-targeting, 
companies know us better than we know our self to create customized content. The paper attempts to study the influence 
of micro-targeting towards the formation of consumer experience and also to analyse the role of it in the development of 
purchase intention. The study was conducted through a survey using a structured questionnaire by collecting data through 
a convenience sampling method in and around Bangalore. Regression analysis was used to understand the relationship 
between variables and data was analysed through SPSS software to determine the result of the study. The respondents use 
digital platforms intensively for their travel-related activities and in addition to the detailed analysis of their usage and effect 
of online advertisement, a model was developed to understand the effect of micro-targeting on consumer experience and 
purchase intention. This research study would be useful to the online travel industry in understanding how micro-targeting is 
beneficial for enhancing consumer experience online. Organizations that are in marketing and strategizing can use the finding 
of the research study to understand the impact of micro-targeting and its variables. There has not been any direct study to see 
the influence of micro-targeting on consumer buying behaviour with a focus on the travel industry hence this research paper 
is novel.

KeyWord: Micro-targeting, Purchase intention, Travel industry, Consumer behaviour, hyper-targeted advertising.
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The understanding of consumer needs, preferences, and their changing purchase intentions led marketing strategies to 
move from mass marketing techniques to target marketing (Camilleri, 2018) The basic fundamental of target marketing is 
to create value for its targeted customers. It provides significant information and techniques to develop the right kind of 
relationship with the right customers. We are living in an age where digitization is on its peak and the extensive use of social 
media platforms and search engines are a part of the day to day life. Marketers of recent times are aware of this and they are 
making good use of the technological revolution to satisfy and enhance customer experience through data mining, predictive 
analytics (Tama, 2015) and all such ways which enables them to create a personalized experience for customers. The term 
given to this approach is micro-targeting, which is a marketing strategy that uses customer data and demographics to create 
segments and predict their buying behavior and choices to influence them through hyper-targeted advertising. This technique 
of marketing is used by different industries and so by the travel industry. In tourism, consumer behavior has always been 
influenced by developments in information and communication technologies (ICTs), and it has dramatically changed how 
consumers plan and purchase travel-related products (Fotis et al., 2012). It’s been a trend and ease for the twenty-first-century 
consumers to use all digital means to make their travel decision and all other related aspects as well. Travelers and tourists 
have a convenient reach to online platforms which allow research of possible accommodations, destinations, transportation, 
restaurants, and leisure activities and also enable the online purchase of such products. The travel industry is implementing 
these strategies to increase their business as well as to enhance the consumer experience (Xiang & Gretzel,2010)

Micro-targeting and micro-marketing techniques became more popular in the 1990s (Zilani,2004) when the personal 
computer boom helped to capture personal data and eventually into segmentation and awareness to customers. With the 
constant advancement of technology, it has become easier to deliver services and products to a customer. For example: when 
a person searches for a travel destination on a search engine or social media, what happens next? He/she will start getting 
notifications, pop up advertisements for the stay options, shops, restaurants, etc., and it becomes easier for businesses to 
target their potential customers. The most often used bases for the segmentation of tourists are socio-economic and lifestyle 
variables, demographics. There are a variety of travelers including business travelers, family vacationers, friends’ getaway, 
and international jet setters and more. Micro marketers need to understand the needs of different segments of travelers and 
offer them according to their needs and choices.

Firm- customer relationships can be enhanced through differentiated or customized service offerings( Coelho & 
Henseler,2012).The rapidly growing digital ecosystem has enabled organisations to gather huge wealth of customer data, 
leading to better comprehension of product usage patterns, purchase decision making and offering customized services 
(Stein,2012) .Marketers are able to sense the moods and sentiments of the consumer and influence the mindset of the consumers 
by closely following the interactions between the customers and brands.( Wirtz.et.al,2012) 

This study attempts to understand the relation of trends, brand value, customization and information with micro-targeting. 
To further describe the impact of micro-targeting and hyper-targeted advertising on the travel plan and purchase behavior of 
consumers, it explores the influence of micro-targeting strategies towards enhancement of consumer experience and formation 
of purchase intention. This study also attempts to measure the role of trust in purchase intention and micro-targeting as well.

LITERATURE REVIEW

Micro targeting

The technique of targeting the marketing and communication efforts is the key to increasing marketing efficiency and 
competitive advantage (cf., Bass, Tigert, Lonsdale, 1968; Wind and Cardozo, 1974). The process of identifying and reaching 
the right set of audience is becoming complex day by day but also the importance of it is growing at a rapid pace (Sivadas 
et al., 1998). The most important thing which needs to ponder upon is that the size of the market is increasing but market 
segments are getting smaller. Therefore, the market is moving from mass marketing strategies to micro marketing and micro 
targeting is a part of it. These days Micro targeting is creating buzz in the marketing world (Agan, 2007). This is a term used 
in more and more situations (Barbu, 2013), also to bring up any sampling process for the segmentation of the target audience, 
mostly in the online commercials but the term first came in light during the American election campaign. There are various 
conceptions about the use and definition of the marketing strategy among the people. By few people, it is understood that the 



201
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

direct marketing strategies are the type of micro target marketing or some says communication based marketing and detail 
segmentation is a type of micro targeting. Also sometimes it is believed that the click through ads and advertisement on mobile 
phones, social media are micro targeting strategies. All these are a part of micro targeting and makes micro targeting strategy 
all together by adding up with a few more features. Micro marketing is practiced in different forms, Xue,(2019) has explained 
about the micro- blog platform where people can know about the recent happenings and hot events, also can participate in the 
discussion for the same, which helps in changing the way people get information and interact with others. When it comes to 
the impact of micro marketing strategies on the retail market, studies have focused majorly on the development of relational 
capital and on the correlation between loyalty and profitability (Reichheld, 1996; Reinartz & Kumar, 2002). However, Zelliani 
and Bellini, (2004) says that micro-targeting, is made feasible by segmentation techniques, is also economically viable and 
all thanks to modern media system. Agan, (2007) mentioned about a pioneer in developing micro-messaging and targeting 
strategies, Penn, Schoen and Berland (PSB) has been working and applying these techniques in the political arena with great 
success ratio. Now, they are bringing the same in the corporate world as well. According to PSB:

“Micro- targeting helps in creating customized messages, proof points and offers, exactly predicting their impact and 
delivering them to right individuals.”

In the same study Silent marketing: micro targeting by Agan, (2007), it has been mentioned that twenty years ago targeting 
based on zip code was revolutionary.  Ten years ago targeting based on the household with only a general idea of what the 
response might be was considered leading edge.  In micro-targeting we now operate at the sub-household level targeting 
individual people within the household and we know very accurately how they are likely to respond. 

Here it can be concluded that the way to think about micro-targeting is as an advanced, precise psychographic segmentation 
that uses a proprietary algorithm to determine a combination of demographic and attitudinal traits to assign individuals to each 
specific segment. Micro- targeting technique is based on many other factors such as customization, information, trends, word 
of mouth, brand value, perceived quality, interactivity and hyper targeted advertising. All these are the antecedent variables 
which collectively makes the micro- targeting methods and has been explained below.

CUSTOMIZATION

According to Prahalad and Ramaswany (2004), the value creation for the customer can be achieved by different means during 
the multiple points of interaction with the supplier. One of the effective ways to value creation is by personalizing the product 
or service for the customer, wherein the customer plays a vital role and is one of the active elements. Customization is one 
major trend which is shaping the recent market trends and it is one of the major element of the micro targeting marketing 
strategy.

INFORMATION

Since the focus of this paper is on travel industry, information here is the key part of the whole process. Information which 
makes the tourism product as a research product and whose evaluation goes through the consultation of information related 
to it is the essence of the overall process. Also, because most of the times the product cannot be tested in advance, it must be 
evaluated by the consumer as a reliable product (Bhat & Shah, 2014).

TRENDS

Trend is again one important aspect of micro targeting, as the strategies made for MT is based on the recent trends which helps 
in bringing out most from the MT strategies. Any polarization phenomenon by which the same object – in the broadest sense 
of the word – simultaneously seduces a large number of people is called as a trend Erner (2005:104).The phenomenon of the 
polarization causes apprehension to the industrialists, which require a constant survey of the trends of the moment.

WORD OF MOUTH

Given the growth in the use of the Internet and its key role in e-commerce, the ewom (digital word-of-mouth), which represents 
the exchange of mouth-to-mouth messages in the digital environment, has been altering consumer decisions and behaviors. 
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People rely on the information and opinions of other users and often make offline decisions based on information they collect 
online (Lee et al., 2008).

Brand value and Perceived quality
In a way very succinct, brand equity is related to the fact of obtaining with a brand different results from those that would 
be obtained if the same product or service was not identified by that brand (Keller & Machado, 2006). However, as regards 
a concrete definition, the authors Christodoulides and De Chernatony (2009) state that the literature on brand equity remains 
substantial, largely fragmented and inconclusive.

Interactivity
Digital technologies can work both ways in a B to C relationship related with tourism, and it’s an opportunity to organization 
to create value for all stakeholders. Depending on the ability of firms to develop digital technologies interactions with the 
environment, and the ability to create strategies and tactical operations, the outcome can be increased. In the physical world, 
the multisensory experience of digital marketing is regarded as an important basis for business (Chevalier & Mazzalovo, 
2008).

Hyper targeted advertising
Historically, advertising was driven by broadcasting one message to the masses, regardless of who they were or what 
mattered to them. Future Flow Media has reinvented digital advertising into a powerful, integrated, high-integrity advertising 
solution that reaches the most targeted and responsive audiences online. It is known as Hyper-Targeted Advertising.

Consumer Experience
Customer experience is a multi-facet concept. Collins English Dictionary (2011) described experience as “a particular 
incident, feeling, etc, that a person has undergone”. Whereas, Schmitt (1999) stated that “experiences provide sensory, 
emotional, cognitive, behavioural and relational values that replace functional values.” Gentile, Spiller and Noci (2007, 
p.397) asserted that “the customer experience comes from a set of relationships between a customer and an item or service, a 
company, or part of its company, which cause a response. This experience is stringently personal and indicates the consumer 
engagement at different amounts (rational, emotional, sensorial, physical, and spiritual)”. Gupta and Vajic (2000) provide 
a more comprehensive definition of customer experience and they argued that “an experience occurs when a customer has 
any sensation or knowledge acquisition resulting from some level of interaction with different elements of a context created 
by the service provider”. Schmitt (1999) proposed three dimensions of customer experience, including sensory experience, 
emotional experience, and social experience. 

Purchase intentions
The intent of purchase is defined as the predisposition of the consumer to make a possible acquisition, according to certain 
factors or motivations of the general framework of the decision-making process of the consumer (Kotler & Keller, 2009). The 
intention is, therefore, one of the stages of the purchasing process and is seen as a conscious response by the individual to 
different stimuli to which he is subject. 

Turney and Littman (2003) asserted that intention to buy is the buyer’s prediction of which company he will select to 
buy. Intention to buy may be recognized as a reflection of real purchase behaviour. The greater the purchase intention is, the 
greater a consumer’s desire is to buy a product (Schiffman and Kanuk, 2000). Chi, et al (2009) and Laroche and Zhou (1996) 
claimed that marketing endorser’s visibility rate can change consumer’s personal preference and mind-set and ultimately 
influence consumer purchase intention.. Monroe and Krishnan (1985) and Zeithaml (1988) argued that both recognized value 
and excellent offered by the firms will affect individual purchase intention, and the more recognized value and excellent being 
offered, the greater purchase intention is. According to Kotler (2000) consumer purchase behaviour is a result of internal and 
external stimulation – such as product, brand, retailer, timing, quantity etc. Consumers make purchase decisions bases on 
their individual preference, personalities, qualities, characteristics and past experiences. The concept of consumer behaviour 



203
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

is an essential area of study for firms, as it aids in directing their marketing and promotional strategies. Consumer purchase 
intention and the consequent buying behaviour of the consumer is the major focus of all firms in the industry. Efficient 
capturing of the consumer is of prime importance to the brand. Consumer behaviour may be categorized into four different 
types, these include- habit, variety seeking, complex and dissonance reducing (Shaver, 2007). Therefore, the promotional 
advertising strategies of firms in the industry are key influencers in directing consumer purchase intention towards buying a 
particular product in the market. 

Trust
The process of consumers’ decision-making on online shopping relates to the experiences and satisfaction they perceive 
while shopping. The Malaysian Internet users conducting online shopping seeking benefits such as cost saving, convenience, 
cheaper price, a way to easily search for information, and a twenty four hours services (Zuriahti Azura, 2010). Azahari, 
Raemah and Yasmin (2011) pointed out various consumers’ motives affect attitude towards online shopping so Internet users 
become more used to this medium. So, to understand the driving forces toward online shopping and their relationship with 
attitude, it is important to recognize how they make their online purchase.

Theoretical Background and formation of proposed model
To assess the effect of micro-targeting on consumer experience and purchase intention this study adopted three theories 
namely Theory of Planned Behaviour (TPB), Theory of Reasoned Action (TRA) and Awareness Trail and Reinforcement 
Model (ATR) to highlight how micro-targeting strategies help in enhancing consumer experience and leads to purchase 
intention.

Theory of Planned Behaviour (TPB)
The process of decision making has considerably changed during the last decades (Sirkaya & Woodside, 2005). There is no 
as such single theory to explain decision making and the possibility to likely fit into a decision theory. The theory of planned 
behavior (Ajzen, 1991) suggests that behavior is dependent on one’s intention to perform the behavior. Here the intention 
is driven by three factors: attitude towards the behaviour, subjective norm and perceived behavioural control (Jadhav et.al, 
2018).  With the significant relationship between micro targeting and consumer experience, also purchase intention, it can be 
said that micro targeting plays a vital role in driving a positive attitude toward these factors.                                 

Based on theory of planned behavior and prior research related to micro targeting and its antecedent factors such as 
customization, WOM, trends etc., a research model that has been proposed which reflects the impact of micro targeting 
on Consumer experience and buying behaviour. Based on the primary and secondary data collected, the dependent and 
independent variables were identified, and their relationship is represented in proposed model. Hence, it can be said that the 
TBP model is a powerful tool to make prediction and explanation on individual behaviour.

Theory of Reasoned Action (TRA)
Theory of reasoned action According to Ajzen and Fishbein (1980), theory of reasoned action (TRA) depicts an individual’s 
intentions toward a specific behaviour. The two kinds of factors that predict an individual’s behaviour that is subjective norm 
and attitude. Attitude, the first determinant, explains about the belief of an individual based on his/her likes and dislikes which 
lead to an outcome in terms of behavioural intentions (Jain et. al.,2018). In this model there are two major beliefs inferred 
that is normative beliefs and attitude beliefs. Various theorists have analyzed the attitude of an individual on an object and 
then tried to predict the behavioral intention of that individual (Jain et. al.,2018). TRA has stated the two most significant 
determinants that is subjective norms and behavioural intention which have direct effect on certain behaviours which has been 
shown by the relationship between micro targeting, consumer experience and purchase intention.

Awareness, Trial and Reinforcement Model (ATR)
The awareness, trial and reinforcement model explains how advertising more passively can influence habit forming routines. 
Advertising matters. Ehrenberg (1972) suggests that “the key role of advertising is in reinforcing previous purchase decisions, rather 
than in persuading people to make a first-time or brand-switching decision”. Ehrenberg’s model Awareness-Trial-Reinforcement 
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(ATR) emphasizes that potential visitors first gain awareness and interest in a destination, then try it. Satisfaction with the experience 
would reinforce desire to return in the future. This model recognizes that previous visitors would use their experience with a 
destination in order to make a selection decision, and attitudes developed from previous visits are likely to be resistant to persuasive 
advertising whose messages may be counter to that experience, but receptive to advertising that reinforces it (McWilliams & 
Crompton, 1997). The antecedent variables in the proposed model depicts the influence of hyper-targeted advertising, customized 
advertising, trends, etc. on micro targeting which eventually leads to enhance consumer experience and purchase intention.

PROPOSED MODEL

The model proposed in the research study consists of four variables, micro targeting (MT), and consumer experience (CE) 
and purchase intentions (PI). There are eight antecedent variables namely customization, information, trends, word of mouth, 
brand value, interactivity, perceived quality and hyper targeted advertising for the independent variable micro-targeting.The 
model describes the relationship between variables such as all the antecedent variables leads to micro targeting. In the later 
stage micro targeting leads to enhancement of consumer experience and eventually both leads to purchase intention of a 
customer. Trust variable connects to three other variables MT, CE and PI.  The relationship of variables are shown in figure 1.
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Figure 1: The proposed Model

STATEMENT OF THE PROBLEM

Consumer purchase experience and final purchase intention is a result of many implicit and explicit variables. Micro targeting 
and its antecedents are the key factors that influence the customer buying behaviour and purchase intention. Research studies 
done in this area reveal that micro targeting is a key factor of new age marketing strategies especially on online platforms.
Yet the influence of its impact on consumer buying experience and purchase intention of customer is yet to be explored. The 
present study proposes to analyse the influence of Micro targeting on customer purchase decision with a focus on the tourism 
industry in India. 
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OBJECTIVES OF THE STUDY

The objective of this study is to:
 ● To understand the influence of micro targeting towards formation of consumer experience.
 ● To analyse the role of consumer experience in development of purchase intention.
 ● To study the role of trust on micro targeting and purchase intention.
 ●  To study the role of Customization, Information, Trends, WOM, Brand value, Interactivity, and Hyper targeted 

Advertising on Micro Targeting.    

SCOPE OF THE STUDY

The study is based on the effect of micro targeting and its effect on consumer experience and purchase intention with focus 
on travel industry.Majority of respondents lie between the age group of 21-25 years. The paper aims to understand the extent 
to which micro targeting strategies affects the consumer buying behaviour. Furthermore, findings from the study may also be 
used by the industry for enhancing the promotional and advertising strategies so as to capture maximum share of the market 
and ensure customer satisfaction.

METHODOLOGY

Data source ,collection instrument & measurement of variables
This study describes the consumer experience and purchase intention occurred from micro targeting effects with focus to 
travel industry. The data collection method was a closed ended form of questionnaire which was developed to measure all 
the variables. The questionnaire was circulated online and Likert scale ranging from strongly agree top strongly disagree 
were used. Specific questions were asked in the questionnaire to measure the impact of micro targeting and its antecedent 
variables. Other variables, Trust, consumer experience and purchase intention were also measured similarly. The antecedent 
variables are customization, information, word of mouth (WOM), trends, Brand value, interactivity, perceived quality and 
hyper-targeted advertising. For example to measure an antecedent variable hyper targeted advertising, respondents were asked 
if marketing activities like Pop up ads, product suggestions, etc. influence their online purchasing decisions. The design of the 
questionnaire consists of four parts and based on previous research, 40 questions related to different variables are drawn up. 
The questionnaire is divided into three parts. The first set of questions were about the demographic profile of the respondents, 
their age group, income, education, employment and gender. The second part consists of the study specific questions like 
consumption awareness, consumption behaviour like frequency of internet usages, online shopping, etc. The third part of the 
questionnaire investigates about the variable based questions, effect of micro targeting on consumer experience and purchase 
intention, role of trust in enhancing consumer experience and forming purchase intention etc. 

SAMPLING 

Respondents were broadly from the category of students, working people, etc. The travellers basically were specified into four 
kinds - business travelers, family vacationers, friends’ getaway, and international jet setters.. A total of 186 respondents were 
used to collect data about various preferences regarding their travel purchase and effect of micro targeting on their purchase 
behavior. Here the use of scale is specifically important since it aims to measure the perception of consumers. It’s already 
been proved in research about the reliability of the usage of scale. A five point Likert scale was used to elicit responses in the 
questionnaire. The sampling process adapted here was convenience sampling method. It is a type of sampling method that 
relies on data that is most convenient or easily available to the researcher. Due to the short time span of the research paper, 
convenience sampling is the most appropriate sampling technique that would yield reliable and accurate data.

Data management and analysis tools
The data analysis process was done using IBM STATISTICS 25.0 software. It was used to find out descriptive statistics as 
well as various tests such as Regression and ANOVA to test the hypothesis of the study. These are the following tools which 
were used in order to reach the conclusion of the study.
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 ●  KMO-Bartlett Analysis: This is type of analysis made in order to measure the adequacy of the sample and its validity 
for further tests and analysis.

 ●  Reliability test: This test is conducted in order to verify if we will get the same answer for the test if we conduct it 
more than once.  

 ● Frequency test: This test is done to find about the impact of demographics like age, gender on the overall test.

 ●  Regression analysis: Regression analysis estimates the relationship between the dependent variable and the 
independent variable. This was the key analysis done to analyze the relationship between the variables. 

 ●  ANOVA:  Anova test is done in order to test the significance of the results, by analyzing means of groups within the 
study.

Furthermore all the details about the quantitative research study is given in Table 1.

Table 1: Technical details of research study

Item Content
Geographical scope Bengaluru
Sample size 188
Sample method Convenience sampling method
Data collection period January to March 2020
Statistical Techniques KMO, Anova, Regression
Statistical Tools IBM SPSS statistics 25.0

Data Analysis and Interpretation
The data analysis part of the research study mainly classified into test of reliability (Cronbach’s alpha) and adequacy (KMO 
Bartlett test), Frequency test, and decision tools like ANOVA and Regression using the SPSS software to test the various 
hypothesis and its significance in the study.

Demographic Details

Table 2: Demographic details of respondents 

Frequency Percentage
Age
Less than 21       
21-25
25-30
More than 32
Total

11
104
33
40
188

5.9
55.3
17.6
21.3
100.0

Gender
Male
Female
Total

131
 57
188

69.7
30.3
100.0

Education
High school
Graduation
Post-graduation
Doctorate
Other
Total

5
77
95
8
3
188

2.7
41.0
50.5
4.3
1.6
100.0
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Employment 
Employed Full-Time
Employed Part-Time
Unemployed
Student
Self Employed
Total

64
1
10
96
17
188

34.0
5
5.3
51.1
9.0
100.0

Income
Below 5 lakh
5 lakh to 10 lakh
11 lakh to 15 lakh
Above 15 lakh
Total

124
26
16
22
188

66.0
13.8
8.5
11.7
100.0

The given table represents the demographic details of the respondents of the survey. A total of 188 respondents participated 
in the study. Out of the total respondents, 55.3 percent fall under the category of 21-25 age group. In the gender category 
69.7 percent were male respondents and rest were female and the highest level of education achieved by a majority of the 
respondents was Post Graduation. Furthermore, 51.1 percent of respondents were students and majority of the respondents 
fall under the category of less than 5 lakh which is around 66 percent.

Study specific58 detail

Figure 2: Bar graph representing the websites you check to make your travel bookings

There were five different website options given to choose the most preferred one. When questioned about the choice for 
the websites to make their travel bookings, around 159 of the respondents said MakeMyTrip.com as the first preferred option. 
The majority of respondents 84.6 percent said MakeMyTrip.com, 27.1 percent for Goibibo.com and so on.

Figure 3: Pie chart representing the preference of mode for booking the online travel related needs.

The response from the survey also revealed that customers prefer booking/purchasing the product online rather than over the 
counter. Around 84 percent of the respondent’s chosen for the online booking option. 
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Adequacy and reliability test

 ● Adequacy test by KMO

Table 3: KMO and Bartlett’s Test Indicator

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy .892

Bartlett’s Test of Sphericity Approx. Chi-Square 2459.402

df 325

Sig. .000

The KMO sample adequacy test revealed value as 0.892 which is greater than 0.60, which shows that the data sample is 
deemed to be adequate and Factor Analysis is considered as an appropriate technique for further analysis of the data.

 ● Reliability test by Cronbach’s Alpha

Table 4: Reliability test Indicator 

Reliability Statistics Cronbach’s Alpha No. of items
Variables
MT 0.861 9
CE 0.878 7
T 0.797 5
PI 0.818 5

The Cronbach’s alpha for the 26 dependent and independent variables measure .968 indicating that the measures have 
acceptable internal consistency. Above are the mentioned alpha value for different variables and thus allowing for further 
analysis of the data collected. 

ANOVA
This test helps in determining the significance between two variables and specifically among the nominal and scale variable. 
The result from this test helps in determining accepting or rejecting null hypothesis. The hypothesis significant and relevant 
to the study are stipulated below: -

H1: There is no significant difference between the means of age group and Micro targeting.

H2: There is no significant difference between the means of age group and Consumer experience.

H3: There is no significant difference between the means of Educational Qualification and MT.

H4: There is no significant difference between the means of Educational Qualification and Purchase intention.

H5: There is no significant difference between the means of Income and Micro targeting.

H6: There is no significant difference between the means of Income and Consumer experience.

H7: There is no significant difference between the means of Income and Trust.

H8: There is no significant difference between the means of Income and Purchase intention.

H9: There is no significant difference between the means of mode of travel booking and Micro targeting.

H10: There is no significant difference between the means of mode of travel booking and Consumer experience.

H11: There is no significant difference between the means of mode of travel booking and Trust.

H12: There is no significant difference between the means of mode of travel booking and Purchase intention.
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Table 5: Anova test between nominal variable and scale variable

Anova Table
Hypothesis 
no.

Variable relation F-Value Significant value Result

H1
H2
H3
H4
H5
H6
H7
H8
H9
H10
H11
H12

Age-MT
Age-CE
Education-MT
Education-PI
Income-MT
Income-CE
Income-T
Income-PI
Mode of Purchase-MT
Mode of Purchase-CE
Mode of Purchase-T
Mode of Purchase-PI

2.831
0.085
3.247
3.649
3.198
0.413
1.018
0.109
0.151
9.289
1.466
5.977

0.040
0.968
0.013
0.007
0.025
0.744
0.386
0.955
0.698
0.003
0.228
0.015

Reject Null Hypothesis
Accept Null Hypothesis
Reject Null Hypothesis
Reject Null Hypothesis
Reject Null Hypothesis
Accept Null Hypothesis
Accept Null Hypothesis
Accept Null Hypothesis
Accept Null Hypothesis
Reject Null Hypothesis
Accept Null Hypothesis
Reject Null Hypothesis

According to the Anova table H1, H3, H4, H5, H10 and H12 have significant values less than 0.05, therefore null 
hypothesis is rejected and conclusion is made that there is a significant difference between the means of two variables for the 
above mentioned hypothesis

For example, in the case of H1, there is a significant difference between the means of Age and micro targeting (MT). 
Whereas, in the case of H2, H6, H7, H8, H9 and H11, the significant value of means is above 0.05, and so null hypothesis is not 
rejected in this case .Hence  conclusion is derived that there is no significant difference between the means of independent and 
dependent variables. In the case of H11, since the value of significant value is more than 0.05, null hypothesis has been accepted.

Regression Analysis
The regression analysis is a type of test which is run to understand the relationship between two variables. This analysis helps 
to establish a relationship between a dependent and  independent variable, also in some cases multiple independent variables. 
Moreover, it helps in validating by testing its dependent and independent variables. The null hypothesis for the regression 
analysis can be stipulated as follows:

H1: There is no significant relationship between Micro-targeting and Trust.

Table 6: Regression Analysis between dependent and independent variables of the proposed model

Regression analysis
Hypothesis Variable

Relation
Significance Unstandardized ß R square Results

H1

H2

H3

H4

H5

MT-T

MT-CE

CE-T

CE-PI

T-PI

0.00

0.00

0.00

0.00

0.00

0.460

0.393

0.651

0.608

0.700

.295

.204

.401

.372

.466

R e j e c t  
Hypothesis
R e j e c t 
Hypothesis
R e j e c t 
Hypothesis
R e j e c t  
Hypothesis
R e j e c t  
Hypothesis
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The significant value of H1 is 0.00 which is less 0.05, therefore null hypothesis is rejected by establishing a relationship 
between Micro targeting and trust. Moreover, the low significance value indicates the impact of Micro targeting on Trust.

Regression Eq.

 Trust  = β1 . MT + C

  = 0.460 . MT+ 2.308  

H2: There is no significant relationship between Micro-targeting and Consumer Experience.

The significant value of H2 is 0.00 which is less 0.05, therefore null hypothesis is rejected by establishing a relationship 
between Micro targeting and Consumer Experience. Moreover, the low significance value indicates the impact of Micro 
targeting on Consumer experience.

Regression Eq.

Consumer Experience = β2.MT+ β3.T+ C

    =0.393.MT + 0.460.T + 1.364

H3: There is no significant relationship between Consumer Experience and Trust.

The significant value of H3 is 0.00 which is less 0.05, therefore null hypothesis is rejected by establishing a relationship 
between Consumer experience and trust. Moreover, the low significance value indicates the impact of Consumer experience 
on Trust.

Regression Eq.

Consumer Experience  = β2.MT+ β3.T+ C

    =0.393.MT + 0.460.T + 1.364

H4: There is no significant relationship between Purchase intention and Consumer Experience.

The significant value of H4 is 0.00 which is less 0.05, therefore null hypothesis is rejected by establishing a relationship 
between Purchase intention and Consumer experience. Moreover, the low significance value indicates the impact of Consumer 
experience on purchase intention. 

Regression Eq.

PI = β4.CE + β5.T+ C

 = 0.608. CE+ 0.700.T + 0.735

H5: There is no significant relationship between Trust and Purchase Intention

The significant value of H5 is 0.00 which is less 0.05, therefore null hypothesis is rejected by establishing a relationship 
between Trust and Purchase intention. Moreover, the low significance value indicates the impact of Trust on Purchase intention.
Regression Eq.

 PI = β4.CE + β5.T+ C

  = 0.608. CE+ 0.700.T + 0.735       
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Figure 4: Proposed model with regression analysis

DISCUSSION

Consumer experience and purchase intention depends on various external and internal factors. This research study analyses 
the impact of micro targeting and its variables on the consumer experience and how eventually it leads to purchase intention 
of the customer. The survey discloses how micro-targeting efforts play a vital role in consumer purchase intention, how they 
like to have a customized and personalized service as well as how specific ads which is for helps them choose best among 
all. One major fact derived is that the consumer are keen towards online booking instead of counter bookings or purchase. 
The reason behind this behaviour is the convenience that an online booking can provide, starting from less price to planning 
in advance, availability of vast variety of information consisting of all the features and its review makes online booking and 
purchase easy to handle. This is one reason micro targeting is vastly used in the online platforms as the example mentioned 
in the introduction suggest.

The regression analysis revealed that there is a significant relationship between micro targeting and trust also on consumer 
experience. Similarly, Consumer experience has significant relationship between trust and purchase intention. Also here 
purchase intention is affected by trust and consumer experience. So, here from the regression analysis it can be derived that 
micro targeting helps in building trust and consumer experience which eventually leads to purchase intention of the customer.

Therefore, it may be understood that micro targeting is one major factor that helps in determining the purchase intention 
of the customer as well as helps in building trust and enhancing the consumer experience in the purchase process.

MANAGERIAL IMPLICATIONS AND CONCLUSION

The findings of the study can be implied to individual firms in a way by understanding the concept of micro targeting and 
its major effect on the purchase intention of the customer. It is one such tool that helps in reaching the right set of potential 
customers to enhance and increase value addition.

To explain in brief, the travel industry is growing at a rapid pace and  travel related marketing is on boom.As explained 
in the introduction part, the most often used bases for the segmentation of tourists are socio-economic and lifestyle variables, 
demographics. There are a variety of travelers including business travelers, family vacationers, friends’ getaway, and 
international jet setters and more. Micro marketers can understand the needs of different segments of travellers and offer 
them services according to their needs and choices.  The research findings provide some advices for the industry players 
in drafting various managerial strategies to increase the purchase intention, by emphasizing the different perspectives of 
customer experience by using micro targeting techniques.
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Findings in this research paper would be useful for the businesses who have their business online and are trying to target 
customers online in a customized way. This research study would be useful to the online travel industry in understanding how 
micro targeting is beneficial for enhancing consumer experience online. Organizations who are in marketing and strategizing 
can use the finding of the research study to understand the impact of micro targeting and its variables.

Therefore, in this new age of marketing, the success of a firm depends on how aligned are they with upcoming and 
trending market strategies which will help them in shaping the perception of the customer as well as ensuring goodwill to the 
organization.Consequently, in today’s world, micro targeting and customization are crucial factors in determining the final 
purchase decision of customers and ensuring maximum sales for firms, as well as maximum satisfaction for customers. The 
model proposed in this study could be used to determine the antecedents of purchase intention across different industries in 
future studies.
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1. INTRODUCTION

Technical Education plays a vital role in human resource development of the country by creating skilled manpower, enhancing 
industrial productivity and improving the quality of life. Technical Education covers courses and programs in engineering, 
technology, management, architecture, town planning, pharmacy, applied arts & crafts, hotel management and catering 
technology. The technical education system in India can be broadly classified into three categories viz. Central Government 
funded institutions, State Government / State funded institutions & Self-financed institutions. “Engineering Education’ is the 
activity of teaching knowledge and principles related to the professional practice of engineering.

Teachers are conscious of their conduct and adherence to human value. The teacher plays an important role in shaping 
the behavior of student especially in the beginning year. They are considered as a core stone of successful education system. 
Teaching has often been attributed to be a physically wearing and psychologically stressful occupation. In higher education, 
pressure is mounting from the general public, management as well as state and central government, to increase productivity 
and efficiency. This pressure will likely intensify the stress experienced by faculty. Stress in the workplace is generally 
considered to result when condition in the work environment are difficult for individual to manage. High stress can cause 
teachers to leave the profession. At present, the teacher is not satisfied with his job due to changing job conditions, insecurity 
of job, poor salary, biasness in promotions, work overload, role conflict, powerlessness, motiveless, harassment etc.

Reasons for stress
Stress can have both positive and negative impact on individuals. Stress, which has good results attached to it, is called Eustress 
(Positive stress) and stress which is negative in nature is known as Distress (Negative stress). Negative impacts of stress will 
spoil the behavior of faculty members. Thus present research confined to reason for piling up of negative stress (distress). In 
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a teacher, stress can be caused by a number of factors, both external and internal. External causes may include institutional 
conditions such as large, mixed-ability classes, lack of student discipline and motivation, lack of resources, overwork or uneven 
distribution of workload, poor communication, unclear expectations and inadequate rewards and recognition. (Gmelch, 1993; 
Brown and Ralph, 1998; Travers and Cooper, 1998). Problematic relationships with colleagues can generate other stressors, 
such as personality conflicts, lack of community spirit, feelings of isolation, lack of support, and limited academic and 
social interaction with other teachers. Internal causes may include an aggressive, impatient, negative attitude toward students 
and in particular, unrealistic self-expectations (Charles Kowalski, 2002).The factors like environmental, organizational, and 
individual causes chronic stress at workplace and these factors are correlated with each other. Thus it influences stress levels 
among teachers in educational institution (Gaurav Bhargava et al. 2010).

REVIEW OF LITERATURE: 

Uma Devi .T, Stress is man‘s adaptive reaction to an outward situation which would lead to physical, mental and behavioral 
changes. She said these are the stress coping strategies like stress management programs, physical activities planned in job 
design, life Style modification programs, finding triggers and stressors, supportive organization culture,  stress counseling 
programs, and spiritual programs. DolaSaha, Rajesh Kumar Sinha, Kankshi Bhavsar, their study showed that the prime 
sources of stress were underpayment, excessive workload, inadequate staff, &amp; being involved in the emotional distress 
of patients. It has been found that a proper workload management policy can manage stress in these personnel. Eric S. Parilla, 
It was found out that the middle level employees experienced the highest degree and  level of stress compared to the other job 
positions. As to the relationship, personal characteristics are not correlated to job stress while job position is correlated with 
job stress. T. O. Oladinrin, O. Adeniyi, &amp; M.O. Udi, Stress impairs the mental, emotional, thinking and knowing abilities 
and this has negative impact on the work productivity. Revati C. Deshpande, the present study the importance OF Yoga, 
meditation and soothing humor to cope up with the workplace stress. Katherine M. Richardson and Hannah R. Rothstein, 
Meditation, relaxation, and deep-breathing interventions are designed to enable employees to reduce adverse reactions to 
stress. Maria CARACOTA DIMITRIU and Andrea MITOVSKI, stress within an organization is managed at two levels: al 
organizational level by organizational arrangement, and at personal’s level by individual’s arrangement. Prerana.R.Huli.The 
reasons for Stress during adolescence are disturbed family dynamics, peer pressure, inability to cope with studies, drug abuse, 
and lack of competence.Gro Ladegård, workplace coaching may be effective in reducing stress, specifically for individuals 
that are able to acquire increased work planning skills through coaching.ZarghunaNaseem&amp;Ruhi Khalid, positive 
thinking, positive emotions and positive behavioral qualities that enhance human potential in various domains such as work, 
coping with stress and health. GauravGD ,Krushna GM and Trivedi AA, Workers who are working in unorganized sectors 
have moderate to extreme level of stress. Their organizations are less likely to be successful in a competitive market. Kumar 
Sunil and Rooprai K. Y., this study indicates that the low and high level of Emotional Intelligence establish relationship to 
some extent with stress and anxiety.

RESEARCH METHODOLOGY:

NEED FOR THE STUDY: 
Workplace stress is relatively the latest trend of contemporary life. Defining stress its root causes, symptoms and impact on 
persons. The study identifies the various factors which lead to job stress and suggests measures that contribute to the improved 
productivity by balancing the physical and mental health.

STATEMENT OF THE PROBLEM: 
The aim of the study is to find out the causes of occupational stress within the organization and the implication on job 
satisfaction and intention to leave and absenteeism. 

OBJECTIVES OF THE STUDY:

 ● To identify the various causes of stress among women teachers in the engineering colleges.

 ● To determine the factors affecting job satisfaction and work life balance of women faculty of engineering faculty.
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 ● To identify the different ways in which the women teachers manage stress.

 ●  To find out the significant association between causes of stress among engineering teachers with demographic and 
job profile variables.

HYPOTHESIS:
 ● Ho: There is no significant relationship between the age group and level of stress among the women teaching faculty

 ● Ho: There is no significant relationship between the gender group and level of stress.

 ● Ho: There is no significant relationship between the job satisfaction and level of stress.

RESERCHDESIGN: DESCRIPTIVE RESEARCH.

 ●  SAMPLE TECHNIQUE: For the purpose of selecting the sample of respondents, women faculties working in 
selected engineering colleges in kadapa was selected base on stratified random sampling method.

 ● SAMPLE INSTRUMENT: Questionnaire method.  

 ●  POPULATION OF THE STUDY: The population of the present study is all the engineering colleges situated in 
kadapa.

 ●  SAMPLING FRAME: The sampling frame for the present research study would be comprised of list of engineering 
colleges in kadapa. 

 ● SAMPLE UNIT: The sample subjects for the present research are selected engineering colleges in kadapa.

 ● SAMPLING SIZE: sample size is 110 employees.

 ● SOURCES OF DATA COLLECTION: primary data and secondary data.

 ● TOOLS OF ANALYSIS: simple percentage method, chi-square test and correlation.

PERCENTAGE ANALYSIS: 

Scale: 5.Strongly Agree, 4. Agree 3.Neutral, 2.Disagree, 1.Strongly Disagree
statements opinions Percentage (%)

5 4 3 2 1 5 4 3 2 1
Excessively  high work load 35 41 20 8 6 32 38 18 7 5
Long hours 30 43 25 7 5 27 39 23 6 5
Lack of support 36 47 20 5 2 33 43 18 5 1
Role uncertainty 31 46 20 8 5 28 42 18 7 5
Work place bullying 40 38 22 5 5 36 34 20 5 5
Work place changes 48 33 23 4 2 44 30 21 34 1
Boring job content 28 48 29 3 2 25 45 27 2 1
Insufficient work load 40 38 25 4 3 36 35 23 4 2
Working environment 35 42 29 3 1 32 39 26 2 1
overtime 45 38 22 4 1 41 35 20 3 1
compensation 38 42 20 6 4 35 39 18 5 3
Negative attitude of supervisors 28 36 32 10 4 26 33 29 9 3
Work from home after office hours 30 42 28 7 3 27 39 26 6 2
House work 40 38 28 3 1 36 35 26 2 1
Organizational changes 39 41 25 3 2 35 37 23 3 2
Family support 42 36 28 2 2 38 33 25 1 1
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Management support 39 42 25 2 2 36 39 23 1 1
Work on holidays 44 38 26 1 1 40 34 24 1 1
Job satisfaction 32 40 30 6 2 29 37 28 5 1
Carrier growth 33 28 37 8 4 30 25 34 7 4
turnover 45 30 28 5 2 41 28 26 4 1
absenteeism 42 36 29 2 1 39 33 26 1 1
Work stress 39 42 26 2 1 36 39 23 1 1
Appreciation and competitive environment 49 32 23 4 2 45 30 21 3 1

Interpretation: From the above table shows that percentage of respondent’s opinion towards causes of stress out of 110.

PERCENTAGE ANALYSIS: 

Scale: 5.Highly satisfaction, 4.satisfaction, 3.neutral, 2.Dissatisfaction, 1.Highly dissatisfaction
statements opinions Percentage (%)

5 4 3 2 1 5 4 3 2 1
Job Design 6 25 16 35 28 5 23 15 32 25
skill variety 33 32 34 7 4 30 29 31 6 4
task identification 18 39 41 9 3 16 35 37 8 3

task significance 18 33 24 16 19 16 30 22 15 17
the autonomy 18 34 42 10 6 16 31 38 9 6
feedback 23 31 43 8 5 21 28 39 7 5

Interpretation: From the above table shows that percentage of respondent’s opinion towards factors of job satisfaction out 
of 110.

3.3 PERCENTAGE ANALYSIS:

Scale: 5.Highly satisfaction, 4.satisfaction, 3.neutral, 2.Dissatisfaction, 1.Highly dissatisfaction
statements opinions Percentage (%)

5 4 3 2 1 5 4 3 2 1

Avoid unnecessary 
stress  

42 35 26 4 3 38 31 24 4 3

Alter the situation 28 34 23 16 9 25 31 21 15 8
Adapt to the stressor 21 36 33 14 6 19 33 30 13 5

Accept the things you 
can’t change 

33 32 34 7 4 30 29 31 6 4

Interpretation: From the above table shows that percentage of respondent’s opinion towards 4As which manage stress out 
of 110.

3.4 CHI-SQUARE:

Hypotheses(Ho) Calculated value  Table value Out comes
Age  and stress 26.815 26.2962 Rejected
Gender and stress 23.435 26.2962 Accepted
Job satisfaction and 
stress 

19.502 26.2962 Accepted

Interpretation: From the above table shows that chi-squre analysis in between stress and demographical factors and job profile.
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CORRELATION ANALYSIS

job 
satisfaction

skill 
variety

task 
identification

task 
significance autonomy feedback Job design

Stress Pearson 
Correlation

1 .042 .198* .283** .057 .279** -.067

.660 .038 .003 .552 .003 .484
110 110 110 110 110 110 110

Interpretation: From the above table 3.5, it shows the relationship between stress and job satisfaction, skill variety, task 
identification, task significance, autonomy, feedback and job design. There is a positive relationship between stress and 
skill variety (0.042), task identification (0.198), task significance (0.283), feedback (0.278) and there is a weak relationship 
between stress and autonomy (0.057) and there is a negative relationship between stress and job design (-0.064).

CONCLUSION:

Stress is one of the factor affecting both the work life and personal life of the employees in. Work-life balance can 
increase the productivity in the workplace and improve the work environment in general. Work stress affects both men 
and women. Work-life balance requires cooperation and coordination at national, governmental, organizational, family, 
as well as the individual level. In this context work-life balance of the employees come to light. To overcome this 
problem both the employer and employee should contribute equally in avoiding or minimizing the factors raising stress 
in the work place. 
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INTRODUCTION

The current world setting of social separating, stay-at-home orders, on the web or dropped college classes, dread of disease, 
and vulnerability of things to come because of COVID-19 puts extra weight on understudies’ psychological prosperity just 
as universities’ ability to offer enthusiastic help for their understudies. Thus, stress the executives between ventions for 
understudies have never been more ideal and more important. Despite the fact that there have been a small bunch of me-ta-
investigations on stress the executives mediations in contrast Ent populaces

Results from the World Health Organization World Mental Health College Student Initiative, which studied understudies in 19 
universities from eight nations around the globe, discovered that just about 33% of undergrads show up nearby having encountered 
some regular mental issue. Notwithstanding the expanding requests for psychological well-being administrations in college grounds 
emotional well-being centers, most understudies in need don’t look for treatment. Indeed, not exactly a fourth of understudies state they 
would look for treatment in the event that they had a future enthusiastic issue. Inclination for independence and shame was asso-ciated 
with altogether decreased chances of having probably some goal to look for help. Stress the executives mediations in understudies may 
have two significant insurance benefits for lessening the weight of dysfunctional behavior in undergrads. Stress the board mediations 
additionally decrease melancholy, but less significantly than they diminish pressure and nervousness. In any case, because of the 
disgrace of psychological maladjustment and attitudinal obstructions to looking for emotional wellness treatment in undergrads.

OBJECTIVES AND LIMITATIONS 

A Statement of the issue undoubtedly, stress has become the fundamental uncovered obstruction to educational execution, 
as individual understudies by and by report being concerned than even. Waghachavare et al, in his examination various 
assessments over the globe have underlined that understudies undertaking capable courses, are presented to higher weight. 
Over the top weight could provoke mental issues like despairing and disquiet. The goal of his examination was likewise to 
evaluate pressure among understudies of different expert schools and its relationship with different scholarly, social and 
wellbeing related components. 58% expansion in stress related emotional wellness issues answered to grounds instructors. The 
New York University Publication proceeded with its certification that 55% of understudies guaranteed their greatest stressor to 
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According to COVID-19 pandemic, the legislature around the globe has shut all the instructive establishments to control the 
spread of infection, which is making an immediate effect on understudies, instructors and organizations. The abrupt move 
from the actual study hall to virtual space is making a disturbance among understudies. The reason for this investigation 
was to examine the view of scholastic pressure experienced by understudies during current online schooling and adapting 
procedures utilizing enthusiastic insight embraced by them
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be scholarly in nature 5 out of 10 undergrads report having felt so focused on they couldn’t complete their investigations on 
at least one events. This exploration study is performed to examine about the current status of stress among understudies and 
its effect Covid-19 on their presentation which is one of the predominant regions to be watched out, in the lock down period.

OBJECTIVES 

 ● To evaluate the degree of stress among understudies. 
 ● To distinguish the variables causing pressure among the understudies.
 ● To assess the impact of stress on academic success.
 ● To Identify possible measures that would reduce the stress level.

RESEARCH METHODOLOGY 

The information assortment includes both essential and auxiliary information assortment and they are gathered from the 
individual sources. The essential information is gathered by the assistance of an organized survey from understudies containing 
scholarly factors and stress factors. The optional information is gathered from online data set, books and the diaries accessible 
as wellspring of data. The strategy for inspecting procedure embraced is separated basic arbitrary examining. The example 
size is 120. Basic rate strategy, Chi square and t – test will be utilized to investigate the gathered information.

HYPOTHESIS TESTING 

CHI SQUARE 

 ● H0: There is no association difference between gender, year of study stress factors.

 ● H1: There is a association difference between gender, year of study stress factors.

DATA ANALYSIS & INTERPRETATION  

TABLE NO: 1 GENDER WISE CLASSIFICATION

GENDER FREQUENCY PERCENTAGE %
FEMALE 59 49.2 %
MALE 61 50.8 %
TOTAL 120

From the above Table No: 1 it is construed that 50.8 Percentage of the respondents are have a place with male class and 
remaining percent of the respondents are have a place with the female classification.

TABLE NO: 2 YEAR OF STUDY

DESCRIPTION FREQUENCY PERCENTAGE %
First Year 60 50 %
Second Year 60 50 %
TOTAL 120

From the above Table No: 2 Gathered that 50 Percentage of the respondents has a place with first year and the excess 
respondents are having a place with second year.

TABLE NO: 3 ALLOCATE TIME LEISURE ACTIVITIES

DESCRIPTION FREQUENCY PERCENTAGE %
No 35 29.2 %
Yes 85 70.8 %
TOTAL 120
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From the above Table No: 3 Gathered that 70.8 Percentage of the respondents will distribute some an ideal opportunity 
for recreation exercises and the excess 29.2 Percentage of the respondents won’t allot time for relaxation exercises.

TABLE NO: 4 INCREASED CLASS WORKLOAD

DESCRIPTION FREQUENCY PERCENTAGE %
Strongly agree 29 24.2 %
Agree 27 22.5 %
Neutral 10 8.3 %
Disagree 30 25.0 %
Strongly disagree 24 20.0 %
TOTAL 120

From the above Table No: 4 Gathered that 27.5 Percentage of the respondents said agree. 24.2 Percentage were said 
disagree, 23.3 Percentage were said neutral, Percent were said strongly disagree and the remaining 12.5 Percentage of 
respondents were said strongly agree in many hours of studies 

TABLE NO: 5 LACK OF SUPPORT

DESCRIPTION FREQUENCY PERCENTAGE %
Strongly agree 17 14.2 %
Agree 51 42.5 %
Neutral 18 15.0 %
Disagree 22 18.3 %
Strongly disagree 12 10.0 %
TOTAL 120

From the above Table No 5 it is induced that, 35.8 percent of the respondents said concur, 23.3 percent were said 
unequivocally concur, 16.7 percent were said dissent, 14.2 percent were said firmly differ and the excess 10.0 percent of 
respondents were said nonpartisan in absence of supports.

CHI-SQUARE:
TABLE No 5 ASSOCIATION BETWEEN GENDER AND TECHNIQUES TO COME OUT OF STRESS

FACTORS

CHI-SQUARE 
VALUE

Df P

SIGNIFICANT 
LEVEL

TECHNIQUES TO COME 
OUT OF STRESS

7.940 4

0.09

4

NOT SIGNIFICANT

It very well may be seen from the above Table No 5 that the high p – values (>0.05) for the factor strategies to emerge 
from pressure check that there is no adequate proof to dismiss the separate invalid theory and it tends to be reasoned that 
sexual orientation doesn’t have any relationship with the factor.

TABLE No 6 ASSOCIATION BETWEEN YEAR OF STUDY AND TECHNIQUES TO COME OUT OF STRESS

FACTORS
CHI-SQUARE VALUE

Df P
SIGNIFICANT LEVEL

TECHNIQUES TO COME OUT OF 
STRESS 8.572 4

0.07
3

NOT SIGNIFICANT

It very well may be seen from the above table No 6 that the high p – values (>0.05) for the factor like strategies to emerge 
from pressure check that there is no adequate proof to dismiss the individual invalid speculation and it tends to be presumed 
that time of study doesn’t have any relationship with the factor like methods to emerge from pressure.
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RESULT & DISCUSSION

Stress affecting understudies educationally drives them to have horrendous execution in college work. Understudies experience a 
nonattendance of core interest. Stress in students can impact the ability to center, and there have been considers coordinated that 
exhibit that weight intrude with an understudy’s ability to think. Plus, stress impacts the benefit or the yield understudies make. The 
examination has similarly exhibited that practically 46.7% of the understudies have agreed their remarkable weight as a segment of 
the weight. Rakesh Kumar Agrawal &Shailendra Singh Chahar (2007) in his disclosures reveals that understudies are experiencing 
position over-trouble, work stagnation and self-work partition keep up from each other’s. The language and the nonappearance of 
help the understudies get from staff has moreover been a clarification of stress factors which was represented as inconvenience 
by 65% of understudies. The level of experienced weight is affected by the resources open for the individual in order to oversee 
express horrendous capacities and conditions. Radcliff and Lester’s (2003) focuses on the clear weight among definitive year clinical 
college understudies revealed that the most upsetting conditions for understudies were the nonsensical class extraordinary weight, 
the socialization pressure, the nonattendance of heading, and change seasons of progress by the online media, to of Covid-19. 
Likewise, the examination of Tamil Nadu focused in on the wellsprings of stress among educators. Nonetheless, this examination 
took a particular point of view, which investigated the distinctions in impression of expected wellsprings of stress among college 
understudies (age, school year, personnel). The outcome has additionally distinguished that they is no distinction among the sexual 
orientations in encountering the pressure, were by the two sexes similarly face effect of pressure in their presentation.

CONCLUSION

Understudies experience significant levels of pressure that may bargain their general psychological wellness, and they might be 
especially focused on during the Covid - 19 pandemic. Simultaneously, college assets are extended to meet the ever-expanding 
psychological wellness needs of their understudies, which are additionally tested by the pandemic. Far in excess of the immediate 
impacts of these mediations on stress the board, these intercession projects may induce less disgrace and be a more satisfactory 
methodology for meeting understudies’ emotional well-being necessities, hence decreasing the treatment hole, and maybe even 
give a scaffold to additional treatment. With regards to Covid - 19, novel modalities of directing these projects are fundamental 
and may keep on being valuable even after the pandemic for expanding the compass, versatility, and availability of these projects. 
The pressure the board is a main actuality that every single administration should focus so they can watch out for their scholastic 
and individual life to be protected in the current circumstances . All the understudies paying little mind to his/her age, sex, pay 
level or some other need ought to be dealt with similarly and ought to oversee with no disappointment is fundamental. Scholarly 
factors were one of the main stressors. Understudies themselves ought to become coaches of overseeing pressure in Covid - 19. 
This pattern will prompt enable the understudies and to get prevail in their scholarly and individual life. Understudies confronting 
pressure are encouraged to go to pressure the board courses which will assist them with building adapting procedures and cause 
out their pressure. The pressure the executives cause contains a bundle program comprising of Covid – 19 pandemic Impact.
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INTRODUCTION

Microfinance Definition

Micro-finance refers to small savings, credit and insurance services extended to socially and economically disadvantaged 
segments of society, for enabling them to raise their income levels and improve living standards. Microfinance is a general 
term to describe financial services to low-income individuals or to those who do not have access to typical banking services. 

Microfinance is also the idea that low-income individuals are capable of lifting themselves out of poverty if given access 
to financial services. While some studies indicate that microfinance can play a role in the battle against poverty, it is also 
recognized that is not always the appropriate method, and that it should never be seen as the only tool for ending poverty. 
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Microfinance in India has been viewed as a development tool which would alleviate poverty and enhance growth of the 
country through financial inclusion. Out of 6 lakh villages in India, only approximately 50000 have access to finance. India is a 
country which has the highest number of households which are excluded from banking. With the Andhra crisis of microfinance 
institutions and issues that microfinance institutions have a mission drift, the aim of the paper is to study the performance 
and efficiency of microfinance. A sample of microfinance institutions in Tamilnadu have been selected based on their ratings 
given by microfinance information exchange (MIX) for the study. The performance of these sample MFIs as well as their 
performance with respect to commercial banks in India have been studied using statistically tools. A microfinance institution 
is measured for financial sustainability based on its good financial accounts and the recognized accounting practices they 
follow according to Meyer (2002). 

Data for the microfinance institutions have been collected from Microfinance information exchange (MIX) where few 
of the MFIs have started reported their financial data. The financial parameters of these MFIs are studied and compared 
with the financial parameters of other MFIs and their financial performance can be analyzed. International best practice 
in microfinance around the world suggests good financial analysis is the basis for successful and sustainable microfinance 
operations. Some would even say that without financial analysis MFI will never achieve sustainability. Sustainability means 
relying on commercially priced and internally generated funds rather than on donors for growth.

Key words: Small Savings, Socially and Economically, MFIs, Financial Analysis, Financial Services.
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Statement of Problem

The aim of the project is to analyze financial position of the company using the financial tools and comparing Microfinance 
intuitions with their competitor in the industry. This study is based on financial statement analysis such as ratio analysis and 
financial performance by using this tool combined it enables to determine in an effective manner. This project helps to identify 
and give suggestion the area of weaker position of business transaction. This study made to evaluate the ration analysis as per 
trend analysis.

OBJECTIVE OF THE STUDY

Primary Objective
 ● To study and compare the financial performance of NBFC- MFI in Tamilnadu through various ratio analysis.

Secondary Objectives
 ● Analyzing financial statements to monitor profitability, efficiency, and portfolio quality.

 ● To analyze financial structure of MFIs in Tamilnadu. 

 ● To analyze Profitability and Efficiency of MFIs in Tamilnadu. 

SCOPE OF THE STUDY

The scope of the research is limited to the microfinance institutions in Tamilnadu. Also, microfinance institutions have been 
taken as a sample from the Microfinance Information Exchange (MIX). NBFC-Microfinance institutions, which are operated 
in Tamilnadu, were alone selected. Based on this sample of MFIs taken, the performance of the MFIs in Tamilnadu is analyzed. 

The study does not take into account the smaller MFIs in India and the MFIs in various other geographical regions in the 
world. 

RESEARCH METHODOLOGY:

The type of research used for this study is descriptive research methodology.

Data collection: 
As the nature of the study relates to finance performance the main part used was secondary data. It includes profit and loss 
account, balance sheet etc. Thus the study is based on the published accounts and annual reports of the all NBFC-MFI. The 
study covers the period of 3 years from 2017-2019. 
The various sources used to collect secondary data include research papers, journals, annual reports of the company and data 
from the Microfinance information exchange (MIX) and various other websites.

Ratio analysis
Ratio analysis is a financial management tool that enables managers of microfinance institutions to assess their progress in 
achieving sustainability. Ratios are indicators, designed to maximize information at minimal cost. Ratios monitor trends and 
point out possible problems in the making while they can still be handled expeditiously. 

Du-Pont Analysis
Return on equity (ROE) is a closely watched number among knowledgeable investors. It is a strong measure of how well the 
management of a company creates value for its shareholders. The number can be misleading, however, as it is vulnerable to 
measures that increase its value while also making the stock more risky. Without a way of breaking down the components of 
ROE investors could be duped into believing a company is a good investment when it’s not.

Trend Analysis
An aspect of technical analysis that tries to predict the future movement of a stock based on past data. Trend analysis is based 
on the idea that what has happened in the past gives traders an idea of what will happen in the future. 
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ANOVA
Analysis of variance (ANOVA) is a collection of statistical models, and their associated procedures, in which the 
observed variance in a particular variable is partitioned into components attributable to different sources of variation.
 In this simplest type of ANOVA, all of the variability in the data can be divided into two types: within-groups variability and 
between-groups variability. Within-groups variability is the degree to which the scores of subjects in the same treatment group 
differ from one another. Between-groups variability is the degree to which the scores of different treatment groups differ from 
one another.

T-test
A statistical examination of two population means. A two-sample t-test examines whether two samples are different and is 
commonly used when the variances of two normal distributions are unknown and when an experiment uses a small sample 
size. 

Correlation
Correlation is a statistical technique that can show whether and how strongly pairs of variables are related. For example, 
height and weight are related; taller people tend to be heavier than shorter people. The relationship isn’t perfect.

Period of study
The study covers the period of 3 years from 2017-2019. The various sources used to collect secondary data include research 
papers, journals, annual reports of the company and data from the Microfinance information exchange (MIX) and various 
other websites.

REVIEW OF LITERATURE:

Rajarshi Ghosh (2011) in his research paper Microfinance in India: A critique, the evolution of microfinance in 
empowerment of women and poverty alleviation is studied. Microfinance is viewed as an important tool for providing self 
employment for the low income rural population. This paper studies the various delivery models of microfinance institutions 
which contribute to women empowerment in India. 

Pankaj K Agarwal and S.K.Sinha (2014) found in their study that the sustainability of microfinance institutions is 
important in order to pursue their objectives through good financial performance. This paper studies the various players in 
the microfinance sector which range from not-for-profit organizations which work towards a developmental objective to 
commercial banks which view microfinance as a good source of deposits with sound banking and as a measure to reach their 
priority lending targets. 

“Comparison of performance of microfinance institutions with commercial banks in India” by Prof Zohra Bi and Dr 
Shyam Lal Dev Pandey,  in their study the performance of MFIs which are self-sufficient and comparing those with the 
regional commercial banks based on selected financial ratios. Microfinance institutions provide small loans to the rural low 
income population. However with growth of the microfinance institutions and with increasing competition, the MFIs have 
very limited access to funds. The study reveals that the self-sufficient microfinance institutions are strong performers of ROA 
and ROE.

Gopinathan Thachappilly (2016), in this articles he discuss about the Financial Ratio Analysis for Performance evaluation. 
It analysis is typically done to make sense of the massive amount of numbers presented in company financial statements. It 
helps evaluate the performance of a company, so that investors can decide whether to invest in that company. Here we are 
looking at the different ratio categories in separate articles on different aspects of performance such as profitability ratios, 
liquidity ratios, debt ratios, performance ratios, investment evaluation ratios. 

James Clausen (2017), He state that the Profitability Ratio Analysis of Income Statement and Balance Sheet Ratio analysis 
of the income statement and balance sheet are used to measure company profit performance. He said the learn ratio analyses 
of the income statement and balance sheet. The income statement and balance sheet are two important reports that show the 
profit and net worth of the company. It analyses shows how the well the company is doing in terms of profits compared to 
sales. Furthermore, the balance sheet lists the value of the assets, as well as liabilities. In simple terms, the main function 
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of the balance sheet is to show the company’s net worth by subtracting liabilities from assets. He said that the balance sheet 
does not report profits, there’s an important relationship between assets and profit. The business owner normally has a lot of 
investment in the company’s assets. 

“The Transformation of the Microfinance Sector in India” by M. S. Sriram, Rajesh S. Upadhyayula”, in their study discusses 
the growth and transformation of microfinance organizations (MFO) in India. Issues that have triggered transformation include 
size, diversity, sustainability, focus, and taxation. Transformation experiences in India are few. To move to the mainstream, 
non-governmental organizations (NGOs) choose from three popular forms of organizations: non-banking finance companies 
(NBFCs), banks, and cooperatives. It appears that there is no ideal path for spin-off. 

ABOUT THE COMPANY:

Apex Abishek Finance Ltd was incorporated under the companies’ act 1956 in the year of 1996. Subsequently, the 
company has obtained NBFC license from Reserve Bank of India in 1998 to enhance its operations. The company started 
its operation with an authorized and paid up share capital of Rs 25 lakhs. Current paid up capital, free reserves and share 
application money exceeds 250 lakhs. The company was initially in the business of providing financial services through Hire 
Purchase Loans for vehicles and personal consumer loans.

MF division has begun its operation in January 2010 and has dispersed micro loans to over 700 members in the first three 
month of its operation in Coimbatore and Erode. The average loan size is around Rs.10, 000. Te loans are offered to groups 
with joint liability. Each member is responsible for the loans borrowed by the group she belongs. 100% of the borrowers are 
urban women who want to improve their financial situation for better living standards.

ANALYSIS AND INTERPRETATION

Financial analysis refers to an assessment of the viability, stability and profitability of a business, sub-business or project.

International best practice in microfinance around the world suggests good financial analysis is the basis for successful 
and sustainable microfinance operations. It is performed by professionals who prepare reports using ratios that make use of 
information taken from financial statements and other reports. These reports are usually presented to top management as one 
of their bases in making business decisions.

Financial analysts can also use percentage analysis which involves reducing a series of figures as a percentage of some 
base amounts. For example, a group of items can be expressed as a percentage of net income. When proportionate changes 
in the same figure over a given time period expressed as a percentage is known as horizontal analysis. Vertical or common-
size analysis reduces all items on a statement to a “common size” as a percentage of some base value which assists in 
comparability with other companies of different sizes. As a result, all Income Statement items are divided by Sales, and all 
Balance Sheet items are divided by Total Assets. 

Another method is comparative analysis. This provides a better way to determine trends. Comparative analysis presents 
the same information for two or more time periods and is presented side-by-side to allow for easy analysis.  

DUPONT ANALYSIS 

Three-Step DuPont

To avoid mistaken assumptions, a more in-depth knowledge of ROE is needed. In the 1920s the DuPont Corporation 
created a method of analysis that fills this need by breaking down ROE into a more complex equation. DuPont analysis shows 
the causes of shifts in the number.

Some sectors, such as the financial sector, rely on high leverage to generate acceptable ROE. In contrast, however, many 
other industries would see high levels of leverage as unacceptably risky. Du Pont analysis enables the third party (relying 
primarily on the financial statements) to compare leverage with other financial elements that determine ROE among similar 
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companies.

There are two variants of DuPont analysis, the original three-step equation, and an extended five-step equation. The three-
step equation breaks up ROE into three very important components:

The Three-Step DuPont Calculation
ROE = (Net profit margin)* (Asset Turnover) * (Equity multiplier)
Net Profit Margin = Net income/loan amount
Asset Turnover = loan amount/ Assets
Equity Multiplier = Assets/Share Capital Equity

Interpretation:
This model shows Ujjivan, Grama Vidiyal, and SKS are having good ROE. Apex Abishek has less ROE because of their fewer 
Assets compared with Capital. While this model is helpful, it is a start. It does not reveal anything about the liquidity of the 
firm nor does it reveal enough about the expenses of the firm. Any decision affecting the product prices, per unit costs, volume 
or efficiency has an impact on the profit margin or turnover ratios. Similarly any decision affecting the amount and ratio of 
debt or equity used will affect the financial structure and the overall cost of capital of a company.

TREND ANALYSIS:

Profit & Loss Accounts of Apex Abishek Finance Ltd: 
Trend Analysis

 2016 2017 2018 2019

Income

Interest on Hire Purchase        1,723,566    1,772,868   1,274,845        195,672 

Interest on Loan        1,402,999    1,912,533   2,011,851     4,417,976 

other income              34,331          75,712       636,779     1,388,223 

Total Income        3,160,896    3,761,113   4,103,548     6,016,080 

Expenditures

Administrative and other 
Expenses        1,890,721    2,474,679   2,825,511     2,445,914 

Financial Expenses              64,054          61,034         36,000           15,971 

Depreciation              31,845          28,943         36,557        239,476 

Total Expenses        1,986,620    2,564,656   2,898,068     3,088,742 

Profit Before tax        1,174,276    1,196,457   1,205,480     2,927,338 

Appropriation

Opening Balance B/F           233,136    1,377,898   1,789,661     2,390,082 

Net profit before tax        1,174,276    1,196,457   1,205,480     2,927,338 

Provision for taxation              24,825          22,035       363,963        955,262 

Provision for NPA adjusted                4,689        523,368                     -        713,130 

General Reserve                         -        239,291       241,096        394,415 

Profit after tax        1,377,898    1,789,661   2,390,082     3,232,883 

Source: Balance sheets of Apex Abhisek Ltd.
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 2016 2017 2018 2019
Income     
Interest on Hire Purchase 100.00 102.86 73.97 11.35
Interest on Loan 100.00 136.32 143.40 314.90
other income 100.00 220.54 1854.82 4043.64
Total Income 100.00 118.99 129.82 190.33
Expenditures     
Administrative and other 
Expenses 100.00 130.89 149.44 129.36
Financial Expenses 100.00 95.29 56.20 24.93
Depreciation 100.00 90.89 114.80 752.01
Total Expenses 100.00 129.10 145.88 155.48
Profit Before tax 100.00 101.89 102.66 249.29
Appropriation     
Opening Balance B/F 100.00 591.03 767.65 1025.19
Net profit before tax 100.00 101.89 102.66 249.29
Provision for taxation 100.00 88.76 1466.11 3847.98
Provision for NPA adjusted 100.00 11161.61 0.00 15208.57
General Reserve     
Profit after tax 100.00 129.88 173.46 234.62

Descriptive Statistics:

Table: Descriptive Statistics

N Range Mean
Std. 

Deviation Variance

Statistic Statistic Statistic
Std. 

Error Statistic Statistic

OCR 24 30.25 11.2800 1.38234 6.77206 45.861

PY 24 30.50 22.5175 1.55629 7.62422 58.129

ROE 24 24.95 10.0683 1.34878 6.60763 43.661

ROA 24 12.32 3.6462 .68003 3.33145 11.099

ROB 24 23.48 4.7038 1.25621 6.15414 37.873

DER 24 5.82 2.8604 .32982 1.61580 2.611

LLR 24 1.557 .37362 .098212 .481140 .231

CAR 24 25.87 28.2692 1.65563 8.11089 65.786

OSS 24 70.61 1.2127E2 3.58085 17.54252 307.740

CPL 24 1697 789.46 84.231 412.645 1.703E5

TCR 24 32.50 12.2958 1.54260 7.55719 57.111

POA 24 5.61 3.0733 .37634 1.84369 3.399
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Interpretation:

This section deals with the results of the study which include the descriptive statistics, econometric results and tests for 
multi-co linearity which is relevant for the study. The descriptive statistics are calculated and presented in Table for ready 
reference.

Pearson Correlation Matrix

Table 3.15       Pearson Correlation Matrix

OCR PY ROE ROA ROB DER LLR CAR OSS CPL TCR POA

OCR 1

PY .351 1

ROE .095 .448* 1

ROA .448* .272 .600** 1

ROB .514* .206 .466* .962** 1

DER -.323 .121 .144 -.580** -.648** 1

LLR -.253 .343 .147 -.021 -.097 -.072 1

CAR .214 -.035 -.227 .422* .468* -.916** .175 1

OSS -.099 .344 .593** .618** .503* -.244 .351 .245 1

CPL .830** .091 -.187 .298 .421* -.441* -.353 .365 -.220 1

TCR .990** .323 .130 .524** .587** -.401 -.207 .290 -.046 .812** 1

POA .019 .470* .645** .703** .571** -.274 .360 .251 .779** -.221 .078 1

*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed).

Interpretation:
Pearson’s correlation analysis is used for data to find the relationship between working capital management and profitability. 
This result shows that the return on Assets (ROA) is negatively correlated with the Capital Assets Ratio (CAR) and Cost per 
Loan (CPL). While, ROB is positively correlated with all ratios except Debt Equity Ratio (DER) and Loan Loss Ratio (LLR). 
However, POA has a very weak correlation with OCR.

ANOVA:
Hypothesis: 

H0: There is no significant difference between the means of MFIs. 
H1: There is significant difference between the means of MFIs.

ANOVA
OCR Sum of Squares Df Mean Square F Sig.
Between Groups 34.860 2 17.430 .359 .703
Within Groups 1019.937 21 48.568
Total 1054.797 23

There is no significant difference in the operating expenses to total assets ratio of commercial banks and MFIs at 5% level 
of significance, thereby accepting null hypothesis. 
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ANOVA
Portfolio Yield Sum of Squares Df Mean Square F Sig.
Between Groups 484.644 2 242.322 5.971 .009
Within Groups 852.316 21 40.586
Total 1336.960 23

There is significant difference in the operating expenses to total assets ratio of commercial banks and MFIs at 5% level 
of significance, thereby rejecting null hypothesis. 

ANOVA
ROE Sum of Squares Df Mean Square F Sig.
Between Groups 40.238 2 20.119 .438 .651
Within Groups 963.959 21 45.903
Total 1004.198 23

There is no significant difference in means for Return on equity for the commercial banks and the microfinance institutions 
at 5% level of significance. Thus null hypothesis is accepted. 

ANOVA
POA Sum of Squares Df Mean Square F Sig.
Between Groups 4.561 2 2.281 .651 .532
Within Groups 73.620 21 3.506
Total 78.181 23

There is no significant difference in the operating expenses to total assets ratio of commercial banks and MFIs at 5% level 
of significance, thereby accepting null hypothesis.

ANOVA
TCR Sum of Squares Df Mean Square F Sig.
Between Groups 28.334 2 14.167 .231 .795
Within Groups 1285.221 21 61.201
Total 1313.554 23

There is no significant difference in the operating expenses to total assets ratio of commercial banks and MFIs at 5% level 
of significance, thereby accepting null hypothesis.

ANOVA
Cost_Per_Loan Sum of Squares Df Mean Square F Sig.
Between Groups 144813.583 2 72406.792 .403 .673
Within Groups 3771530.375 21 179596.685
Total 3916343.958 23

There is no significant difference in the operating expenses to total assets ratio of commercial banks and MFIs at 5% level 
of significance, thereby accepting null hypothesis.

FINDINGS AND CONCULSION 

The aim of the project is to analyze financial position of the company using the financial tools and comparing Microfinance 
intuitions with their competitor in the industry. This study finds that Apex Abishek’s financial position is better than their 
competitors in the industry. 

This study finds that for the period of 2017 to 2019, Apex Abishek’s operating cost ratios and total Cost ratios are more 
than 10%. The Average of all NBFC-MFIs operating cost ratio is 11.2% and Total cost ratio is 12.2. The companies need to 
decrease the expenses, selects an efficient methodology and employs a highly productive staff. The portfolio size, loan size, 
methodology and salary incentives have an impact on this Ratio.

The study finds that for the period of 2017 to 2019, Apex Abishek Sustainability and Profitability ratios are more effective 
than other MFIs. It indicates that the company profit margin and the efficiency of the institution were good in the past 3 years. 
The Average of all NBFC-MFIs ROA is 3.6% and ROB is 4.7%. Analysis of these Ratios will improve the ability of an MFI 
to determine the revenue impact of policy changes, improved delinquency management, or the addition of products. 
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The study finds that for the period of 2017 to 2019, Apex Abishek portfolio quality is are more effective than other MFIs. 
Loan Loss ratio is less than 1.5%.It indicates that the company overall quality of the portfolio, and it represents the loan loss 
reserve amounts maintained the company to offset the default risk in its total outstanding loan portfolio.

The study finds that for the period of 2017 to 2019, Apex Abishek Asset/Liability Management ratios are more effective 
than other MFIs. It indicates that the company following disparate risk management practices. They are maintaining divergent 
capital to assets. 

The study found an increase in trend of the interest rate, even when the outstanding lending of the institutions is escalating, 
which implies that probably the beneficiaries are price insensitive in association with their desperate demand for the credit. 
This may in turn imply exploitation of the profit of the poor client given their disparate need for the money.

By looking at financial ratios of Apex Abishek, one can easily come to a conclusion that it is financially sound and is 
backed by a strong management and fundamentals of hard work and dedication towards their motto for Help clients to realize 
their genuine dreams with financial discipline. While small Microfinance Institutions (MFIs) can become more efficient by 
growing, beyond a point, the importance of economics of scale diminishes rapidly and other factors become crucial.

CONCLUSION

Microfinance has been an important tool in poverty alleviation, empowerment of women and in bringing about financial 
inclusion. However India has the highest number of households, about 145 million, which are excluded from the banking 
system. Also, out of the 6 Lakh villages in India, only approximately 50000 have access to finance. (As on January 2011). 
Globally there are about 2.5 billion people which constitute nearly half of the world’s adult population do not use formal 
financial services (data as on January 2011). Out of these 2.5 billion, nearly 2.2 billion of the unbanked population lives in 
Africa, Asia, Latin America and the Middle East. Hence there exists a great opportunity for the microfinance sector to provide 
credit to the low income population thereby reducing poverty and thus in the development of the country as a whole. 

Although the microfinance sector has reported an impressive growth, with the ordinances passed by the government, 
there is a lack of capital for some of the microfinance institutions in the country. Therefore, continuous efforts are required 
to diversify the sources of funding available for the microfinance institutions in order to attract foreign investments for well 
established microfinance institutions in order to serve the rural low income population, increase efficiency of staff members, 
alleviate poverty and also make them profitable. 

Considering that the majority of the 360 million poor households (urban and rural) lack access to formal financial services, 
the numbers of customers to be reached, and the variety and quantum of services to be provided are really large. It is estimated 
that 90 million farm holdings, 30 million non-agricultural enterprises and 50 million landless households in India collectively 
need approx US$30 billion credit annually.
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INTRODUCTION

COVID-19 pandemic has a massive impact on human life – personal and professional activities. There is a deep fallout in 
the economic growth as the different levels of capacity utilization has been influenced to a greater extent by the recession. 
The economic activities has been stalled or significantly dismantled from normalcy impacting the livelihood of the country’s 
population. There is a economic slowdown in the entire globe and the economies have started to revive back to normalcy. 
In India, Government of India has announced a series of financial stimulus package for the citizens in various forms. The 
financial stimulus packages is expected to benefit the MSME’s, individuals in the form increasing the liquidity and money 
circulation. 

FINANCIAL STIMULUS PACKAGE:

The Union Government has announced Rs.20 lakh crore worth of financial stimulus package under the banner of “Atmanirbhar 
Bharat” – Self Reliant India. Five trenches of financial stimulus concentrates on Business sector & MSME’s, Poor and migrant 
workers, Agriculture and allied sectors, new horizons of growth, Government reforms and e-governance. Hon’ble Prime 
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COVID-19 Pandemic has hit entire economy in 2020 due to nationwide lockdown imposed during March – April 2020. 
Subsequent to nationwide lockdown localized lockdown control measures undertaken by the State Governments, Local 
Administration has deeply hit the functioning of MSME units, logistics and mobility of the Labour & Employees. Due 
to paucity of the operations and shutdown, the MSME’s are facing heavy financial crunch as there is dip in their turnover. 
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study the impact of the Revival & Relief Measures of the Government of India towards Micro Small Medium Enterprises.
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Minister of India has urged the citizens to improve productivity of the business operations thereby shifting the development 
focus centering on land, labour, liquidity and laws. It is the need of the hour to empower the poor, labour and the migrant 
workers. 

The Following table exhibits the summary of financial stimulus package announced by Government of India.

Stimulus Package – I

Rs 3 lakh crore Emergency Working Capital Facility for Businesses, including MSMEs
Rs 20,000 crore Subordinate Debt for Stressed MSMEs
Rs 50,000 crore equity infusion through MSME Fund of Funds
New Definition of MSME and other Measures for MSME
No Global tenders for Government tenders of upto Rs 200 crore
Extending the Employees Provident Fund Support for business and organized workers for another 3 months 
for salary months of June, July and August 2020
EPF Contribution to be reduced for Employers and Employees for 3 months to 10% from 12% for all 
establishments covered by EPFO for next 3 months
Rs. 30,000 crore Special Liquidity Scheme for NBFC/HFC/MFIs
Rs. 45,000 crore Partial credit guarantee Scheme 2.0 for Liabilities of NBFCs/MFIs
Rs 90,000 crore Liquidity Injection for DISCOMs
Relief to Contractors given by extension of up to six months for completion of contractual obligations, 
including in respect of EPC and concession agreements
Relief to Real Estate Projects the registration and completion date for all registered projects will be extended 
up to six months. 
Tax relief to business as pending income tax refunds to charitable trusts and non-corporate businesses and 
professions to be issued immediately
Reduction in Rates of ‘Tax Deduction at Source’ and ‘Tax Collected at Source” by 25% for the remaining 
period of FY 20-21
Due Dates for various tax related compliances extended

Stimulus Package - II Stimulus Package – III

Free food grains supply to Migrants for 2 months.
Technology system to be used enabling Migrants to access 
PDS(Ration) from any Fair Price Shops in India by March,2021-
One Nation one Ration Card
Scheme for Affordable Rental Housing Complexes for Migrant 
Workers and Urban Poor to be launched
2% Interest Subvention for 12 months for Shishu MUDRA 
loanees- Relief of Rs. 1500 crore
Rs 5000 crore Credit facility for Street Vendors.
Rs70,000 crore boost to housing sector and middle income group 
through extension of Credit Linked Subsidy Scheme for MIG 
under PMAY(Urban)
Rs 6,000 crore for Creating employment using CAMPA funds
Rs 30,000 crore Additional Emergency Working Capital for 
farmers through NABARD
Rs 2 lakh crore concessional credit boost to 2.5 crore farmers 
under Kisan Credit Card Scheme

Infrastructure & Logistics & Capacity 
Formalization of Micro Food 
Enterprises
Pradhan Mantri Matsya Sampada 
Yojana
National Animal Disease 
Programme
Animal Husbandry Development 
Programme
Herbal Cultivation
Bee-keeping Initiatives and 
development
TOP to TOTAL Scheme
Governance & Administrative 
Reforms 
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Stimulus Package - IV Stimulus Package – V

Fast track investment clearance through Empowered 
Group of Secretaries.
Project Development Cell in each Ministry to prepare 
investible projects and coordinate
Incentive scheme for promotion of new champion sectors
Ranking of states on investment attractiveness.
Structural Reforms will be brought in Coal, Minerals, 
Defence production, airports and airspace management, 
MRO, power distribution in states & UT’s, atomic energy

Borrowing limit of states’ hiked to 
5%, 
additional Rs 40,000 crore 
allocation for MGNREGS, 
New Public Enterprises Policy to 
be announced,
Outlay for public health to go up 
Thrust on technology driven 
education,

The detailed proposal of the financial stimulus package and their benefits are given below:

Agriculture:
 ●  Financing facility of Rs. 1,00,000 crore will be provided for funding Agriculture Infrastructure Projects at farm-

gate & aggregation points (Primary Agricultural Cooperative Societies, Farmers Producer Organizations, Agriculture 
entrepreneurs, Startups, etc.)

CAMPA Funds:
 ●  Approximately allotted Rs 6,000 crore of funds under Compensatory Afforestation Management & Planning Authority 

(CAMPA) will be used for Afforestation and Plantation works, including in urban areas, Artificial regeneration, 
assisted natural regeneration, Forest management, soil & moisture conservation works, Forest protection, forest and 
wildlife related infrastructure development, wildlife protection and management etc. This will create job opportunities 
in urban, semi-urban and rural areas and also for Tribals (Adivashis).

Micro Food Enterprises:
 ●  ‘Vocal for Local with Global outreach’ in regularizing Unorganized MFEs units need technical upgradation to attain 

FSSAI food standards, build brands and marketing

 ●  Scheme launched to help 2 lakh MFEs attain above goals and Existing micro food enterprises, Farmer Producer 
Organizations, Self Help Groups and Cooperatives to be supported

 ●  Cluster based approach (e.g. Mango in UP, Kesar in J&K, Bamboo shoots in North-East, Chilli in Andhra Pradesh, 
Tapioca in Tamil Nadu etc.) shall be integrated in the national level for improving of retail markets and reaching 
untapped export markets for our Indian products.

Fisheries & Benefits for Fishermen:
 ●  Government will launch the Pradhan Mantri Matsya Sampada Yojana [PMMSY] for integrated, sustainable, inclusive 

development of marine and inland fisheries with an outlay of Rs 11,000 Cr for activities in Marine, Inland fisheries 
and Aquaculture and Rs. 9000 Cr for Infrastructure - Fishing Harbours, Cold chain, Markets etc.

 ●  Development of Cage Culture, Seaweed farming, Ornamental Fisheries as well as New Fishing Vessels, Traceability, 
Laboratory Network etc. will be key activities.

 ●  Introduction and implementation Provisions relating to Ban Period Support to fishermen (during the period fishing is 
not permitted), Personal & Boat Insurance.

National Animal Disease Control Programme:
 ●  National Animal Disease Control Programme for Foot and Mouth Disease (FMD) and Brucellosis launched with 

total outlay of Rs. 13,343 crores ensuring 100% vaccination of cattle, buffalo, sheep, goat and pig population (total 
53 crore animals) for Foot and Mouth Disease (FMD) and for brucellosis.
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Animal Husbandry Infrastructure Development Fund - Rs. 15,000 crore
 ●  The Fund is set up to support private investment in Dairy Processing, value addition and cattle feed infrastructure as 

most of the areas in country with high milk production having great potential for private investment in Dairy

 ● Plans to grant Incentives to be given for establishing plants for export of niche products.

Bee-Keeping Initiatives: - Rs.500 crores
 ● Infrastructure development related to Integrated Beekeeping Development Centres, Collection, Marketing and 

Storage Centres, Post-Harvest & value Addition facilities etc;

 ● Implementation of standards & developing traceability system.

 ● This will lead to increase in income for 2 lakh beekeepers and quality honey to consumers.

From TOP to TOTAL Scheme – Rs.500 crores
 ● Supply chains have been disrupted and farmers are not being able to sell their produce in the markets

 ● Distress sale and reduction of price of perishable fruits and vegetables at the farm level needs to be prevented.

 ● Operation Greens will be extended from Tomatoes, Onion and Potatoes (TOP) to ALL fruits and vegetables (TOTAL).

 ● Scheme of  50% subsidy on transportation from surplus to deficient markets.

 ● Scheme of 50% subsidy on storage, including cold storages.

Promotion of Herbal Cultivation – Rs.4,000 Crore:
 ●  National Medicinal Plants Board (NMPB) has supported 2.25 lac hectare area under cultivation of medicinal plants 

for creating a network of regional mandis for medicinal plants.

 ●  Proposal for10,00,000 hectare will be covered under Herbal cultivation in next two years with outlay of Rs. 4000 
crore leading to Rs. 5,000 crores income generation for farmers

 ● NMPB will bring 800 hectare area by developing a corridor of medicinal plants along the banks of Ganga.

Labour & Workforce Initiatives - MGNREGS:
 ●  Government of India has allocated Rs.40,000 Crore under Mahatma Gandhi National Rural Employment Guarantee 

Scheme [MGNREGS] to address the issues related to migrant workers, labourers. 

 ●  For the migrant labour, additional food grain  were issued to all the States/UTs at the rate of 5 kg per migrant labourer 
and 1 kg Chana per family per month for two months i.e. May and June, 2020 free of cost shall be allocated. Migrant 
labourers not covered under National Food Security Act or without a ration card in the State/UT in which they were 
stranded during the lockdown.  The entire outlay of Rs. 3500 crore is borne by Government of India.

 ●  Central Government has launched  a scheme for migrant workers and urban poor to provide ease of living at 
affordable rent. Affordable Rental Housing Complexes will provide social security and quality life to migrant labour, 
urban poor, and students etc. This will be done through converting government funded houses in the cities into 
Affordable Rental Housing Complexes (ARHC) under PPP mode through concessionaire; manufacturing units, 
industries, institutions, associations to develop Affordable Rental Housing Complexes (ARHC) on their private land 
and operate; and Incentivizing  State Govt agencies/Central Government Organizations on similar lines to develop 
Affordable Rental Housing Complexes (ARHC) and operate.

Loan Subsidies:
 ●  Government of India has provided Interest subvention of 2% for prompt payees for a period of 12 months to MUDRA 

Shishu loan borrowers, who have loans below Rs 50,000.The current portfolio of MUDRA Shishu loans is around Rs 
1.62 Lakh crore. This has provided relief of about Rs 1,500 crore to Shishu MUDRA loan borrowers.

 ●  A special scheme has been launched facilitate easy access to credit to Street vendors, who  are amongst the most 
adversely impacted by the COVID-10 situation for enabling them to restart their businesses. Under this scheme, 
bank credit facility for initial working capital up to Rs. 10,000 for each enterprise will be extended. This scheme will 
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cover urban as well as rural vendors doing business in the adjoining urban areas. Use of digital payments and timely 
repayments will be incentivized through monetary rewards. It has benefitted 50 lakh street vendors under this scheme 
and credit of Rs. 5,000 crore had flown to them.

 ●  NABARD has extended additional re-finance support of Rs 30,000 crore for meeting crop loan requirement of Rural 
Cooperative Banks and RRBs. This refinance will be front-loaded and available on tap. This is over and above Rs 
90,000 crore that will be provided by NABARD to this sector in the normal course. This has benefitted around 3 
crore farmers, mostly small and marginal and it will meet their post-harvest Rabi and current Kharif requirements.

 ●  Rs 2 lakh crore credit given to farmers to 2.5 crore farmers under Kisan Credit Card Scheme to boost their cultivating 
operations.

 ● Rs 3 lakh crore Emergency Working Capital Facility for Businesses, including MSMEs

 ●  To provide relief to the business, additional working capital finance of 20% of the outstanding credit as on 29 
February 2020, in the form of a Term Loan at a concessional rate of interest has been provided. This will be available 
to units with upto Rs 25 crore outstanding and turnover of up to Rs 100 crore whose accounts are standard. The 
units will not have to provide any guarantee or collateral of their own. The amount will be 100% guaranteed by the 
Government of India providing a total liquidity of Rs. 3.0 lakh crores to more than 45 lakh MSMEs.

 ●  Rs 20,000 crore Subordinate Debt for Stressed MSMEs

 ●  Provision made for Rs. 20,000 cr subordinate debt for two lakh MSMEs which are NPA or are stressed. Government 
will support them with Rs. 4,000 Cr. to Credit Guarantee Trust for Micro and Small enterprises (CGTMSE). Banks 
are expected to provide the subordinate-debt to promoters of such MSMEs equal to 15% of his existing stake in the 
unit subject to a maximum of Rs 75 lakhs.

 ●  Rs 50,000 crores equity infusion through MSME Fund of Funds

 ●  Govt will set up a Fund of Funds with a corpus of Rs 10,000 crore that will provide equity funding support for 
MSMEs. The Fund of Funds shall be operated through a Mother and a few Daughter funds. It is expected that with 
leverage of 1:4 at the level of daughter funds, the Fund of Funds will be able to mobilise equity of about Rs 50,000 
crores.

 ●  Government has launched  Rs 30,000 crore Special Liquidity Scheme, liquidity being provided by RBI. Investment 
will be made in primary and secondary market transactions in investment grade debt paper of NBFCs, HFCs and 
MFIs with 100 percent guaranteed by the Government of India.

 ●  Existing Partial Credit Guarantee scheme has been revamped and has been extended to cover the borrowings of lower 
rated NBFCs, HFCs and other Micro Finance Institutions (MFIs). Government of India has provided 20 percent first 
loss sovereign guarantee to Public Sector Banks.

 ●  Power Finance Corporation and Rural Electrification Corporation has infused liquidity in the DISCOMS to the 
extent of Rs 90000 crores in two equal instalments. This amount is being used by DISCOMS to pay their dues to 
Transmission and Generation companies. 

Real Estates & Contractors:
 ●  All central agencies like Railways, Ministry of Road Transport and Highways and CPWD has granted extension of 

up to 6 months for completion of contractual obligations, including in respect of EPC and concession agreements 
falling during the COVID-19 Pandemic lockdown and restrictions

 ●  State Governments are being advised to invoke the Force Majeure clause under RERA. The registration and 
completion date for all registered projects will be extended up to 6 months and may be further extended by another 
3 months based on the State’s situation. Various statutory compliances under RERA has been extended concurrently.

Tax Refunds, Reliefs & Compliances:
 ●  The pending income tax refunds to charitable trusts and non-corporate businesses and professions including 

proprietorship, partnership and LLPs and cooperatives has been issued immediately.
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 ●  The TDS rates for all non-salaried payment to residents, and tax collected at source rate will be reduced by 25 percent of the 
specified rates for the remaining period of FY 20-21.This has resulted in providing liquidity to the tune of Rs 50,000 Crore.

 ●  The due date of all Income Tax Returns for Assessment Year 2020-21 has been be extended to 30 November, 2020.  
Similarly, tax audit due date has been extended to 31 October 2020.

 ●  The date for making payment without additional amount under the “Vivad Se Vishwas” scheme has been extended 
to 31 December, 2020.

Business & COVID-19
 ●  Definition of MSME has been revised by raising the Investment limit for Classification of business units as Micro, 

Small, Medium Enterprises without any differentiation between manufacturing and service sectors.

 ● e-market linkage  has been provided for MSMEs to act as a replacement for trade fairs and exhibitions. 

 ● It has been assured that MSME receivables from Government and CPSEs will be released in 45 days
 ●  General Financial Rules (GFR) of the Government has been amended to disallow global tender 

enquiries in procurement of Goods and Services of value of less than Rs 200 crores
 ●  The scheme introduced as part of PMGKP under which Government of India contributes 12% of 

salary each on behalf of both employer and employee to EPF has been extended from March 2020 to 
August 2020.  Statutory PF contribution of both employer and employee reduced to 10% each from 
existing 12% each for all establishments covered by EPFO, subject to conditions prescribed. This will 
provide liquidity of about Rs.2250 Crore per month.

 ●  Under the banner of Ease of doing business – suspension of fresh initiation of insolvency proceedings 
up to one year [2021]

 ● COVID 19 related debt to be excluded from the definition of “default” under IBC
 ●  For MSMEs a special insolvency framework will be notified under Section 240-A of Insolvency and 

Bankruptcy Code
 ● Minimum threshold to initiate insolvency proceedings raised to Rs 1 crore from the earlier Rs 1 lakhs.
 ●  Majority of the compoundable offences under Companies Act, 2013 sections to be shifted to Internal 

Adjudication Mechanism.
 ●  Decriminalize Companies Act defaults; 7 compoundable offences altogether dropped and 5 to be dealt 

with under alternative framework for speedy resolution 
 ● Indian public companies can list their securities directly in permissible foreign jurisdictions.
 ●  A New Public Sector enterprises policy has been announced whereby in Strategic Sector atleast one 

enterprises will remain with Public Sector and rest will be privatized. All other sectors will be kept in 
Private Sector.

Heavy Industries Sector
Industry Reforms

Coal Introduction of Commercial mining of coal on a revenue sharing basis 
Reinforcement of competition, transparency and private sector participation 
through revenue sharing mechanism instead of the current fixed rupee per tonne.
Coal Bed Methane will also be auctioned.  

Minerals Enhancing private investments in the mineral sector by introducing a seamless 
composite exploration -cum-mining – cum production regime will be introduced.
Joint auction of bauxite and coal mineral blocks will be introduced to enhance 
aluminium industry’s competitiveness.
500 mining blocks will be offered through an open and transparent auction process 
immediately.
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Defence Production Achieving Self Reliance in Defence production by notifying list of weapons and 
platforms which shall not be imported.
Time – bound and Fast defence procurement process shall be introduced.
FDI’s in defence manufacturing under automatic route is raised from 49% to 74% 
to boost domestic production and encourage the use of indigenous materials
Ordinance Factory Boards will be corporatized to improve autonomy, 
accountability and efficiency.

Airports & Air Space Restrictions to be levied on utilization of Indian Air Space will be relaxed and 
eased to enable civilian flying to be much more efficient.
6 Airports to be developed by Airports Authority of India under Public – Private 
Partnership Models

Maintenance & Repairs 
Operations Hub [ 
MRO]

Tax Regime has been regularized for MRO’s to rationalize the implementation of 
MRO Ecosystem
Creating a convergence between the civil sector and defence sector to achieve 
better economies of scale.
Achieving Self Reliance will bring down maintenance costs for airlines.

Power Sector Privatization of power distribution companies in UT’s
A Tariff policy with reforms focused on consumer rights, promotion of industry 
and sustainability of the power sector has been planned for

Social Infrastructure Boosting up of Private Sector Investment in Social Infrastructure projects shall be 
revamped with a viability gap funding [VGF] of Rs.8,100 Crores, with quantum 
of VGF upto 30% of total cost of project as VGF by state and Centre

Space & Atomic Energy Permitting private sector to use the facilities of ISRO for their research and 
developmental activities.
Future projects on planetary explorations, outer space travel shall be opened for 
private sector participation
India to establish a research reactor in PPP Mode for production of medical isotope 
aimed at promoting the welfare of the humanity through affordable treatment for 
cancer and other diseases.

Health Sector:
Commitment of Rs.15,000 Crore towards health sector and it includes

 ● R  Public Expenditure on Health and invest in grass root health institutions.

Education Sector:
 ● Strengthening of teaching programmes broadcast through SWAYAMPRABHA Channels.

 ●  eVIDYA - a programme for multi-mode access to digital/online education to be launched with linkage with community 
radio and pod-casts.

 ●  100 Universities and educational institutions are in the process of initiating online courses in the current pandemic 
period.

Governance & Administrative Reforms:
 ● Amendments to Essential Commodities Act to enable better price realization for farmers

 ●  Agriculture Marketing Reforms to provide marketing choices to farmers – a central law will be framed  to grant 
Adequate choices to farmer to sell produce at attractive price; encourage Barrier free Inter-State Trade; to have better 
Framework for e-trading of agriculture produce.

 ●  Technology system to be used enabling Migrants to access PDS (Ration) from any Fair Price Shops in India by 
March,2021-One Nation one Ration Card. 
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CONCLUSION: 

The Financial Package announced by the Government of India has started to set its motion in place. The 
business activities have started re-functioning with pre-cautionary measures for the COVID-19. Considering 
the current requirements, the Government of India has started issuing further relief measures in the form of 
encashment of LTC coupons for purchase of specified goods to encourage the spending of the consumers. 
Loans are being granted to the north eastern states for development activities such as expenditure on the road, 
water supply, urban development, and defence infrastructure including manufacturing domestic equipment. 

The benefits can be measured in the ensuing fiscal quarter measuring the economic growth parameters such as GDP, 
productivity increase, employment generation, GST & Tax collection. 
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INTRODUCTION

The midst of March 2020 is known as the month when almost all the world’s sectors shut their doors. This study focuses on 
the closure of educational institutions due to outbreak of covid-19 lead to an unprecedented impact on education, resulted in 
the digital revolution in the education system .We are living amidst of the greatest threat in our life time of global education, 
an immense educational crisis.

The COVID-19 pandemic has forced students to take virtual classes, where millions of students are struggling to meet 
the challenges of online classroom. Undoubtedly, this is a critical time for the education sector during this period. Many 
countries have adopted e- learning, an undesirable form of learning to sit passively and listen instead of immediate face- to-
face response of students and also where no one as imagined about the educational sector closures to experience strange new 
world .

The short term but severe disruption is felt by many people around the world turning up as a massive shock in students’ 
social life and learning. These interruptions will not be just as a short-term challenges but can also have many long-term 
consequences to experience stress, anxiety etc... The various challenges faced by students at various levels are with respect to 
physical, mental, social, psychological and behavioral changes.

The students are also getting distracted from other social networking sites during learning period, internet connectivity 
issues and also the student’s social background as many do not have access to laptop or internet connections. In this mid daily 
and weekly online assignments and test also planned to make sure whether the students don’t lose interest and serious towards 
his subject.

CHALLENGES FACED BY STUDENTS DURING COVID ERA – 
AN ANALYTICAL STUDY WITH REFERENCE TO CHENNAI 

CITY
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As students are spending more time alone and on screen, it leads to dry eyes, back pain, neck pain as well as psychological 
problems. Online academic classes put a lot of pressure on students says School Counselor, farishta. For students with 
behavioral problems lockdown has presented additional different challenges. Students have become device addictive in recent 
months where they are expressing anger, crying, not listening to parents, showing irritable behavior when asked to leave 
the device. They may exhibit behavioral and emotional changes due to extended lockdown situation is specially make feel 
introverted and unhappy

REVIEW OF LITERATURE

Harsha R and Dr.Thara bai (May 2020) “COVID -19 lockdown challenges to higher education”: The study’s objective 
was to discuss the challenges in digital learning and it concluded that it is only a temporary aid during the difficult situation 
that the education sector is facing.

Timon Elmer, Kieran mepham, christop stadfeld (July 2020) “Students under lockdown”. The study investigated students’ 
social networks and mental health before and at the time of COVID-19 pandemic .It also analysed the change on multiple 
dimensions of social networking, mental health indicators and level of students stress, anxiety, loneliness and depressive 
symptoms.

Vikram R Jadhav, Tushar D.Bagul, Sagar R.Aswale (May 2020) “COVID -19 Era: Students role to look at problems in 
education system during lockdown issues in Maharashtra, India”. The study explored the global impact on education and 
education based sector after taking the opinion of the students. It resulted that lockdown has a definite effect on education. 
Some students also think that it is an opportunity to innovate on lockdown issues.

Pravat kumar Jena (2020) “Impact of pandemic COVID-19 on education in India”. The study analysed that COVID-19 
has impacted immensely to the education sector of India. Though it has created many challenges, various opportunities are 
also evolved. India should develop creative strategies to ensure that all students have sustainable access to learning during 
pandemic COVID-19.

Jacob French, Basit Zafar (2020) “The impact of COVID-19 on Students experience and expectations: Evidence from 
a survey 2020”. The study surveyed approximately 1500 students to recover the casual impact of the pandemic on students’ 
current and expected outcomes. The study results that by focusing on addressing the economic and health burden imposed by 
COVID-19 , policy makers may able to prevent COVID-19 from widening existing achievements gaps in higher education.

OBJECTIVE OF THE STUDY

 ● To study the socio-economic Profile of the students.

 ● To identify the social challenges of the students

 ● To know the economic challenges of the students

 ● To analysis the employment challenges of the students

 ● To find the academic challenges of the students

 ● To examine the Psychological Challenges of the students

HYPOTHESIS OF THE STUDY

 ● The factors of social challenges of the students do not differ significantly.

 ● The factors of economic challenges of the students do not differ significantly.

 ● The factors of employment challenges of the students do not differ significantly.

 ● The factors of academic challenges of the students do not differ significantly.

 ● The factors of psychological challenges of the students do no differ significantly.
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RESEARCH METHOD

 ● Empirical method

RESEARCH APPROACH

 ● Data collection

 ● Data analysis

 ● Interpretation

 ● Validation

AREA OF THE STUDY

The study is confined to Chennai City only.

SAMPLE SIZE

Since the population for the survey are very large, and due to time limitation, a sample size of 200 was taken for the survey.

SOURCES OF DATA

Primary Data
Survey method was employed to collect the data from the respondents.

Secondary data
The secondary data was collected from journals, magazines, books, articles, research papers and websites.

Research Tools
 ● Percentage analysis

 ● Factor Analysis

Sampling Method
The study mainly depended on the Primary data collected through a well-structured Questionnaire distributed in the city of 
Chennai alone. The Secondary data was collected from journals, magazines, books, articles, research papers and websites

Data Instrument
Well-structured Questionnaire

DATA ANALYSIS AND RESULTS

Table 1 Socio-Economic Profile of the students

S.no Demographic variables Frequency Percentage

1 Gender
Male 98 49
Female 102 51
Total 200 100.0

2 Age

15 – 17 47 23.5
17-19 59 29.5
19-21 45 22.5
21-23 49 24.5
Total 200 100.0
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3
Academic qualification

School Level 46 23.0
Diploma 52 26.0
Graduate 56 28.0
Post Graduate 46 23.0
Total 200 100.0

4. Marital status Married 04 2.0

Unmarried 196 98
Total 200 100.0

5.
Monthly family 
income (in INR)

Below 10,000 50 25.0
10,000 - 20,000 40 20.0
20,000 - 30,000 37 18.5
30,000 - 40,000 38 19.0
Above 40,000 35 17.5
Total 200 100.0

6.
Location of residence

North Chennai 56 28.0
South Chennai 40 20.0
Central Chennai 37 18.5
East Chennai 27 13.5
West Chennai 40 20.0
Total 200 100.0

 ● 51% of the respondents are Female.

 ● 29.5% of the respondents fall under the Age Group of 17-19 years.

 ● The Academic qualification of 28% of respondents are Graduates.

 ● 98% of the respondents are Unmarried.

 ● 25% of respondents’ monthly family income is below Rs.10, 000.

 ● 28% of respondents’ location of residence is North Chennai.

FACTOR ANALYSIS

Factor Analysis aims at grouping the original input variables into factors which underlie the input variables. Each factor 
will account for one or more input variables. Theoretically, the total number of factors in the Factor analysis is equal to the 
number of factors in the study can be reduced by dropping the insignificant factors based on certain criterion. Here, the results 
of Factor analysis carried out on the variables of Usage of Mobile Banking services Satisfaction towards Mobile Banking 
Services, Challenges of Mobile Banking Services were given below.

The KMO measures the sampling adequacy (which determines if the responses given with the sample are adequate or 
not), which should be close than 0.5 for a satisfactory factor analysis to proceed. Kaiser (1974) recommended 0.5 (Value for 
KMO) as minimum, values between 0.7 – 0.8 as acceptable, and values above 0.9 as outstanding, in this study to test the 
sampling adequacy, the KMO test was carried out and its value is satisfactory.

Social Challenges - (KMO - .636)
Variable no Variable Factor Loading Value

SC1 The lack of care about the social problems faced by students .738
SC 2 Not taking into account the characteristics of dealing 

with graduate students compared to students of Bachelor
.886
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This first factor is called as social factor
Economic challenges – (KMO - .786)

Variable no Variable Factor Loading Value
EC1 Problems related to Food and Accommodation .608
EC2 Parents unemployment .662
EC3 No family income .729

This second factor is coined as Economic factor
Employment challenges – (KMO – .685)

Variable no Variable Factor Loading Value
EMC1 Do you live worries of unemployment and about the 

future?
.670

EMC2 Do you think you are very likely to find a job after 
finishing your Course?

.454

EMC3 Do you think you will find a job appropriate for
your course?

.508

EMC4 Do you think you will be satisfied with the job you 
will do related to your course?

.639

This Third factor can be labeled as Employment factor
Academic Challenges - (KMO – .855)

Variable no Variable Factor Loading Value
AC1 Lack of Interaction with Professors .629
AC2 Isolation from Classmates .636

AC3 Language Barrier .600
AC4 Pressure of Parents’ Expectations .787
AC5 Communication Patterns .647

This fourth factor can be named as Academic factor

Psychological Challenges - (KMO – .872)
 

Variable no Variable Factor Loading Value
PC1 Do you have experience of fear? .553
PC2 Did you go to physician for anxiety? .728
PC3 Do you find avoiding situations for anxiety? .563
PC4 Do you get panic on road/outside? .832
PC5 Do you find washroom in a new place? .756
PC6 Do you worry same things again and again? .457

This fifth factor can be called as Psychological factor

CONCLUSION

The world of education is moving towards online learning. This study set out to explore the major challenges faced by 
students. Due to sudden change, students were not able to adapt to new circumstances. Their various challenges has been 
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taken into consideration. The economic pressure of unemployment during COVID-19 put the students down the lane than 
their basic requirements.

The analysis states post covid in which students are very much concern about job opportunities. It is also responsibility of 
parents not to pressurise the students especially during pandemic instead, their support and motivation helps them overcome 
these challenges. Students, institutions, living and learning communities are compelled to innovate and collaborate more 
effectively to mitigate the impact of this crisis on education, society, culture, attitudes and practices.

The global pandemic is a time for student affairs and services to shape and offer solutions to challenges, and give direction 
and support to imagine the post-COVID-19 world as one world, where risks and resources are shared to combat hazards and 
advance social justice so that we are all equitably equipped to face the next crisis. Life after COVID-19 outbreak will never 
be the same. We all are in the beginning of the end, waiting for new beginning.
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INTRODUCTION:

Media industry is evolving in recent years as the technology is moving advance in a faster rate. Media companies differentiate 
themselves by introducing new and innovative methods to the consumers. One such method is Over the Top digital streaming 
services shortly called as OTT. OTT is the digital streaming services offered to consumers through internet. OTT services 
allows the media company to sell movies, series, music videos and music to the consumers directly over the internet. 

HISTORY OF OVER THE TOP STREAMING SERVICES:

Over the Top digital streaming services originated from the concept of Video on Demand. Kingston Communications, a UK 
based media service company first started its Video on Demand service in the year 1998 through its internet enabled set top 
box. OTT streaming services gained popularity by the introduction of Amazon Prime video and Netflix in the United States in 
the year 2007 and 2008 when they moved away from the DVD rental business to Video on Demand business. Since then the 
OTT streaming services became popular all over the world

HOW OTT STREAMING SERVICES WORK?

OTT streaming services work through internet. OTT service providers produce or purchase various contents like movies, 
series, videos and music, which are delivered to consumers via internet. Consumers can access OTT services through dedicated 
applications in mobile phones, Tablets and Smart TVs and through web browsers using Personal computers and Laptops. 
There are three kinds of OTT media services. Free OTT services which gains through advertising, Subscription based OTT 
services which are ad free and Transaction based OTT services which allows users to rent the videos needed.

FACTORS INFLUENCING THE USAGE OF OVER THE TOP 
DIGITAL MEDIA STREAMING SERVICES IN CHENNAI
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Evolution of technology made several changes in media industry. One such change is Over the Top (OTT) media services. 
OTT services made media available to consumers anywhere and anytime. This study aims to find the factors influencing the 
use of OTT media services in Chennai city. For this purpose 110 respondents from Chennai city out of which 100 samples 
were selected. This study finds that smart phones are favourable device for using OTT services. YouTube and Disney+ Hotstar 
are the most favourable free and paid OTT services respectively. An exploratory factor analysis reveals that OTT media 
service usage were influenced by three underlying factors namely, ‘Convenience’, ‘Content quality’ and ‘Affordability’. This 
study focuses on the city of Chennai and leaves scope for further research in other major cities in India.
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OTT SERVICES IN INDIA:

OTT media services began in India with Reliance Entertainment started its online streaming service BIGFlix in the year 2008. 
OTT services gained significant growth after 2013 when ZEE network and Sony network started their own OTT services. 
Disney+ Hotstar and SonyLiv provide live sports content to the users. Global leaders like Netflix and Amazon Prime video 
launched in India in the year 2016. Currently there are 40 OTT services all over India. Many OTT services provide regional 
content in local language throughout India. Disney+ Hotstar, SunNXT, Zee5 are some of the OTT services that provide Tamil 
contents. The OTT market in India has a net worth of Rs.3500 crores as of 2019.

REVIEW OF LITERATURE:

Ketan Vira (2019) in his research work attempted to identify the factors influencing consumers’ choice of watching online 
streaming sports providers. 210 respondents were selected in from different areas of Mumbai for this study through a structured 
questionnaire. Hotstar and SonyLiv are the OTT services providers taken into consideration. He identified three factors that 
influence consumers to watch online sports contents namely ‘Technically advanced user interface’, ‘Customisability’ and 
‘Price’. He also concludes that Hotstar is the most used OTT platform for sports than SonyLiv.

Tatcha Sudtasan and Hitoshi Mitoma (2016) attempted to find the effects of OTT services on consumers’ willingness to 
pay for high speed internet connection in Thailand. The results of their article indicated that OTT services are one of the major 
reasons for the consumers to opt for high speed internet connection. Consumers who faced buffering and poor video quality 
in OTT services from their old internet connection opted for optical fibre broadband connection.

Sabyasachi dasgupta and Priya gover (2019) in their research work entitled ‘Understanding adoption factors of Over the 
Top video services among millennial consumers and targeted the consumers at the age group 18 to 30 in the state of Haryana. 
They found that there are four adoption factors of over the top services among millennial consumers. Convenience, mobility, 
content and cost are the factors and convenience is the major factor.

Ritu Bhavsar (2018) explored to find the significant shift in media preference of consumers to digital media. He aimed 
to find and analyse the driving forces behind digital media consumption and changing media preference among consumers. 
He found that lack of proper free time, convenient lifestyle and attitude of getting everything instantly are the factors 
behind changing media preference towards digital media. The driving forces for digital media consumption are Mobility, 
Personalisation, Increased number of smart phone users, High internet speed and Cost effective data plans.

Steinkamp (2010) in his research work on internet television usage among college students found that there are three 
reasons for college students to watch television online. They are 1.The ability to control the television experience, 2. To 
choose when to watch programming, and 3. The convenience that Internet television offers.

OBJECTIVES OF THE STUDY

 ● To identify the factors influencing usage of OTT services among consumers in Chennai city.

 ● To know the favourite free and paid OTT service among consumers in Chennai city.

RESEARCH METHODOLOGY:

Research design:
The current research design is descriptive in nature. Descriptive research describes the characteristics of phenomenon or 
population that is being studied. It focus on ‘What is?’ rather than ‘Why it happened’.

PROBLEM STATEMENT:

This research aims to find the factors influencing the usage of Over the Top digital streaming services among the consumers of Chennai 
city. The research also focuses on identifying the favourite free and paid OTT service. This research addresses the following questions:
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1. What are the factors influencing consumer of Chennai to use OTT services?
2. Which is the favourite free OTT digital streaming service in Chennai?
3. Which is the favourite paid OTT digital streaming service in Chennai?
4. Data collection tools:

This study uses data from both primary and secondary sources. Primary data is collected directly from the respondents 
through a structured close ended questionnaire. Secondary data is collected from various research articles, thesis, reports and 
magazines. Questionnaire is made using ‘Google docs’ and communicated through WhatsApp to collect the responses of 
primary data.

SAMPLE DESIGN:

A total of 110 respondents who are the residents of Chennai city were selected for this study. Convenience sampling and 
snow bowling sampling methods were used to select the sample. Out of the 110 responses collected 103 found to be correct. 
To round off the sample size only 100 responses were used for this study.

LIMITATIONS OF THE STUDY:

Respondents of the study are the population from the city of Chennai which is an urban area. Rural people’s opinion 
about OTT services are not considered for this study. As the sample population is limited to 100, it may not reflect the entire 
population of Chennai. There is also a time constraint in this research.   

DATA ANALYSIS AND INTERPRETATION:

Table 01 Reliability Statistics

Cronbach’s Alpha N of Items
.819 19

Reliability of the primary data is checked using Cronbach’s Alpha test. The test statistics shows a score of 0.819 for 19 
questions. Since the Cronbach’s alpha score is more than the standard score 0.8, it is concluded that the data collected is 
reliable.

DESCRIPTIVE ANALYSIS:

Frequency distribution of the respondents’ demographic profile

Table: 02 Demographics of the Respondents

Demographic Factors Classification Frequency
N=100

Percentage

Gender of the 
respondents

Male 76 76%
Female 24 24%
Total 100 100%

Age of the respondents Below 25 years 23 23%
26-30 years 36 36%
31-35 years 21 21%
35-40 years 11 11%
Above 40 years 09 09%
Total 100 100%
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Education profile School level 12 12%
Diploma 19 19%
Graduate 41 41%
Postgraduate 28 28%
Total 100 100%

Occupational status Employed 40 40%
Self employed 18 22%
Unemployed 19 14%
Student 23 24%
Total 100 100%

Source: Primary data

Interpretation:

The above table shows the demographic statistics of the sample respondents. The gender of the respondents shows that 
76% of the respondents are male and 24% of the respondents are female. It is interfered that majority of the consumers who 
use OTT media services are male. Age group of the respondents shows that 36% of the respondents belong to the age group 
of 26 to 30 years followed by below 25 years which is 23%. It is inferred that majority of the consumers who use OTT 
media services are youngsters. 41% of the respondents are graduates and 28% are postgraduates. Therefore it is inferred that 
majority of the consumers who use OTT media services are well educated. The occupational profile of the respondents shows 
that 40% of the respondents are employed, 23% are students, 19% are unemployed and 18% are self-employed. It is inferred 
that majority of the consumers who are the users of OTT media services are employed. 

Average time spent per day on watching OTT media:

Table: 03 Average time spent per day on OTT media

Average time spent per day Frequency Percentage
Less than 1 hour 29 29%

1 to 2 hours 48 48%
2 to 3 hours 12 12%
3 to 4 hours 08 08%

More than 4 hours 03 03%
Total 100 100%

Source: Primary data

Interpretation:

The above table shows the average time spent by the respondents in watching the OTT media content. It is inferred from 
the above table that 48% of the respondents watch OTT contents for 1 to 2 hours, 29% watch OTT contents less than 1 hour. 
Only 03% of the respondents watch OTT contents more than 4 hours. Therefore it is found that majority of the people watch 
OTT media contents for 1 to 2 hours.

Favourite free OTT service:

Table: 04 Favourite free OTT service

Free OTT service Frequency Percentage
Disney+ Hotstar 25 25%
Zee5 17 17%
YouTube 31 31%
Voot 12 12%



253
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

YuppTV 04 04%
SonyLIV 11 11%
Others 00 0%
Total 100 100%

Source: Primary data

Interpretation:

It is inferred from the above table that YouTube is the favourite OTT service of the respondents. Even though YouTube 
is not considered as truly OTT media service, the media content provided by the many free YouTube channels are vast in 
numbers and seems to be interesting. 25% of the respondents chose Hotstar as their favourite free OTT service as it provides 
large number of free contents from movies, serials to sports.

Favourite paid/subscription based OTT service:

Table: 05  Favourite paid OTT service

Paid OTT service Frequency Percentage
Disney+ Hotstar 24 24%
Zee5 05 05%
SunNXT 20 20%
Amazon Prime video 22 22%
Netflix 17 17%
SonyLIV 10 10%
Others 02 02%
Total 100 100%

Source: Primary data

Interpretation:

Asking about the favourite Paid or Subscribed OTT service, majority of the respondents chose Disney+ Hotstar as their 
favourite as it provide regional contents and sports contents especially cricket. Amazon Prime is the second favourite paid 
OTT service and offers many regional contents like movies and exclusive contents. SunNXT provides contents in south 
India languages broadcasted in sun network channels. Netflix also provide many English language series and movies but the 
subscription cost is too high.

Favourite medium of access of OTT services:

Table: 06 Favourite medium of access of OTT services

Medium Frequency Percentage
Smartphone 71 71%
Tablet 07 07%
Smart TV 15 15%
Laptop/PC 05 05%
Streaming devices 02 02%
Total 100 100%

Source: Primary data
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Interpretation:

71% of the respondents said that the view OTT content using their smartphones. The second highest access medium is 
smart TVs as 15% of the respondents agree to that. Respondents using tablets, laptops, computers and streaming devices like 
Apple TV box, Fire stick, Airtel Xtream box are minimal.

Exploratory Factor Analysis:

There are 12 statements given to the respondents to understand the factors influencing the usage to OTT digital media 
services. An Exploratory factor analysis is used to derive the underlying factors. All the 12 statements are measured in five 
point Likert scale.

Table: 07 KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.830

Bartlett’s Test of Sphericity Approx. Chi-Square 805.474
Df 66
Sig. 0.000

Source: Computed data

The KMO shows the sampling adequacy of 0.830. KMO results values are between 0 and 1 and values above 0.8 implies 
the sampling is adequate. The KMO score for the 12 statements is 0.830. This shows that the data is adequate for factor 
analysis. The p-value of Bartlett’s test is lesser than 0.01. This shows that the correlation matrix is not identical.

Table: 08 Rotated Component Matrixa

Component
1 2 3

I watch OTT contents using mobile phones and laptop .650
I use to watch OTT contents using my smart tv and gaming 
console

.621

I often watch OTT contents in my free time and breaks .610
OTT applications let me to resume video where I left .580
Advertisements in OTT are lesser than TV channels .564
OTT provides original and unique contents .712
OTT provides local contents in Tamil language .690
Contents in OTT are interesting than the TV programs .663
OTT provides vast number and variety of contents .564
Cheap internet prompts me to use OTT streaming .878
OTT subscriptions have flexible payment options .851
There are lot of free contents available in many OTT apps .697
Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 09 iterations.

 Source: Computed data

The above table shows the factor loadings of 12 variables. Correlation between factors and variables are shown in 
the factor loadings. Relationship of factor and variables is indicated by the coefficient of large variable shown in rotated 
component matrix. There are 12 variables in the survey questionnaire reduced to 3 underlying factors. There are 5 variables 
which constitute factor 1. Four variables constitute factor 2 and three variables constitute factor 3.
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INTERPRETATION OF FACTOR ANALYSIS:

There are five statements associated with factor 1. All these five statements shows the convenience of using OTT streaming 
services by the consumers. They can watch OTT contents through many devices and they can watch any time. OTT apps also 
let its users to resume the content where they left. So the first factor is named as ‘Convenience’. There are four variables 
that constitute factor 2. These four variables shows the quality of the contents provided by OTT media. Statements depicting 
interesting content, local contents, and exclusive contents shows the content quality of the OTT media. So the second factor 
is named as ‘Content quality’. The last three variables contribute factor 3. These three statements indicates the cost of using 
the OTT applications. All the three statements shows that the cost of using OTT streaming services is affordable. So the third 
factor is named as ‘Affordability’.

MAJOR FINDINGS OF THE STUDY:

 ●  The demographic profile of the respondents show that majority of the respondents are male. Majority of the 
respondents belong to the age group of 26 to 30 years closely followed by below 25 years. Education status of the 
respondents show that most of the respondents are well educated. Majority of the respondents are graduates. Majority 
of the respondents are employed.

 ●  Majority of the respondents (48%) said that the average time of watching OTT media contents per day is 1 to 2 hours. 
29% of the respondents watch OTT contents for less than 1 hour.

 ●  YouTube is the favourite free OTT media service among the respondents as 31% of the respondents agreed to that, 
even though it is not considered as a true OTT media service. It is more of a social networking platform than OTT 
service as most of its contents are user generated. Disney+ Hotstar is the second most favourite free OTT service 
among the respondents.

 ●  Disney+ Hotstar is the most favourite paid OTT service as 24% of the respondents agreed to that, which is closely 
followed by Amazon Prime (22%) and SunNXT (20%).

 ●  Smart phone is the favourite screen for watching OTT media. 71% of the respondents said that they use smartphones 
to watch OTT media.  

 ●  An exploratory factor analysis is used to find the underlying factors influencing the usage of OTT services. There 
are three factors influencing the usage of OTT media services namely ‘Convenience’, ‘Content quality’ and 
‘Affordability’.

CONCLUSION:

This study aims to find the factors influencing usage of OTT media services. It is found that YouTube and Disney+ Hotstar 
are the favourite free and paid OTT services respectively. Smartphones act as a primary screen for watching OTT media even 
though they can be watched through various other medium like smart tvs, laptops, smart devices and gaming consoles. The 
exploratory factor analysis showed ‘Convenience’, ‘Content quality’ and ‘Affordability’ are the factors influencing the usage 
of OTT services. This shows that OTT services are very convenient to use as consumers can use multiple devices like smart 
phones, smart tvs and consoles to watch OTT media contents and the consumers can watch OTT media contents anywhere 
and anytime. OTT services offer quality and unique contents than TV channels that attract consumers. Cheap internet in India 
and nominal subscription rates offered by the OTT services make them very affordable to use.
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INTRODUCTION

Digital Banking have steadily become a significant mode of transactions which has filliped after Demonetisation. But cash is, still 
having a dominant role for the outflow of funds for the Indian consumer because of the underdeveloped nature of the acceptance 
of ecosystem for digital payments. The new era of Digital payments has to yet, give hands for innovations  like mobile wallets, 
token instead of traditional credentials and usage of  biometrics inorder to use it as authenticate and authorise tool. World wide 
web, biometrics, tokens, cloud computing and the IOT are some of the digital developments which can help the users transaction 
and interaction. When we take the data from June 2016 to June 2019, the digital banking frequently used by the users have 
depicted upsurge. The volume of  IMPS has upsurged  to 171.33 million from 29.68 million. The cashless transaction among 
public increased due growth of mobile applications and knowledge on usage of mobile wallet (P .sarika & S.Vasantha  2019).

OBJECTIVES

 ● To find out the factors of attitude to use Digital Banking.

 ●  To evaluate the moderation of age, gender and qualification between Factors of Attitude among users of  Digital Banking.

 ● To examine the cause and effect association between the study variables.

FACTORS DETERMINING ATTITUDE ON THE ADOPTION OF 
DIGITAL BANKING – ASSESSMENT OF TAM MODEL

Dr. K. Vinitha  
Assistant Professor, Department of MBA, College of Management, 

SRM Institute of Science and Technology, Kattankulathur, Chennai, India.  
vinithak@srmist.edu.in

Objectives: This paper focused to identify various factors determine users attitude to adopt digital banking system. The study 
drawn variables from Technology acceptance model and Perceived security is added to the existing variables in TAM which 
is considered as gap in the in the existing theory and literature which gained much significance to adopt Digital Banking.  The 
research attempts  to explore  perceived security on attitude and intention to usage of digital banking

Methods/Statistical Analysis: The data is collected from the people who uses  online Bank transactions in Chennai. 
The 624 digital banking users participated in the questionnaire survey method.Convenience sampling method is followed to 
choose the respondents.The most significant factor which cause the attitude of users towards Digital Banking are identified 
which inturn leads to Behavioral Intention. The Analysis is done using SEM(Structural Equation Modelling) analysis through 
SPSS 21.

Findings: The structural equation model analysis proved to be perfectly fit model . The Moderation effect of 
demographic factors between study variables and attitude is also examined.  It was found that gender does not have any 
influence  with respect to attitude towards usage of Digital Banking, whereas the age  and educational qualification have 
significant difference with respect to Attitude of using Digital Banking. Age does not have any moderation effect between 
perceived security and attitude 

Applications/Improvements: The usage of Digital Banking is growing much importance due to the advancement of 
technology ,technical literacy and infrastructure for usage of internet facilities in past 5 years.The digital banking habits can 
be increased among public through proper security measurement and protection of their transactions

Keywords:Digital Banking, Perceived Use, Perceived ease of use, Perceived Security

ABSTRACT
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FACTORS OF ATTITUDE LEADING TO BEHAVIORAL INTENTION TO USE DIGITAL BANKING 

A. Perceived usefulness
Perceived Usefulness indicate that  by making use a particular technology should enrich the user to achieve a certain outcome. 
(Vijayasarathy, 2004). When the technology perceives to be useful, an individual develops a positive attitude towards it and 
use the technology.  Rizkyandy et.al.,(2018)  examined the impact of factors which lead to intention to use e-payment among 
115 users of e-payment in Yogyakarta, Indonesia. The study result showed the positive impact of  Ease of use, usefulness 
and security on intention to use. (Vinitha; Vasantha 2020) implied substantial impact of perceived benefits in using digital 
payment .

B. Perceived Ease of Use
Tech users feel that it is easy to work with the system (Davis, 1989).  Literature states that ,   If the perception about use of 
technology  is  easy then it creates, positive intentions to use the systems. (i.e. Gefen, Karahanna, & Straub, 2003;). Safeena 
et.al., (2011) determined through a survey conducted with empirical test which revealed the usage of Internet Banking 
Behavioural intention leads to actual usage. This outcome leads to the fact that  users of online banking feels that it is easy, 
when compared to other banking payment channels. Vinitha & Vasantha (2018) study  revealed that  perceived usefulness,  
perceived ease of use have significant impact on actual usage of the Digital payment  system.

C. Perceived Security
Security concerns has been proven to be the significant  factor affecting attitudes (Linck et al. 2007; Shatskikh 2013). MP 
industry includes a large number of parties such  as banks, small merchants and large telecommunication operators that can 
lead to concerns among users. Even there are various technologies to offer maximum security in MP systems  (Crowe  &  
Tavilla,  2012),  the  users’ perception of the security of MP systems creates a substantial hurdle to adopt  MP (Kim et al. 
2010). Losage of  gadgets and identity theft  are  among  the  fears  of  the  using  MP systems (Hogarth, & Schmeiser, 2012). 
The research findings reveals that the mobile payment users are giving more importance to  security, privacy and trust which 
influences more on usage of mobile payment( S.Vasantha & S.Meena 2019) Lai (2016) explored the innovative design and 
security which contributed to consumers’ usage of a cohesive, payment system including card, online payment and mobile 
technologies among 400 respondents who have used both Card, online  and Mobile payment for last 12 months using non 
probability sampling technique through Online survey questionnaire. The findings  from the SEM analysis suggested that 
design, security, perceived usefulness and perceived ease of use are pivotal elements for  intention to use a specific payment 
System. Vinitha & Vasantha (2017) findings states that awareness, security,  incentives contribute towards the usage of 
e-payment.

ATTITUDE

Bashir et.al.,(2015) explored the factors of  attitude and behavioral intention to use net banking. A  model based on TAM 
is framed and the results revealed that Attitude, perceived risk, perceived enjoyment and trust determined the customers’ 
behavioural intention which are common to all cultures and countries and the authors named them as universal variables.

BEHAVIORAL INTENTION

Safeena et.al., (2011) explored the determinants which influence the user’s  of internet banking in India, questionnaire Survey 
with empirical test revealed that Internet Banking Behavioural intention leads to actual usage. The outcome leads to conclude 
that the usage of online banking leads to benefits and  ease of use in comparison to other banking payment channels. Perdigoto 
(2012) analysed the behavioral intention in using m-banking services using online survey. The result revealed that Perceived 
risks, e-banking use, and behavior intention are found to be significant antecedents of m-banking use. Gender has an important 
role in the actual use of m-banking. Vinitha &  Vasantha (2018)  explored that perceived speed has partial mediating effect 
between usage Intention and Actual usage. 

2.2  Age, gender and qualification as Moderators
Many studies have taken an effort to find whether age influence attitude and behaviour by analysing various features (Phang 
et al., 2006). In consideration to the theoretical proposal the current study investigates the impact of age with TAM model 
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along with its intended extensions. Models were extended and were utilised by researchers to elucidate  how the varied form 
of technology were adopted. Zhang and Prybutok (2003) have analyzed the impact of gender as a moderator and the findings 
depicted, gender is a significant moderator. Male are more towards adopting banking technology (Wan, Luk & Chow, 2005), 
Net banking and mobile banking (Tanakinjal & Lada, 2006) when compared to females. Porter and Donthu (2006), those 
adopting innovative technologies earlier tends to have higher educational levels.  Weijters et al. (2007) implies individuals 
having high qualification tend to expose more towards technology, not only for official purpose but also for routine activities. 
Vinitha & Vasantha (2017) through the results of  MANOVA explained the impact of dependent variables due to age, and 
occupation.

Research Gap
There was not much literature found which studied all the four methods of digital Banking which includes Mobile Banking, 
Mobile Wallets, card payments and Net Banking. This is done through an extensive study on TAM model and to find the 
moderator effect of  age, gender and qualification along with elucidating the influence among the factors attitude leading to 
behavioral intention.

Methodology
Descriptive study with  Convenience Sampling, and questionnaire survey was used to examine the factors of attitude leading 
to behavioral intention on the users of Digital Banking in Chennai. There are totally 25 items.  

Sampling Framework
The targeted population are users of Digital Banking are categorized as Professional, Employee, Retired employee, Student 
and Home maker .  Existing literature reviews state that the most common users of e-payment system are the youngsters as 
they are very quick adopters of technology. And there was lack of literature supporting the use of Digital Banking among 
the age groups from 50 and above, to reconnoitre the factors of attitude among the users of four popular channels of Digital 
Banking namely Internet banking, Mobile Banking, Mobile Wallets and card payments from the age groups starting from 20 
to 60 years and above.

Table : 1 Frequency Profile 

Variable Description Frequency Percentage

Gender
Male 342 54.8
Female 282 44.2

Age(Years)

20-29 220 35.3
30-39 184 29.5
40-49 82 13.1
50-59 79 12.7
60 and above 59 9.5

Qualification

Higher Secondary School 19 3
Under Graduate Degree 133 21.3
Post-Graduation 201 32.2
Professional 271 43.4

Occupation

Professionals 148 23.7
Employees 139 22.3
Business 129 20.7
Retired Employees 61 9.8
Students 96 15.4
Homemakers 51 8.2

Type of Bank
Public Sector Bank 221 35.4
Private Sector Bank 318 51
Foreign Bank 85 13.6
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Internet Usage
Low 38 6.1
Medium 338 54.2
Heavy 248 39.7

e-payment Channels

Internet Banking 212 33.97
Card payment 150 24.05
Mobile Wallet 141 22.59
Mobile Banking 121 19.39

DATA ANALYSIS 

H1: Perceived Usefulness affirmatively impacts on Attitude moderated by age, gender and            qualification
H2: Perceived ease of Use affirmatively impacts on  Attitude moderated by age, gender and qualification
H3: Perceived security affirmatively impacts on Attitude moderated by age, gender and qualification
H4: Attitude have affirmative impact  on Behavioral Intention.

Table 2 : Factors of Attitude leading to Behavioral Intention on users of  Digital Banking 

Variables Unstandardized
coefficient

S.E Standardize 
Coefficient

T value P Value

Attitude ß- Perceivedusefulness .192 .038 .194 5.112 ***
Attitude ß- Perceivedeaseofuse .305 .039 .315 7.898 ***
Attitude ß- Perceivedsecurity .404 .044 .353 9.142 ***
BehavioralIntention ß- Attitude .733 .032 .680 23.175 ***

Figure 1: Attitude leading to Behavioral Intention of users in digital banking 

Table 3 :   Model Fit  for SEM

Indices Value Suggested Value
Chi-square value            6.132 -
DF 2 -
Chi-square value/DF 3.066 <5.00 (Hair et al., 1998)
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GFI 0.996 >0.90(Hu and Bentler, 1999)
RMSR 0.004 <0.08 (Hair et al.,2006)
RMSEA 0.058 <0.08 (Hair et al.,2006)

Table 3 shows that the model proves to be a perfectly fit model.

Figure 2: Age as a Moderator between Factors of Attitude and Attitude 

Table 4 : Age as a Moderator between Factors of Attitude and  Attitude 

Variables Estimate S.E CR P Value Result
Attitude <--- perceivedusefulness .253 .025 8.148 *** Significant
Attitude <--- perceivedeaseofuse .351 .026 11.206 *** Significant
Attitude <--- perceivedsecurity .440 .026 14.108 *** Significant
Attitude <--- Age .057 .026 1.670 .095 Not Significant
Attitude <--- Perceived Usefulness *age .133 .025 4.283 *** Significant
Attitude <--- Perceived ease of use * age -.087 .026 -2.782 .005 Significant
Attitude <--- Perceived Security * age .021 .026 .628 .530 Not Significant

Table 5 : Testing the Moderator Gender, between Factors of Attitude and  Attitude 

Variables Estimate S.E CR
P
Value

Attitude <--- Perceivedusefulness 0.188 0.025 6.277 ***
Attitude <--- Perceivedeaseofuse 0.402 0.026 13.376 ***
Attitude <--- Perceivedsecurity 0.434 0.026 14.219 ***
Attitude <--- Gender 0.082 0.026 2.664 0.008
Attitude <--- Perceived Usefulness *Gender -0.185 0.025 -6.17 ***
Attitude <--- Perceived ease of use * Gender -0.001 0.026 -0.034 0.973
Attitude <--- Perceived Security * Gender 0.199 0.026 6.689 ***



262
Copyright ©2020 Authors

Proceedings

Figure 3: The effect of the Moderator Gender between  Factors of Attitude and  Attitude

Figure 4: Moderating effect of Qualification between Determinants of Attitude and Attitude
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Table 6 : Testing the Moderating effect of Qualification between determinants of Attitude and Attitude

Attitude
Estimate S.E CR P

Value
Attitude <--- Perceivedusefulness .250 .026 8.028 ***
Attitude <--- Perceivedeaseofuse .374 .026 11.830 ***
Attitude <--- Perceivedsecurity .441 .025 14.255 ***
Attitude <--- Qualification -.009 .027 -.255 .799
Attitude <--- Perceived Usefulness * Qualification .154 .025 4.945 ***
Attitude <--- Perceived ease of use * Qualification -.021 .022 -.665 .506
Attitude <--- Perceived Security * Qualification -.078 .023 -2.461 .014

FINDINGS AND DISCUSSION

The Sem model which includes the factors influencing Attitude which inturn leads to  Behavioral Intention on usage of  
digital banking in Chennai proved to be a perfect fit model corroborates the studies of Bhuvaneshkumar Sharma & Eti 
Jhanwar (2014) Mouakket, Samar (2009),  considered TAM as globally applied model for elucidating User’s attitude towards 
Online Banking.  Age has proved to be a partial moderator between Perceived use  and Attitude. The moderator (age) 
depicts a weak  causal effect of Perceived ease of use on Attitude. There is no moderation effect of age on association 
with  perceived security and Attitude. Gender came out as a full moderator on association with Perceived Security and 
Attitude, and Gender on association with Perceived Usefulness and Attitude  are supported. Our study corroborates with  
the previous studies of Hernan E. Riquelme Rosa E. Rios, (2010) that have depicted that gender exerted strong influence on 
Perceived usefulness.  There is no moderation effect of Gender on association with Perceived ease of use  and Attitude. 
There is  Partial moderation effect of  qualification on association with Perceived Usefulness and Attitude, qualification 
on relationship between Perceived Securtiy and Attitude  are supported. There is no moderation effect of qualification on 
relationship between Perceived ease of use  and Attitude which is inline with Deepak Chawla and Himanshu Joshi(2018) .

CONCLUSION

Users view that the technology is more beneficial to them. Perceived Security shows the highest Influence on Attitude of 
the users, it is identified that perceived usefulness has a low beta value,  efforts to improve security requirement of Digital 
Banking should be considered. Security awareness should be provided to all customers of banks. The current scenario which 
is a connected world and is exposed to cybersecurity threat, secured transactions are crucial inorder for a  society to keep 
functioning with Digital Banking. 
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INTRODUCTION:

Entrepreneur act as an economic representative of creativity and innovation and promote economic growth to the nation. 
He / She takes financial risks to create and grow new projects.   Researchers have always been interested in defining the 
entrepreneur. However, there is no single, absolute definition of what an entrepreneur is and does, just like there is no “one 
best way” (Taylor, 1947). A definition of entrepreneurs should include at least these six elements: An entrepreneur is an actor 
who innovates by recognizing opportunities; he or she makes moderately risky decisions that leads into actions requiring the 
efficient use of resources and contributing an added value. Filion, L.J. (2011). 

Gen Z - people born from 1995 to 2010. The first generation of true digital natives. T Francis et al., (2018). Many studies 
potentially increasing in analyzing the attitude, preference, interest of Gen Z to identify the market opportunities for brands 
to promote their business. Researcher identifies Gen Z are independent, entrepreneurial, tech savvy, motivators, realistic, 
communaholic etc., It is indeed important to understand their entrepreneurial intention and potential.  

Being an entrepreneur is a challenging task. To create, grow and sustain in the business world is more arduous. There 
are some populace who are actually winning the race. Their intention on entrepreneurship are highly stable and concrete 
focus towards success. Hence it is a matter of importance to understand the intention of entrepreneurship among Gen-Z. 
Entrepreneurial intentions study gains more vibrant in the recent time because of digital evolution and own manufacturing 
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promotions takes place in the nationwide. The most used predictor for identifying the entrepreneurial intention from 1980’s is 
Ajzen’s Theory of Planned behavior (TPB). In this research the TPB is used to predict the intention of Generation Z towards 
entrepreneurial career. Generation Z are the new comers to the business world in the coming years. Hence it is high time to 
study the Gen-Z intention on Entrepreneurial career using Ajzen’s model.

OBJECTIVES:

The study is aimed to narrate the following specific objectives narrowed down towards the theory of Planned Behavior – A 
Predictor of Entrepreneurial Intention among Gen-Z.

 ● To analyze the entrepreneurial attitude among Gen- Z.

 ● To evaluate the subjective norms influencing the entrepreneurial intention. 

 ● To explicate perceived behavioral control of Gen-Z under entrepreneurial parlance.

 ● To examine the level of influence of technical knowledge on entrepreneurial decision. 

REVIEW OF LITERATURE:

Researchers acknowledge that entrepreneurs are made and not born (Boulton and Turner, 2005; Mellor et al., 2009). Hence 
it is high time to look at the factors that make someone into entrepreneurship. It is accepted that entrepreneurial activities 
are intention based (Krueger et al., 2000). According to Kobia and Sikalieh (2010), entrepreneurship is a new field, hence 
more research required in this area. Research in the field provide more insight about entrepreneurship & support economic 
activities. 

The international comparisons indicate a good robustness of the Theory of Planned Behavior (TPB) model. Perceived 
behavioural control emerges as the most important determinant of entrepreneurial intent says E. Autio et al., (2001). TPB 
Model can be used as a tool to identify the entrepreneur and target them for entrepreneurial development (Kim-Soon Ng et 
al., 2016)   Immense study on Entrepreneurial intention had already done in Western countries Carr and Sequeira (2007), 
Kautonen et al. (2009, 2010), Schwarz et al. (2009) etc., However, it still remains as an under-studied area in India. Applying 
the Western studies in Indian context would definitely raise a question of their appropriateness and applicability. As findings 
on determinants that predict entrepreneurial intention varies across countries and cultures (Boulton and Turner, 2005; Moriano 
et al., 2011); some studies are indeed needed at the local setting to increase the relevancy and accuracy of the results. TPB is 
indeed a good and useful model to explain entrepreneurial intention. 

Wei-Loon Koe et al. (2012) suggest the factors affecting entrepreneurial intention using TPB. Specifically, knowledge, 
experience and ties are the independent variables; meanwhile, attitude, social norm, perceived behavioral control and 
personality traits act as the mediating variables. Zhang, P et al., (2015) found that social norm, controlled behavior are positively 
associated with entrepreneurial intention. However, attitude fails to generate a significant impact on entrepreneurial intention, 
which is also negatively associated with psychological well-being. Different researchers had given different statement based 
on their country setting. Pihie, Z.A.L. (2009) indicate that those who perceived entrepreneurship need to be learnt at university 
have significantly higher mean score on attitudes towards entrepreneurial career as well as perceived behavioral control. 
Mumtaz Begam Abdul Kadir et al. (2012) mentioned educational support is an efficient way of obtaining knowledge about 
entrepreneurship. Tiwari. P et al., (2017) in their research indicate a positive relationship between entrepreneurship education 
and entrepreneurial intention. Deepali, Jain S.K et al., (2017) mention entrepreneurship education helps in increasing 
entrepreneurial status in society.

PROBLEM STATEMENT:

According to GEM India Survey 2016–17, the entrepreneurial potential was measured by, highlighting the self-perception 
about entrepreneurship. It included perceived opportunity to start a business, perceived capabilities to start a business, fear 
of failure and entrepreneurial intention. A comparison of India with its peers in BRICS economies suggests that perceived 
opportunity is the highest (44.3%) and perceived capability in India is the second highest (44%) among all. Looking at the rate 



267
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

of entrepreneurial intention in India (14.9%), it falls behind China (21.3%) and Brazil (27.7%). Comparison within India with 
respect to entrepreneurial intention, south (16.1%) and it falls behind West (40.9%) and East (25.3%). Population scatter in 
India is high in north and south. Even though the intention to be an entrepreneur is lesser than East and West of India. Hence 
it is a matter of importance to understand the entrepreneurial intention in south and north. This study helps to gain knowledge 
about entrepreneurial intention among Gen Z cohort of south and north.

RESEARCH GAP: 

Entrepreneurial intention plays a major role in determining entrepreneurial career. Earlier research studies pertaining to 
identify entrepreneurial intention main focus only on the baby boomers, Millennial. In the contemporary environment focus 
should shift form those generation to the Gen Z, they are the frontier for the future. The present and future business world in 
the hands of Gen Z. Hence it is given importance to identify the entrepreneurial intention of Gen Z.    This research framework 
support the research gap as mentioned above 

CONCEPTUAL FRAMEWORK:

 Attitude 

 Subjective 
Norm 

Perceived 
Behavioral 

control 

Technical 
Knowledge 

Entrepreneurial 
Intention 

METHODOLOGY:

Based on the extensive literature review the questionnaire was designed and developed based on several previous studies on 
predicting entrepreneurial intention using TPB model by Wei-Loon Koe et al. (2012), Zhang, P et al., (2015), Osakede et al., 
(2017), Shah et al., (2020). The three independent variable for the study is taken from the TPB model – Attitude, Subjective 
norms and Perceived behavior control. Entrepreneurial intention is a dependent variable whereas technical knowledge acts as 
a mediating variable. 

Data were collected via questionnaire through online mode using (Google forms) considering the Covid-19 pandemic 
period throughout the world. Data collections limited with 207 respondents from Chennai based private university students 
who are all Gen – Z cohort.  Weighted average and Factor analysis were measured to prioritize and categorize the factors 
included under the components of TPB model.

ANALYSIS AND INTREPRETATION:

Weighted average is a computation method that takes into consideration of the varying degrees of importance of the numbers 
in a data set. In computing a weighted average, each number in the data set is multiplied by a predetermined weight before 
the final calculation is made. A weighted average can be more accurate than a simple average in which all numbers in a data 
set are assigned an identical weight. A weighted average is most often computed to equalize the frequency of the values in a 
data set. 



268
Copyright ©2020 Authors

Proceedings

 TABLE 1: WEIGHTED AVERAGE CALCULATION FOR ATTITUDE FACTORS:

S.No ATTITUDE BASED VARIABLE 5 4 3 2 1 WAV RANK
1 I always prefer to take new challenges 126 68 12 0 0 62.53 1
2 I would like to lead a high standard of living 120 60 26 0 0 61.2 2
3 I always explore new opportunities 122 62 16 4 2 61.06 3
4 I want to be my own boss 116 62 24 4 0 60.53 4
5 I am ready to learn all the technical knowledge 

to be an entrepreneur
108 72 18 6 2 59.73 5

6 I want to provide jobs and uplift the community 98 86 18 4 0 59.73 6
7 I utilize my knowledge and skills to become an 

entrepreneur
90 82 28 4 2 58.13 7

8 I prefer to be an employer rather than an 
employee

86 80 36 2 2 57.6 8

9 I admired the successful entrepreneurs which 
motives me to start a firm

72 96 28 6 4 56.26 9

10 If I am working on a project, I believe have 
niche in the market

60 104 40 2 0 56 10

11 Entrepreneurship entails utmost satisfies me 68 92 38 6 2 55.73 11
12 I will choose a career as an entrepreneur 68 90 40 2 6 55.33 12
13 I have better skills compared to others 66 80 52 6 2 54.66 13
14 I will start my own business after my education 72 60 46 20 8 52.4 14
15 I am strongly influenced by my family business 38 46 58 36 28 43.2 15

(Source: Google form)

Table – 1 shows the result of weighted average calculation for the attitude variable which is one the predictor of 
entrepreneurial intention among Gen-Z.  The Ranks given on each factors are evaluated based on the responses given by 
the Gen-Z respondents. The most influential attitude to predict entrepreneurial intention is to take new challenges, it is at 1st 
position followed by leading a high standard of living in the 2nd position, exploring new opportunities takes 3rd position, 
and becoming their own boss and they are always ready to learn related knowledge to be an entrepreneur holds 4th and 5th 
position respectively. Providing more jobs and uplifting community related attitudes, preference to be an employer rather 
than employee, admiring by successful entrepreneurs are ranks moderate in the list means they see their self as the prior one 
comparatively to others. Whereas the satisfaction of being an entrepreneur, choosing career as entrepreneur, starting own 
business after education and family support towards entrepreneurship hold least ranks in the list. 

TABLE 2: WEIGHTED AVERAGE CALCULATION FOR SUBJECTIVE NORMS FACTORS

S.No SUBJECTIVE NORMS BASED: 5 4 3 2 1 WAV RANK
1 I am aware of the recent trends favors entrepreneurship 

in my country
48 90 52 6 10 51.86 1

2 I am helped by my community (personal & social) in 
shaping my idea into venture

52 72 56 20 6 50.8 2

3 I have checked the legal feasibility to start my business 56 66 56 20 8 50.66 3
4 I raised my intention towards to entrepreneurship 

through policy supports by government
46 88 44 14 14 50.4 4

5 I have checked the technical feasibility to start my 
business

48 74 56 22 6 50.26 5

6 I have checked the economic feasibility to start my 
business

42 76 60 20 8 49.46 6
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7 I am supported by my family in setting up my business 44 82 46 20 14 49.33 7

8 I am supported by my friends in setting up my business 40 78 52 26 10 48.66 8
9 I will start my own business in a short break 30 66 60 44 6 45.86 9

 (Source: Google form)

Table 2 calculates the factors listed on subjective norm variable using the weighted average method. Subjective norms 
are the belief that someone will accept and support the individual on particular effort. Respondents believes that recent trends 
at 1st position, their community both personal and social helps in shaping their ideas as 2nd position, and the feasibilities are 
in the followed position. Respondents believe that their family and friends support and setting up a firm in a short break is at 
the least positions.   

TABLE 3: WEIGHTED AVERAGE CALCULATION FOR PERCEIVED BEHAVIORAL CONTROL FACTORS:

S.No PERCEIVED BEHAVIORAL CONTROL:
5 4 3 2 1

W E I G H T E D 
AVERAGE

RANK

1 I am actively searching for new knowledge 102 78 24 0 2 59.73 1
2 I am ready to learn all essentials related to initiate 

a firm
92 72 38 0 4 57.73 2

3 I wish to increase my status and image in my 
community

92 82 20 6 6 57.73 2

4 I follow strong work ethics to create better business 78 92 32 2 2 57.33 4
5 I am confident, I’ll succeed if i start a business 82 72 48 2 2 56.53 5
6 I am cautious about my business in taking each step 62 94 36 10 4 54.53 6
7 I have the skills and knowledge to be a successful 

entrepreneur
60 84 52 8 2 54 7

8 I wish to start my own business for my personal 
freedom

76 72 26 24 8 53.46 8

9 I have high probability of succeeding, if i start a 
business

40 76 68 14 8 49.6 9

10 I find it is ease of doing for me to start a business 36 74 62 26 8 48.13 10
11 I am in the initial phase to set up my business 28 48 72 44 14 43.33 11
12 I have set all ready to get started 22 46 78 48 12 42.4 12

(Source: Google form)

Table – 3 ranks the factors listed under perceived behavioral control variable using the weighted average method. 
Perceived behavioral control is dealing with the perception of the individual ability to perform the given behavior, with that 
understanding respondents gave 1st position to search of new knowledge and they are ready to learn all essential related 
to initiate a firm and increasing their status and image in the community in 2nd position. Respondents of Gen-Z preferred 
to perceive strong work ethics give raise their stand. Whereas their confident, cautiousness, ability and personal freedom 
hold moderate positions in the list. The result shows that individual’s ranks the ease of doing business and ready to start the 
business in the least positions compared to all the other factors

FACTOR ANALYSIS:

Factor analysis is the multivariate statistical technique used to reduce the dimension of the study by clubbing the factors 
explaining in the similar way with the help of means of variance explained by it. Principle Component Analysis with Varimax 
Rotation, tested for significant of KMO (Measure of Sampling Adequacy) with outliers of loading of less than 0.5 were 
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removed to achieve clearer separation of factors, and only Eigenvalues of more than one is accepted, those were run using 
SPSS for the analysis of Attitude, Subjective norms, Perceived behavior control and Technical knowledge factors to predict 
the most predominant factors that hints entrepreneurial intention among Gen-Z

Table 4 shows that the attitude factors reduced to four components using factor loading method and the extraction method 
with the KMO (Measures of sampling adequacy) is .835 which indicates the sampling is adequate for analysis. Based on the 
variance explained by all the factors it was further grouped in to four factors as explained below.

TABLE: 4 FACTOR LOADING FOR ATTITUDE FACTOR:

ATTITUDE FACTOR COMPONENTS
S.No Factors 1 2 3 4
1 I want to be my own boss .484
2 I will choose a career as an entrepreneur .816
3 I prefer to be an employer rather than an employee .690
4 I admired the successful entrepreneurs which motives me to start a firm .568
5 I am ready to learn all the technical knowledge to be an entrepreneur .790
6 Entrepreneurship entails utmost satisfies me .647
7 I utilize my knowledge and skills to become an entrepreneur .731
8 I always explore new opportunities .632
9 I want to provide jobs and uplift the community .776
10 I always prefer to take new challenges .803
11 I have better skills compared to others .855
12 If i am working on a project, i believe have niche in the market .642
13 I will start my own business after my education .622
14 I am strongly influenced by my family business .804
15 I would like to lead a high standard of living .560
Kaiser-Meyer-Olkin Measure of Sampling Adequacy                                   .835
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. 
Bartlett’s Test of Sphericity Sig. at .000

The components listed under attitude factors are reduced to four major components, the first factor is named as “self-
efficacy” consists of seven variables and explaining the 23.6% variance to the attitude factor, the second factor includes to 
the maximum of three variables and named as “Risk-Tolerance” explaining 15.3% variance; the third factor consists of two 
variables and further it is named as “Pessimistic” explaining 13.6% variance and finally the fourth factor explaining 10.7% 
variance are grouped as “Self-actualization” and it includes as many as three variables included in the attitude factors. All the 
four factors cumulatively explaining the 63.4% variance to determine the attitude factors. 

Table 5 indicates the Subjective norms factors loaded with nine variables initially based on the results of principal 
components analysis after performing the Varimax rotation with 10 iterations it was reduced in to two components and all the 
nine factors are summated and grouped exactly under the derived final two components. It was further authorized by KMO 
(Measures of sampling adequacy) is .854 to proceed the factor analysis. 

TABLE: 5 FACTOR LOADING FOR SUBJECTIVE NORMS FACTOR:

SUBJECTIVE NORMS COMPONENTS
S.No Factors 1 2
1 I will start my own business in a short break .684
2 I am supported by my family in setting up my business .719
3 I am supported by my friends in setting up my business .748
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4 I raised my intention towards to entrepreneurship through policy supports by 
government

.702

5 I am aware of the recent trends favors entrepreneurship in my country .608
6 I am helped by my community (personal & social) in shaping my idea into venture .591
7 I have checked the technical feasibility to start my business .868
8 I have checked the economic feasibility to start my business .879
9 I have checked the legal feasibility to start my business .890
Kaiser-Meyer-Olkin Measure of Sampling Adequacy                                           .854
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. 
Bartlett’s Test of Sphericity Sig. at .000

The components listed under subjective norms factors are reduced to two components and the reduced first factor is 
named as “sustainable development focus” explaining 30.4% variance with six different variables, and the second factor is 
named as “feasibility constraints focus” with three variables explaining 30.7% variance towards the subjective norms factor. 
The cumulative percentage of total variance explained is 64.2% towards subjective norms.  

TABLE: 6 FACTOR LOADING FOR PERCEIVED BEHAVIOR CONTROL FACTOR:

PERCEIVED BEHAVIOR CONTROL COMPONENTS
S.No Factors 1 2 3
1 I find it is ease of doing for me to start a business .711
2 I have set all ready to get started .794
3 I am in the initial phase to set up my business .781
4 I have high probability of succeeding, if i start a business .590
5 I wish to increase my status and image in my community .518
6 I wish to start my own business for my personal freedom .593
7 I have the skills and knowledge to be a successful entrepreneur .741
8 I am confident, I’ll succeed if i start a business .748
9 I am actively searching for new knowledge .591
10 I am cautious about my business in taking each step .778
11 I follow strong work ethics to create better business .846
12 I am ready to learn all essentials related to initiate a firm .704
Kaiser-Meyer-Olkin Measure of Sampling Adequacy                                            .829
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 
Normalization. Bartlett’s Test of Sphericity Sig. at .000

Table 6 shows that the Perceived behavior control factors is loaded with to the maximum of twelve variables and by using 
the factor analysis under principal component analysis it was further reduced to three components using factor loading method 
and assured with the KMO (Measures of sampling adequacy is .829 which indicates the sampling is adequate for performing 
factor analysis. The components listed under perceived behavior control factors are reduced to three components and the first 
component is named as “Incubation phase” consists of four variables and explaining the 22.2% variance,  the second factor 
is named as “Initialization phase” with five different variables and explaining 21.7% variance, the third factor is named as 
“Execution phase” with three variables explaining 20.8 % variance and altogether all these three components cumulative 
percentage of total variance explained is 64.8% towards perceived behavior control.  
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TABLE: 7 FACTOR LOADING FOR TECHNICAL KNOWLEDGE FACTOR:

TECHNICAL KNOWLEDGE Components
S.No Factors 1 2
1 I am morally supported by my syllabus for business ideas .615
2 I am supported by my co-curricular knowledge to start a firm .616
3 I am aware that my institution provide all support to start a firm .604
4 I am offered with special mentors to guide me in setting up a firm by my institution .854
5 I am given entrepreneurial career guidance by my institution .745
6 I have been receiving proper ideas through my syllabus to start a firm .745
7 I am helped in shaping my ideas through curriculum which includes real time 

projects
.569

8 I am provided with more internship as my institution is tied up with industries .822
9 I am supported to take up cap-stone projects by my institution .840
10 I am aware of TBI activities of my institution .668
11 I find it easy to blend my academics with entrepreneurship .808
12 I am motivated by my education to start a business .864
Kaiser-Meyer-Olkin Measure of Sampling Adequacy                                               .927
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. 
Bartlett’s Test of Sphericity Sig. at .000

Table 7 indicates the Technical knowledge factors loaded with twelve variables initially and evolved into two components 
after performing the factor analysis using the principal components analysis using the Varimax rotation method finally it is 
reduced to two components evidenced with sampling adequacy test by KMO (Measures of sampling adequacy) is .927. The 
components listed under technical knowledge factors are reduced to two components and the first component is  named as 
“construction parameters” inclusive of ten variables to effect the variance of 43.2% and the second components is named 
as “Conversion parameters” inclusive of two variables which are used to apply the theoretical knowledge in to practical 
implications and explaining the 24.0% variance and the cumulative percentage of total variance explained by these two 
components is 67.2% towards technical knowledge factor.  

CONCLUSION:

The main aim of the study is to find the most predominant factors which predict entrepreneurial intention among Gen-Z. The 
variable taken into consideration for this study is taken form the TPB model. Using weighted average method the variables 
Attitude, Subjective norms, Perceived behavior control are analyzed using different factors to predict the most influential 
factors supports the variables and are ranked according to the response given by the respondents. The result shows that Gen- 
Z cohorts have strong determined attitude, self-motivated, passionate, strong belief of oneself and works for their personal 
satisfaction and they are always prepared to explore new opportunities and more towards taking new challenges, they are 
ready to learn and explore all feasibilities to set up their firm, and wish to be self-made, follow strong work ethics, and to 
lead a better life. They are enlightened by their subjects, co-curricular and their self-learning interest helps towards initiating 
a firm, but still found lacking in terms of moral support from both personal and their educational institution like mentoring, 
career planning support. 
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INTRODUCTION

Internal Governance Controls are very essential for smooth functioning of a business houses also prohibiting financial crimes 
and frauds. Some of the causes for these frauds are stated to be lack of monitoring by the board, lack of transparency and 
negligence in drafting and verifying audit reports. The beginning of the 21st century was marked as an era of corporate 
scandals. Thus to cater to this problem came into light the concept of Forensic Accounting. Forensic Accounting or Financial 
Forensics is a specialised area to detect frauds and financial inconsistencies. Young and Leiner (2013), defines Forensic 
Accounting as “the application of investigative and analytical skills for the purpose of resolving financial issues in a manner 
that meets standards required by courts of law. Forensic accountants apply special skills in accounting, auditing, finance, 
quantitative methods, certain areas of the law, research and investigative skills to collect, analyse and evaluate evidential 
matter and to interpret and communicate findings”. Forensic engagements come under several categories economic damages, 
securities fraud, tax fraud, money laundering etc.

Tax frauds and developing countries have technically become synonymous over last two decades. According to a 
Accounting Today Report (2016) Governments worldwide loose about 3.1 trillion in annual revenue due to tax evasion 
and organisations also loose 5% to Frauds. This happens as companies deliberately hide their cash transactions from the 
government to save tax. In this case the reliability of the audit report is also questioned. But as per a study conducted by the 
ICAI in 2015 it is found that management and board of directors are involved in the fraud.However  there can be several other 
reasons for the occurrence of corporate frauds. Another major reason for increase in such frauds is 

The article further discusses the reasons of financial frauds in section (3), Problems of Forensic Accounting in India in 
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Internal Governance Controls are very essential for smooth functioning of a business houses also prohibiting financial crimes 
and frauds. Some of the causes for these frauds are stated to be lack of monitoring by the board, lack of transparency and 
negligence in drafting and verifying audit reports. The beginning of the 21st century was marked as an era of corporate 
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The main aim of this article is to find out the reasons why Financial Frauds occur in developing countries like India. It 
also looks at the scenario of frauds during the Covid-19 pandemic discuss the role financial forensics in this regard. It finally 
lays down certain recommendations that can be implemented to have a better prospect for Forensic Accounting in developing 
countries. 
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section (4). In section (5) it discusses about the status of frauds during pandemic and how financial frauds have occurred 
during Covid-19 pandemic. In section (6) we put forward some recommendations to minimise these frauds along with the 
concluding remarks.

OBJECTIVES

 ● To understand the reasons of financial frauds in India along with the problems of Forensic Accounting.

 ●  To look the scenario of frauds and how the risks of financial frauds have occurred  during the Covid-19 pandemic and 
discuss the role of forensic accountants in this regard.

REASONS OF FINANCIAL FRAUDS

As discussed earlier, developing countries have become a hub of financial frauds. It is very important to understand the 
reasons of such frauds. Well there is no exact evidence found as to why such frauds occur, but analysing the past financial 
scandals it can be stated that financial frauds occur due to the following reasons

1.  Lack of management information: Several companies management do not provide timely and appropriate 
information regarding their books of an accounts and often don’t monitor the financial transactions happening through 
the business accounts. Certain warning signals of fraud such as ongoing theft from bank account can be curbed if 
more attention is paid.

2.  Transparency: Complex financial transactions are often not disclosed in the books of accounts as they are difficult 
to understand. These transactions are often pushed to  ‘dump account’ to avoid proper accounting and auditing of the 
transactions.

3. �Inefficient�accounting�tools:�Reconciliation with accounting principles are and control tools such as Reconciliation 
from time to time are often overlooked. Thus the deviations and potholes are not well analysed

4.  Complex Organisational Structure: Often the organisational structure is intentionally made so complex that it is 
very difficult to streamline the revenue process. It can be viewed as a strategy to distract  revenue streams and hide 
the true picture from third parties and other stake holders. A classic example of this case is the Enron scandal in 2001

5.  Complacency: Managers sometimes do not want to adapt to certain changed/updated techniques in viewing the 
activities of the organisation which often result in theft and also mishandling of information by the employees

6.  Lack of direction from senior management: Leadership being a top down approach should come from the 
management. When the management gets involved in fraud itself e.g. adjusting their expense claims upward, the 
lower level management also start following it.

7.  Non Independent Internal Audit Department: where an organisation’s internal audit department is not independent, 
e.g. where it does not report to a truly independent audit committee but to the Finance Director, the more likely that 
when there are signals that a fraud is occurring the more likely they will be ignored. It is indeed interesting to note 
that Cynthia Cooper (Head of Internal Audit at WorldCom) had to bypass her boss (the CFO) and go directly to the 
audit committee to report the discovery of the capital expenditure fraud.

To solve the above mentioned problems , forensic accounting is one of the key specialisation areas. But Forensic Accounting 
faces a lot of problems in developing countries like India. Therefore we discuss the problems of forensic accounting in the 
next section.

PROBLEMS OF FORENSIC ACCOUNTING IN INDIA

Forensic Accounting being an helpful and specialised field in detecting financial frauds suffer from serious problems. 
Though it is an extremely popular field in developed countries, developing countries have not recognised it’s importance yet. 
Following are the problems with respect to the Indian context that can be a reason why Forensic Accounting is not recognised 
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in developing countries 
 ●  Lack of Awareness: the concept of forensic accounting is not well known in India in terms of tax payers, policy 

makers and government officials. A high level of knowledge about the process and benefits of forensic accounting 
can help to reduce the corporate frauds resulting in increase in government revenues as tax payers will be more 
cautious in financial reporting and auditing.

 ●  Legalities: The legal framework for Forensic Accounting is not very well drafted in India. The application of Forensic 
Accounting in accounting of tax revenue is not defined under any tax laws. Though the Companies Act 2013 have 
opened it’s doors to forensic accounting in it’s amended version. We can find it’s relevance in section 245,and 145. A 
statutory body was also formed in 2003 named Serious Fraud Investigation Office(SFIO) to detect corporate frauds 
but still India recorded 9 biggest scandals over a period of 2008-2019.

 ●  Shortage of Professionals: The numbers of accountants specialised in Forensic Accounting are significantly low in 
India. India is a country with 6.8 crore tax payers in 2017-18 and only 2.8lakh serve as finance professionals out of 
which less than 10% are certified forensic accountants. Though several training sessions on forensic accounting was 
conducted by ICAI over the period but it was not very fruitful as the applicability is not well defined. 

 ●  Time Consuming: Gathering and analysing the intrigue details and proving them to be admissible in the court of law 
is very time consuming and not worthy of the wait.

 ●  Globalisation: Globalisation of the economy where fraudster or tax evaders can hid anywhere in the world, this 
might led to problem of inter jurisdiction, recovery and punishment that will serve as deterrence.

FRAUDS DURING PANDEMIC

With the advent of the Covid-19 pandemic the chances of fraud have increased in all sectors. The reason being the Fraud 
process begins when the executioner asks for credit from lenders using ‘synthetic identity’. Synthetic Identity was always a 
problem for lenders but the Covid- 19 pandemic has increased it considerably. According to Federal Trade Commission the 
1st half of 2020 it self accounted for more than 70,000 frauds globally with a total loss of $177.32M. According to the CFE 
reports  In May, 25 percent of the CFEs polled reported seeing a significant increase in fraud, compared to 34 percent who 
are noticing a significant increase now. More anti-fraud professionals are seeing fraud increase in nearly every category. 
The largest growth was in insurance fraud (12 percent increase), loan and bank fraud (11 percent), financial statement fraud 
(11 percent), identity theft (10 percent) and employee embezzlement (9 percent). The AFCE reported that there has been a 
significant increase in financial statement frauds. It is 72% in three quarters and expected to rise. Here the roles of Forensic 
Accountants come into play and are extremely crucial. Accountants can help companies to manage the financial crisis ethically 
where managers are willing to cut corners during the Covid -19 pandemic. Companies that are fighting to survive during the 
economic downturn may also be pushing the line on what they can do to stay in business. In this scenario going for proper risk 
assessment techniques in not what companies generally opt for.  However certain techniques which are used by companies 
during the Covid pandemic are stated below.

Ways in which companies tend to opt for fraud during Covid-19 pandemic are discussed as follows:
 ●  Overstatement of Revenue: To make up for decreased consumer spending, companies may endeavour to deliberately 

fabricate revenue to boost bottom lines and show how management was able to persevere in a challenging customer/ 
business environment.

 ●  Understatement of allowances and reserves: Companies have numerous valuation accounts, allowances, and 
reserves including—but not limited to— those for inventory, accounts receivable, insurance claims incurred but 
not recorded, income taxes, and contingent liabilities. Management may be motivated to intentionally manage these 
reserves to avoid additional charges to the bottom line.
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 ●  Manipulation of valuation and impairments: Organizations use forecasts as a key element in the valuation of 
assets such as inventory, goodwill, financial instruments, investments (such as portfolio companies and debt/equity 
securities issued by entities), and certain long-term contracts. Disruptions to supply chains and the volatility in 
financialmarkets may result in organizational challenges to record such assets at their net realizable or fair values. 
Given the inherent uncertainty in valuing such assets in turbulent times, some companies may take advantage and 
consider intentionally delaying the recording of such losses or may attempt to overvalue certain assets in order to 
generate insurance recoveries.

 ●  Restructurings and heavy charges: Given the strong probability of outbreak-related financial losses, affected 
companies may seek to write-off underperforming assets and/or record charges as part of larger organizational 
restructurings, sale, or closure of parts of their business that are either marginally associated with the impact from 
COVID-19 or not associated at all.

 ●  Capitalisation of expenses: It may be tempting for companies to capitalize expenses and deduct them over several 
accounting periods rather than expense them immediately. Outbreak-related costs may be substantial, and executives 
may be inclined to spread the costs out over a few years, rather than expensing them when incurred. 

 ●  Disclosure fraud: Companies mayCompanies may be motivated to avoid fully disclosing the impact of COVID-19 
on its overall business results, particularly with respect to risks, uncertainties, contingencies, and representations 
contained in their public statements, and regulatory filings. For example, particular concerns may arise regarding 
companies’ or their counterparties’ ability to satisfy contractual obligations. The disclosure should also include an 
assessment of whether reliance on force majeure provisions or common law principles of non performance may 
apply. The adequacy and sufficiency of such disclosures may lead to claims of securities fraud by regulators and 
investors.

 ●  Internal Controls over Financial Reporting (ICFR):The current economic environment may result in increased 
fraud risks related to internal controls. As many organizations move to a virtual work environment, there is a 
significant risk that fraudsters may find new ways to override existing internal controls, especially those critical to 
ICFR. Such controls may include, but are not limited to: segregation of duties, delegation of authority, and information 
systems access. With a potential decrease in workforce, the rapidly changing nature of working environments, and 
the possibility of changes in individual responsibilities, modifications to existing controls may not happen with the 
same speed, or new controls may be implemented without sufficient testing of their design and/or effectiveness. 
Accordingly, the nature, timing, and extent of diligence performed in a changing control environment create increased 
opportunity for fraud.

Thus with this regard the role of financial forensics is very important. This will help in detecting the frauds and analyse 
the way to be it is to be mended. Thus the role of Forensic Accounting & Accountants is discussed in the next section

ROLE OF FORENSIC ACCOUNTING & ACCOUNTANTS

From the above analysis we can understand that the role Forensic Accounting and Accountants are significantly important 
in this pandemic. Due to this pandemic some firms are becoming insolvent and some due to the fear of insolvency are not 
properly following their risk assessment techniques ending up with overstatement of revenues and charging high prices from 
consumers. Here the role of financial forensics is significantly important. Financial forensics can help a company identify the 
flaws in accounting which may in turn help in asset recoveries and benefit the creditors. The ability of forensic accountants 
to sift significant volumes of data to identify potential causes for a company’s financial difficulties, including in some 
circumstances the misapplication of funds, can help to secure the best possible outcome for creditors by enabling recovery 
action against those responsible.For a forensic accountant there are often ‘red flags’ observed, which could indicate irregular 
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business practices in the past. For example, some obvious signs include a rapid decline in the value of assets which could 
indicate rapid disposals or overvaluation, high volumes of transactions with associated companies, or changes in balances 
owed on director loan accounts. Occasionally, the discovery of irregular or inaccurate accounting practices may also be a 
sign of underlying fraud. When there is evidence of unusual financial behaviours, it is then the job of forensic accounting 
specialists to investigate whether or not there is a clearexplanation for this and it may show people obtaining financial benefit 
through dishonest or deceptive behaviour. They can then investigate how much has been obtained and follow through the 
money trail to see if the losses may be recoverable

Depending on the circumstances, the review of historical financial performance may lead to restorative action being 
possible for the Insolvency Practitioner under various recovery provisions of the Insolvency Act 1986. These cover antecedent 
behaviours and thorough analysis might show that directors could be civilly liable for their past actions, including, in some 
circumstances, for wrongful trading.This statutory provision can render directors of a company liable for losses suffered if 
trading continues past a point at which they should have concluded that there was no reasonable prospect of the company 
avoiding an insolvent liquidation, or insolvent administration. They then have an overriding duty to take steps to minimise 
potential losses to the company’s creditors and should they fail to stem losses personal liability can follow. 

CONCLUSION

Covid or No Covid the scenario of forensic accounting is not very stable in developing countries, but it is also understood 
that to cater to the reasons of financial frauds forensic accounting is the only solution. There are several problems of forensic 
accounting which need to be addressed. But the field of financial forensics look very promising in the near future specially 
with the pandemic. This is because the combination of tough economic conditions and the availability of government-backed 
wage grants and support packages means that the conditions are right for a rise in opportunistic fraud. At the same time, the 
lockdown restrictions and the large numbers of businesses claiming under such schemes are making it more difficult for 
organisations to address any financial shortfalls.In the business world, the lines separating best practice, acceptable practice 
and illegal business practice can sometimes become blurred. This can lead to identify wrong reasons of financial insolvency. 
Thus it is very important to identify right reasons and only forensics can help with that. This is because when instructed to 
investigate the financial position of a business leading up to the insolvency proceedings, forensic accountants will begin by 
gathering information related to the company before it fell into financial difficulty. This often leads to discovering of  deeper 
and many financial issue.With the government suspending several provision from March 1st to September 30 has increased 
the chances of misplacement of funds of different companies thus the aftermath of calculating company losses have become 
more difficult. 

With many businesses likely to be feeling the financial effects of coronavirus-related disruption in the months ahead, a 
further surge in insolvency cases is likely. Helping to get to the root cause of an organisation’s financial problems, forensic 
accounting skills can help to restore value for creditors and mitigate the financial crisis resulting from the pandemic.

Lastly we provide certain recommendations to solve the problem of forensic accounting not only in respect with the 
current pandemic scenario but as a whole.

RECOMMENDATIONS

Government should develop interest in forensic accountant for monitoring and investigation of tax fraud and other related 
fraudulent activities. Thereafter formalisation and specialisation of forensic accounting as a field of study in tertiary education 
and as a unit in organisation set-up. Also Accountant should specialises in forensic accounting practices. Furthermore Creation 
of law and regulations on the use of forensic accounting in combating financial and tax related fraudulent activities and crimes 
followed by Enforcement of Forensic Accounting Laws and appropriate punishing and stiffer sanctions for the defaulter of tax 
laws, to serve as deterrence. Presence of forensic accountants or forensic team in every organisation. 
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INTRODUCTION 

The COVID-19 emergency exposed a few surprising positives throughout in the most recent couple of months: it demonstrated, 
for a certain to something, that has numerous organizations genuinely organize their workers’ prosperity and are prepared. 
And ready to follow up on that esteem towards the well-being of the employee’s. It likewise demonstrated that organizations 
are set up to coordinate their wellbeing and security measures with benefits that assist representatives with adapting better 
to the circumstance to enhance the work life balance due to clinical protection to extra guardian leave to expanded liberality 
around adaptable working plans.

Work-life balance alludes to the time an individual apportions to work contrasted with the remainder of life, for example, 
family, companions, individual interests, etc. A significant number of us battle to accomplish this under the most favourable 
circumstances: an ongoing review uncovered that 60% of individuals work longer hours than they need and 24% state it’s 
difficult to unwind and not consider work. A helpless work-life equilibrium can prompt pressure, melancholy and even 
burnout with 22% saying their employment depletes them and 22% under inordinate work tension. 

Lockdown has misled everybody’s work-life balance kilter and you must get it back on a balanced to a greater extend with 
the support system provided by the society and family to the working women (Fazackerley 2020). From single individuals 
or those living with their folks to housemates, couples, and families, re-finding an equilibrium will be an extremely close to 
home insight. To have healthy work life balance amazon has taken a very good strand. Slants around “work-life balance” have 
consistently been partitioned. Some contend that the term itself suggests a parallel relationship ‘work” having a more negative 
or task like implication, though “life” is positive.

Up until just a few years ago, our approach to work-life balance left little wiggle room for unforeseen or unique life 
circumstances. As a working women and obsessive worker, the excursion toward a more agreeable life-filled work-life 
balance took quite a while. It required a stun to the framework and an opportunity to relearn. That stun originated from losing 
the important assistance that leader aides gave.

THE WALLOP EFFECT OF WORK LIFE BALANCE FOR 
WOMEN EMPLOYEES  DURING PANDEMIC

Keerthi B S
Assistant Professor, School of Commerce,  

Kumaraguru college of liberal arts and Science 
Coimbatore India

Work life balance during Covid19 has though us to build new qualities in us than fighting with the old talents. Surveys from 
around the world are surfacing an unhappy trend: even as people save time on their commute, they are putting it right back 
into their work. Depending on where employees are located in the world, their working days might be anything from one to 
four hours longer as they spend additional time in meetings and check-ins, attempt to prove their productivity, or simply lose 
track of time because the working day no longer has clear boundaries. So this paper focus on how women can maintain the 
work life balance with the option of work from home and concentrates on the qualities of change in habit to improve the life 
style. It also suggests the best way by analysing the mindset of Indian women to overcome the stress arise out of this situation. 
It also includes personal know how experiments of the authors for the benefit of the fellow sisters in this country. This paper 
made a deep dive into the personal life pattern of the Indian women and analysed with the appropriate tools and techniques. 
Finally, this research paper emphasis on the support system for the working women
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By the barriers of tedious assignments through designation (Foster and Birdsell Bauer 2018) regardless of whether to 
colleagues, collaborators, or even to new AI advances that can computerize them, similar to the organization to recapture the 
capacity and mental energy to organize the pieces of our carries on with that present to us the most delight.

REVIEW OF LITERATURE 

Sobia and Yasir (2014) The accomplishment of worker execution and representative commitment. The effects of the 
examination uncovered a negative relationship exists between work over-burden and employment consummation. A positive 
relationship was recognized between work performance and representative execution. And it was distinguished between work 
realization and worker commitment.

Shah (2014) in his investigation set that most employees are locked in with an excess of undertaking in light of the serious 
nature in making sure about work, dread of the obscure, and honors at the disadvantage of their prosperity.

Abualoush (2018) Worker Performance is an idea that is progressively famous among researchers of the executive’s 
sciences, as worker execution is crucial to both individual and the association. Employee Performance adds to the general 
improvement of the cycles of the association especially as far as proficiency and profitability.

OBJECTIVES:

 ● To find the job satisfaction during the new normal 

 ● To find out the balance between the professional and personal life in pandemic

 ● To analyse the level of productivity and efficiency of working in WFH option

 ● To know the ability to control the emotional and physical wellbeing.

METHODOLOGY

Primary data is collected from the working women through a structured questionnaire. Secondary data is collected from the 
journals, magazine and field survey taken by the organizations. A sample size of 100 was selected under convenient sampling 
method and simple percentage was used to analyse the primary data collected from the women employee. 

ANALYSIS 

The work life balance of women employee’s are analysed thoroughly in this research to know the mind set of the women and also 
to provide them the support system. By analysing the satisfaction level of the aspects 48% of employee were concerned about the 
job scope as a highest rating and least with the overtime payment of the women employee because most of them are not given 
such payment as a part of their emoluments. The level of satisfaction has significantly matched with the number of years which 
they worked with the company because they were aware about the outlet for their anxiety, stress and work pressure.
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Followed by the level of satisfaction impact on the work life balance is been analysed and majority of the respondent given 
their votes as yes it affects and 41% of them said its has no impact on the same 

The emotional well-being the  respondents choose various approaches to destress them in various methods as shown below 
the large volume of the respondents have selected that spending time in the social media gives them a greater relaxation and 
least number of respondent has chosen the shopping gives them the greater amount of relaxation.

SUGGESTIONS:

Working women should take their ME- time to boost themselves and avoid guilty conscious of taking the same. 
They must take a strand on their restricted time frame for both the official work, house-hold chores and for 
the family time. Following the schedule will make the time more efficiently and enjoyable also. Avoid doing 
the house-hold and personal work during official time and vice versa.  Find time for the children in the family 
especially for feeding the child and their sleep time this makes most of the working mothers comfortable and 
gets a better satisfaction. Taking up the weekend dinners through online platform with their family members 
to make bound of togetherness helps them to seek the support system. The same way virtual happy hours 
for engaging in employee well-being is also important can be taken care by the employer of the company. 
Employee should cut pointless work and smooth out tedious errands. Group-building, workshops and other 
social exercises ought to be supported. These will help all the employee’s bond and diminish their feelings of 
anxiety. On the off chance that one of the workers give indication of weariness and stress, such representative 
ought to be urge to connect with other worker. Urge them to team up and disseminate their remaining task at 
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hand uniformly. The executives should make an adaptable working hour for their representatives. Manager 
should ensure they make relaxation exercises for their worker to ease themselves of stress.

CONCLUSION

This is the best time for any company to identify the people who work for them. They shall take up a strand of making things 
more efficiently working leaders in the name of loyalty, long-lasting and committed towards the organization. Overall, these 
suggestions feature the requirement for institutional adaptability and inventive decision‐making to represent the necessities 
of instructional staff that are thinking about youngsters, seniors, or potentially different wards with extraordinary necessities. 
So this is the best time to balance the work life balance for the betterment of both the organization and family equally can be 
handled by the women employees if they make few changes in their routine by sticking to the same. The family members and 
organization play the most important role in achieving this as team building against the pandemic to achieve the new normal.

SCOPE FOR FURTHER STUDIES:

The young researcher can focus on the analysis on the comparative study of work life balance of men and women in specific 
areas feasible to the researcher’s scope. The support system is focused in this paper the emotional well-being and measures 
to take and habits to follow can also be analysed by the psychology area of research. Technology innovation to maintain the 
emotional stability as user friendly at a regular interval can also be analysed
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INTRODUCTION

There has been a long history of fear of pandemic outbreaks. The discussion has not focused on whether there will be an outbreak, 
but when new outbreaks will happen (Stöhr & Esveld, 2004). The events leading to influenza pandemics are recurring biological 
phenomena and cannot realistically be prevented. Pandemics seem to occur at 10–50-year intervals as a result of the emergence 
of new virus subtypes from virus re-assortment (Potter, 2001). As the global population increases and we need to live closer to 
animals, it is likely that the transfer of new viruses to the human population will occur even more frequently. All our society can 
do is take preventive measures so that we are able to act quickly once we suspect an outbreak. We should also make an effort to 
learn from the consequences of pandemic outbreaks to prepare our societies for if—and, more likely, when—this happens again.

As we are in the middle of a pandemic outbreak, it is very difficult to estimate its long-term effects. Although society 
has been hit by several pandemics in the past, it is difficult to estimate the long-term economic, behavioral, or societal 
consequences as these aspects have not been studied to a great extent in the past. The limited studies that do exist indicate 
that the major historical pandemics of the last millennium have typically been associated with subsequent low returns on 
assets (Jorda, Singh, & Taylor, 2020). For a period after a pandemic, we tend to become less interested in investing and more 
interested in saving our capital, resulting in reduced economic growth. Given the current situation, in which saving capital 
means negative returns, it is not at all certain that we will be as conservative as we have been in the past. Behavioral changes 
related to pandemic outbreaks seem to be connected with personal protection (Funk, Gilad, Watkins, & Jansen, 2009), such 
as the use of face masks, rather than general behavior changes. Our lives, as humans in a modern society, seem to be more 
centered around convenience than around worrying about what might happen in the future.

COVID 19: IMPACT ON SMALL BUSINESS
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Social distancing restrictions and demand shifts from COVID-19 shuttered many small businesses and entrepreneurs in the 
first month of widespread shelter-in-place restrictions. Fairlie (2020) finds that 22 percent of small business owners were 
inactive in April 2020 with disproportionate impacts on African-American, Latinx, immigrant, and female business owners. 
What happened in the second month of social distancing restrictions? Were there further closures or a rebound? This paper 
provides the first analysis of impacts of the pandemic on the number of active small businesses in the United States using 
nationally representative data from the May 2020 CPS – the second month capturing effects from mandated restrictions. The 
number of active business owners in the United States is down by 2.2 million or 15 percent from February 2020, but up 7 
percent since the low in April. The continued losses in May and partial rebound from April were felt across nearly all industries 
and were not sensitive to using alternative restrictions on hours worked and measures. African-American business owners 
continue to be the hardest hit by COVID-19 experiencing a drop of 26 percent in business activity from pre-COVID-19 levels. 
Latinx business owners fell by 19 percent, and Asian business owners dropped by 21 percent. Immigrant business owners 
experienced substantial losses of 25 percent. Simulations indicate that industry compositions partly placed black, Latinx and 
immigrant businesses at a higher risk of losses. All of these demographic groups, however, experienced partial rebounds in 
business activity from April lows. These findings of the continued early-stage losses to small businesses have important policy 
implications and may portend longer-term ramifications for job losses and economic inequality.
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On a societal level, we seem to be completely unprepared for large-scale of outbreaks. Our societies are more open than 
ever; we rely on the importing of important products, such as food, energy, and medical equipment, rather than sourcing them 
from close to where they are needed; and there are limited efforts to prepare for pandemic outbreaks. The guiding principle of 
our society seems to be efficiency and economic gain rather than safety. This may change after the current outbreak. It is also 
important to point out that the principles (eg. openness and global trade) on which society is based have lifted a large number 
of countries around the globe out of poverty and produced well-developed economies. It is not unlikely that our societies will 
back-off some of them leading to more poverty in the world.

The COVID-19 pandemic outbreak has forced many businesses to close, leading to an unprecedented disruption of commerce 
in most industry sectors. Retailers and brands face many short-term challenges, such as those related to health and safety, 
the supply chain, the workforce, cash flow, consumer demand, sales, and marketing. However, successfully navigating these 
challenges will not guarantee a promising future, or any future at all. This is because once we get through this pandemic, we will 
emerge in a very different world compared to the one before the outbreak. Many markets, especially in the fields of tourism and 
hospitality, no longer exist. All organizational functions are intended to prioritize and optimize spending or postpone tasks that 
will not bring value in the current environment. Companies, especially start-ups, have implemented an indefinite hiring freeze. 
At the same time, online communication, online entertainment, and online shopping are seeing unprecedented growth.

Consumer behavior during COVID-19
Around the globe, societies are in lockdown, and citizens are asked to respect social distance and stay at home. As we are social 
beings, isolation may be harmful for us (Cacioppo & Hawkley, 2009). Feelings of loneliness have, among other things, been 
connected to poorer cognitive performance, negativity, depression, and sensitivity to social threats. There are indications that this 
is happening during the current pandemic, as there has been an increase in domestic violence, quarrels among neighbors, and an 
increase in the sales of firearms (Campbell, 2020). However, we have also seen an increase in other, more positive types of behavior 
caused by social distancing that have not been researched. People have started to nest, develop new skills, and take better care of 
where they live. For instance, they may learn how to bake, try to get fit, do a puzzle, or read more. There has also been an increase 
in purchases of cleaning products, and more trash is being recycled. At the same time, we are eating more junk food and cleaning 
ourselves less. People are also stockpiling essentials, panic buying, and escaping to rural areas. This is an indication that what is 
happening to us and our behaviors is complex, and it would be interesting to study this phenomenon further.

Another consequence of the lockdowns is the extreme increase in the usage of Internet and social media. Previous 
research has indicated that humans who feel lonely tend to use social media more and, in some cases, even prefer social media 
over physical interaction (Nowland, Necka, & Cacioppo, 2018). Social media also may bring out the worst in us through 
trolling or sharing of fake news. This is, to some degree, not as damaging as the “real life” is lived in the physical world and 
the Internet is an “add on” with, in most cases, limited impact on the physical world. By this, we are able to compartmentalize 
and distinguish what matters and what does not matter. However, the current situation has made social media the main mode 
of contacting or socializing with others. In many cases, the Internet is at present also the main way to get essential supplies and 
receive essential services, like seeing a doctor. The question, then, is what happens to us when the “real life” is lived online 
and becomes a way to escape the physical world?

As humans, we rely to a large degree on our senses; we are built to use them in all situations of life. Thus, we rely on them heavily 
when making decisions. However, the current isolation is depriving us of our senses, as we are not exposed to as many stimuli as normal 
situation. Thus, we are, in a sense, being deprived of stimulation. We are also being told by authorities not to use our senses; we should 
not touch anything, wear a mask, or get close to other humans. Thus, what happens once our societies open up? How long will this 
fear of using our senses linger, and will we be over-cautious for a while or may we try to compensate as we have to some degree been 
deprived of using them? These are just some aspects of consumer behavior; many more are covered by this special issue.

MARKETS DURING COVID-19

The COVID-19 outbreak is likely to cause bankruptcy for many well-known brands in many industries as consumers stay at home 
and economies are shut down (Tucker, 2020). In the US, famous companies such as Sears, JCPenney, Neiman Marcus, Hertz, and 
J. Crew are under enormous financial pressure. The travel industry is deeply affected; 80% of hotel rooms are empty (Asmelash & 
Cooper, 2020), airlines cut their workforce by 90%, and tourism destinations are likely to see no profits in 2020. Furthermore, expos, 
conferences, sporting events, and other large gatherings as well as cultural establishments such as galleries and museums have been 
abruptly called off. Consulting in general and personal services, like hairdressers, gyms, and taxis, have also come to a standstill 
due to lockdowns. Finally, important industries like the car, truck, and electronics industries have abruptly closed (although they 
started to open up two months after their closure). There are an endless number of questions we could ask ourselves in connection 
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to this rather abrupt close-down. For instance, how do we take care of employees in such situations? Why are companies not better 
prepared to handle such situations (e.g., putting aside earnings or thinking of alternative sources of income)? How are the companies 
and even countries using the current situation to enhance their competitive situation? One of the countries that seem to be using the 
situation is China that is buying European based infrastructure and technology (Rapoza, 2020).

While some businesses are struggling, some businesses are thriving. This is true for a number of Internet-based businesses, such 
as those related to online entertainment, food delivery, online shopping, online education, and solutions for remote work. People 
have also changed their consumption patterns, increasing the demand for takeout, snacks, and alcohol as well as cleaning products 
as we spend more time in our homes. Other industries that are doing well are those related to healthcare and medication as well 
as herbs and vitamins. Typically, when studying markets, it is assumed that they are static, a natural conclusion since they tend to 
change slowly. However, if there is one thing the COVID-19 outbreak has shown us, it is that markets are dynamic (Jaworski, Kohli, 
& Sahay, 2000) and can move rapidly. Furthermore, a market is not just a firm; it is a network of actors (i.e., firms, customers, public 
organizations) acting in accordance with a set of norms. These systems are sometimes referred to as dynamic ecosystems that exist 
to generate value (Vargo & Lusch, 2011). The COVID-19 outbreak poses a unique opportunity to study how markets are created 
and how they disappear within a very limited time span. It would also be interesting to explore whether the disappearance of one 
solution for a market may be replaced by another (e.g., combustion engines for electric or physical teaching for online teaching).

RESPONSES TO THE COVID-19 PANDEMIC AND LOCKDOWN

  We now turn to our main results, which we group into three categories. First, we describe the impact of COVID-19 on 
business operations and employment toward the beginning of the crisis. Second, we report our results on the financial fragility 
of those businesses, as captured by their cash on hand and ongoing expenses. Third, we turn to their expectations about the 
duration of the crisis and their own economic survival, as measured at a particularly sensitive point for understanding the 
impact of future policies. 

Temporary Closings and Employment 
The initial survey question asked owners “is this business currently operational?” We allowed owners to respond that the 
business was operational, temporarily closed, or permanently closed. We also allowed them to report whether the business 
was closed because of COVID-19 or another reason.

Financial Fragility 
To measure financial fragility, we asked the respondents “roughly how much cash (e.g. in savings, checking) do you have 
access to without seeking further loans or money from family or friends to pay for your business?” We then divided this 
amount by their January 31st monthly expenses to understand how long they could maintain operations without seeking extra 
credit or outside assistance. 

Anticipated Responses to CAR      ES Act Programs
 In this section, we discuss the survey’s questions about take-up of the CARES Act Paycheck Protection Program (PPP) loans and 
their expected impact on employment. One important aspect of the CARES program is that “loans will be fully forgiven when used 
for payroll costs, interest on mortgages, rent, and utilities,” as long as 75 percent of the forgiven amount is spent on payroll and the 
employer either maintains or quickly rehires workers and maintains salary levels (https://home.treasury.gov/system/files/136/PPP%20
-- %20Overview.pdf). Consequently, a significant portion of the “loans” can be seen as a grant rather than traditional debt. The high 
level of loan forgiveness means that this represents a large potential transfer to small businesses. We assess the importance of the grant 
component of the CARES loans relative to a pure (and far less expensive) loan program. One-third of the survey respondents were 
randomly asked about their interest in a CARES-like program, which was describe as a loan program which “will be forgiven by the 
amount spent on payroll, lease, rent, mortgage, and utility payments in the 8 weeks after origination.” One-third of the respondents were 
randomly asked about their interest in a loan program that was otherwise identical, but without prompting any possibility of forgiveness. 
As part of the display, the amount of liquidity was varied, with the caveat to respondents that these policies may not be the actual policies 
currently available to them. This was designed to measure how program generosity affects take-up and perceived business resilience.

INDUSTRY DIFFERENCES IN RESPONSE TO CRISIS DURATION 

COVID-19 disruptions do not affect all businesses equally. Some are deemed essential and remained open, while others were 
forcibly shutdown. Some businesses could reduce contagion risk among employees through a shift to remote work while other 
businesses were illequipped for the transition. For a variety of reasons related to both the underlying nature of the business and 
management capacity, COVID-19 appeared to be an existential threat to some businesses at the time of the survey. 
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Disparities between businesses appear most stark when we measure their response to extended durations of the pandemic. 
In our survey, we ask the following hypothetical: “We want to understand how the duration of the COVID-19 disruptions 
might change your answers. Suppose that most COVID-19 disruptions continue for X months, what is the likelihood of your 
business remaining operational by Dec. 31, 2020? Please provide your best guess.” We randomize the duration (X) to be 1 
month, 4 months or 6 months, and offer respondents a 5-point scale ranging from extremely unlikely to extremely likely. As 
before, we transform this answer into a binary outcome of likely or unlikely to remain open for ease of exposition.

CONCLUSIONS 

The first estimates of the effects of COVID-19 on the number of business owners from nationally representative April 
2020 CPS data indicate dramatic early-stage reductions in small business activity. The number of active business owners 
in the United States plunged from 15.0 million to 11.7 million over the crucial two-month window from February to April 
2020. No other one-, two- or even 12-month window of time has ever shown such a large change in business activity. For 
comparison, from the start to end of the Great Recession the number of 9 business owners decreased by 730,000 representing 
only a 5 percent reduction. In general, business ownership is relatively steady over the business cycle (Fairlie 2013; Parker 
2018). The loss of 3.3 million business owners (or 22 percent) was comprised of large drops in important subgroups such as 
owners working roughly two days per week (28 percent), owners working four days a week (31 percent), and incorporated 
businesses (20 percent). African-American businesses were hit the hardest by COVID-19. The first estimates from April 2020 
for black business owners in the United States indicate a massive drop of 41 percent. Simulations indicate that the industry 
distribution of blacks was partly responsible placing black business owners at greater risk of losses due to the pandemic. 
Latinx businesses were also hit hard by COVID-19 losing 32 percent of business owners. Asian business owners experienced 
a 26 percent decline over the critical two-month window. Simulation estimates also point to unfavorable industry distributions 
for these two groups. Immigrant businesses were also devastated with losses of 36 percent. The negative early-stage impacts 
on minority- and immigrant-owned businesses, if prolonged, may be problematic for broader racial inequality because of the 
importance of minority businesses for local job creation (disproportionately for other minorities), economic advancement, 
and longer-term wealth inequality (Boston 1999, 2006; Bradford 2003, 2014; Fairlie and Robb 2008). The first estimates of 
early stage impacts on female-owned businesses are also worrisome. Female business ownership is substantially lower than 
male business ownership and female-owned businesses have lower revenues, employees and profits on average (U.S. Census 
Bureau 2016). The disproportionate losses in April 2020 to the number of female business owners will only further increase 
gender inequality in business ownership and perhaps broader economic inequality. The next important question is whether the 
shutdowns of small businesses are temporary or longer term. The government has been responding to concerns over longer-
term effects on small businesses through several programs. The largest directed program is the Paycheck Protection Program 
(PPP) which has thus far provided $669 billion to small businesses (although with some controversy when businesses such 
as Ruth’s Chris Steak House, Potbelly Sandwich Shops, and the Lakers received approval for funds). Another program that 
is less directed but also could be important are stimulus checks already totaling $200 billion. Foundations are also starting to 
contribute to relief efforts with a notable recent example being a $100 million commitment to minority- and female-owned 
businesses left out of the PPP program by Magic Johnson Enterprises. Can these programs help small businesses survive the 
setbacks and shutdowns due to the coronavirus pandemic, or will more assistance be needed? More permanent mass closures 
of small businesses in the United States are likely to have a dramatic effect on employee job losses, further income inequality, 
and contributing to a prolonged recession
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INTRODUCTION

Customers these days are assaulted with too many promoting boosts, hints so as to being pulled in by various 
organizations. In this line Keller (2008) states that buyers are presented to in excess of 20,000 item decisions inside 
a 30-minute shopping meeting. The basic role of bundling is to secure the item, yet bundling can be utilized by 
organizations as an instrument for advancing their advertising offer, and for boosting their deals. A decent bundling 
assists with recognizing and separate items to the customers. Bundling is utilized for without any problem conveyance 
and wellbeing reason. Bundling assists organizations with separating the item from other brand. Organizations must 
comprehend what impacts buyers in their purchaser purchasing measure. They should likewise comprehend what 
variables impacts the purchasing conduct and what is the function of the bundling components toward purchasing 
choice cycle of shoppers during their buy choice. Statistical surveying causes organizations to make the ‘right’ 
bundling for an item, just as the bundling components that may be of significance to shoppers. As indicated by 
Alvarez and Casielles (2005) associations’ goals are creating brands so as to pull in and hold the existing shoppers. 
The researchers have perceived the significance of having steadfast clients, on the grounds that unwavering clients 
will in general purchase more as often as possible, and are less inclined to be impacted by contenders’ advancement 
and correspondence systems. Organizations can utilize this comprehension in a vital manner so as to offer the 
correct items and administrations to one side client at the perfect time. Buyers react to bundling dependent on past 
data, learned responses and individual inclinations (Aaker 2010). Along these lines, bundling components, shapes, 
shadings, sizes and marks may impact customers to react decidedly
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The goal of this investigation is to decide the components that assume a significant function on buyer’s purchasing conduct. 
The reason for this examination is to discover the primary significant variables related with the bundling impact, which are 
driving the achievement of a brand. Organizations so as to make the correct bundling for their items, they should comprehend 
the customer purchasing cycle and understanding the job and the effect of bundling as a variable that can impact the buy 
choice. In this way, by understanding what variables impact the purchasing conduct and what bundling components are most 
significant assistance organizations settling on the correct choices about bundling their items. This exploration will recognize 
the connection between purchaser purchasing measure as the principle variable of the examination also, some autonomous 
factors like bundling tone, printed data, bundling material, plan of covering, printed data, brand picture, and advancement and 
common sense that help customers in their choice purchasing measure. The essential exploration information will be gathered 
through an organized survey and SPSS programming will be utilized for examination purposes. In this way, the examination 
attempts to discover the most significant factors that have an effect and impacts buyer’s buy choice.
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OBJECTIVES OF THE STUDY

This paper attempts to examine and discover the most significant components of bundling that impact the purchasing choice 
cycle. Hence, the paper will attempt: 

 ● To discover the effect of bundling on the purchasing conduct choice. 

 ● To check the impact of bundling components on the purchasing conduct. 

 ● To quantify the overall effect of each bundling component on the purchaser.

SCOPE OF THE STUDY

 ● The area of the study is fully based on packaging product available in the present days marketing technology.

 ●  The study must to be followed in the future also because of all the product kept in safe with some good kinds of 
packaging system.

 ●  The system of services marketing is the part of marketing subject, so the services marketing contain how to handle 
goods with in the hands of consumer. 

LITERATURE REVIEW

Many bundling components are factors that impact the purchasing conduct of customers, for example, bundling shading, 
printed data, bundling material, plan of covering, printed data, brand picture, development furthermore, common sense. 
Tones utilized in bundling can help draw customer consideration. Shade of bundling is significant in light of the fact that it 
utilized by organizations to separate its item from different contenders. Subsequently, colors assume a significant part in a 
potential client’s dynamic cycle. Organizations utilize various tones for underlining an alternate state of mind, similar to, dark 
is utilized for power, blue for trust, red for energy, green for parity or natural and new. Shading is a fundamental segment of 
bundling since customers anticipate specific sort of shadings for specific items (Keller, 2009). 

Various tones likewise represent various implications to buyers. For instance, orange, yellow, purple they have various 
implications as indicated by the purchaser observation and culture. As indicated by Singh (2006) shading discernments differ 
across societies and the greater part of the religions are accepted to have their sacrosanct tones.

As indicated by Charles W. Sheep et al., (2011), in their book “Basics of Marketing” feel that bundling has four 
unmistakable promoting capacities. It contains and ensures the item. It advances the item. It makes a difference buyers utilize 
the item lastly, bundling encourages reusing and lessens ecological harm. Consequently, bundling accomplishes something 
other than securing the organization’s items. It additionally helps in building up the picture of the item in shopper mind. In 
this way, neglecting to focus on the plan of the bundling can diminish the odds of being obvious and alluring, which can bring 
about utilizing deals. Naming gives data with respect to the item classification, items fixings, and item directions. Buyers 
when making their psyche whether to purchase or not to purchase an item they are guided not simply by the taste, yet in 
addition some other extraneous factors, for example, brand mindfulness, naming, cost and source. 

As indicated by Morris, J (1997) item marks help purchaser to separate an item more without any problem. Marking 
assists customers with investing less energy required while looking for items that are chosen to be purchased by them. 
Customers under time tension their choices are affected when the bundle accompanies a particular appearance that contains 
straightforward and precise data (Silayoi, and Speece, 2004). These days, there are customers that give more consideration to 
name data since they are more worried about well being and nourishment issues (Coulson, N.S., 2000).

METHODOLOGY

This investigation utilized various techniques, and strategy clarifies the cycle of examination, plan, strategies for information 
assortment, test choice, and methods of examining the information. Exploration is a serious action that is based on crafted by 
others and creating groundbreaking plans to seek after new inquiries and answers. 

The principle motivation behind this paper was to distinguish the job and the effect of the bundling components on the 
customer purchasing conduct. The purchaser conduct of buyers is a needy variable that is affected by the free factors utilized 
in the examination. The paper utilized the two kinds of information, essential and auxiliary. The essential information was 
gathered through an organized poll. While, optional information was gathered from books, course books, online articles, 
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diaries, and so forth. This examination gathered information from respondents utilizing an organized poll so as to discover the 
bundling components that affect the purchasing conduct of clients. 

DATA PRESENTATION AND ANALYSIS

This section incorporates an efficient introduction of information got from the study about the job and effect of the bundling 
impact on customer purchasing measure. 

FRAMEWORK OF ANALYSIS AND ANALYTICAL TOOLS

QUALITY OF PACKAGING VERSUS LITERACY LEVEL OF THE CUSTOMERS CHI SQUARE TABLE

O E (O-E) (O-E)2 (O-E)2 /E
20 20 0 0 0
25 17 8 64 3.7647
30 24 6 36 1.5000
5 12 -7 49 4.0833
10 16 -6 36 2.2500
20 28 -8 64 2.2857
15 15.40 -0.40 0.1600 0.0103
10 23.80 -13.80 190.400 8.0016
40 33.60 6.40 40.9600 1.2190
25 16.80 8.20 67.2400 4.0023
30 22.40 7.60 57.7600 2.5785
30 24 6 36 1.5000
15 13.20 1.80 3.2400 0.2454
25 20.40 4.60 21.1600 1.0372
20 28.80 -8.80 77.4400 2.6888
10 14.40 -4.40 19.3600 1.3444
20 19.20 0.80 0.6400 0.0333
350 350 36.4533

CHI SQUARE
Table value:  31.410
Calculated Value:   36.4533

Result:
Since the calculated value of Chi Square test is greater than the table value of X2, H0 rejected. So the Respondent literacy 
level is influenced the quality of packaging.
Hence there is evidence of association between literacy level and the quality of packaging.

PRODUCT PERFORMANCE VERSUS CUSTOMERS TURNOVER CHI SQUARE TABLE

O E (O-E) (O-E)2 (O-E)2/E
28 28.32 -0.32 0.1024 0.0036
17 25.44 -8.44 71.2336 2.8000
35 18.72 16.28 265.0384 14.1580
30 34.56 -4.56 20.7936 0.6016
10 12.96 -2.96 8.7616 0.6760
52 40.12 11.88 141.1344 3.5178
47 36.04 10.96 120.1216 3.3330
10 26.52 -16.52 272.9104 10.2907
45 48.96 -3.96 15.6816 0.3202
16 18.36 -2.36 5.5696 0.3033
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28 30.68 -2.68 7.1824 0.2341
32 30.52 4.44 19.7136 0.7152
350 350 36.9535

CHI SQUARE 
Table value:  21.026
Calculated Value:   38.1160
Since the calculated value of Chi Square test is greater than the table value of X2, H0 rejected. So the product performance is 
influenced the customers turnover.
Hence there is evidence of association between product performance and the customer’s turnover.

FINDINGS

The packaging goods are very useful to the public because of all the product should have expiry date so this wants to stored 
in safety way. This is the way of taking care of the product with the effective purpose of the future; all the needs must to 
be followed in the very informative way. The package goods are very rare to keep up in the lowest time of utilisation. The 
customers are need a easy carry to our home, its only fulfilled with the help of packaging. The product quality is able to 
confirm the essential of the customers in the way of getting famousness in front of society. The societal people all are liking 
to consume the product for the individual uses. The information of the product to be mentioned in the top of the packaging, 
the packaging goods explain the information of the producers and the place of producing. 

SUGGESTIONS

The consumer is to be formed in their product in the side of society at the level of organisation and the followers of the 
product. The product size is also the important in the field of the packaging. The packaged goods must to be carry in the initial 
stage to the end stage; the utilities are to be effective in the promotion of the varied level of the performance. The level has to 
be measured with the quantity and quality of the essential types, perform and the development. The packaging methods is very 
essential way of the product, every packaging is the measuring the value of the product with efficiency. The consumer must 
to take the important elements of the developing stage of marketing fields of product. All the marketing sellers are giving the 
priority for the promotion of product from one stage to another stage. 

CONCLUSION

The buyers behaviour is the important portion in the marketing area, the product to be sold in the events of good quality of 
the at last stage also. The level of performance to be identify with some more important way, the way of utilising the effective 
subject matters. The subject is packaging with the needed time and the needed place of the organisation into the final stage 
of consumers. All the consumers are wanted to become the good users and followers in the future period also. The marketing 
area to understand the level of first stage to last stage. The stage of the product for the findings and conclusion is the important 
role of the product. The product of the all needs of the consumers and the booking of the all the product in the final stage. 
Finally concluded that all packaging goods to be valid in  the keeping future of the consumer and customers hearts. 
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INTRODUCTION 

Stress is an internal phenomenon and an attitude. If stress is that the condiment, strain is that the salt and if there is an 
imbalance in condiment-salt relationship, the result is impala table. Stress is usually believed to possess a deleterious effect 
on health and performance. But a minimum level of stress is important for effective functioning and peak performance. It’s 
the individual’s reaction to worry which makes all the difference.

Thus, stress may be a mental, emotional or physical reaction resulting from an individual’s response to environmental 
pressure and similar stimuli. It refers to pressures people feel in life. In other words, stress may be a state of mind reflecting 
certain biochemical reactions within the physical body and is projected by a way of sense of anxiety, tension and depression 
and is caused by such demands of environmental forces or internal forces that cannot be fulfilled by the resources available 
to the person. The magnitude of stress is decided by the environmental forces or an individual’s operational style. Such 
environmental events, conditions, circumstances or stimuli that induce stress are referred to as “stressors”. These stressors 
might be physical or psychological.

Business Process Outsourcing (BPO) is that the fastest growing segment of the ITES (Information Technology Enabled 
Services) industry. Factors like as economy of scale, business risk mitigation, cost advantage, utilization improvement and 
superior competency have all cause the expansion of the Indian BPO industry. Business process outsourcing in India, which 
started around the mid-90s, has now grown by leaps and bounds.
Business Process Outsourcing

The term Business Process Outsourcing or BPO because it is popularly known, refers to outsourcing all together fields. A 
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This study indicates the extent of stress management among BPO employees in Chennai city. Stress within the workplace is 
now widely known as a serious problem facing BPO industry. A growing number of companies are offering some sort of stress 
management intervention. However, for those seeking to introduce stress management activities, Stress is mental tension 
caused by demanding, taxing or burdensome circumstances. Stress doesn’t just affect our psychological state and mood; 
it affects our physical health also. Once we are much stressed, a hormone called cortisol is released into our bloodstream, 
suppressing the functioning of our immune, digestive and reproductive systems. That’s why it’s so important to practice stress 
management so as to stay our minds and bodies healthy.  The research study is predicated on the primary data for this purpose 
the study limits to 100 targeted respondence from BPO employees and therefore the data was analyzed using some tools like 
anova and percentage analysis

Keywords: Stress, Stress management, BPO employees, work place stress, types of stress, techniques of stress management 
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BPO service provider usually administers and manages a specific business process for additional company. BPOs either use 
new technology or apply an existing technology during a new way to improve a specific business process. India is currently 
the number one destination for business process outsourcing, as most companies with in the US and UK outsource IT-related 
business processes to Indian service providers.

Services offered by Indian BPO companies

Indian BPO companies offer varied services, such as, customer support, technical support, telemarketing, insurance 
processing, data processing, bookkeeping and internet / online / web research. Customer support services, Technical support 
services, Telemarketing services, Insurance processing, Data entry and data processing, Data conversion services, and 
accounting services, Form processing services, Online research.

REVIEW OF LITERATURE 

G. Latha  and N. Panchanatham (2010) The organizations should also show care and concern for the worker. The workers 
should be properly trained on stress management and behavioral aspects. In particular teaching them about our culture, 
tradition and imparting value education at the varsity and grade will help in incorporating high values among the individuals 
and help them within the end of the day. Proper counseling by experienced counselors, social outings and stress management 
programmers’ including yoga and meditation can help to take care of a stress free work environment in call centers.

Shilpa et al. (2013), they found that females have more stress. The responsibility of BPO companies is that they need 
to take proper initiative to scale back the stress level among the workers by adapting a number of the technique like muscle 
relaxation, bio feedback, meditation, cognitive restructuring, time management, employee assistance programme, and 
wellness programme.

M.Kotteeswari ( 2014) Majority of the employees agree that the job stress factors or job stress is affecting their 
performance. They cannot ready to consider their work properly. 2. Majority of the employees agree that they are experiencing 
stress within the work place regardless of the gender. 3. Both the employer and therefore the employee are following some 
stress coping strategies to overcome the stress. The employer can control certain stress factors which affect the employees in 
performing their job. The employees can also attempt to overcome their stress through some exercises, yoga and meditation. 
The employers can extend their support to the employees to urge obviate the work stress.

Lakshmi Narahari,(2017)  Guidance and counseling, quality consciousness awareness programs, psychological support 
are often provided to employees. The concept of five day week working can be implemented in BPO so that the employees 
can give longer  to themselves and their family and discharge other social responsibilities.BPO should arrange YOGA camp, 
meditation camp, entertaining programs etc. The working environment should be made clean and safer. There should be 
proper work division in altogether departments. There should be friendly environment from colleagues and particularly boss. 
Employees should go for quality of performance instead of fear from it.

 Aruna singh (2018) Organization should take steps for combating stress like job clarification, distributing job 
responsibilities, maintaining healthy and good working environment, giving recreation hours, etc. The individual should 
also try meditation, yoga and breathing exercises to deal with stress at their level. Managing stress is vital for both 
organization and individual for his or her growth and development. Thus, both i.e. the organization and therefore the 
employee must attempt to transform Di-stress into Eu-stress. Eu-stress is the moderate stress which makes the employee 
work beyond his or her capability and to offer his hundred percent within the growth and development of the organization. 
Motivating and guiding the employee in the right direction is extremely important as this may help them avoid the stress 
and maintain a work-life balance
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III.   METHOD

Definition:
According to Richard Lazarus “stress is a condition or a feeling experienced when a person perceives that demands exceed 
the personal and social resources the individual is able to mobilize”.
According to Hans selye, the father of stress, believes that stress is the spice of life and absence of stress is death.

TYPES OF STRESS

ACUTE STRESS
Acute stress deals with the pressures of the near future or handling with the very recent past. This sort of stress is usually 
misinterpreted for being a negative connotation. While this is often the case in some circumstances, it is also an honest thing 
to possess some acute stress in life. Running or the other sort of exercise is considered an acute stressor. Some exciting or 
exhilarating experiences such as riding a roller coaster is an acute stress but is typically very enjoyable. Acute stress may be a 
short term stress and as a result, does not have enough time to try to the damage that future stress causes.

CHRONIC STRESS

It has a wearing effect on people that can become a really serious health risk if it continues over an extended period of your 
time. Chronic stress can cause amnesia, damage spatial recognition and produce a decreased drive of eating. The severity 
varies from person to person and also gender differences are often an underlying factor. Women are ready to take longer 
durations of stress than men without showing an equivalent maladaptive change. Men can affect with shorter stress duration 
better than women can but once males hit a particular threshold, the probabilities of them developing mental issues increase 
drastically

Causes of stress in workplace:
 ● Role Ambiguity

 ● Work overloaded

 ● Occupation 

 ● Job security

 ● Resource inadequacy

 ● Monitoring

 ● Management style

 ● Working condition

Symptoms of stress:

Cognitive symptoms:
 ● Memory problems

 ● Inability to concentrate

 ● Poor judgment

 ● Seeing only the negative

 ● Anxious or racing thoughts

 ● Constant worrying
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Emotional symptoms:

 ● Depression or general unhappiness

 ● Anxiety and agitation

 ● Moodiness, irritability, or anger

 ● Feeling overwhelmed 

 ● Loneliness and isolation

 ● Other mental or emotional health problems

Physical symptoms:

 ● Head aches and pains

 ● Diarrhea or constipation

 ● Nausea, dizziness

 ● Chest pain, rapid pulse

 ● Loss of sex drive

 ● Frequent colds or flu

Behavioral symptoms:

 ● Eating more or less

 ● Sleeping too much or too little

 ● Withdrawing from others

 ● Procrastinating or neglecting responsibilities

 ● Using alcohol, cigarettes, or drugs to relax

 ● Nervous habits 

Stress management:
It consists of creating changes to your life if you’re during a constant stressful situation, preventing stress by practicing self-
care and relaxation and managing your response to stressful situations once they do occur. It is vital to notice that not all stress 
is bad. Stress is really a survival response when our body thinks that it’s in danger. That’s why our sympathetic nervous system 
kicks in and makes our pulse increase and provide us a burst of the energy hormone, adrenaline, in order that we will affect  
whatever situation is being thrown at us. This is often also called our flight or fight response.

The problem is once we affect constant stress and worry, or once we do not know the way to properly manage a stressful 
situation. That’s why stress management is tremendously important for our health, quality of life and relationships

Benefits of Stress Management in the Workplace
 ● Enables you to motivate employees better

 ● Improves productivity during a stressful situation

 ● Enables you to lead people in tough times

 ● Reduces chances of workplace conflicts

 ● Decreases chances of unethical issues
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 ● Increases the chances of meeting deadlines

 ● Improves communication process

 ● Helps to run the projects smoothly

 ● Enables you to develop team

 ● Enables you to provide space to employees

 ● Helps within the performance appraisal of employees
Techniques of Stress management 
Keep a positive attitude.
Accept that there are events that you simply cannot control.
 Be assertive rather than aggressive. Assert your feelings, opinions, or beliefs rather than becoming angry, defensive, or 
passive.
Learn and practice relaxation techniques; try meditation, yoga etc,
Exercise regularly; your body can fight stress better when it is fit.
Eat healthy, well-balanced meals.
Learn to manage your time more effectively.
Set limits appropriately and learn to mention no to requests that might create excessive stress in your life.
Make time for hobbies, interests, and relaxation.
Get enough rest and sleep. Your body needs time to get over stressful events.
Don’t rely on alcohol, drugs, or compulsive behaviors to scale back stress.
Seek out social support. Spend enough time with those you enjoy.

OJECTIVES OF THE STUDY

 ● To study the person characteristics of the employees who are exposed stress

 ● To identifying the factors influencing stress and also factors facilitating stress mitigation

 ● To study the relationship between stress and measures identified by all employees and their groups

 ● To study the influence of identification of stress factors on measures to overcome stress

LIMITATION OF THE STUDY

 ●  The study is restricted to Chennai city respondents only. And therefore the findings from responds are also restricted 
to Chennai city only

 ● Time constraint was another limitation

V. RESEARCH METHODOLOGY 

 A study is based on primary and secondary data. Primary data are collected by conducting a descriptively 
among 100 sample employees of BPO in Chennai city. Secondary data have been collected from books, 
journals, newspapers, periodicals, reports and internet
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PRIMARY DATA:

RELIABILITY ANALYSIS 
The researcher has used reliability analysis to check out the reliability of the questionnaire. The following table shows the 
result of reliability analysis.

Reliability Statistics Table 1.1

Cronbach’s Alpha No of Items
.659 2

The reliability co-efficient for the item is 0.659. It satisfies the marginal range of 0.65-0.70. Hence, the re-searcher proceeded 
with the framed questionnaire

ANALYSIS AND INTERPRETATION: 

Table 1.2 influencing the frequency of response on age

Frequency Percent Valid Percent Cumulative Percent
Valid
 
 

20-40 63 63 63 63.0
41-60 37 37 37 100.0
Total 100 100.0 100.0  

Interpretation: From the above table it is found that 63% are in the age group of 20-40, 37% of sample employees are found 
in the age group of 41-60.

Table 1.3 influencing the frequency of response on experience

Frequency Percent Valid Percent
Cumulative 
Percent

Valid
 
 
 

1-5 YEARS 41 41 41 41
5-10 YEARS 22 22 22 63
Above 10 YEARS 37 37 37 100.0
Total 100 100.0 100.0  

Interpretation: In the above table it can be derived that 41% of sample employees fall under the experience of 1-5 years, 22% 
of employees comes under 5-10 years of experience, 37% of them are with more than 10 years of experience.

Table 1.4 influencing the frequency of response on  Monthly salary

Frequency Percent Valid Percent Cumulative Percent

Valid
 
 
 

25000-50000 38 38 38 38

50000-100000 20 20 20 62

Above 100000 42 42 42 100.0

Total 100 100 100  
Interpretation: In the above table it can be derived that 38% of sample employees fall under the salary of 25,000-50,000, 20% 
of employees comes under 50,000-1,00,000 of salary, 42% of them are with more than 1,00,000 of salary
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Table 1.5: Anova for stress due to health factor with respect to age

Sum of Squares df Mean Square F Sig.
Between Groups 16.463 2 8.231 6.300 .003
Within Groups 126.738 97 1.307   
Total 143.201 99    

Since the calculated value 0.003 is lesser than the significant value 0.05 null hypothesis rejected.

Table 1.6: Anova for stress due to health factor with respect to experience

Sum of Squares df Mean Square F Sig.
Between Groups 26.892 2 13.446 11.214 .000
Within Groups 116.309 97 1.199   
Total 143.201 99    

Since the calculated value 0.000 is lesser than the significant value 0.05 null hypothesis rejected.

Table 1.7: Anova for stress due to health factor with respect to salary

Sum of Squares df Mean Square F Sig.

Between Groups 26.892 2 13.446 11.214 .000

Within Groups 116.309 97 1.199   

Total 143.201 99    

Since the calculated value 0.000 is lesser than the significant value 0.05 null hypothesis rejected.

Table 1.8: Anova for stress due to health factor with respect to job status 

 

Sum of Squares df Mean Square F Sig.

Between Groups 3.750 2 3.750 2.038 0.156

Within Groups 217.175 97 1.840   

Total 220.925 99    

Since the calculated value 0.156 is greater than the significant value 0.05 null hypothesis accepted.

VII. CONCLUSION 

This study was conducted at BPO employees in Chennai city. The most aim of the study to seek out at various reasons for 
the stress management. The study analyzed most of the employees are getting stress due to work performance, irrational 
promotional policies, shift timings, workload, salary, favoritism and interpersonal conflicts. Employee’s personal health 
is crucial factor for the quality of work life and stress free environment. The utmost percentage of poor performance of 
employee is due to physiological and psychological problems. The stress are often managed by yoga, meditation, music, 
laughing therapy, sports, spend time with family, exercise, etc.
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INTRODUCTION:
Due to shifts in the market and the changing nature of work, Work Life Balance is currently at the highest point of the plan for 
government and business. While Work Life Balance generally entered around family-friendly workplaces, basically concerned 
with empowering mothers to adjust work, and childcare duties. There is expanding acknowledgment from associations that 
Work Life Balance is about more than families, and are rather helping representatives to have entry to working courses 
of action that is good with their different obligations, way of life and their work. It is likewise perceived that Work Life 
Balance can lead by profitability gains through increased retention and helps organizations to react to customers’ needs more 
successfully.

While Work Life Balance is an inexorably popular term, there is no evident accord on what it implies, albeit most definitions 
do incorporate the ideas of flexibility, juggling and sustainability. Work Life Balance is frequently used to depict the balance 
between duties at work and obligations outside paid work; having a Work Life Balance implies that this balance is in the right 
position for the individual concerned. There is no one likes fit-all definition for Work Life Balance. Moreover, balance and 
imbalance changes for various individuals at various circumstances of their lives, making the thought of a solitary meaning of 
a work Life Balance unrealistic. This is intensified by contrasts in social- economic circumstances: for those in low-paid work, 
extended hours might be a financial need. With this, the meaning of A work Life Balance is characterized as having an adequate 
control and self- sufficiency over where, when and how you work to fulfill obligations inside and outside paid work.

A WORK BALANCE OF WOMEN EMPLOYEES AND THEIR 
LIFESTYLES IN UNORGANISED SECTOR
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In the recent past, work is one among the intense areas of challenge for women employees due to increasing demands at 
work place. Once the work commitment ends, the house commitments begin. The consequences faced by women. Thanks to 
these are alarming. They face high levels of stress, depression, family conflicts, and so on and the situation is even worse in 
the case of women’s working in unorganized sectors. Hence, this study is administered to understand the work-life balance 
of women employees in unorganized sector. Studies have shown that the bulk of women are working 40 -45 hrs/week out of 
which just about 53% of them struggle to realize work –life balance. The rationale behind this struggle is that they are being 
challenged by the demands of their organization versus the commitments of their home. Today’s wowed employees have 
many competing responsibilities like work, children, housework, volunteering, spouse and elderly parent care, and this places 
stress on individuals, families and therefore, the communities during which they reside. They workers have dual responsibility 
of home and work. There are various reasons for pitiable conditions in unorganized sector i.e. gender discrimination, poverty, 
lack of basic knowledge, ignorance of state, inadequate laws which are failing to prevent them. For the betterment of women 
in unorganized sector, government got to prepare statistics records of employed women. On the idea of this record government 
has got to prepare programs for educating women for her rights. Central and state government had launched many schemes 
for providing support to women, but there aren’t sufficient to beat the issues of women workers. There’s need of effective 
implementation of these schemes and laws for empowering the women workers.

Keywords: Work life balance, Women Employees, Unorganised Sector and Working Environment 
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Work Life Balance is a complex word with an assortment of meanings. As a noun, Balance was a set of scales, a measuring 
device; it is additionally the regulating gear in clocks. In the event that we utilize the scales, then the Balance occurs when 
there is an equivalent dispersion of weight or amount yet this presents issues for Work Life Balance, since, both sides might 
be overwhelming, or light. Moreover, the sort of a work Life Balance looked for by much may not imply equal weight on both 
sides. However, Balance likewise has a physical and psychological significance as “stability of body or mind.”

The importance of a  work Life Balance has chameleon attributes. The accompanying are working meanings of terms 
utilized in a Work Life Balance; a few definitions cover and some are keeping on advancing.

Work/family: a term frequently utilized as a part of the past than today. The present trend is to utilize titles that incorporate the 
expression Work Life, giving a more extensive Work Life implication or referring to particular regions of support (e.g., personal 
satisfaction, flexible work options, life balance, and so forth.) · Work/family Conflict: the push and pull amongst work and family 
duties. · Work Life Conflict from the employee perspective: The problem of overseeing work commitments and individual/
family duties. · Work Life Conflict from the business perspective: the test of making a steady organizations culture where 
representatives can concentrate on their occupations while at work. Family-friendly benefits: The benefits that offer employees 
the scope to address their own and family duties, while in the meantime not compromising their work obligations. · Work Life 
programs: Programs (frequently financial or time-related) set  by the businesses that offer employees alternatives to address work 
and individual obligations. · Work Life initiatives: Policies and procedures up by an association with the objective to empower 
employees to enable employees to accomplish their work, and in the meantime provide flexibility to handle individual/family 
concerns. · Work/family culture: the degree to which an organizations way of life recognizes and regards the family duties and 
commitments of its representatives and urges administration and workers to cooperate to meet their personal and work needs.

SIGNIFICANCE OF THE STUDY

WLB is the major important challenge faced in the current scenario. The period of WLB
is elucidated as well being of the employee. Due to the globalization, advancement of technology and gigantic market 
evolution the prioritization for the concept of WLB is inenormous demand. In the present-day epoch women’s expectation by 
the family is empowered from domestic work to monetary endowment. Supervision both at home and at work simultaneously 
generates imbalance, as she needs to perform different characters respectively. As most of the workforce concerned is women 
in an unorganised sector, the significant challenge faced is the work-life imbalance. The government and an unorganised 
sector should have various alternate approaches for boosting employee’s morale and satisfaction. To construct healthier and 
advanced nation the imbalance factors needs to be attended on immediate basis.

STATEMENT OF THE PROBLEM 

Every successful sector is backed by a committed employee base, and the commitment is the outcome of motivation and job 
satisfaction. It is the energy that compels employees towards its objective. It would be impossible for an unorganised sector 
to generate performance without commitment. In order to create a competitive advantage even unorganised sectors need to 
have a competitive employee policies and practices. Motivation is an important stimulation which directs human behavior. No 
individual has same attitude or behavior, hence in midst of this diversity unorganised sector are supposed to frame practices 
which will be able to satisfy the group and not just an individual. 

OBJECTIVES OF THE STUDY

 ● To understand the needs of women employees in an unorganised sector.
 ● To know up to what extent the women employees are satisfied with an unorganised sector.
 ● To evaluate the impact of Job satisfaction on Motivation, absenteeism and turnover of Women Employees. 
 ● To suggest the measures for improvement and needs in unorganised sector. 

MODELS OF A WORK LIFE BALANCE:

There are regularly 5 models used to clarify to relationship amongst Work and Life outside work.
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 ●  Segmentation Model: The segmentation model demonstrates conjectures that work and non-work are two different 
areas of life that is lived independently and have no impact on each other. These gives off an impression of being 
offered as a theoretical plausibility as opposed to a model with empirical support.

 ●  Spillover Model: With respect to Work Life Balance, spillover alludes to constructive, or contrary impacts of an 
individual’s working life on their personal or family life, and the other way around. The spillover demonstrates 
that one world can impact the other in either a positive, or negative way. There is, obviously, abundant research to 
strengthen this however,, as a suggestion it is determined in such a general way as to have little value. Therefore, 
there is a need to more detailed propositions about the nature, causes and outcomes of spillover.

 ●  Compensation Model: The compensation model recommends that what is lacking need in one sphere, as far as 
demands or fulfillment can be made up in the other. For instance work might be normal and undemanding yet this is 
made up for by a noteworthy part in a local community activities outside work.

 ●  Instrumental Model: The instrumental model whereby activities one circle encourages achievement in the other. The 
 traditional illustration is the instrumental worker who will seek to augment income, even at the cost of undertaking a 
routine job and working long hours to accommodate with house, or a car for a young family.

 ●  Conflict Model: The Conflict model recommends that with elevated amounts of interest in all spheres of life, some 
difficult decisions must be made and a few clashes and conceivably some noteworthy overload on an individual 
occur.

METHODOLOGY 

The data has been collected thorough the structured questionnaire. The sample size was 40 and all the respondents were from 
an unorganised sector. The collection method was convenient sampling. For the purpose of data analysis Z test has been 
applied with the help of SPSS and where required the data has been presented with the help of Pie chart and bar diagram. 

ANALYSIS AND INTERPRETATION:

 ●  H01 There is no significant difference in the mean value of women employees think about work when they are not at 
work.The null hypotheses has been rejected (p<0.05), hence it can be said that there is a significant difference in the 
mean value of women employees thinking about the work. It may be due to they are overburdened or they are very 
possessive about the work. 

 ●  H02 There is no significant difference in the mean value of women employees spending much time at work place.The 
null hypotheses has been rejected (p<0.05), hence it can be said that there is significant difference in the mean value 
of women employees spending much time at work place. Spending more time at work place may be due to that speed 
the female employees are slow or the nature of the work given to them is time consuming. 

 ●  H03 There is no significant difference in quality time spending with family and friends due to work.The null 
hypotheses has been rejected (p<0.05), hence it can be said that there is a significant difference in quality time 
spending with family and friends due to work. The reason may be that they are not getting enough free time after their 
work or due to some other responsibilities. 

 ●  H04 There is no significant difference in temperament of women employees due to work load.The null hypotheses has 
been rejected (p<0.05), hence there is significant difference in temperament of women employees due to work load. 
Because of the excessive work or multiple expectations they are getting irritated or they are responding with irritation. 

 ●  H05 There is no significant difference in affecting domestic work due to work of women employees in unorganised 
sector.The null hypotheses has been rejected (p<0.05), it can be said that there is a significant difference in affecting 
domestic work due to work of women employees in workplace. It may be due to the work pressure or the mental burden 
is of nature that can’t be ignored and brought to home by the female employees and has affect on their domestic work. 

 ●   H06 There is no significant difference in problems in family due to work of women employees in work place.The null 
hypotheses has been rejected (p<0.05), hence there is a significant difference in family problems due to work of women 
employees in workplace. The reason may be that the work get affected at home because of the work in work place. 
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 ●   H07 There is no significant difference in work getting affected due to stress at home. The null hypotheses has been 
rejected (p<0.05), hence there is a significant difference in work getting affected due to stress at home. It may be due 
to the workplace pressure women’s were not able to concentrate on their domestic work which creates stress. 

 ●  H08 There is no significant difference in satisfaction of women employees in an unorganised sector, support to 
manage the family problems. The null hypotheses has been rejected (p<0.05), it can be said that there is a significant 
difference in satisfaction of women employees in unorganised sector support to manage the family problems. 

 ●  Apart from this the demographic variable show that 65% of women employees belongs to age group 20-30(chart 1), 
40% of the employees were having experience of 6months to 5 years and 53% were earning 5 to 10 thousand per month.

One-Sample Test
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CONCLUSION 

There is big challenge for the working women’s to make an equilibrium between the work life and the personal life. Working 
women’s are facing several types of problem not only at the work place but also at their home. They are suppose to manage 
both the ends with fully of efficiency and accuracy. They are playing double role in their life but up to what extent they 
were able to handle and manage their double responsibilities become important. It can be concluded women employees are 
mentally occupied about the work devoting more time in workplace which affects their domestic responsibilities which affects 
their temperament. Even though they are handling both the responsibilities they are not satisfied with the workplace support in 
managing their domestic problems. Due to that their domestic problems affects their work life and vise- versa. Although the 
reason for such lopsidedness may be due the that the age group which they belong majority of them are between 25-35, their 
wages, experience and qualification. 
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INTRODUCTION

Stress is an unavoidable consequence of modern living. With the growth of industries, pressure in the urban areas, quantitative 
growth in population and various problems in day to day life are some of the reasons for increase in stress. Stress is a 
condition of strain that has a direct bearing on emotions, thought and physical conditions of a person. But it affects health 
and creates lots of physical problems. These day’s, women are running to doctors and browsing websites to get rid of stress 
and depression but nothing works really until self realization takes place in mind. Some experts insist for yoga, exercises, 
travel, and some pills with a balanced diet. But all these things never have been effective for all the working women in 
stress because of the problem of time management and self consciousness. The so-called multi tasking modern women are 
knowingly or unknowingly moving on stress due to various reasons that they may be ignorant of, like lack of family support 
and encouragement, colleague behavior and boss temperament in office, dissatisfaction from spouse and in laws, children 
rough behavior etc create havoc in their mind for which they fall in mentally sick and develop health in critical condition.

REVIEW OF LITERATURE

The review of literatures have been made from various sources such as research papers published in journals, websites, 
textbooks, published and unpublished thesis. All these literatures highlight the importance of evaluation on work stress 
management. Some of the studies have been given below.

Geetika singla (2006) in her study found that doctors and teachers are highly stressed as compared to employees from 
other professions. Both the teachers and doctors face a significant amount of workload. It also revealed that females are most 
stressed as compared to male.

WORK – RELATED STRESS AMONG WOMEN 
PROFESSIONALS
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In the fast changing world of today, no person is free from stress. And no profession is stress free. Everyone experiences 
stress, whether it is in the family, business, organization, study, work, or any other social or economic activity, stress has 
become the core concern in the life of everyone, but still everybody desires stress free life. Stress is a subject, which is hard 
to avoid. The specific stress experienced by people, often depends of the setting in which people live. The present study aims 
to find out the work related stress among women professionals. A sample of 133 women professionals selected randomly 
were studied. A questionnaire method of survey was used to find out the work related stress among women professionals. The 
data were collected by using questionnaire as a instruments. Primary data were collected by conducting the direct structured 
interview using questionnaires. Questionnaire was used for data collection. Frequency, percentages, and chi-square were used 
for analysis.
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Nevin et al.,(2007) studied that total stress score of working women is higher compared to non- working women and that 
there is no significant difference between the woman’s working status and total stress and conclude working women have high 
levels of stress than non-working women.

Watts et al.,(1992) stated that the environment in which people work can have a direct effect on their stress levels; until 
stress is recognized fully as a specific and detrimental influence on health, individuals will continue to hide the truth from 
themselves and their employers, going “off sick” and adopting poor and potentially fatal coping strategies.

Harshpinder and Aujila (2002) found in their study that working women were more stressed due to sociological factors 
where as non working women were more stressed due to environmental factors.

According to Gupta K. Sashi & Rosy Joshi (2010, pg215) Stress is the feelings that one has when under pressure while 
stressors are the thing one respond to in the one’s environment. The way one respond to a challenge may also be a type of 
stress.

Tharakan (2015) studied on occupational stress and job satisfaction among working women. He observed that professional 
women experienced greater work related stress than non-professional women. The expectation of technocrats was much 
higher than the non technocrats.

OBJECTI VES OF THE STUDY

The main objectives of conducting the research are,
 ● To identify the reason for stress at home.

 ● To study the reason for stress in office.

 ● To test whether marital status of working women affects their working hours.

 ● To offer suitable suggestion for the mitigation of stress among women professionals.

NEED OF THE STUDY

Although work is sometimes enjoyable. Too much stress affects health, less job satisfaction, less productivity and failure to meet targets. 
Stress is inevitable in most cases, so everyone deals with stress differently. Every organization goal is depending on the employees 
performance. The study seeks to find out various reason of stress related to women professionals in home as well as in office.

Hypothesis of the Study
 ● The following hypotheses have been identified to test in this study.

 ● Ho: There is significant relationship between marital status of the working women and their working hours.

 ● H1: There is no significant relationship between marital status of the working women and their working hours.

METHODOLOGY AND TOOLS

The data required for the study was collected from primary and secondary sources. The primary data was collected from 
working women from various professionals using questionnaires.

The secondary data has been collected from published journals, books and various websites. The data were analyzed 
by using appropriate statistical techniques such as percentage analysis, t-test is used to find out the relationship between the 
marital status of working women and working hours

ANALYSIS AND INTERPRETATION
The analysis is carried out in three parts.

 ● Reason for stress at home.
 ● Stress in office.
 ● Relationship between marital status of working women and their working hours.
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REASON FOR STRESS AT HOME

Stress is something that we all have to deal with on a daily basis. There are many factors in the workplace that cause stress, 
but our home lives can bring us only us much, if not more, anxiety. So let’s look at some causes of stress in home. Table 1 
depicts the reason for stress at home.

TABLE 1 STRESS AT HOME

S.NO Stress at home Frequency Percent

1 Shifting houses 20 15
2 Transfer 10 7
3 Moving away from family 45 34
4 Changes in life style 58 44

Total 133 100

It is found from the table 1 that about 44 percent of the working women have stress at home due to change in life style, 
34 percent of them have stress due to the reason moving away from family, 15 percent of them have stress due to shifting 
houses from one place to another and the remaining 7 percent of them have stress due to transfer from a branch/state/interstate 
transfer to other place. Hence, it can be concluded that majority of the respondents have stress at home due to change in life 
style.

Stress in office
Stress is a natural part of life. Everyday there are some responsibilities, obligations and pressures that change and challenge 
a person. Stress comes from many different directions when a person enters the workplace. The office can be a very stressful 
place for those who have trouble in balancing tasks and time effectively. Table 2 depicts the stress in office.

Table 2 STRESS IN  OFFICE

S.NO Stress related issues Frequency Percent
1 Due to promotions 13 10
2 Achieving target/deadlines 54 41
3 Women harresment 3 2
4 Audit related work 2 1
5 Pressure at work 61 46

Total 133 100

It is found from the table 2 that about 46 percent of the respondents have a stress due to pressure at work another 41 
percent of them have stress due to achieving target/deadlines. About 10 percent of the respondents have stress issues due to 
promotion and 2 percent of them have a various stress issue due to women harassment, remaining only 1 percent of them 
have various stresses relating to audit work. Hence, the majority of the respondents have a stress related issues in office due 
to pressure at work as well as achieving a target.

Relationship between marital status of working women and their working hours
In order to test whether marital status of working women affects their working hours, the t-test is applied. The null hypothesis 
is that there is no relationship between marital status of the working women and their working hours affected them is framed 
and tested.
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Table 3 MARITAL STATUS AND WORKING HOURS

Working hours Marital status N Mean StdDeviation t-value p-value
Work even after
office time

Married 90 1.66 .706 .527 .402
Unmarried 43 1.63 .655

Need to work on
holidays

Married 90 1.80 .864 .514 .429
Unmarried 43 1.91 .811

Work at home after
office(office work)

Married 90 1.67 .750 .851 .036
Unmarried 43 1.74 .759

Travelling away
from home

Married 90 1.84 .860 .263 1.265
Unmarried 43 1.93 1.033

The p values of all the cases are greater than 0.05 the null hypothesis are accepted at 5% level of significance. Hence, it can 
be concluded that there is no relationship between marital status of working women and their working hours.

SUGGESTIONS

 ●  In general one is to suggest to work with people who have a positive attitude. They should spend more time with 
optimistic people. People with negative attitude will pull down to their level, since it should be avoided.

 ●  Family members should understand the importance of a women working, be it for financial support or otherwise. This 
would reduce the level of work family conflict for working women.

 ● Provide onsite or distance counseling as a way for employees to help them to deal with stress.

 ●  Bring some diversions into the office it may sound counterintuitive to bring diversions into a place of work, but 
allowing your employees to let loose during the day will help them deal with stress in the work place and it also boost 
employee productivity and morale.

 ●  Relaxation, yoga, meditation, spending quality time with the children and friends, spending time with hobbies, 
listening to music or some favorite programmes may reduce their stress levels and finally they will have better health.

CONCLUSION

One of the fastest growing trends in the world over the past two decades has been increase in the number of women fully 
employed outside the house projections made for the 21st century suggest that women will account for one half of the total 
workforce and 2/3rd of the labour force growth. Women will fill two out of three newly created jobs. Women need to prepare 
themselves to cope with these challenges. To manage the stress successfully in everyday lives, women learn to relax and enjoy 
life. The best way to manage stress is to prevent it. This may not be always possible so, the next best things are to reduce 
stress and make life easier. For these purpose different stress management techniques like meditation, yoga, hypnosis, guided 
imagery, muscle relaxation, mindfulness breathing etc should be used. So as to curtail the stress level which cause of various 
fatal disease like cardio vascular diseases, hypertension etc. this study shows that most of the working women suffer from 
stress. so the management should provide organization-wide stress avoidance and copying techniques that would help them 
to manage their stress.
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INTRODUCTION

The economic impact of the 2020 coronavirus pandemic in India has been largely disruptive. India’s growth in the fourth 
quarter of the fiscal year 2020 went down to 3.1% according to the Ministry of Statistics. The Chief Economic Adviser to the 
Government of India said that this drop is mainly due to the coronavirus pandemic effect on the Indian economy. Notably India 
had also been witnessing a pre-pandemic slowdown, and according to the World Bank, the current pandemic has “magnified 
pre-existing risks to India’s economic outlook”

The outbreak of COVID-19 has impacted nations in an enormous way, especially the nationwide lockdowns which have 
brought social and economic life to a standstill. A world which forever buzzed with activities has fallen silent and all the 
resources have been diverted to meeting the never-experienced-before crisis. There is a multi-sectoral impact of the virus as 
the economic activities of nations have slowed down. What is astonishing and worth noting is an alarm bell which was rung 
in 2019 by the World Health Organization (WHO) about the world’s inability to fight a global pandemic. A 2019 joint report 
from the WHO and the World Bank estimated the impact of such a pandemic at 2.2 per cent to 4.8 per cent of global GDP. 
That prediction seems to have come true, as we see the world getting engulfed by this crisis.

In another report entitled‘COVID-19 and the world of work: Impact and policy responses’ by International Labour 
Organization, it was explained that the crisis has already transformed into an economic and labour market shock, impacting 
not only supply (production of goods and services) but also demand (consumption and investment). International Monetary 
Fund’s (IMF) chief said that, ‘World is faced with extraordinary uncertainty about the depth and duration of this crisis, and 
it was the worst economic fallout since the Great Depression’. The IMF estimated the external financing needs for emerging 
markets and developing economies in trillions of dollars. India too is groaning under the yoke of the pandemic and as per news 

ECONOMIC IMPACT OF THE CORONAVIRUS PANDEMIC IN 
INDIA 

T.Sangeethasudha
Assistant professor, Department of Commerce, Geetha Jeevan Arts and Science College,  

Kurukusalai, Thoothukudi, Tamil nadu

Dr.B.Revathy
Professor , Department of Commerce, Manonmaniam Sundaranar University,  

Tirunelveli.Tamilnadu

The outbreak of COVID-19 brought social and economic life to a standstill. In this study the focus is on assessing the impact 
on affected sectors, such as aviation, tourism, retail, capital markets, MSMEs, and oil. International and internal mobility is 
restricted, and the revenues generated by travel and tourism, which contributes 9.2% of the GDP, will take a major toll on 
the GDP growth rate. Aviation revenues will come down by USD 1.56 billion. Oil has plummeted to 18-year low of $ 22 per 
barrel in March, and Foreign Portfolio Investors (FPIs) have withdrawn huge amounts from India, about USD 571.4 million. 
While lower oil prices will shrink the current account deficit, reverse capital flows will expand it. Rupee is continuously 
depreciating. MSMEs will undergo a severe cash crunch. The crisis witnessed a horrifying mass exodus of such floating 
population of migrants on foot, amidst countrywide lockdown. Their worries primarily were loss of job, daily ration, and 
absence of a social security net. India must rethink on her development paradigm and make it more inclusive. COVID 19 has 
also provided some unique opportunities to India. There is an opportunity to participate in global supply chains, multinationals 
are losing trust in China. To ‘Make in India’, some reforms are needed, labour reforms being one of them.
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reports in Economic Times published on 23 March 2020, the economists are pegging the cost of the COVID-19 lockdown at 
US$120 billion or 4 per cent of the GDP ( The Economist, 2020). 

This COVID-19 pandemic affected the manufacturing and the services sector—hospitality, tours and travels, healthcare, 
retail, banks, hotels, real estate, education, health, IT, recreation, media and others. The economic stress has started and will 
grow rapidly. While lockdown and social distancing result in productivity loss on the one hand, they cause a sharp decline in 
demand for goods and services by the consumers in the market on the other, thus leading to a collapse in economic activity. 
However, lockdown and social distancing are the only cost-effective tools available to prevent the spread of COVID-19. 
Governments are learning by doing, as it was in the case of success of containment strategy in Bhilwara district, Rajasthan, 
India, the economic risks of closing the economy remain nonetheless. Similarly, flattering the caseload curve is critical for 
economy at large, but it comes with an economic cost.

IMPACT ON GDP GROWTH RATE

While the COVID-19 pandemic is constantly growing and showing little signs of containment as of 15 April 2020, its adverse 
impact on economic growth of the country will probably be very serious. The UN warned that the coronavirus pandemic is 
expected to have a significant adverse impact on global economy, and most significantly, GDP growth of India for the present 
economy is projected to decline to 4.8 per cent (United Nation 2020). Similarly, the UN ‘Economic and Social Survey of Asia 
and the Pacific (ESCAP) 2020 reported that COVID-19 would have extensive socio-economic consequences in the region 
with inundate activities across borders in the areas of tourism, trade and financial linkages (United Nations, 2020).

Economic Survey 2019–2020 had provided advance estimates for growth in real GDP during 2019–2020 at 5.0 per cent, 
as depicted in Table 1, as compared to the growth rate of 6.8 per cent in 2018–2019. The nominal GDP is estimated at 204,400 
billion in 2019–2020 with a growth of 7.5 per cent over the provisional estimates of GDP (190,100 billion) for 2018–2019. 
(Economic Survey, 2020, p. 100) On 28 February 2020, the National Statistical Office announced revised estimates of GDP 
growth, from 8 per cent to 7.1 per cent in the first quarter, from 7 per cent to 6.2 per cent in the second quarter and from 6.6 
per cent to 5.6 per cent in the third quarter. Goldman Sachs estimated the growth rate of GDP at 1.6 per cent, declining by 
400 basis points because of 21-day lockdown (Goldman Sachs, 2020). In case of a quick retraction of COVID-19 pandemic 
across the globe by mid-May, KPMG India estimated India’s GDP growth in the range of 5.3 per cent to 5.7 per cent. In 
second scenario where India controls the virus spread but there is a significant global recession, the growth may be between 
4 per cent and 4.5 per cent. KPMG India in its report estimated India’s GDP growth rate falling below 3 per cent if the virus 
spreads further in India and lockdown sees an extension (KPMG, 2020). Motilal Oswal research suggests that a single day of 
complete lockdown could shave off 14–19 basis points from annual growth (Oswal, 2020). Barclays reported the cumulative 
shutdown cost to be around US$120 billion, or 4 per cent of GDP (Barclays, 2020). Mr Yashwant Sinha, former Finance 
Minister of India, estimated the cost of 21-day countrywide lockdown at 1 percentage point of GDP. The global recession and 
uncertainties of future might make a 2 percentage point decline in growth rate (for 2020–2021) possible.

Figure 1. Impact of COVID-19 on Migrant Population
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The survey further explains that about 99.2 per cent of these workers have Aadhaar card, 86.7 per cent have a bank account or 
Jan Dhan documents, 61.7 per cent have ration cards and 23.7 per cent have Below Poverty Line (BPL) cards. Although government 
has announced a relief package of 1,700 billion, many of them might find it difficult to avail the benefits. These workers expected the 
government to provide for monthly ration and monthly financial support (Jan Saahas Survey, 2020). The crisis witnessed a horrifying 
mass exodus of such floating population of migrants on foot amidst the countrywide lockdown. Their worries primarily emanating from 
loss of job and absence of a social safety net. Despite assurance from the government, they continued to walk back to their homes. It is 
a saga of inequality, poverty and social exclusion of vulnerable populations struggling to overcome this sudden crisis.

The Supreme Court sought a status report from the Centre on the measures taken to prevent the mass exodus of migratory 
labourers to their villages. A sudden displacement of workers due to coronavirus will have far-reaching effects on the Indian 
economy. Some of these workers may not return to work in the industrial towns of Gurugram, Surat and Mumbai. They may 
seek employment in their marginal farms or in the nearby areas. The consequences of behaviour changes forced by lockdown 
will put pressure on MSMEs and farm sector, as labour will not be available soon after lockdown. If not properly addressed 
through policy, the social crisis created by the COVID-19 pandemic may also increase inequality, exclusion, discrimination 
and global unemployment in the medium and long term.

Implications on Capital Markets, Global Oil Market and its Impact on India

Coronavirus fears have sent shock waves across global financial markets. Indian capital markets are envisaging a funds 
flow to Western capital markets, owing to rate cuts and fall in the stock markets the world over. As per the NSDL data, Foreign 
Portfolio Investors (FPIs) have withdrawn huge amounts from India—247.76 billion from equity markets and 140.50 billion 
from debt markets in a short span of 13 days, that is, from 1 to 13 of March 2020. There will be a lot of volatility in the capital 
markets in the next 6 months, owing to rapid flow of capital from one market to another in the world.

A historic drop in demand for oil has dropped the crude oil prices to an 18 year low of US$22 per barrel, in March from 
US$65 per barrel in January. Some estimates have pegged a saving of US$7–8 billion for India for every US$5 a barrel fall 
in crude oil prices. A fall in crude oil prices may cut India’s current account deficit, which was 1.55 of GDP in 2019–2020 
(Economic Survey, 2020). But the capital outflows from India may exceed the potential saving in the current account deficit. 
INR to USD average exchange rate has been 70.4 per US dollar, but it is already quoting near the psychological barrier of 75 
per US dollar. If capital outflows from India continue, rupee (INR) may depreciate further in the coming days.

Fiscal and Monetary Measures
Coronavirus pandemic demands coordinated fiscal and monetary policy measures to deal with it. The fiscal measures include 
paying the healthcare bill raised by the pandemic. Providing for masks, gloves, testing kits, personal protection equipment, 
ventilators, ICU beds, quarantine wards, medicines and other equipment would mean a huge increase in healthcare spending. 
Public spending on healthcare in India is 1.1 per cent of GDP. It is likely to increase in the current fiscal year. The government 
has declared a relief package of 1,700 billion, it will be used to make cash transfers to the poor and vulnerable sections of 
the society. The sectors that are affected the most, that is, MSMEs and the farms, will be supported by another relief package 
which will be announced soon. Tourism and those sectors which are integrated with global supply chains will require support. 
Tax revenues will also drop due to recession. Fiscal receipts could drop by at least 2 per cent of GDP. All these fiscal measures 
will increase fiscal deficit by 1–1.5 per cent, which is currently at 3.2 per cent, as predicted by economists.

Impact on Start-Ups and Micro, Small and Medium Enterprises

Micro, Small and Medium enterprises, which have created more than 90 per cent of the jobs in India, employing over 
114 million people and contributing 30 per cent of the GDP (Radhika Pandey, 2020), are at the risk of having a severe cash 
crunch if the lockdown is extended to 8 weeks. Many of these MSMEs have loan obligations and monthly EMIs to pay. Many 
of them might just disappear if their cash cycle is disturbed because of the lockdown, with fixed costs dangling over them in 
such a situation. They need a moratorium for loan repayments. RBI has released funds to non-banking financial corporations, 
some of whom provide finance to MSMEs. In addition to that, movement of perishable goods is hampered and thus, these 
businesses stare at huge losses. India cannot have a real and sustainable growth without having a thriving MSME sector. The 
COVID-19 crisis will also test the resilience of start-ups in India. Start-ups have to rely on cross-border fund raising. Several 
founders are seeing their businesses grinding to a halt. Receivables are spiralling and they have to undertake painful cost-
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reduction measures in their ventures. Government will have to make funds available to this sector, as venture capital firms 
may take a little longer to come and support because of the restricted global capital flows.

The Oxford Committee for Famine Relief (OXFAM) report on ‘Income Inequalities in India’, 2019, brought forth some 
eye-opening findings on asymmetrical developmental paradigm in India. The report mentioned that in 2017–2018, the richest 1 
per cent of the population owned 73 per cent of the wealth generated in the country. The wealth of this group increased by 20913 
billion, which is equivalent to the total budget of the central government in the same year. Richest 1 per cent in the country hold 
more than four times the wealth held by 953 million (bottom 70% of the country’s population). Six hundred and seventy million 
Indians who comprise the poorer half of the population saw 1 per cent increase in their wealth in 2017–2018. It is clear that the 
benefits of development have been claimed by a few people in the society. Stark income inequities in the country explain why a 
large part of the population which belongs to subsistence sector does not demand anything more than subsistence needs of food 
and shelter. An economic shock resulting from natural calamity or a pandemic pushes many others back to the subsistence sector. 
The COVID-19 pandemic has brought forth lopsided development in the country to the forefront. Loss of daily wages has forced 
a large segment of the society to struggle with hunger, unless a relief measure is provided to them.

DISCUSSION

A micro virus has eroded wealth and corroded investor confidence, slowed-down private consumption and investment, disrupted 
workplaces and distorted markets. Economic Survey 2019–2020 had laid out a plan to promote exports of network products, to 
integrate ‘assemble in India for the world’ into Make in India and to create 40 million jobs by realising the aspiration of a 5 
trillion economy by 2025 (Economic Survey, 2020, p. 100). The COVID-19 pandemic has forced us to rethink on these strategies. 
Integration with global supply chains also makes the nation susceptible to global supply shocks. The survey had mentioned, ‘As no 
other country can match China in the abundance of its labour, we must grab the space getting vacated in labour-intensive sectors’. 
The COVID-19 pandemic posed a huge threat to the mainstay of global production because the mobility of Chinese migrant workers 
was restricted and the production activity had come to a halt. Half of the humanity at present is under lockdown, and if lockdown 
persists, in the rest of the world, lost sales in Chinese firms will result in layoffs, cuts in investment spending and a deep recession. 
A rise in demand for commodities, if the virus does not get contained, will increase prices, even when there is a global supply shock 
and unemployment rates are high, and that is when stagflation sets in. The Indian economy will be largely protected from these 
global upheavals because Indian producer, except in a few sectors, is not a participant in global supply chains.

Global firms, in an attempt to bring down costs, have left themselves dangerously exposed to supply chain risks. The 
global industry relies on ‘Just in Time’, refurbishment of products and thus, they maintain very low inventories. China is a 
manufacturing powerhouse with a 16 per cent share in global exports and 7 per cent of global mining imports (The Economist, 
2020). Regions worst affected by COVID-19, for example, Wuhan and Shanghai, are the places where multinational companies 
in mobile, car and optical fibred manufacturing depend on for assembly line operations. Indian firms should assess their 
supply chain risks before they start sourcing from the world or integrate their supply chains with global supply chains.

Economists, through simulation models, have predicted various scenarios of the socio-economic impact of virus outbreak 
and efforts towards containment. The first scenario is the containment of virus spread by May end, and economy reviving 
very fast in the third quarter. The second scenario is of a community spread of virus, the containment taking longer and 
the economic revival not being possible until September. In the second scenario, there would be a shortage of essential 
commodities, resulting in demand shocks and inflation. A longer lockdown period for production houses will impact supply 
and will wipe out the revenues for the year. The costs pertaining to healthcare sector will also increase and relief measures 
will have to be intensified. The third scenario is that of a second or the third outbreak of the virus happening during the year 
and all the containment efforts going haywire. The third scenario will not be controlled unless herd immunity develops or a 
vaccine is invented. Otherwise, a deep recession in the economy will set in, unemployment rates will be very high, there will 
be massive loss of life and millions of people will be pushed back to poverty.

There is a debate about ending the lockdown and the Indian workforce returning to work. A choice between the health 
of the people and the health of the economy is a hard one to make for any government. Economists argue that if the poor do 
not die of corona, they will die of hunger if lockdown persists. Indian economy has a unique structure. Fifty per cent of the 
Indian households still depend upon agriculture either directly or indirectly. The people in the subsistence sector do not claim 
unemployment benefits because they are not a part of social security net. During hard times, they expect the government to take 
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care of their food and shelter. They are ready to bounce back if basic needs are taken care of. Government will have to make 
the relief measures efficient, so that the poor and the vulnerable do not suffer. Many philanthropists have also come forward 
to develop a private social security net. Labourer’s returning to farms and production houses after lockdown will, however, 
depend upon many socio-economic and behavioural factors. The labourers might be reluctant to migrate back to other states 
for employment. They might decide to seek jobs in the nearby areas or depend on marginal farms. This will result in labour 
shortage in the industrial sector. Industrial houses and construction sector can start production when partial lockdown is lifted. 
Government and industries will have to give confidence to the labourers by taking care of their economic and health needs to get 
them back to work. Bringing back the migrated labourers to work would be a critical factor after lockdown is lifted because if 
there is resistance, industries will be forced to operate at suboptimal capacities, which will result in supply shock.

India needs to rethink on its developmental paradigm. Equal access to Health and Education is an important condition 
for equitable development. An important lesson that the COVID-19 pandemic has taught the policymakers in India is to 
provide greater impetus to sectors which make better allocation of resources and reduce income inequalities. COVID-19 has 
also taught a lesson that in crisis the population returns to rely on the farm sector. India has a large arable land, but the farm 
sector has its own structural problems. However, directly or indirectly, 50 per cent of the households still depend on the farm 
sector. A greater support to MSMEs, higher public expenditure on health and education and making the labour force a formal 
employee in the economy are some of the milestones that the nation has to achieve.

One of the imminent reforms to be done in the country is labour reforms. Labour laws are outmoded in India, and some of these 
date back to the last century. India’s complex labour laws have been blamed for keeping manufacturing businesses small and hindering 
job creation. Industry hires labour informally because of complex laws and that is responsible for low wages. The unemployment rate in 
India peaked in 2018, at 45 years high of 8.1 per cent (The Hindu, 2019). A rise in wages as a result of simplified labour laws will boost 
demand and provide inducement to invest. The COVID-19 pandemic has provided an opportunity to expedite the process of labour 
reforms. Financial inclusion with labour reforms will help in increasing wages and reducing unemployment.

Before the advent of modern state, social security was largely community based in India. The community (in villages and 
cities) used to take care of the old, poor and vulnerable. Sharing food or giving food as alms was a part of daily routine and 
was an important part of our culture. Many charitable works for the community were undertaken by those who had resources 
within the community. At the time of crisis, the state provided help, but a large part of help came from local philanthropists. 
After the creation of modern state, community-based social security measures were discontinued. State-sponsored social 
security net for all is yet to be developed in India. Social security measures are segregated. It is time to provide a social 
security card (with a unique identification number) to everyone in the country, along with a 100 per cent financial inclusion. 
Availability of advanced digital technology can easily make this possible in India. Massive exodus of migrant labourers, news 
of some of them dying as a result of walking miles in the scorching sun, and many remaining hungry for days are some of the 
most disturbing images of lockdown. Duplication of relief efforts in the absence of a formal social security net and having 
no way to reach the last mile where a part of the population remains left out are some of the realities that have been brought 
forward by the pandemic. It is time to create a robust state-sponsored social security net for every citizen of the country.

CONCLUSION

 The spiralling and pervasive COVID-19 pandemic has distorted the world’s thriving economy in unpredictable and ambiguous 
terms. But it significantly indicated that the current downturn seems primarily different from recessions of the past which 
had jolted the country’s economic order. Whereas the nations, conglomerates, corporations and multinationals continue to 
understand the magnitude of the pandemic, it is undoubtedly the need of the hour to prepare for a future that is sustainable, 
structurally more viable for living and working.

While the unprecedented situation has caused a great damage to the economy, especially during periods of lockdown, the 
nation will have to work its way through it, by introduction of fiscal measures. As the national government envisions, protection 
of both lives and livelihood is required. The economic activity must begin gradually after screening of the labour force. Strict 
preventive measures should be implemented by the industry in order to safeguard the health of the workers. While policy and 
reforms should be doled out by the government adequately to salvage the economy, the industry, civil societies and communities 
have an equal role in maintaining the equilibrium. The norms of social distancing, avoiding or cancelling gatherings, and use of 
masks and sanitisers should be the way of life till we are able to eradicate the virus. During this time, the economy is juxtaposed 
with social behaviour of humankind, so the responsibility of bringing back economic action is not of government alone.
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The risk of a global recession due to COVID-19 in 2020 and 2021 would be extremely high, as it has been observed 
globally that the shutdown of all economic activities—production, consumption and trade—to control the spread of COVID-19 
is imminent. The nature of shutdown is unique in case of COVID-19 due to a supply shock, a demand shock and a market 
shock. The recovery in economy depends on the timings and magnitude of government support as well as the level of 
corporate debt and how the companies and markets cope with lower demand. Government assistance to those most in need 
(largely constituted of unorganised sector, migrants and marginalised communities) is a critical measure to save many lives.

However, every crisis brings about a unique opportunity to rethink on the path undertaken for the development of a human 
being, community and society. The COVID-19 pandemic has a clear message for the Indian economy to adopt sustainable 
developmental models, which are based on self-reliance, inclusive frameworks and are environment friendly.
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INTRODUCTION

Economic value added is a financial measurement tool that bankers can use to measure the financial performance of their 
bank. EVA determines if a business is earning more than its true cost of capital. The traditional accounting measures of 
corporate performance such as Dividend per share (DPS), Return on equity (ROE), and Earning per share (EPS) are meeting 
up with ever increasing criticism and dissatisfaction. There are traditional measures like earnings per share EPS, DPS and 
ROE, ROA and the like have been used by the shareholders to measure performance appraisals. The value-based management 
in this new approach has gained widespread approval as it outlines two important propositions: first, that shareholder value 
creation is the primary corporate objective, and then secondly, that economic income of a company, as expressed by its EVA, 
is the primary measure of corporate performance. But the focus of this type study in financial firm is very few. It has become 
necessity to using the appropriate performance measure for shareholder value creation in banks.

REVIEW OF LITERATURE

Kantor (1996) in his study the Economic value added (EVA) based on management decisions could be parallel to decisions 
that are based on the conventional measures. Economic value added wealth maximization relates because EVA is dollar based. 
In fact, Market value added (MVA) is strongly correlated with EVA.

Ashok Thamby (2000) applied the concept of economic value added to the banking and development financial Institutions 
sector in India. The result of the study revealed that most banks in the banks in the public and private sector banks, as well as 
the development financial institutions in India are not earning positive economic value added.  

Roji George (2005) has conducted research on “Computation of EVA in Indian Banks” the research concluded that banks 
add value to the shareholders wealth and do not destroy them and a positive relationship was found between EVA, NPA and 
employee productivity. The study reveals that public sector banks perform better than private sector banks for the selected 
period in spite of high cost of capital. The researcher suggests that public sector banks can use EVA as their USP while 
reaching the capital market. 

EVA: PERFORMANCE EVALUATION OF SELECTED 
COMMERCIAL BANKS

T.Priyanka
T.Priyanka, Ph.D Research Scholar, Department of Commerce, Alagappa University, Karaikudi

Dr.B.Sudha
Dr.B.Sudha, Associate Professor, Department of Banking Management, Alagappa University

The banking sector requires additional funds to escalate further growth. Banks are approaching the capital market for the 
additional investment. So now the primary goal of the bankers is to adding the shareholder value and promote them for 
additional investment in banks. Return on Investment (ROI), Return on Net worth, Return on Capital employed, Earning 
per share are the most popular traditional used techniques to measure the performance. In the recent years many modern 
techniques have also gained popularity like Balanced score card, value added statements, Economic value Added (EVA) Cash 
value Added, Shareholders Value Added etc. Though there are many modern techniques available Economic value added has 
gained popularity to measure performance from shareholders point of view. Through this paper an attempt is made to study 
how EVA helps the measurement the performance of banks.

Keywords: Economic Value Added, NOPAT,   ROIC, WACC,   EVA  
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OBJECTIVES OF THE STUDY

 ● To study the concept of Economic value added and its application of commercial banks.
 ● To determine the value added by the banks to shareholders wealth using Economic Value added.

SAMPLE SIZE

The study is conducted by selecting four leading banks in India two from Public Sector and Private Sector namely State Bank 
of India, Indian bank, ICICI Bank and Axis bank.

COLLECTION OF DATA

In this study to taking the Secondary data. The data is collected from the annual reports of the banks, Publications by 
RBI and stock prices of the banks are collected from stock market websites like yahoo finance, money control and BSE.

PERIOD OF THE STUDY

The study is conducted for a period of two years 2017-18 to 2018 -19.

CONCEPT OF ECONOMIC VALUE ADDED

Economic value added is a new powerful management tool which is considered as an important source of corporate governance. 
It is an alternate performance measurement technique which is used to overcome the limitation of traditional measurement 
criteria by correlating with shareholder’s wealth and action of a company’s manager.

 ●  EVA is a method to measure a company’s true profitability and to steer the company correctly from the viewpoint of 
shareholders.

 ●  EVA helps the operating people to see how they can influence the true profitability (especially if EVA is broken down 
into parts that can be influenced).

 ●  Clarifies considerably the concept of profitability (the former operating profit/capital (ROI %) -observation is turned 
into EVA - observation).

 ●  EVA improves profitability usually through the improved capital turnover. Companies have usually done a lot in 
cutting costs but there is still much to do in improving the use of capital.

 ● EVA is at its best integrated in incentive systems.

COMPUTATION OF ECONOMIC VALUE ADDED

NOPAT (Net operating profit after tax)

NOPAT is the first step to calculation of Economic value added calculation. In other words NOPAT is the operating profits 
o f the firm adjusting taxes to a cash basis. The NOPAT includes interest income, other incomes deducting interest on deposits, 
operating expenses and taxes. This gives overall prominence for operating profit. 30% Tax rate is taken. 
The formula for NOPAT is as follows,

NOPAT = Total income - Interest on Deposits - Operating Expenses – Tax
Banks                SBI    Indian bank          Axis           ICICI
Years 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19
  Total income 210979.17 265100.00 18251.12 19519.48 56233.47 56747.40 73660.76 72385.52
Int.on Deposit 105598.75 135725.70 10556.90 10195.83 19639.63 19173.52 22871.67 23428.77

Operating Expenses 46472.77 59943.45 3356.72 3668.40 12199.91 13990.34 14755.06 15703.94
Operating profit 58907.65 69430.85 4337.5 5655.25 24393.93 23583.54 36034.03 33252.81
Tax 17672.3 20829.26 1301.25 1696.575 7318.179 7075.062 10810.21 9975.843
NOPAT 41235.36 48601.6 3036.25 3958.675 17075.75 16508.48 25223.82 23276.97
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Invested Capital (IV)

 Invested capital refers to total assets (net of revaluation) after deducting non-interest bearing current liabilities. From 
operating view point, invested capital can be described as Net Fixed Assets (i.e., Net Block), plus Investments plus Net 
Current Assets. Net Current Assets means current assets less current liabilities. From financing view point, invested capital 
can be defined as Net Worth plus borrowed funds. Borrowed funds include all long-term and short term borrowed funds 
bearing interest. Stewart mentioned that adjustments for four Equity Equivalents should be made. The adjustments for equity 
equivalent are intended to arrive at the true economic value of the invested capital. Net worth is defined as total of paid up 
share capital plus free reserves and surplus (net of revaluation reserve) less miscellaneous expenditure (including accumulated 
losses) if any. Such adjusted invested capital would be called economic capital.

Invested Capital = Equity + Reserves and Surplus + Borrowings
Banks SBI    Indian bank          Axis ICICI

Years 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19
Invested 
capital

505979.72 581270.63 29798.90 38208.59 160793.41 211461.40 247507.22 288017.56

(ROIC) Return on Invested Capital 

Return on invested capital (ROIC) is a calculation used to assess a company’s efficiency at allocating the capital under its 
control to profitable investments. The return on invested capital ratio gives a sense of how well a company is using its money 
to generate returns. The company can, after all. Expect some returns from its retained earnings if it invests them in either the 
equity or debt markets. The ROIC represents the total percentage return the company generated on its average invested capital.

RO1C= (NOPAT/ Invested Capital) x l00
Banks SBI    Indian bank          Axis           ICICI

Years 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19
NOPAT 41235 48602 3036 3959 17076 16508 25224 23277
Invested 
capital

505979.72 581270.63 29798.90 38208.59 160793.41 211461.40 247507.22 288017.56

ROIC 8.1 % 8.4% 10.2% 10.4% 10.6% 7.8% 10.2% 8.1%

WACC (Weighted Average of Cost of Capital)

Weighted average cost of capital (WACC) is the computation of company’s cost of capital of each category of capital 
corresponds to weight. It includes common stock, preferred stocks, bonds and other long term debts. In other words, WACC 
is the average rate of a company pay to its investors. A company should explore projects that provide an ROIC i that is greater 
than WACC to add wealth to its capital position, which can be distributed to its investors. Similarly, companies should reject 
the projects that provide an ROIC that is less than WACC. The time cost of capital is the weighted average cost o f capital o f 
both cost o f equity and cost of debt.

WACC= Kd + Ke (Kd = Cost of debt Ke = Cost of Equity)
Cost of Debt (Kd)

Cost o f debt is easy to determine because it is the fixed rate o f return on the capital (borrowed capital) contributed by 
the investors. Cost o f debt is determined by dividing total interest paid by the firm to the total borrowings. It is denoted as 
follows,

Kd= Interest expended - Interest on Deposits / Total Borrowings
Banks                SBI    Indian bank          Axis           ICICI
Years 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19

Interest expended 8059.75 9919.90 336.79 654.26 6809.42 7989.06 9547.29 8511.28
Total Borrowings 317693.6583 362142.07 12636.889 19760.1707 105030.8694 148016.14 147556.1521 182858.62
Kd 0.025 0.027 0.027 0.033 0.065 0.054 0.065 0.047
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Cost of Equity (Ke)

The cost of equity can be calculated by using the CAPM (capital asset pricing model) The Capital Asset Pricing Model 
(CAPM) is a model that describes the relationship between the expected return and risk of investing in a security. It shows 
that the expected return on a security is equal to the risk-free return plus a risk premium, which is based on the beta of that 
security. Below is an illustration of the CAPM concept.
The CAPM can be expressed as:
Re = Rf + β (Rm-Rf)
Where:
Re = Return on Equity
Rf = Risk Free Rate o f Return
Rm = Market Rate o f Return

Banks                SBI    Indian bank          Axis           ICICI
Years 2017-18  % 2018-19 % 2017-18 % 2018-19 % 2017-18 % 2018-19 % 2017-18 % 2018-19 %
  Rf 6 .25% 7.3% 6.25% 7.3% 6.25% 7.3% 6.25% 7.3%
  Rm 8.15% 16.64% 8.15% 16.64% 8.15% 16.64% 8.15% 16.64%
 Beta 1.90 1.37 2.27 1.52 1.24 1.22 1.56 1.33
  Ke 8.14% 29.72% 8.34% 33.31% 7.23% 5.32% 33.31% 8.14% 

Calculation of Weighted Average of Cost of Capital (WACC) %
Weighted Average Cost of Capital is calculated using the following formula 
WACC= (Ke* weight of equity) + (Kd* weight of debt)

Banks                SBI    Indian bank          Axis           ICICI
Years 2017-18  % 2018-19 % 2017-18 % 2018-19 % 2017-18 % 2018-19 % 2017-18 % 2018-19%
WACC 8.16% 29.7% 8.36% 33.3% 7.26% 5.38% 33.37% 8.18 %

ECONOMIC VALUE ADDED%
Banks                SBI    Indian bank          Axis           ICICI
Years 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19 2017-18 2018-19
ROIC 8.1 % 8.4% 10.2% 10.4% 10.6% 7.8% 10.2% 8.1%
WACC 8.16% 29.7% 8.36% 33.3% 7.26% 5.38% 33.37% 8.18 %
EVA 7.8% 18.2% 3.32% 7.4% 3.24% 2.5% 20.2% 2.3%

Findings
 ●  It was observed through the analysis that State bank of India added value to the shareholders wealth by generating a 

positive Economic Value Added and Indian bank meeting its capital charge entirely. Whereas ICICI bank and Axis 
could not add value to the shareholders wealth.

CONCLUSION

Banking sector in India is growing in leaps and bounds and is also approaching capital market for infusion of funds to escalate 
further growth in the banking sector. It is now predominantly significant for bankers to increase the shareholders wealth and 
encourage them for more investment in banks. To do this the banks have to measure their performance from more investment 
in banks. To do this the banks have to measure their performance from shareholders perspective, bankers will have to follow 
wealth maximization as an objective to indicate that they are adding value to shareholders wealth and not deteriorating it. In 
order to determine this, bankers need to apply the Economic value added measure.
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INTRODUCTION

Business People were not an exception. They had to start moving their business activities online. However, not everything 
could be solved conveniently online. COVID-19 has significantly influenced the entrepreneurial engagement of self-employed 
persons. Some business people had to close their businesses temporarily as a result of governmental restrictions; others had 
to impose precautions and to run their activities in reduced extent due to every crisis brings challenges and threats to small 
business and their organizations, no matter if initiated by human behavior, natural disasters or economic mechanisms (Doern 
et al., 2019). 

At the end of December 2019, the coronavirus (so-called COVID-19) has started spreading from Wuhan, China to other 
countries so widely and quickly, that on 11th March 2020, World Health Organization – WHO (2020) declared COVID-19 
pandemic. As a response to mitigate coronavirus spread and save lives, governments in affected countries.  

Imposed desperate measures of social distancing, widespread lockdown, and restrictions on travelling, movement, and 
people gatherings. Many aspects of private and public life had to be moved online (Liguori and Winkler, 2020). They also 
needed to find innovative solutions in all aspects of their endeavor as the consequences of the pandemic linger on. It took time 
before the business got oriented in the new situation, and governments started helping them out with particular policy-actions 
aiming to deliver information, advisory and financial support (Kuckertz et al., 2020; Turner and Akinremi, 2020). Pandemics 
will very likely influence traditional entrepreneurial decision-making processes (Chell, 2013), communication and conflict 
management (Aldairany et al., 2018), well-being (Stephan, 2018) and business outcomes (Wach et al., 2016). 

Therefore, this special issue aims to capture the impact of COVID-19 pandemic on business sectors at different kinds of 
levels, to accumulate knowledge of best individual and policy-initiated practices helping business and self-employed persons 
to overcome the crisis. 

CHALLENGES FACED BY BUSINESS SECTORS DURING 
COVID 19
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Pallavaram, Chennai 600117.
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As the COVID-19 continues its disruption, the livelihood of many entrepreneurs and small business owners has been 
threatened. According to a recent Goldman Sachs survey, 50% of business owners that were surveyed said they didn’t think 
they could continue business operations for more than three months.  Our current situation is deeply unsettling. Entrepreneurs 
are facing many obstacles, including ensuring the businesses they have put their blood, sweat, and tears into continue to stay 
afloat. On top of that, many of them have employees that they’re trying to protect and reassure—a monumental task when they 
themselves are struggling with burnout.  From hundreds of discussions with my clients, business owners, and regional leaders, 
I’ve been able to pinpoint five main worries entrepreneurs are dealing with during the COVID-19 pandemic.
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AIM AND SCOPE

 ●  Change once we overcome the situation caused by the pandemic, which also implies that the needs and demands of 
the consumer market will be significantly impacted. Businesses need to realize and work upon the alterations that 
might be required. Innovation has always been the key to overcoming challenges in the evolving market situations. 
Bringing about innovation in the design of the products and the concepts that we, as businesses, are offering can help 
overcome this challenge posed by the pandemic. The spread of Covid-19 has essentially altered the demand-supply 
dynamics of many industries, including tourism, ticketing, restaurants, etc., and the only way to get through this 
would be to carefully pivot the business models as per the changed industry dynamics. Edtech, Healthtech, social 
impact businesses, agriculture, and food processing startups are expected to gain traction post COVID-19 crisis. 

 ●  Managing funding and investment A sustainable business approach needs to be followed, wherein all the resources, 
particularly monetary resources and funds, need to be used consciously. Managing cash flow and conserving resources 
for a few months post resumption of normal operations shall be the key to sustainability. A deeper analysis of fixed v/s 
variable cost elements within the overall cost structure should be carried out to plan for better financial management 
in the coming months. Patience in raising investments post crisis would be required. Even though investors will 
eventually loosen their purse strings in the short term, it would take a long time for anyone in closing their investment 
calls. From the investors’ point of view, a tech play would be sought after. 

 ●  Incorporating short cycle planning: Post the pandemic and once the operations get back to normal, planning for short 
durations and short cycles should be the mantra. Instead of looking at long-term plans, three months, six months, 
and one-year plans should be ready. In the current scenario, making up for the lag due to lockdown and preparing the 
organization to cope up with the situation needs to be focused upon. 

COVID-19 is not only a challenge for existing start-ups but also for the creation of new ones

Periods of crisis usually correspond to drops in business registrations.  Analysis of the most recent data (Figure 1) 
confirms that firm creation dropped significantly across many countries in March and April 2020, with a decline as severe as 
70% in April 2020 in Portugal compared to the same month of prior year, and 46%, 54%, and 58% in Hungary, France, and 
Turkey, respectively. Milder but still very strong declines are evident in Australia, the US, and Spain.2

 

Figure 1 Declines in business format

Notes: The figure shows the change in the number of new businesses in March and April 2020 relative to the same month 
in 2019. Data refer to new incorporated companies for Australia, to new incorporated companies (“Sociedades Constituídas, 
Mercantiles”) for Spain, to new “conventional businesses” for France (start-ups excluding self-managed micro-entrepreneurs) 
to new “enterprises with legal entity” for Hungary, new registration to the Trade Register of the Chamber of Commerce for 
the Netherlands, to the “formation of legal persons and equivalent entities” for Portugal, to “newly established companies” 
(excluding cooperative and sole proprietorship) for Turkey, to “new business application” for the United States. For the US 
data refer to weeks 10 to 13 (“March”) and 14 to 17 (“April”).  Data may be preliminary.

Although the COVID-19 outbreak is, and will continue to be, a significant challenge for the start-up ecosystem, the 
current crisis may also create short-run and longer-run opportunities.
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Figure 2 A missing generation of new firms has persistent employment effects

Notes: The figure shows the employment losses associated to a 20% decline in the number of entrants, relative to aggregate 
employment in the initial year, on average across countries and cohorts of entrants in 1995, 1998, 2001, 2004, 2007, 2010, 
and 2012 depending on availability. The simulation is based on the decomposition proposed by Calvino et al. (2016), focusing 
on SNA A38 industries in manufacturing and non-financial market services. Countries included are Austria, Belgium, Brazil, 
Canada, Costa Rica, Finland, Hungary, Italy, Japan, Korea, The Netherlands, Norway, Portugal, Spain, Sweden and Turkey.

There are relevant opportunities for start-ups in times of crisis

In fact, even as the number of new business registrations generally drops during recessions, many successful innovative 
start-ups or businesses have emerged from periods of crisis. Examples include Dropbox, Uber, Airbnb, WhatsApp, Groupon, 
and Pinterest, which were all founded during or just after the global financial crisis, and Alibaba’s Taobao that was founded 
during the SARS outbreak in China in 2003.  This confirms that periods of crisis are not only a challenge, but also provide 
new opportunities for entrepreneurs, as start-ups can help address the constraints created by difficult health or economic 
conditions, and respond to changing preferences and needs. Relevant examples in the time of COVID-19 are outlined below.

 ●  First, there are opportunities for start-ups that introduce (or upscale) radical innovations that can be useful in the short 
run. Today, that could mean innovations in tele-medicine, remote personal care, medical equipment, home delivery, 
food processing, teleworking, online education, contact tracing. Support for start-ups to respond to such short-term 
needs has been provided through targeted policy interventions, including a call from the European Commission for 
start-ups with technologies related to treating, testing, monitoring or other aspects of the COVID-19 outbreak to 
apply fast-track funding under the EIC Accelerator programme. These, however, tend to ultimately address specific 
activities for which there is immediate demand or need.

 ●  The COVID-19 outbreak may induce persistent changes in societies, consumer habits or needs that could uncover 
valuable business opportunities for start-ups that are able to anticipate these changes. For instance, demand for 
remote working, e-commerce, education and health services may also change in the medium run, global value chains 
and cities may be transformed.

Figure 3 Digital-intensive entrants have higher post-entry employment growth
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Notes: The figure shows the employment growth of surviving entrants in digital-intensive and other industries, on average 
across countries and cohorts of entrants in 1995, 1998, 2001, 2004, 2007, 2010, and 2012 depending on availability. Countries 
included are Austria, Belgium, Brazil, Canada, Costa Rica, Finland, Hungary, Italy, Japan, Korea, The Netherlands, Norway, 
Portugal, Spain, Sweden and Turkey. The figure focuses on SNA A38 industries in manufacturing and non-financial market 
services. Digital-intensive industries include Computer & electronics, Machinery and equipment, Transport equipment, 
Telecommunications, IT, Legal & accounting, Scientific R&D, Marketing & other and Administrative services.

SUGGESTIONS FOR BUSINESS SECTORS

 ● Taking action and moving forward

A crisis like the one we’re currently experiencing requires quick thinking in the face of uncertainty. However, with such 
high stakes on the line, entrepreneurs find themselves dealing with “analysis paralysis,” or the inability to make a decision 
due to overthinking.Delaying decisions will only lead to more problems—and those problems will require more decisions. As 
Jeff Boss wrote in a Forbes article about overcoming analysis paralysis, “In the military, it doesn’t matter in which direction 
you choose to move when under a mortar attack, just so long as you move. Decisions are never final for the simple fact that 
change is never absolute.”

Break down what you need to do into smaller steps and then attend to issues based on their level of urgency. Once you 
start taking proactive measures, you’ll feel more in control and more confident in your ability to navigate oncoming trials and 
tribulations.

 ● Keeping up with legislation

The business landscape is changing at a rapid pace. It seems like the government releases new regulations that affect 
business owners almost every day.  In order to understand and follow new legislation and changes, business owners will 
need to monitor news from the local, state, and federal government daily. Most importantly, make sure you’re getting your 
information from an official source, such as a government website, a bank representative, accountant, or other professionals in 
your network.   One useful resource is the usa.gov website, which lists pertinent information about health and safety, money 
and taxes, benefits and grants, and much more.

 ● Finding balance and achieving a healthy mindset

Fear. Anxiety. Hopelessness. We’re all experiencing a lot of intense emotions during these ever-evolving times, and 
entrepreneurs are no exception. To make it worse, there’s an additional level of stress as they try to do best by their employees 
and customers.  It can help to remember the saying “you can’t pour from an empty cup.” Overextending yourself leads to 
burnout, and once you reach that state you won’t be able to help anyone. That’s why it’s imperative that entrepreneurs carve 
out time to recharge and take care of themselves.  It can be hard to break away from work right now. Be intentional by setting 
a block of time in your schedule for self-care—whether that be going for a walk, spending time with your family, or enjoying 
a long, luxurious bath. The more you’re able to find inner calm during this crisis, the better able you are to make decisions 
and lead your business.

Figure 3 Digital-intensive entrants have higher post-entry employment growth
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Notes: The figure shows the employment growth of surviving entrants in digital-intensive and other industries, on average 
across countries and cohorts of entrants in 1995, 1998, 2001, 2004, 2007, 2010, and 2012 depending on availability. Countries 
included are Austria, Belgium, Brazil, Canada, Costa Rica, Finland, Hungary, Italy, Japan, Korea, The Netherlands, Norway, 
Portugal, Spain, Sweden and Turkey. The figure focuses on SNA A38 industries in manufacturing and non-financial market 
services. Digital-intensive industries include Computer & electronics, Machinery and equipment, Transport equipment, 
Telecommunications, IT, Legal & accounting, Scientific R&D, Marketing & other and Administrative services.

Policy responses can help speed up the recovery

Policy interventions should aim at tackling short-term challenges, supporting short-term liquidity and availability of 
funding, as well as providing the right conditions and incentives for innovative start-ups and potential entrepreneurs and boost 
their potential and capabilities to grasp them.

TACKLE SHORT-TERM CHALLENGES

 ●  Support short-term financial needs of existing start-ups (e.g. with loan guarantees, direct lending, grants or subsidies, 
keeping in mind start-ups’ specificities in designing these policies) with minimal bureaucracy, and help secure jobs 
and incomes of their workers (OECD 2020c).

 ●  Raise awareness about existing measures and support initiatives that provide guidance to help start-ups adapt to the 
COVID crisis (e.g. through official platforms that centralise information on support programs, provide advice on 
cash-flow management, best practices to connect with investors remotely, etc.).

 ●  Support R&D and prizes for radical innovations to help tackle the health crisis, and support start-ups adapting their 
products (OECD 2020d).

 ●  Promote investments in skills and online training especially during the crisis, to prevent skills depreciation and 
encourage upskilling of start-up workers.

 ●  Reduce barriers to entrepreneurship and provide the right incentives

 ●  Reduce administrative burdens for start-ups by implementing simplified procedures, and accelerating transitions to 
e-government. Minimise regulatory uncertainty, both during the crisis (e.g. red tape) but also after (e.g. health and 
safety requirements in the early recovery phase), as start-ups suffer most from these uncertainties.

 ●  Reduce possible barriers associated with the entrepreneur status, especially those that may be seen as particularly 
critical during and after the pandemics (e.g. related to access to health care and paid sick leave), making social 
protection more portable. In other words, link entitlements to individuals rather than jobs.

 ●  Ensure that funding remains available for innovative start-ups at all stages of their development, in co-ordination 
with private actors. For example, provide additional public funds to public venture capital umbrella-fund-investors, 
which can be used in co-investment with private investors for financing rounds of start-ups; take over shares from 
defaulting fund investors with additional public funds; or simplify venture capital financing).

 ● Boost entrepreneurial potential

 ●  Promote entrepreneurship training, also in combination with benefits for displaced workers and lifelong learning, to 
facilitate (un)employment-to-entrepreneurship transitions, with particular attention to disadvantaged groups.

 ●  Promote university-business collaborations to facilitate industry applications of innovation and university-to-
entrepreneurship transitions.

 ●  Promote network developments, including those linking job seekers and start-ups and those facilitating access to 
international markets.

 ●  Maintain investments in the start-up ecosystem, notably to ensure incubators and accelerators continue playing an 
important medium-term role in providing guidance, coaching, and mentoring to potential entrepreneurs and existing 
start-ups
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INTRODUCTION:

Fintech, this word is a portmanteau of the two terms ‘finance’ and ‘technology’. It has evolved very rapidly in financial jargon. 
Fintech also called as financial technology. It refers to provide financial services to tech savvy users at more efficient way. 
Fintech has changed the way people think about money and value transactions in a real-time. Cashless digital transactions 
are emerging everywhere, compelling grudging consumers to inculcate the habit of digital financial transactions. Money 
transfers and payments though smartphones or smartwatches more without reaching to banks and financial institutions with 
fintech. FinTech advancements make many consumers to adopt this digital financial access today and make financial services 
more efficient. Even though conventional financial players are considered it as a disrupter for their industry, by embracing 
technology fintech is succeeded where traditional players were failed. FinTech companies are now leading the industry and 
are creating a wide range of new financial products and services, with the purpose of making money management easier, faster 
and more effective to all the needy people. Fintech firms tie-up with external partnerships with other financial institutions like 
banks, various universities and research institutions, great technology experts, government agencies, big industry consultants 
and associations. Through these partnerships, they create a highly integrated ecosystem that brings with it the expertise, 
experience, technology financial products and services and facilities of all the entities together.  

Initially, government has undertaken the initiation of financial inclusion a decades ago with nationalisation of banks. 
Fortunately, in present situation to serve poor, unbanked and under banked and other vulnerable a great initiative introduced 
by Prime Minister, Shri Narendra Modi in Independence Day address on 15th August 2014 i.e., Pradhan Mantri Jan Dhan 
Yojana (PMJDY), which is one of the biggest financial inclusion initiatives in India and in the world. India’s demonetisation 
in late 2016 made increased demand for cashless digital transactions using e wallets like Paytm, PayU etc.,
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Innovation and technology collaboration have brought a great change in conventional financial services. Innovators are taking 
advantage of tech tools to bring in smoothly continuous and innovative financial services for the banked and unbanked 
population. One such technology based emerging financial innovation is fintech. With its huge potential in country like 
India and rapid evolution in financial world, the term has become most trending buzzword in financial jargon. Though 
conventionally Indian economy is cash-based has responded well to the new fintech opportunity, basically triggered by a 
surge in e- commerce and smartphone penetration. The transaction value for the Indian fintech sector is projected to be around 
USD 33 billion approximately in 2016 and is estimated to rise USD 73 billion in 2020. Hence the present study is an attempt 
to focuses mainly on fintech and its impact on financial inclusion in India. This paper will also analyse several studies which 
concentrates on fintech and financial inclusion. The study is based on review of literature and many published research papers, 
government bulletin, business reports and business reviews were taken.

Keywords:   Financial inclusion, Financial Innovation, Financial services and Fintech.
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The Government of India and other apex regulators like SEBI and RBI are aggressively supporting the future of the 
Indian economy to become a cashless digital economy and emerge as a strong fintech ecosystem via both funding initiatives 
and promotional activities.

Hence, the present study undertaken to know the impact of emerging fintech in financial inclusion in India.

REVIEW OF LITERATURE:

Brij Raj and Varun Upadhyay (2020), discussed technological revolution which will reform impending the future of 
finance and speedup the financial inclusion in India. The work concentrated on regulatory frame work and supervision of 
fintech for growth potential of financial sector and financial inclusion India.

Arner, D.W., Buckley, R.P., Zetzsche, D.A. et al (2020), argued that fintech is the key driver for financial inclusion 
and makes contribution in sustainable development to achieve sustainable development goals. The research suggested that 
development of proper infrastructure is required to support digital financial transactions. The best way is to have focus on 
four primary pillars such as simplified account opening and e-KYC systems, open interoperable electronic payments systems, 
electronic provision of government services and payments, design of digital financial markets and systems—supports broader 
access to finance and investment.

H.S. Parameshwar, A. Sruthie, Moussa Cisse, M. Ajay Kumar, Siddharth Misra (2019), focused on demonstrating the 
disruptions from fintech practices on the traditional financial institutions. The traditional financial institutions have issues on 
savings and number of financial accounts because of Fintech practices.

Triodos Investment Management (April 2019), explored promises and pitfalls of fintech. Reported through survey that 
more than 50% of the respondents said that government initiatives destined to fintech and financial inclusion. Fintech good at 
giving better customer services with customised products. Major challenges identified for respondents are unclear regulations, 
lack of digital infrastructure (financial ecosystem, data availability) and lack of in-house knowledge.

Baptiste Venet (2019), concerned mainly regulation, impact on financial stability, consumer information and protection, 
and product design for the poor. These challenging issues cutting across research disciplines offer promising avenues to 
scholarly and applied research alike.

Andrei-Dragoş (2019), analyses several studies which focused on the characteristics of FinTech, intending to offer a 
synthesis of the ways in which it impacts financial inclusion.

Hasnan Baber (2019), paper aimed to compare the performance of countries following Islamic and conventional finance 
system in terms of financial inclusion and FinTech. Ten countries were selected based on based on the presence of Islamic 
finance and conventional finance in the country and data analysed from 2011 to 2017. The study revealed that Islamic finance 
countries are more inclusive in terms of financial inclusion and women are financially more empowered as compared to the 
counterpart.

Dr. M. V. N. K. Prasad (2019), through his paper ‘Financial Inclusion: Emerging Role of FinTech’ made an attempt to 
render an outline and overview on the status of financial inclusion and the role of FinTech in past few years.

Peterson K Ozili (2018), examined the impact of digital finance on financial inclusion and financial system stability. 
Mainly focused on digital finance and financial inclusion, the discussions also addressed the benefits and risks of digital 
finance, digital financial inclusion and financial inclusion.

RESEARCH OBJECTIVES:

 ● To analyse the present status and growth of Fintech market in India.

 ● To know the impact of fintech on financial inclusion in India.

RESEARCH METHODOLOGY:

The research is descriptive in nature and adopted the qualitative analysis. It starts with review of literature. Qualitative data 
has been risen from various reliable and authentic sources like government bulletins, On line news, Central banks reports, 
Indian and International journals. 
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ANALYSIS AND DISCUSSION:

Evolution and Growth of Fintech Market:

FIGURE:1

Source: Abhishek Soni report /medium.com,2019

Notable surveys conducted in countries including India revealed that surprisingly 84% of consumers were not satisfied with 
their banks as they not meeting their expectations. (Abhishek Soni report,2019). With high level of customer dissatisfaction 
and lack of empathy to know customer needs fetched an opportunity to the fintech to enter in the financial world.  

Over the last five years Indian fintech market has shown upward growth trajectory. Honestly, almost 2000 fintech firms 
were identified in India. Consequently, this has made an increase in adoption of fintech solutions. Globally, India ranked 
second in the fintech adoption rate. 

Table:1 Year wise fintech companies in India 2013- 2018:

Year No. Of Fintech Companies
2013 200
2014 293
2015 574
2016 524
2017 337
2018 66

Source: PWC- ASSOCHAM Report,2019

FIGURE:2

 Number of Fintech companies rapidly grown from 2013 to 2015, later the number decreased.

In addition, In Indian FinTech market the overall transaction value is projected to rise approximately USD 66.1 billion in 
2019 to USD 137.8 billion in 2023, growing at a CAGR of 20.18% which is high comparing with the global FinTech market 
as the overall transaction value in the global FinTech market is estimated  to increase from around USD 5.49 trillion in 2019 



328
Copyright ©2020 Authors

Proceedings

to USD 9.82 trillion in 2023, a CAGR of 15.64% (statista,2019).In fact, funding also increased around 1707 USD for India 
fintech firms in the year 2018.

Impact of Fintech on Financial inclusion:
India has the highest FinTech adoption rate globally of 87% which is significantly higher than the global average rate of 64% 
(BSFI report).

 ●  Financial inclusion via fintech done at a faster rate in India. The unbanked population turned into banked. In India 
financial inclusion is a significant flip due to JAM (Jan dhan-Aadhaar-Mobile).  With the launch of Pradhan Manthri 
Jan Dhan yojana Indian’s banked increased and opened no frill accounts.

 ●  People started using banking services with no frill accounts.
 ●  According to a study by IAMAI-Nielsen,2019 the number of internet users in rural India are 277mn and urban area 

227mn.Smart phone users crossed 500mn last year with 4G penetration and inexpensive internet usage set to cover 
the last mile of financial inclusion. Banks and financial institutions, Indian fintech start up eco system has a role to 
reach this last mile connectivity.

 ●  Digital transactions paving way forward towards financial inclusion during last few years. Aadhar enabled payment 
channels, micro ATMs boosted digital payment system in the country. In addition, focusing on direct benefit transfer 
for transferring govt schemes to its public there is scope for fulfilling govt’s financial inclusion mandate.

 ●  Along with customers, the MSME sector struggling for credit facility. Digital lending models using technologies such 
as artificial intelligence, machine learning. The popular digital lending models working towards financial inclusion 
includes mobile lending, supply chain financing, crowdfunding, paylaterloans, POS lending, digital mortgages and 
invoice financing etc., (MEDICI, India fintech report 2020).

 ●  Fintech firms leading their industry and producing a wide variety of new financial products and services for making 
money management easy, quick and more effective through IOT, AI, block chain and clod computing.

 ●  Financial markets with the use of artificial intelligence and machine learning allowing algorithmic or automated 
trading in the stock exchanges.

 ●  Changes are inevitable and happening quickly. Machine-learning, big data and regtech tools monitor financial 
transactions and identify outliers that may indicate fraudulent activity. Hence, real time risks can reduce, and data 
breaches maximum avoided.

 ●  FinTech activity in India has created a range of initiatives for financial inclusion such as Ezetap app is a low-cost PoS device,  
which assist local stores and village citizens to transfer funds and make payments , Instarem render overseas money transfer 
with charges as low as 1 per cent transaction fee for any transactional value, Milaap  trusted and customised crowdfunding 
programmes for to underserved sections, which leads to social lending, Budipay is easy, safe and simple way to    remittances 
remotely with bulk amount.(Fintech India- A global growth story,2016.KPGM and NASSCOM report).

Table 2: Fintech segment for Financial inclusion:

Fintech Area Application in financial inclusion
Payments wallets, UPI, USSD Transfer
Peer to Peer Lending Funding for individuals and micro enterprises
Microfinance Funding for small and medium enterprise
eKYC Aadhar enabled KYC
Biometric Credit scoring information, account opening, ATM pin
Digital Identify Aadhaar linkage to account for credit information
Remittances Transfer and payments in remote area

Source: KPMG in India analysis, 2016

FINDINGS:
•	 India has huge growth potential for fintech industry to accelerate financial inclusion because of huge 

Indian populace, inexpensive internet usage, and use of smart phone applications and electronic 
banking for financial transactions.
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 ●  Corporates and private banks (Kotak Mahindra Bank) are supporting fintech start-ups for better money management.

 ●  The government of India is working passionately and consistently for the development of a robust fintech ecosystem 
in the country through the ’Digital India’ and ’Start-up India’ initiatives.  (Fintech India- A global growth story,2016).

 ●  RBI as regulatory apex is proactive in continuous examining and establishing certain regulatory frame work in 
fintech verticals like digital payments, P2P lending and more.

 ●  Other regulators SEBI and IRDAI constituted a committee to study the growth and impact of fintech in India.

 ●  Central and state governments (Maharashtra- Mumbai fintech hub) supporting for fintech funding and for fintech 
hubs.

CONCLUSION: 

From the analysis it can concluded that tremendous use of smart phones with less cost   internet, governments and corporates 
support, financial and non-financial institutions collaboration with fintech firms leads growth potential for fintech industry 
in India. Relative infrastructure development and supportive regulatory frame work will enhance functioning of financial 
technology to accelerate financial inclusion.

SCOPE FOR FURTHER STUDY: 

The study undertaken to explore only growth of fintech market and the extent it can affect financial inclusion. Still, there is a 
wide scope to investigate the key driving factors which will make revolution of fintech in India, to identify what are different 
segments in fintech to cater the requisites of other sectors and regulatory frame work of fintech in India. 

LIMITATIONS OF THE STUDY:

The study concentrates only on secondary sources for data collection. By administering structured questionnaire to fintech 
users it is possible to analyse its clear impact in financial inclusion. 
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INTRODUCTION:

It is an undeniable fact that every aspect of life and work has undergone digital transformation and the ubiquity of AI 
technologies have redefined and reframed the way organisations work. According to the Deloitte’s 2017 Human Capital 
Trends Report, which almost covers  the opinion of 10,000 HR people and leaders from 140 countries, it is found that AI 
technologies are inducing organisations to restructure themselves, transform their various departments, build new training 
models and reevaluate all their HR practices. Today, leading organisations understand that AI capabilities are being used to 
augment business operations and solutions.AI can create value for companies in numerous ways; it can increase productivity, 
optimize processes and resources, create new ways and means which in turn can improve the employee and customer 
experience overall. For instance, traditional method of hiring employee was effective, but still AI let organisations to recruit 
the right person faster with perfect skill set which match the role, predicting the likelihood of future success. The above 
example explains the way how AI is changing the working of organisations effectively. AI is prevalent more than ever 
before in organizations and companies across countries for the betterment of the human resource and its management.AI has 
transformed the way in which companies have traditionally recruited, trained and developed people. AI is revolutionizing the 
ways in which people were managed in organisations. The current study attempts to identify the factors responsible for AI 
efficiency in organisations. In other words, reasons why AI should be adopted in organisations and to understand the current 
AI technologies being practiced in IT companies with reference to greater Chennai. 

LITERATURE REVIEW: 

The researcher has made an endeavour to provide an outline and overview of various aspects of this study through the review 
of past and current existing literature. The sources referred include articles written and published in journals having high 
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Though, in the past, Artificial intelligence (AI) may have been believed to be a science fiction and fantasy stuff, of late 
Artificial Intelligence expeditiously achieved one milestone after another, and as a result today most professionals and experts 
have recognised adoption of Artificial Intelligence technologies in workplace is indispensable and inevitable. While AI is 
making a strong impression in almost every profession and industry, human resource practices and organisations are not an 
exception. Having in mind the above points, the main purpose of this study is to identify the AI factors which are responsible 
for overall organisational effectiveness in IT companies with reference to greater Chennai. Additionally, the study also aims 
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impact factor by academicians and industrial experts, reports, magazines related to AI and organisational practices. The 
reviews pertain to both Indian and foreign authors.

Parsun Nandy, et.al 2018 emphasised on the present state of AI progression across key sectors all over India. The 
researchers have further examined the perception of industry experts and professionals about the impact of AI on various 
businesses and ascertained the overall risk factor of job automation across all major sectors and functional roles. The study 
also evaluated the ability and readiness of various industries to adapt to a post-AI environment in terms of skill sets and 
infrastructure required. An elaborate survey questionnaire was prepared and administered to over 600 professionals working 
in different sectors such as education, manufacturing, banking and financial services, IT companies etc all over India. The 
questionnaire was designed in such a way to understand the impact of AI on various jobs within the country and readiness of 
the labor force to adapt to the AI-enabled environment. It is found that the development of AI should be in lined up according 
to the needs of individuals and businesses. It is stressed that evolution of AI may increase the threat of job loss, however, it 
should be understood that this scenario will be accompanied by generation of new jobs which demand critical thinking and 
greater human involvement. It is thus concluded that AI provides better opportunities to reshape the workforce. 

Thomas H. Davenport and Rajeev Ronanki 2018 delineated categories of AI being used and took an effort to provide a 
framework for how companies should build up their cognitive capabilities in the upcoming years to accomplish their business 
objectives. The survey and interview suggested that employee’s experience with cognitive technology is undoubtedly bullish 
on its prospects.  Although the initial successes are quite modest, they anticipated that AI technologies will in due course 
transform work. Their findings were assertive that with the right planning and progression, cognitive technology could usher 
in a golden age of efficiency, work satisfaction, and prosperity.

Mohammad Hossein Jarrahi 2018 made an investigation about the interaction between Human and AI in organisational 
decision-making. The researcher explored the relationship between the two opposite states (humans and AI) that can actually 
come together to exhaust the possibilities of decision making. The study has contributed to an understanding about human-
AI symbiosis, about how AI can augment human decision-making, rather than replace them. It is suggested that to embrace 
human-AI collaboration in organisations, digital transformation strategies need to be designed in such way to reimagine 
and reframe work (decision making) around the distinctive capabilities of human and AI. More particularly, an effective 
conversion strategy should be build on the current possible strategic strengths and identify the means through which AI and 
human can complement each other. It is found that humans outperform AI in evaluating subjective and qualitative matters. 
Humans use their past experience, holistic vision and intuitive thinking which offers human a discrete position in decision 
making situations and they continue to perform better overall. It is concluded that to attain meaningful human-AI partnership, 
human intervention is inevitable, therefore the chances of having exclusively AI-based organisational decision making is 
shortsighted. 

Nishad Nawaz 2019 aimed to find out whether AI is taking over the place of human beings in the recruitment process in 
selected software companies in India. The overall objective of the study was to examine the effect of AI in the recruitment 
process and also to review AI’s influence on employer fame amidst the job seekers.  It is found that AI has a positive impact 
on both aspects that is, human involvement in recruitment process and employer reputation in the minds of job seekers. It is 
opined that AI is better than a conventional human recruiter, whereas AI cannot swap humans completely in the recruitment 
process. It is outlined that there are some difficulties involved in the reality such as AI cannot set up the culture and it can only 
screen the interview, but cannot make interview process of the candidates. Overall impression of the study is that AI cannot 
swap humans in the complete process of recruitment. 

Tim Fountaine, et.al 2019 identified how firms can utilize the full AI opportunity and the key is to understand the 
organizational and cultural barriers which the AI initiatives confront and what can be done to eliminate those barriers. It 
is projected that new applications of AI will create basic and sometimes difficult modifications in workflows, roles, and 
culture, which leaders and managers will need to shepherd their organizations. They suggested that organisations that excel at 
introducing AI across the organization in all areas will find themselves at a competitive advantage in a world where humans 
and machines working together outperform either human beings or machines working independent on their own.

Sudhir Jha 2019 indicated that some organisations are already enjoying the benefits of AI as it turn out to be mainstream 
in business, and there is also a fear that companies which are still experimenting with AI will be left behind.  He is confident 
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that despite passionate concerns and prospective implications of AI, the technology holds enormous potential for workforce 
empowerment and provides us with the tools necessary to automate redundant tasks, spot patterns with fresh and existing data 
and expose crucial insights that have the capability to make everyday life better.

OBJECTIVES OF THE STUDY:

 ● To identify the factors responsible for Artificial Intelligence efficiency in IT companies.

 ● To measure the influence of Artificial Intelligence on Organisational Effectiveness.

Hypothesis:
There is no significant influence of AI on Organisational effectiveness.

METHODOLOGY:

This research is based on both primary and secondary data derived from the respondents and the secondary sources like 
Annual Reports, RBI Reports, and Reports of Government of India and Tamilnadu State Government respectively.

Primary Data Collection: 
The primary data is collected from the employees of reputed IT companies in the greater Chennai. The researcher obtained 
the responses through a well-structured questionnaire which consists of three parts, namely, 

 ● Personal and organisational details of employees.

 ● Variables pertaining to Artificial Intelligence in Likert’s five point scale.

 ●  Organisational variables responsible for measuring the effectiveness. These statements are also obtained from 
employees through Likert’s five point scale.

DATA ANALYSIS AND EVALUATION: 

Pilot Study and Pretesting: 
After framing the research instrument, the researcher intended to test the questionnaire in two stages format, namely, 

 ● Pretesting stage

 ● Pilot study  

Pretesting Stage: 
In this stage, the researcher interacted with top level executives, middle level managers of IT companies to check her proposed 
research model. Especially, the researcher interacted with five top level Executives, three middle level managers and two 
subject (Artificial Intelligence) experts. After these interactions, the researcher deduced some of the variables pertaining to 
Artificial Intelligence are futile and those were eliminated due to their impracticality. After these interactions with experts, the 
researcher is able to make the questionnaire more perfect with the corollary results of practical implications. After making a 
perfect questionnaire which is more suitable and appropriate for the employees to respond, the researcher intended to conduct 
a pilot study.

Pilot Study:
During this pilot study interaction, the researcher is able to collect fifty responds from the employees of top IT companies 
distributed over greater Chennai. The researcher applied two scientific methods with profound mathematical notions, namely, 
normality using Gaussian distribution and Cronbach’s Alpha method to check the reliability of the data. The normality is 
verified only for the normal distribution, whereas Cronbach’s Alpha method is applied for statements in Likert’s five point 
scale. After these applications, the researcher found that personal and organisational variables are able to form good normal 
distribution with less than 5% admissible errors. The Cronbach’s Alpha value for all the statements in Likert’s five point 
scale is found to be 0.877 which is above the required benchmark value of 0.75. Therefore the researcher concluded that the 
questionnaire framed by the researcher is highly reliable and suitable for the research augmentation. 
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Validity Evaluation:
The validity evaluation is done on the basis of variables pertaining to statements in Likert’s five point scale, especially the 
variables pertaining to Artificial Intelligence and Organisational Effectiveness. Therefore it is the duty of the researcher 
to evaluate it validity for both the entities Artificial Intelligence and Organisational Effectiveness. The researcher applied 
Confirmatory Factor Analysis as well as Exploratory Factor Analysis subsequently to validate the research. The application 
of Exploratory Factor Analysis derived the following results.

Table 1- KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. .853
Bartlett’s Test of 
Sphericity

Approx. Chi-Square 7158.849
df 1225
Sig. .000

From the above table it is found that KMO- Bartlett’s test of sphericity is statistically significant at 5% level. This implies 
the variables finally considered by the researcher form a normal distribution and also give an optimistic signal for the grouping 
of variables. The groupings of variables lead to the formation of factors as shown in the following total variance table. 

TABLE 2 - Rotated Component Matrixa
Component

1 2 3 4 5 6 7 8 9 10
AUG 1 .742
P/MV 1 .731
PS 1 .704
AUG 4 .694
AUT 3 .687
P/MV 2 .682
AUT 2 .611
AUG 2 .546 .411
KR 3 .518
AUG 3 .505
AUT 5 .500 .408
R4 .436
P/MV 3 .695
P/MV 5 .694
NLP 2 .640
NLP 3 .607
NLP 4 .555
NLP 1 .555
P/MV 4 .519
NLP 5 .490
DM 5 .777
DM 3 .740
DM 2 .625
DM 4 .620
DM 1 .587
C 1 .723
C 2 .659
R2 .559 .432
C 3 .450
PS 2 .658
PS 5 .645
PS 4 .629
PS 3 .597
KR 1 .419 .417
KR 4 .748
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KR 5 .700
KR 2 .462 .536
R3 .521
L5 .674
C 4 .455 .590
R5 .554 .428
AUG 5 .479
C 5 .459 .464
L1 .736
L2 .574
L3 .443
R1 -.637
AUT 1 .677
AUT 4 .520
L4

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
Rotation converged in 14 iterations.
From the above table, it is found that the factors derived have more than 40% variance as shown in the above table. 
It is found that the variances are greater than the benchmark value of 40%. This designates the factors formation are 
appropriately validated. The variables loadings in each factor are presented as shown in the following related component 
matrix table.

Table 3

 Component Initial Eigenvalues Rotation Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %

1 11.660 23.320 23.320 6.439 12.879 12.879
2 4.928 9.856 33.176 4.360 8.720 21.598
3 2.712 5.423 38.599 3.163 6.327 27.925
4 2.020 4.040 42.639 2.762 5.523 33.448
5 1.858 3.716 46.355 2.726 5.452 38.901
6 1.704 3.409 49.764 2.554 5.107 44.008
7 1.484 2.969 52.733 2.509 5.017 49.026
8 1.356 2.712 55.445 2.263 4.525 53.551
9 1.312 2.624 58.069 1.801 3.602 57.152
10 1.261 2.522 60.591 1.719 3.439 60.591

From the above table, it is identified that all the factors have good variable loadings with more than the value 0.4. 
Therefore, the factors are appropriately named and elevated to the validation domain through Confirmatory Factor Analysis. 
In this Confirmatory Factor Analysis process, the researcher cross verify the variable loadings through the Confirmatory 
variable lying within the factors. The Confirmatory Factor Analysis must have good fit of variables and their weightage 
through goodness of fit that can be identified through the following fit indices.

Table 4 - Model Fit Indices and Bench Marks.

S.NO Fit indices Values Bench mark values
1 Chi-square 3.654 -
2 P-value 0.325 >.05
3 Goodness of fit index(GFI) 0.974 >.9
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4 Comparative fit index(CFI) 0.970 >.9
5 Normed fit index(NFI) 0.972 >.9
6 Root Mean Square Error of 

Approximation(RMSEA)
0.07 <=0.08

From the above table, it is ascertained that Comparative Fit Index (CFI), the Goodness of Fit Index (GFI) and Normed Fit Index 
(NFI) and Root Mean Square Error of Approximation (RMSEA) all these fit indices satisfy the benchmark values and confirms both 
the factors of Artificial Intelligence and Organisational Effectiveness, as well as the existing intrinsic relationship between them. The 
Confirmatory Factor Analysis along with Linear Multiple Regression Analysis constitute Structural Equation Model (SEM). Those 
fit indices mentioned above also further support for the Goodness of Fit and rejects the hypothesis proposed by the researcher at 5% 
level. Hence, it can be concluded, there is a significant impact of Artificial Intelligence on Organisational Effectiveness.            

V Discussion and Conclusion:  The primary objective of the study is to know whether Artificial Intelligence technologies 
have impact on the organisational effectiveness in IT companies with reference to Greater Chennai. Specifically, the study has 
examined the factors responsible for AI efficiency in IT companies. Earlier research suggests that Artificial Intelligence does have 
an impact on organisational functions such as recruitment, decision making etc and how AI transforms the overall organisational 
working and structure. The previous studies have tried to examine the impact of AI in the recruitment process and it is found 
that undoubtedly AI has a constructive impact on recruitment process, as well as gives a better image to the organisation in the 
eyes of the job seekers (Nishad Nawaz 2019). It has been suggested by existing research that those organisations which are agile 
to introduce and adapt AI in their workplace will be utilizing the utmost AI opportunities and will enjoy competitive advantage 
as well (Tim Fountaine, et.al 2019 and Sudhir Jha 2019) and right implementation and progression of AI would lead to age 
of efficiency (Thomas H. Davenport and Rajeev Ronanki 2018). The literature review has also clearly stated to achieve Man-
Machine collaboration is inevitable at this point of time, it is stressed that human involvement in organisations can increase by 
humans cannot be replaced by AI; instead they go hand in hand (Mohammad Hossein Jarrahi 2018).

The result of the current study is that there is a significant impact of Artificial Intelligence on Organisational Effectiveness, 
which ties well with previous studies wherein, the present study has not only focused on recruitment process or decision making 
process, but almost covered all areas of HR. While comparing our results to those of older studies, it must be pointed out that all 
studies are aligned in such a way that AI is undoubtedly having a positive impact on the organisational efficiency. When it comes 
to the limitations of the study, the data were collected only from IT companies in Chennai and the study has observed only the 
perception of the IT employees on AI. In conclusion, it is apparent from the study that AI technologies are augmenting in nature 
and is contributing to the overall organisational efficiency. The IT employees with reference to Chennai are absolutely assertive 
about usage of AI technologies in all stages of organisation in all possible ways. The study has also revealed that organisations 
should be consistently working on Man-machine partnership in all primary functions of organisations.  
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INTRODUCTION

Savings and Investments are the sign of growth of an economy. An opportunity to earn fixed income and reliable sources 
of investment are signals of development of a nation. The ability to earn, awareness in savings, availability of variety of 
investment sources starting from Low Risk Moderate Return to High Risk High Return coupled with investment prospects 
and guidance from intermediaries will enable the investors to invest. Deciding to invest in Gold, Silver, Precious Stones and 
Metals, PPF, PF, LIC and other capital market instruments will depend on the needs of the individual. The individual investor 
may have saving intentions ranging from child’s education (both Professional and Higher Education in India & Abroad), 
being prepared for child’s marriage (Marriage Expenses are very high in India, Esp., for girl Children), Meeting sudden family 
requirements like Health care/ ill health (Self and other immediate family Members), Tax planning, Speculative, Improving 
the family standard of living (better Housing & other enhanced Facilities) etc..These varied needs of individual investors 
may be narrowed down to Return on savings expectations like Speculative, Highly Liquid, Profitable investment options, 
Fixed Return on Investment, Wealth Maximisation, Tax Planning etc…In order to help the investors to map their needs 
with investment options, Indian Government both State and Central are offering investment options such as 5years savings 
in Post office Recurring Deposit(RD), Post office Monthly Income Scheme(MIS), Senior Citizen Savings Scheme(SCSS), 

ROLE OF INTERMEDIARIES IN INVESTMENT DECISIONS 
OF  INDIVIDUAL INVESTORS - STRUCTURAL EQUATION 

MODEL (A STUDY WITH SPECIAL REFERENCE IN 
SALARIED CLASS INVESTORS IN CHENNAI CITY)

Dr.R. Sundari
Assistant Professor P G & Research Dept. of Commerce 

D G Vaishnav College (Autonomous), Chennai 
Mail: sundari_rangarajan@yahoo.com

AIM: This paper explores the role of financial intermediaries in the investment decisions of the individual investors. The study 
measures the Investment Challenges faced by investors, identifies the services offered by the intermediaries, the level of risk 
perceived in all possible investment options available for retail investors.  A SEM showing the role of financial intermediaries 
in reducing the investment risk is analysed in the study.

Data Collection & Research Methodology: This study is Descriptive in nature. A structured questionnaire is used to 
collect primary data. Response from 74 salaried individual investors working in various sectors were collected and analysed. 
SEM is applied to measure the relationship between the variables in the study.

Findings: The study applied CFA and identified Challenges to Investment as, Lack of Knowledge on Regulatory Mechanism, 
Lack of Dependable Investment Options, Lack of Information and Lack of Effective Rate of Return on Investment. The study 
also, identified the mediating role of Financial Intermediaries as Investor Enrichment services and Portfolio Management 
Services. Further, the research also identified the investor’s perception on the level of risk in investment options. Investors 
expressed a low level of risk in postal savings and high level of risk in mutual funds.  

Conclusion: The study reveals that individual investors need to take the services of Intermediaries such as Financial 
Advisors and Consultants to enhance their Return on Investment and maximise their Wealth. 
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Public Provident Fund(PPF), National Savings Scheme(NSC), Sukanya Samriddhi Account etc.. Capital Market Instruments 
like Shares, Bonds, Debentures, Fixed Deposits, and Gold Bonds etc... Collective Investment Schemes like Mutual Funds, 
Insurance and services (Life, Health and General), Real Estate and other infrastructural Bonds…

This brings to the research problem of matching the individual investor’s needs with the right source of investment. 
High level of understanding on the investor’s Financial Needs, Family Annual income, Family Life Cycle and knowledge of 
investment opportunities play a vital role in mediating. Therefore, in a highly volatile financial market, the need for expert 
advice and periodical assistance will bridge the gap between the expectations and investment options.

THE RATIONALE- REVIEW OF LITERATURE

The capital of a society is formed through savings from individuals and in turn their fund is enhanced through the right 
investment options.  In a growing environment, to mobilize the savings and to pool the funds from various classes of people 
are inevitable. A Strong economy can be attained through the primary activity of investing within the country. Traditionally, 
savings depends on investment, but, an investment option that generates more revenue will obviously result in savings. 

Therefore, availability of investment options to earn more returns results in more savings. There is a need for more 
information on the availability of investment options with their relative risk, return; duration of investment, tax benefits, 
economic policies and regulatory mechanism has an impact on the savings decisions of individuals. The optimistic investors 
will look in for various sources to take investment decisions. 

Khelda, K. M. A. Q. (2011) in a study on factors affecting  investment decision in exchange market states that investment 
decisions are highly affected by the Company performance factors, Market  related factors and National & International Economic 
and Political Factors.,  Boda, J. R., & Sunitha, G. (2018) in her study investigates the relationship between investment decision 
making process and behavioural biases of the retail investors and found that there exists variations in levels of self-efficacies 
and financial literacy. The paper also, emphasis, that the market factors dominate the psyche across the participating retail 
investors. It also Suggests, that Investor Sensitizations programs on stock market investing and risk aversion will help investors 
to understand the operations of the financial market.  Lusardi, A., & Mitchell, O. S. (2014), states that interventions including 
information and social interaction and financial literacy played an important role in retirement plan decisions. Balasubramanian, 
P. (2009), identifies capital gains and dividends are the most important ingredients of investor decision. Apart from, Nature 
of Industry, Expected Earnings, dividend Policy, Price Volatility, Liquidity, Growth Prospect of the company, EPS determine 
the investment pattern of individual investors. Deep, K.Singh. Kansal, M.L.et al (2009), mentions five important objectives in 
portfolio management as short-term return, long-term return, dividend, liquidity and risk. Prathiba, S. (2018), highlights that 
investment drives of individuals are based on financial attitude, investment evaluation and schemes chosen by investors. 

Cuong, P. K., & Jian, Z. (2014) strongly evidences the existence of psychological factors such as overconfidence, Excessive 
Optimism, Psychology of risk and herd behaviour has significant impact on the individual’s attitude towards investment. 
Wood, R., & Zaichkowsky, J. L. (2005), identifies Investment Horizon, Investors Level of Confidence, Attitude towards Risk 
taking and Willingness to personification of loss as the predominant factors determining investment decisions of individuals.  

All these reviews highlight the availability of humongous factors from local to global, Personal- Psychological to 
Behavioural in Investment Decisions. The increase in number of factors determining investment decision results in constant 
data collection, proper interpretation, quick and smart decision, networking and being Techsavy. This highlights the need for 
professionals to intermediate and advice the individual investors. 

Lusardi, A., & Mitchell, O. S. (2007), states that households do not possess adequate financial literacy to make optimal 
financial decisions. Hung, A., & Yoong, J. (2013), finds that, low-literacy investors face more difficulty in understanding the 
complex financial products. Bucher-Koenen, T., & Koenen, J. (2010) mentions financial advisers reveal more information to 
highly literate investors. Calcagno, R., & Monticone, C. (2015) in their study finds that financial advisors are more likely to 
reveal useful information to financially literate investors. Chauhan, Y., & Dey, D. K. (2020), articulates investors investing 
in mutual funds through intermediaries are more likely to pay for suitable advice compared to those who invest directly in 
mutual funds. Hence, it is clear that individual investors have multiple investment options causing Confusion in the mind of 
investor that necessitates the need for invention from a professional or financial consultant. 

The Research Gap & the Conceptual Framework 
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The reviews show that there are so many factors involved in investment decisions. An intervention by a financial consultant 
will inspire individual investors to identify their financial goals, understand the options with relative risk and return, helps 
them to adhere to the regulations, construct an efficient portfolio for investment and meet their financial needs. This study 
aims to identify the Role of Intermediaries in Investment Decisions of Individual investors. The study, based on the reviews 
summarises, the challenges and the services offered by the financial intermediaries to reduce the investment risk and increase 
their return. The following model is proposed to conduct the research work.

Conceptual Framework Describing the Role of Intermediation for Increased Investment

  
Investment 
Challenges 

Intermediation by 
Financial Advisors 

Risk Reduction & Increased 
Individual Investment in 
Financial Products and 

Services 

Figure 1: Conceptual Framework

OBJECTIVES OF THE STUDY

 ● To analyse the Investment Challenges perceived by individual investors  

 ● To identify the role of intermediaries in investment decisions of individual investors

 ●  To measure the role of intermediaries in overcoming the Investment challenges of individual investors through 
Structural Equation Model.

RESEARCH METHODOLOGY

The Study is descriptive in nature. A Structured questionnaire is employed to collect primary data for the study. Full time 
employed, salaried individual investors were chosen for the study. Primary data has been collected from 74 respondents.

Pilot Study
A preliminary analysis is conducted to test the reliability of the statements. Cronbach Alpha method is applied to measure 
the simultaneous variance for all the items measuring the Investment Challenges of individual Investors and the Role of 
Intermediaries in overcoming these Risk Factors.  The table below shows that the statements are very clear to the respondents.

Table 1: Cronbach Alpha Reliability Test
Measure No. of Statements Cronbach Alpha Variance

Challenges in Investment Decisions 16 0.8877 88.77%
Role of Intermediaries 8 0.8882 88.82%

Source: Computed Data

Data Analysis & Summary of Research Findings:
The personal and basic investment profiles of the respondents are presented below:

Table No.2: Respondents Profile

S.No. Profile Category No. of Respondents Percentage

1 Gender
Male 41 55.4
Female 33 44.6

2 Age

21-30 19 25.7
31-40 16 21.6
41-50 24 32.4
50 and Above 15 20.3
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3 Marital Status
Single 17 23
Married 52 70.3
Divorced/ Widowed 05 6.7

4 Family Size

2 09 12.2
3-4 52 70.3
4-6 11 14.9
More than 6 02 2.70

5
E d u c a t i o n a l 
Qualifications

UG 9 12.2
PG 42 55.4
Professionals 17 23.0
others 7 9.5

6 Type of Employment

Private 49 66.2
Government 13 17.6
Self-Employed 06 8.1
others 06 8.1

7 Nature of industry

IT/ITES 3 4.05
Hospitality 2 2.70
Banking & financial services 3 4.05
Education 41 55.4
Manufacturing 10 13.5
others 15 20.3

8 Level/ Position
Administrative Level 16 21.6
Managerial Level 37 50
Executive Level 21 28.4

9
No. of years of 
service

0-5 years 21 28.4
6-10 years 8 10.8
10-20 years 16 21.6
More than 20 years 29 39.2

10
Monthly Income in 
(Rs)

Less than 25,000 21 28.4
25001- 50,000 16 21.6
51,000-75,000 13 17.6
More than 75,000 24 32.4

11
Time Horizon 
Preferred for 
Investment

Long term        (more than 
3years)

41 55.4

Medium term         (1-3 years) 26 35.1
Short term          (Less than 1 
year)

7 9.5

12
Source of Investment 
Information

Advertisement 15 20.3
Internet 21 28.4
Friends 11 14.9
Consultants 19 25.7
others 8 14.9

Source: Primary Data
 ●  Data for the study is collected from both the genders. 55.4% of them are Male and 44.6% are female respondents.

 ●  Age of the respondents play a vital role in investment decisions. Therefore, Primary Data is collected from respondents 
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from the Age group of 21-30 till 50 7 above. 32.4% of them are from 41-50 years and 20.3% of them are from 50& 
above age group. 

 ●  Marital Status determines the Family Income, Spending Pattern and disposable income for saving. 70.3% of the 
respondents are married.

 ●  Family Size determines the family responsibility and need for saving. A majority of 70.3% of the family had 3-4 
members.

 ●   Literary Level of an individual decides the ability to earn, propensity to save.55.4% of them is Post Graduates, 23% 
of them are Professionals and 12.2% of them are Undergraduates.

 ●  Type of Employment shows the ability to earn sustained income. In the present study 66.2% of the respondents are 
employed in Private Jobs, 17.6% of them are Government Employees and 8.1% of them are Self-employed and 
people in other categories.

 ●  Nature of Employment describes the exposure and opportunity for continuous learning and updating. In the study 
55.4% of them are from Educational Sector, 13.5% are from Manufacturing Sector.

 ●  50% of the respondents are at Managerial Level, 28.4% at Executive Level and 21.6% of them represent Administrative 
Positions

 ●  39.2% of the respondents have more than 20 year of service, 28.4% of them are from 0-5 years of service and 21.6% 
have 10-20 years of service.

 ●  32.4% of them earn more than Rs. 75,000 per month, 28.4% of them earn Less than Rs. 25,000

 ●  55.4% of the respondents prefer a time zone of More than 3 years for investment, 35.1% of them prefer medium term 
investment.

 ●  28.4% of the respondents have mentioned they get investment details through Internet, 25,4% of through Consultants 
20.3% through Advertisements and 14.9% through friends and other sources.

Investment Decision Analysis
The Study considered 16 variables measuring the Level of Risk as perceived by the investors with respect to factors considered 
in investment decision.8 variables measuring the mediating role of financial intermediaries in arriving at investment decisions. 
10 investment sources and the level of influence of intermediaries on the investment decisions of individual salaried investors,
Factor Analysis is applied to reduce the Factors Measuring the Risk factors into 4 Factors and Role of 
Intermediaries into 2 Factors. 
KMO and Bartlett’s Test is applied to test the data validity and the same is presented below.

Table 3: KMO and Bartlett’s Test: Factors Measuring Investment Challenges & Role of Intermediaries in Investment Decisions of 
Individual Investors

Variables Investment Challenges Role of Intermediary
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .830 .854

Bartlett’s Test of Sphericity
Approx.Chi-Square 511.238 280.807
Df 120 28
Significance .000 .000

Source: Computed Data

The KMO measure on sample adequacy with Bartlett’s test of sphericity with approximate chi-square value of 511.238 
and 280.807 are statistically significant at 5% level. The Factors also possess individual variance of 17.82%, 34.90%, 51.33% 
and 64.95% for Investment Challenges and 32.78% and 74.92% for the Role of Intermediary in Investment Decision Factors. 
This shows that the sample size is adequate for the data reduction process.
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Table 4: Factor Analysis Measuring the Investment Challenges 

Factor No. Variable F a c t o r 
Loading

Name given to the factor

1

Level of Documentation .848

Lack of Knowledge on  
Regulatory Mechanism

Changing government rules and regulations .753

Fund blocked for Long term .671

Non availability of Trust worthy investment bankers .616

Initial investment cost/ brokerage/ commission paid to 
consultants

.568

2

Market trends .826

Lack of Effective Return on 
Investment

Stability of Return & Market Value .813

Source Reliability .804

Future Expense on Maintenance or requirement .506

3

Less awareness on Investment options .744

Lack of Information Lack of Wealth Creation .709

Poor customer service .673

No Tax Savings .501

4

Challenges to Liquidate .750

Lack of Dependable 
Investment Option 

Availability of Safe and Secured investment option .743

Less Return than the expected .563

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

Table 5: Factor Analysis Measuring the Role of Intermediaries in Investment Decisions

Factor No. Variable Factor Loading Name given to the factor

1

On Maturity ensuring the customers to get the full payment .789

Investor Enrichment 

Investor awareness meeting .745

Helping the customer in case of Pre Closure or inability to 
continue

.744

Suggesting new investment options depending upon the life 
cycle of the investor

.680

Updating trend in the economy( Both Local and Global) .913

2

Helping in effective Tax Planning .770
Portfolio ManagementChoosing the Combination of investment .750

To get loan based on the investment .712
Source:  Extraction Method: Principal Component Analysis.   Rotation Method: Varimax  
with Kaiser Normalization. a Rotation converged in 6 iterations.

The Factor analysis enabled to group the Investment challenges variables into 4 factors. In the present study they are 
named as Lack of Knowledge on Regulatory Mechanism, Lack of Effective Return on Investment, Lack of Information, 
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and Lack of Dependable Investment Options. These Factors shows that Individual Investor have challenges with respect 
to understanding and adhering to the Regulatory Mechanisms, Choosing the Right Portfolio to get maximum or effective 
return on investment by balancing the risk and transaction costs, Updating and interpreting the trend in the local and Global 
Financial markets and its impact on their investment decisions and in Choosing the Right or Ideal Investment Options.  This 
Research is conducted to find out the mediating role of financial consultants and Advisors as intermediaries to bridge the gap 
between the Risk and Investment Decisions, 

The Study identified 8 services offered by the Intermediaries and applied Factor analysis and reduced it to 2 factors, 
Namely, Investor Enrichment and Portfolio Management. Enriching the investors by offering them adequate financial 
information by conducting periodical investor Awareness / Education meetings and campaigns, Educating them on the Pre 
closure / Claim / and the procedure for Liquidating on Maturity. Portfolio Management Services aims at helping the Investors 
to choose the Right Portfolio by striking a balance between Profitability, Liquidity, Wealth Maximizing and Tax Management 
needs of Individual Investments.

The study collected information on the Level of Risk Perceived by the Investors in various Investment Options. The 
following table summarises the perception of respondents.

Table 6:  Showing the Level of Risk Perceived with various Investment Options

Investment Op tions
Very high (4)

High(3) Low(2) Very Low(1)
We i g h t e d 
Average

Risk Ranking on a 
4 point scale

Shares 15 26 27 8 2.70 3

Debentures/ Bonds 8 22 32 14 2.37 8

Provident fund 11 25 33 7 2.59 5

Mutual funds 20 36 19 1 3.06 1

Fixed deposit 17 25 27 7 2.75 2

Gold/silver 14 16 36 9 2.5 6

Real Estate 10 20 30 15 2.36 9

Insurance policies 13 25 30 7 2.62 4

Public Provident Fund 10 21 34 12 2.43 7

Saving through Post Office 11 16 23 24 2.18 10

Source: Primary Data

The above table shows the Ranking of Weighted Average of Risk perceived by Individual Investors on various types of 
investment. This table highlights that Individual investors opine that Low Level of Risk with respect to investment in savings 
through Post Office and very high Risk in investment in Mutual Funds.

STRUCTURAL EQUATION MODELING - INVESTMENT CHALLENGES AND THE ROLE OF INTERMEDIARIES 

Structural Equation Modeling is applied in the Study to measure the Association between the Investment Challenges and the 
Role played by the Intermediaries to overcome the same towards effective Investment Decision by Individual Investors.

CONFIRMATORY FACTOR ANALYSIS ON INVESTMENT CHALLENGES FACED BY INDIVIDUAL INVESTORS

AMOS is used to test the validity scales in the study.  The following figure 7, Shows the interrelationship as per CFA. 
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Figure 2: Investment Challenges

The data were selected for Assumptions of CFA. The Investment Challenges, CFA results revealed 4-Factor model. 
Single headed arrows represent direct dependents like Transaction Cost (0.78), Market Trends (0.83), Wealth Maximisation& 
Poor Customer Service (0.70) and Availability of Safe and Secured Investment Options (0.83) are the most prominent Risk 
Perception Factors in the Investment Decisions of the Individual Investors.  The Double headed arrows reveal that Lack of 
Dependable Investment options have a significant effect on Lack of Information. Lack of Information has an effect on Lack of 
Effective Rate of Return on Investment, Lack of Effective Rate of Return on Lack of knowledge on Regulatory Mechanism. 
The CFA provided a satisfactory fit to the data as indicated in the table 7 below. All estimated loadings like GFI, AGFI, CFI, 
NFI, RMA, and RMSEA were significant.

Table 7:  Investment Challenges- Model fit

Measure Threshold

Chi-square/df (CMIN/DF) 1.439

P-value for the model .000

Goodness-of-Fit Statistic (GFI) .814

Adjusted Goodness-of-Fit Statistic (AGFI) .898

Comparative Fit Index (CFI) .902

Normed-Fit Index (NFI) .962

Tucker-Lewis index (TLI) .907

Incremental Fit Index (IFI) .904

Root Mean Square Residual (RMR) .052

Root Mean Square Error of Approximation (RMSEA) 0.56
Source: Computed Data
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CONFIRMATORY FACTOR ANALYSIS ON THE ROLE OF INTERMEDIARIES ON INVESMENT DECISIONS

Figure 3: Role of Intermediary in Investment Decisions of

The data were selected for Assumptions of CFA. An analysis on the Role of Intermediaries in the Investment Decisions of 
Individual Investors, the CFA results revealed 2- Factor Model. Single headed arrows represent direct dependents like Enriching 
Financial Market Trends (0.81) and to get Loan from Investments (0.80) with respect to effective Portfolio Management 
services are the most prominent Intermediary Services. The Double headed arrows reveal that Investor Enrichment Factors 
have a significant effect on the Portfolio Management Services as offered by the financial Intermediaries.  The CFA provided 
a satisfactory fit to the data as indicated in the table 8 below. All estimated loadings like GFI, AGFI, CFI, NFI, RMA, and 
RMSEA were significant.

Table 8: Role of Intermediary in Investment Decision- Model fit

Measure Threshold

Chi-square/df (CMIN/DF) 1.386

P-value for the model .000

Goodness-of-Fit Statistic (GFI) .926

Adjusted Goodness-of-Fit Statistic (AGFI) .852

Comparative Fit Index (CFI) .974

Normed-Fit Index (NFI) .915

Tucker-Lewis index (TLI) .960

Incremental Fit Index (IFI) .975

Root Mean Square Residual (RMR) .045

Root Mean Square Error of Approximation (RMSEA) .063
Source: Computed Data
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AN ANALYSIS ON THE ROLE OF FINANCIAL INTERMEDIARIES IN REDUCING THE INVESTMENT 
CHALLENGES 

The role of intermediaries on the Risk Perception in investment decisions of individual investors in Chennai city was 
tested using structural Equation Modeling Approach. SEM is a proficient method of assessing the measurement error where 
it can be incorporated commonly in observed and latent variables. Therefore, the association among measured variables 
Risk Perception of Individual Investors in Investment Decisions and the latent variable Role of Intermediaries in Investment 
Decisions of Individual Investors were assimilated in Structural Equation Modeling. Figure 4 illustrate the SEM based on 
the standardized regression coefficients. The Role of Intermediaries was projected with the help of the following hypothesis.

Testing of Hypothesis:
Hypothesis: Intermediaries Play a Vital Role in the Risk Reduction of Investment Decisions 

Figure 4: Role of Intermediaries in Investment Decisions- Conceptual Model

Further, it can be inferred that the Mediation of Financial Intermediaries enables the Investors to reduce their risk by 
0.44, whereas in the absence of intermediaries, the risk is reduced by 0.08. Thus showing a Risk Mitigation of 0.36. Hence 
the Hypothesis is positively related

Table 9: Role of Intermediaries in Investment Decisions Conceptual model fit

Measure Threshold
Chi-square/df (CMIN/DF) 1.247
P-value for the model .000
Goodness-of-Fit Statistic (GFI) .947
Adjusted Goodness-of-Fit Statistic (AGFI) .866
Comparative Fit Index (CFI) .981
Normed-Fit Index (NFI) .915
Tucker-Lewis index (TLI) .963
Incremental Fit Index (IFI) .982
Root Mean Square Residual (RMR) .037
Root Mean Square Error of Approximation (RMSEA) .058

Source: Computed Data
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From the above table, the model fit summary of the research model, it is understood that the significance value of p is 
0.000 which is superior to 0.05 which is a perfect fit. The goodness fit index and adjusted fit index values are almost equal to 
0.90, thus indicating it as an acceptable model fit. The value of comparative fit index is 0.981, which also represents a worthy 
fit to the model and the value of RMR and RMSEA are 0.037 and 0.058 which specifies that it is also an acceptable model. 
Thus, the hypothesis, Intermediaries play a vital role in Risk Reduction is accepted. 

Table 10 below summarises the Role of intermediaries in Risk Reduction with standardized and unstandardised estimates. 
It is observed that the unstandardised regression coefficient of Investment Challenges, Lack of Dependable Investment 
options is 0.77 which signifies the existence of Investment Challenge. The Unstandardised regression coefficient of Role 
of Intermediaries, Investor Enrichment & Portfolio Management is 0.81signifies the high level of mediation requirement 
to mitigate the Investment Risk. The unstandardised score of 1.20 on Lack of Dependable Investment Option and 1.00 on 
Investor Enrichment exhibit the need for Intermediaries.

The SEM on the role of Intermediaries to the Investment Decisions of Individual Investors Shows that, the level of risk 
in individual investment decisions are reduced by intermediaries by 44% whereas if the Investor Chooses to invest on his 
own his risk level will be reduced by 8% only.  Thus, Intermediaries Play a Vital Role in Individuals Investment Decisions.

Table 10: Structural Equation Model for Testing the Conceptual Framework

Latent Variable Measured Variable Standardized Unstandardized P.sig value 

Investment Challenges
 

Lack of Dependable Investment 
Option

.77 1.20 <.001

Lack of Information .42 .74 <.001
Lack of Effective Return on 
Investment

.62 1.09 <.001

Lack of Knowledge on  Regulatory 
Mechanism

.57 1.00

Role of Intermediaries Investor Enrichment .81 1.00
Portfolio management .81 .98 <.001

 Investment Challenges Role of Intermediary in 
Investment Decisions

.76 1.07 <.001

Role of Intermediary in 
Investment Decisions Investment Decisions .44 .51 .001

Source: Computed Data

Investor Implications: 

The performance of Financial Market depends on various factors. Starting from Individual Investors Personal variables 
such as, Age, Health, Gender, Income, Number of dependent Family Members, Life Cycle and scope for future earning, 
willingness to take risk etc…, Regulatory Factors such as Economic Policies, Priorities of Government, Economic Laws, 
Promotion of Savings, Levy of Income Tax, Performance of Investment Sources both local and global, their credibility and 
prudent investment options, all these results high level of volatility in the performance of financial sector. Therefore, this 
requires constant understanding and updating of Information and predicting the future performance. The Four most dangerous 
words in Investing are “This time it’s different” – as said by Sir John Templeton, goes with every time. 

This study analyses the role of Financial Intermediaries in reducing the level of risk in individual investor’s investment 
decisions.  The Study highlights that risk is inevitable in investment decisions. But, that can be prudently mitigated with the 
help of the intermediaries. This in turn wins the confidence of investors. Financial Advisors enrich the customers and helps 
them in choosing their portfolios. Right investment decisions result in good return that in turn increases the level of savings. 

CONCLUSION

The study is conducted with the aim of understanding the role of intermediaries in reducing the Investment Challenges. 
Primary Data for the study has been collected from Salaried Individual Investors. The study applied CFA and identified 
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Challenges to Investment as Lack of Knowledge on Regulatory Mechanism, Lack of Dependable Investment Options, Lack 
of Information, and Lack of Effective Rate of Return on Investment. The study also identified the mediating role of Financial 
Intermediaries such as Investor Enrichment and Portfolio Management Services. Further, the research measured the investor’s 
perception on the level of risk in investment options. Investors expressed a low level of risk in postal savings and high level of 
risk in mutual funds. The study reveals that individual investors need to take the services of Intermediaries such as Financial 
Advisors and Consultants to enhance their Return on Investment and maximise their Wealth. 

Figure5: Role of Intermediaries in Enhancing the Investment by Individual Investors

Limitations of the study &Scope for Further Research:
The Study is conducted from the responses received from 74 individual investors. Valid generalizations can be made by 
extending the research to different geographical locations. Further study can be done on the Cost of Financial Intermediation 
and the Return on Investment (Cost – Benefit Analysis) and the impact of specialised serviced in Risk reduction for each and 
every investment options available for salaried investors. 
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INTRODUCTION

Today in a family both husband and wives are job goers and they are in need of consumer durable products which lessen their 
work burden at home. This necessitates every manufacturers and marketers to innovate and introduce different products in the 
field of consumer durable market. Especially in case of working women, they suffer a lot both physically and mentally due 
to their work pressure both at home and work place. To save their time and mental tension, it is essential to have some home 
appliances which will also help them to reduce their physical work. In this context washing machine becomes an integral part 
of household needs.

Due to the arrival of Japanese product at economical and competitive price and different models the demand for washing 
machine in India has gone up considerably. To satisfy the varied needs of the customers and considering their financial 
capacity and demographic background different models of washing machine with different features, price, size has been 
introduced in the market. 

Indian companies in collaboration with foreign companies such as General electric of the USA, Whirlpool, Sango of 
Japan, Boschsremen of Germany etc have introduced various models of washing machine. For them consumer satisfaction is 
considered to be the important factor for their success. Consumers are treated as valuable asset and they must be kept satisfied 
always. Any successful organization must gone through the following steps such as identifying the target customers, finding 
out their needs, providing products and various packages which will satisfy the customer needs, and finally achieving their 
targeted objectives. In  a competitive market it is very difficult to retain the customers and it is essential for every organization 
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Women are considered to be the most attractive and influential segment of   present consumer market as they control almost 80 percent 
of household spending.  Researchers have conducted   various studies on unique buying behaviour of women consumers over the past 
few decades. The main reason for various studies is that the increase in purchasing power of women all over the world as they largely 
entered into workforce and they have tremendous financial capacity. They influence the majority decision relating family purchases. 
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of women’s buying behaviour. The study covered the area of Chengalpattu, Chennai and Kancheepuram District. 
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to develop customers loyalty and their continuous patronage towards their companies product.  In order to increase their sales 
and profitability every organization must encourage the customers to repeat their purchases.

STATEMENT OF THE PROBLEM

Today most of the women in India are working and they have little time to take care of their household work. They depend on 
various electronic household appliances such as mixer grinder, micro oven, indexen gas stove, washing machine, etc., to carry 
out their routine work such as washing, cleaning, cooking etc.,. Washing machine is considered as important both for working 
and non-working women. Since different brands are available it is difficult to for the consumer to choose a good brand. 
Women consumer preference is continuously changing due to their change in their needs and economic status. This study 
helps to have a clear idea about what factors influence them to purchase a particular brand and brings out level of satisfaction 
gained by customers by choosing a particular brand.

REVIEW OF LITERATURE

S.R.Dass andD.P.Misra (2018)“ An empirical study on factors influencing the buying behavior of consumer towards 
washing machine, Balasore town, Odisha”, observed that consumers are aware of the availability of various brand and prefer 
to purchase the product from known retailers. They are satisfied with the performance of the brand they selected. Demographic 
factor does not affect the choice of particular brand. But various factors such as price quality, model and others have a great 
influence on purchase choice.

.Ashish Kumar and Poonam Gupta(2015) “To Analyze Consumer Buying Behaviour and Preferences in the Home 
Appliances Market of Haier” ,found that purchase preference of the consumers influenced by attractive schemes and discounts 
offered by companies. Choice of brand depends on price of the particular brand and durability of the product. He further 
concluded that consumers are brand conscious and they dislike to switch over to other brands. Their buying behaviour is 
affected by advertisement especially television advertisement.

ShenbaghaVadivu (2015) “A study on customer satisfaction towards washing machine with refrence to Tirupur District” 
concluded that satisfaction of the customer depends on performance of the product. They prefer only that brand of washing 
machine which consumes less water and power and more durability. The main factor influencing their purchase choice is price 
and after sales service of the product by the company.

KiruthigaElangovan “A study on consumer behaviouur towards premium washing machine in Coimbatore city” analysed 
the various factors influencing consumer behaviour and concluded that brand image is the most factor influences the purchase 
decision. Due to the increase in the purchasing power of the customers and product awareness it is important for every 
companies to provide quality products at affordable price in order to satisfy and to retain the customers.

M.J..Senthilkumar and others(2013) “A study on consumer attitudes towards washing machine” observed that customer 
give preference to quality of the product while making a purchase decision. It is important for every manufacturers to create an 
awareness among customers through advertisements and other promotional methods about their brand and product features.

R.Karthika, Dr. N.VijaiAnand(2017) “A study on consumer buying behavior towards selected white goods with special 
refrence to Tirchirapallii District”found that demand for consumer white goods is highly flexible due to the change in the 
business condition. Consumer insists for the reveal of all technical details relating to the product. They decide to purchase the 
product after through enquiry of the product with the dealers of a particular brand.

G.Purushothaman and K.Krishnamurthy(2015) “A study on consumer buying behavior (with special refrence to Home 
Appliances in Vellor District) analysed that consumer prefer to purchase home appliances using modern technology such as 
credit cards and based on product quality. The most influencing factor for their purchase decision are family members, friends 
and relatives.
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SCOPE OF THE STUDY

The current study gives an insight to women consumer behavior and satisfaction towards washing machine. It enables to 
understand the factors influence the women consumer behavior and their level of satisfaction toward purchase of particular 
brand of washing machine. The analysis is mainly deals with urban consumers residing at Chengalpet District. Thus the scope 
of the study is limited to one district and one consumer durable product.

RESEARCH DESIGN

The present analysis based both on primary and secondary data. The primary data collected through structured questionnaire. 
The secondary data collected through books journals, articles and books and website. The researcher adopted convenient 
sampling method to collect the data primarily. The data is collected from 120 women respondents in total from Chengalpet, 
Chennai and  Kanchipuram District

OBJECTIVES OF THE STUDY

 ●  To know the socio-economic profile of the women consumer respondents in Chengalpet, Cheenai and Kanchipuram 
district. 

 ●  To study the factors affecting the purchasing behaviour of consumer respondents with regard to washing machine in 
the said area. 

 ● To analyse the brand preference of women respondents regarding washing machine

 ● To examine the consumer view regarding service/after sales service. 

 ● To offer suggestions based on the findings of the study for the benefit of consumers and manufacturers. 

LIMITATIONS OF THE STUDY

The study covered only Chengalpet, Chennai and Kanchipuram District, hence the result arrived from the study may not 
extended to the other parts. The study is confined to a finite period. The data collection is based on the questionnaire and the 
result would be varying according to the opinion of the individual. The study is based on the present buying behaviour of the 
customers, but behaviour subject to frequent changes, because of changes in Technological development and style of living. 
The sample size is limited to 120 respondents only.

METHODOLOGY ADOPTED FOR THE STUDY

The formal statistical tools are used for analysis

 ● Simple Percentage Analysis

 ● Weighted average mean

 ● Rank analysis.

ANALYSIS AND INTREPRETATION

SOCI-ECONOMIC PROFILE OF RESPONDENTS
The analysis of socio-economic profile was depicted in the following table.
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Table 1- Socio-economic profile of Respondents

Serial No Particulars Classification Number Percentage
1 Age Below 25 years 50 41.67

26-45 years 36 30
Above 45 years 34 28.33

2 Educational Qualification Below HSC 24 20
Undergraduate 44 36.67
Post graduate 24 20
Others 28 23.33

3 Marital status Married 64 53.34
Unmarried 56 46.67

4 Occupation Private sector 40 33.33
Government sector 30 25
Home maker 26 21.67
Others 24 20.00

5 Monthly Income Below 20,000 28 23.33
20,001-30,000 50 41.67
30,001-40,000 26 21.67
Above 40,000 16 13.33

6 Family Type Nuclear family 25 20.83
Joint family 95 79.17

7 Size of the family 2 -3members 25 20.83
4-5 members 65 54.17
Above 5 30 25

Source: Primary Data

As per the above table out of  total 120  respondents  41.67% respondents are below 25 years of age and 36.67%  are 
undergraduates, 53.34% are married, 33.33% are private sector employee, and they belong to 20,000-30,000 (41.67%) group, 
79.17%  are in Joint family and there are 4-5 members in a family. 

BRAND PREFERENCE OF WOMEN RESPONDENTS

Different brands are available in the consumer durable market of washing machine. Out of these which brand is mostly liked 
by women respondents is depicted in the following table.

Table 2- Brand preference of women consumers

Serial No Brand of  Washing Machine No.of respondents Percentage
1 LG 36 30
2 SAMGSUNG 24 20
3 WHIRLPOOL 16 13.33
4 IFB 10 8.34
5 VIDEOCON 20 16.67
6 OTHERS 14 11.67

TOTAL 120 100
Source: Primary Data
It is clear from the above table that out of 120 respondents 30% prefer  LG washing machine and 20% like Samsung  brand, 
13.33%  prefer Whirlpool, 16.67% like Videocon, and IFB 8.34%.
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REASON FOR PURCHASING WASHING MACHINE

There are  various reason for purchasing a product. Thus the following table shows for what reason washing machine is 
purchased by women consumers.

Table 3- Reason for purchasing a washing machine

Serial No Reason for purchase No of Respondents Percentage
1 Easy usage 46 38.33
2 Time saving 32 26.67
3 Prestige 12 10
4 convenient 16 13.33
5 Work reduction 14 11.67
Total 120 100

Source:Primary Data
The above shows that most of the women purchase(38.33%) due to ease of usage, 26.67% for saving in time, Others purchased 
either for prestige value (10%), convenient (13.33%), work reduction(11.67%). 

REASON TO PREFER PARTICULAR BRAND

 The following table shows why a consumer chooses a particular brand of washing machine.

Table 4 -Reason to prefer particular brand

Serial No Reason No of Respondents percentage
1 Price/EMI Scheme 35 29.17
2 Technology & Features 41 34.17
3 Electricity consumption 14 11.67
4 Water Consumption 10 8.33
5 Advertisement 20 16.66
Total 120 100

Source: Primary data.
As per the table it is clear that consumer prefer particular brand mainly because of Technical and product features 
(34.17%) and next reason to choose is price/EMI scheme availability(29.17%) and others choose a particular brand due to 
advertisement(16.66%),  electricity consumption(11.67%), and for water consumption(8.33%).

TYPE OF WASHING MACHINE POSSESED

Different type of washing machine is available with regard to a particular brand to satisfy different requirements of consumers. 
The following shows which type is liked by women respondents.

Table 5- Type of washing machine possessed by Respondents

Serial No Category No of Respondents Percentage
1 Top loader 12 10
2 Front loader 24 20
3 Fully Automatic 52 43.33
4 Semi-Automatic 27 22.5
5 Dry Washer 5 4.17
Total 120 100

Source: Primary Data
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It is clear that fully automatic type of washing machine is mostly preferred (43.33%) by women respondents and next comes 
Semi-automatic (22.5%), and then Front loader (20%), 10% preferred Top loader and 4.17% preferred Dry washer.

MODE OF PAYMENT OF PURCHASE

The payment of purchase can be made by cash or through credit card/debit card or it can be purchased on credit/Instalment 
basis

Table 6 -Mode of payment for purchase

Serial No Mode of payment No of Respondents percentage
1 Cash 50 41.67
2 Credit card/Debit card 54 45
3 Installment/Credit Basis 16 13.33
Total 120 100

Source: Primary Data
The above table shows that most of the respondents buy by payment of cash (41.67%), 45% buy through Credit card/Debit 
card and 13.33% on credit basis.

PERIOD OF USAGE AND FREQUENCY OF USAGE

The following table shows the period and frequency usage of washing machine by respondents.

Table 7- Period of usage and Frequency of usage of washing machine

Serial No Period of 
usage

No of 
respondents

percentage Frequency 
of usage

No of 
Respondents

Percentage

1 Less than 
5 years

24 20 Daily 64 53.33

2 5-10 years 44 36.67 Once in 
Two days

34 28.33

3 10-15 
years

32 26.67 2 days in a 
week

12 10

4 Above 15 
years

20 16.67 Once in a 
week

10 8.33

Total 120 100 120 100
Source: Primary Data.
The table shows that  out of 120 respondents 36.67% of respondents  are using washing machine between 5-10 years, 26.67% 
uses for 10-15 years, 20% uses for less than 5 years and 16.67% for above 15 years.
With regard to Frequency of  usage out of total 120 respondents 53.33% uses daily, 28.33% uses once in 2 days, 10% uses for 
2 days in a week, and 8.33% uses for once in a week.

FACTORS INFLUENCING PURCHASE DECISION OF WOMEN 

There are factors like Price, quality, Advertisement etc., influences the buyer to make a purchase decision. The following table 
shows the relationship between various factors and purchase decision.
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Table8- Factors influencing women consumer purchase decision

Factors SDA DA N A SA TOTAL

N % N % N % N % N % N %

PRICE 7 5.83 15 12.5 20 16.67 54 45 24 20 120 100

COLOUR 6 5 8 6.67 24 20 48 40 34 28.33 120 100

BRAND IMAGE 7 5.83 14 11.67 22 18.33 45 37.5 32 26.67 120 100

AFTER SALE 
SERVICE

8 6.67 18 15 20 16.67 42 35 32 26.67 120 100

OFFER & 
DISCOUNTS

4 3.33 8 6.67 24 20 45 37.5 39 32.5 120 100

MODE/DESIGN 6 5 12 10 20 16.67 48 40 34 28.33 120 100

ADVERTISEMENT 4 3.33 14 11.67 25 20.83 42 35 35 29.17 120 100

QUALITY 7 5.83 10 8.33 22 18.33 54 45 27 22.5 120 100

TECHNOLOGY 4 3.33 12 10 20 16.67 48 40 36 30 120 100

SHAPE/SIZE 6 5 14 11.67 24 20 42 35 34 28.33 120 100
Source: Primary Data
SDA: Strongly Disagree, DA: Disagree, N: Neutral, A: Agree, SA: Strongly Agree.
It is clear that out of total respondents 120 most of them (45%) are influenced by price,colour, Model/design, and technology 
(40%) are the second influencing factor, brand and offer and discount (37.5%)  are the third influencing factor, and aftersales 
service, advertisement and size are the fourth influencing factor for purchase decision.

SOURCE OF INFLUENCE OF PURCHASE DECISION

Respondents   receive information about product, price and availability through various sources. From the table given below 
one can understand which source is the most influencing factor.

Table 9- Sources of influence on Respondents in respect of Purchase decision

Serial Number Sources of Influence No of Respondents Percentage
1 Family 28 23.33
2 Relatives 24 20
3 Friends 15 12.5
4 Spouse 13 10.83
5 Advertisement 26 21.67
6 Others 14 11.67

Total 120 100
Source: Primary data
From the above table it is clear that Family is the most influencing factor (23.33%) in respect of women respondents, 
advertisement (21.67%) is next source of influence for making purchase decision, Relatives (20%) is the third influencing 
factor and friends (12.5%), is the fourth influencing factor and spouse(10.83%),  and other factors(11.67%)  such as celebrity, 
peer group are also source of influence of purchase decision.
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SATISFACTION LEVEL OF RESPONDENTS

Table 10-Satisfactin level of Respondents

S.NO Category 1 2 3 4 5 6 7 Total Total 
score

Weighted 
average 
mean

Rank

Score 7 6 5 4 3 2 1

1 Quality 28 18 26 06 06 22 14 120 534 4.45 II

2 Price 42 16 06 24 10 06 18 120 578 4.81 I

3 After sale 
service

10 10 10 25 35 20 10 120 435 3.63 VII

4 Technology 21 20 12 13 16 20 18 120 485 4.04 III

5 Performance 06 34 24 10 06 18 22 120 482 4.01 IV

6 Design &size 06 10 24 20 21 21 18 120 405 3.38 VI

7 Durability 14 10 18 24 23 11 20 120 455 3.79 V
Source: Primary data
The above table reveals that satisfaction level of the consumers towards a product depends on various factors. Out of these 
price occupies the I rank, next comes the quality of the product, Technology comes III rank, performance of the product 
Fourth, Durability forms V rank, Design and size forms Vi and after sales service forms VII rank.

Table 11- Problem faced by Respondent

S.No Problem 
Faced

1 2 3 4 Total Total 
Score

Weighted 
average 
mean

Rank

Score 4 3 2 1
1 Power 

consumption
36 30 34 20 120 322 2.68 II

2 Water 
consumption

42 28 26 24 120 328 2.73 I

3 Maintenance 
cost

24 32 34 30 120 290 2.42 III

4 Others 22 32 32 36 120 284 2.37 IV
Source: Primary data
From the above it is understood that the main problem faced by consumer is high water consumption which forms the first 
position, next Power consumption (II), High maintenance cost (III), and others (IV). 

FINDINGS OF THE STUDY

Based on the above analysis following findings were made:
 ● 41.67% of female consumers are below 25 years of age.

 ● 36.67% of female consumers are undergraduates.

 ● 53.34% are married.

 ● 33.33% of women respondents are privately employed.
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 ● 41.67% of women consumers have a monthly income from 20,001-30,000.

 ● 79.17% of respondents belong to Joint family.

 ● 54.17% of the female respondents belong to family size of 4-5 members.

 ● 30% of respondents prefer LG washing machine.

 ● 38.33% of women consumers purchase washing machine for easy to use.

 ● 34.17% consumers prefer a particular brand because of high technology and features.

 ● 43.33% of the respondents have fully automatic washing machine.

 ● 45%  of  consumers uses Debit card/Credit card for product purchase.

 ● 36.67% of total respondents are in use of washing machine for  more than 5 years.

 ● The main factor influences the purchase is Prize.

 ● Satisfaction level of consumers depends on Price, Quality and technology.

 ● The main problem faced by women consumer is high water consumption.

SUGGESTION

 ●  The demand for washing machine is highly volatile and women consumers expect new features and high performance 
it is important to add new features and improve quality.

 ●  It is important for the manufactures to convert brand consciousness into brand loyalty, so as to retain their customers.

 ●  The respondents are not highly satisfied with after-sale service, it is essential to offer service at a free of cost by the 
dealers during the guarantee period and the manufactures should insist the dealers to improve the sales.

 ●  The women respondents give importance to price of the product other than quality it is suggested that to offer 
discounts to the consumers at the time of purchase.

CONCLUSION

The foregoing analysis reveals that women consumer behavior depends on their family     members though they are financially 
independent. The main factor influencing their purchase decision is price of the product. Consumer satisfaction is essential for 
success of any business. The manufacturers should study the behaviour of consumers and their individual needs are satisfied 
through their product.
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INTRODUCTION:

A startup is a company which is existing in the market for less than five years. Startup India is an initiative by Prime Minister 
Narendra Modi to help the youngsters to come out with business plans and also to implement it and to become entrepreneurs 
which reduces the unemployment rate. Various loans, subsidies are provided under this scheme to encourage and help the 
entrepreneurs. Various guidance and supports in the form of incubators are provided to the entrepreneurs. Startup meet is 
conducted often and webinar series are organized which creates an interest for people to be an entrepreneur. This study 
explains about the different policies under startup India mission and explains the different challenges faced by entrepreneurs.  

OBJECTIVES:

 ● To study the different policies under startup India initiative.

 ● To know about the challenges in startups.

 ● To study the total number of startups recognized under DPIIT.

START-UP INDIA POLICIES:

Make in India:

It is an initiative introduced by Narendra Modi which promotes companies to invest on manufacturing sectors. The motto 
of this scheme is to improve FDI and also encourages domestic companies to concentrate on this sector.

Standup India:

This campaign is to help the startups by providing funds from banks and also to promote youngsters to form startups. 
Under Standup India scheme, every bank should issue funds to at least one startup formed by dalits and tribals. Standup India 
scheme also encourages women entrepreneurs by providing various funding supports.

A CONCEPTUAL STUDY ON STARTUP INDIA
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We are living in digital era and we are hearing the word startup everywhere. Lots of startup initiatives, incubators, various 
subsidies and funding are provided to people to come forward to take this challenge to be an entrepreneur which increases 
employment opportunities as this is the only option to eradicate unemployment and poverty. Startup India policies and the 
various challenges faced by startup are studied in this paper. The study reveals that majority of youngsters and women are 
showing interest in startups and the number of startups recognized by DPIIT are increasing drastically every year. 
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Digital India:
This initiative helps to connect rural areas and make use of digital platforms available. Indian e-commerce companies are 
entering into rural markets through digital India initiatives.

Mudra:
This scheme was launched to increase the growth of small business, manufacturing units and small entrepreneurs. Small 
business will be provided a credit facility up to Rs.50,000/- and small entrepreneurs are provided loan up to Rs. 10 lakhs.

CHALLENGES FOR STARTUPS:

Financial Resources:
Finance is a major challenge for any start-up as the expenses will be more in the initial stages of business with zero returns. 
So, funding is a major challenge.

Supporting Mechanism:
Before some years supporting mechanism was a challenge but now there are lots of incubators, science and technology parks 
and busines development centres provide guidance and support for the start up.

Promotion:
Promoting the product is a major challenge as there are lots of competitors who renders similar kind of products or services.

Differentiating the brand:
Differentiating the brand is also a major challenge as one needs to explain how a particular brand is unique with better quality.

Regulations:
Starting a business is not that easy as one needs to get a lot of approvals and permission from government.

Patience:
Lots of patience is needed to get the return. So, that’s also a challenge as many companies fails without patience thinking they 
couldn’t succeed.

DPIIT Recognized Startup:
 38,756 startups are recognized by DPIIT as startups under all sectors.

CONCLUSION:

There are lot of schemes which are provided by our government to support startups in all ways. Incubator plays a vital role 
for startups. The total number of startups are increasing every year which shows that youngsters and women are becoming 
entrepreneurs. Few startups fail as they lack patience. So, in order to succeed and get the return one must possess patience and 
should show the uniqueness of their business. 
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INTRODUCTION

Social entrepreneurship is all about recognizing the social problems and achieving a social change by employing 
entrepreneurial principles, processes and operations. It is all about making a research to completely define a particular social 
problem and then organizing, creating and managing a social venture to attain the desired change. The change may or may 
not include a thorough elimination of a social problem. It may be a lifetime process focusing on the improvement of the 
existing circumstances. Social entrepreneurs can play the role of change agents in the social sector. It’s an innovative form of 
business which combines social change with commercial practice. Currently India is trying to find a solution to the different 
problems that it is facing such as: poverty, changes of economic gender roles, and environmental problems. India being a 
young nation provides a huge opportunity for social entrepreneurs. Social entrepreneurs have very conducive environment 
as lots of established business organizations and business tycoons want to help and invest in social ventures. As there is the 
formulation of 2% Corporate Social Responsibility (CSR) mandate so the question arises if it’s because of their largesse or is 
it a part of the corporate social responsibility. 

This paper aims to provide a comprehensive literature review of the concepts of social responsibility and social entrepreneurship 
and to examine the current social entrepreneurship activities in India. It also includes why large business houses are interested in 
investing their money in social entrepreneurship. What would be the Impact of CSR on social start-up? The analysis highlights 
the importance of social entrepreneurial ideas for improving the business climate in the country through several case studies of 
particular entrepreneurial activities, which have successfully solved a number of social problems.
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Social entrepreneurs bring transformative changes in society and economy by filling gaps and addressing unmet needs. 
They improve productivity and create value and wealth. The rise of the social innovation movement in India, has given the 
multiple solutions for social and economic hardships. This paper highlights the importance of social entrepreneurial ideas for 
improving the business climate in the country. Social entrepreneurship is becoming a popular form of social responsibility 
and a way to solve a variety of urgent social problems. In order to give wings to social entrepreneurship, it needs a specific 
environment where such ideas can emerge and develop into an active business model. This paper also examines the current 
social entrepreneurship activities in India. The paper concludes that social entrepreneurship has a better impact and more 
desirable than corporate social responsibility, because only 2% of profits can be put for such activities. The business world 
should also feel more responsible and spend more profits on social problems and work for the betterment of the society by 
sustainable means.

Keywords: Social Entrepreneurs, Social Innovations, Business Models, Corporate Social Responsibility, Sustainability.
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OBJECTIVE OF THE STUDY

 ●  The primary objective of this paper is to understand fundamental difference between corporate social responsibility 
and social entrepreneurship. 

 ● It also aims at understanding the impact of both CSR and Social Entrepreneurship on Indian society. 

 ●  This paper analyses the whole ecosystem of social entrepreneurship as it is becoming more dynamic and concludes 
that social entrepreneurship is more pervasive and effective than CSR.

RESEARCH METHODOLOGY

The research methodology which is applied during the research study is descriptive in nature. The data collection of data is 
done on secondary basis and the research is strictly done to meet the objectives set previously for the present research. The 
data and information which is furnished in the study is taken from the various secondary sources. Various reports and studies, 
books on social entrepreneurship have been refereed in the present research. The objective of the research is to find the very 
basic idea regarding social entrepreneurship; the data collection and research methodology have been selected to keep the 
primary objectives in mind. 

Reports of various industrial agencies like CII, ASSOCHEM, FICCI etc has been duly referred for the study. Published 
reports from government bodies like ministry of commerce and industries. Research papers on related topics have been taken 
for the inputs. Web resources related to the topic have been used for the information. Websites and published material of social 
enterprises working all over India and globally.

REVIEW OF LITERATURE

The literature review contains the work already done on the area of research in hand. Literature review is also needed for 
understanding the nature of the research topic in details so that the researcher can mould the approach for the research topic 
accordingly. The literature review for the present study is as follows-

 ●  According to Swissnex India Report (2015) title “Social Entrepreneurship in India- Unveiling the unlimited 
opportunities” underlines that “Social entrepreneurship in terms of operation and leadership could be applicable 
to non-profit organizations as much as for-profit social enterprises although in terms of activities and legal entity 
they are very different.” Models for social entrepreneurship in India are Social for-profit enterprise, non-profit and 
hybrid model, which are discussed in detail in the following sections. In addition to the above-mentioned models, 
other ways of creating impact in India are through philanthropy and through Corporate Social Responsibility. India 
has been regularly receiving global philanthropic money. Recently there has been a rise in local contributions from 
wealthy individuals with short and long-term vision. A new breed of high-net-worth individuals from the corporate 
sector is looking at investing philanthropic money in the form of grants and impact investments. Currently strategic 
philanthropy in India is still at a nascent stage.”

 ●  Daru, Mahesh and G. Ashok (2013): In their research paper title “Social entrepreneurship - A way to bring social 
change”, writes that “In the developing world, the Millennium Development Goals (MDG) might provide a valid 
operationalization of social needs. The MDG refer to the most pressing social problems to be addressed in the 
immediate future. They include goals such as eradicating extreme poverty and hunger, achieving universal primary 
education, promoting gender equality and empowering women, reducing child mortality, improving maternal health, 
and combating HIV/AIDS, malaria and other diseases in the developed world, opportunities for social entrepreneurs 
might arise, for example, from gaps in the social welfare system. More empirical studies are needed to map the 
opportunity space for social entrepreneurs and to examine whether and how the nature of social opportunities 
affects the entrepreneurial process. Research on social entrepreneurship has grown rapidly in recent years. Given its 
importance for society and today’s economy, the subject has received considerable attention in different streams of 
research”



363
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

 ●  Earnest and Young (2014) in their report title “Social Entrepreneurship-Emerging business opportunities” states 
that “Creating value for society in many countries the role of the government in the socio-economic domain is 
shifting towards privatization of public responsibilities. As a result, charities receive fewer public funds and social 
entrepreneurship is gaining momentum worldwide. Research in the fields of activity of social enterprises in Europe 
shows that social entrepreneurs focus on social services, employment & training, the environment (including cleantech 
and bio-systems), education and community development.1 hence, the increasing number of social enterprises may 
result in widespread gains for public budgets. The attractiveness of social enterprises as employers is increasing as 
well. The number of FTEs working in Dutch social enterprises increased by 12% between 2012 and 2014.2 Young 
professionals in particular, value the reputation of social enterprises above traditional companies that strive for profit 
maximization only”

 ●  Singh, Dr. Partap, (2012) in his research paper title “Social Entrepreneurship- A growing trend in Indian economy” 
underlines that “Social entrepreneurship is the recognition of a social problem and the uses of entrepreneurial 
principles to organize create and manage a social venture to achieve a desired social change. While a business 
entrepreneur typically measures performance in profit and return, a social entrepreneur also measures positive returns 
to society. Thus, the main aim of social entrepreneurship is to further broaden social, cultural, and environmental 
goals. Social entrepreneurs are commonly associated with the voluntary and not-for-profit sectors, but this need 
not preclude making a profit. Social entrepreneurship practiced with a world view or international context is called 
international social entrepreneurship. A well-known modern social entrepreneur is Muhammad Yunus, founder and 
manager of Grameen Bank and its growing family of social venture businesses, who was awarded a Nobel Peace 
Prize in 2006”

 ●  A report title “Young Social Entrepreneurs in Canada” (2003) prepared by Canadian Centre for Social 
Entrepreneurship states that “Social entrepreneurship is characterized by an emphasis on ‘social innovation through 
entrepreneurial solutions.’ Socially entrepreneurial activities blur the traditional boundaries between the public, 
private and non-profit sectors, and emphasize hybrid models of for-profit and non-profit activities. Cross-sectoral 
collaborations are implicit within this model, as is the development of radical new approaches to address long-standing 
and complex social/economic problems. In the last decade, both the concept and practice of social entrepreneurship 
have been embraced in the U.S. and Britain. Subsequently, significant organizational and institutional resources have 
materialized in both these countries to encourage and support nascent social entrepreneurs and their activities.”

ANALYSIS AND DISCUSSION

A. Corporate Social Responsibility: Corporate Social Responsibility is an initiative whereby companies in corporate social, 
environmental and ethical concerns in their business strategies and operations. CSR is an approach to achieve balance of 
environmental and social imperatives along with economic issues also called as ‘Triple-Bottom-Line- Approach’. CSR, if 
used strategically, can help an organisation not only gain competitive advantages by improving brand image and reputation 
but also enhance customer loyalty. It can help companies get easy access to capital and markets which helps in increasing 
sales and profits, operational cost savings, improved productivity and quality and efficient human resource base. The World 
Business Council for Sustainable Development in its report defines “CSR is an approach for business organisations to behave 
ethically and contribute to enhance the quality of life and addressing the concerns of the stakeholders as well as of the society 
at large.”

Potential Benefits of Corporate Social Responsibility
CSR leads to various benefits for any organisation. The scale and nature of the benefits of CSR for any organisation depends 
on the nature of the organisation. Some of these benefits are as follows:

Human resources: As more and more people are becoming aware and support best business practices, a CSR programme 
helps in recruitment and retention when there is huge demand and supply gap for talented people. Potential recruits often 
seek to know about a firm’s CSR policy, ethical business practices so having a comprehensive policy can give an advantage 
in attracting best talent.
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Risk management: Managing risk is a central part of corporate strategy for many organisations. Reputation which takes 
decades to build up can be ruined through corruption, scams, scandals or environmental accidents. These can also draw 
undesired attention from regulators, government, court, & media. So, ethical culture should be promoted in the organisation.

Brand differentiation: With increasing cut throat competition all the companies are striving for a unique selling proposition. 
That can distinguish them from the competitors in the minds of consumers. CSR can act as a catalyst in building customer 
loyalty based on distinctive ethical values.

License to operate: corporations always prefer avoiding interference by government in their businesses. Taking substantial 
voluntary steps can help in pursuing government that business houses are serious about social issues like health & safety, 
diversity or the environment.

There has always been a debate whether CSR should be voluntary or mandated by non-negotiable rules of law. It is 
considered that business usually resort to sacrificing workers’ rights, social exploitation to maximise profit.

SPENDING ON CSR

A study by ET Intelligence Group showed that 48 Nifty companies spent an aggregate Rs 4,252 crore during FY19 which is 
1.6% of the standalone net profit of these companies. According to Vineet Nayar, Sampark Foundation head and former chief 
executive of HCL Technologies- There is lack of collaboration among corporate sand NGOs on CSR. Idea Cellular did not 
spend anything on CSR last year.

Although, there are companies like Infosys which managed to comply with the CSR mandate and rules. Tata Motors 
despite a loss of Rs 4,738.95 crore, spent Rs 18.6 crore on CSR for FY 2018-19. Nifty companies prefer to spend on issues like 
education, healthcare, sanitation, human rights, poverty alleviation, and environmental sustainability. The Hero Moto Corp 
having spent Rs 2.3 crore i.e. 0.1% of its net profit, PNB meager 0.12% of its net profit, Kotak Mahindra Bank with only 0.6% 
of its net profit and Lupin Rs 12.6 crore which is 0.7% of its net profit have been worst spenders.Of the public enterprises of 
Nifty like National Mineral Development Corporation and Coal India have managed to spend 2% of their net profit. Public 
sector enterprises are planning to spend the unspent CSR in the coming years. Companies hope better spending in the coming 
year. Hero Moto Corp said it will make up for the deficiency of FY19 in addition to statutory amount. Cipla already increased 
its CSR budgets by 25% and intends to increase it further in the coming years.

Table 1: CSR Expenditure of India’s Largest Public- Sector Companies

Company
2018-19 CSR Spending 

(USD Millions)
CSR Spending as Percentage of 

Net Profits
Indian Oil Corporation (IOC) 13.7 1.20
Bharat Petroleum Corporation (BPCL) 5.59 0.85
Hindustan Petroleum Corp (HP) 3.86 1.37
State Bank of India (SBI) 24.26 1.37
Oil & Natural Gas Corporation (ONGC) 55.49 1.55

Source: Corporate Social Responsibility in India – How the Companies Act may Augment Regional Disparities, By Richard 
M. Rossow, Centre for Strategic & International Studies.

B. Social Entrepreneurship
Social entrepreneurship is the integration of social mission with entrepreneurial actions. It usually focuses on bottom of the 
pyramid. The purpose of social entrepreneurship is to ease social status quo and solve or relieve social problems. According 
to Gregory Dees, who is considered to be the “father” of the concept social entrepreneurship, the social entrepreneurs can 
act as the change agents in the society by creating and sustaining social values (not just private value). This can be done by 
recognising and relentlessly carrying out new opportunities to serve the society. Social Entrepreneurs need to relentlessly and 
persistently innovate, learn, and adapt through new challenges. They need to act boldly by managing scarce resources. Also, 
they need to be accountable to the social sector served and the outcomes created. Social Business does not interfere with the 
normal Profit-Making Businesses (PMB) rather adds a revolutionary dimension to it. It prospers expert business management, 
competitiveness etc. The Social business is a non-loss, non-dividend business. It aims at social objectives like education, 
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health, environment which need to be addressed on urgent basis. The profit earned is used to grow the business further. The 
entrepreneurs need not be motivated and influenced by the profits they personally make, but should also be propelled by social 
goals and cherish success with equal satisfaction.

Table-2: Impact Strategies of Social Enterprises

Impact  Strategies Percentage of  Enterprises
Providing a critical good or service at an affordable price 64
Generating employment opportunities in underserved areas 51
Improving livelihood for low-income producers by enhancing productivity or 
market linkages

36

Conserving or restoring natural resources that impact the poor directly 22
Source: Intellecap – On the path of sustainability and scale report, 2019

Law Structure/Model
Choosing a legal structure is very important decision. There are a number of decisions regarding funding of social enterprises, 
distributions of profits (if any), governance structure, reporting, tax liabilities, and ownership pattern.

India does not have much leeway of legally structuring a social enterprise, unlike countries like the US and the UK –In 
the US, for example, there are many options for a social enterprise. They are low-profit limited liability company (L3C), 
Benefit Corporations, Certified Benefit Corporations (B Corps) and Flexible Purpose Corporations. According to a study 
by Intellecap, 80% Indian social enterprises are registered as for-profit private limited companies (PLCs). Being For-profit 
enterprise gives companies a better position to secure funding and scale over time. SKS Microfinance initially a not-for-profit 
company later transformed into a for-profit company.

Figure-1: Structure of social enterprises in India

Source: Intellecap – On the Path of Sustainability and Scale Report, 2019

IMPACT MEASUREMENT

Impact measurement is all about theory of change. Theory of change can be defined through a social impact value chain. What inputs 
are required for example human, financial, intellectual, and physical resources. What activities are carried out by organisation (e.g. 
manufacturing, training, teaching, etc.). What has been the output of activities performed (for example, number of beneficial products 
sold, people trained, or children educated). The final outcome of the entire process (the positive change in society or the environment).

Funding for Social Entrepreneurship/Impact Investing
Social enterprise gets major funds through Impact Investment by social ventures. There have been over US$1.6 billion 
impact investments to support around 220 social entrepreneurs. The proposal to establish the India Inclusive Innovation fund 
(IIIF) and 2% CSR mandate would give a significant fillip to the sector. Major sources of capital for Social enterprises are 
institutional or non-institutional debt, equity and grants (Figure 5). Traditional private equity investments are largely limited 
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to the developed sectors like microfinance, health, and agribusiness. This is primarily due to nascent business models, high 
transaction costs and limited data available to help understand the space.

Figure -2: Key Sources of Finance for Social Enterprises

Source: ADB – India Social Enterprise landscape Report, 2019
Impact Investment started with Uber-rich like Bill gates, Warren Buffet, Michael Dell and Pierre Omidyar. After fulfilling 
self-esteem needs a person looks for satiating his self-actualisation needs as per the Maslow’s hierarchy of needs. Social 
entrepreneur Harish Hande of SELCO aims to replicate Selco’s best practices and experiences everywhere.

CONCLUSION

This research paper provides a comparative study of CSR and social entrepreneurship. There are lots of gaps in CSR as there is no 
clear framework defined. Social entrepreneurship can help in filling that gap. In order to encourage social entrepreneurship, it is 
necessary to ensure better awareness and promotion of the benefits and general impact of social enterprises for the economic and 
social development. The social and economic hardships in India can be overcome through the discovery and promotion of best 
practices and positive models as well as by spreading good examples of social entrepreneurship and social responsibility. The 
aim of this paper is to provide a comprehensive and comparative literature review of the term’s corporate social responsibility 
and social entrepreneurship in India. There have been lots of cases where CSR has been misused. Also, several case studies were 
discussed to illustrate the successful implementation of particular entrepreneurial activities, which have successfully solved a 
number of social problems the analysis highlighted the importance of social entrepreneurial ideas for improving the business 
climate in the country. A major future challenge is the formulation of a sound legislative basis for social entrepreneurship as well 
as the development and implementation of governmental policy to support social entrepreneurs in their efforts.
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INTRODUCTION TO ARTIFICIAL INTELLIGENCE

Artificial intelligence is the ability of computers and softwares to deep and machine learn the basic as well as the complex 
functions of human life by caricaturing us to execute tasks very easily.

Role of Artificial Intelligence in starting a new business
Artificial Intelligence’s ability to read and identify problems on its own cuts excess personnel in a startup,which in turn cuts 
monthly expenses on staff. The most prominent use of AI in today’s growing and new businesses is the ability to manage and 
collect unlimited data with its algorithm which is almost impossible to be collected by even a room full of people.

Examples of AI in new businesses to simplify the life of an entrepreneur
 Chatbot responds to customers in a way which maximises customer satisfaction with least requirement to contact a customer 
care representative.
 Gather and store almost illimitable amount of data and information not only limited to one’s business but also to keep track 
of our competitors.
 AI can automate the process of marketing by constantly keeping track of previous customers by sending emails and messages 
with offers and new updates regarding the business to the customers which triggers the customers subconscious mind while 
making purchase decisions.
 AI tech can also help business run 24*7 even without the presence of the entrepreneur

Introduction to Automation.
Automation is nothing but technology that minimises human effort. It not only decreases the time taken to complete function 
but also replaces humans in jobs that put lives of people at risk.

Examples of how automation simplifies life of an entrepreneur
 ●  There is the traditional machinery that takes place for humans to increase the speed the quality and efficiency of the 

goods being produced.
 ●  Funnel system,it automates the process from a customer who is interested in a good or service to turn to your business 

which satisfies those customer needs.

These were examples of AI and automation helping new businesses startup
Introduction to Angel Investors
Anyone who provides private capital to a (non family) family start up.
 An angel investor is usually a high net worth individual who funds start-ups at the early stages, often with their own money.
 Angel investing is often the primary source of funding for many start-ups who find it more appealing than other, more 
predatory, forms of funding.
The support that angel investors provide start-ups fosters innovation which translates into economic growth.
These types of investments are risky and usually do not represent more than 10% of the angel investor’s portfolio.

A STUDY OF INSTITUTIONS AVAILABLE TO EASE LIFE OF 
AN ENTREPRENEUR IN A FORMING A NEW BUSINESS

Asheed Abdul Nazar  
Manmohan Ranjan Dutt  

Kamalasree Selvam

A clearly thought out business plan, and any early evidence of obtaining traction toward the plan. Interesting technology or 
intellectual property. An appropriate valuation with reasonable terms. The viability of raising additional rounds of financing 
if progress is made.

ABSTRACT



368
Copyright ©2020 Authors

Proceedings

IMPORTANT THINGS FOR ANGEL INVESTORS WHAT THEY CARE

- The quality, passion, commitment, and integrity of the founders.
The market opportunity being addressed and the potential for the company to become very big.

Typical reasons why angel investors rejects an investment
 There are many reasons an angel investor will reject your pitch.Here are some of the typical
 reasons for rejection:
The market opportunity or potential size of the business is perceived as too small.
The founders don’t come across as knowledgeable or passionate.
 The pitch was made by the entrepreneur through a blind email and not a referral from a trusted colleague of the angel investor.

GOVERNMENT PROGRAMS ON ENTREPRENEURSHIP

INTRODUCTION OF ENTREPRENEURSHIP
Entrepreneur Development Programmes (EDP’s) play a great role in the development of business and industry. EDP’s are based 
on the thinking that the attitude of the people can be changed by developing their skills. These are not just training programmes 
but it is a technique which helps to increase motivation, working capacity and knowledge of the prospective Entrepreneurship.

INSTITUTIONAL EFFORTS AND ROLE OF GOVERNMENT IN

DEVELOPING ENTREPRENEURSHIP :
There are various agencies and institutions engaged in entrepreneurial development activity that come in existence due to 
EDP’s and these are as under :
National Institute for Entrepreneurship and Small
Business Development
Entrepreneurship Development Institute of India
Technical Consultancy Organization
Indian Investment Centre

Besides above there are several other important institution providing assistance for entrepreneurial development at 
the national and state level and these are:

At the National Level/Central Level :
Small Scale Industries Board
National Small Industries Corporation
Small Industries Development Organization
Industrial Development Bank of India
Industrial Credit and Investment Corporation of India
Khadi and Village Industries Commission
National Small Industries Corporation Ltd.
National Science and Technology Entrepreneurship Development Board
National Institute for Small Industry Extension and Training.

At the State Level Institutions :
Directorate of Industries
District Industries Centre
State Financial Corporations
State Industrial Development/Investment Corporation
Small Industries Service Institute
National Bank for Agriculture and Rural Development.

CONCLUSION :
Entrepreneurial development programmes play an important role in economic and industrial development of any country 
whether developed or developing.No doubt these programmes have developed in India in recent years and proved successful 
also but the expected success is not much. By implementation of some suggestions explained earlier and by improving 
government machinery your country can also move forward towards industrialization and economic progress through EDP’s.
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Introduction

India is one of the fastest growing economy in the world. It is progressing well in many areas. At the same time, it suffers from 
various social problems. Unemployment, hungry, malnutrition, poor sanitation, the wide gap between rich and poor, poor 
social security are some of the problems which attract our immediate attention. The Global Hungry Index 1 published recently 
reveals that India ranked 94 among 107 nations in the Global Hungry Index 2020. India is in “serious” hunger category. 
Our neighbouring countries, namely, Bangladesh, Myanmar, and Pakistan are comparatively doing better than India. They 
ranked higher than India in this year’s hunger index.As a responsible citizen everyone is expected to contribute something to 
eradicate these social evils. The corporates which enjoy the lion share in the resources of the society are expected to contribute 
or pay something back to the society. Spending on Corporate Social Responsibility (CSR) is considered now as one of the best 
ways to give back to the society and contribute to the nation to achieve the Sustainable Development Goals (SDGs).

Section 135 of the Companies Act 2013 made the CSR as a mandatory obligation on the part of the corporates. The  
companies with a net worth of rupees 500 crore or more, a turnover of rupees 1,000 crore or more, or a net profit of rupees 
5 crore or more in the immediately preceding financial year shall constitute a CSR committee2. The CSR committee shall 
consist of three or more directors, of which at least one shall be an independent director. A private company having only two 

CORPORATE SOCIAL RESPONSIBILITY EXPENDITURE IN 
INDIA– AN ANALYSIS

V. Thayalan
V. Thayalan, PhD Research Scholar, Department of Commerce, Institute of Distance Education,  

University of Madras, Chennai- 600 005.

Dr. R.Panchalan
Dr. R.Panchalan, Professor and Head, Department of Commerce, Institute of Distance Education, 

University of Madras, Chennai- 600 005.

Profit maximization is one of the key objectives of the corporates. Of course, profit is very much essential for the survival, 
growth and development of the business. But  making profit at the cost of their employees, environment and society is 
unethical. Showing concern on improving the quality of life of employees, protecting the environment and contributing 
something to the welfare of society are some of the important responsibilities of the corporates. These responsibilities are 
called as social responsibilities. In other words, Corporate Social Responsibility (CSR) refers to the responsibility of the 
corporates to protect the interest of their different stakeholders. In reality the numbers of companies involving in spending 
for CSR activities are very limited. In the present materialistic world voluntary adherence to the ethics and value system have 
become a rare phenomenon in the society. In this circumstance forcing the people to accept their responsibility through law 
becomes inevitable. Government of India mandated the CSR activities by introducing Section 135 in the Companies Act, 
2013. Similarly, Schedule VII of the Act gives the road map for which activities the companies should spend for CSR. But 
the pity thing is even though it is legally liable for eligible companies to spend on CSR the numbers of companies spending 
on CSR are very negligible in India. Many of the reasons quoted by the companies for not spending on CSR are unbelievable. 
These excuses show the lack of interest or lack of CSR consciousness among the corporates. Hence, in this paper, an attempt 
has been made to analyse the CSR expenditure made by the corporates development sector-wise and state-wise. This article 
also analyses the numbers of companies involved in spending/not spending on CSR. The data for five years period, that is, 
from 2014-15 to 2018-19 have been taken for analysis. The results of the analysis are given in this article.

Keywords: Social Responsibility, CSR norms, Social evils, Sustainable Development, CSR activities, Eligible companies, 
Net profit.
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directors on its board shall constitute its CSR committee with two such directors. The CSR committee should ensure that the 
company spends, in every financial year, at least 2 % of the average net profits made during the three immediately preceding 
financial years. If the company is a new one the 2 % of net  profit can be computed from the year of its commencement. 
Schedule VII of the Companies Act, 2013 prescribes the type of social activities that can be undertaken by the corporates for 
the development of society.In this article, an attempt has been made to analyse  the CSR expenditure made by the corporates  
development sector-wise and States and Union territories-wise in India.

CSR Meaning and Definitions
Corporate Social Responsibility (CSR) refers to the responsibilities to be fulfilled by the corporates towards the society, 
economy, environment and the nation. World Business Council for Sustainable Development (WBCSD)3 defines CSR as “The 
continuing commitment by business to behave ethically and contribute to economic development while improving the quality 
of life of the work force and their families as  well as of the local community and society at large”. Carroll’s (1979)4 described 
CSR as “ The social responsibility of business encompasses the economic, legal, ethical and discretionary expectations that 
society has of organizations at a given point in time”.

Statement of Problem
A recent government report5on CSR reveals that during the financial year 2018-19, 24,902 companies (representing 2.15%) 
are liable to spend on CSR as per Section 135 of the Companies Act 2013. Out of 24,902 companies only 666 companies 
(2.67%) have spent on CSR exactly as prescribed in the Act.  3,701 companies (14.86%) have spent less than the prescribed 
amount. 14.673 companies (58.92%) have not spent a single paise for CSR activities. Not only during 2018-19 but from 
the year of implementation of this provision (2014-15) majority of the companies have not spent the prescribed amount on 
CSR. Hence there is a need for studying and analyzing the expenditures made by the corporates on CSR. An analysis of CSR 
expenditures will throw light on which of the sectors gained major share in  CSR and similarly and which of the states ranked 
top and which of the states are the bottom level.

REVIEW OF LITERATURE

Various literatures related to the CSR, Corporate governance and Sustainable Development Goals (SDGs) are reviewed for 
this study. Few reviews are given below:

 ●  S.K.Khartik (2016)6 in his article entitled “Corporate Social Responsibility of Public Sector Company: A Case 
Study of BHEL”  revealed the nature of expenditure incurred on CSR activities over  a period of five years, that 
is, from 2009 to 2014. The study examined the CSR activities carried out by the BHEL. It is found that BHEL had 
spent on education and promotion of talent, apparel training and design, promotion of livelihood, adoption of ITI and 
setting up skill development institutes, environment protection and energy conservation, health and family awareness 
programme, save girl child, entrepreneurship development programme, community development programme and 
special care school for CSR activities. The study also observed that CSR activities have increased the market value 
of the firm. It is to be noted that BHEL has spent Rs 146.52 crores for CSR in the last five years (2009-2014) .

 ●  In a work “An Analysis of Corporate Social Responsibility in India”, Reena Shyam (2016)7 studied the challenges 
of CSR. The  study was based on secondary data.The study reveals that the major challenges of CSR are lack of 
understanding of the concept of CSR. Non-availability of authentic data and specific information on the kinds of CSR 
activities, coverage, policy etc are some other  challenges facing in CSR initiatives. The study highlighted that CSR 
is really about ensuring that the company can grow on a sustainable basis while ensuring fairness to all stakeholders.

 ●  Bharatsinh Chandrasinh Parmer (2016)8 in his article titled “An Analytical Study of Corporate Social Responsibility: 
A Legal Perspective with Emphasis on Indian Scenario”has made an attempt to study CSR practices of various 
companies.The researcher analysed 30 companies of S&P BSE Sensex Annual Reports with respect to CSR and its 
solution for multi -faceted socio-economic problems. The author found that Indian companies are participating in the 
CSR activities with respect to poverty eradication, education, gender equality, art and culture and rural development.

 ●  Sanjeev Gupta (2015)9 in his article entitled “Sustainable Development and CSR-An Emerging Issue” studied 
the CSR activities of companies. The author has selected eight companies for this purpose. The study found that 
providing foodbased solutions to increase nutrition, energy conservation, waste management, education, health care, 
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woman empowerment, providing midday meal to students, mobile medical  unit and medical check-up camps, rural 
development, skill development, are the important CSR activities carried out by the companies.

 ●  Nitin Kumar (2014)10 in his articletitled “Corporate Social Responsibility: An Analysis of Impact and Challenges 
in India” studied the impact and challenges on the implementation of CSR. The study suggested that more awareness 
must be created to the general public on CSR in to order to make it more effective.

 ●  Sangeeta Bansal and Shach Rai (2014)11 in a studyentitled “An Analysis of Corporate Social Responsibility 
Expenditure in India Economic & Political Weekly” analysed the trend of corporate social responsibility 
expenditure by firms in India especially in the wake of the new Companies Act 2013. It emphasises the relationship 
between CSR expenditure and profits of the firm and highlights how the firm size positively affects this relationship. 
The study found that there is a positive correlation between CSR and Profit of the companies.

OBJECTIVES OF THE STUDY

The following are the objectives of the study:
 ● To identify the development sector which attracted more CSR fund and the sector which attracted lesser fund.

 ● To identify the states which attracted highest CSR fund and to analyse the causes for it.

 ●  To analyse the CSR expenditures made by the corporates in order to check to what extent corporates comply with 
CSR norms.

Methodology of the Study
The study is descriptive and analytical in nature. The sources of data and the tools used for analysis of data are given below:

Source of Data
The study is based on the secondary data.  The data with regard to amount spent on the CSR activities by the corporates across 
the country were collected from the website of Ministry of Corporate Affairs and the report submitted by the High-Level 
Committee constituted by Government of India.

Tools Used for Analysis of Data
The statistical tools such as mean, standard deviation, percentage and rank analysis were used for analysis and interpretation 
of data.

Results and Discussion
The amounts spent by the corporates for  CSR for the five years period  i.e., from 2014-15 to 2018-19 are taken for analysis. 
First the amount spent on development sector-wise is taken for discussion.

Development Sector Wise CSR Expenditure
Table1 indicates CSR spending by the corporateson different activities as specified under schedule VII of the Companies Act 2013. 

Table 1:  Development Sector –Wise CSR Expenditure

Development Sectors     Amount Spent  during  the Financial years    
                                                                  Rs in  Crores

2014-15 2015-16 2016-17 2017-18 2018-19
Clean Ganga Fund 5.47 32.82 24.37 2.11 5.41
Education, Differently abled,Livelihood 3188.09 4921.06 5559.13 5822.47 7499.26
Encouraging Sports 57.61 140.11 180.32 227.75 295.10
Environment, Animal Welfare, Conservation of 
Resources

853.99 971.06 1317.70 1362.83 1516.33

Gender Equality, Woman Empowerment,Old Age 
Home, Reducing Inequalities

189.92 342.67 468.74 499.65 517.88
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Health, Eradicating  Hunger, Poverty and 
Malnutrition, Safe Drinking Water, Sanitation

2525.92 4633.46 3658.14 3316.25 4958.48

Heritage Art Culture 117.37 119.16 305.57 284.05 189.89
Other Sectors(Technology Incubator and Benefits 
to Armed Forces and  Admin overheads

9.50 37.48 60.95 43.33 119.71

Prime Minister National Relief Fund 228.18 218.04 158.80 161.84 300.07
Rural Development 1059.34 1376.16 1554.77 1479.80 2308.83
Slum Area Development 101.14 14.09 51.49 35.10 50.23
Swachh Bharat Kosh 113.86 325.52 184.06 213.67 93.80
Any other Fund 277.09 334.34 419.98 255.62 710.59
NEC/Not Mentioned 1338.39 1051.15 388.95 1.04 87.54
Grand Total Rs in Crores 10065.93 14517.21 14333.04 13708.02 18653.48

Source: www.csr.gov.in

It can be observed from the table 1 that corporates have spent Rs. 10,065.93 crores during  the  financial year 2014-15, 
Rs 14,517.21crores during the financial year  2015-16,Rs 14,333.04crores during the financial year 2016-17, Rs 13,708.02 
crores during  the financial year 2017-18 and Rs 18,653.48 crores during the financial year 2018-19 for the CSR. In some 
sectors corporates have spent huge amount on CSR. At the same time some insignificant amount has been spent on some 
sectors. The calculation of mean and standard deviation will help to analyse and to know  which development sectors have 
secured more CSR fund. The details of the calculated mean and standard deviation are given in table 2. Five financial years 
datacommencing from 2014-15 to 2018-19are taken for analysis.

Table 2:  Mean and SD of Development Sector Wise CSR Expenditure 

Sl. No. Development Sectors Mean SD
1 Clean Ganga Fund 14.03 13.68
2 Education, Differently abled,Livelihood 5398.00 1559.85
3 Encouraging Sports 180.17 89.58
4 Environment, Animal Welfare, Conservation of 

Resources
1204.38 279.49

5 Gender Equality, Woman Empowerment, Old Age 
Home, Reducing Inequalities

403.77 137.74

6 Health, Eradicating  Hunger, Poverty and Malnutrition, 
Safe Drinking Water, Sanitation

3818.45 988.99

7 Heritage Art Culture 203.20 88.91
8 Other Sectors(Technology Incubator and Benefits to 

Armed Forces and  Admin overheads
54.19 41.02

9 Prime Minister National Relief Fund 213.38 57.86
10 Rural Development 1555.78 461.40
11 Slum Area Development 50.41 32.12
12 Swachh Bharat Kosh 186.18 92.11
13 Any other Fund 399.52 185.15
14 NEC/Not Mentioned 573.41 593.95

Grand Total 14255.53 3052.41
Source: Computed from the secondary data 

Table 2 depicts the mean and standard deviation ofsector-wise development expenditure on CSR.The development 
expenditure related to education, differently abled and livelihood development sector attracted highest mean value of Rs 
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5,398 crores. Secondly health, eradicating hunger, poverty and malnutrition, safe drinking water, sanitation attracted a mean 
score of Rs. 3,818.45 crores. Rural development attracted a mean score of Rs 1555.78 Crores. Environment, animal welfare 
and conservation of resources have secured rupees 1204.38 crores.

Clean Ganga Fund, Slum Area Development, and Swachh Bharat Kosh and NEC/Not mentioned are attracted lesser 
Fund. Mean value of Clean Ganga Fund is Rs14.03 crores, Slum area development is Rs 50.41 crores,Swachh Bharat Kosh 
is Rs 186.18 crores and  the NEC/Not mentioned  is Rs 573.41 crores. NEC/Not mentioned means companies which have not 
disclosed the details of the projects as per section 135 of the Companies Act 2013.PAN means companies which mentioned 
more than one state for CSR activities.As significant number of people in India is suffering from hungry, poverty, malnutrition 
some more priorities can be given on CSR spending. Still a large number of people do not have shelters to stay, safe drinking 
water. Hence this sector needs some more attention.

State - wise CSR Expenditure 

The previous section analysed the CSR expenditure on the development sector-wise. Education, health care and eradication 
of poverty occupied the top position. This section analyses the CSR expenditure on the basis of states and union territories. 
The details of CSR expenditures state-wise are given in table 3.

Table 3:State and Union Territories wise CSRExpenditure.

SlNo Name of the States Amount Spent on CSR  during the Financial years
Rs in Crores

2014-15 2015-16 2016-17 2017-18 2018-19
1 Andaman and Nicobar 0.29 0.55 0.83 0.75 0.43
2 Andhra Pradesh 414.27 1294.28 753.52 274.95 643.33
3 Arunachal Pradesh 11.04 1.48 24.04 11.93 24.49
4 Assam 134.78 164.60 269.91 86.22 205.60
5 Bihar 36.68 124.61 100.77 42.17 136.43
6 Chandigarh 1.77 5.34 21.98 20.50 11.72
7 Chhattisgarh 161.30 241.16 84.94 71.78 135.52
8 Dadra and Nagar 

Haveli
4.41 12.02 7.57 6.93 13.47

9 Daman and Diu 20.05 2.42 2.63 20.09 6.22
10 Delhi 237.43 493.33 521.15 550.75 662.06
11 Goa 27.11 30.15 37.88 53.33 46.73
12 Gujarat 313.44 551.42 870.84 774.93 1059.41
13 Haryana 187.40 375.61 389.65 265.58 334.73
14 Himachal Pradesh 10.94 52.28 24.03 60.52 79.97
15 Jammu and Kashmir 43.70 107.80 42.84 14.75 35.25
16 Jharkhand 79.56 117.03 95.69 45.91 70.26
17 Karnataka 403.46 784.65 887.68 956.78 1222.44
18 Kerala 68.23 148.13 135.47 167.21 385.98
19 Lakshadweep 0.00 0.30 0.00 2.07 0.39
20 Madhya Pradesh 141.88 185.50 286.59 147.24 245.68
21 Maharashtra 1445.91 2052.23 2488.10 2545.80 2846.73
22 Manipur 2.44 6.27 12.34 4.03 7.64
23 Meghalaya 3.53 5.58 10.96 5.48 16.67
24 Mizoram 1.03 1.07 0.08 0.22 0.10
25 Nagaland 1.11 0.95 0.92 0.36 2.11
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26 Odisha 252.18 624.04 316.72 469.47 682.60
27 Puducherry 2.02 6.46 7.42 6.52 8.27
28 Punjab 55.60 69.92 75.82 89.32 164.53
29 Rajasthan 299.75 501.45 325.15 263.48 546.29
30 Sikkim 1.19 1.98 6.82 6.84 4.58
31 Tamil Nadu 539.63 633.23 550.93 627.36 825.33
32 Telangana 101.96 265.40 259.87 291.93 421.42
33 Tripura 1.33 1.47 1.25 1.83 23.06
34 Uttar Pradesh 148.90 423.79 328.31 301.51 476.95
35 Uttrakand 74.79 73.16 101.52 82.64 173.32
36 West Bengal 194.85 415.41 290.34 282.87 366.59
37 NEC/  Not Mentioned 26.94 0.00 7.63 132.04 3.58
38 PAN India 4614.89 4741.95 4990.67 5621.75 6765.42
Grand Total
 ( Rs in Cr)

10,065.93 14,517.21 14,333.04 13,708.02 18,653.48

Source: www.csr.gov.in

It can be observed from the table 3that Maharashtrastands first among the states in the table. The calculation of mean and 
standard deviation on the amount spent on CSR by the states will help to know which states gained more CSR fund. The next 
section deals with that.

Mean, SD, Percentage and Rank of State-wise CSR Expenditure
The state - wise CSR expenditure for five years period i.e., from 2014-15 to 2018-19 were calculated in terms of Mean, 
Standard Deviation, percentage and ranks for analysis and interpretation. The calculated results are given below in Table 4.

Table 4: Mean and SD, Percentage and Rankof State Wise CSR Expenditure

Sl No Name of the States Mean Rs in Crores SDRs in Crores Percentage Rank
1 Maharashtra 2275.75 543.74 15.96 1
2 Karnataka 851.00 297.99 5.97 2
3 Gujarat 714.00 289.17 5.01 3
4 Andhra Pradesh 676.07 393.28 4.74 4
5 Tamil Nadu 635.29 114.50 4.46 5
6 Delhi 492.94 156.54 3.46 6
7 Odisha 469.00 186.99 3.29 7
8 Rajasthan 387.22 127.63 2.72 8
9 Uttar Pradesh 335.89 126.32 2.36 9
10 Haryana 310.59 84.05 2.18 10
11 West Bengal 310.01 84.69 2.17 11
12 Telangana 268.11 113.74 1.88 12
13 Madhya Pradesh 201.37 63.14 1.41 13
14 Kerala 180.00 129.49 1.26 14
15 Assam 172.22 69.84 1.21 15
16 Chhattisgarh 138.94 67.79 0.97 16
17 Uttrakand 101.08 41.92 0.71 17
18 Punjab 91.03 42.82 0.64 18
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19 Bihar 88.13 46.32 0.62 19
20 Jharkhand 81.69 26.74 0.57 20
21 Jammu and Kashmir 48.86 34.94 0.34 21
22 Himachal Pradesh 45.54 27.90 0.32 22
23 Goa 39.04 11.02 .27 23
24 Arunachal Pradesh 14.59 9.73 0.10 24
25 Chandigarh 12.26 8.9 0.09 25
26 Daman and Diu 10.28 9.06 0.07 26
27 Dadra and Nagar Haveli 8.88 3.75 0.06 27
28 Meghalaya 8.44 5.36 0.06 28
29 Manipur 6.54 3.80 0.05 29
30 Puducherry 6.13 2.14 0.04 30
31 Tripura 5.78 9.65 0.04 31
32 Sikkim 4.28 2.64 0.03 32
33 Nagaland 1.09 0.63 0.01 33
34 Andaman and Nicobar 0.57 0.22 0.004 34
35 Lakshadweep 0.55 0.86 0.004 35
36 Mizoram 0.50 0.50 0.004 36
37 NEC/  Not Mentioned 34.03 55.76 0.24
38 PAN India 5346.93 882.67 37.51
Grand Total ( Rs in Cr) 14255.53 3052.41 100.00

Source: Calculated from the secondary data

Table 4 shows the  mean , standard deviation  and percentage of   CSR expenditure made by the corporates across the 36 
States and Union Territories in India over last five financial year commencing from the financial year 2014-15 to 2018-19. 
It is evident from the table 4 the state of Maharashtra ranked number 1 among the states in India in getting CSR funds. This 
is because of large public and private sector companies are based in Maharashtra. Maharashtra is one of the leading states of 
industrialisation and the Mumbai is the business capital city of India. At present, there are 2, 23,259 companies are active in 
Maharashtra which represents 19.30% of total companies active in India.

Maharashtra attracted highest mean score of  Rs. 2,275.75 crores.It represents 15.96% of total CSR expenditure mean 
value of Rs 14,255.53 crores .Secondly, Karnataka attracted a mean score of  Rs 851.00 crores with 5.97% of total CSR 
expenditure and thirdly, Gujarat attracted a mean score of Rs 714.00crores (5.01%) , fourthly,  Andhra Pradesh  had  a CSR 
expenditure  of RS 676.07 crores  and fifthly, Tamil Nadu attracted CSR expenditure of Rs 635.29 crores. The remaining top 
five States are Delhi,Odisha,Rajasthan, Uttar Pradesh and Haryana.The  CSR expenditure in these states ranges between Rs 
492.94 Crores to 310.59 Crores. The first three states such Maharashtra, Karnataka and Gujrat have secured a cumulative 
percentage of26.94% and the balance to top  seven states have secured 23.20%  of the total CSR expenditure. The top ten 
states have secured a cumulative percentage of 50.14% on the total CSR expenditure.West Bengal is also very close to top ten 
states in the CSR expenditure  and it had secured  11th rank at 2.17% with the CSR  expenditure amount of Rs 310.01 crores.

The States such Chhattisgarh,Assam, Kerala, Madhya Pradesh, Telangana secured a CSR expenditure mean value of 
Rs 138.94 crores to Rs 268.11 crores with  ranks of 16 to 12 out of 36 States . These five states have secured a cumulative 
percentage of 6.74% of total CSR expenditure.Uttarakhand secured 17th rank at 0.71% with a CSR expenditure of Rs 101.08 
crores.
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Further, states like Jharkhand,Bihar, Punjab secured a CSR expenditure  ranging from Rs 81.69 crores to Rs 91.03 crores  
and  these states ranked 20 to 18 ranks out of 36 states.States like Chandigarh, Andhra Pradesh, Goa, Himachal Pradesh and 
Jammu and Kashmir were able to get the CSR expenditure ranging from Rs 12.26 crores to Rs 48.86 crores and secured a rank 
of 25 to 21 out of 36 states and union territories.

The north eastern  states such as Mizoram,Nagaland,Sikkim,Tripura, Manipur  Meghalaya, and Union territories  such 
Lakshadweep, Andaman and Nicobar,Puducherry, and Nagar  Haveli had secured ranks from the descending order  36 to 27 
Ranks. These States and Union Territories mean CSR expenditure fall in the range of Rs 0.50 crores to Rs 8.88 crores over the 
last five years with a cumulative percentage of 0.238%.Daman and Diu is in the 26th place out of 36 states and it had secured 
a CSR expenditure of Rs 10.28 crores at 0.07%. The CSR expenditure in these States and Union territories are very low when 
compared to other states. Further, thenumber of active companies in these states are very minimum.

The table depicts vast disparities among various states on the CSR expenditure made by the different companies. The 
meanrange difference between the first state of Maharashtra with a mean score of value of Rs 2,275.75 crores and 36th rank 
State of Mizoram which had secured a CSR expenditure for Rs 0.50 crores.NEC/Not mentioned means companies which 
have not disclosed the details of the projects as per Section 135 of the Companies Act 2013.PAN means companies which 
mentioned more than one state for CSR activities

Section 135(5) of the Companies Act 2013 states that the companies can spend 2% of average net profit of the company 
under CSR and such companies shall give preference to the local area and areas around where they operate.   This can be 
considered one of the reasons for the vast difference in the CSR expenditure of the company.Further, the numbers of active 
companies are veryminimum in states such as Mizoram, Meghalaya,Sikkim and Manipur.Therefore, CSR expenditure in 
these states are very low in the last five years. Residents of Maharashtra are major beneficiaries of CSR under Section 135 of 
the Companies Act 2013.

Status of Corporates Spending on CSR
The details of data on the number of companies involved in spending on CSR activities are given in table 5.

 Table5: No of Companies Spent/ not spent on the CSR activities during 2014-15   to   2018-19.

 Corporates  which spent  /not spent on CSR 2014-15 2015-16 2016-17 2017-18 2018-19
Corporates Spent on CSR exactly as prescribed 1,090 1,401 1,957 1,256 666
Corporates spent on CSR  more than the 
prescribed

3,157 4,712 4,601 3,453 5,862

Corporates spent less than  the prescribed 1,701 3,075 3,653 4,228 3,701
Corporates spent  Zero amount 10,600 9,102 9,328 12,460 14,673
Total companies liable to spend on CSR 16,548 18,290 19,539 21,397 24,902
Listed company 1,832 1,873 1,967 2,102 2,314
Unlisted company 14,716 16,417 17,572 19,295 22,588
Total amount spent Rs in Crores 10,066 14,517 14,330 13,624 18,653
Amount spent by Government companies  Rs 
in Crores

2,816 4,214 3,295 2,553 3,835

Amount spent other than Government 
Companies Rs in Crores

7,249 10,302 11,033 11,070 14,817

No of Active Companies at close of 31 March 
of each financial year

10,22,011 10,88,780 11,69,303 11,67,858 11,56,374

Source: Compiled from e- resource of www.csr.gov.in
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It can be understood from the table 5 that the number of companies liable to spent on CSR is slightly increasing every year. 
During the year 2018-19, only 24,902 companies (representing only2.15%)   are covered under Section 135 of the Companies 
Act 2013 for CSR spending and 97.85% are not covered. Further, out of 24,902 companies 14,673 companies (representing 
58.92%) have not spent single rupee for CSR activities. 6,528 companies (representing26.21%) have spent equal to or more than 
the prescribed amount on CSR. 3,701 companies (representing 14.86%)  have spent less than 2% profit on CSR.Similarly, the 
numbers of companies not spending single rupee on CSR are high almost from 2014-15, that is, from the year of implementation 
of CSR.On the other hand, the numbers of companies spending as per CSR norms are very meagre.  During 2014-15, only 6.59 
% companies have spent as per CSR norms. For the period 2015-16 only 7.66% of the companies have spent as per CSR norms. 
10.02 % of companies have spent as per CSR norms in the year 2016-17; and only 5.87 % of companies have spent on CSR as 
per the Act. Surprisingly for the period 2018-19 only 2.67% companies have spent on CSR as per Section 135 of the Companies 
Act,2013. When we compare the companies, which are liable to spend on CSR with the total number of companies existing 
in India, only insignificant number of companies are liable to spend on CSR activities. Even the companies which are obliged 
to spend on CSR are not spending. It shows the lack of CSR consciousness among the corporates. Everything cannot be done 
through the legislation or punishment. Certain things must be done voluntarily. CSR activities can be done voluntarily when the 
corporates have genuine concern on the welfare of society, economy and the environment. 

CONCLUSION AND SUGGESTION

The amount spent on CSR across India by the corporates were taken for analysis. Among the development expenditure on 
CSR, the amount spent on education, differently abled and livelihood ranked top. Eradication of poverty, hungry and malnutrition 
ranked the second position. Is shows that the corporates are giving  appropriate priorities  for CSR activities. When the number of 
companies spending on CSR activities increased certainly, we can expect visible developments in our country. 

With respect to analysis of CSR expenditure state-wise, the States of Maharashtra, Karnataka and Gujarat secured first 
three places. This is because of location of more numbers of industries in these states. Locating more numbers of companies 
and encouraging the companies to spend more amount on CSR activities in the north-east will help to get balanced economic 
development. 

The number of companies coming under the CSR norms are very limited in India. Hence the conditions for spending 
on CSR activities can be modified. Even the companies earning one crore net profit can be asked to spend 2 % of their net 
profit on CSR activities. When the number companies spending on CSR increases, we can improve the facilities in the (state) 
government schools located in the semi urban and rural areas. Further, the social problems of hungry, malnutrition, poor 
sanitation, etc can be solved or reduced to a greater extent. We can also give safe environment to the coming generations. In 
a nutshell, CSR can contribute to the world in a big way to achieve the Sustainable Development Goals.
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INTRODUCTION

MLM is a widely maligned form of direct retail distribution system. MLM companies are increasingly scrutinized by 
government agencies of the India, European Union and USA for the Multilevel Marketing (MLM), Network Marketing (NM) 
and Network Marketing Direct Sales Organization to buy goods or services for its own use or consumption at a discount 
from the List or for a standard market price from its employer. Multi-tier marketing opponents go beyond the question of 
lawfulness, arguing that it is an immoral way of doing business on their own. One voice critics for MLM said that 99.94 
percent of the MLM participants Much of this growth is due to rapid technological developments and some marketing 
practices, particularly direct marketing. It is very important now to be in a capable position to exert control over decisions and 
purchasing power (Milne, Beckman & Taubman, 1996). Direct marketing promotes the dissemination to a specific customer 
audience of knowledge on goods and services. However, due to the exploitation of databases containing customers’ private 
and confidential personal data, retail and purchase behaviour has now become a problem either for distributors or consumers. 
On the other side, the multi-level marketing technology (MLM) now sits on a controversial platform. This is due to the 
pyramid scheme which mainly focuses on recruiting potential members who pay a certain amount of high entry fees first. 
These payments will be the paychecks of the MLM hierarchical structure’s higher ranking officers. This paper contains 
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The aim of this paper is to explain further the process of direct marketing and multi-level marketing. Direct marketing is a 
method of advertising using tangible materials such as catalogues and fliers to provide potential consumers with knowledge 
about a particular product or service. The knowledge is directed at potential customers, creating a more accurate sales 
forecast. This means that corporations or organisations with a small advertisement budget have a cost-efficient advertising 
means. Multi-level marketing (MLM), on the other hand, is a strategy where distributors concentrate more on attracting new 
participants who become distributors themselves. However, the very lives of a number of direct sales agencies, including 
multi-level marketing organisations, require good recruiting because their survival depends on the ability to make more and 
more new employees to replace those who have ceased recruitment. MLM distributors may have a partnership with both 
their upline and downline sponsorships. They often work regularly through joint recruitment meetings and sales training. 
Distributors of multi-level marketing companies foster a mixture of friendship and tools in networking growth, and the long-
term incentive of such MLM chains is that with each new participant recruited, each time their downline sells something the 
recruiter gets a certain amount of profit. The balance is used to pay the salaries of senior MLM hierarchy officials. “Some of 
the MLM initiatives display all the implications and characteristics of the pyramid scheme, but the MLM industry has still 
been able to flourish and continue and this paper concludes that while the MLM industry is contested it must be evaluated and 
measured from different perspectives, such as moral values, culture and the country where it is being implemented.
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information about direct marketing and multi-level marketing, explaining misconceptions and advantages, pyramid schemes, 
misunderstandings and consequences. All marketing campaigns, both from manufacturers and consumers, are followed by 
this. This paper ends with a brief discussion and a conclusion.

MULTI-LEVEL MARKETING

Multi-level Marketing (MLM) is a direct sales approach (i.e. face-to - face sales from a fixed retail site) that has a multi-level 
compensation system by definition. Direct sales, like MLM, is a certain retail distribution system through which salespeople 
or distributors work as independent contractors. They sell to consumers and, as such, MLM is a form of consumer marketing. 
How broadly is direct sales spread? More than 20 years ago in their analysis in the United States, Peterson, Albaum and 
Ridgway (1989) announced that 57 % of respondents purchased a product or service from a direct sale business within 12 
months of the data collection. More recently, Brodie et al, (2004, pp. 7-8) stated, in their eight-country analysis, that during 
the 12 months prior to the collection of data, the percentage of respondents indicating that they had direct sale from an 
organisation was 25% in Finland to 72% in South Africa and the mean for the eight countries was 46%. It is evident that the 
“popularity” of direct sales differs widely in retail. In 2010, FEDSA reported the retail revenues of direct sales companies to 
€10.7 billion in the European Union countries and 4.0 million in sales people (www.fedsa.be). In 2009, retail sales by direct 
selling firms in the US, including MLM businesses, amounted to USD 28.3 billion (www.dsa.org/research) and there were 
16.1 million sellers, of which 99.1% worked less than 30 hours a week and 86.4% were women. In 2009 (last year for which 
such data was reported) the gross retail revenues of direct sales companies totally $117.5 billion and the total sales force was 
74 million distributors (www.wfdsa.org/statistics). In 2009, over 90% of direct selling firms in the USA were multi-level 
companies, responsible for more than 90% of retail sales revenues and virtually all distributors. Around 80 percent of direct 
selling companies globally were multi-level marketing companies (Ho, 2004, p. 56) in 2004 (the latest year for which the 
data are available). This number is, without a doubt, bigger now. Main categories of direct sale products include personal 
care, home / family care, health, recreation / education, and utilities. Many of the world’s leading companies like Amway, 
Avon, JAFRA Cosmetics, Herbalife, and Mary Kay Cosmetics are well established. Multi-level marketing is the manner 
in which distributors gain profit from their own retail sales and from sales made by other direct or indirect hires, including 
individuals recruited and people recruited from them, to the direct seller company (Vander Nat & Keep, 2002, p. 140). 
(Vander Nat & Keep, 2002, p. 140) Technically, multilevel marketing is no form of marketing, but is more like a form of 
compensation (emphasis added) in an organisation in which sales people can receive money from their own retail sales and 
also from the sales of people they have recruited into their companies and from their hires (World Federation of Direct Sells 
Associations). (World Direct Sales Association Association) Own sales by a distributor involve goods eaten by the distributor 
itself, i.e., internal consumption. MLM companies are thus directly selling companies based upon personal selling and reward 
distributors for (1) the purchasing of goods, (2) the sale of products and (3) the purchase of products and the sale of persons 
recruited to deliver them (Coughlan & Grayson, 1998, p. 402). While it promotes the recruitment of others to join an MLM 
network, no incentives are offered for the simple act of recruitment. Sales made and consumption by the hired ones are the 
only incentives for hiring others (Berry, 1997, p. 76). The development, by social networks, of a legitimate distribution and 
sales network, involves true multi-level marketing (emphasis added) (Coughlan & Grayson, 1998, p. 425). They sell real 
goods and/or services and do not call on distributors to take substantial financial risk (Salter, 1997, p. 5). Since the MLM 
distribution organisation, i.e. downstream and upstream lines, operates at a number of levels, distributors can actually buy 
products and receive commission(s) from the organisation directly. This is known as direct compliance, instead of indirect 
compliance, whereby so-called downline distributors have to cooperate with product ordering and delivery and payment of 
bonuses earned by their up-line ‘masters.’ As in all types of direct sales, MLM retailers purchase goods and services from the 
MLM Company which they sell or consume and then apply a profit margin on sales made not to MLM customers. Neil Offen 
has described six types of direct sales representatives formerly chairman of the United States Direct Selling Association, 
including those working for MLM companies (cited in Roche, 1995, pp. 106-107).

Direct sellers are similarly classified by the World Federation of Direct Sales Associations. Various types of distributors 
concentrate on individual reasons for joining a company and sticking with it. Individuals are often more than one type at a 
time and are able to switch between styles. There is no data on the percentage of salesmen in each group, depending on their 
persons and changing motives. In interpreting multi-level marketing, the types of direct sellers must be considered. Although 
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some distributors may be primarily in-house purchasing vendors, all types of distributors typically have internal consumption. 
Indeed, as Luce (2006, p. 62) pointed out, many potential distributors are seeking “excellent services which they love so much 
that they purchase them for themselves” and more effective and believable representatives of employees and distributors who 
use the products of their firms. A common compensation system for MLM organisations is very complicated. Commissions 
shall be paid for the volume of personal retail sales and the volume of so-called retail sales of a team. For a certain distributor, 
the group sales volume shall be specified as the amount total of personal sales, plus any individual in the distribution companies 
down lines producing sales. (Direct Selling News, 2009, p. 8)

For example, if a sales volume of the Upline distributors community is at a level where a commission rate of 10 percent is 
reached and each downline distributor has sold at a level receiving a commission rate of 5 percent, each distributor downline 
earns that volume of 5 percent of its sales volume. The Upline distributor receives the 10 percent commission rate. In addition 
to fees, distributors receive revenue in the form of markups from their personal sales to customers outside the MLM network, 
which includes: (1 ) personal sales commissions, including internal consumption; (2 ) business sales commissions covering 
all lines; and (3) personal sales committees to customers outside the network.

PYRAMID OF MLM SCHEMES

Hyman (2008, p. 14) claims that “fundamental economy and marketing are reducing all MLM schemes towards pyramid 
schemes,” and the only evidence he quotes are the same anecdotes used by other MLM critics. Data from the empirical 
analysis are not sponsored. A pyramid system is a fraudulent process, whereby promoters of so-called ‘investment’ or 
‘trading’ structures are enriched by payments made by hiring them to geometrical advances (World Federation of Direct Sale 
Associations, 2011b, P.1). Individuals recruited into a company are mainly recruited by other people, rather than for legal 
retail sales of the so-called “end-consumers” of the product or service. Such recruiting offers incentives for recruiters that 
are unrelated to the sale to ultimate customers of the product or service (Vander Nat & Keep, 2002, p. 141). Other features 
of the pyramid scheme include the need to pay a considerable fee for membership, pressure on distributors to purchase 
large quantities (“inventory charge”) and the lack of a strategy to buy back the unsold stock, which has also been known as 
the buyback (Ho, 2004, p. 6). In the current pyramid structure, the geometrical progression – the expansion of the network 
itself – and not (or at least much less than) the increase in sales to consumers outside the network or even the growth in sales 
representing internal demand, lead to gains. Hypothesizing that as the pyramid grows, distributors of the lower levels find it 
more difficult to attract others and recover their investment (Chalançon, 2002, p. 2). Nobody is left at the extreme to recruit. 
Just a few advantages and the rest lose. However, MLM companies typically limit the number of levels inside the organisation 
, in order to never achieve the hypothesis extreme. For example, a direct selling company that sells personal care products has 
six levels of its downline process. Another direct sales organisation, one that sells dietary supplements, has four stages in its 
downline approach. Due to the lack of tangible goods, pyramid schemes are easily identified. There is no real market value 
for the so-called goods to be sold. Since goods are often ‘jerkie’ (certificates, training courses, subscriptions to magazines, 
illusory discounts, or ‘miracle’ treatments (World Direct Sales Federation). The simple truth is, however, that legitimate MLM 
firms, like other retailers, are offering high quality goods and services to customers. Conceptually, it is very straightforward 
to assess if the MLM organisation is a pyramid. The standard pyramid analysis to determine whether the MLM organisation 
is an illegal pyramid structure is focused on answers to four questions according to Peterson and Albaum (2007):

If a product / service is sold, there is no pyramid, the charge to become a distributors is fair and rational, inventory loads 
are not available and retrieval is available (Albaum, 2008). The hierarchical incentive structures that MLM companies have 
to encourage recruiting, entrepreneurship and sales are complicated, as described above. Berry (1997, p. 55), who proposes 
three features that also apply to an MLM organisation with a Direct Sales Organisation (DSO), has suggested another 
approach to considering the possible implications of such compensation systems: The DSO (and MLM) firstly supplies 
goods to participants specifically attracted to the goods, regarded as valuable for money and involved in using the products 
themselves. Secondly, the DSO (and MLM) rewards those who want to purchase and use the products for their enthusiasm 
about the products. Third, and this is the biggest distinction between NM (Network Marketing or MLM) and every other 
DSO, the NM (MLM) recognises every participant for their passion for goods and the business idea, both by creating and 
sustaining their own network of other participants, each with its own retail clients. Other equally effective NM DSOs (MLMs) 
are best listed in the definition, by replacing the first two ingredients. The following is-A DSO (MLM) offers participants 
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competitively priced goods along with a validated and easily replicable approach to retail sales. Distributors therefore not 
only work with their own customers, but also market new candidates to the MLM organisation. The relationship between 
upline distributors who help or hire downline distributors may certainly be a key ingredient. Sparks and Schenk (2006, p.), 
in their study of sponsoring socialisation activities concluded that sponsors training more efficiently, distributing more MLM 
knowledge to their recruits, and consistently interacting yield more effective MLM distributors. However, at the same time , 
the fact that distributors are independent contractors enables them to operate at will. In a previous report, Sparks and Schenk 
(2001) analysed key leadership ties and found that the so-called transition leadership of sponsors can help recruiters become 
more involved, more competitive and more fulfilled. Transformation leaders are individuals who “transform” their followers 
through a specific action that motivates and inspires followers to move beyond their interests in the group (Bass 1990, p. 53). 
Vander Nat and Keep (2002, p. 140) and Hyman (2008, p. 14) mimic some pyramid schemes for the MLM compensation 
system. However, this similarity is superficial since compensation is only dependent on retail sales, both within and outside 
the MLM organisation. A pyramid-shaped marketing scheme is by itself no sign of an illicit distribution system (Stockstill, 
1985, p. 55). If so, the prototypical distribution channel of manufacturer-wholesaler-retailer may be considered illegal as it 
appears to approach a pyramid structure similar to the form of an MLM organisation.

MISPERCEPTIONS

To ensure a fair evaluation of both marketing strategies, this paper will first outline misperceptions about the intent of the 
research strategies.

(a) Direct Marketing
Direct marketing can be used for direct sales orders, according to www.your articlelibrary.com. For instance, goods can 
be delivered or sent directly to the user, much as Reader’s Digest sends subscriptions to the magazine of its customers. It 
also allows the prospective customer to meet and check the products first-hand depending on the availability of time for 
both parties. “Direct response TV marketing allows customers to show product demonstrations even though they are very 
expensive” (www.your articlelibrary.com, 2013)

(b) Multi-level Marketing
MLM is considered a legitimate organisation according to the World Federation of Direct Sale Associations (WFDSA) 
website. Amway and Avon are the only examples today of several MLM companies around the world. The MLM’s only 
concern is whether or not the lives of those who proclaimed successes or who pulled many individuals alongside the global 
economic crisis have been enhanced. The first misconception of MLM is that it makes those who have entered rapidly 
become wealthy. First of all, a rational person would be cynical about these impractical pledge schemes. Promises of financial 
independence, future providence and help are the secret to attracting new distributors to the chain and adding the sum on 
paychecks. However, given that whether the business or company actually supplies or produces and sells its goods or services, 
it allows distributors to obtain additional profits, and www.femalenetwork.com says, “It would allow you to earn an extra 
income if you actually successfully sell the products and a little more if the people you have taken on sales create sales as well. 
Secondly, the company generally assumes that MLM companies are simple and straightforward. Maybe a better way to see 
this is to involve yourself quickly, but you need to devote time, energy and resources to achieve success on the MLM market. 
Excellent communication abilities are also a definite surplus. Many MLM businesses have had difficulties because the people 
who led them have no experience. Worse, they don’t try to practice these skills and investments. Finally, many people have 
this misconception that they can make money only through the sale or recruitment of products or services to their friends or 
family members. “The point of selling to your friends and family is simply to help you get started, but you will never make 
the amount you want without meeting new people. After you finish the warm market, you have to learn how to network and 
find new guests to share your opportunities” (Beisswenger, 2012).

IMPLICATIONS

(a) Direct Marketing
This approach continues to violate the privacy of human data and information due to the way direct marketing campaigns 
and practices are applied. More specifically, their targeted or existing consumers use or use their products and services. These 
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direct marketers, or to be more precise, had often interfered with direct marketing tactics in the private timing and duties of 
people. According to O’Malley ‘s research by Patterson and Evans (Jordaan 2007), “The amount of direct mail, telephone 
calls and e-mail received by people concerns the physical intrusion into their everyday lives of marketing communications.” 
“In this regard, direct marketers must understand how customers feel about collecting, using, storing and revealing personal 
data” (Jordan, 2007), and again from Curran and Richards (as quoted in Jordaan, 2007), “many consumers complain about 
unwelcome calls from the direct marketers at dining time, junk mail in their mailboxes or spam in their inbox.”

Several studies have shown that customers are likely to adjust their purchasing behaviour because of data security issues, 
such as online buying that ultimately needs a new user and the customer has to complete extremely sensitive information, such 
as credit card number, bank account information and passwords. Researcher Jordaan said. “A total of 83% said they would 
avoid doing business entirely with an organisation if they learned or read that an organisation used customer information in 
the course of an article (Jordaan, 2007). This means that, regardless of whether online or offline and whether they adhere to 
universal privacy policies, customers may adjust their purchasing or buying behaviour based on their level of confidence in 
this business. Data security policies are;

 ● To delete consumer identifying information from direct marketing databases, such as names and emails.

 ●  Customers can refuse and refuse authorisation to sell the loan or to pass their personal information to another company 
or organisation.

 ● Processes for the processing of information must be with the consent of the client.

 ● Customers may refuse to supply data deemed irrelevant or too personal.

 ● If consumers are confused, they are free to refuse shopping opportunities such as promotions.

 ●  In the company databases, consumers are entitled to request access to their own information using direct marketing 
strategies.

The user and businesses and their representatives must recognise the privacy policy to maintain a stable and trustworthy 
relationship between customer and distributor. This is because many consumers allow prying eyes to float over their personal 
data too willingly, because their promises to earn a quick return on income distracted them. “The advantages of providing 
such potentially intrusive information are much greater than their concern for most people. However, some companies do 
not intelligently arrange and use the information they obtain and, in exchange, provide far less value to customers” (Jordaan, 
2007). By analysing the world and contrasting it to your personal experiences, human psyche seems to be suspect of certain 
objects and actions. It is understood in this paper that each person is concerned about privacy on the basis of personal 
experience. If clients have had previously adverse experience with data inaccuracies, they are more reluctant to provide 
information and their privacy concerns can increase (Vidmar & Flaherty, 1985:100; Campbell, 1997:46, as quoted in Jordaan, 
2007). He said in the article in a newspaper, “Such experiences undermine consumer trust, not only in the individual direct 
marketer concerned, but also in all direct marketers. In this survey, a total of 31% of respondents indicated that they had been 
the victim of an infringement of their private information.

(b) Multi-level Marketing
Multi-level Marketing has been a systematic approach unit for decades, leading individuals or persons in their money-making 
processes to flourish in prosperity, collected from distributors or starve to death, in their own remorse that they have only 
done so in the short term. He states that MLM has “becoming an insidious, pervasive, corrupting influence on the market and 
on the communal world that causes financial and social harm on a global scale involving ten millions of consumers” as stated 
in John M. Taylor (2000), his journal on The Should MLM or Network Marketing Program Considered an Illegal Pyramid 
Scheme. Human beings are primitively attracted to life subjects or objects that give our lives comfort and resources. Since 
cavemen draw a whole pile of food for survival, these MLM pyramid schemes are used by people today. This is because, 
by applying the “essential values such as independence, initiative, entrepreneurship and personal freedom,” MLM disguises 
itself as a “small business” (Taylor, 2000). People who aspire to achieve ends are once and for all drawn by deals and promises 
of financial independence. And because of this, John M. Taylor explains the resultant influence of this attraction as “can be 
triggered in the search of the elusive” dreams “that they have been tricked into, lose or give away their current jobs, forget 
their families and other relationships”



384
Copyright ©2020 Authors

Proceedings

According to comprehensive marketing analysis, www.mlm-thetruth.com’s most influential and subjective statement 
regarding research on “The Fact For and Against MLM” is that proposals like MLM do great psychological, physical and 
financial damage to a majority of the population and rob the greatest sums of money from existing businesses. This causes 
a higher degree of leakage in the marketing sectors, fueling the country’s economic decline. Due to MLM’s masking act as 
“sales and distribution firms” (Taylor, 2000), “they compete unfairly in the marketing climate with other legitimate businesses” 
(Krige, 2012). This not only directly affects the person, but also socially. In order to attract new distributors through the 
recruitment chain, MLM focuses on individuals who are motivated to defraud their own families, colleagues or expertise. It 
is defined by John M. Taylor as more social damage than financial damage. Moreover, MLM never resembles a five-to-nine 
everyday job. They act as private networks outside of everyday or conventional companies. Even social life is different for 
MLM. MLM companies are based on pyramid schemes and thus have a hierarchical mindset as they grow. This implies that 
there are uplines and a continuous stream or chain of new downline participants. Not to forget the reference by John M. Taylor 
to the “charismatic leaders” to promote and expand the loyalty of current sales dealers in continuing the recruitment process. 
When it comes to the personal lives of sales distributors’ customers again, it is clear that they will never develop long term 
trust in everyone they encounter, because everyone they talk is generally on or about recruitment and unrealistic promises.

4. PULLBACK AND ADVANTAGES

When comparing direct marketing strategies with multi-level marketing strategies, the differences as mentioned above can be 
seen in this paper. But this paper functions as a forum for maintaining the neutrality of this paper by putting the benefits and 
drawbacks of both methods accordingly.

(a) Direct Marketing

Direct marketing is seen as a way to boost sales and raise profit, with advantages and disadvantages. Firstly, the advantage 
of direct marketing is divided into two categories: firstly, the relationship between the company and the consumer and, 
secondly, the relationship between businesses and other companies within or in the company itself. www.your articlelibrary.
com, (2011) notes that the benefit of targeted marketing from the interaction between the companies and the customers is 
that the targeting of potential consumers is more precise. The timing of how and when communications or details about the 
products and services provided are managed by the company or businesses themselves, e.g. companies and companies release 
their information about the products or services offered in a peak season or on the summer season for the target audience to 
maximise their effect. In the final analysis, direct marketing gives customers more opportunities to provide input and therefore 
to develop future marketing campaigns or plans. Since businesses and companies were able directly to reach the consumers 
and to insert their information or messages to these particular groups, the target customer could also reply directly to the 
source.

Secondly, in collaborations between companies or companies, there are also benefits in the conduct of direct marketing 
only within other companies or companies. The competitors of that particular agency or corporation are less aware of the 
marketing methods employed and of their other profit maximization activities. Next, the organisation can easily foresee the 
effects or advantages of a particular group or age group that are received over a period of time. That would allow them to 
quantify and forecast their sales every year or every two years. Finally, companies and businesses can be used to advertise 
their products and services more efficiently and powerfully as their advertisements become more personalised and suggest 
more important information for their clients. It means that people have more trust in knowledge or prefer to appeal to the 
experience of the consumer in relation to the goods. This targeted messaging will ensure that the business does not clash 
with other similar promotional messages simultaneously. Since this paper aims to achieve a neutral distinction between 
Pullbacks and their benefits, there are also the drawbacks of direct marketing. The popular public mistrust in direct marketing 
communications would be the most common pullback in direct marketing. It is generally considered as spam or junk mail by 
the public. It is then excluded because it does not benefit the interests of these individuals. That is why it is a common strategy 
for direct marketers to target their specific audience

It must be blamed on the general understanding of human psychology. The common opinion of direct marketing or 
telemarketing is very negative and dangerous. Finally, the initial promotional expenses for direct marketing campaigns are 
much costlier, but are the most cost-effective. The cost of ads is higher than general advertising on consumer media so their 
messages are sent directly to selected customers so that their promotions only go to those most likely to be interested in the 
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contents of messages, selling the products and services. Later on, it must also be understood that direct marketing actually sells 
these possibilities to consumers in their own convenience, however, on the other hand, customers telephone the company and 
businesses to respond to the messages they receive. “If the direct platforms are used, advertisements have limited competition 
for the attention of the audience on other advertisement media, the timing can be quite effectively monitored and rivals would 
not be aware of the campaign. However, the most significant analysis of media success is the level of response it produces,” 
as described in www.yourlibrary.com (Johnson, 2013).

(b) Multi-level Marketing
As discussed above, multi-level marketing is a technique used by sellers to raise money by hiring new sellers and to benefit 
marginally from their profits. This and Pullback have advantages. The advantages of multi-level marketing need to be 
considered from two viewpoints: the viewpoint of beginners and the perspectives of senior executives of MLM. Firstly, the 
advantage or advantage from the viewpoint of higher-level officers or executives would be that high-level officers would earn 
a passive wage and can continue their everyday work smoothly. The main aim of the multi-level marketing strategy is to ensure 
that new participants are hired as a portion of their revenues are given to these high-level marketing officers. “The focus on 
recruitment would be significantly reduced, and only a few at the top of the pyramid gain at the cost of investments in product 
purchases made by those in the lower line — most of whom lose money. The recruitment focus is only one consequence, 
not the cause, of PPS ‘s problems (Taylor, 2000). This would also make it possible for all future or new business owners to 
become their manager and handle things according to their own comfort, whether at home or elsewhere. These management 
activities will include the selection of which products or services to encourage target customers. From the viewpoint of 
beginners, the benefits include extending and growing their personal and business connections and expanding their business 
without limitations on race, ethnicity and belief. Secondly, once they have achieved enough down Line management is simpler 
in the multilevel marketing chain and can earn higher revenues. Finally, the advantages of using this marketing technique are 
that there are not many costs to start companies and, most significantly, the expense of educating newly recruited members 
does not have to be measured as the majority of items can be easily trained by those who have recruited them. This makes it 
possible to expand and expect the business and the company to return their profits quickly. (Curtis, 2011)

The survival of the company will be the most influential. Since multi-level marketing requires strong interpersonal 
and communication skills, not all of them have these skills unless they continue to practice and execute them effectively. 
Be that as it may, the key goal of multi-level marketing is to continually hire new distribution distributors to continue the 
down-line chain. However, almost 90 percent of business owners or starters typically struggle to step past the first stage and 
to quit because of a lack of motivation and a degrading return on profits. To conclude this first pullback, it is the passion of 
the business owners who manage the entire chain. Since they would first need a wide variety of networks, many would be 
discouraged by a long list of refusals later on. Another downside is that any multi-level marketing company would have a 
certain limitation point. This is the plateau point where the rate of business growth is negligible. It is unrealistic, therefore, to 
assume that everybody will have a significant share of profit.

Third, goods and services marketed through a multi-level marketing approach are typically costly and out of the budget, 
middle-income earners who make up a significant proportion of the country’s population. Consequently, because of the price, 
they would be less interested in the goods or services provided by companies and distributors. It decreases the amount of income 
earned. This is further confirmed by John M. Taylor (2000), who claimed that “in actual company payouts, because MLM 
rates are typically too high for non-distributor retail markups, such initiatives lead to inflated and unrealistic commitments 
and eventual market saturation” (Taylor, 2000). In conclusion, it was clear from this paper that the advantages of both direct 
marketing and multi-level marketing comfortably outweigh the long-term downside. However, in order to weigh the result, 
business owners must also note that, in order for their firm or organization to expand utilizing both approaches, enormous 
communication skills are needed during the expansion process.

SUGGESTION

This paper clarified, along with myths, long-term declines, benefits, implication, misperception and their consequences, 
Direct Marketing and Multi-Level Marketing. Direct marketing was clarified at the beginning of this paper as a method 
in which small advertising budget businesses might prefer to adopt it, as it is often cost-effective. The cost-effective 
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word is used because it offers a better targeting accuracy for prospective clients, enabling the firm or business 
to prepare ahead. However, due to the inappropriate way in which businesses or firms treat consumer personal 
information databases, some abuse them; many informed consumers tend to change their buying conduct, particularly 
online, when the payment process involves private information on the individual. To the consumers, this is one 
risk not to take. “There is also evidence to suggest that, even though consumers are concerned about their privacy, 
they do not necessarily change anything about their behavior to address the concern. Some individuals consider 
privacy as legal rights, and many people are concerned about their privacy in an abstract sense” (Jordaan, 2007). 
The results from Y. Jordaan’s study was that the ability to gather and use personal information does not necessarily 
imply direct marketers are successful in establishing meaningful relationships with consumers. The reason he stated 
this was because individuals desire a strong relationship of trust to actually initiate the buying process. This is why 
it sometimes disturbs the consciousness of many distributors in both Direct Marketing and Multi-Level Marketing 
strategies, because of their tendency to manipulate others and only speak about their money earning tactics. Hence 
leading to very less buildup of close and strong bonds of relationship, is it formal, informal, intimate or professional. 
“MLM typically has a hierarchy of multiple levels of sales agents consisting of a single or a group of sales agents 
at the top with subsequent levels of agents beneath them. The agents earn their multi-level commissions from direct 
product sales and from the sales generated by the agents beneath them in the hierarchical structure” (Curtis, 2011). 
This is Curtis’ comment on the legalization of MLM and its procedures across Nations. At the beginning of this 
article, MLM was clarified as a topic so contentious to various people and nationality. In Oman, it is generally 
appropriate as it is considered legitimate, while in the United States, the legibility of MLM is still being challenged, 
in particular, with any case of scams and fraud involving MLM being filed with FTC. But Oman is controlling the 
law of the MLM sector. According to Curtis yet again, “The real profit is earned, not by the sale of the product, but 
by the sale of distributorships. A few at the top of the pyramid benefit as the commission earned dwindles steeply 
down the pyramid. Eventually, as the supply of potential investors is exhausted and individuals at the bottom of the 
pyramid are unable to recruit any followers themselves, the pyramid collapses. As pyramid schemes are a form of 
fraud in most countries, the legitimacy of MLM is also called into question”. “In South Africa, multi-level marketing 
(MLM) business models are legal as long as tangible goods or services are ‘sold’ through their tiered (pyramid-like) 
network of independent distributors (or ‘agents’) whose task it is to promote and distribute these goods or services” 
(Krige, 2012). Detlev Krige states that this scenario is also taking place in South Africa as these MLM companies 
focus more on recruitment plans where they enforce a zero. In my opinion, both Direct Marketing and Multi-Level 
Marketing have pros and cons, but the issue or the problem is not whether or not goods, services and products are 
offered. This is because they are just objects used to create the right communication medium to get another message. 
The issue is the effects of Direct Marketing and Multi-Level Marketing strategies towards the lives of distributors, 
consumers, leaders and bosses alike. It can affect individuals personally or socially.

CONCLUSION

Direct Marketing is proven to be the most cost effective measure to spread information or messages about a certain goods or 
services or promotions directly into a circle of targeted audience which are potential customers of firms or companies with 
low advertising budgets. According to www.yourarticleslibrary.com, “With direct marketing, however, competing media may 
be more specifically measured for their efficacy by calculating the exact amount of response that they stimulate. Here, the 
calculation is not the cost of reaching 1,000 members of the audience, but the cost of having only one of them to react in the 
manner desired (e.g. by asking for information or buying). Due to the fear of abuse of personal information by fraudulent 
companies using the Direct Marketing tactics, it has become very hard for informed consumers to take risks of buying items, 
particularly after weighing the costs of the risks over the stuff they buy, even if the item was inexpensive. Direct marketers 
should pay attention to a variety of privacy concerns if they want to promote inter-relational exchanges between themselves 
and customers. They must show commitment to information privacy at a corporate level and develop privacy policies that 
contain fair information practices” (Jordaan, 2007). MLM on the other hand is still on the controversial verge of whether or not 
it is illegal due to the long cases of pyramid schemes and wrong motivation. This controversy rises due to the effects of MLM 
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strategies as decades passed since the first establishment of this system. But many have escaped trials of economic justice, 
“using legitimate products to escape the definition of an illegal pyramid scheme, the major MLM companies have become far 
more pervasive and powerful in their effects than any illegal pyramid scheme ever was” (Curtis, 2011). The controversy is 
also caused by the extensive focus MLM distributors have on the recruitment process to earn money. Plus, the products sold 
by these MLM companies are mostly overpriced and mostly none of the MLM leaders would do anything about the price to 
suit the customer’s buying power, because they do not focus on the retailing process! “Media reports on pyramid schemes 
and fraudulent investment schemes make much of the normative dimension of wealth and poverty, evaluating production, 
consumption and exchange in moral terms,” (Parry & Bloch, 1989; as cited in Taylor, 2000).

In wide conclusion, it is better to allow society to decide, but it is the duty of those who know how to inform customers 
and potential consumers about the specifics of Direct Marketing and Multi-Level Marketing. Perhaps the country’s leaders 
have always preferred to avoid the fights and decide on the legalization of both Direct Marketing and Multi-Level Marketing. 
However, focus must be put on MLM, as the effect of their disadvantages on society and the middle-income earner group is 
largely and dangerously high.
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INTRODUCTION:

Payments banks are niche banks setup by the RBI to further the agenda of financial inclusion. These banks will provide 
small savings accounts and payments remittance service mainly to migrant labour workforce, low-income households, small 
businesses, etc. By enabling high volume-low value transactions in deposits and saving bank deposits-from individuals, small 
businesses and other entities, but there is an upper limit of Rs.1 lakh per customer. Customer will earn interest on their savings 
account and send remittances. They are also allowed to undertake utility bill payments and can distribute MF, Insurance and 
Pension products. However they cannot tend to customers or issue credit cards.

The payment bank will be registered as a public limited company under the companies act, 2013, and licensed under 
section 22 of the banking regulation act 1949 with specific   licensing conditions restricting its activities to acceptance of 
demand deposits and provision of payments and remittance services. It will be governed by the provisions of the Banking 
regulation Act 1949, guidelines/instructions issued by RBI and other regulations of SEBI regarding public issues and other 
guidelines applicable to listed banking companies.

BACKGROUND

It may be recalled that in the union budget for 2014-15 presented on July 10, 2014, the honourable Finance Minister had 
announced that “after making suitable changes to current framework, a structure will be put in place for continuous authorization 
of universal banks in private sector in the current financial year. RBI will create a framework for licensing small banks and 
other differentiated banks. Differentiated banks, payments banks, etc. Are contemplated to meet credit and remittance needs 
of small businesses, unorganised sector, low income households, Farmers and migrant work force.

SETTING UP OF PAYMENTS BANKS:

The RBI accordingly formulated and released for public comments draft-guidelines for licensing of payments banks in the private 
sector on July 17, 2014. Final guidelines were subsequently issued by the RBI and process of inviting applications for setting up 
of payments banks and small banks was initiated after receiving feedback, comments and suggestions on the draft guidelines.

MEASURING CUSTOMER SATISFACTION TOWARDS 
PAYMENTS BANK: AN EMPIRICAL STUDY 

P.Elumalai
Research Scholar, Department of Commerce, IDE-University of Madras, Chennai

Dr.R.Panchalan
Professor, Department of Commerce, IDE-University of Madras, Chennai

Payments bank are the right direction to infuse and encourage financial inclusion in India and promoting India to be a less 
cashless economy. The bank of India introduced more competition among banks by authorising in principle, a kind of payments 
bank. On 19th August 2015, the RBI announced eleven approvals for payment banks. Payment bank concentrates their activities 
at farmers, migrants, Labour, low income households, vendors, small business and unorganised sector of the society. These banks 
offer banking facilities such as payments, deposits, remittances, internet banking but cannot undertake tending activities.

This paper attempts to investigate that how payment banks going to benefit the Indian Economy for its cashless initiative 
and bank the unbanked chunk of Indian population. To identify the relationship between various constructs that influences 
Customer Satisfaction towards Payments Bank.

Keywords: Payments Bank, Customer Satisfaction, Awareness, Ease of Use, Risk Perception
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MEANING OF PAYMENTS BANKS:

It is a type of differentiated banking which is projected to reach customers mainly through their cell phones rather than 
traditional bank branches. Payment banks have been announced by Reserve Bank of India (RBI) as a possible digital 
transactions only kind of an entity. The RBI has asked the Nichiket mor committee recommended options for creating special 
class of banks which favourably impact financial inclusion with in India.

As per the recommendations of the Nichioket mor committee, a special class called payment bank has been introduced. It 
is step to redefine banking in India. This innovation is also projected to expedite India’s journey into a less cashless economy. 
This is the first time since the nationalisation of banks in India. That private sector business groups are allowed for banking 
services by the RBI. Payments bank will play a complimentary role to the existing banking system.

REVIEW OF LITERATURE

Dr.J.C.Pandey (2009) explained the services rendered by payment banks. The Researcher also explained the process of 
setting up a payment banks under the guidelines of RBI.

Goal (2015 ) The Researcher explained “ Payment Bank “ A new Landscape for Indian Banking Sector” suggested that 
payment banks present an exciting opportunity for digital financial inclusion in India.

Pande (2015) In his work payment Banks – A Newer form of banks to faster financial incusion in India” suggested that 
payment banks is good mean to correct financial inclusion in Indian perspective and these will contribute to growth of cross 
sections of our society.

Sandanshive and katdane (2015) Analysed in their papers” analysis of In-principle license entities to act as payment bank 
Financial inclusion perspectives” concluded as payment bank is the financial inclusion of the unbanked population of the rural 
areas and income households, which are not included by the rural bank branches.

Chandarana (2015) Examined in her paper payment banks “ – A need of digital India” suggested that payment banks 
promises to provide basic banking transactions through mobile phones and the decisions to license some of the country’s 
biggest corporate and mobile telecom firms to start payment banks promises to be similar game changer in India. 

Srinivasan & Subramanian (2015)  In their paper payments banks in India concluded that with the entry of payment banks 
the process of shifting money from bank accounts to wallets will become truly seamless payment banks would be really a 
game changer in Indian banking system.

RESEARCH METHODOLOGY:

Research Design: Descriptive
Sample Frame: Payment bank users in Chennai with min 2years of transaction history
Sample Size: 400
Sampling Method: Convenience

OBJECTIVES:

 ● To explain the concept of payments bank

 ● To identify the relationship between constructs influencing Customer Satisfaction

 ● To know the strength of influence of the constructs

Relationship testing:
 ● Relationship between Satisfaction and Utility of payments bank

 ● Relationship between Satisfaction and Risk Perception of payments bank

 ● Relationship between Satisfaction and Ease of Use of payments bank
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 ● Relationship between Ease of Use and Awareness of payments bank

 ● Relationship between Risk Perception and Awareness of payments bank

ANALYSIS AND DISCUSSIONS:

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .865

Bartlett’s Test of Sphericity
Approx. Chi-Square 5183.476
df 325
Sig. .000

KMO of .865 implies that Factor analysis can be done and the variables can be grouped as constructs based on the Factor 
loadings assigned to each variables.

Awareness Estimate
A8 <--- AWARE 0.758
A7 <--- AWARE 0.881
A6 <--- AWARE 0.859
A5 <--- AWARE 0.784
A4 <--- AWARE 0.807
A3 <--- AWARE 0.743
A2 <--- AWARE 0.646
A1 <--- AWARE 0.727

Almost every variable used to measure the variable Awareness were strong enough, with major influence from A6 and A7. 
(i.e) Mutiple usage and Remittance anywhere

Ease of Use Estimate
EU1 <--- EASE 0.658
EU2 <--- EASE 0.648
EU3 <--- EASE 0.961
EU4 <--- EASE 0.966

Almost every variable used to measure the variable Ease of Use were strong enough, with major influence from EU3 and EU4. 
(i.e) Easy transfer and All UPI’s Supported

Risk Perception Estimate
RP6 <--- RISK 0.943
RP5 <--- RISK 0.958
RP4 <--- RISK 0.784
RP3 <--- RISK 0.728
RP2 <--- RISK 0.759
RP1 <--- RISK 0.595

Almost every variable used to measure the variable Risk Perception were strong enough, with major influence from RP5 and 
RP6. (i.e) Funds not credited to account on time and Unauthorized activities

Utility Estimate
U4 <--- UTIL 0.669
U3 <--- UTIL 0.752
U2 <--- UTIL 0.862
U1 <--- UTIL 0.834

Almost every variable used to measure the variable Utility were strong enough, with major influence from U2 and U1. (i.e) 
Supporting multiple interface and Hassel free payments

Satisfaction Estimate
S1 <--- SAT 0.797
S2 <--- SAT 0.622
S3 <--- SAT 0.852
S4 <--- SAT 0.58
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Almost every variable used to measure the variable Satisfaction were strong enough, with major influence from S3 and S1. (i.e)  
Influence on potential purchase and indirect benefits through offers.

The structural model showed the relationship between the variables deemed to fit with GFI of 0.85 and AGFI of 0.79. Satisfaction 
is directly influenced by the Risk perception on internet banking.

Constructs Estimate
EASE <--- AWARE 0.492
RISK <--- AWARE 0.649
SAT <--- UTIL 0.114
SAT <--- RISK 0.47
SAT <--- EASE 0.126

From the above table it can be interpreted that Variables of awareness, influences the construct Ease of Use by 49%, Awareness 
influences Risk to the maximum extent of 64.9, Satisfaction is influenced to the maximum extent by the variable Risk which is 47.

CONCLUSION:

Through the analysis it is concluded that Awareness has a direct influence on Ease of Use and Risk Perception whereas 
indirect relationship with Customer satisfaction. Satisfaction towards payments bank is influenced directly by Utility factor of 
Payments bank, Risk perception towards payments bank and Ease of Use. Risk perception is a highly influencing factor when 
it comes to the strength of influence. 
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INTRODUCTION

India is one of the fastest growing nations in Asia, as well as in the world. India a land of more than one billion people and 
enormous opportunities has a unique personality. The personality of this country is depicted through its art, culture industries 
etc. And here dialects, culture, even cuisine changes every  8-10 miles as one goes by. The triple mantra of liberalization, 
globalization and privatization In India economy has opened the doors of a number of multinational companies in the Indian 
market. The new entry of multinational companies coupled with the struggle of traditional Indian corporate to survive in the 
market resulted in increased volume of advertisement and now the Medias are flooded with advertisement. Advertising is 
the best way to communicated to the customers. Advertising helps informs the customers about the brands available in the 
market and the variety of products useful to them. Advertising is for everybody including kids, young and old. It is done 
using various media types, with different techniques and methods most suited.    Advertising is used for communication, 
exchanging delivering business information to the present and prospective firm, its product qualities, place of availability 
of its products etc. Advertisement is indispensable for both the sellers and the buyers.  However it is more important for the 
sellers. In the modern age of large scale products, producers cannot think of pushing sale of their products without advertising 
them. Advertisement supplements personal selling to a great extent. Advertising has acquired great importance in the modern 
world where tough.

OBJECTIVES OF THE STUDY

 ●  To identify the impact of advertisement on  attitude of  consumers in connection with purchase of LG  television.

 ● To  analyze the level of satisfaction  of  LG television consumers.

 ● To give concrete suggestions for the betterment of consumer decision making process.

IMPACT OF ADVERTISEMENT ON CONSUMER ATTITUDE  
TOWARDS  LG TELEVISION  WITH REFERENCE TO 

KANNUR CORPORATION  (KERALA).

Ajeesh.C.A.
Research  Scholar in Commerce.(P/T) Thiruvalluvar Government Arts College  

Rasipuram, Namakkal (District) Tamilnadu

Dr.B .Rajendran
Assistant Professor in Commerce Thiruvalluvar Government Arts College 

Rasipuram, Namakkal (District), Tamilnadu.

“For a business not to advertising  is like winking at a girl in the dark. You know what you are doing but no one else does”, It is 
a  quote by Stuart H Britt , famous US advertising consultant. Now a days people believe that product which is not advertised 
on any media is of inferior quality. Advertising is considered as an effective tool of marketers to communicate with people.  In 
today’s competitive world  interaction between the business and consumer is indispensable. Some people criticize that it is a 
potential waste of money. But we have realized the significance of advertising in lock down period too. The result of the study 
reveals that most of the respondents are impacted by the advertisement while purchasing  LG television. While considering 
the satisfaction level  of respondents in connection with use of LG television majority(75%) are satisfied.

Keywords: Advertisement,  LG
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1.2  HYPOTHESIS

 ● There is no significant association between gender and satisfaction during the time of  use of  LG television.

 ● There is no significant association between age  and level of impact  of advertisement towards LG television

 ●  There is no significant association between educational qualification and opinion about  advertisement of LG 
television.

PROFILE OF THE STUDY AREA

Kannur is known as the land of  flaura and fauna. It is north side of  kerala  state. Kannur town is the head quarter of the  
district.It is said that the name ‘kannur’ is derived from ‘kanathur’ ,an old village. Another opinion is that ihe name ‘kannur’ 
is derived from the composition of two words ie Kannan(Lord Krishna)and ur (place).Kannur is one  military cantonments 
among 62  in India.Kannur corporation is formed in 2015 with 55 wards.There are 5 taluks in kannur district,  kannur 
Thalasserry,Taliparamba,Iritty and Payyannur.Kannur taluk has 34 villages.Kannur is known as ‘Manchester’ of kerala 
because of it’s handloom industry. 

LG - AN OVERVIEW

Koon in hwoi  is founded Gold star ( Today’s LG) in october1958 and it’s head quarter is  at       Seoul, South Korea. Gold star 
,a south Korean company established  to produce electronic goods and home appliances for the nation. They manufactured 
Korea’s first radio, television, washing machine , refrigerator, Air conditioner etc. Later gold star merged with Lucky company 
and their name renamed as Lucky-Gold star in 1990.In 1995 Lucky Gold Star acquired U.S based Zenith. Then changed it’s 
name to LG Electronics .Today LG produces ,television, refrigerator, smart watch, smart phone, tablet computer etc..

LG electronics entered in India in  the year of 1993 by tie up with Bestavision ,a  Delhi based firm. But this joint venture 
was not successful. Later their re entry was in 1997 with setting up it’s manufacturing units in Noida, Delhi. Today LG has 
become an indispensable brand in India.

Brief  History Of  LG Television
1965 -  started the production of 19 inch black and white TV.
1977 -  commenced the production of 19 inch colour television
1998 -  introduced world’s first 60 inch plasma TV
2003 -   emergence of world’s first 55 inch HDTN LCD .
2006 -  launched world’s first 100 inch LCD TV.
2018  -  launched 88 inch 8k LED display, first time in the world history.

REVIEW OF LITERATURE

Geeta Sonkusare( 2013) in her article check out the impact of television advertisement on buying behavior of women consumer 
towards FMCG products in chandrapur city.The study aims to examine the different advertising strategies of FMCG products  
and different aspects of women including their purchasing power, decision making skill, attitude  etc. The study reveals that 
86% of consumers are satisfied with TV advertisement of FMCG products. It should be noted that 86% of respondents were 
influenced by television advertisement while purchasing. To conclude that majority of consumers  are influenced by social and 
personal factors. So the marketers should concentrate on such advertisement to satisfy the consumers.

A Jawahar (2018)  in his article “ Brand awareness : A case study of  LG electronics , investigated consumer’s  the level 
of awareness  towards LG’s brand awareness program .The study revealed that program is  successfully reached among a large 
group of people in a short period. Most of the respondents have registered under this plan. The researcher conclude that still 
there is scope for the expansion of program.

Dr.G. Sugunavalli (2019) in her  study titled “ consumer preference towards selected home appliances with special 
reference to L.G” tried to recognize the awareness level of consumer towards LG  home appliances in Coimbatore city. The 
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researcher has an intention to assess the problem faced by LG consumers and their level of satisfaction. The study  concluded 
that the majority of consumers are satisfied with LG home appliances with it’s quality and technology.

N.Bharathi and V.Bharathi(2019) have tried  to study the consumer preference and satisfaction level towards LG television. 
It concludes that consumer’s satisfaction level vary from one brand to another.  The study was done among 100 respondents 
of Salem town. It should be considered that the consumer preference and purchase decision depends on quality.   

RESEARCH METHODOLOGY

Methodology is concerning which methods should be used in order to produce a scientific contribution to a study or research.  
Methodology is the systematic, theoretical analysis of the methods applied to a field of study.  It comprises the theoretical 
analysis of the body of methods and principles associated with a branch of knowledge. Typically it encompasses concepts 
such as paradigm, theoretical model, phases and quantities or qualitative techniques. It include universe of the study sampling, 
sampling techniques, method of data collection, primary data secondary data, pilot study tools to be used.

SOURCES OF DATA
 ● Primary data

 ● Secondary data

LIMITATIONS OF THE STUDY
 ● The survey is limited to a sample size only 150 Respondents.

 ● A few respondents were hesitate to give exact details due to lock down situation.

 ● The study is conducted  Kannur corporation only.

STATISTICAL TOOLS USED
 ● a) Percentage analysis

 ● b) Weighted arithmetic mean

 ● c) Chi  square test

PROFILE OF THE RESPONDENTS

Frequency Table 1

Gender Frequency Percent
Male 84 56.0
Female 66 44.0
Total                    150 100

The table 1 conveys that total  number of  respondents are 150 ,which include 84 males and 66 females.  Source: primary data.                                                       

Table2

Age Frequency Percent
18-25 62 41.3
26-40 53 35.3
Above 40 35 23.3
Total 150 100

The table 2 explains the number of respondents who  belongs to age group category of   18-25 is  62 respondents , between 
26 and 40 is 53 respondents  and above 40  is 35. respondents. source :primary data.
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Table 3

Education Frequency Percent
SSLC 48 32.0
Degree 71 47.3
PG 26 17.3
Others 5 3.3
Total 150 100.00

The  table 3  reveals the  details of educational qualifications of respondents in the survey. There are 48 respondents 
who  have passed  SSLC , 71 respondents are degree holders,26  respondents are post graduates and 5 of them have other 
qualifications.  Source: primary data

Impact of advertisement on buying bahavior towards LG television

Table 4

Impact of advertisement Number of respondents percent
Highly impacted 53 35
Moderately impacted 72 48
Not at all 25 17
Total 150 100

The table 4 reveals that 35%  of respondents are highly impacted by advertisement in connection with purchase behavior of  
LG television and 48%   are moderately impacted. The remaining 25 % of respondents were never impacted  by advertisement. 
Source :primary data

Satisfaction level on LG television during the time of use
Table 5

Satisfaction Number of respondents percent
Yes 112 75
No 38 25
Total 150 100

The table 5  depicts that 75%  of respondents  opined that they  are satisfied with LG television  during  the time of use and 
25% were not satisfied at all at the time of use. source: primary data

3.7 Elements  Impacting on consumer satisfaction  :Table 6
Elements Mean score Rank

Picture quality 4.09 1
Sound quality 3.97 3
Size of screen 3.94 4
Design 3.92 5
Worth for money 4.02 2

From the table 6 it is clear that the element’ picture clarity’ is ranked first ,  then  the element ‘ worth for money’ is in second 
position. The other elements like  ‘sound quality , ‘size of screen ‘got third and fourth rank respectively.  The element ‘design’ 
is ranked  in fifth position.
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3.8 CHI SQUARE TEST

Table 7 Association between  gender and satisfaction 

Hypothesis 1- There is no significant association between gender and satisfaction during the time of  use of  LG television  .\
Table 7

Gender Yes No Total 

Male
73 11 84

86.9% 13.1% 100.0%

Female
58 8 66

87.9% 12.1% 100.0%

Total
131 19 150

87.3% 12.7% 100.0%
Pearson Chi-Square = 0.032; Degree of freedom = 1; p = 0.859

 P value is greater than 0.05.So there is no significant association between gender and satisfaction during the time of  use of  
LG television. So hypothesis is accepted.

Table 8 Association between Age and level of Impact        

Hypothesis2- There is no significant association between age  and level of impact  of advertisement towards LG television. 
Table 8

Age Highly impacted     Moderately impacted Not impacted Total 
18 - 25 34 22 6 62

54.8% 35.5% 9.7% 100.0%
26 - 40 25 20 8 53

47.2% 37.7% 15.1% 100.0%
Above 40 27 8 0 35

77.1% 22.9% 0.0% 100.0%
Total 86 50 14 150

57.3% 33.3% 9.3% 100.0%
Pearson Chi-

Square = 10.12; 
Degree of freedom 

= 4; p = 0.038

P value is  less than 0.05.So there is  significant association between age  and level of impact  of advertisement towards LG 
television. so we rejected the hypothesis

Table 9 Association between Education and opinion about  advertisement of LG television

Hypothesis 3- There is no significant association educational qualification and opinion about  advertisement of LG television.   Table 9
Education Agree Disagree No response Total

SSLC
14 11 23 48

29.2% 22.9% 47.9% 100.0%

Degree
23 15 33 71

32.4% 21.1% 46.5% 100.0%

PG
7 7 12 26

26.9% 26.9% 46.2% 100.0%
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Others
1 1 3 5

20.0% 20.0% 60.0% 100.0%
Total

45

34

71

150
30.0% 22.7% 47.3% 100.0%

Pearson Chi-Square = 0.886; Degree of freedom = 6; p = 0.990
P value is greater than 0.05. There is no significant association educational qualification and opinion about  advertisement of LG television. So hypothesis is accepted.

FINDINGS AND SUGGESTIONS

The result of the study reveals that most of the respondents are impacted by the advertisement while purchasing  of  LG television. 
Among these 35% of respondents are highly impacted and 48%  moderately impacted. While considering the satisfaction level  
of respondents in connection with use of LG television, majority(75%) are satisfied. Let’ s have a short glimpses on the elements 
which  impacting satisfaction. The element ‘picture  quality’ has  ranked first  and then the element ‘worth for money’ is ranked 
second. It depicts that  there is no association between gender and satisfaction during the time of use of LG television .Likewise 
there is no relation ship between educational qualification and opinion of respondents  about LG’s advertisement. However  the 
study discloses the relationship between the age and level of impact  over  LG’s advertisement. The respondents who belong to 
the age group of  18-25 are highly impacted by the advertisement. So the advertisers have to concentrate more on this group. 
It is advisable to introduce  innovative technologies  in front  of the world as  done earlier. In order to capture the youths it is 
advisable to introduce promotional schemes. Latest  features of  product  should be  advertised through internet because  today 
people widely depend on online purchasing due to  the fear of covid 19 pandemic.

CONCLUSION

Due to lock down situation people were compelled to give up their old habits and accepted the new .Globally We have 
witnessed more than10%  growth in online shopping during lock down period . Due to covid 19 pandemic people experienced 
new habits like work at home ,shop at home etc. But it is assumed  that their  old habits will return in modified form. It should 
be noted that the marketers never stopped advertising during this tough period, which reveals the significance of advertising 
in marketing process. In today’s competitive world  interaction between the business and consumer is indispensable.
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INTRODUCTION:

One of the significant issues which have received a serious attention globally in the present day is the concern for the 
environment. Industrialisation and technological development have given people all kinds of comforts but it has caused 
severe harm to the environment.  Products and remains of the mass consumerism have littered from the space to the ocean 
with consumerist waste. The ocean has become the dumping yard of the world’s garbage and even the space is littered with 
obsolete satellites and spaceships. Plastic and electronic wastes are some of the well-known factors which are harmful to 
the environment. In addition to these, there are many toxic gases, medical and surgical waste, factory wastes and chemicals 
which are not only harmful to the environment but also affect the health of the people very badly. Waking up to the issue of 
environmental hazard and its impact on people’s lives, all over the world, there is an increased attempt towards environmental 
conservation and sustainable development. This concern for environment has resulted in a shift from mere consumerism to 
Green Products and Green Marketing. Nevertheless, the awareness about such Green Products and Marketing is still dubious 
in many parts of the world.

Green Products are made from natural resources and cause no or minimal environmental hazard. These products are 
easily biodegradable and do not harm the environment as the other man-made products such as plastic. Green Products are 
defined as

 ● Energy efficient, durable and often have low maintenance requirements.

 ● Free of Ozone depleting chemicals, toxic compounds and don’t produce toxic by-products.

 ● Often made of recycled materials or content or from renewable and sustainable sources.

 ● Obtained from local manufacturers or resources.

 ● Biodegradable or easily reused either in part or as a whole.

Such Green products are available in food, non-toxic chemicals and construction materials, Green energy, green fertilizers 
and so on. This study is carried out to find out the consumers’ awareness on Green Products in Chennai region.
Objective of the study:To find out consumer awareness regarding green products.

CONSUMER AWARENESS ON GREEN PRODUCTS IN 
CHENNAI REGION

V. Varalakshmi
Research Scholar (Ph.D. Part-time), P.G. and Research Department of Commerce,  
Presidency College (Autonomous), Affiliated to University of Madras, Chennai-5

Dr. L. CesisDastan
Associate Professor and Research Supervisor, P.G. and Research Department of Commerce,  

Presidency College (Autonomous), Chennai 600005

Green products and sustainable development are the need of the hour. But the lingering question is whether people have 
awareness about green products for their consumption. Hence a brief study is carried out to find out the consumers’ awareness 
in Chennai region. A questionnaire is framed and 97 respondents have responded to the questionnaire. Using these responses as 
a primary data, applying appropriate tools, the responses are analyzed. The results and findings of the analyses are elucidated 
in the article.
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RESEARCH METHODOLOGY:

Non-probability Convenience sampling method was used to collect the data. For the purpose of carrying out this study, a 
questionnaire is prepared and respondents of Chennai city were approached to respond. One hundred and eleven respondents 
gave their responses and the researcher found 97 out of 111 valid. Statistical tools Mean, Median, Minimum, Maximum, Chi-
square test and Correlation were used.

The analyses and interpretation of the data collected are given below. And all the tables illustrated below are based on 
Primary Data. Table 1 presents demographic details and from 2 to 16, questions on awareness on green products.

LITERATURE REVIEW

Research work on green products is a very vast area, and few important texts are introduced here. Eric Lichtfouse, Jan 
Schwarzbauer and Didier Robert’s work is an important contribution on studies in green products. The crux of their research 
is to present alternative, recyclable sources for direct or indirect human consumption which do not pollute environment and 
harm human health. 

Ana L. Goncsalves, Jose C.M. Pires, and ManuelSimoes (2013) posit that microalgal oil extract as an alternative 
sustainable resource for fossil fuel or petroleum products. Though the production of microalgal oil involves several steps and 
procedures and expensive in the present, the authors are confident that further research and study will simplify the methods of 
micro algae oil extraction and with the help of science and technology it will become less expensive.

One of the very important suggestions provided by Jan Zelezny for reducing greenhouse gas emission is battery operated 
vehicles. Battery operated vehicles have become a major trend in Japan and it contributes to reduce the emission of greenhouse 
gases and minimises environmental pollution. Though the study is focusing only on Japan, it can be a workable model all over 
the world.

Vaughn Nelson’s study touches upon the important area of alternative energy source namely, wind energy. This is an 
elaborate research devoted to this particular energy source from its origin to its present state. Vaughn Nelson begins with the 
history of wind energy and ends the book with the economic aspects involved in wind energy.

CONSUMER AWARENESS:

Awareness of consumers on green products is another vast area of research and a few of the studies carried out at various 
places in India are briefly stated below:

Maulik K Rathod’s (2018) study on consumer awareness in Gujrat about eco-friendly fast-moving consumer goods 
concludes that the consumers are having very high awareness on environmental-friendly products. 

A research carried out by Nufazil Altaf (2013) in Srinagar on consumer awareness on green products concludes that 
consumption level is very high but they are unsustainable. Educating the masses about the environment hazards by high 
consumption is the key to encourage eco-friendly products.

A research carried out by Nandini Desai (2015) to study the consumer awareness on greenhouses/ buildings in Pune city 
shows that people are having keen interest in knowing what is green building but they lack awareness of it. 

Divya Priyadarshini et al’s (2019) studyon consumer awareness about green products and their impact found that primarily 
through promotional activities and through educating consumers, a proper awareness can be created because the awareness 
about green products even among the educated people is quite limited.
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ANALYSIS AND INTERPRETATION

Table 1: Demographic details

Particulars Categories Number Percentage Statistics
Gender Male

Female
41
56

42.3
57.7

-

Age - - - Mean     : 33.31
Median  : 33
Minimum : 19
Maximum : 60

E d u c a t i o n a l 
qualification

Under Graduate
Professional 
Others

21
63
13

21.6
64.9
13.4

Number of years of 
residence in Chennai 
grouped

0-15
16-30
31-45
46-60

23
42
28
4

23.7
43.3
28.9
4.1

Employment Student
Unemployed
Employed
Self-employed

19
11
63
4

19.6
11.3
64.9
4.1

Annual family income Mean: Rs.5,20,640
Median: Rs.4,50,000
Minimum: Rs.10,000
Maximum: Rs.40,00,000

Table 1 makes it evident that 57.7 per cent of the respondents were female which forms the majority of the respondents. 
The average age of the respondents is 33 and the lowest age of respondent is 19. The highest number of respondents are 
post-graduates (64.9 percent) and other respondents have obtained other educational qualifications from under Graduate 
to professional degrees such as B.Tech.43.3 per cent of the respondents have been residing in Chennai for 16-30 years. 
Majority(64.9 percent) of respondents are employed. The average annual income of the respondents is Rs.5,20,000.

AWARENESS OF THE RESPONDENTS ON GREEN PRODUCTS

To know the level of awareness of the respondents on Green Products, 15 questions were asked. The responses are as follows:

Table 2: Industry that contributes highest water pollution

Water Pollutant Frequency Percentage
Agriculture 5 5.2
Automobile 69 71.1
Textile industry 20 20.6
Food Processing 
industry

3 3.1

Total 97 100.0

Table 2 is about the question which industry contributes to highest water pollution. The correct response is agriculture. Only 5.2 
per cent of the respondents gave the correct response. It is evident that people lack awareness about water polluting industries.
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Table 3: Major sources of textile colouring

Source of Textile colouring Frequency Percentage
Petro Chemicalsources 49 50.5
Plant Sources 3 3.1
Animal sources 37 38.1
Other artificial sources 8 8.2
Total 97 100.0

Table 3 deals with major sources of textile colouring. The correct response is Petro Chemical sources. Majority 
of the respondents (50.5 percent) have given the correct response. It is evident that majority of the respondents 
have awareness regarding the major sources of textile colouring. 

Table 4: Substance that is detrimental to environment

Textile detrimental Frequency Percentage
Too much of consumption of energy and 
water

52 53.6

Chemical waste 18 18.6
Transportation 22 22.7
Colouring 5 5.2
Total 97 100.0

Table 4 shows that 53.6 % of respondents have chosen the correct response of Too much of consumption 
of energy and water as the substance that is detrimental to environment. It is evident that majority of the 
respondents have awareness regarding environmental hazard caused by over consumption of energy and water. 

Table 5: Alternative for synthetic materials and cotton for garments

Alternative Frequency Percentage
Jute 33 34.0
Animal sources 3 3.1
Other plant sources 38 39.2
No idea 23 23.7
Total 97 100.0

Table 5 shows that 34 per cent of the respondents have chosen the correct response of Jute as the alternative 
for synthetic materials and cotton for garments.

Table 6: Factor that qualifies construction as green building

Qualifies construction as green building Frequency Percentage
Uses sustainable, recyclable material 
not harmful to human and environment

74 76.3

Green in colour 8 8.2
Uses sustainable and recyclable 
materials

3 3.1

consumes less electricity and water 12 12.4
Total 97 100.0
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Table 6 shows very clearly that 76.3 per cent of respondents have chosen the correct choice of ‘Uses 
sustainable, recyclable material not harmful to human and environment qualifies construction as green 
building and proves that majority have awareness on green buildings. 

Table 7: Plant sources that can be blended with other plant sources such as coconut fibre, flax, nettle, pineapple leaf fibre for making textiles

Plant sources that can be blended Frequency Percentage
Jute 30 30.9
Cotton 54 55.7
Okra 9 9.3
Linen 4 4.1
Total 97 100.0

Table 7 shows that 55.7 per cent of respondents have chosen the correct option of Jute.It proves that people 
do not have awareness about Jute and its textile possibilities. 

Table 8: Most important factor in choosing a product or service

Factor Frequency Percentage
Sustainability 58 59.8
Pleasure 17 17.5
Cost effectiveness 12 12.4
Brand 10 10.3
Total 97 100.0

Table 8 shows that majority of the respondents (59.8 per cent) choose products primarily for their sustainability 
than other choices. 

Table 9: Full Form of ROHS

Full form of ROHS Frequency Percentage
Recyclable Object for Habitation Submarines 63 64.9
Recyclable Object for Housing and Storage 3 3.1
Readymade Object for Housing and Storage 10 10.3
Restrictions on Hazards Substances 21 21.6
Total 97 100.0

Table 9 shows that respondents have awareness on ROHS. Majority of respondents (64.9 per cent) have 
chosen the correct full form of Recyclable Object for Habitation Submarines. 

Table 10: Highly preferred fuel for personal transportation

Highly preferred fuel Frequency Percentage
Battery 10 10.3
Petrol 16 16.5
Diesel 67 69.1
Hybrid 4 4.1
Total 97 100.0
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Table 10 makes it evident that only 10.3 per cent of respondents have chosen battery, which is environment friendly. It proves 
that people lack awareness about highly preferred fuel.

Table 11: Organic Farming

Organic Farming Frequency Percentage
Combination of Traditional method with Scientific Research 38 39.2
Traditional and Ancient Method of Farming 7 7.2
Modern method based on Scientific Research 50 51.5
Industrial method 2 2.1
Total 97 100.0

Table 11 shows that 39.2 per cent of respondents have chosen the correct choice having an awareness that organic farming is a 
method that combines traditional as well as scientific method. It proves that majority of people lack awareness about organic 
farming. 

Table 12: Major Greenhousegas emitted by Vehicles

Major Green house emitted Frequency Percentage
Carbon Monoxide 57 58.8
Carbon dioxide 36 37.1
Carbon trioxide 2 2.1
Carbon nitroxide 2 2.1
Total 97 100.0

Table 12 shows that 58.8 per cent of the respondents have an awareness of carbon monoxide as major Greenhousegas emission.

Table 13: Impact of antibiotics administered in the poultry on human health

Antibiotic Frequency Percentage
Causing resistant bacteria 20 20.6
Entering the human system during 
consumption

14 14.4

Causing resistant virus 26 26.8
Causing unknown disease 37 38.1
Total 97 100.0

Table 13 displays that 20.6 per cent of the respondents have awareness of the impact of antibiotics administered in the poultry 
on human health as they have given the correct response that antibiotics in poultry causes resistant bacteria.  

Table 14: Most important criteria in choosing a product

Criterion Frequency Percentage
Sustainability and Recyclability 35 36.1
Brand image 13 13.4
Durability 40 41.2
Looks 9 9.3
Total 97 100.0

Table 14shows thatonly 36.1 per cent of therespondents choose sustainability and durability are the primary one when buy a product. 
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Table 15: Carbon Footprint

Carbon Footprint Frequency Percentage
Carbon dioxide emitted by human activities 77 79.4
Footprint left after walking over carbon 4 4.1
Footprints of people working in factories 4 4.1
Footprints of animals in Factory regions 12 12.4
Total 97 100.0

Table 15 shows that majority of respondents (79.4 per cent) have awareness of carbon foot prints as they have chosen the 
correct response of carbon dioxide emitted by human activities.

Table16: Certifying agency for Green Building

Certifying agency for Green Building Frequency Percentage 
GREENPRO 47 48.5
ISI 24 24.7
ISO 8 8.2
ECOCERT 18 18.6
Total 97 100.0

Table 16 shows that 48.5% respondents have awareness of certifying agency of green buildings as GREENPRO is the correct choice. 

ANALYSIS OF AWARENESS

To know the level of awareness on Green Products,the correct responses to 15 questions were converted into percentage. 
Table 17: Awareness Percentage statistics
Mean 44.54
Median 46.67
Minimum 6.67
Maximum 66.67

As per table 17, the minimum awareness percentage is around 7 per cent, the maximum is around 67 per cent, the mean is 
around 45 percentage and the median is around 47 percentage.

Relationship between annual family income and awareness on Green Products:
To know the relationship between annual family income and awareness on Green Products, Pearson Correlation tool was 
used. The analysis shows r (95) = 0.17, p = 0.096. Since the p value is not less than 0.05, there is no significant relationship 
between annual family income and awareness on Green Products.

Relationship between age and awareness on Green Products:
To know the relationship between age and awareness on Green Products, Pearson Correlation tool was used. The analysis 
shows r (95) = -0.016, p = 0.876. Since the p value is not less than 0.05, there is no significant relationship between age and 
awareness on Green Products.
For the purpose of analysis, the level of awareness is classified into Low (Upto 40 per cent), Moderate (Above 40 per cent and 
upto 70 per cent) and High (Above 70 per cent) as shown in table18.

Table 18: Level of awareness on Green Products

Level of awareness Frequency Percent
Low 38 39.2
Moderate 59 60.8
Total 97 100.0
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Analysis shows that 39.2 per cent of the respondents have low awareness and 60.8 per cent of the respondents have moderate 
awareness. No respondent has high awareness.

DEMOGRAPHIC DETAILS AND LEVEL OF AWARENESS ON GREEN PRODUCTS

Association between Educational qualification and level of awareness: 
To know the association between educational qualification and level of awareness, Chi-square test was used. The result shows 
Chi-square = 4.170, df = 2, N = 97, p>0.05. Since the p value (0.124) is not less than 0.05, there is no association between 
educational qualification and level of awareness on Green products.

Association between Occupation and level of awareness: 
To know the association between occupation and level of awareness, Chi-square test was used.The result shows Chi-square = 
2.185, df = 3, N = 97, p>0.05. Since the p value (0.535) is not less than 0.05, there is no association between occupation and 
level of awareness on Green Products.

SUGGESTIONS:

To Government:The government may try to create an awareness of green products available in various avenues through 
advertisements, television and other social media.
To Business Units:Business Units should focus more on an environment friendly product and try to make it their USP 
(Unique selling point).
Business units which produce and manufacture eco-friendly products can highlight the point that they are certified by certifying 
agencies after obtaining them.
To Consumers:Consumers should consider an eco-friendly product before buying any product. They must not simply rely 
upon brand value, looks and cost.

CONCLUSION:

Green products are very important for conserving and preserving our environment. Business units and Government must 
create awareness on green products among consumers. As consumers, people must get an awareness about green products and 
try their best to support green products.
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INTRODUCTION:

There was the onset of COVID-19 in the world, a global pandemic of the corona virus which has come with its fair share 
of effects in the psychology of the people and changes in economic performance. This global pandemic has not only halted 
economic growth, but it has led to a decline in economic performance. There have been a lot of industries that have been 
severely affected during this pandemic and the consumer attitude towards a lot of products have shifted and one of these 
industries is the clothing and apparel industry.

There has been a massive change in the spending habits of consumers during this pandemic and therefore it becomes 
imperative to investigate the consumer behaviour towards these goods and analyse the factors affecting it. 

RESEARCH GAP:

There are existing papers on the effects of COVID-19 like how the labour market has affected the consumption habits of 
consumers and how the Indian economy has been affected in general. 
There are no researches investigating the effects of COVID-19 on the spending habits of consumers towards the apparel 
industry, which is the objective of this paper.

OBJECTIVES OF THE PAPER:

 ● To determine the scale of effect COVID-19 has had on the apparel industry.
 ● To determine the consumers’ spending habits during COVID-19
 ● To understand the shift in expenditure towards groceries in lockdown.
 ● To determine the income effect on consumers due to the effect on the labour market.
 ● To understand the supply effects of COVID-19 on retailers. 

CONSUMER SPENDING HABITS TOWARDS THE APPAREL 
INDUSTRY DURING COVID-19

Advaith Krishnakumar
1st Year B. Com Honours (PA) 

SRM Institute of Science and Technology

After the onset of COVID-19 the global economy has been at an all-time low. Consumers are spending a lot less and business 
are going bankrupt. There have been industries that have been positively affected and there have been industries that have 
been severely affected by the effects of COVID-19. One of the worst hit industries in this period is the apparel industry and it 
has happened due to some physiological and psychological factors that have affected the spending habits of consumers. These 
factors such as the change in income levels of consumers, their share of expenditure and other reasons behind why they have 
reduced their expenditure on apparel was investigated and analysed. It was concluded that consumers are spending more on 
groceries and essential commodities as they expect contingencies and fear risk of survival. Also there has been an increase in 
unemployment levels and a decrease in incomes of households which in turn has reduced the demand of the consumers for 
non-essential goods. Another factor considered was the supply levels of apparel and it was inferred that the availability of 
these goods was reduced decreasing the sales of apparel. Overall, there is hope that the industry will recover from this phase 
of depression once everything opens up again since clothing is still a necessity for human beings.

Keywords: COVID-19, Apparel Industry, Spending Habits, Expenditure.
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METHODOLOGY:

Aim: 
To determine and evaluate the factors that has affected the spending habits of consumers towards apparel.

Data collection: 
Secondary data has been collected from various polls conducted by trusted institutions like Ipsos and the Retailers Association 
of India with reference to the change in spending habits of consumers in the pandemic period.

RESULT AND ANALYSIS:

Consumer expenditure on apparel has gone down by over 50%.
McKinsey and Company Consumer Pulse had conducted a poll on the expenditure levels of consumer. This poll showed that 
the consumer expenditure on apparel had gone down by over 50%. Also there have been many retail stores that have signed 
for bankruptcy and have closed down during this period. 
According to survey conducted by ET money, the following trends in the expenditure on apparel was observed: 

Source: ET money, Analysis on how did India spend during the lockdown.

With reference to this data it is safe to assume that consumers have reduced their expenditure on apparel, and it has led to 
the apparel industry being badly hit by the effects of COVID-19.

There are physiological and psychological factors that have led to this effect on spending of the consumers. They are 
discussed as below:

i) There is increased expenditure on groceries, food and health care goods and services.

In a pandemic, it is an obvious reaction of people to provide for future contingencies and spend more of their money on 
goods that are essential and are necessary for survival. This can be proven further with data that confirms that a large majority 
of households prefer to spend more of their money on essential goods.

Ipsos had conducted a “cost of living survey” which showed a substantial increase in the expenditure on essential goods. 
The poll asked various household on whether their expenditure has had an increase or not on various categories of goods and 
services. The results were as shown in the graph below.
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Source: Ipsos, cost of living survey.

As it can be observed from the above graph, 62% of households in India have increased their expenditure on groceries, 
46% of households in India have increased their expenditure on utilities like electricity at home and 49% of households 
in India have increased their expenditure on healthcare. A similar trend can also be seen globally as there is an increase in 
expenditure in 63% of households globally.

Another observation made by the Retail Association of India (RAI) and ANAROCK was a statistic that the median basket 
price had gone up from Rs.650 to Rs.900 from early March to September 2020.

From this we can infer that a large share of expenditure that was expendable for other goods are now going into groceries, 
food and healthcare services. Also, since people were staying at home a lot more than they used to, there are increases in the 
level of electricity used at home, and subscriptions to wi-fi and television services have also increased. Therefore, the level of 
disposable income in the hands of consumers have reduced by a considerable amount. In consequence, people are spending 
less on apparel and other luxury goods.

This can also be explained by other factors. First is the fact that due to the imposition of strict lockdown in India from the 
24th of March, all the other retail stores were forced to be closed down and only essential goods were allowed to be sold and 
purchased. So, there was a shift in the share of expenditure of households going towards essential commodities. Secondly, 
because there were restrictions, there were effects in the functioning of the usual supply chains. Since delivery, transportation 
and distribution became more expensive, the commodities also went up in price leading to an increased expenditure in 
households. Thirdly, households are seen purchasing more than their usual consumption levels as can be seen from the 
increase in median basket price mentioned above. This is because they want to store and provide for future consumption in 
care this uncertain situation continues for a longer period. This can be proven evidently from a consumer sentiment survey 
conducted by Generali, an Italian global insurance and asset management company, reported that 80% of the working class in 
India has experienced loss of income and over 90% of them are preparing for more hardship in the future.

Amit Adarkar, the CEO of Ipsos gave an interesting perspective to this in an interview and explained that one of the 
reasons behind a higher expenditure on essential commodities is because people are deliberately choosing to indulge in higher 
quality substitutes of the groceries than what they used to purchase because they’re trading off outside pleasures and indulging 
in product like these to infuse happiness. Also, since their expenses are concentrated towards groceries, they probably do not 
mind spending a little extra on groceries and essentials.
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As discussed earlier, the imposition of lockdown led to difficulties in the supply chain leading to availability of more 
expensive products. As an extension of the last survey, Ipsos had conducted another poll asking the households the reason 
behind increased expenditure on groceries for which the following was found. 

Source: Ipsos

So, a higher majority of people believe that the reason for the increase in their level of expenditure on essentials is because 
of the effect lockdown has had on the supply chain.

ii) Retail stores closed down as an effect of lockdown.

In the earlier section it was discussed about how spending on groceries has increased and how it reduces the disposable 
income to be used for apparel and other commodities that are not termed as ‘essential goods’. 

Lockdown has not only had an effect on demand, but it has had an evident impact on supply as well. It was also discussed 
earlier about how the supply chains were affected for essential commodities. The supply chain for non-food commodities and 
other durable commodities have been impacted greatly by the lockdown as well. 

The Retailers Association of India conducted a survey with 768 respondents asking about their stores and their expected 
revenues. Out of 768, 633 stores were non-food retailers. The following was found out:

Source: Retailers Association of India



411
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

As represented on the above chart, we can see that 95% of non-food retailers had closed down. They were practically 
looking at almost zero revenue because of lockdown restrictions and lack of customers coming to their shops. Also, their 
shops were also closed down because of government regulations for a period of time. 

This means that the market for purchasing apparel and other non-food commodities was closed down. The only platforms 
for purchasing apparel was online. So, this led to a reduction in supply, hence, a reduction in sales.

Also, these retailers were asked about their expected revenue in the next six months and the non-food retailers responded 
saying that they are expecting to 40% of what they earned in the previous year in the next six months. This also goes to show 
that even after the lockdown has eased up, consumers are not showing interest in going to retail shops as there may a risk of 
contact or getting infected. 

iii) Income effect on consumers in the lockdown period.

The Centre for Monitoring Indian Economy (CMIE) published reports on the increase in unemployment levels in India. 
It showed that there was an increase in unemployment rates from 8% to 9% before lockdown to 27% in May 2020. This has 
been a result of businesses that do not trade essential goods earning close to zero revenue and for survival there was a need to 
cut costs. So, labourers were released from businesses and this greatly increased the unemployment levels in India.

In a nationally representative survey of nearly 6000 households in May 2020, 84% of houses reported decreases in 
income since lockdown in India. This means that households are unable to earn enough to spend on apparel, or at least apparel 
may not come under their priority list of spending. Therefore, this has reduced the spending of consumers on apparel. 

A continuation of the same survey asked these households on where they cut down their expenses and this survey reported 
that over just over 40% of their expenditure was cut down on durables, which includes apparel and discretionary goods.

This can also be related to the initial point that discusses the fact that households are increasing their expenditure on 
groceries, and with the effect of lower income, it reduces the disposable income of households even further.

CONCLUSION:

Spending on apparel has reduced by a substantial amount during COVID-19 and it has reported to have reduced by over 50%. 
Various factors were analysed, and the following reasons were found for the reduction in spending by the consumers towards 
apparel:

 ●  People are shown to have been spending more on groceries and essential commodities. The various reasons for this 
were also discussed and it was inferred that this reduces the disposable incomes of households making it so that they 
do not spend more on apparel and other non-essential commodities.

 ●  There was also a reduction in the supply as distribution channels such as retail stores closed down and platforms for 
purchasing apparel were unavailable. Also, there are psychological factors involved such as fear of getting infected 
which makes people avoid going to these stores even though they have the opportunity to.

 ●  There is a great increase in unemployment rates, and this has led people to earn lower incomes. This leads to a further 
decrease in the disposable incomes of households and apparel takes lower priority when they are barely able to afford 
essential commodities

Therefore, there are many reasons for the decrease in demand for apparel and in this time of pandemic and lockdown it is still 
unsure on whether there will be a speedy recovery of the apparel industry but apparel will never go out of the market. In the 
end, clothing is a necessity for human beings and the apparel industry has come a long way. There’s hope that when things 
open up again there will be an increase in the demand levels as we move towards new trends in demand and supply in the 
world.
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INTRODUCTION

Persuasion is a process of convincing others to change their attitudes or behavior concerning an idea or problem through the 
transmission of a message. To effectively transmit those messages, one has to use language and symbols with rich content that 
creates a strong emotional attachment to them. When an individual use this kind of communication effectively then it leads 
to a higher levels of compliance from others. Now a day’sbusiness needs more creative marketing strategies to promote their 
brands and to spread messages about their company. The reason why product designers are looking for gaming element is to 
stimulate the customers to get engaged and increase the awareness about their product with some innovative services without 
spending much amount specifically for promoting their brands. A new generation customer always feels quite boring and loses 
interest too soon for using a product without any unique services for a long period of time. Due to which many products are 
dumped in the inventory and become old products. However, people could spend hours on addictive video games, spending 
precious time on money related services.  In addition with gamification linked with monetary services will persuade the 
customer in a short period of time. 

PRINCIPLES  OF ARISTOTLE 

The following are the principles narrated by the great psychologist Professor Aristotle, 

LOGOS (logical appeal): Persuading through reasoning based on evidence most communications require logical and 
‘rational’. Logos refers to the overall logicality and coherence of the message. Appeals to logos are necessary where facts or 
processes are of utmost importance. Process descriptions, technical manuals, and business reports in general are heavy on 
logos.

ETHOS (ethical appeal): Persuading through communicator credibility.If the audience is not convinced by a person, they 
are unlikely to be swayed by our arguments. Ethos is the credibility or trustworthiness that will establish in our communication. 
It is the degree to which we are perceived to be ethical,believable, trustworthy, competent, responsible, and sincere. 

ARISTOTLE MODE OF PERSUASION GAMIFICATION-A 
RESTYLING PERSUASION

Dr. R.Seranmadevi

Ms.M.Felisiya 

Persuasion is a powerful weapon to change the inbuilt thoughts and different perception stored in the form of pattern in 
the human brain. Aristotle mode of persuasion with gamifying content that gives proper shape to think, get convinced and 
take decision based on the results expected by the business person. These gamification instruments help the customer to 
get educated about the product and brand awareness in a short period of time. Navigating, credibility, trustworthiness and 
emotional response are the main source of persuasion linked with rewards, ranking, fun and missions will incentivize users 
to rate and review the products and services to promote the brand. The specialty of this element is that the customers soon 
get convinced and they will work together as a team even though they are complete strangers for better understanding of the 
product and get benefited out of it. 

Keywords: Aristotle mode, Gamification, Persuasion,Promotion,Strategy
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Pathos (emotional appeal): persuading by appealing to audience emotions Pathos is an appeal to an audience’s beliefs, 
feelings and emotions. An appeal to pathos causes an audience not just to respond emotionally, but to identify with the 
communicator’s point of view. There is an emotional dimension in most situations,as we know that some communications 
may be highly charged, some more neutral. Where logical arguments fail, emotions often have the power tomotivate people 
to respond. 

LITERATURE REVIEWS

The following are the related review of literatures from various research studies of Indian and Foreign researches pioneers,
Mehmet SafaÇam (2015),author identified the main factor for persuading the customer is  figurative language which helps 
them to understand the function or process of different automobile shown in the magazine in the form of advertisement.
Krista c. MC Cormack (2019),study says that author wants to specifically mention about the student to choose 
for a particular university based on the course content which is the main factor for persuasion.. The purpose of 
this method is to explore the persuasive appeals of Aristotle’s triad of logos, ethos and pathos, how they are used 
and how these appeals could differ by university type.
From the above literature reviews, it is helped to define the research gap pertaining to present studies.

PROBLEM STATEMENT

It is very difficult to convince the  potential customer to take initiative to buy the  product. As we know that modern customers 
are very smart as they expect quality product with reasonable prices, so they take lots of time to get persuade. Spreading 
awareness and conversion of customers in a short period of time is a big challenge to the marketer. The need of the day is to 
attract the prospective buyers and retain them for long days with some specific strategy like gamification.

RESEARCH GAP

In traditional marketing, convincing the customer was a time consuming process. With the help of gamification, customer 
persuasion towards the product was so quick because the marketer co-creates the customer which leads toself-persuasion by 
trying the product and refer the other customer to buyso that they can get reference reward.

OBJECTIVES OF THE STUDY

The following are the objectives observed for the present study, 
 ● To create a better level of persuasionfor gamifying the product and services.

 ● To analyze the effective way of patronizing gamified services.

 ● To study the impact of gamification marketing strategy persuade the customers

SCOPE OF THE STUDY

It is to promote the scope for further study 

 ● It gives shape to think about the present world.

 ● This study will help you to understand the importance of quality reasoning and logical argument, which create trust 
on the  product.

LIMITATIONS OF THE STUDY

 ● The gamification based on Aristotle is limited tothree persuasive element i.e Ethos, Pathos, and logos.

 ●  The present study focused upon the implication of persuasive element in stimulating the buying behavior of the 
customer at the point of sales only.

 ● It is incorporated all the three persuasive elements only with the gamification elements.
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CONCEPTUAL FRAMEWORK AND METHODOLOGY

Gaming the services and citing the benefitsencouragethe customers to take certain action and rewarding 
them for it, you’re creating a positive feedback loop because it hits the psychological pain points of the 
customer and they started trusting you. This mode of persuasion comes under ethos. In order to present the 
products/services in a fun way, you make it easier for people to discover and engage with your brand. When 
customers are actively engaged instead of passively consuming, they create a stronger emotional connection 
with the services which comes under second mode of persuasion i.e. pathos.If the customer get benefited 
and rewardedbased on the narration of instructional design of a services then customers are satisfied based 
on Logos.All this three modes of persuasion will convincethe consumer about your company which is more 
reliable, credible, and trustworthy than any.

PERSUASIONGAMING ELEMENT

ARISTOTLE MODE OF PERSUASION
The Greek philosopher Aristotle (384-322 B.C.E.) classified properties of items and concepts in the known universe. One of 
his most fundamental discoveries was the composition of persuasive speaking.

 ● Logos — Appealing to Logic

 ● Pathos — Appealing to Emotions

 ● Ethos — Appealing to Ethics, Morals and Character

Ethos or the ethical appeal, means to convince an audience of the author’s credibility or character. An author would use 
ethos to show to his audience that he is a credible source and is worth listening to. Ethos is the Greek word for “character.” 
The word “ethic” is derived from ethos. Ethos can be developed by choosing language that is appropriate for the audience 
and topic (this also means choosing the proper level of vocabulary), making yourself sound fair or unbiased, introducing your 
expertise, accomplishments or pedigree, and by using correct grammar and syntax. During public speaking events, typically a 
speaker will have at least some of his pedigree and accomplishments listed upon introduction by a master of ceremony. Pathos 
or the emotional appeal means to persuade an audience by appealing to their emotions. Authors use pathos to invoke sympathy 
from an audience; to make the audience feel what the author wants them to feel. A common use of pathos would be to draw 
pity from an audience. Another use of pathos would be to inspire anger from an audience, perhaps in order to prompt action. 
Pathos is the Greek word for both “suffering” and “experience.” The words empathy and pathetic are derived from pathos.

Pathos can be developed by using meaningful language, emotional tone, emotion evoking examples, stories of emotional 
events, and implied meanings. Logos or the appeal to logic means to convince an audience by use of logic or reason.To use 
logos would be to cite facts and statistics, historical and literal analogies, and citing certain authorities on a subject. Logos is 
the Greek word for “word,” however the true definition goes beyond that, and can be most closely described as “the word or 
that by which the inward thought is expressed” and, “the inward thought itself”. The word “logic” is derived from logos.Logos 
can be developed by using advanced, theoretical or abstract language, citing facts (very important), using historical and literal 
analogies, and by constructing logical arguments

GAMIFICATION TECHNIQUES PERSUADE NEW GENERATION

Millennial are totally comfortable with new technology and they always crave variety in media and are born with multitasking 
brains, so they can’t just sit and listen to a talking head.Gamified centered techniques can be used to improve and enhance the 
awareness of a brand that people may otherwise not be particularly excited about.New generation don’t respond well to sales 
people who usually boast about their products.Marketing strategies related with gamification can include challenges based on 
social-related tasks, so as to allow user-generated content to go viral on social media and have the players be rewarded for it.It 
is better to focus our marketing efforts towards online social media platforms where they consume content. 
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PRACTICAL IMPLICATIONS 

In this digital world, customer generate lots of content based on the product they consume that makes the other customer to 
think a lot before buying any product, so convincing todays customer is a big challenging job. Creating a persuasive content 
by co-creation can help the marketers to get various ideas from the customer to promote their brands.Gamify the marketing 
strategy with Aristotle mode can involve the customers to engage with the brands and get connected emotionally. Involving 
the customer and gives rewards in such a way that customer can self-understand the product and try to sell and refer the other 
customer by their own persuasive techniques.

CONCLUSION

As per Aristotle mode of persuasion, gamification is the only technique where the customer will get self-persuaded based on 
ethos, pathos and logos because gamifing the process will stimulate the customer to know about the product and they start 
marketing with the convincing feedback from their own usage.The temptation is converted into behavioural intention through 
stimulation techniques by playing gamification in marketing.
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INTRODUCTION

In 1980s the idea of Direct Marketing was incredibly reliant on client information bases that were accessible with the 
association. The idea of relationship driven advertising and the effect of relationship with clients were first presented 
by ChristanGronroos and Evert Gummesson of the ‘Nordic School’ and Theodore Levitt. Further to this they likewise 
gave the comparing showcasing devices. Treacy and Wiersema (1995) portrayed three Value Disciplines out of 
which knowledge of customer was one which later portrayed as Customer closeness. These are not many starting 
advancements that lead to the age of idea CRM and client relationship the executives appeared. With developing time 
and increment entrance of electronic devices CRM again changed into online contact the executives. The idea of 
CRM is characterized in number of ways by numerous scientists. Some of them talked about and featured the effect 
of data innovation in CRM while some stressed CRM to be a starter idea of business system. Orderly endeavours 
were made to group a portion of the meanings of CRM to distinguish the vital zones in the Customer Relationship 
Management.Peelen (Customer Relationship Management, 2006) brought up that the portrayal by Gartner Group 
(2004) about CRM is all the more persuading which depicts CRM as IT empowered system that whenever rehearsed 
will prompt benefit expanding the income of an association. The IT a piece of CRM helps in getting sorted out the 
client information base in orderly way and cultivate client relationship with the associations through rehearsing 
quality administrations and conveying esteems. There are various working definitions for CRM. Actually the letters 
CRM have been utilized to distinguish Continuous Relationship Marketing, Customer Relationship Marketing and 
Customer Relationship Management. Each term speaks to a similar cycle. CRM can be characterized as a cycle that 
expands client esteem through on-going advertising action established on close client information set up through 
assortment, the board and influence of client data and contact history. CRM is tied in with culminating connections 
to augment consumer loyalty’s and dependability after some time.

A STUDY ON CUSTOMER LOYALTY AND CUSTOMER 
SATISFACTION LEVEL 

Dr.P.Govindaraju

Associate Professor and Research Supervisor, Department of commerce,  
VELS Institute of Science, Technology and Advanced Studies (VISTAS), Pallavaram, Chennai, Tamil Nadu. South India.

Biruntha.D

Research scholar, Department of commerce,  
VELS Institute of Science, Technology and Advanced Studies (VISTAS), Pallavaram, Chennai, Tamil Nadu. South India.

The Customer Relationship Management (CRM) is the profoundly esteemed in market for existing and current clients. In 
this examination we investigate the impact of CRM on elements, for example, consumer loyalty and client dedication. Since 
CRM is characterized as a significant key in business among organizations to keep up and increment their clients’ base. In 
this examination we search for different variables that are vital for a powerful CRM. In this examination, we focus on these 
issues that are getting significance to more elevated level authorities in an association: is there a connection between CRM 
with consumer loyalty and dedication in Indian associations? On the off chance that things being what they are, at that point 
how we can relate CRM with consumer loyalty and faithfulness? With globalization businesses are developing quickly and 
with consistently developing enterprises, rivalry is additionally expanding. Further with fitting measurable investigation the 
theories outlined in this examination is approved and the outcomes shows high sure connection among the factors considered 
for the investigation.
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LITERATURE REVIEW

Vasiliu (2012) in his examination talked about that extensively client relationship the board procedures incorporate 
promoting, activities, deals, client support, HR, account and data innovation and executing CRM as vital idea is a need as of 
late our economy may be “Client driven” where the accomplishment of any organization depends on client relationship, the 
authority gave by any organization to the client to choose and furthermore the individual experience of the client with the 
organization. In this manner Customer Relationship Management (CRM) as a procedure intends to fulfill and fabricate long 
haul relationship with customers/clients. He further talked about that through CRM clients were highly happy with their buy 
and this technique assists with producing deals by contributing great help quality true to form by the clients. Consequently 
it very well may be plainly portrayed that the idea of CRM is emphatically and legitimately connected with Relationship 
Marketing (Bull 2003, Payne and Frow, 2004). The Relationship advertising is additionally characterized as “the authoritative 
turn of events and upkeep of commonly remunerating associations with clients accomplished by means of the complete 
reconciliation of data and quality administration frameworks, administration uphold, business methodology and hierarchical 
mission so as to enchant the client and secure a productive enduring business” (Bennett, 1996).

Payne and Frow (2006) inspected CRM from the viewpoint of system definition and execution. They proposed a model 
that manages both CRM procedure and execution. They basically recognized four segments of fruitful CRM program for 
example CRM availability appraisal; CRM change the executives; CRM venture the board; and worker commitment and 
analyzed these parts with five key cross utilitarian CRM measure which are technique advancement, esteem creation, multi 
channel reconciliation, data the board and execution evaluation. Further the impact of CRM is concentrated at the same time 
with advancement and firm execution. The outcome shows the positive effect of CRM towards firm execution, a discovering 
which is steady with past examination (Hooley et al., 2005).

Ryals (2005) in his exploration exhibited that the execution of CRM exercises conveys more noteworthy benefits. The 
lifetime estimations of clients in two longitudinal contextual analyses uncovered that client the board systems changes as 
for the estimation of the client. Hence CRM works and a sensibly clear investigation of the estimation of the client can 
have a genuine effect. Here the idea of CRM brings better execution of the firm through proper estimation and the board 
of client connections. The far reaching income and cost information explicit to singular clients or client portions results the 
organizations to change their CRM procedures. The commitment of this article is to show that the relationship between’s the 
client incomes and qualities are adequately high recommending that the estimation of client significantly decides the measure 
of income it produces which again can’t be summed up as it very well may be organization explicit or all the more explicitly 
to industry related with budgetary administrations. 

Hasan et.al (2012) in their investigation characterized CRM as client driven administrative system that tries to set up long 
haul relationship with beneficial clients by utilizing comprehensive client information. This definition featured the need and 
hugeness of distinguishing clients’ to perceive their consistently changing necessities through proper administration draws 
near. The vital zones in this definition were client driven technique, long haul relationship and client information.

OBJECTIVES 

 ● To study the impact of customerloyalty on customer satisfaction level.

 ● To assess the impact of customer level on customer loyalty.

METHODOLOGY

The point of the current examination is to explain the relationship between factors of consumer loyalty, and client dependability. 
This exploration is an elucidating research dependent on the strategy for getting the information. The examination further is 
depicted to be founded on cross sectional strategy in light of the fact that the information acquired is utilized to comprehend 
the dissemination of factual populace. The information is gathered through overview with survey as information assortment 
apparatus. The example size of this investigation is 104. 
Unwavering quality and Validity of the Study - For deciding dependability of the apparatus Cronbach Alpha Test is utilized. 
The after effect of dependability and legitimacy is recorded beneath: 
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For question identified with consumer loyalty Cronbach Alpha coefficient of 0.881 was determined. 
For question identified with client dedication Cronbach Alpha coefficient of 0.874 was determined. 
For all inquiries Cronbach Alpha coefficient of 0.910 was determined.
For deciding legitimacy of the survey content credit was utilized (Harandi et al, 2008). Content credit of this poll has been 
legitimized by topic specialists. It manages fundamental dispersion of survey among number of specialists, researchers 
(working under comparative or related zones) and considering their balancing remarks and afterward approving the important 
validity. 
Testing of Hypotheses utilizing Regression Analysis and ANOVA 
The theories outlined for the investigation underneath was utilized at 95% certainty span.
H1: Customer relationship the board has effect on consumer loyalty. 
H2: Customer relationship the board has effect on client steadfastness.

TABLE 1 REGRESSION ANALYSIS.

HYPOTHESIS R R2
ADJUSTED R2 STD OF THE 

ESTIMATE F SIGN

H1 0.854 0.729 4.549 224.18 0.000

H2 0.882 0.772 4.305 0.034 134.41 0.001

The outcomes Table 1 shows an extremely high R and R squared qualities Thus, we can plainly decipher that there exists 
a high relationship for factors considered. R-squared qualities should go from 0 to 1. The R squared qualities for these theories 
are 0.729 and 0.772 separately.

H1: Customer relationship the executives has effect on consumer loyalty. The speculation is affirmed as the importance 
esteem is under 0.05. 

H2: Customer relationship the board has effect on client devotion. The theory is endorsed as the centrality esteem is under 
0.05.

Further in the wake of affirming and tolerating both the speculations we will go for Analysis of difference (ANOVA). 
ANOVAs are useful in light of the fact that they have a preferred position over a two-example t-test. Doing numerous two-
example t-tests would bring about an expanded possibility of submitting a sort I mistake. Thus, ANOVAs are valuable in 
looking at two, three or more methods.

TABLE 2 ANOVA TEST

MODELS SUM OF SQUARES DF MEAN
SQUARE

F SIG

H1 REGRESSION 4756.277 1 4766.277 226.182 .000

RESIDUAL 1643.673 51 21.073

TOTAL 6409.950 52

H2 REGRESSION 4982.735 1 2491.357 134.412 .000

RESIDUAL 1427.215 51 18.534

TOTAL 6409.950 52
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TABLE 3  COEFFICIENTS

MODEL BETA t- VALUE SIG
CONSTANT CUSTOMER SATISFACTION

0.862

- 5.10

15.038

.000

CONSTANT

CUSTOMER LOYALTY 0.890

-6.361

14.542

.000

Based on measurable examination acted in this portion the outcomes assigns that client relationship the executives has 
been persuasive on consumer loyalty just as on client reliability. There additionally exists a positive connection among CRM 
and consumer loyalty and CRM with client reliability.

CONCLUSION

Client Relationship Management (CRM) is a cycle that incorporates the executives of client gatherings, the board tops of 
an association and overseeing business in a successful manner. CRM go about as apparatus to encourage the business and 
along these lines improving client relationship with the associations. At long last subsequent to directing this exploration and 
approving it through different information and quantitative examination it tends to be viably expressed that CRM is required 
in any association will bring about upgrading productivity, pay and addressing the necessities of clients. The most extreme 
thing that CRM gives is consumer loyalty. A successful CRM will prompt consumer loyalty and if the client is fulfilled it 
drives towards positive informal exchange and unwaveringness.
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INTRODUCTION

Business process outsourcing are commonly called as BPO sector. With the development of BPO sector, it eradicates the 
unemployment problem to certain extent. BPO jobs are classified into voice and non-voice process. Many young graduates after 
completing theirunder graduation they are placed into the BPO jobs. At present BPO sector are considered as boon to the society.

REVIEW OF LITERATURE

 ●  Business process outsourcing ‘it’s what a lot of small business use to scale without having to hire more people, andit’s 
what business use to get a better step in new markets-Cody mc lain.

 ●  BPO contracting with third parties’ companies for certain services – Nicholas Hargreaves, CEO, cloud employee.co.uk

METHODOLOGY

Data’s are collected from 200 employees’ who are working in topBPO companies which is ranked by NASSCOM. In Primary 
data questionnaire are framed and circulated to employees working in top BPO companies. Secondary data are collected from 
books, journals, and websites. 

ANALYSIS

Table 1 -Training are provided by Qualified Employees’.

Yes 190
No 10
 200

It shows that the major respondents are agreed that training is given by the trained people.

Table 2 - Job Training is more Informative.

Yes 174
No 26
 200

A STUDY ON IMPACT OF TRAINING AND EMPLOYEE 
PERFORMANCE IN TOP BPO COMPANIES – CHENNAI

Preethi.G 
Asst. Professor, Prince shri bhavani arts and science college, Part-Time Research Scholar (Ph.D) Sivet College

Dr.G.Rajendiran,
Associate Professor, Research Supervisor and Head, PG Dept of Commerce - Sivet College

 A study on impact of training and employee performance in top BPO companies in Chennai city. This article mainly deals 
with how training plays a important role in employees performance. Questionnaire is framed and it is circulated to 200 
employees working in BPO companies.
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It shows that, proper information is given to the employees during training period.

Table 3 - Training provides detailed company policies and structure.

Yes 160
No 40
 200

It shows that, trainer provides the adequate information regarding company policies and structure.

Table 4 - Training also provides stress free and feel good at workplace.

Yes 149
No 51
 200

It shows that, employees are feel stress free and good at workplace. 

FINDINGS

 ● Training provides the clear-cut objective and work nature to the employees. 
 ● Training is much informative by the trainer.
 ● Employees are very much satisfied by their training given by the trainer. 
 ● Proper training leads to stress free and feel peaceful at workplace. 

 ● It also proves there is a healthy interaction between trainer and trainee. 

SUGGESTIONS

 ● Training time can also extended. Due to work pressure few are attending training for less time. 

 ● Trainer and trainee both should know to balance both the training and desk work. 

CONCLUSION 

BPO sector are having very good, responded time and client can focus of work-related activities. BPO also minimize the 
overhead cost and increase productivity of the organization. Soorganizations are motivating the employees by providing 
monetary benefits to the employees. I would like to conclude BPO sectors are boon to the society. 
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INTRODUCTION

The spread of Covid 19 pandemic and the lock down imposed thereafter shook the IndianEconomy resulting in a major 
setback to its growth. Several industries including Travel & Tourism, Hospitality, Entertainment, Manufacturing and Services 
are in bad shape and are yet to recover from the setback. The Central & State Governments were facing the twin challenge of 
keeping the spread of the pandemic under control and also reviving the shattered economy.

Academic& Educational Institutions up of the country witnessed unforeseen challenges. The schools and colleges were 
closed from March 2020 to control the spread of the Pandemic. The lock down was imposed by the end of the Academic year 
2019-20 in March. The Arts, Science, Commerce, Engineering and Technology students across the country were expecting to 
take up their End Semester Examinations in a few months. But the lock down was imposed before the scheduled examinations. 
The final year students were contemplating on launching their dream career or exploring options for higher studies. The 
announcement of the lock down was unprecedented and the Academic setup was not prepared to cope with the situation.

The continued lockdown resulted in postponement of End semester exams for college students, Class XII Public exams 
and other Common entrance exams, Delayed conduct of exams to final year students, Changes in pattern of Assessments, 
Change in the Mode of conducting examinations, Change in evaluation methods and so forth to adapt to the challenges posed 
by the crises. Admissions to colleges were affected because; the public were not familiar with on-line admission systems 
and also due to the delay in publication of results after the conduct of the public examination. The Last dates for admissions 
to Arts& Science, Engineering colleges were extended till November. The Academic cycle and calendar was completely 
disturbed due the lockdown.

This paper attempts to describe the problems faced by the Final year students of Undergraduate 
programs in Commerce who passed out in the year 2020, during the Covid Pandemic. To find the impact of 

IMPACTOF COVID-19 PANDEMIC ON PLACEMENT AND 
HIGHER EDUCATION PROSPECTSFOR COMMERCE 

STUDENTS IN CHENNAI
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The outbreak of Coronavirus Disease (COVID-19) poses serious concerns to education systems. Efforts to contain COVID-19 
prompted unscheduled closure of schools in more than 100 countries worldwide. COVID-19 school closures left over one 
billion learners out of school globally. This study investigates the impact of COVID-19 on Placement and Higher Education 
prospects of Commerce students graduating during 2020. This paper is an attempt to understand the problems faced by 
them during the Pandemic. This paper analyses the career perceptions of students of five different Commerce streams at 
S.D.N.B.Vaishnav College for women, Chromepet, Chennai.
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the pandemic a small survey of 400 students of S.D.N.B.Vaishnavcollege for women, Chennai in Commerce 
stream was conducted to find their position after graduation.

Graduation in Commerce is one of the most favourite career options among Indian students after Arts & Science. AISHE 
report 2015-16 indicates that 37% percent of Indian students pursue Arts, 19% pursue Science and 18% pursue commerce. 
According to the report only 12% of the Graduates pursue Post Graduation in India.

Career in Commerce is very promising because of the vast scope for placement in almost all the industries. Commerce 
Graduation is not very expensive compared to the other courses in science or engineering. Commerce students get placed in 
Accounting firms, IT- software, BPO, ITES, Education, Teaching, Banking, Insurance, Marketing, Management& other fields.

The Commerce students normally pursue higher studies or professional courses to enhance their career prospects in high 
paid job opportunities. Some students hone their entrepreneurial skills and take up self-employment or entrepreneurship.

B.Com – Bachelors in Commerce comes with several specialisation options including – Marketing, Banking, Insurance, 
Corporate Secretarial practice, Accounting & Finance, Information systems management, Computer Applications.  

The pandemic situation posed several challenges to all the final year students who are in the threshold of launching a 
career. Financial instability, Health & Hygiene concerns, Psychological pressure of performing in the delayed examinations, 
Fear of different Assessment methods and securing good marks in examinations and Uncertainty about career and progress 
ion after graduation left the students in dilemma and stress. This paper explores the impact of these on minds of the college 
students. 

REVIEW OF LITERATURE

Nwafor Chika Eucheria and Faith AyobamideleObafemi (2020)examined the impact of COVID-19 on education. 
Consequently, the study also investigated the various challenges that hinder continued/online education during the COVID-19 
lockdown.

Pravat Kumar Jena (2020)Highlighted  the impact of Covid-19 on higher education sector and few suggestions for 
continuing educational activities of Higher education institutions facing the challenges created by Covid-19, various emerging 
approaches of India for higher education, post Covid-19 trends of Higher education institutions in India.

OBJECTIVE OF THE STUDY

 ● To understand the problems faced by Final year Commerce students graduating during Covid pandemic

 ● To identify the Psychological impact of Covid on women students

 ● To identify impact ofUnemployment and lack of opportunities in the industries on the students

 ● To analysis the students perception after graduation.

HYPOTHESIS OF THE STUDY

 ● Relationship between Commerce courses taken and the status after graduation do not differ significantly

Research Method 
 ● Empirical method

Research Approach
 ● Data collection
 ● Data analysis 
 ● Interpretation
 ● Validation
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Area of the study
The study is confined to Chennai City only.

Sample Size 
Since the population for the survey are very large, and due to time limitation, a sample size of405 was taken for the survey.

Sources of Data

Primary Data
Survey method was employed to collect the data from the respondents through Google forms

Secondary data
The secondary data was collected from journals, magazines, books, articles, research papers and websites.

Research Tools

Percentage analysis

CChi-square analysis

Sampling Method
 The study mainly depended on the Primary data collected through a well-structured Questionnaire distributed in the city of 
Chennai alone. The Secondary data was collected from journals, magazines, books, articles, research papers and websites

Data Instrument

Well-structured Questionnaire
 ● Financial instability :

Majority of the students in Arts & Science colleges come from middle class families. Commerce Graduation is more affordable, 
and offers scope for quick placement to students from middle class families. However during the Covid lockdown several 
earning members of the families have lost their jobs and income. Therefore families have run into debt, taking jewel loans or 
borrowing from friends & families to meet their family expenses. This has resulted in an unstable financial position and stress 
on the young graduates with pressure to take up family responsibilities much earlier.

 ● Unemployment and lack of opportunities in the industries.
Many corporate have terminated services of their employees due high costs of operation and low revenues from Production 
and Sales. Unemployment has increased. The fresh graduates have to get a foot hold in the very fragile job market and 
therefore have to take up jobs for very low salaries during the lock down, or remain jobless till the economy revives.

Health  & Hygiene  Concerns:
Non availability of vaccine to fight the pandemic, high costs of  medical treatment, Poor health facilities in Government 
hospitals have increased the vulnerability of all public to the spread of pandemic. The high cost of treatment at private 
hospitals has left health care beyond the reach of many families. Students are under pressure to handle a situation beyond 
their control.

Psychological impact of Covid on students
Students were subject to severe psychological stress and anxiety when the Government announced compulsory conduct 
of End semester exams in July, which was earlier scheduled in April. The Lack of touch with the subjects, lack of facility 
& atmosphere to revise the subjects before examination, Shifting  and dislocation of families due to covid, the conduct of 
online exams, Different methods of assessment and evaluation  added pressure on the young minds.  Many students became 
desperate and became psychologically affected and depressed.

Family background
Several families have lingered hopes on the employment of their children after graduation. Shattered hopes and family 
compulsions have forced students to take up tasks/ job opportunities available without exploring further options. Many 
families prefer to get their daughters married for fear of having to support a member for too long without income.
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Delayed admission to P.G programs :
Students keen to pursue PG courses had to wait long for the delayed publication of the End semester exam results and issue 
of Transfer certificates, Eligibility certificates etc by the educational institutions. This has resulted in low intake to the PG 
courses. Some students are unable to pursue P.G courses due to financial constraints.

Lack of Infrastructure and facilities;
The Covid situation has imposed the need to rely heavily on usage of information technology, internet and mobile apps. 
Several students coming from rural areas don’t have access to android phones, mobile data connectivity, laptops, wifi, head 
phones etc. Since public transport is not available for any essential travel they have to rely on other modes of transport which 
are expensive.
A survey of 400 women UG Commerce students of 2017-20 batch, who passed out from S.DN.B.Vaishnavcollege was 
conducted to know the status of the students after graduation during the covid situation. The statistics of the survey are 
presented below

Table 1 :Commerce Courses & Sanctioned Strength   ( Population)

Course No.
B.com( Gen) 280
B.com( Corporate Secretaryship)   140
B.com ( Accounting & Finance)   140
B.com( Hons)      40
B.com( Information Systems Management)    50
TOTAL      650

Table 2 : Sample respondents – 2017 -20 UG Commerce graduates: 405

Course No.of respondents %
B.com( General) 152 38%
B.com( Corporate Secretaryship) 89` 22%
B.com ( Accounting & Finance)  91 22%
B.com( Hons) 28 7%
B.com( Information Systems Mgt) 45 11%
TOTAL 405 100%

Sample as a % of Population : 405 /650 = 63% of population
The sample includes 405 respondents with different specialisations in Commerce. Majority of the respondents are from 
B.com(General) followed by students from Corporate secretaryship& Accounting & Finance.

Table 3 : Status after graduation- as of Nov 2020

Higher studies 158 students 39%
Undecided 138 students 34%
Working 98 students 24%

Self employed 11 students 3%
TOTAL 405 100%

It is observed that majority of 158 students are pursuing higher studies. 
Next majority of student s– 138, have not decided on their future plans. The Covid situation has left them in dilemma. Most 
of them are still seeking a job, or yet to decide about pursuing higher studies or may prefer to stay at home.
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Only 24% is employed contrary to the normal Average of minimum 40%.

In normal circumstances more than 60% of the Commerce graduates get placed and take up employment after graduation. Due 
to the pandemic this has reduced considerably to just 24%

Table 4:U.G Commerce courses and the status After graduation

B.COM (GEN) B.COM(CS) A&F HONS ISM TOTAL
HIGHER 
STUDIES

38  (25%) 34

(38%)

62

(68%)

9

(32%)

15

(33%)

158 (39%)

WORKING/ 
EMPLOYED

35

(23%)

25

(28%)

28

(30%)

1

4%

9

(20%)

98

(24%)
UNDECIDED 76

(50%)

26

(29%)

0

(0)

18

(64%)

18

(40%)

138

(34%)
SELF 
EMPLOYED

3

2%

4

(5%)

1

(1%)

0 3

(7%)

11

(3%)
TOTAL 152 89 91 28 45 405

Commerce stream offers wide range of specialisation. The response from the respondents regarding their status after graduation 
by Nov 2020 reveals that

 ● Accounting & Finance students have the highest percentage of students who are employed

 ● Accounting & Finance has the highest percent of students pursuing higher studies

 ● B.com(Hons) has the highest % of students in undecided group followed by B.com( Gen).  

 ●  B.com(Hons) students undergo rigorous coaching & specialisation. The intake of students to B.com(Hons) course 
is restricted to cream students with high scores only. So, The Honours students are expected to be better placed than 
the rest. Lack of good opportunity during covid situation may be the reason for many of the Honours students in 
undecided category.

 ● The highest number of self employed and entrepreneurial students are from B.com( ISM) department.

Table – 5 Chi-square Analysis of association between Commerce courses taken and the status after graduation

B.COM (GEN)

B.COM(CS)

U.G Commerce courses

Total

B.ComA&F B.ComHONS B.ComISM

st
at

us
 a

fte
r g

ra
du

at
io

n

Higher studies Count 38 9 15 32 62 158

Expected Count 58.2 10.8 22.7 29.3 35.1 158.0

Working/ employed Count 36 1 13 22 28 100

Expected Count 37.3 6.9 14.6 18.8 22.5 98.0

Undecided Count 74 18 28 18 0 138

Expected Count 51.5 9.5 20.1 25.9 31.0 138.0

Self employed Count 3 0 3 4 1 11

Expected Count 4.1 .8 1.6 2.1 2.5 11.0

Total Count 151 28 59 76 91 405

Expected Count 151.0 28.0 59.0 76.0 91.0 405.0
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Table – 6 Correlation

Value Asymp. Std. Error(a) Approx. T(b) Approx. Sig.
Interval by Interval Pearson’s R -.365 .043 -7.866 .000(c)
Ordinal by Ordinal S p e a r m a n 

Correlation -.379 .043 -8.213 .000(c)

N of Valid Cases 405

Pearson’s R value, as seen from the table  above is Less than 0.05. 
Thus Chi-square analysis establishes that there is association between the Specialisation taken in UG Commerce courses 
and their Career prospects.

Table 7: Choice of Course  for Post- graduation among Commerce students pursuing Higher studies after Under graduation.

COURSE PURSUED AFTER 
GRADUATION

NO. OF 
STUDENTS

%

M.COM ( incl all specialisation) 53 34%
MBA 50 32%
Cost & Mgt. Accg (CMA) 22 14%
Chartered Accountancy ( CA) 15 9%
Company Secetary (ACS) 10 6%
LAW 3

5%Bank Coaching 2
MSW 2
CIVIL SERVICES 1
TOTAL 158 100%

 ● The survey responses reveal that majority of the Commerce students pursue post graduation in Commerce (34%).
 ● MBA is the most sought after course after Post graduation in Commerce ( 32%)
 ● Nearly 29% of the student respondents pursue Professional courses – CMA, CA, ACS preferred in the same order.
 ● Law, Social Work, Civil services are other options chosen by the respondents.

Hypothesis Testing
The application of chi-square and correlation between Commerce courses taken and the status after graduation – 0.00. 
Therefore the null hypotheses rejected at 5% level and concluded that the two variables differ significantly.

CONCLUSION

The covid situation has created a difficult and challenging situation for the fresh graduates who were nourishing hopes of making 
a great career. It is the responsibility of the society to reinstate confidence in these young minds and prepare them to face the 
challenges boldly. The economy has to revive soon, to build a positive outlook among the students graduating during covid.
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INTRODUCTION:

“Quality of work life is an indicator of how free the society is from exploitation, injustice, inequality, oppression and 
restrictions on the continuity of growth of man, leading to his development to the fullest.”- De (1976)

Work life balance has always been a concern of those interested in the quality of working life and its relation to broader 
quality of life (Guest, 2002). Quality of work life means the quality of the content of relationship between employees and 
their total working environment with human dimensions added to the usual technical and economic ones. Quality of work 
life contains and includes job security, good working conditions, adequate and fair compensation and equal employment 
opportunity all together. Quality of work life is a substitue of the quality of life, which contains the relationship between 
employees and their total working environment with human dimension. Transport is one of the types of industry that has 
evolved from the ancient period. Transport system plays an important role in the development of the economy of any country 
in the world. They play a important role in achieving national development and contributing to the overall performance and 
social functioning of the community. It is acknowledged that roads enhance mobility, taking people out of isolation and 
poverty and it has been the backbone of strong economies and dynamic societies. Employees in the transport sector are very 
frustrated, due to the heavy work load, problems of health, traffic conditions, improper maintenance of vehicle, partiality 
among the employees, superior subordinate relations, family problems, leave problems, untimely food habits, sanitation and 
drinking water facility, etc. are faced by the employees of the transport sector. The study is undertaken with reference to Tamil 
Nadu State Transport Corporation, where in the employees face many problems, more specifically drivers and conductors 
face many problems from the management and also with the passengers on daily routes. These problems create a disturbed 
mindset and they sometimes get dejected in the work. It is the management that should support and provide quality of work 
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Quality of Work Life is a philosophy, a set of doctrine, which holds that people are the most essential resource in the 
organisation as they are trustworthy, responsible and capacity of making worthy contribution and they should be treated with 
dignity and respect. Even as there has been many researches on job satisfaction, more recently an interest has risen into the 
broader concepts of strain and subjective well-being, the precise nature of the relation between these concepts has still been 
little explored. For healthy employee relations, it is necessary to have well defined policies and procedures. Growing heavy 
competition, complex economic environment, rising labour costs, etc. compel organisations to adopt proactive strategies 
towards employee relations, while having proactive strategies; the organisations have to ensure achievement of corporate 
objectives through cooperation and commitment of employees. As the composition of workforce continues to change, 
companies focusing on quality of work life of employees are expected to gain leverage in hiring and retaining valuable 
people. Quality of Work Life is a way of thinking about people, work and organisation and creates a sense of fulfillment in 
the minds of the employees and contributes towards greater job satisfaction, improving productivity, adoptability and overall 
effectiveness of an organisation.
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life for these employees in order to get a better service from the employees, which in turn would provide peace of mindset 
and job satisfaction to the employees.

NEED AND SIGNIFICANCE OF THE STUDY

In current scenario every organization wants more output in comparison to less input. It can be possible when working 
employee finds its working place comfortable as per the job requirement. So it’s very important for an organization to make 
a Quality relationship between its employees and working environment. Now-a-days, there is no balance between the family 
and work life due to job pressure and conflicting interests and over-socialization that lead too much of interest about the co-
workers for satisfying their ego, creating problems in the minds of neighbours’. And the rules are for workers or employees. 
Employees have to follow, and the employer has right to layoff the worker due to marketing and technological factors. 
Therefore, it is not difficult to understand why the  question of improving Quality of Work Life has lost its importance in our 
country. 

Several studies have explored Quality of Work Life (QWL) and Job Satisfaction separately, and it basically covers other 
industries employees only with exception to transport services. It is found that studies highlighting the opinions of lower 
level employees are very rare. This is one of the first efforts puts up by the researcher to study the quality of work life and 
job satisfaction of transport employees with an intention to study Tamil Nadu State Transport Corporation, of Tirunelveli. 
This study will be an eye opener for the policy makers, management to provide a better work life and job satisfaction to 
their employees in future. The need for the study is to analyse thelevel of quality of work life (QWL) of the employees in 
TNSTC (Tamil Nadu State Transport Corporation) in Tirunelveli and to investigate the relationship between the QWL and 
job satisfaction amongst the employees in public transport. This study adopted survey technique with a sample size of 150.

FUNCTIONS OF TRANSPORT

 ●  Transport contributes in high growth of industries whose product requires quick marketing between consumers. 
Perishable articles like fish and green vegetables are carried to different varied consumers quickly even in distant 
markets through transport. 

 ●  Transport helps in increasing the demand for goods. Through transport newer customers in newer places are often 
easily contacted and products may introduced to them. Today markets have become national or international only 
because of transport introduction.

 ●  Transport creates place utility. Geographical and climatic factors force industries to be located especially places 
distant from the markets and places where there might not be any demand for the products. 

 ●  Transport creates time utility. It has been made possible by virtue of the improvements within the speed of transport. 
It helps the product / merchandise to be distributed within the minimum possible time. 

 ●  Transport helps in stabilization of price. Transport exerts considerable influence upon the stabilization of the costs 
of several commodities by moving commodities from surplus to deficit areas. This equalizes the availability and 
demand factors and makes the worth of commodities stable as well as equal.

 ●  Transport identifies competition, which in turn, reduces pries. Prices are also reduced because of the facilities offered 
by transport for large-scale of production. Advantages of large-scale production is feasible only by transport.  

STATEMENT OF THE PROBLEM

The Quality of Work depends on the Quality of Work Life. One must to be sensitive to the factors associated with performance, 
recognition, work content, responsibility, promotion and pay, organisational policies, working conditions etc. Quality of Work 
Life may be a concern not only to improve life at work but also associated with family environment. The Quality of Work 
Life has therefore become the key area of consideration and research today. Transport employees face many problems, most 
of them tolerate to manage their work-life and maintain a satisfaction,however, in fewer cases tolerance level is low and these 
employees find an imbalance between work-life, so, it becomes essential to find out the factors that causes imbalance between 
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work-life and suggest for the improvement of quality of work life and to have a enjoyable job satisfaction.

SCOPE OF THE STUDY

The scope of quality of work life can be interpreted in different ways by different countries with varying stages of economic 
developments, political outlook and social philosophy. The scope therefore can’t be limited to facilities within or near the 
undertaking, nor can’t be so comprehensive on embrace the entire range of  welfare or social service. It follows therefore that 
every intramural and extramural activities as well as statutory and non-statutory measures undertaken by the employers, the 
government, trade unions or voluntary organization falls within the scope of the quality of work life and job satisfaction. This 
research starts with the objective of studying the employees perception towards quality of work life and job satisfaction in 
transport sector. Quality of Work Life and Job Satisfaction are associated with the jobs that a human undertake for the purpose 
of leading a purposeful life with dignity and honour. Transportation is the basic for economic development. Therefore, the 
scope of the study is constrained to transport sector employees with reference to Tamil Nadu State Transport Corporation, 
Tirunelveli.

OBJECTIVES OF THE STUDY

 ●  To study the socio-economic conditions of Tamilnadu State Transport Corporation employees in Tirunelveli District.

 ● To inquire into the working conditions of Tamilnadu State Transport Corporation employees in Tirunelveli District.

 ●  To bring-out the various factors related to quality of work life of Tamilnadu State Transport Corporation employees 
in Tirunelveli District.

 ●  To give suitable suggestions to improve the quality of work life of selected transport employees in Tirunelveli District.

METHODOLOGY

This research is descriptive in nature as the study aims to find out the Quality of work-life and job satisfaction of employees in 
Tamil Nadu State Transport Corporation. The study is carried out through survey method which is an attributes of descriptive 
research.

RESEARCH TOOL AND SCORING

The researcher used a standard questionnaire as a primary tool for data collection. The researcher used a standard questionnaire 
developed by Richard E. Walton (1975) to measure the Quality of work life as perceived by the employees of Tamil Nadu 
State Transport Corporation, Tirunelveli.

Sampling
The sample for the Present Study is drawn from employees of TNSTC, Tirunelveli District. The researcher used Convenience 
sampling method to select a sample of 150 respondents.

Data Collection
The data collected for this research study is primary data, collected from the employees of Tamil Nadu State Transport 
Corporation, Tirunelveli.

Tools of Analysis
The data collected from sample were suitably tabulated and utilised in the appropriate places for interpretation. The following 
statistical tools were used for analysis – Simple Percentage Analysis, Chi-square Analysis, Likert’s Scaling Technique, and 
Friedman Test.

Limitations
The main limitation of the study is the area selection, due to time constraint and resource the study was undertaken in Tamil 
Nadu State Transport Corporation, Tirunelveli District. Results may vary to different units. And finally, the respondents were 
not under controlled observation, hence, there may be flaws which may affect the study, for which the respondent is not 
responsible.
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ANALYSIS AND INTERPRETATION

TABLE NO. 1 DEMOGRAPHIC VARIABLES

DEMOGRAPHIC VARIABLS Frequency Percent
Gender Male 134 89.33

Female 16 10.67
Age Below 30 Years 25 16.66

31to 40 years 40 26.67
41 to 50 years 39 26
Over 50 years 46 30.67

Educational]
IHQualification

Up to standard xii 67 44.60
Diploma 27 18.00
Degree in engineering 14 9.33
Degree in arts or science 42 28.00

Salary Rs.5000 - Rs.8000 26 17.33
Rs.8001 to Rs.11000 34 22.67
Rs.11001 to Rs.14,000 45 30
Over Rs.14,000 45 30

Marital Status Married 123 82
Unmarried 27 18

Number Of 
Dependents

One or two 32 21.33
Three or four 73 48.66
Five or six 45 30.00

Nature Of Job Operation of buses 75 50.00
Maintenance of buses 45 30.00
Office administration 30 20.00

Work Experience Below 10 years 26 17.33
11 to 20 years 34 22.67
21 to 30 years 42 28.00
Over 30 years 48 32.00

      Place Of Living Rural 104 69.33
Urban 46 31.67

Total Number Of 
Earning Members In 
Your Family

One 75 50.00
Two 60 40.00
Three 15 10.00
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Total Family 
Income

Below Rs.10,000 15 10.00
Rs.10001 to Rs.16,000 60 40.00
Rs.16,001 to Rs.22,000 42 28.00
Over Rs.22,000 33 22.00

Type Of Family Nuclear 105 70.00
Joint 45 30.00

Source: Primary Data

From the above table, It is clear that the majority of the respondents are male (89.33 percent). It is clear that maximum of 
the respondents belong to the age group of above 50 years (30.67percent). It is clear that the majority of the respondents belong 
to the eductional category XII. It is clear that maximum of the respondents belong to the operation of buses (50 percent).It 
is clear that the maximum of the respondent's monthly income is above 11,000 (30 percent). It is clear that maximum of the 
respondent's family income is above 10,001 to Rs.16,000 (40 percent). It is clear that the maximum of the respondents belong 
to the family size of 4 members (48.66 percent). It is clear that majority of the respondents belong to the Nuclear family (70 
percent). It is clear that the majority of the respondents have one earning members (50 percent) in the family. It is clear that 
the majority of the respondents have living in rural area (69.33 percent) in thefamily. 

CHI-SQUARE ANALYSIS

 This Chi Square test is a technique through the use of which it is possible for all researchers to do the following. i) To 
Test the goodness of fit, ii) To Test the significance of association between two attributes and iii) Test the homogeneity or the 
significance of populationvariance.

TABLE NO. 2 AGE AND OVERALL OPINION ON EMPLOYEES TOWARDS JOB SATISFACTION ON CORPORATION (TWO 
WAY TABLE)

HDS Overall opinion on job satisfaction on transport corporation 
employees
DS N S HS

Age

Below 30 Years Count 20 9 22 17 18

% within 
Age

23.3% 10.5% 25.6% 19.8% 20.9%

31to 40 years Count 27 17 27 32 29

% within 
Age

20.5% 12.9% 20.5% 24.2% 22.0%

41 to 50 years Count 26 13 25 28 36

% within 
Age

20.3% 10.2% 19.5% 21.9% 28.1%

Over 50 years Count 29 28 29 31 37

% within 
Age

18.8% 18.2% 18.8% 20.1% 24.0%

Total
% within Age

Count 102 67 103 108 120

20.4% 13.4% 20.6% 21.6% 24.0%
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TABLE – 2(a) CHI-SQUARE TEST

Pearson Chi- Square Calculated Chi-square Value
DF

Table value
S/NS Remarks

Age 28.276 12 .000**    S Rejected

** - Significant at1%level S-Significant

It has been derived 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 (H0) has been rejected. From the analysis it has been concluded that there is a 
relationship between Age and job satisfaction among corporation employees.

TABLE NO. 3 SALARY AND OVERALL OPINION ON EMPLOYEES TOWARDS JOB SATISFACTION ON CORPORATION 
(TWO WAY TABLE)

HDS Overall opinion on job satisfaction on corporation 
employees

DS N S HS

Monthly Salary

Rs.5000 - Rs.8000 Count 21 15 15 16 21

% within 
Salary

23.9% 17.0% 17.0% 18.2% 23.9%

Rs.8001 to Rs.11000 Count 21 15 28 28 26

% within 
Salary

17.8% 12.7% 23.7% 23.7% 22.0%

Rs.11001
to    Rs.14,000

Count 30 17 31 32 37

% within 
Salary

20.4% 11.6% 21.1% 21.8% 25.2%

Over Rs.14,000 Count 30 20 29 32 36

% within 
Salary

20.4% 13.6% 19.7% 21.8% 24.5%

Total
% within Salary

Count 102 67 103 108 120

20.4% 13.4% 20.6% 21.6% 24.0%

TABLE –  3(a) CHI-SQUARE TEST

Pearson Chi-Square Calculated Chi-square Value DF Table value S/NS Remarks
Monthly Salary 24.387 12 .005** S Rejected

** - Significant at1%level S-Significant

It has been derived from the chi-square test that the p-value (.005) has been less than 0.01 and the result has significance 
at 1 per cent level. Hence, the null hypothesis (H0) has been rejected. From the analysis it has been concluded that there is a 
relationship between monthly salary and job satisfaction among corporation employees.
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FRIEDMAN RANK TEST

The Friedman test ranks the scores in each row of the data file independently of every other row. The Friedman Chi-
square tests the null hypothesis that the ranks of the variables do not differ from their expected value. 

TABLE NO. 4 FOLLOWING FACTORS RELATED TO QUALITY OF WORK LIFE AMONG THE EMPLOYEES OF TAMIL 
NADU STATE TRANSPORT CORPORATION - FRIEDMAN TEST

S.
No.

Quality of Work Life Factors Mean Rank Rank

1 Non availability of health care facilities 9.85 3

2 Poor working conditions of buses 9.19 5

3 Lengthy legal formalities in case of accidents 8.65 8

4 Targeted route collection 8.85 6

5 Lack of pension schemes for employees 8.66 7

6 Attachment of buses by courts for accidents claims 8.41 9

7 Coverage of targeted kms per liter of diesel 8.22 10

8 Suspension of employees for accidents 7.82 12

9 Increased work load 9.55 4

10 Lack of co-operation of general public 10.41 1

11 Cancellation of driving license for accidents 10.37 2

12 Absense of increase in salary in tune with experience 8.14 11

13 Poor family income due to cancellation of driving license 7.76 13

14 Vast difference in pay among the employees 6.76 15

15 Lack of motivation by the administration 6.29 16

16 Routes with poor collection 7.08 14

Source: Primary Data

The above table lists the mean rank of each variable. High rank corresponds to the higher values of the variables. It is 
reveals the ranking of factor related to quality of work life transport employees. “Lack of co-operation of general public” was 
ranked first by the selected sample respondents with the mean score of 10.41. “Cancellation of driving license for accidents” 
was ranked second with the mean  score of 10.37. “Non availability of health care facilities” and increased work load occupied 
third and fourth position with the mean score of 9.85 and 9.55 respectively. “Poor working conditions of buses” was ranked 
fifth with the mean score of 9.19. “Targeted route collection” ranks the sixth position with the mean score of 8.85. “Lack of 
motivation by the administration” occupied the sixteenth position having a mean score of6.29.

It is evident that most of the respondents gave top priority to “Lack of co- operation of general public” and “Cancellation 
of driving license for accidents” the first and second rank for reason for determining the quality of work life.

Ho: There is no significant difference between mean ranks for respondent’s workingconditions towards quality of work 
life among transport employees.
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TABLE – 4 (a) FRIEDMAN TEST

No. of respondents Calculated value DF P-value S/SN

150 180.542 15 .000** S

** P<0.01 S - significant

This table shows the list of the result of the Friedman test. For these rankings, the chi-square value is 480.542, Degree of 
freedom is equal to the number of values minus 1. As 6 options are ranked, there are 15 degrees of freedom. It is clear from 
the above table that significance level is 0.000 at one percent level of significance. Hence the hypothesis is rejected.

SUGGESTIONS

Happy workers are more productive and more likely to stay. So, the following points are suggested.
 ●  Organization should organize regular check up and those found suffering from very high stress should be subjected 

to stress management process.

 ●  Organization may cut back excessive hours, which directly affect the employee’s physical fitness. 

 ● Organization should implement attractive system of reward and recognition of good work.

 ●  Organization should Cultivate a sense of humour, by creating ‘Humour Club’. Company may give chance for the 
employees to attend the Club at least once in a week,

 ● Play music in areas of corporation where only manual labour is involved. It will relax them to a greater extent,

 ●  Appoint a yoga master; ear mark an area as ‘yoga hall’; provide free yoga and meditation class at least for an hour 
every week,

CONCLUSION

In an age of highly dynamic and competitive world, man is exposed to all kinds of employees that can affect him on all realms 
of life. The increasing importance of interventional strategies is felt more at organizational level. This particular research was 
intended to study the impact of occupational employees. Quality of work life improve is a positive concept in human resource 
management.  It targets at overall development of human resources in order to contribute to the well being of the employees, 
organization and the society at large. The loss incurred to organizations will ultimately reflect in nation The Investigator 
expects to draw attention from policy makers and men of eminence in the related fields to resume further research. 
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INTRODUCTION

COVID 19 Pandemic has brought a massive change in the education delivery system in India. Teaching-learning process is no 
longer confined to the physical classrooms. The primary way of learning process has taken a big shift since coming up of internet 
and its growing importance. It has made available global courses to all students by integrating countries digitally. While there 
are many examples of the use of computers and instruments in education throughout history, e-learning is a relatively recent 
phenomenon in the modern sense of the word. Since the 1950s, slide projectors and classes focused on television have been 
in use. However, at the University of Illinois, USA, one of the world’s first instances of online learning can be traced back to 
1960.Students started learning from computer terminals that were interlinked to form a network, although the internet was 
not developed back then. The University of Toronto introduced the first-ever fully online course in 1984. In 1986, for use on 
DOS and Commodore 64 computers, the Electronic University Network was created.“Three years later, Phoenix University 
became the world’s first educational institution to open a collegiate institution that is entirely online, offering both bachelor’s 
and master’s degrees. This was the start of a movement whose potential back then was largely unknown to the public, but one 
that would make learning very open and within reach of what people might ever have expected.”(Sarkar, 2020)

“The expectations of students are a significant determinant of student behavior, and an understanding of these perceptions 
can be more helpful in describing their behavior than teachers’ well-intentioned inferences.In the same classroom, students 
receive the same guidance from the same teacher, each student interprets the experience differently, and takes away 
different items from the lesson. Research conducted over the past 30 years has shown that a major determinant of success 
is the consistency of the classroom atmosphere in schools. Simply put, learners learn more when they interpret the learning 
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environment favorably in the classroom.”(Hazari, 2014). With this background on online classes, this research study through 
a quantitative analysis seeks to explain student’s perception about virtual classes and online teaching pedagogy.

REVIEW OF LITERATURE

 (Bali & Liu, 2018)in“the sense of social presence, social contact, and satisfaction,  examined the problems of student 
experience of online learning and face-to - face learning at Indonesia Open University, Taiwan branch (n=107). The distinction 
between the online community and the face-to - face group was conducted to examine the expectations of student learning 
irrespective of the form of course delivery and the online environment.The outcome of this study indicates that the experience 
of face-to - face learning was greater in terms of social interaction, social presence and social learning than online learning.”

 (Fontainha & Gannon-Leary, 2008)“Via e-mail discussion lists and discussion forums, the authors understand the 
tremendous potential for the creation of Police, but have themselves encountered the challenges inherent in initiating such a 
group. These are corroborated and illustrated with text from academic staff interviews. A substantial part of the literature on 
CoPs comes from outside Europe, despite the fact that e-learning posts are widely circulated across Europe.By identifying and 
studying CoPs and virtual learning communities across EU nations, the authors suggest further exploration of this subject.”

 (L. Smart & J. Cappel, 2006)more cost effective ways to deliver instruction and training, universities and corporations 
have expanded their use of e-learning. Although several studies suggest that online education and blended instruction (a 
blend of online and traditional approacheswith“two undergraduate business courses where students completed online learning 
modules prior to class discussion , explored student expectations of incorporating online components. The findings show that 
the online modules were rated significantly better than those in a mandatory course by participants in an elective course.These 
results suggest that instructors should be vigilant in integrating traditional courses conducted in the classroom with online 
units. This integration should be carefully planned based on learner characteristics, course content, and the learning context.”

 (Malik, 2010)showed“the variables that play an important role in the satisfaction of web-based learning for students. 
The attitude of the student and teacher towards technology, its machine effectiveness, and the response of the teacher, the 
friendly interface of the online learning environment and the proper facilitation of technical issues are the factors affecting 
student satisfaction towards online education. Administration is suggested to take into account these considerations for the 
introduction of effective virtual education.”

 (Pasha & Gorya, 2019)studied“the entire online education industry and appreciating the use of an integrated approach 
to understanding environmental issues and issues In our research, most of the preferred mode of education is online / e-learning 
/ virtual, and only 26% preferred offline education.”

 (Raj & Fatima, 2020)focused on “understanding the mental state of the student and their issues. Not just the students, 
but their family situation is not healthy, which can cause students to be depressed. In this state of threat, we found that most 
of the students are mentally stressed. Most students are concerned about studying there and are not happy with the online 
courses.”

 (Scagnoli et al., 2019) studied“online student experiences with VL, focusing on their view of VL’s usefulness, their 
satisfaction with them, and their perception of their learning. Our results show that the satisfaction of students with VL has a 
clear relationship with the positive overall learning experience and the understanding of the learning effect of film.In addition, 
VL will strengthen a sense of interaction with content due to the regulation of the media by learners and the participation 
of instructors. The results also alert us of the significance of VL’s careful preparation and balanced alignment with other 
course materials. This offers valuable details on the usefulness of video lectures in teaching and learning at college and the 
consequences for online course design practice.”

 (Muthuprasad et al., 2020)”in their research, through an online survey of 307 students,  concentrate on understanding 
the perception and preference of Agricultural Students for online learning. In order to increase the effectiveness of learning, 
students prefer registered classes with quizzes at the end of each lesson. Students thought that it is an appealing choice for 
the accessibility and convenience of online classes, though broadband access problems in rural areas make it a challenge for 
students to use online learning initiatives..”
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 (Tayebinik & Puteh, 2013)“Examined through reviews of relevant literature the benefits of blended learning over 
face-to - face instruction. The current survey found that blended learning is more beneficial than pure e-learning and provides 
learners with many benefits, such as having a sense of community or belonging.study concludes that blended learning can be 
seen as an successful approach to distance learning in terms of learning experience, interaction between student and student 
as well as interaction between student and teacher and is likely to emerge in the future as the prevailing education model.”

 (Teo & Williams, 2012)”In relation to eLearning theory, the paper represents a modest attempt to add to the emerging 
body of knowledge. It presents a ‘holistic learning environment’ paradigm that is neither grand nor unifying, but one that is 
useful when considering online learning design in terms of organizing one’s thought.This system, consisting of a variety of 
overlapping ‘sub-environments, provides the scaffolding that the authors consider necessary for creating a truly integrated and 
efficient online learning environment. The careful and conscious attention given to the preparation and design of the learning 
experiences in order to incorporate and merge the different sub-environments allows for an authentic and meaningful learning 
experience.”

STATEMENT OF THE PROBLEM
Understanding students’ perception about teaching learning process is vital for higher education institutions. As we are heading 
towards a more integrated student centric learning approach, it is quite important for academicians to use pedagogy that best 
satisfies students’ requirement. COVID 19 pandemic has forced all students and teachers in India to move to a complete new 
environment. This necessitated all academicians to adopt new technologies and pedagogy to make online learning effective. 
With various arguments posed by researchers for blended learning, it is important to know how students perceive online 
classes and teaching pedagogy at present. Hence this study is carried out. 

OBJECTIVES OF THE STUDY
The objectives of this study are as follows

 ● To analyze the easures to overcome issues in online learning environment.

RESEARCH METHDOLOGY
This research study is quantitative in nature. The data required for this study is collected from 101 students pursuing their 
higher education in various HEIs in Chennai city. Convenience sampling is adopted and descriptive and factor analysis tools 
were used to analyze the data collected.   

RELIABILITY ANALYSIS

Table 1 Showing Reliability Statistics

Reliability Statistics
Cronbach’s Alpha N of Items
.960 42

Source: Primary Data Analysis 

Table 1 shows reliable statistics. Generally, Cronbach’s Alpha value greater than 0.6 is acceptable. From the above table, 
it is clear that Cronbach’s Alpha is 0.960 indicating higher reliability of the data collected for the study.
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RESULTS AND DISCUSSION

Table 2 showing Gender

Gender

Frequency Percent Valid Percent Cumulative Percent
Valid Male 70 69.3 69.3 69.3

Female 31 30.7 30.7 100.0
Total 101 100.0 100.0

Source: Primary Data Analysis
Interpretation:
The table 2 shows the Gender profile of the respondents. From the above table, it is clear that 69.3% of the respondents are 
male and 30.7% of the respondents are female.

Table 3 shows preferred medium of online classes

How do you attend virtual(online) classes?

Frequency Percent Valid Percent Cumulative Percent
Valid Mobile Phone 83 82.2 82.2 82.2

Laptop 17 16.8 16.8 99.0
Tablet 1 1.0 1.0 100.0
Total 101 100.0 100.0

Source: Primary Data Analysis
Interpretation
The table 3 shows preferred medium of attending online classes by the respondents. From the above table, it is clear that 
82.2% students use mobile phones to attend online classes while 16.8% students use laptops and 1% uses tablets. This is 
because mobile phones are most comfortable and affordable compared to other mediums considered by the study.

Table 4 shows Duration of Online Classes

How many hours of online classes do you find effective?
Frequency Percent V a l i d 

Percent
Cumulative 
Percent

Valid 3 hours 31 30.7 30.7 30.7
2 hours 25 24.8 24.8 55.4
4 hours 20 19.8 19.8 75.2
5 and more 
hours

14 13.9 13.9 89.1

1 hour 11 10.9 10.9 100.0
Total 101 100.0 100.0

Source: Primary Data Analysis
Interpretation
The table 4 shows the duration of online classes. From the above table, it is clear that 30.7% students attend classes for 3 hours 
while 24.8% attend classes for 2 hours, 19.8% students attend classes for 4 hours, 13.9% attend for 5 and more hours and 
only 10.9% attend classes for 1 hour. This is due to the regulations followed by the colleges as prescribed by their respective 
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universities. 

Table 5 shows medium of accessing internet for online classes

How do you access the internet for online classes?

Frequency Percent Valid Percent Cumulative Percent
Valid Mobile Data 78 77.2 77.2 77.2

Wifi 20 19.8 19.8 97.0

Others 3 3.0 3.0 100.0

Total 101 100.0 100.0
Source: Primary Data
Interpretation
The table 5 shows medium of accessing internet for online classes. From the above table, it is clear that 77.2% of the 
respondents are using mobile data for accessing internet to attend online classes while 19.8% students use Wi-Fi to access 
internet. Only 3% people use other medium to access online classes. Mobile data is used widely because in this pandemic 
situation which created economic and financial disruptions, mobile data proves to be less costly and comfortable for students.

Table 6 showing KMO and Bartlett’s Test

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .934
Bartlett’s Test of Sphericity Approx. Chi-Square 3259.274

df 465
Sig. .000

Source: Primary Data Analysis
Interpretation
The table 6 shows KMO and Bartlett’s test of sampling adequacy. The above test reveals suitability of the samples for 
conducting factor analysis. Generally, KMO value greater than 0.6 is acceptable for factor analysis. From the above table, it 
is clear that KMO value is 0.934 which is highly suitable for factor analysis. Further the samples also satisfy the Bartlett’s test 
of sphericity as the computed p-value is less than 0.00 is less than the significance value of 0.05. 

Table 7 shows communalities

Communalities

Initial Extraction

The purpose of the course was evident. 1.000 .657

It was easy to access the course guide book / material 1.000 .624

The amount of content covered in this course was just correct. 1.000 .636

Exams reflected the quality of materials for the course 1.000 .651

Assignments helped to better appreciate the content of the 
course

1.000 .665

Rate the courses in terms of additional learning or self-learning, 
taking into account the course design.

1.000 .626
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How do you rate the percentage of courses that have elements 
of LAB?

1.000 .653

The faculty brings conceptual clarity 1.000 .709

The faculty promotes creative/critical/analytical thinking 1.000 .711

Faculty encourages questioning and interactions 1.000 .736

Doubts were clarified effectively 1.000 .780

Faculty was available for doubts clarification outside the class 1.000 .736

The grading system were consistent 1.000 .645

The teacher was regular and punctual conducting in lectures 1.000 .683

Frequently planned breaks and concise learning keeps you 
fresh

1.000 .661

Tailored personalized learning for you 1.000 .739

Experential and interactive learning 1.000 .685

Learning experience is effective and engaging 1.000 .748

Maximum retention after training 1.000 .802

Provides opportunity to evolve and improve perofrmances in 
future

1.000 .803

Daciltates integration of media in variosu learning process 1.000 .746

Need based Choice of Courses 1.000 .711

Cost Effective 1.000 .584

Comfortable Learning Environment 1.000 .836

Provides Users Convenience and Flexibility 1.000 .708

More Interaction and Clear Discussions 1.000 .640

Greater Options and Access to Expertise 1.000 .767

Career Advancement while in Employment 1.000 .683

Continuation in Profession 1.000 .780

Improve Technical Skills 1.000 .692

Self Motivation and Responsibility 1.000 .724

Extraction Method: Principal Component Analysis.

Source: Primary Data Analysis
Interpretation:
The table 7 shows communalities. The communalities indicate the variance attributed by each factor identified by the study. 
Generally, communality value of more than 0.5 is accepted for proceeding to factor analysis. From the above table, it is clear 
that all the variables are suitable for factor analysis as computed values are greater than 0.5 

Table 8 shows Total Variance Explained
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Total Variance Explained

Component

Initial Eigenvalues Extraction Sums of Squared Loadings
Rotation Sums of Squared 
Loadings

Total
% of 
Variance

Cumulat ive 
% Total

% of 
Variance

Cumulative 
% Total

% of 
Variance

Cumulative 
%

1 19.340 62.388 62.388 19.340 62.388 62.388 8.611 27.778 27.778
2 1.416 4.569 66.957 1.416 4.569 66.957 6.673 21.527 49.305
3 1.065 3.435 70.392 1.065 3.435 70.392 6.537 21.087 70.392
Extraction Method: Principal Component Analysis.

Source: Primary Data Analysis
Interpretation:
The table 8 shows total variance explained by the variables. Generally, the factors are loaded based on Eigen value which is 
greater than 1 and has cumulative percentage variance greater than 50%. Thus, from the above table, it is clear that cumulative 
variance is 70.392% and Eigen values are greater than 1. 

Table 9 shows Rotated Component Matrix

Rotated Component Matrixa

Component

1 2 3

Comfortable Learning Environment .767

Learning experience is effective and engaging .691

Cost Effective .682

Provides opportunity to evolve and improve perofrmances in future .673

Facilitates integration of media in various learning process .664

Greater Options and Access to Expertise .658

Maximum retention after training .653

It was easy to access the course guide book / material .617

Assignments helped to better appreciate the content of the course .608

Provides Users Convenience and Flexibility .599

Experential and interactive learning .592

The purpose of the course was evident. .592

Tailored personalized learning for you .587

Exams reflected the quality of materials for the course .579

The faculty promotes creative/critical/analytical thinking .566

The faculty brings conceptual clarity .545

How do you rate the percentage of courses that have elements of LAB? .728

Continuation in Profession .712

Career Advancement while in Employment .710

Self Motivation and Responsibility .644

The amount of content covered in this course was just correct. .640

Improve Technical Skills .582
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More Interaction and Clear Discussions .539

Faculty encourages questioning and interactions .771

The teacher was regular and punctual conducting in lectures .736

The grading system were consistent .732

Need based Choice of Courses .657

Doubts were clarified effectively .631

Faculty was available for doubts clarification outside the class .597

Frequently planned breaks and concise learning keeps you fresh .578

Rate the courses in terms of additional learning or self-learning, taking 
into account the course design.

.520

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

a. Rotation converged in 15 iterations.

Source: Primary Data Analysis
Interpretation:
The table 9 shows the rotated component matrix based on which the factors have been extracted. The study identifies three 
factors influencing students’ perception about online classes and teaching pedagogy. The loaded three factors are labelled as 
online learning environment, self-development and appraisal factors. 

Factor I: Online Learning Environment
The factors grouped under his head are learning environment, learning experience, cost effectiveness, media based learning, 
access to expertise, course materials, assignments, user friendly and flexibility, conceptual clarity and promoting creativity 
skills. This factor account on average 52% of students’ perception towards virtual classes and teaching pedagogy.

Factor II: Self Development factors
The most of the variables grouped under this factor are related to contribution of online classes in self-development of 
students. The variables grouped under this head are career advancement, employability skills, course content, technical skills, 
course content, lab experience and interactive classes. This factor accounts on average 23% of students’ perception towards 
online classes and teaching pedagogy. 

Factor III: Appraisal Factors
This variables grouped under this head includes grading system, teacher’s characteristics, choice based courses, self-learning 
courses and so on. This factor accounts for 25% of students’ perception of virtual classes and teaching pedagogy.

Table 10 showing challenges in online learning environment

Descriptive Statistics
N Minimum Maximum Mean Std. Deviation

Lack of / Poor Internet 

connectivity

101 1 5 4.49 .904

Unhappiness 101 1 5 4.42 .966

The Limited Social Gap 101 1 5 4.22 1.142

Failure of quality 101 2 5 4.19 1.042

Minimum Supervision 101 1 5 4.16 1.161
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Software Iteracy 101 1 5 4.13 1.107

Equity and infrastructure 

accessibility

101 1 5 4.11 1.063

Lack of user-friendly and reliable 

technology

101 1 5 4.11 1.127

Bad degree of synergy 101 1 5 4.01 1.307

Misuse of technology 101 1 5 3.83 1.280

Valid N (listwise) 101

Source: Primary Data Analysis
Interpretation
The table 10 shows challenges faced by students in online learning environment. From the above table, it is clear that lack of 
or poor connectivity is a major challenge in online learning environment as it has the highest mean score of 4.49. Unhappiness 
with virtual classes, limited social gap and lack of qualities are other key challenges into consideration. They also represent 
a higher means values of 4.42, 4.22 and 4.19 respectively. Some of the other challenges identified by the study includes 
minimum supervision, software illiteracy, lack of user friendly and reliable technology, lack of infrastructure, misuse and bad 
level of synergy. 

CONCLUSION AND RECOMMENDATIONS

To conclude, online learning or virtual classes’ acceptance by students is compulsory in nature rather than being voluntary. 
The study identifies three factors namely online learning environments, self-development and appraisal factors as the factors 
influencing their perceptions about virtual classes and teaching pedagogy. Consideration of these factors is very much 
important for higher education institutions to make teaching learning process effective and to assure the success of student 
centric learning. Further the study identifies that lack of or poor connectivity as a major challenge. To overcome this challenge 
posed by infrastructural aspects, it is suggested to adopt corporate approach where students can be provided with laptops and 
dongles to attend classes. This strategy is not new as few HEIs are offering the same to the students. Classes can be conducted 
in less peak load timings as usage will be low.
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INTRODUCTION 

Vertical step – up method is the formal method used for career progression of employees depending on experience level, 
vacancy called as career ladder. Highly capable and skilled workers have to wait for the step-up career progression to get their 
promotion, pay raise and further skill enhancement. Now-a-days due to participative management principles, the hierarchy 
levels have changed and organizations have started maintaining minimal reporting levels. Flat hierarchy with few layers are 
available for employees to step-up in their career ladder, but today’s technology enables and facilitates employeeto learn new 
skills and update themselves frequently.The way in which business is done has also changed. New pathways are invented for 
varied skilled employees called as career lattice. Need forprogression from career ladder to career lattice isanalyzed in this 
literature study. Career lattice structureis a new alternative given to employees to develop their career path and gain varied 
skill-sets. This study tries to analyze whether this new structure, career lattice will lead to employee development or employee 
exhaustion. The same isanalyzedby reviewing related literatures.

LITERATURE STUDY OBJECTIVES

 ● To study the differential effects of career ladder and career lattice

 ● Positive effects of career lattice on employee development – Yellow Hat panel study

 ● Negative effects of career lattice on employee development – Black Hat Panel study

TO STUDY THE DIFFERENTIAL EFFECTS OF CAREER LADDER AND CAREER LATTICE:

Career ladder structure typically describes the talented employees moving up in vertical step-up method expecting higher 
levels of pay, skill-set improvement, innovation, participation and more responsibility or authority. Employee development 
in terms of pay, reward, skill-set, and attitude can be best described by career ladder structure in any industry. Career ladder 
structure is unidirectional and growth occurs over a period. Moreover, employees have to wait for their promotions in career 
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ladder, making them to think for other companies to get the higher designation level. Hence, retention of talented, skilled 
employees is difficult. Communication pathways are in a structured way only from top-down approach.

Career lattice structure provides opportunities for differential career pathways that gives movement not only to vertical 
structure like career ladder, but also in horizontal, vertical, diagonal pathways also. Career Lattice structure collaborates every 
department, uses participative style of management in virtual space. For example, call center agents operating remotely, feels 
they are engaged and productive, resulting in less turn over. Since career lattice is multi-directional, employees can choose 
different paths to learn new skill-sets, thereby get engaged, and recognized for their success rates. Communication pathways 
are not restricted like top-down approach of career ladder; instead it is like mutual help, team work and collaboration for team 
success.

Theoretical Knowledge base of participative management

Kim (2002) delineated participative management style that effects job satisfaction of employees. In his study, he 
described, about government agencies that are involved in strategic planning using participative management style. This style 
provides greater way for employee involvement, improving job standards, leading to satisfaction of employees and their self-
achievement. 

Fig 1 – Career Lattice – Enrichment/Exhaustion to Employees – Analysis

Source: Author’s viewpoint

2.1.2. Participative management and career ladder structure
Strategic management style transformed the traditional hierarchy-level, democratic style of management. This style of 
participative management created a new wide path for job satisfaction of employees. When employees are satisfied in their 
jobs, contribution and their development progress will help them to climb the ladder structure of any organization with ease.

Ooms, Werker & Hopp(2018) detailed a typical career path for professors in academics, the career ladder and designation 
level at each development. The study implied theacademics based on Edison research, wherein meeting the needs of society 
is the key ingredient. Mwanje(2010) in his case study, expressed the factors affecting the career path after training. Motivation 
has a significant relationship with the career improvement of employees. Rath, Mohanty,& Pradhan(2015) described the 
women managers’ career ladder path. Significant support structures for women managers for developing their career ladder 
in terms of skill-sets, competence and challenging work situations are analyzed.Benko & Anderson(2010)expressed a multi-
dimensional approach for creating new progressive pathways, also creating a participative style of management 
approach.Benko & Weisberg (2007) developed Mass Career Customization model based on current and future trends of 
business, aligning the employee’s current, personal interests with appropriate career pathways. This customized model 
generated several benefits over the former corporate ladder system, interms of greater employee productivity and reduced 
turnover. Employees are involved to design their own career paths, paving way for employers to build career maps matching 
employee’s interests and expectations. 
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2.2 Positive effects of Career Lattice on Employee Development – Yellow Hat panel study

2.2.1. Career Lattice - Astrategic avenue
Omnidirectional movement strategy and talent mobility technique is one of the strategic techniques employed by employers 
for successful employee development activities by reducing turnover rate. This option is given for employees in career lattice 
organizations. For an example, an employee from IT department can make transitions from his position to financial, legal 
and HR positions in the same company. The employee can gain an in-depth knowledge of coding skills, financial product 
knowledge, compensation policies etc., which makes an employee feel his/her ability of handling differential product lines.

2.2.2. Theories on Employee Development – Career choice options
Knowles, Swanson, & Robinson(2020) in his book cited the typical adult learning principles that leads to human development. 
The principles and practice of adult learning theorycan provide useful insights of employee development. Lucille(2015) 
describes the andragogy theory for executive development. Employee skill-set development, executive development, 
leadership skills development are very important for an organization’s success, hence developing an employee to get expertise 
in their skill-set will improve their own career path. When employees progress to improve their career, they feel they are more 
engaged, self-powered, achievable, self-confident, thereby contributing more to organization success.When employees learn 
differential skills, techno-social threats give opportunities to handle wider challenging areas.When employees are capable 
of handling differential skills, they can grow as leader of the industry handling different platforms of growth. Patton & 
McMahon(2006)published extensive articles on career development based on system theory framework.They depicted the 
individual psychological behaviors like physical attributes, gender, abilities, interest, skill level and influential factors like 
peer level interaction, employment market, geographical location, political decisions with respect to time.Andragogy theory, 
System theory framework can be referred as theoretical knowledge base, if used in practice, gives more useful insights related 
to employee behaviors, characteristics and development curves in any type of career structure.

Selecting appropriate career choice is very important in today’s changing employment market.In today’s employment 
market, people shift jobs frequently. As people shift their jobs frequently, for new jobs and roles, career lattice can be an option 
provided for employees for learning new skills and taking challenging roles, without changing companies. This way, employers 
can retain the talent heads.Gibson(2004) figured out that Career theories can have impact on Employee Development.He also 
analyzed that creating role models will have significant relationships that impacts motivation, inspiration, good learning 
path to understand their self-construct leading to career development. Osipow(2007) in his book, explained seven theories 
of career development namely Roe’s personality theory, Holland’s career typology theory, Ginzberg, Ginsburg, Axelrad and 
Herma theory, psychoanalytic conceptions theory, super’s developmental self-concept theory, social cognition career theory 
and personality theories. Roe’s personality theoryrevealscareer development based on parent’s involvement. Holland’s career 
typology theory states people of same personality type work together influencing work climate positively.Ginzberg, Ginsburg, 
Axelrad and Herma Theory, postulates psychologically, the widened career paths are dwindled to more specific career paths 
based on personal likes, interests, skills and abilities.Psychoanalytic conceptionstheoryencompassesunresolved need drives 
as a base for development. Super’s developmental self-concept theory states that employee’s self-concept changes over time. 
The social cognition career theoryaddresses issues of culture, gender, unexpected life events that influence career related 
choices and personality theoriesposesan effect on career development.

Career counselingsections (Mcmahon& Patton,2002) can be arranged for employees who prefer variety in work area.He 
discerned that career influential theories can be takenas a base, to provideappropriate career choice for employees. This type 
of maneuvering makes employee feel they are important for organizational development.Career shift strategy can be coped 
with a better understanding of organizational goals leading to employee development. For example, a person who develops a 
career based on Roe’s personality theory, shift of career choice can be an option with smooth transition in career lattice type 
organization. 

2.2.3. Career path mapping and Employee Development

Career maps lead the way for development of employees by providing appropriate career path options. In career maps, the 
options provided to employees are vast. Selection of career paths including traditional career ladder are career lattice, career 
sculpting etc. These are the options created for employees to excel in their career progression.
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2.2.4. Choices of career path – Traditional process and today’s varieties of career options
A choice of career in olden days depends on, parent’s career choice, job that gives socio-economic status and not based 
on interest level. For example if a person’s father is an engineer, he/she is forced to get into an engineering job. Career 
progression based on interest level is prevalent in today’s century that leads employees to take choices based on interest 
level. In today’s need of business change, career choices based on interest levels of employees will hold for a longer run.The 
different career path progression are dual career ladders, horizontal career path(one type of career lattice), accelerated and 
dialed down career paths, encore career paths etc., useful for employees to choose the right career path. When employees can 
choose their right career path, with the options provided to them from employers, employees’ needs are satisfied according to 
Maslow’s hierarchy of need theory.Career ladder structure or Career lattice structure of an organization has its own training 
and development activities. The theories like Andragogy theory for executive development, System theory framework, career 
development theories, discussed above, are useful for the organization to develop their training and development activities 
focusing more on employee development. Employers can focus more on employee development tools like career counseling 
sections, career path mapping, and providing choices of career path, making employees to step-up in the ladder or in Lattice 
way with easy transitions.

2.2.5. Organisation Sustainability and Career Lattice – Employee Development
Bauer(2012) discussed the threats of organization sustainability in case of greater turnover rate in a period of relatively high 
unemployment stage. Analyzed factors irrespective of good compensation are feeling of discomfort and isolation, lack of 
leadership guidance, no recognition for employee performance that leads to voluntary turnover of employees. This study 
suggests that employees have to be engaged (Bakker and Schaufeli, 2008) that can lead to satisfaction, reducing turnover 
rate,which contributes balance in social economy. 

Benko, Anderson, & Vickberg (2011) According to Deloitte insights article, employee engagement activities are more 
and collaborative in career lattice organization structures. The article depicted, more than 80% of employees are engaged, 
build careers, and work with goals and participation. When employees are engaged, in meaningful work conditions, career 
lattice structure is a great hit for employee development and reducing greater turnover rate of employees. Organisation 
Sustainability exists with greater engagement activities, participative style leading effective career lattice structural pathway 
for employee development.

Figure 2 –Career Lattice

Source:NASSCOM future skills survey 2019
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According to NASSCOM, career lattice pathway should be designed based on future demands, need and uncertainty 
analysis,because of the digital revolution that rules the business world. NASSCOM survey results displayed around 62% 
career paths are created and options are provided for employees. Agile career path shown in the diagram refers to experts of 
different fields working together.

Baruch(2004)in his paper scrutinized different alternatives of career models than traditional way of career progression.As 
environment and technology poses change, multiple avenues are needed to shape employees to professionals. 

2.2.6. Positive effects of Career Lattice on Employee Development - Yellow Hat panel study –CoRT Thinking tool – 
C&S(Consequence and Sequel) – Exploring future
Let us analyze career developments in banking industry, as techno-social needs are growing tremendously. As techno-social 
needs are increasing day-by-day, changing customer needs and automation can be well handled by career lattice type structure. 
According to Bank Governance Leadership Network, April 2018,theneed for a digital skill is around 62% which is greater 
than any industry.

Career Development in Banking Industry 
Shujaat, Sana, Aftab, & Ahmed(2013)projectedthe career development opportunities for the employees in private banks in 
Karachi. In this study for building employee’s career development activities, top level and middle-level managers jointly 
discussedthe options available in the company and employees’ need for development. Career development programs like 
mutual mentoring, training, counseling procedures for career development, personal development methods are analyzed. 

Walia & Bajaj(2012) described the HRM practices for employee retention. The important factors of consideration for 
employee retention are good climate, proper balance in work and family life, best compensation system, supervisor help 
by providing best pathways for employees, employers interference for career development options and prospects based on 
employee interests and organization goals. This research is conducted for the ICICI bank, AXIS bank, HDFC banks in 
Haryana state. In this research employees are highly satisfied with career development options, best peer-group management 
for career success. The above study gives us an idea that employee retention is very important for achieving organizational 
goals. Employee retention can be done by giving employees the best career development options within the organization so 
that turnover will not happen. Career latticestructure provides a great way for the employee’s varied interests and provides 
strength to achieve in different battles of technology.

Employer’s needs - Banking sector challenges and Career Lattice
Banking career has been a dream job for many aspirants. Lot of things have changed in the banking industry with newer 
technologies and outsourcing policies. From a monotonous desk job, banking jobs have become more interesting. Employees 
in banking sector have to uncoil their skill, upskill (Christuratnam, 2016)and reskill continuously for rapid change in 
technology. Talent can survive anywhere, and same is with the banking sector as well. Gone are the days where they hired 
commerce graduates or people with specific banking qualifications. With banking activities becoming part of life and many 
technological changes have made banking companies to look for people beyond the commerce stream. Employee these days 
want to know their career path and have pre-defined goals while starting their career. Employees should be ready to shift or 
switch job according to technological threats as some jobs may extinct and new jobs can be created, for example,most of the 
clerical jobs are at risk of extinct because of digital impact (Meena, Rathi, Ganesan, Parimalarani, 2020). 

Changes in technology are a rapid fire in today’s banking industry, as specific need is convenient banking for the customers. 
New emerging technologies like:

 ●  Artificial Intelligence and Machine Learning: Machines are programmed to think like humans to handle big and 
complex financial data structures in learning, problem-solving to provide useful outputs. Market basket Analysis is 
an example that uses machine learning technique.

 ●  Block Chain technology or Distributed Ledger Technology uses the cryptographic technique for distribution and 
fraud management. 

 ●  Robotic Process Automation technology used in banks for repetitive tasks. Example Digital wallet system.

 ●  Cyber Security needed to avoid the phishing, sniffing, cyber fraud issues for safeguarding digital wallet system. 
Technologies like OTP, Chip-based cards are issued for security.
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With these new technologies in banking sector, not only delights the customer with ease of operations and a high level 
of security, also delights the employer with high profitability in business decisions. But when we think about career lattice 
progression, techno-social challenges to be met. Career ladder will progress the employees in specific skilled path regarding 
employee’s high level of qualification and basic leadership skills to handle particular area. But when technology fires the specific 
job level, the capability of moving/handling a different job level should not be a technological/structural shock for the employees. 

When middle-level and top-level managers are expected to control different projects in a technology driven environment, 
career-lattice type provides a fruitful path of progression towards organization success and skills development. In career 
lattice organization, employee’s pathway is selected to be aware of in different areas of interest and departments, hence 
techno-social need variation will not impact the employees who work in career lattice type organizations. The main purpose 
of career development programs in an organization is to analyze employee needs and developing them according to their 
interests, making aware of company’s future goals and mission. Hence employees can be prepared for future technological 
developments (Wilhelm,1999)to improve themselves, contributing more to organization. The free access to career planning 
and development in multiple areas of interest levels can be best described in career lattice type organizations. 

According to McKinsey Global Institute report, in near future by 2030, automation makes a transition of jobs, hence new jobs will 
pop-up blowing off the old jobs. Re-skilling of employees can have smooth transition if employees take career lattice type pathway.

Negative effects of Career Lattice on Employee Development – Black Hat Panel study
Will career lattice path lead toemployee exhaustion?–This section deals with effects of lattice structure on employee 
development. When certain study says that career lattice lead to employee development, we can also analyze the pitfalls too.

CoRT (Cognitive Research Trust) – Thinking Tool applied – C&S – Exploring Future– Black Hat Panel study
When industries have to abide to the competitive edge, quick learners and adapters are needed for a change in organization 
structures/size, and economic challenges. Any new structures can have pitfalls and blind-spots. Hence, while analyzing the 
lattice type of structural construct, vulnerabilities that can impact this structure are: what are the blind-spots that lead to 
employee exhaustion? When lattice organizations paved way for employee development, will the stress factor come into picture? 
Professional and family life balance can be met or not in lattice type organizations? Role Ambiguity of employees and Role 
Conflict exist in career lattice type structure? Transitions to learn differential skill domains, will lead employees to exhaustion 
factors like burn out or turnover? How compensation systems and performance standards are tested in lattice type organizations?

Employee Performance and Stress – Exploring Lattice type structure
When there is a shift in employee performance, analysis should be taken into consideration to check the job factors, stress 
factors or any blind spots in thecareer lattice structure.
When employees dueto desire, moved to lattice type for enhancing new skill-set but non-performance in new venture will lead to stress. 
Bashir & Ramay(2010)spotted the reasons for the stress factor in banking industry. This study is done to check the relationship 
factors of stress in the job that hinders the job performance area. He studied that there is a negative correlation with respect to 
employee performance due to job related stress.

Effective Time-Management – Work –Life balance – Exploring Career Lattice structure - Analysis

Border theory portrays the stress levels of employees including workaholics and overworkers. Ifworkaholics and 
overworkersare associated in career-lattice structure, possible outcomes are employees can be a satisfier or dissatisfier, which 
can pose threat for this type of structure.

Guest (2002) analyzed border theory, (Clark, 2000) portray the effective work-life balance. The borders between work 
and home can be analyzed to check for work-life balance.

Peiperl & Jones(2001)analyzed workaholics’ concept of working long-hours as a satisfying factor as well as dissatisfying 
factor. He posed the perception of overworkers dissatisfaction at work, as overworkers are not sensing the actual cause of the 
problem out of their long working hours.

Role Ambiguity and Role Conflict- Exploring Lattice Type:-

Role expectations should be clearly defined for the employees to get proper alignment with supervisors and peers. In 
career lattice type, if Role Ambiguity exists, learning new platform will become difficult. If Role Overload, Inter-Role conflict, 
Intra-Role conflict exists in lattice type, collaboration effect for success will get collapsed.
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Jackson, & Schuler(1985),analyzed role theory and its theoretical calculations. They determined that role ambiguity 
and conflict will exist if the environment or organization climate is not good. Testing the entire role network will give useful 
insights of the impact factors for role ambiguity and role conflict.

Employee Exhaustion – Exploring Lattice type:-

Employee Exhaustion factors like peer-group association, burnout and turnover has to be taken care while constructing 
lattice-type organization.

Schnorpfeil, Noll, Wirtz, Schulze, Ehlert, Frey & Fischer(2002) explained the exhaustion scores about 30% for excessive 
work load, physical work environment, qualification, behavior aspect of fellow-mate and age. High support from co-workers 
has low exhaustion score. Relational factor for exhaustion is, high level of support from co-workers gives low exhaustion and 
vice versa. 

Moore(2000)explained turnover intention of workers leads to work exhaustion. Variables analyzed in this study are work 
overload, role ambiguity, conflict, poor autonomy and rewards. Exhaustion factor score is very high due toreduced manpower 
with more work load.

Schaufeli, Salanova, González-romá, V. et al. (2002)worked out with variables exhaustion, cynicism, professional 
efficacy, vigor, dedication and absorption. Study showcased that model is not fit for burn out and engagement. There is 
negative relationship to the engagement factor with respect to burnout factors (exhaustion and cynicism).

EXPLORED RESULTS AND DISCUSSION:

This study explored the differential effects of career ladder and career lattice. Career lattice type of organization is a benefit interms 
of enabling employees to gain movement across departments and functional areas and improve their capability to handle different 
roles. Work-life balance can be achieved if the roles are framed appropriately and flexible work hours in virtual environment can 
be an option in Lattice-type of organizations. Technological shocks/structural changes will lead employees with smooth transitions 
in lattice-type organizations. Employee engagement practices can be best handled with career-lattice type structure. Employee 
exhaustion factors are analyzed to cope up the new type of career-lattice structure.The factors that hinder employee development 
should be considered while building new structures. After implementing new structure, the outputs should be monitored frequently 
to test the effectiveness of the new structure.  Leadership skills can be developed with ease when you have networks in varied areas 
of job process, which can be best described by an example of a person, Ana Corrales, Vice President of global business operations.
She was deputed in various areas like operations, finance, customer service, sales thereby widening her skill in horizontal way 
different from vertical climbs. Hence, career lattice gives pathway to widen the employee skills to handle different functional units 
with ease of operations. Employee development activities based on career theories, system theory framework, career development 
and career counseling sections, career path mapping and choices makes employee feel they are valued. Types of career progression 
like horizontal career path which is one type of Lattice structure, accelerated and dialed down career path, encore career path, career 
sculpting, etc., are avenues given by employers for smooth career transition and career development. The differential career path 
promotes continuous professional development and learning process with togetherness. Career Lattice Organizational Structure is 
definitely a benefit for employees working in rapid changing environment; however feedback control systems should be installed, 
monitored frequently for structural blind spots, employee exhaustion factors, as discussed above. Banking sector challenges and 
digitization poses major changes in job roles, as discussed above;hence implementing career lattice structure is an advantage in 
banking industry. Few research studies suggested implementing career lattice structure in aneducation industry. 

FUTURE AREA OF RESEARCH

Wage structure analysis, administrative structure and policies, compensation benefits in career-lattice type structure can be 
analysed as future scope of study. How Information technology is having an impact on career dimensions can be analysed. 
Further, corporate social media can affect the growth and structure of career lattice, can also be analysed for future scope 
of research studies. Industry wise career growth, trend analysis of opportunities and threats in lattice type can be analysed. 
Career lattice structural fit can be analysed for different industries. Comparison of career lattice employed industries, and 
efficiencies can be analysed.
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INTRODUCTION

After sales service refers to various processes which make sure customers are satisfied with the products and services of the 
organization.

The needs and demands of the customers must be fulfilled for them to spread a positive word of mouth. In the current 
scenario, positive word of mouth plays an important role in promoting brands and products.

After sales service makes sure products and services meet or surpass the expectations of the customers.

After sales service includes various activities to find out whether the customer is happy with the products or not? After 
sales service is a crucial aspect of sales management and must not be ignored.

After sales service plays an important role in customer satisfaction and customer retention. It generates loyal customers.

Customers start believing in the brand and get associated with the organization for a longer duration. They speak well 
about the organization and its products.

A STUDY ON CUSTOMER SATISFACTION TOWARDS 
MARUTI SUZUKI

Thangaprakash R
PG Student, Department of Commerce, SRMIST

A customer service experience can change the entire perception a customer has of the organization. The importance of 
customer service may vary by product or service, industry and customer. The perception of success of such interactions will 
be dependent on employees “who can adjust themselves to the personality of the guest,” according to Micah Solomon. From 
the point of view of an overall sales process engineering effort, customer service plays an important role in an organization’s 
ability to generate income and revenue. From that perspective, customer service should be included as part of an overall 
approach to systematic improvement.

The primary objective is to study the customer satisfaction towards the Maruti Suzuki cars in Chennai. The secondary 
objectives are to know how many persons are willing to buy the Maruti Suzuki car products, to know the different criteria that 
the customer undertakes while purchasing and also the study will provide detail about the automobile sectors and the position 
of the company will be known.

This study can be applied to find out an effective distribution channel to enhance the sale of various products of Maruti 
Suzuki cars. From the present study we can know the market share of different products and accordingly formulate the 
strategy to enhance it. From the research analysis we can find, what attributes a customer prefers to have. The study can be 
used to design a proper product, price, place and promotional strategy for the market.

In order to try out the research programme, the researcher should know the basic problem. A competent researcher will not 
accept a research, until he understands the problem definition is the core of research process. As such it denotes the particular 
most important step to be performed. According to researchers viewpoint problem identification represents conversion of the 
management problem in to research problem.

In the case, the topic is to know the customer satisfaction towards Maruti Suzuki cars. What people think about it? The 
main problem is to know how many people are interested in purchasing the Maruti Suzuki cars vehicle.

ABSTRACT
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A satisfied and happy customer brings more individuals and eventually more revenues for the organization.
After sales service plays a pivotal role in strengthening the bond between the organization and customers.

AFTER SALES SERVICE TECHNIQUES

Sales Professionals need to stay in touch with the customers even after the deal. Never ignore their calls.
Call them once in a while to exchange pleasantries.

Give them the necessary support. Help them install, maintain or operate a particular product. Sales professionals selling 
laptops must ensure windows are configured in the system and customers are able to use net without any difficulty. Similarly 
organizations selling mobile sim cards must ensure the number is activated immediately once the customer submits his 
necessary documents.

Any product found broken or in a damaged condition must be exchanged immediately by the sales professional. Dont 
harass the customers. Listen to their grievances and make them feel comfortable.

Create a section in your organizations website where the customers can register their complaints. Every organization 
should have a toll free number where the customers can call and discuss their queries. The customer service officers should 
take a prompt action on the customers queries. The problems must be resolved immediately.

Take feedback of the products and services from the customers. Feedback helps the organization to know the customers 
better and incorporate the necessary changes for better customer satisfaction.

Ask the customers to sign Annual Maintenance Contract (AMC) with your organization. AMC is an agreement signed 
between the organization and the customer where the organization promises to provide after sales services to the second party 
for certain duration at nominal costs.

The exchange policies must be transparent and in favour of the customer. The customer who comes for an exchange 
should be given the same treatment as was given to him when he came for the first time. Speak to him properly and suggest 
him the best alternative.

Customer service is the provision of service to customers before, during and after a purchase. According to Turban et al. 
(2002) “Customer service is a series of activities designed to enhance the level of customer satisfaction  that is, the feeling 
that a product or service has met the customer expectation.”

The importance of customer service may vary by product or service, industry and customer. The perception of success of 
such interactions will be dependent on employees “who can adjust themselves to the personality of the guest,” according to 
Micah Solomon. From the point of view of an overall sales process engineering effort, customer service plays an important 
role in an organization’s ability to generate income and revenue. From that perspective, customer service should be included 
as part of an overall approach to systematic 

OBJECTIVES OF THE STUDY:-

PRIMARY OBJECTIVE:
To study the customer satisfaction towards the Maruti Suzuki cars in Chennai

SECONDARY OBJECTIVES 
To know how many persons are willing to buy the Maruti Suzuki car products
To know the different criteria that the customer undertakes while purchasing 
Through customer satisfaction, we can know the current position of Maruti Suzuki car in the market.
Also the study will provide detail about the automobile sectors and the position of the company will be known.
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REVIEW OF LITERATURE:

In service industries, customer satisfaction is always influenced by the quality of interactions between customers and the 
personnel involved in the contact services (1994). In the last decade, the movement towards quality had started to spread 
from the manufacturing sector to the service sector. The shift of focus to quality is basic for the service business to survive the 
competition, get acceptance from society, and be able to achieve its missions.

In principle, the two main things closely related to services are expected quality and experienced or perceived quality. The 
first is the customers› expectations of service quality and the latter is the customers› perceptions of service quality. The customers 
will always assess the services they experienced by comparing them with whatever they expected or wished to receive.

Services are behavioral rather than physical entities and have been described as deeds, performances or effort (1966); 
deeds, acts or performances, (1980); activities or processes (1991).  (1988) defined services as «that broad class of products 
characterized by intangibility, inseparability of production and consumption, difficulty of st

RESEARCH METHODOLOGY

Research is an organized inquiry designed and ried out to provide information for solving problems.
Fred Kerlinger.
Research is ful inquiry or examination to discover new information or relationships and to existing knowledge.
Francis Rammel.
RESEARCH COMPONENTS:-

 RESEARCH DESIGN:-

Research design is the plan for collecting the information related to the study. Research design explains the methods that are used 
for collecting the information. The research design will focus attention on the different methods that are used for collection of the 
data. Also it will help to solve the problem. Different forms of collecting the data will be tested in the research design.
In this case, survey method is used to collect the necessary data in the survey method, the personal interview is used to collect 
the information from the respondents, and questionnaires are used. The respondents are visited personally, and the detail 
information is collected related to the study. The question mainly focuses attention on the consumer behaviour to fulfil the 
objective of the study.

DATA COLLECTION METHOD:-

There are two types of methods used in data collection i.e secondary data & primary data.

(1) Primary Data
data are those, which are collected for the first time and they are original in character. The researcher he to study a particular 
problem collects there.
Questionnaire raying various questions regarding research method. Researchers personally visited to the consumer and ask 
the questions and sub questions to him and recorded the answer in the questionnaire.

(2) Secondary data :
Secondary data is data which has been collected by individuals or agencies for purposes other than those of our particular 
research study
Secondary data may be available which is entirely appropriate and wholly adequate to draw conclusions and answer the 
question or solve the problem. Sometimes primary data collection simply is not necessary.

SAMPLING PLAN:-
Sampling plan includes.
(A) Sampling unit
(B) Sample size
(C) Sampling method



460
Copyright ©2020 Authors

Proceedings

LIMITATION OF THE STUDY:-

Different people have a different thought process and different attitudes. As a result their manner of answering the questions 
of the study differs the answers received sometimes well while sometimes they were negative.
A census survey is not possible due to time period so I have selected sample survey

ANALYSIS & INTERPRETATION:-
TABLE NO:-1
Table showing the genders of the respondents

Men 85
Women 15
Total 100

ANALYSIS:
From the survey it was found that approximately 85% of the respondents are male, whereas 15% of the respondents are female.

FINDINGS:-
Based on the data gathered by administrating schedules to customer the following observations are made.

 ●  Maximum number of respondents has chosen Maruti Suzuki cars, as it is well suited for travelling both in rural and 
urban areas.

 ● The maximum number of people is very much satisfied with the overall performance of Maruti Suzuki cars.

SUGGESTIONS 
The study is aimed at analyzing customer satisfaction with sample of 100 members, which has helped in getting an overall 
view of customer satisfaction toward Maruti Suzuki cars considering different criteria.
So on the basis of the findings I can suggest the following:

 ●  Maruti Suzuki car Company has to implement good customer relationship management strategy that enhances 
customer satisfaction level.

CONCLUSION  
Maruti Suzuki car is one of the best companies because of its good environment. The experience in the organization was great 
because I have learnt many practical concept and came to know how actually an organization works.

REFERENCE 
[1] www.MARUTI SUZUKI CAR.com
[2] www.concordemotors.com
[3] www.MARUTI SUZUKI CARmotors.com
[4] http://en.wikipedia.org/wiki/MARUTI SUZUKI CAR_motors
[5] http://en.wikipedia.org/wiki/MARUTI SUZUKI CAR_group
[6] http://en.wikipedia.org/wiki/Indian_automobile_industry
[7] http://www.wale.com/research//MARUTI SUZUKI CAR 
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INTRODUCTION

The Internet of Things (IoT) has been the greatest facilitator for market transformations. Fintech is a game changing innovation. 
The payment banks have already become active competitors to the traditional banks in a big way and have attracted the attention of 
major players like Google and Amazon who have entered the fray. It is highly likely that traditional banking may well be replaced by 
these banks in the near future. Not only that Fintech may also put credit and debit cards out of business with digital payment systems. 
Hyper personalisation of data may be the next game changer because this may completely alter how businesses in equity markets are 
going to be carried out on a day to day basis. Investment advisory through machines may lead to informed decisions in stock picking 
and put an end to irrational exuberance triggered by greedy speculations. This may also enable big brokerages to concentrate on bid 
data to generate revenue because their brokerage income may almost eclipse in the years to come.

This study brings out the game changing effect of fin-tech on business landscape in an era marked by digital disruption. The 
study focused on 2 critical aspects of fin-tech that would transform businesses from the way they were run to a much higher 
pedestal both in terms of cutting-edge cost advantage and competitive positioning primarily the study elicited information on 
awareness about fin-tech and the perception of the respondents about the future of fintech in the digitised environment.

OBJECTIVES

 ● To trace and document the evolution of fin-tech as a business model.
 ● To determine the level of understanding of fin-tech and its utility.
 ● To analyse respondents’ perception of the future applications and potential of fin-tech.

THE CHANGING LANDSCAPE OF FIN-TECH IN THE 
DIGITAL ERA

K.M. Poornima
Research Scholar 
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SRM Institute of Science and Technology, Kattankulathur 
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The seamless integration of technology in every spectrum of finance is the result of innovation in both finance and technology. 
Starting with automation of accounting, enterprise resource planning, complete management information system and banking 
applications. Fin-tech has become all pervasive, in the new millennium the progress has been tremendous on account of the internet 
supremacy and dynamic evolution of Artificial Intelligence (AI) and Machine Learning (ML), Big Data, Mobile phone interface and 
robotic process automation have all taken fin-tech to the next level and there is a rapid change of landscape in this area.

This disruptive research aims to bring out the emerging four area in fin-tech that may derive businesses in the next decade. 
Using a combination of primary and secondary data the study identifies the emerging technologies and their applications in 
the field of finance including micro wealth management, hyper personification of big data and mobile phone interface.

The study reveals that fin-tech is a potential technology disrupter that may change the way people and institutions handle 
the function of finance.

Keywords: Fin-Tech, Artificial Intelligence, Machine Learning, Disruptive Technology, Changing landscape.
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METHODOLOGY

A well-structured questionnaire consisting of 3 parts is used to collect primary data for the purpose of the study. The first part 
is concerned with demographic data, the second part is designed to bring out the awareness of the respondents about fin-tech 
and the third part seeks information about the perception on fin-tech as a tool for enabling ease of banking, ease of investing, 
user friendly application and the possible shift in the domain of finance.

SAMPLING TECHNIQUE

Purposive judgement sampling is used to collect primary data through social media and the sample size is

Secondary data is collected from credible published sources such as websites journals and periodicals.
Both Parametric and Non-parametric statistical tools are used for the purpose of data analysis and interpretation. The analysis 
is made using SPSS Software. For conducting the parametric test Descriptive Statistics is used and for non- parametric 
Spearman’s Correlation Coefficient is used.

REVIEW OF LITERATURE

 ●  Fin Tech Innovation and the Disruption of the Global Financial System; Claudio Scardovi. (2016). Right now, 
progressively organized investigation of the flood of money related advancement— driven chiefly by digitization 
and new innovations—yet in addition by shadow banking players acting simply outside the limits of guidelines, 
is introduced as it applies and impacts on the business of budgetary administrations—with various potential 
disruptors acting over the worth chain and with an alternate arrangement of upper hands. Various potential scientific 
categorizations of rising champs are presented and a conversation is created on the potential procedures that could be 
received by officeholders—that could either fall casualty of the development, or receive a large portion of its rewards, 
grasping this wholeheartedly and considering additionally unions with new advanced players.

 ●  Fintech – already new fashion in finance, but what about the future? Ovidiu Dimbean-Creta. (2017). bitcoin, 
blockchain, fintech –it is well known the truth that among the main disciplines of the business education, there are 
several about soft skills and others about hard skills. finance was always among the later, because they are technical, 
they are not very easy, very accessible, being based on accounting and rules, principles, as well as on math models 
and algorithms, technical analysis and so.

 ●  Fintech: Ecosystem, business models, investment decisions, and challenges (2018): Yong- Jae Shin; This article 
presents a recorded perspective on fintech and talks about the biological system of the fintech division. We at that 
point talk about different fintech plans of action and

 ●  venture types. This article outlines the utilization of genuine choices for fintech venture choices. At long last, 
specialized and administrative difficulties for both fintech new businesses and customary money related organizations 
are talked about.

 ●  On the Fintech Revolution: Interpreting the Forces of Innovation, Disruption, and Transformation in Financial 
Services: Peter Gomberg, Robert. J. (2020)- The long-standing strength of driving firms that are not ready to make 
sense of how to successfully attach with the “Fintech Revolution” is in question. This article talks about: cryptographic 
forms of money, blockchain, and cross- outskirt installments; various developments that have influenced loaning 
and store administrations, shared (P2P) loaning, and online networking use; issues as for ventures, monetary 
markets, exchanging, chance administration, robo-warning and administrations affected by blockchain and fintech 
advancements.

 ●  A Vision For Fintech In 2020: The Future Looks Bright For BFSI Sector; Tanul Mishra (2020)- smart phones and 
internet are the 2 pillars for fintech 2020. As per Deloitte and CII’s vision 2020 report, India is fast becoming a digital 
economy with over a billion mobile phones, 330 million internet users and 240 million smart phone users. In the past 
3 years, Fintech start-ups working on Block chain have attracted venture capital funding of over $ 1.4 Billion.
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ANALYSIS AND INTERPRETATION

Distribution of respondents based on age

Table 1.1: AGE

Frequenc y Percent Valid Percent Cumulative Percent
Vali d 20-30 22 66.7 66.7 66.7

30-40 2 6.1 6.1 72.7
40-50 6 18.2 18.2 90.9
50-60 2 6.1 6.1 97.0
above
60

1 3.0 3.0 100.0

Total 33 100.0 100.0
The graph 1.1 shows that most of the respondents are from the age group of 20-30. Which indicates that the people are young 
and are born in the technology driven world. Around 66 percent of responders are millennials and 18 percent are from the age 
group of 40-50.
Distribution of respondents based on occupation

Table 1.2: OCCUPATION

Frequency Percent Valid Percent Cumulative Percent
Valid private 26 78.8 78.8 78.8

government 3 9.1 9.1 87.9
self employed 4 12.1 12.1 100.0
Total 33 100.0 100.0

Most of the respondents are employed under private sector which amounts to around 78 percent and another 12 percent are 
self-employed and only very few have government jobs.
Distribution of respondents based on annual income (in lakhs)

Table 1.4: Descriptive Statistics

Mean
Std.
Deviation N

understanding fin-tech as a seamless integration of finance with technology to facilitate 
ease of transactions.

4.33 .736 33

Fin-tech is highly useful in personal banking and mobile banking. 4.42 .867 33

fin-tech has considerably minimized hassles of banking. 4.18 .727 33

convenient for investing in mutual funds and stock market trading 3.88 1.053 33

fin-tech eliminates the multiple point KYC requirement to make financial transactions 
easy.

3.88 .893 33

Fin-tech is a user-friendly application for individuals. 4.06 .899 33

tool for reduction of transaction cost. 3.82 .917 33

Fin-tech may change the way banks function now. 4.03 .984 33

The digital platform is a great facilitator in taking fin-tech to the next level 4.27 .674 33

Fin-tech enabled payment banks may greatly dominate and reshape the banking industry 
in the next decade.

4.09 .879 33
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Fin-tech may be the catalyst for financial inclusion 3.82 .683 33

The ease of investing in various financial instruments may get a strong push through 
fin-tech

3.91 .723 33

rural penetration of financial products may be the new order due to fin-tech 3.85 .755 33

Fin-tech may be a tool for hyper personalizing and customizing investment products. 4.03 .637 33
Financial literacy and investment practices may get a great stimulus. 3.97 .770 33

INTERPRETATION
In this analysis of Descriptive statistics it is seen that the highest mean is 4.42 which indicates that fintech can be highly useful for 
personal banking and mobile banking. Which indicates that people prefer doing their banking business online rather than going 
directly to any bank. Another factor is that people think that fintech provides seamless integration of technology to facilitate ease 
of transaction. It further reduces the transaction cost. People find fintech as a good agent for easy transactions but they think that 
there are lesser chances on reduction cost. The mean for fintech as a tool for reduction of transaction cost is 3.82.

Table 1.5: CORRELATION STATISTICS

A B.. C. D E F. G H I J K L M N O

A 1 .800*
*

.526
**

.578*
*

.396* .535*
*

.648*
*

.633*
*

.504*
*

.628*
*

.560*
*

.470*
*

.431* .645*
*

.625*
*

.000 .002 .000 .022 .001 .000 .000 .003 .000 .001 .006 .012 .000 .000

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

B .800*
*

1 .469
**

.674*
*

.351* .567*
*

.611*
*

.680*
*

.330 .645*
*

.398* .363* .244 .599*
*

.488*
*

.000 .006 .000 .045 .001 .000 .000 .060 .000 .022 .038 .170 .000 .004

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

C .526*
*

.469*
*

1 .438* .276 .269 .426* .429* .214 .511*
*

.258 .270 .280 .325 .345*

.002 .006 .011 .120 .129 .013 .013 .231 .002 .148 .128 .115 .065 .049

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

D .578*
*

.674*
*

.438
*

1 .515*
*

.569*
*

.591*
*

.667*
*

.400* .620*
*

.446*
*

.436* .408* .658*
*

.535*
*

.000 .000 .011 .002 .001 .000 .000 .021 .000 .009 .011 .018 .000 .001

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

E .396* .351* .276 .515*
*

1 .282 .316 .609*
*

.524*
*

.373* .475*
*

.466*
*

.574*
*

.446*
*

.404*

.022 .045 .120 .002 .112 .073 .000 .002 .033 .005 .006 .000 .009 .020

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

F .535*
*

.567*
*

.269 .569*
*

.282 1 .620*
*

.351* .230 .546*
*

.222 .393* .290 .652*
*

.454*
*
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.001 .001 .129 .001 .112 .000 .045 .199 .001 .214 .024 .101 .000 .008

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

G .648*
*

.611*
*

.426
*

.591*
*

.316 .620*
*

1 .595*
*

.386* .680*
*

.595*
*

.493*
*

.546*
*

.652*
*

.700*
*

.000 .000 .013 .000 .073 .000 .000 .027 .000 .000 .004 .001 .000 .000

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

H .633*
*

.680*
*

.429
*

.667*
*

.609*
*

.351* .595*
*

1 .553*
*

.719*
*

.567*
*

.399* .427* .497*
*

.620*
*

.000 .000 .013 .000 .000 .045 .000 .001 .000 .001 .021 .013 .003 .000

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

I .504*
*

.330 .214 .400* .524*
*

.230 .386* .553*
*

1 .326 .519*
*

.694*
*

.391* .417* .618*
*

.003 .060 .231 .021 .002 .199 .027 .001 .064 .002 .000 .025 .016 .000

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

J .628*
*

.645*
*

.511
**

.620*
*

.373* .546*
*

.680*
*

.719*
*

.326 1 .497*
*

.456*
*

.445*
*

.609*
*

.558*
*

.000 .000 .002 .000 .033 .001 .000 .000 .064 .003 .008 .009 .000 .001

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

K .560*
*

.398* .258 .446*
*

.475*
*

.222 .595*
*

.567*
*

.519*
*

.497*
*

1 .662*
*

.673*
*

.588*
*

.703*
*

.001 .022 .148 .009 .005 .214 .000 .001 .002 .003 .000 .000 .000 .000

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

L .470*
*

.363* .270 .436* .466*
*

.393* .493*
*

.399* .694*
*

.456*
*

.662*
*

1 .432* .617*
*

.612*
*

.006 .038 .128 .011 .006 .024 .004 .021 .000 .008 .000 .012 .000 .000

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

M .431
*

.244 .28
0

.408
*

.574
**

.290 .546
**

.427
*

.391
*

.445
**

.673
**

.432
*

1 .660
**

.476
**

.012 .170 .11
5

.018 .000 .101 .001 .013 .025 .009 .000 .012 .000 .005

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

N .645
**

.599
**

.32
5

.658
**

.446
**

.652
**

.652
**

.497
**

.417
*

.609
**

.588
**

.617
**

.660
**

1 .512
**



466
Copyright ©2020 Authors

Proceedings

.000 .000 .06
5

.000 .009 .000 .000 .003 .016 .000 .000 .000 .000 .002

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

O .625
**

.488
**

.34
5*

.535
**

.404
*

.454
**

.700
**

.620
**

.618
**

.558
**

.703
**

.612
**

.476
**

.512
**

1

.000 .004 .04
9

.001 .020 .008 .000 .000 .000 .001 .000 .000 .005 .002

33 33 33 33 33 33 33 33 33 33 33 33 33 33 33

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Table 1.6: SIMPLIFICATION OF TABLE 1.5

A fin-tech to facilitate ease of transactions
B fin-tech useful in personal & mobile banking
C fin-tech has considerably minimized hassles of banking
D convenient for investing in mutual funds and stock market trading
E fin-tech eliminates the multiple point KYC requirement to financial transactions easy

F Fin-tech is a user friendly application for individuals
G a tool for reduction of transaction cost
H Fin-tech may change the way banks function now.
I The digital platform is a great facilitator in taking fin-tech to the next level
J Fin-tech enabled payment banks may greatly dominate and reshape the banking industry in the 

next decade.
K Fin-tech may be the catalyst for financial inclusion
L The ease of investing in various financial instruments may get a strong push through fin-

tech
M rural penetration of financial products may be the new order due to fin- tech
N Fin-tech may be a tool for hyper personalizing and customizing investment products.
O Financial literacy and investment practices may get a great stimulus.

INTERPRETATION
There is a strong relationship between fintech as a tool for ease of investing and its utility as a facilitator in personal and 
mobile banking. The correlation between these 2 are 0.8 which denotes a positive correlation between the variables. There 
is also a positive correlation between fintech to minimise the hassles of banking and fintech dominating and reshaping the 
banking industry in the next decade. The correlation between these two are 0.51 shows a positive correlation between the 
variables. The least correlated is the elements like rural penetration of financial instruments to get a strong push through 
fintech and fintech to be highly useful in mobile banking and personal banking.

FINDINGS

 ● A detailed analysis of data is carried out and the findings from the same are summarised below

 ●  People in the age group of between 20 and 40 exhibit the highest degree of awareness from the current sample this 
is particularly so in terms of their understanding of user-friendly application, ease of banking, hazzle free KYC and 
even ease of investing in mutual funds.
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 ●  People in the age group of 50 and above seem less aware of the aspects mentioned above but agree that mobile 
applications are easy to use compared to other forms of access.

 ● People with higher educational qualification are as open to use of fintech as people with lower levels of qualification.

 ●  Income is not significant in terms of a determinant for awareness and people at all income levels in the age bracket of 
20-40 are conversant with fin-tech.

 ● There is a general consensus across all demographic Stata that fin-tech may be a tool for reduction in transaction cost.

 ●  People in the age group of 20-40 believe that the digital transformation may lead to significant changes in the way 
banking is carried out.

 ●  They also believe that payment banks may take a dominating position and reshape the way banking is now carried 
out.

 ●  People in the age group of 50 and above are sceptical about financial inclusion through fin- tech and think that this 
may be a distant reality.

 ●  They also disagree that ease of investing is a salient feature of fin-tech and think that information security may be a 
strong deterrent.

 ●  People in the age group of 30-40 strongly believe that promotion of savings and investment and marketing of financial 
products and services may be greatly facilitated through fin-tech applications. They also think that this may act as a 
boost for BFSI.

 ●  People in the age group of above 50 are not sure about effectiveness of Fintech as a tool for rural penetration. Some 
of them commented that Fintech penetration may not be automatic because of rural digital infrastructure and may 
need more focused efforts.

 ●  People in the age group of 30 and 40 agree that Fintech may facilitate rural penetration on account of the increasing 
presence of smart phones in rural India.

 ●  There is a high degree consensus among respondents that Fintech may aid the process of hyper personalisation and 
customisation of financial products and services.

 ●  People in the age group of over 50 continue to remain cautious and are not sure about the potential of Fintech to hyper 
personalize customers.

 ●  There is a strong degree of acceptance among most of the respondents that Financial literacy is critical to rural 
penetration and Fintech may serve this purpose quite well.

 ●  They also believe that Fintech may mobilise rural household savings into organised channels of investment and 
facilitate investments in financial products.

 ●  People in the age group of over 50 are unsure about big data and mobile interface as effective tools on account of the 
general lack of comfort with use of technology.

However, the younger population (20-50) firmly believe that fintech may be the tool that will alter the business landscape with 
the aid of mobile interface and big data.

CONCLUSION

The study brings out the potential of Fintech as a game changer with the changing dynamics in banking and finance. Increasing 
awareness, acceptance and migration to Fintech aided applications as been the feature of the last 3 years and the study reveals 
that this may gather momentum in the near term. The young population both in Urban and Rural India are tech savvy and 
open to any form of change that brings about user friendly applications in Finance, Banking and Investments. This may 
considerably alter the business landscape particularly in the Finance industry. The digital transformation in India is believed 
to be a major catalyst and an enabler for Fintech revolution and this may well be the tool for inclusivity.
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INTRODUCTION

The use of social networking sites by consumers is continuously increasing. Among them,the use and popularity of Instagram, 
which was created in 2010, has increased rapidly, especially among young people. Specifically, Instagram allows users to 
share images and videos in both a public or private way, and other users can view, comment and click on the “like” button on 
them. It also gives its users the option to apply certain photo filters to the images they want to share. According to its website, 
it has recently reached 500 million users ( June 2016) and this number grows day to day. Furthermore, Instagram adoption 
among top brands is also continuously increasing (Shively, 2015), and this social networking site is trying to promote their 
participation since it offers new features that differentiate brands from their own users (MarketingNews, 2016).

It has been well recognized in marketing and consumer behaviour literature that eWOM, or the information consumers 
obtain from interpersonal sources, has stronger effects on consumer decision-making than traditional advertising techniques 
Influencers are content creators who accumulated a solid base of followers. Through blogging, vlogging or creating short-
form content (e.g. Instagram, Snap-Chat, Tiktok, etc.) they provide their followers an insight into their personal, everyday 
lives, their experiences and opinions. By involving influencers (e.g. by offering to test a product, organizing an exclusive 
event or simply paying them), brands aim to stimulate influencers to endorse their products and this way build up their image 
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Instagram has been one of the most trending social media platforms for consumers to gather information and base their 
purchasing decisions on. In the last decade, we saw the rise of bloggers on Instagram which led to the phenomenon called 
“Influencer-marketing”. These micro-celebrities turned out to be Opinion leaders, they were important sources of advice for 
their followers (potential customers). In this paper, we majorly focus on understanding how the users/followers are influenced 
by the role of the influencers in Product Endorsement and Online engagement resulting in purchase intention. The study 
suggests that the positive influence has an effect on the satisfaction as well as helps in building a trust between the customers 
and the brand through the mediator (influencer). The study tries to bridge the gap between Influencer marketing in relevance 
to opinion leadership and product endorsement’s effect on the user’s intention to buy the product.  The required Data (primary) 
was collected from 206 active Instagram users and was analyzed using the SPSS tool. The findings can help managers to 
understand consumer’s behavioral intentions on Instagram and note the relevant role in creating an experience by focusing on 
endorsement and engagement between the followers and the influencer.  
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among influencers’ often huge base of followers, a practice that is called influencer marketing. Influencer marketing consists 
of identifying and targeting influential users and stimulate them to endorse a brand or specific products through their social 
media activities. We focus on three main factors that are derived of Influencer marketing to base the purchasing intention of 
the users namely Opinion leadership, Online engagement and Product endorsement.

While it is known that influencers receive compensation for their endorsement, they are able to remain a trusted and 
authentic source to their followers. The application of a product into a real life entices their followers to view the product 
favourably, since it is used by someone they admire, trust, and can relate to. Influencers go through a contract negotiation 
process and treated as creative talent by theadvertisers.

The aim of this study is to examine the influence of micro-celebrities on consumers’ user experience which eventually 
results in purchase intentions. 

OBJECTIVES

 ●  To determine the growing influence of Instagram micro-celebrities on user experience and explore the contingents of 
Influencer marketing on Instagram.

 ●  To understand the impact of a micro-celebrity’s opinion leadership, product endorsement and online engagement on 
the user’s purchase intention.

RATIONALE OF THE STUDY

The present study attempts to extend the understanding of Influencer marketing, the rise of micro-celebrities, the antecedents 
affecting Instagram user experiences and their purchase intentions based on the same. Influencer marketing is proving to 
be successful and will continue to grow in popularity and the practical implications of this paper attempts on how to best 
accomplish different approaches of promoting their brand using Instagram and the micro-celebrities. This can be incorporated 
by integrating social media and public relations to strongly link the customers and the brand reputation. 

LITERATURE REVIEW

Influencer marketing
According to Nielsen, 92% of consumers believe recommendations from friends andfamily over all forms of advertising 
(Whitler 2014). According to a joint study by Twitter and analytics firm Annalect, 56% of users surveyed said they rely on 
recommendations from friends, while 49% said they rely on influencers (Swant 2016). This spike in popularity of influencer 
marketing is attributed to the favourable results advertisers are seeing. A joint research study found that influencer marketing has 
the ability to trigger 11 times more return on investment than other forms oftraditional advertising annually (Kirkpatrick 2016).

Opinion leadership
One of the major challenges for brands is to identify and select these so-called influencerswho may have a strong impact on 
their target audience and influence them to try and adopt new products and help diffuse them in their social network through 
their posts (Momtaz, Aghaie, and Alizadeh 2011; Pophal 2016). Whereas the commercial use of influencers is a growing 
global marketing phenomenon due to their capacity to shape purchase decisions, little is known about how the endorsements 
they produce on social media platforms in exchange for payment or sponsored products and services affect attitudes towards 
the brands or products they endorse. Abidin (2015, 2016). 

Product endorsement
Using social media to an increasing degree, consumers seek to researchgoods and services but also feel engaged with the 
brands they use and with other consumers (Hanna, Rohm & Crittenden, 2011). That is why companies have recognized 
the impact of social media on their brands and their communication strategies. Through this tool, it is possible to create 
relationships and interactions in the market that guide the consumption of products and the identification of consumers with 
specific enterprises (Booth & Matic, 2011).
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Online engagement
Consumer engagement has received increasing attention in marketing studies and has been regarded as an essential research 
priority (Dessart, Veloutsou& Morgan-Thomas, 2015). This term has acquired different meanings over the years and in this 
article is understood as a multidimensional construct involving a cognitive, affective and behavioral commitment to an active 
relationship between a consumer and a brand (Hollebeek& Chen, 2014).These platforms are highly interactive and enable 
people to communicate, collaborate, and share content with a global audience characterized by almost immediate response 
times (Cvijikj& Michahelles, 2013; Power, 2014).

User experience
Companies are adopting diversified strategies to engage consumers, such as geomarketing, multilevel 
marketing, and guerrilla marketing, among others, but none of these tactics has proven to be as efficient 
as marketing recommendations, known as word of mouth. Nothing can be more compelling than receiving 
input from people who comment, naturally or almost naturally, ontheir personal experiences with particular 
products; this represents a new challenge for companies and brands to deliver.

Purchase intention
According to Shah et al. on purchase intention is something similar to decision making, where it represents consumers who 
have the possibility, will, and plan or willing to buy a certain brand. Explained purchase intentions as a part of the components 
of consumer behaviour as an attitude on consumers’ product or service. According to Abzari, et al. as quoted purchase 
intention identified with following indicators: Transactional: Someone’s tendency to purchase the offered item or service.

 ● Refractive: A person’s tendency to refer products or services with others.

 ●  Preferential: An interest that defines someone who has a main preference between another product and service’s 
conduct. This preference can only be substituted if something occurs with the product or service.

 ●  Explorative: An interest that defines the conduct of someone interested in seeking product or service information that 
they are interested in.

Theoretical framework and Hypothesis development
The proposed model is based on Perceived enjoyment is referred to the degree of fun that can be derived from using the 
system (Van der Heijden, 2004) and, in the context of social networking sites, spending their free time as well as relaxing or 
escaping from boredom are some of the main motivations of users while interacting on them (Lee and Ma, 2012). As a result, 
they obtain enjoyment and pleasure from their experience. With the aim of making their users enjoy, an account has to offer 
interesting interactive, customized and multimedia information (Seol et al., 2016). The theory of planned behaviour (Ajzen, 
1991) states that intentions are the principalprecedent of actual behaviours since intentions reflect the willingness of a person 
to behave ina particular way. The proposed model is based on the Theory of Planned Behavior (TPB) and Theory of Reasoned 
Action (TRA).

The research model will enable marketers and researchers to understand how online engagement, endorsement and 
opinion leadership contributes to user experience and buyer’s perspective influenced by micro-celebrities on Instagram, in 
regard to Instagram users.

RESEARCH MODEL

According to the IS continuance model (Bhattacherjee, 2001), perceived usefulness influences positively the feeling of 
satisfaction toward a particular system. Focusing on social networking sites, Shi et al. (2010) note that, in the context of 
Instagram, users can get a feeling of satisfaction when they find out interesting information about a topic, as well as trends, 
news, publications and discussions held about that on a social networking site. Additionally, if a user is satisfied with an 
Instagram account, it is expected that he/she feels more willing to follow that account in the future as the results obtained 
from it serves, at least, to confirm previous expectations, as noted by the Expectation-Confirmation theory (Oliver, 1980). 
Finally, users’ satisfaction level with an official brand community of Instagram could be an antecedent of their intention to 
recommend that account. This is because, in essence, if the content that is uploaded in that account exceeds expectations that 
the user has previously formed, it is likely to develop a greater willingness to tell the experience to other users of their inner 
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circle. In addition, the factors contributing to User experience are Opinion leadership, by an active media user who interprets 
the meaning of media messages or content for lower-end media users. Typically the opinion leader is held in high esteem 
by those who accept their opinions and Product endorsement on media portrays a trust factor to the brands which eventually 
results in Buyer’s intention to purchase. 

Figure 1: Proposed model of the study.
The following are the formulated hypothesis based on the proposed model of the study:

H1a: There does not exist a significant relationship between Opinion leadership and User experience.
H1b: There exists a significant relationship between Opinion leadership and User experience.
H2a:There does not exist a significant relationship between Product Endorsement and User experience.
H2b:There exists a significant relationship between Product Endorsement and User experience.
H3a:There does not exist a significant relationship between Online engagement and User experience.
H3b:There exists a significant relationship between Online engagement and User experience.
H4a: There does not exist a significant relationship between User experience and Purchase Intention.
H4b:There exists a significant relationship between User experience and Purchase Intention.

RESEARCH METHODOLOGY

To confirm the antecedents contributing to User’s purchase intention on Instagram, primary data was collected from the 
respondents by circulating the adapted Likert scale questionnaire, which satisfies the prerequisite as discussed by Hair et al. 
(2006).

MEASUREMENT ASSESSMENT

The  Responses that were collected for each variable were based on a Likert scale from 1 to 5 where; 1 represents Strongly 
Disagree, 2 represents Disagree, 3 represents Neutral, 4 represents Agree and 5 represents Strongly Agree. 

Sample framing
The purpose of the study is to check the impact of Online engagement, Opinion leadership and Product endorsement by 
micro-celebrities on User-experience resulting in purchase intention. For this purpose, the questionnaire was structured based 
on factors associated to Influencer marketing on Instagram and in relevance to online shopping and blogger following.
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Data source
The primary data was collected in a week’s time by circulation of a Google survey form through various means like Whatsapp, 
Facebook and Instagram. A total of 206 respondents was the sample size. The data was collected by Convenience sampling 
and the respondents had a fair idea about Instagram and online shopping.

Data analysis tools
The collected data was further analysed by applying different statistical tools. The first test run was Reliability analysis 
which is used in order to generate Cronbach’s Alpha value and frequency analysis was used in order to calculate the Mean of 
the demographics. The tool used for Descriptive Analysis was IBM SPSS STATISTICS 25.0. The next test run on the data 
was a Sample Adequecy test commonly known as Kaiser-Meyer-Olkin (KMO) and Bartlett’s test since the sample size was 
206. Confirmatory factor analysis is then performed in order to determine the quality of data that is to be used for Factor 
Analysis. Hypotheses testing using Regression is performed. ANOVA is performed to understand the relationship between a 
categorical data and scale variables. Regression is performed to predict the value of a dependent variable based on the value 
of an independent variable.

Data Analysis and Results

Demographic profile
Beginning with the data analysis, we started out with the demographics of the study. The below table gives us the demographic 
profile of the respondents. The total number of respondents were 206. Majority of the respondents are students pursuing their 
post-graduate studies and a few working professionals.

Table1 is the representation of the  Kaiser-Meyer-Olkin Measure of Sampling Adequacy which is a statistic that indicates 
the proportion of variance in the variables that may be caused by the underlying factors. Since the sample size of the present 
study is 206, this particular test has been run to confirm if it is adequate enough for further analysis. The table shows the 
value obtained for KMO and Bartlett’s Test  is 0.826 which is more than 0.50. Therefore the data collected is adequate for the 
structure detection and for further analysis.

Table1: KMO and Bartlett’s test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .826

Bartlett’s Test of Sphericity Approx. Chi-Square 424.256

df 10

Sig. .000

Regression Analysis:
Regression analysis is a statistical tool used to measure the relationship between a dependent variable and an independent 
variable. Regression analysis was conducted on all the variables specified according to the hypothesis. 
The stated hypothesis are:
H1a: There does not exist a significant relationship between Opinion leadership and User experience.
H1b: There exists a significant relationship between Opinion leadership and User experience.
H2a:There does not exist a significant relationship between Product Endorsement and User experience.
H2b:There exists a significant relationship between Product Endorsement and User experience.
H3a:There does not exist a significant relationship between Online engagement and User experience.
H3b:There exists a significant relationship between Online engagement and User experience.
H4a: There does not exist a significant relationship between User experience and Purchase Intention.
H4b:There exists a significant relationship between User experience and Purchase Intention.
We reject the Null Hypothesis if the value of Significance is less than 0.05 and accept the Alternate hypothesis.
The variables in the table are as follows:
OL- Opinion leadership, PE- Product endorsement, OE- Online Engagement, UE- User experience, PI- Purchase intention
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Table 2: Regression analysis

Regression Analysis

Hypothesis Relation
Unstandardized 
B R square Significance

Decision on null 
hypothesis

H1 OL---->UE 0.302 0.418 0.000 Reject null
H2 PE---->UE 0.028 0.418 0.709 Do not reject null
H3 OE---->UE 0.376 0.418 0.000 Reject null
H4 UE---->PI 0.545 0.176 0.000 Reject null

Constant 1 = 0.924

Constant 2 = 0.874

The 4 Hypothesis are tested using Regression analysis, using the significance value from the test, we examine null 
hypothesis. P-value from the ANOVA table is 0.000 which is lesser than the significance 5% and this leads us to fail to accept 
the alternate hypothesis and say that there exists a significant impact of the Opinion leadership and Online engagement on 
User experience, along with a significant impact by User Experience on Purchase intention.

From the above Table 5, we examine that the adjusted R square value of was 0.418 this means 41.8 % of Opinion 
leadership, Product Endorsement and Online engagement when underwent the regression analysis can explain all the three 
dimensions are significantly impacting the User experience.In addition, 0.176, i.e 17.6% of User experience significantly 
impacts Purchase Intention of the Instagram users.

The regression equation are based upon the Unstandardized Beta values

User experience=β1 O.L +β2 P.E +β3 O.E + Constant

Therefore, User experience = 0.302 O.L + 0.028  P.E + 0.376 O.E + 0.924

Purchase intention = β U.E + Constant

Therefore, Purchase intention = 0.545 U.E + 0.874

Results

From the above conducted tests, the hypothesis that are accepted are as follows:

H1b: There exists a significant relationship between Opinion leadership and User experience.

H2a:There does not exist a significant relationship between Product Endorsement and User experience.

H3b:There exists a significant relationship between Online engagement and User experience.

H4b:There exists a significant relationship between User experience and Purchase Intention.

According to the results, regarding the antecedents of User Experience on Instagram, Opinion leadership and Online 
engagement contribute a major chunk of User experience, while the User experience in whole is significantly related to the 
Purchase intention of the customer.

DISCUSSIONS

In order to better understand the background of what leads to Purchase intention on Instagram, the study used Regression 
analysis after running Reliability tests and Sample Adequacy test on the collected primary data.

First, satisfaction with a micro-celebrity’s official Instagram account is determined by bothPerceived information(opinion 
leadership) and engagement(online engagement). Therefore, users will be satisfied while using Instagram when they receive 
information that is fun but also provide them a high degree of usefulness about a topic of their interest. This result is consistent 
with previous findings in other social networking sites. (Casaló et al., 2011b) and enjoyment (Basak and Calisir, 2015).
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Second, purchase behaviour is also significantly related to both intention to follow and intentionto recommend an 
Instagram account. In the context of new technologies, behavioral

intentions have been traditionally validated as consequences of satisfaction (e.g. Bhattacherjee, 2001; Casaló et al., 2011b), 
so that our results seem to be coherent with previous literature.These effects are significant and positive in all cases, although 
the influence of user-experience is slightly higher. In a nutshell, we could consider that the twofold opinion leadership-online 
engagement used inthis research to explain both intention to follow and recommend an Instagram account denoting user-
experience is suitable to understand these consumers’ behavioral intention on Instagram.

MANAGERIAL IMPLICATIONS

Findings of this study also suggest relevant information for management. Photos andvideos which are shared on Instagram 
generate more engagement compared to the rest of social networking sites (Elliot, 2014) and, therefore, it is important for 
companies to know the antecedents of users’ satisfaction, intention to follow and recommend an account on Instagram. 
Managing Instagram well can lead to strengthen ties with followers and improve the overall perception of a brand in customers’ 
mind. Instagram could help brands to attain the attention of followers through its content, based on the publication of photos 
and short videos with a strong visual and creative nature.

The more a user feels satisfied with the content uploaded, themore he/she will be inclined to follow that account, so it 
is valuable trying to generate this feeling among followers. Similarly, if users feel satisfied with the content uploaded in a 
brand community, they will tend to recommend it to others too. Therefore, managers could try to develop this feeling among 
consumers by replying to comments from their followers, or taking note of the ideas or suggestions realized through this 
social networking site, so consumers may feel that the company takes into account their needs.

In addition, according to our results, Online engagement is a strongest antecedent of user-experience with a brand 
being endorsed by a micro-celebrity, so companies should focus on sharingcontent related to the useful benefits by heavy 
involvement of the person so that it could generate a trust consumers between the brand and the consumers.

Finally, user-experience has been also related to the intention to purchase, which suggests that uploading useful content 
may be also beneficial in order to promote the brand among consumers via word-of-mouth. Therefore, not only consumers 
may be satisfied if the content published by the micro-celebrity is useful, but they could also promote the account to other 
consumers.

LIMITATIONS AND CONCLUSIONS

Despite the interesting results found, this research has some limitations that could providefruitful future research lines. This 
study’s first limitation is that respondents were convenient samples, there was no prior set requirement about Instagram usage 
frequency, and they followed various other types of accounts not necessarily influencers or micro-celebrities. Secondly, this 
paper was focused on finding if only 3 of the major antecedents of Influencer marketing affected the Purchase intention of the 
Instagram users, further studies can be conducted on various other variables such as likes and comments, recommendations, 
hedonic features, etc. Due to limited time and budget, the nature of research was basic in nature.

Instagram is a recently established social networking site whose main feature is its visualcharacter. Its relevance is 
based on the fact that the number of interactions with brands in relation with the number of followers is greater on this social 
networking site than on the rest (Elliot, 2014). Our purpose was to understand the main antecedents of user experience on 
Instagram, facilitated by an influencer to recommend a specific brand. Results indicate that both opinion leadership and online 
engagement by the micro-celebrity are related to satisfaction of the user, which in turn has a direct and positive effect on the 
buying behaviour of the customer. This approach is a suitable framework for understanding the customer’s satisfaction and 
behavioural intentions on the brand communities endorsed by bloggers/influencers. This could serve to stimulate customers 
to positively purchase the brands that the people they follow endorse or recommend.
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INTRODUCTION

“The Capital Asset Pricing Model (CAPM) is one of the best known asset pricing models in Investment and Portfolio 
management. This model was developed by Jack Treynor (1961), William Sharpe (1964), John Lintner (1965) and Jan 
Mossin (1965) independently. The model states that there is a liner relationship required rate of return and stock’s beta value 
i.eunverifiable or systematic risk.However the model is bvased on the following assumptions

 ● Individual buyer or seller cannot affect the price of the stock.

 ● Investor decision making is based on expected returns, standard deviations and covariance of securities.

 ● Investors’ expectations are homogeneous in nature.

 ● Free lending and borrowing is allowed under risk free conditions.

 ● Risk free rate of return will be offered by treasury bills or government securities.

 ● There is no transaction cost, personal income tax and assets are infinitely divisible.

 ● Unlimited quantum of short sales is allowed. 
The expected return is calculated as follows

Ri = Rf + Bi(Rm-Rf)”(Pandian, 2013)
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The above formula is elaborated in research methodology section. 

“The CAPM and efficient frontier principles can also be used by an investor to measure their portfolio or individual stock 
performance relative to the rest of the market.In order to revaluate how their portfolio is structured and will holdings might 
not be on the SML, the investor may use this observation. This could explain why the portfolio of the investor is located to 
the right of the CML. If it is possible to recognize holdings that are either weighing on returns or have unfairly increased the 
risk of the portfolio, the investor may make adjustments to maximize returns.”(Kenton, 2020)

“The Fast Moving Consumer Goods (FMCG) market is the fourth largest sector in the Indian economy, with 50 percent of 
FMCG sales in India accounted for by household and personal care. Increasing market awareness, easier access, and changing 
lifestyles have been the main growth drivers for this sector. Over the last decade, the FMCG sector has developed at a CAGR 
of 11 percent and is projected to expand over the next 5 years at a CAGR of about 14-16 percent.”(Sharma, 2019)

REVIEW OF LITERATURE

(Altenberger et al., 2018)“conducted empirical research on the pricing model of capital assets. Their study is based on the 
returns of three stocks, the S&P 500 index reflecting the market, and the LIBOR as a risk-free interest rate proxy. Kellogg 
Corporation, KB Financial Group Inc. and Kate Spade & Company were the three companies selected in this paper, all 
representing fictional market in combination. They concluded that looking at as many statistics and patterns as possible can 
always be wise, because, obviously, information is better than no information. They further added that one cannot exceed the 
market continuously collects more data, but relative to others, one can gain an advantage.”

(Bajpai & Sharma, 2015)“focused on empirical testing of the Indian stock market ‘s Capital Asset Pricing Model ( 
CAPM). The analysis covered 10-year period from January 2004 to December 2013 and the data are daily data for January 
2004 to December 2013 for 10 years. The findings show that CAPM in the Indian equity market is very critical and the model 
built in this study performs better than the conventional model.”

(Harshita et al., 2015)we test and compare the performance of three asset pricing models – the Capital Asset Pricing 
Model, the three factor model of Fama and French (1993“assessed the output of three asset pricing models, the Capital Asset 
Pricing Model, the Fama and French (1993) three-factor model, was evaluated and compared in their research report. Asset 
pricing models are attempts to describe the relationship between returns and risks. The analysis is focused on the success of 
three asset pricing models on the Indian stock market (an emerging economy), the Capital Asset Pricing Model, the Fama 
and French (1993) three-factor model, and the Fama and French (2015) five-factor model. The research is focused on the 
CNX 500 constituent companies and spans a 15-year period from October 1999 to September 2014. Models are evaluated on 
portfolios based on four corporate features: market capitalization, book-to - market equity ratio, profitability and profitability 
and Investment. In all cases, they found that the three-factor approach works better than the Capital Asset Pricing Model. The 
five factor model performs better for portfolios built on investment than the other models. However, except for cases in which 
investment portfolios are created, a more parsimonious model is the four-factor model.”

(Hussain & Islam, 2017)” in their research, using Fama and McBeth (1973) two step method, tested the validity of CAPM 
in India on the stocks listed on the National Stock Exchange. They concluded that CAPM is not a reliable test to clarify the 
risk-return characteristics of assets listed on the National Stock Exchange over the sample period and their findings indicated 
the absence of any meaningful relationship between beta and risk premiums.”

(Ninan et al., 2018)“conducted exploratory research that sheds light on the evolution of the Capital Asset Pricing Model, 
conclusions, extensions, criticisms and practical implications. They observed that the decision-making process of investors 
has been transformed, strengthened and updated. CAPM is now known as the cornerstone of the theory of financial market 
prices and concluded that people build a capital market that is more effective.They further opinioned that CAPM is also 
commonly used today to measure the performance of portfolios and to estimate the cost of equity for businesses.”

(Paul & Asarebea, 2013)tested, and paradoxically both generally accepted and rejected model of asset pricing. From 
its beginning (1964“focused on deflecting the pricing model of capital assets of Indian companies listed in NSE India. For 
this purpose, they collected monthly data from the ‘National Stock Exchange’ (NSE) of Indian companies for the 2005 to 
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2009 period. For several of the Indian securities during the sample period, there is an equity risk premium. In general, they 
concluded that the CAPM model could clarify the risk-return relationship in the Indian stock market satisfactorily.”

(Rossi, 2016)1964; Lintner, 1965“explained the main ideas of the CAPM, the history of empirical work on the CAPM 
and the consequences of this work on the shortcomings of the CAPM in their paper. Their analysis of the literature shows that 
the original version of the CAPM (Sharpe-Lintner CAPM) is insufficient to clarify the tradeoff between risk and return and 
the role that market risk plays in assessing the excess returns of stocks.”

(Satyaprasad & H, 2018)“analysed whether various sector companies have been able to generate value for their 
shareholders and quantify company performance by applying the latest corporate performance measure EVA in accordance 
with the CAPM model of selected stocks of companies in the banking, IT, and automotive sectors. The author found that the 
standard performance appraisal method, i.e. adjusted net operating profit, indicates the company’s healthy financial condition.n 
addition, it was also examined that EVA is among the most A significant performance appraisal instrument that illustrates the 
business unit ‘s real and equal financial status.”

STATEMENT OF THE PROBLEM

Asset pricing models play a major role in understanding the behaviour of financial markets. They served as a best means to 
understand how returns from the stock or portfolio will vary according to different degrees of risks and uncertainty. Capital 
asset pricing model is one of the significant portfolio models that helps in predicting the expected return of a stock or portfolio. 
Capital asset pricing model is tested empirically in different time period in different financial markets. With uncertainty going 
on, there is a need to test suitability of capital asset pricing model. Hence this research study is carried out.

OBJECTIVES OF THE STUDY

The objectives of the study were as follows
 ● To compute the capital asset pricing model estimates for stocks.\

 ● To compare average return and expected returns.

 ● To explain the reasons for variability of return and offer suggestions thereon. 

RESEARCH METHODLOGY

The data required for the study is collected with the help of secondary sources. The 10 year Indian Government Bond yields 
is taken as a proxy for risk free rate. The Data is based on monthly returns for the period 1st January 2015 –1st October 2020. 
The stocks considered for the study were Hindustan Unilever, ITC Limited and Nestle Limited. The BSE stock returns data 
have been used. The capital asset pricing model estimates with the help of the following formulas

Where ERi = Expected Return of the stock ‘I’

Rf = Risk free rate of return

Βi = Slope of the beta of stock i

Rm = Market Return

Stock Return = (Current Month – Previous Month)/Previous month * 100 

Average Return = Sum of all returns/ Total no of months 
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SIGNIFCANCE OF THE STUDY

This study will benefit investment analyst and researchers of finance. The results of the study will provide a preliminary basis 
for researchers in finance to test the capital asset pricing model in Indian conditions. This will enable them to understand the 
volatility of the stocks and their corresponding behaviour. Investment Analyst can understand how market return, risk free 
return and beta varies indefinitely for different periods. Further the study will also enable them to test whether any linear 
relationship exist between systematic risks and expected returns. 

LIMITATIONS OF THE STUDY

The following are the limitations of this study
 ● The beta of individual stocks are unstable. Hence past betas are not good estimators of future risk.

 ●  The study is based on historical data. These historical data have their own limitations which will confirm to this study 
as well.

RESULTS AND DISCUSSION

Table 1 showing Monthly Return of Market, FMCG Companies and Risk free rates

Date Adj Close

Market 

Return Rf

Adj Close (Hindustan 

Unilever)

Stock 

Return

Adj Close (ITC 

Limited)

Stock 

Return

Adj Close 

(Nestle)

Stock 

Return

01-01-2015 29182.94922   703.704712  209.304535  6656.386719  

01-02-2015 29220.11914 0.13% 2.65% 805.063782 14.40% 223.614029 6.84% 6403.288086 -3.80%

01-03-2015 27957.49023 -4.32% 0.68% 792.444885 -1.57% 184.802917 -17.36% 6326.912109 -1.19%

01-04-2015 27011.31055 -3.38% -3.97% 787.497375 -0.62% 293.089203 58.60% 5997.89209 -5.20%

01-05-2015 27828.43945 3.03% 0.87% 780.552429 -0.88% 278.311279 -5.04% 6249.624023 4.20%

01-06-2015 27780.83008 -0.17% 2.12% 831.981018 6.59% 268.345673 -3.58% 5805.246094 -7.11%

01-07-2015 28114.56055 1.20% 1.61% 844.980957 1.56% 190.83905 -28.88% 5802.867676 -0.04%

01-08-2015 26283.08984 -6.51% 0.46% 790.349121 -6.47% 190.312546 -0.28% 5467.168457 -5.79%

01-09-2015 26154.83008 -0.49% 3.80% 746.129944 -5.59% 192.418671 1.11% 5809.545898 6.26%

01-10-2015 26656.83008 1.92% 3.58% 735.350403 -1.44% 311.312317 61.79% 5653.246582 -2.69%

01-11-2015 26145.66992 -1.92% -0.68% 748.800964 1.83% 200.784378 -35.50% 5372.52832 -4.97%

01-12-2015 26117.53906 -0.11% -1.43% 797.737305 6.54% 191.657822 -4.55% 5328.112305 -0.83%

01-01-2016 24870.68945 -4.77% 2.83% 755.69281 -5.27% 186.919022 -2.47% 5036.966797 -5.46%

01-02-2016 23002 -7.51% 0.78% 767.62616 1.58% 173.05368 -7.42% 4598.22998 -8.71%

01-03-2016 25341.85938 10.17% -2.08% 804.351624 4.78% 191.921097 10.90% 5292.320313 15.09%

01-04-2016 25606.61914 1.04% -2.85% 801.715271 -0.33% 190.01944 -0.99% 5269.293457 -0.44%

01-05-2016 26667.96094 4.14% 8.01% 786.220215 -1.93% 205.698669 8.25% 5594.962402 6.18%

01-06-2016 26999.7207 1.24% 2.22% 831.271301 5.73% 221.356018 7.61% 6019.672363 7.59%

01-07-2016 28051.85938 3.90% 5.43% 861.84375 3.68% 227.715271 2.87% 6647.59375 10.43%

01-08-2016 28452.16992 1.43% -0.92% 857.307739 -0.53% 234.570618 3.01% 6085.309082 -8.46%

01-09-2016 27865.96094 -2.06% 3.34% 811.620056 -5.33% 217.883255 -7.11% 5974.062988 -1.83%

01-10-2016 27941.50977 0.27% -1.42% 783.936401 -3.41% 218.785263 0.41% 6453.421387 8.02%

01-11-2016 26652.81055 -4.61% -1.51% 789.641418 0.73% 210.08075 -3.98% 5814.632324 -9.90%

01-12-2016 26626.46094 -0.10% 3.22% 779.314941 -1.31% 217.342026 3.46% 5603.807617 -3.63%
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01-01-2017 27655.96094 3.87% 3.23% 806.524475 3.49% 232.766602 7.10% 5443.243652 -2.87%

01-02-2017 28743.32031 3.93% 2.18% 815.720154 1.14% 236.464874 1.59% 5827.899902 7.07%

01-03-2017 29620.5 3.05% -0.91% 858.019897 5.19% 252.971893 6.98% 6224.950684 6.81%

01-04-2017 29918.40039 1.01% -2.25% 881.551086 2.74% 251.303146 -0.66% 6244.702637 0.32%

01-05-2017 31145.80078 4.10% 1.69% 1006.139587 14.13% 281.340454 11.95% 6202.541504 -0.68%

01-06-2017 30921.60938 -0.72% -0.97% 1020.098022 1.39% 292.119629 3.83% 6300.620117 1.58%

01-07-2017 32514.93945 5.15% -0.75% 1097.535522 7.59% 261.097351 -10.62% 6326.11084 0.40%

01-08-2017 31730.49023 -2.41% -4.75% 1158.438232 5.55% 258.396179 -1.03% 6654.91748 5.20%

01-09-2017 31283.7207 -1.41% 4.43% 1118.28064 -3.47% 236.466385 -8.49% 6783.647461 1.93%

01-10-2017 33213.12891 6.17% -3.83% 1176.994507 5.25% 243.654236 3.04% 6782.567383 -0.02%

01-11-2017 33149.35156 -0.19% -1.40% 1212.109009 2.98% 231.47612 -5.00% 7185.419922 5.94%

01-12-2017 34056.82813 2.74% -3.66% 1310.368408 8.11% 240.907303 4.07% 7368.578125 2.55%

01-01-2018 35965.01953 5.60% -2.78% 1311.853271 0.11% 252.169785 4.68% 7040.797363 -4.45%

01-02-2018 34184.03906 -4.95% -2.90% 1260.802246 -3.89% 242.738586 -3.74% 7323.333496 4.01%

01-03-2018 32968.67969 -3.56% -2.07% 1279.527222 1.49% 234.314606 -3.47% 7736.26709 5.64%

01-04-2018 35160.35938 6.65% -0.92% 1445.370728 12.96% 257.709442 9.98% 8872.067383 14.68%

01-05-2018 35322.37891 0.46% 0.71% 1545.556763 6.93% 248.690308 -3.50% 9109.189453 2.67%

01-06-2018 35423.48047 0.29% 2.30% 1572.56665 1.75% 248.261078 -0.17% 9315.510742 2.26%

01-07-2018 37606.57813 6.16% 4.50% 1671.043457 6.26% 277.328339 11.71% 10007.5332 7.43%

01-08-2018 38645.07031 2.76% -4.35% 1718.329834 2.83% 297.810638 7.39% 10994.68555 9.86%

01-09-2018 36227.14063 -6.26% 3.18% 1551.428223 -9.71% 276.861725 -7.03% 9234.793945 -16.01%

01-10-2018 34442.05078 -4.93% -6.74% 1561.271606 0.63% 261.091705 -5.70% 9630.990234 4.29%

01-11-2018 36194.30078 5.09% 1.64% 1701.934448 9.01% 267.110474 2.31% 10198.93262 5.90%

01-12-2018 36068.32813 -0.35% -4.13% 1764.485718 3.68% 262.818024 -1.61% 10568.2959 3.62%

01-01-2019 36256.69141 0.52% 10.28% 1710.329712 -3.07% 260.111908 -1.03% 10964.86328 3.75%

01-02-2019 35867.44141 -1.07% 1.06% 1680.339966 -1.75% 257.68576 -0.93% 10159.16504 -7.35%

01-03-2019 38672.91016 7.82% 2.18% 1657.484009 -1.36% 276.861725 7.44% 10510.2002 3.46%

01-04-2019 39031.55078 0.93% 0.75% 1702.274048 2.70% 281.387421 1.63% 10423.20606 -0.83%

01-05-2019 39714.19922 1.75% 3.98% 1732.555054 1.78% 260.018616 -7.59% 11006.09961 5.59%

01-06-2019 39394.64063 -0.80% 0.31% 1734.641724 0.12% 260.539886 0.20% 11473.31934 4.25%

01-07-2019 37481.12109 -4.86% -0.48% 1687.207031 -2.73% 256.83075 -1.42% 11233.66504 -2.09%

01-08-2019 37332.78906 -0.40% 0.32% 1837.896851 8.93% 233.530075 -9.07% 12367.74316 10.10%

01-09-2019 38667.32813 3.57% 2.20% 1937.949463 5.44% 246.987427 5.76% 13597.00684 9.94%

01-10-2019 40129.05078 3.78% 2.05% 2127.887939 9.80% 244.942657 -0.83% 14622.12012 7.54%

01-11-2019 40793.80859 1.66% -0.27% 2000.739258 -5.98% 234.290924 -4.35% 14128.18164 -3.38%

01-12-2019 41253.73828 1.13% 0.36% 1889.849243 -5.54% 226.016785 -3.53% 14454.6084 2.31%

01-01-2020 40723.48828 -1.29% -1.88% 1998.823242 5.77% 223.734268 -1.01% 15070.68262 4.26%

01-02-2020 38297.28906 -5.96% -1.32% 2137.128662 6.92% 187.927277 -16.00% 15472.64453 2.67%

01-03-2020 29468.49023 -23.05% 3.25% 2258.238525 5.67% 163.580429 -12.96% 15994.5 3.37%

01-04-2020 33717.62109 14.42% 0.28% 2157.567383 -4.46% 173.233566 5.90% 17567.91016 9.84%

01-05-2020 32424.09961 -3.84% 0.70% 2021.178101 -6.32% 187.784622 8.40% 17202.64258 -2.08%
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01-06-2020 34915.80078 7.68% -0.59% 2142.877197 6.02% 185.074142 -1.44% 16979.77539 -1.30%

01-07-2020 37606.89063 7.71% 0.58% 2189.309814 2.17% 184.598618 -0.26% 16396.08008 -3.44%

01-08-2020 38628.28906 2.72% -1.55% 2102.933105 -3.95% 191.25 3.60% 15820.35547 -3.51%

01-09-2020 38067.92969 -1.45% -0.18% 2055.043213 -2.28% 171.75 -10.20% 15799.125 -0.13%

01-10-2020 39614.07031 4.06% -0.43% 2058.967773 0.19% 165.25 -3.78% 17027.46289 7.77%

A v e r a g e 

Return 0.58% 0.43% 1.69%
0.43%

1.55%

Source: Secondary Data Analysis

Interpretation
The table 1 shows the monthly returns of market, Hindustan Unilever Limited, ITC Limited and Nestle Ltd. The table also 
contain the risk free rate of return for the years under study. From the above table it is clear that the average market return is 
0.58% on a monthly basis. Average monthly stock return of Hindustan Unilever Limited is 1.69%, ITC Limited is 0.43% and 
Nestle Limited is 1.55%. The 10year Indian Government Bond Yield is taken as Standard Risk free rate for this study. The 
average yield of the bond on monthly basis is 0.43% which is considered as risk free rate for assessing the suitability of the 
model. 

Table 2 showing Capital Asset Pricing Model Estimates for Hindustan Unilever Limited

HINDUSTAN UNILEVER LIMITED
 Average Stock Return (Monthly) 1.69%
 Average Stock Return (Yearly) 22.35%
 Risk Free Rate (Yearly basis) 5.31%
 Risk Free Rate (Monthly) 0.43%
 Average Rate of Return (Monthly) 0.58%
 Average Rate of Market Return (Yearly) 7.15%
 Beta of Stock (yearly) 21.28%
Expected Return 5.70%

Source: Secondary Data Analysis

Interpretation

The table 2 shows capital asset pricing model estimates for Hindustan Unilever Limited. From the above table, it is clear that 
the expected return for Hindustan Unilever Limited is 5.70% while average return on yearly basis account for 22.35%. Thus, 
Capital Asset Pricing Model cannot predict the average return of a stock traded in BSE.

Table 3 showing Capital Asset Pricing Model for ITC Limited

ITC Limited
 Average Stock Return (Monthly) 0.43%
Average Stock Return (Yearly) 5.31%
 Risk Free Rate (Yearly basis) 5.31%
 Risk Free Rate (Monthly) 0.43%
 Average Rate of Market Return 
(Monthly) 0.58%
 Average Rate of Market Return 
(Yearly) 7.15%
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Beta of Stock (Yearly) 66.39%
Expected Return 6.53%

Source: Secondary Data Analysis
Interpretation
The table 3 shows capital asset pricing model estimates for ITC Limited. From the above table, it is clear that the expected 
return for ITC Limited is 6.53% while average return on yearly basis account for 5.31%. Thus, Capital Asset Pricing Model 
cannot predict the average return of a stock traded in BSE. 

Table 4 showing Capital Asset Pricing Model of NESTLE Limited

NESTLE Limited
 Average Stock Return (Monthly) 1.55%
Average Stock Return (Yearly) 20.25%
 Risk Free Rate (Yearly basis) 5.31%
 Risk Free Rate (Monthly) 0.43%
 Average Rate of Market Return (Monthly) 0.58%
 Average Rate of Market Return (Yearly) 7.15%
 Beta of Stock (Yearly) 43.37%
Expected Return 6.11%

Source: Secondary Data Analysis
Interpretation
The table 4 shows capital asset pricing model estimates for Nestle Limited. From the above table, it is clear that the expected 
return for Nestle Limited is 6.11% while average return on yearly basis account for 20.25%. Thus, Capital Asset Pricing 
Model cannot predict the average return of a stock traded in BSE. 

CONCLUSION AND RECOMMENDATIONS

From the detailed analysis of market and stock returns, it is clear that capital asset pricing model cannot determine or predict 
the actual return .This is because few assumptions of capital asset pricing model like absence of income tax, similarity in 
expectations, individual behavior does not impact stock prices contradicts Indian stock market conditions. Furtherthe beta of 
various stock taken under study is more volatile making it less predictable the expected return. To make Capital Asset Pricing 
Model relevant for Indian Market conditions, it is suggested to incorporate corporate tax element in arriving at expected return 
for the market. 
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INTRODUCTION

The banking trade is individual of the majority main trade, mainly banks contain their have banking websites as stir to raise 
their efficiency. E-banking brings expediency to clients and encourages customers to perform dealings added simply also 
competently through the banking website. E-banking also helps the banks to ease their in utilize expenditure The growth 
of e- banking is reliant on the rapidity of internet entrée, E-banking was primary introduced in India in 1997. To persuade 
customers require, various types of goods also services be provided

via the banks throughout Internet banking websites. The surfacing of E-Banking altered the whole fixed banking and 
fiscal method into a new era of banking technology and online financial system making it most popular and widely used in this 
internet era. The banks are more focused on innovation and to provide secured E-banking services which benefits both banks 
and customers. This led to a bonding relationship between the customers and the bank by providing anytime and anywhere 
banking services.

Security and privacy risks in e-banking services: The raise in Cyber Crime/Threats / Frauds in E-Banking, has impacted 
the customers and banks mainly like
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The banking trade consumes remained speedily rising the usage of E-banking such as a well- organized also feasible device 
towards make consumer rank. It remains unique of the wide spread facilities accessible via the traditional banks into offer 
quicker also dependable facilities towards wired consumers. By the speedy growth of CPU too such as a viable too E-banking 
can stand used toward interest additional consumers to execute banking transactions now connected banks. But, the main 
problematic of E-banking met via the suppliers exists that a huge amount of the banks consumers are not prepared to usage the 
E-banking facilities obtainable. This occurred payable to the facilities obtain able over E-banking takes however to fulfill their 
consumers. Customer satisfaction remains a vital aspect to support banks to endure viable benefits. Hence, the determination 
of this study is to examine and observe the issues which effect customer satisfaction to E-banking. Designed questionnaire 
survey also interview were used in gathering the data, a sample of 64 respondents providing valued response also a reaction 
concerning to the overhead issues that affect clients conclusion to do E-banking.
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 ●  Loss of Customer and input significant information by banks, Defeat of funds from Customer Accounts.

 ●  Hoax calls, SMS and emails, Enchanting control of the bank’s network or customer system i.e. Personal Computer 
(PC), Mobile, bank server etc.,

 ●  Defeat/theft of data specially client responsive information from PC, Mobile or while using ATM, EDC etc. like User 
ID, Password, PIN no., Card details, CVV no. etc.,

 ● SMS hacking – steals verification facts, mobile is hacked and hoax SMS etc.,

 ● Removing of records from client PC / Mobile etc. with at era still bank database like consumer relation facts etc.

REVIEW OF LITERATURE

Fozia (2013) determined that the consumer’s opinion on e-banking services. In which it specified that the dissimilar age set 
also dissimilar occupation of clients take altered view to the e-banking facilities. Also it conditions that observed helpfulness, 
perceived comfort of usage, user alertness & observes threat exist the essential factors of virtual banking acceptance also take 
tough as well as progressive result on consumer to receive wired banking structure.

Priyanka (2017) created happening study revealed E-banking is the recent banking facility providing through banks to 
its clients. In this time of globalization, tools play a main part in victory of association. Customer satisfaction is also essential 
to live in this modest domain for each secure also consumer satisfaction be contingent on facility value provided via fixed. 
E- banking is the facility which is providing through banks to fulfill its clients.

Sharaff N.A.et. al. (2016) specified wired banking essential to progression great level safety in instruction to deliver safe, 
reliable, as well as forceful wired environs which assurances protected statistics broad cast also character of together bank 
and client. Absence of security

 could principal to a lesser amount of faith otherwise firm to belief approach towards wired banking.

Internet banking has increased advanced acceptance from the consumers who stand very supportive of different tools. 
Internet banking acts as a kind of banking intermediation which makes action through Internet (Ahanger, 2011).

OBJECTIVES OF THE STUDY

 ●  To find out the satisfactions of customers towards security systems and privacy those are offered by their respective 
banks.

 ●  To study the influence of technical issues and facility issues that related to security of e-banking wise public sector, 
private and foreign banks.

 ● To assess the leading difficulties and problems while functioning ATM, EDC, Net banking and mobile banking.

RESEARCH METHODOLOGY

Sample Method: The sampling technique used in for the study was Non-Probability convenient Sampling. The primary 
cause for use convenient sampling was the non-availability of consumer report for Random Sampling frame. Yet although 
residents is defined but the convenient approach is complicated to classify the randomized customers.

Sample Size: A Sample of 64 respondents was chosen. The study was carried out in Chennai city by selecting the 
respondents who are using E-banking.
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DATA ANALYSIS

Table 1.1 Age of the respondents

Frequency Percent Valid Percent Cumulative Percent
18 - 30 years 32 50.0 50.0 50.0
31 - 40 years 21 32.8 32.8 82.8

Valid above 41 years 11 17.2 17.2 100.0
Total 64 100.0 100.0

Table 1.1 shows that 50% majority of the respondents are 18-30 age group. 17.2% of respondents are 

above 41 age group.

Table 1.2 Monthly Income of the respondents

Frequency Percent Valid 
Percent

Cumulative Percent

upto Rs. 30000 24 37.5 37.5 37.5

Valid

Rs. 31000 - Rs.

1,00,000 28 43.8 43.8 81.3

Above Rs. 
1,00,000

12 18.8 18.8 100.0

Total 64 100.0 100.0

Table 1.2 shows that 43.8% majority of the respondents monthly income are Rs.31000- Rs.1,00,000.18.8% of the respondents 
income are above Rs.1,00,000.

Table 1.3 Occupation of the respondents

Frequency Percent Valid Percent Cumulative Percent
Business 18 28.1 28.1 28.1
Professional 20 31.3 31.3 59.4

Valid Student 16 25.0 25.0 84.4
Others 10 15.6 15.6 100.0
Total 64 100.0 100.0

Table 1.3 shows that 31.3% most of the respondents are professional. 15.6% of the respondents are others.

One way ANOVA Test showing different banking sector and their Security system towards E-banking services

Table 1.4 Comparison between Income and Public Sector Bank ANOVA

Monthly Income of the respondents

Sum of 
Squares

df Mean 
Square

F Sig.

Between 
Groups

28.475 4 7.119 79.616 .000

Within 
Groups

5.275 59 .089

Total 33.750 63
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Table 1.5 Comparison between Income and Private Bank 
ANOVA Monthly Income of the respondents

Sum of 
Squares

df Mean 
Square

F Sig.

Between

Groups

28.158 4 7.040 74.273 .000

Within Groups 5.592 59 .095
Total 33.750 63

Table 1.6 Comparison between Income and Foreign Bank ANOVA 
Monthly Income of the respondents

Sum of

Squares

df Mean

Square

F Sig.

Between

Groups

24.271 4 6.068 37.769 .000

Within Groups 9.479 59 .161
Total 33.750 63

INFERENCE:
The hugeness esteem is 0.000 which is under 0.05 in this way the model measurably Essentialness in anticipating comparison 
relationship between income and public sector bank, private bank, foreign bank the customer satisfaction. Since, F 
determined is more noteworthy than the F basic public sector bank (value=79.616), private bank (value=74.273), foreign bank 
(value=37.769). Here displays effective general miniature act critical.

Descriptive statistics of the respondents on the opinion about the security system in E- banking

Table 1.7 Descriptive Statistics

N Minimum Maximum Mean Std.

Deviation

Variance

Confidentiality 64 1 3 1.81 .774 .599
SMS and Mail

alert 64 1 3 1.91 .750 .563

Cost 
effectiveness

64 1 3 1.91 .706 .499

Trust on Security 64 1 3 1.62 .701 .492

Service Quality 64 1 3 1.81 .732 .536

Valid N (list 
wise)

64

INFERENCE:
In this analysis of descriptive statistics it is seen that the highest mean is 1.91 which indicates that SMS & Mail alert and Cost 
effectiveness can be highly useful for consumer’s security on e-banking. The mean for trust on security cost is 1.62.
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Table 1.8 Correlation Statistics

Trust on 
Security

S e r v i c e 
Quality

Confidentiality SMS
and
M a i l 
alert

C o s t 
effectiveness

Trust on Security
Pearson
Correlation

1 .850** .862** .807** .793**

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

N 64 64 64 64 64

Service Quality

Pearson
Correlation .850** 1 .946** .922** .917**
Sig. (2-tailed) .000 .000 .000 .000

N 64 64 64 64 64

Confidentiality

Pearson
Correlation

.862** .946** 1 .926** .896**

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

N 64 64 64 64 64

SMS and Mail 
alert

Pearson
Correlation .807** .922** .926** 1 .942**
Sig. (2-tailed) .000 .000 .000 .000

N 64 64 64 64 64

C o s t 
effectiveness

Pearson
Correlation .793** .917** .896** .942** 1
Sig. (2-tailed) .000 .000 .000 .000

N 64 64 64 64 64
**. Correlation is significant at the 0.01 level (2-tailed).
Chi-square analysis showing service factors that influencing on security concern at while surfing online/Net banking

Table 1.9 Comparison between Income and Trust on security

Chi-Square Tests

Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 72.889a 4 .000
Likelihood Ratio 75.933 4 .000

Linear-by-Linear

Association 45.538 1 .000

N of Valid Cases 64
a. 4 cells (44.4%) have expected count less than 5. The minimum expected count is 1.50.
INFERENCE:
This chi-square analysis on 5% equivalent regarding significance p-value is less than 0.05. So, Null hypothesis is accepted. 
Thus, is significant distinctive among Income of the respondent for Consideration into Trust on security.
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FINDINGS:

 ● 50% of the customers are 18-30 age group.

 ● 43.8% of the customer’s income level Rs.31000-Rs.100000.

 ● 31.3% of the customers are professionals and 28.1% of them business.

 ● 50% of the customers trust on security in public sector bank, 37.5% are private bank, 12.5% are foreign banks.

 ●  43.8% of the customers likes private bank service quality, 37.5% of them liking public sector bank, 18.8% are like 
foreign bank.

 ●  The highest mean is 1.91 which indicates that SMS & Mail alert and Cost effectiveness can be highly useful for 
consumer’s security on e-banking.

CONCLUSION

The purpose of this study was to explore the issues persuading customer satisfaction on security system in e-banking services in 
Chennai city. The growth, the extension of progressive devices also innovation take regularly infused our everyday survives, 
the necessity of the digital security has developed. To develop our cybernetic defences, Banks would consider security issues 
as a major aspect of their management offerings. E-banking service providers should put more effort to improve on these 
three factors in order to rise customer satisfaction on service quality, security system and privacy. This research can support 
E-banking service earners to know E-banking users opinion and find the solution through customer’s perspective. It can help 
E-banking providers easily achieve customer satisfaction. The conclusions on the study increase standards to recent state 
of understanding, mainly to security system in e-banking service, so that development can be through to promote growth 
consumer faithfulness.
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INTRODUCTION

Of every factor of manufacture – investment, property, labor: Laboror else Man is undoubtly the vital aspect to make a 
business. Employees are currently- a –time see as company associates of the business. Employee welfare scheme is elastic 
along with above change. These might be there introduce through the employer, management, human resources, or else 
through some communion generous society. The reason of employee benefit is near carry regarding the improvement of the 
entirebehavior of the personnel to create a improved employees. Welfare facilities offer improved corporal with psychological 
physical condition toward employees moreover consequently promotes well job surroundings. Employees be not 
merely resources near the association except and elevate the average of the association. 

The board ofexpertresting on welfare facilities all for employees constitutethrough the International Labor Organization 
(ILO) in 1963 has dividedthe welfare measures withintoward intramural plus extramural scheme. The Intramural welfare 
facilities be individuals provide in the basis of the organization such as hygienic amenities, crèches, relax shelter with canteen, 
consumption irrigate, exhaustion, healthiness service as well as professional protection, organizational planning, uniform and 
defensive garments, shift payment, etcetera amenities similar to shelter, checkup remuneration plus edification amenities help 
out toward raise efficiency of employees.

The extramural welfare facilities be provide exterior organization like parenthood advantage, communal assurance 
actions, aerobics instructions and educational actions, records or interpretation area, depart voyage amenities, employees 
cooperatives well as customers supportive provisions, supportive recognition society, programmers intended for the benefit 
of women, childhood along with kids plus transportation conveniences, etc. Employee fulfillments involve attractive actions 
toward support workers to continue inside the association meant for the majority quantity of occasion.

IMPACT OF EMPLOYEE WELFARE FACILITIES ON JOB 
SATISFACTION WITH SPECIAL REFERENCE TO CHENNAI 

CITY

G.Anitha
Research Scholar, Department of Commerce, College of Science and Humanities 

SRM Institute of Science and Technology, Kattankulathur

Dr.R.Sridharan
Associate professor, Department of Commerce, College of Science and Humanities 

SRM Institute of Science and Technology, Kattankulathur

Employee Welfare is words includes variety of service, reimbursement along with services obtainable toward the employees 
through the employer. During like liberal edging reimbursement the manager make time value income used for worker. 
The essentialuse of member of staff benefit be toward enhance the living of workers with stay them joyful as well as happy. 
Employee welfare procedures inspire the workers meant for the improved presentation, moreover boost awake employee 
self-esteem with improve the human being connection plus it increase the job satisfaction of the workers. Job satisfaction is a 
versatile conception. It is important element of managerial atmosphere as well as it be significant part into the organization of 
worker affiliation. Consequently the research objectiveis to study the impact of employee welfare measures on job satisfaction.
Key words: employee welfare, job satisfaction, welfare facilities, organization.
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REVIEW OF LITERATURE

Satyanarayna and Reddi (2012) affirmed with the meaning of the general satisfaction level of workers regarding benefit 
events in the association coat be acceptable. on the other hand, a little be not pleased by benefit procedures provide in the 
association. Consequently it is recommended to the obtainable benefit procedures might exist superior additional. Such as 
benefit measure develop the worker regular of income and their fulfillment level. Srinivas (2013) recognized benefit amenities 
and workers satisfaction level regarding benefit amenities adoption Bosch limited, It be establish to the majority, benefit 
amenities similar to remedial, cafeteria, operational surroundings, protection actions etc, be provide in the companion ship 
plus the majority of the worker be fulfilled by the welfare facilities adopt in the business towards employee welfare.

R Santana Krishnan (2015) In this study the employee welfare behavior of the majority division impacted in sympathetic principles 
and performance in some nation. In India, by presentation of welfare with one more performance the state of the employment was 
desperate, abuse of childlabor, employment of extended hour, awful hygiene and nonattendance of happiness events be the dependable 
rudiments of manufacturing ability being into India. This critique places of interest the employee welfare measures and programmer.

OBJECTIVES OF STUDY

 ● To study regarding the impact of employee welfare amenities on job satisfaction in an organizations at Chennai.
 ● To recommend offer in civilizing the employee fulfillment
 ● To scrutinize the job fulfillment level of employee concerning benefit procedures provide by the organization.
 ● To evaluate along with procedures the troubles face via the workers

RESEARCH METHODOLOGY
Sample method: The sampling technique second-hand in used forlearningbe non probability convenient sampling. The 
primary cause used for using convenient sampling is the non availability of employee outline intended for random sampling 
structure. Still thinking a person is definite other than the sensible approach is hard toward recognize the randomized employee. 
Sample size: 62 respondents

DATA ANALYSIS
Table 1.1 Age of respondents

Particular Frequency Percent Valid Percent CumulativePercent
18-30 years 23 37.1 37.1 37.1
31-40 years 20 32.3 32.3 69.4
Valid
above 41 years 19 30.6 30.6 100.0
Total 62 100.0 100.0

Table 1.1 shows that 37% majority of the respondents are 18-30 age group, 30.6% of respondents are above 40 age group
Table1.2 Gender of respondents

particular Frequency Percent Valid Percent CumulativePercent
male 38 61.3 61.3 61.3

Valid female 24 38.7 38.7 100.0
Total 62 100.0 100.0

Table 1.2 shows that 61.3% majority of the respondents of male and 38% of female respondents
Table1.3 Monthly income of respondents

Particular Frequenc y Percent Valid Percent Cumulative Percent
upto Rs 30,000 23 37.1 37.1 37.1

Valid Rs 31,000 - Rs 1,00,000 28 45.2 45.2 82.3
above Rs 1,00,000 11 17.7 17.7 100.0

Total 62 100.0 100.0
Table 1.3 shows that 45.2 majority of the respondents monthly income are Rs.31000-Rs 1,00,000, 17.7% of the respondents 
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income are above Rs. 1,00,000

One way ANOVA test showing influence of overall welfare measures on employee job satisfaction.
Table 1.4 Comparison between income and influence of welfare measures on employee job satisfaction ANOVA

Particular Sum of Squares Df Mean Square F Sig.
Between
Groups

26.525 3 8.842 99.540 .000

Within Groups 5.152 58 .089
Total 31.677 61

INFERENCE: The hugeness esteem is 0.000 which is under 0.05 in the way the model measurably essentialness in anticipating 
comparison relationship between monthly income and influence of overall welfare measures on employee for satisfaction. 
Since, F determined is more note worthy than the (value=99.540). Here displays effective general miniature act critical.

Descriptive Statistics

Particular N Minimu m Maximu m Mean Std. Deviation
Influence of overall welfare measures on employee 
job satisfaction 62 1 4 2.47 1.051
welfare measures helps in solving the problems 
faced by employee 62 1 4 2.44 1.018
opinion about recreation facilities provided by the 
company 62 1 5 2.37 1.394
sufficient relax gap are set 62 1 5 2.53 1.251
provided sufficient tools and equipments needs to 
do my work 62 1 5 2.27 1.176
satisfied with employee safety measures
provided by company 62 1 5 2.11 1.088
management builds and maintain work
relationship 62 1 5 2.03 1.228
Valid N (list wise) 62

Interpretation:
In this analysis statistics it is seen that the highest mean is 2.53, which indicates adequate rest interval are given in company 
Which indicates, employees are satisfied with their welfare facilities and also employer are provided there more welfare 
measures given to the employee.
The management builds and maintains work is lowest mean is (2.03) in this Descriptive Statistics

Table 1.5 Correlation statistics

Particular sufficient relax 
gap are set

provided with 
sufficient tools 
and equipments 

needed to do
my work

satisfied with 
employee 

safety measures 
provided by

company

management 
builds and 
maintains 

work 
relationship

sufficient relax gap are set Pearson Correlation 1 .936** .919** .907**
Sig. (2-tailed) .000 .000 .000
N 62 62 62 62

provided with sufficient tools and 
equipments needed to do my work

Pearson Correlation .936** 1 .949** .914**
Sig. (2-tailed) .000 .000 .000

N 62 62 62 62

satisfied with employee safety 
measures provided by company

Pearson Correlation .919** .949** 1 .930**
Sig. (2-tailed) .000 .000 .000

N 62 62 62 62
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management builds and maintains 
work relationship

Pearson Correlation .907** .914** .930** 1
Sig. (2-tailed) .000 .000 .000

N 62 62 62 63

**. Correlation is significant at the 0.01 level (2-tailed).
Chi-square analysis showing welfare measures helps in solving the problems faced by employee

Table 1.6 Comparison between age and welfare helps in solving the problems faced by employee Chi-Square Tests

Particular Value Df Asymp. Sig. (2- sided)
Pearson Chi-Square 66.982a 6 .000
Likelihood Ratio 83.245 6 .000

Linear-by-Linear Association 46.257 1 .000
N of Valid Cases 62

a. 8 cells (66.7%) have expected count less than 5. The minimum expected count is 3.68.
INFERENCE:
The chi square on 5% equivalent regarding significance p- value is less than 0.05. So null hypothesis is accepted. Therefore 
is important among age of respondents for concern into welfare measures helps in solving the problems faced by employee.

FINDINGS:

32.3% of the employees are 31-40 years age group 37.1% of employees income level up to Rs 30000 61.3% of male employee 
and 38.7% of female employee
22.6% are Influence of overall welfare measures on employee job satisfaction is little extent, 27.4% is some extent, 30.6% is 
considerable extent, 19.4% is great extent.
19.4% is always, 37.1% is sometimes, 24.2% is never of Welfare measures helps in solving the problems faced by employee
The highest mean is 2.53, which indicates sufficient relax time are set within business

CONCLUSION:

In this study found that Employee welfare facility has huge impact on job satisfaction. The welfare measures must exist 
through into such a method to it accomplish the wants of the workers but the requirements of the employees be fulfilled it 
resolve guide to the fulfillment of the employees which resolve mechanically lead to amplify during efficiency of the business. 
It give the believe of heed to the employees that consequence in honesty and reliability of the employees towards the business.

The finding of the study is important to impact of employee welfare and improve job satisfaction of the employee in 
the organization. Therefore organization can help in solve the problems faced by employee and also they provided welfare 
facilities to employee of the company.
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INTRODUCTION: 

As we all know, history is divided into two periods: Before the Common Era or BCE and Common Era or CE. But our experience 
in the year 2020 can very well represent BCE for “Before Covid-19 Epidemic” and CE for the “Covid-19 Epidemic”. Our 
lives have been turned upside down during this catastrophe, Covid-19 and its aftermath can be viewed both as a long pause 
on the economic growth or as an opportunity to reset, recalibrate and rethink on new normalcy. The CE situation has made 
many organizations to allow certain employees to telecommunicate or “work from home” the contemporary phraseoften 
heard frequently nowadays. This “work-from-home” concept got a big push from the current global corona virus pandemic 
and the underlying primary principle behind this is to avoid spread of the epidemic. Even before COVID-19 became a 
factor, increasing numbers of people have been saying goodbye to their tedious commute to work. Appreciating the ever-
evolving technologies like Skype, Slack, Zoom, Google Hangouts, authenticator apps, and cloud computing which gave a 
new definition that “it’s no longer necessary to be in an office full-time to be a productive member of the team”. In fact, many 
types of jobs can be executed just as effectively from a home based office.

WFH is considered to be ideal for those employees of BPOs, teaching sector and generally who do not face their customers/
clientele. The employer is expected to benefit from leverage of office space and reducing the concurrent expenses incurred and 
eventually expects increased productivity from this model. The employees benefit by avoiding time lost in traffic; instead can 
spend that time engaging in productivity. Companies with work-from-anywhere procedure can boost employee productivity 
and reduce turnover, thus lower organizational costs. According to recent research carried out by Harvard Business School, 
“Telecommuting workers with multifaceted jobs with less collaboration or social support can perform far better than their 
office-based counterparts”. According to another study,“there are also some potential disadvantages along with job benefits, 

EMPLOYEES’ PERCEIVED BENEFITS AND DRAWBACKS 
FROM  “WORK FROM HOME” DURING COVID-19 

Louis Mathias YL
Research Scholar, SRM Faculty of Management, SRMIST

Dr. Santosh Kumar
Research Supervisor, Associate Professor, SRM Faculty of Management, SRMIST

COVID-19 is a pandemic with profound public health consequences both in terms of morbidity and mortality and hence 
demands urgent action for people‘s health, also an unprecedented challenge for our economy. Predominantly the consequences 
of the pandemic for industrial and corporate sectors are unpredictable. Economists are convinced that we are heading for a 
significant economic downturn; adapting prompt measures to sustain the economy, and ultimately our nation. One such 
measure Covid-19 pandemic has enforced on us is the ‘Work from Home’ (WFH) model. This has become officially mandatory 
and strictly enforced rule in the post covid-19 era, which is emerging from all sectors, viz., from Information Technology to 
teaching sectors.  WFH concept is new to majority of the employees, as the COVID 19 has forced almost all the employees 
of all the sectors to work from home for the first time. Remote working conditions and adoption of digital channels have 
expanded the surface of industries, making any remote access possible with new techniques and technology.  As the workforce 
is experiencing new environment, this paper attempts to address the benefits and drawbacks of the employees working from 
home when compared to Working in office. The study found that benefits of working from home is entirely dependent on 
relaxed space at home, presence of their loved ones at home, quiet ambience at home and uninterrupted internet connectivity. 
Most of the respondents are also of opinion that, they do prefer to “Work FromAnywhere”.

Keywords: COVID – 19, Work From Home, employee benefits, organizational behavior, virtual employees, employee satisfaction.
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as some employees may be distracted, or perceived to be distracted in their home environment”. Other disadvantages may 
include myth of productivity, myth of saving, reduced sense of team cohesion as “work from home” employees feel less 
connected with their fellow workers, and there is a perception on reducing annual appraisals and finally, absence of ideas and 
innovations that comes through meeting people on job. 

This article will assess select secondary research, as well as high-level primary research, in order to measure the 
effectiveness of “working from home” as a job benefit. 

This article looks to conduct a pulse-check on working from home as a job benefit for select employees, and to provide 
some thoughts on whether this benefit is perceived to add value to the employee and the employer. Focus of this article is only 
on the employees working for organizations, and not self-employed individuals.  

This research has a working hypothesis that both categories of employees and employers find working from home an 
attractive job benefit; however, specific insight may challenge adoptionto new normal. 

OBJECTIVE OF THE STUDY 

To analyze, understand the following objectives: 
 ● To know the opinion of respondents (employees and employers) towards “work from home”

 ● To assess the benefits and drawbacks of “work from home” concept 

HYPOTHESIS OF THE STUDY

 ● H1: Employees’ willing to “work from home” is dependent on gender 

 ●  H2:Employees’ willing to “work from home” is dependent on presence of their family and loved ones at home.

LITERATUREREVIEW: 

Development Surge– post Covid-19
Looking at the overall market in India, more employers are allowing employees to work from home on a regular basis. Indeed, 
after five months into the experiment, some organizations have identified the pros and cons, which comprise reduced scope for 
innovation. They appear keen on getting offices throbbing with people again, once the pandemic is under control. This group 
includes giant and the minute companies, cutting across technology services, manufacturing and food companies.

Infosys Ltd., India’s second-largest IT exporter has over 95% of its workers working remotely at the moment. Depending 
on when the covid-19 caseloads ebb, the company plans to get employees back to offices in a phased manner. Richard Lobo, 
Executive Vice President at Infosys says that in any work, there are individual components and places where employees need 
to collaborate. The societal capital is compromised when working from home over a long period.  

Krishna Raghavan, HR manager at Flipkart says, in many ways, making hybrid systems work will begin with instituting 
the right culture. Remote working has always been part of the e-commerce firm’s working culture well before the pandemic 
and now, this is the default option till end of 2020. “We are non-hierarchical, very bottom up driven in terms of innovation. 
Therefore, we were able to respond in a very resilient manner to the crisis,” Flipkart also evaluates performance in terms of 
outcome or what an employee delivers.  

The Mint-Bain India CEO survey June 2020, records that 105 CEOs were polled on the economy and business scenarios, 
underlined the temporary nature of remote working. Less than one-third of the CEOs saw over 25% their workforce continue 
to work from home, post covid-19. In short, remote work is the present, not the permanent future. The long-term outlook is 
work-from-office or a combined model where a minority works out of home.

SrikumarMisra, Founder of the “Milk Mantra Dairy Pvt Ltd.,” a dairy products company based in Odishastates that, “Our 
operations are even more intensive than FMCG manufacturing. We are exploring WFH for a couple days every two weeks, 
maybe. Otherwise, we want people to be back at work,» is the future plan.
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Real estate advisory Knight Frank (India) Pvt Ltd. surveyed 1,600 technology professionals in India and found that 30% 
of them reported deterioration in productivity and work performance while working from home. A PwC study in the United 
States suggested that productivity during the pandemic was shored up by super achievers that masked a fall among the rest 
who struggled with a combination of physical and emotional issues while working from home

EXPERTISE AND EQUIPMENT 

Technology has proved to be a strong factor enabling WFH concept benefit more for organizations, as improved broadband 
access for residences enabling many categories of employees to work effortlessly from their homes. Technology tools such as 
email, video conferencing, screen sharing, file sharing, VPN (Virtual Private Network), and many more tools help to enable 
an option to work from home. 

Nasscom’ (Software Company) President DebjaniGhosh’ shares his views to Economic Time, “This is one of those 
game-changing moments, it is going to be a strategic inflection point for the industry and will significantly boost India’s 
competitive advantage. It will boost India’s position as a strategic IT hub for the world, bringing in more investments. It will 
benefit companies across the board- anyone who has to use company network for remote working, IT services, BPO, MNCs.” 

Wipro chairman RishadPremji’ stand on WHF, “This is truly long term, progressive thinking by the Government which 
will make our technology industry much more competitive. Working from anywhere has become the new reality”.”

At the same time, Tech Mahindra CEO CP Gurnani called it a much-needed reform for the IT industry. 

WNS CEO KeshavMurugesh said this would catapult Indian IT and BPM to the next level of growth and lead to job 
creation and development of small towns and cities in tier 3 and 4 locations. Genpact CEO Tiger Tyagarajan said the focus on 
making India a tech hub is incredibly timely and will benefit the country. 

While the government had earlier relaxed work from home guidelines till the end of the year 2020, the new announcement 
will tremendously reduce the compliance burden of the BPM industry. The registration requirement for OSPs has been 
done away with altogether. The BPM industry engaged in data-related work have been completely taken out of the ambit 
of the definition of an OSP. Besides, requirements such as deposit of bank guarantees, frequent reporting obligations, penal 
provisions among others have also been done away with. 

APPARENT BENEFITS 

A number of companies appear to have tilted towards a hybrid working model, already. RPG Enterprises is allowing all sales 
employees to work from home permanently. Flipkart, the Essar Group, and the Indian Hotels Company Limited (IHCL) 
among other corporate are all contemplating the hybrid approach.

While those working in plants, warehouses, the supply-chain, and in the hotels will need to be physically present, 
professionals in corporate offices can afford to be working remotely, while the front-line staff will be risking their health.

In any case, there are many other questions around the workability of the hybrid model. On Quora, a social media 
platform, someone queried: “What does it feel like to work from home?” There were 89 responses discussing both the 
positives and the shortcomings in great detail

Vishal Mishra from Kolkata, one of the respondents, said he could save time spent on public transport. “I used to waste 
two hours to reach the office and then get back to my flat,” he wrote. “You can save a lot of money,” he went on. “I used to 
spend a lot on junk food throughout the day during my office hours and even after office. Now, I get homemade food.” The 
time that it takes for an employee to travel from home to the office can be spent on being productive. An organization by the 
name of Telework approximates employees that work from home save an estimated 15-days of time, which would have been 
spend commuting (e.g. driving, buses, subways, etc…) (Rapoza, 2013).  

Another responses, listed the cons. “I face a lot of connectivity issues while connecting to the office server, which takes a 
long time to get fixed”, “I am not able to concentrate, that results in extended shift every day from 10–11 hours.”
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The lack of concentration worries executives. India Inc never had a culture of WFH and few Indian families can afford a 
study. WFH could be even more challenging if one is living in a joint family.In the short-term, work from home can give an 
impression that productivity has improved. However, productivity could come down because of the diversion and distractions 
at home. 

AS Mehta, president and director, JK Paper Ltd., a paper manufacturer, said. “Most professionals live in a two-bedroom 
flat. They could be working on the dining table or on the bed. Besides family and Internet-related distractions, professionals also 
don’t have ergonomic furniture at home. The spouse, children, maid all work in the same areas. How will you concentrate?” 
is an unsolved query. 

Mehta said that about 70% of the employees are coming into the office; the rest could return when they are comfortable. 
Best Buy’s average productivity had increased 35% through its flexible work program. 

British Telecom estimates productivity increased 20% through telecommuting. 

Alpine Access, one of the nation’s largest all-virtual employers, attributes a 30% increase in sales and 90% reduction in 
customer complaints to its home-based agents. 

American Express teleworkers handled 26% more calls and produced 43% more business than their office-based 
counterparts...” (Rapoza, 2013) 

DISTINGUISHED CHALLENGES 

For any kind of benefit there is a range of insight, which includes several possible challenges. It is keen to notice that some of 
these are perceptional based challenges that may not meet the facts. 

 ●  Employers perception. The Microsoft whitepaper “Work without Walls” indicated one of the greatest challenges 
associated to employees working from home is the perception from a company’s management. Many managers 
are more comfortable when they are able to witness their employees’ work first-hand. “Business leaders assume 
employees who work remotely and take advantage of the policy are not really working. This is because of the loss 
of control. Employers lose direct oversight and cannot witness productivity firsthand” (Kruse, 2012). Managers who 
set specific, measurable goals for all employees are more likely to have increased trust for any employees they select 
to work from home (Kruse, 2012). 

 ●  Self-discipline. Not all employees are a perfectly fit for “work from home” model. Work from home does require self-
discipline, and must avoid distractions at home. As with any benefit there are employees that will not use the benefit 
properly and set a bad example (Russell, 2013). 

 ●  Face-to-face contact. Employees that “work from home”will often feel that they are missing out on face-to-face 
contact, including teamwork. There are several technology applications that can help counter-balance this aspect. 
Additionally, employees that work from home may find it helpful to make occasional trips to the office in order to 
engage in collaboration or networking opportunities (Russell, 2013). 

 ●  Visibility. The situation implies that employees well suited for working from home work longer hours than their 
counter-parts that are in the office, however, it can be more difficult for that work to be visible (Russell, 2013). 
Employees can improve their visibility by increasing their precision around communication (Healy, 2013). 

 ●  Work / Life Balance. Although working from home can help many employees achieve a better work / life balance, 
it can also make it more stringent to do so. “Working from employees” can complicate their process by no longer 
providing a physical separation between work and home. Employees who work from home may neglect to take 
breaks, or are not as structured on what time to end their work day (Russell, 2013). 

Primary Research

Research Methodology 
Research Design:Primary research was conducted through online survey. Secondary research was conducted via business 
related periodicals, newspapers, journals and articles, website references. The primary research was conducted through 
anonymous descriptive online survey by disbursing a structured questionnaire through Google Forms. 
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Research Tools:Results were exported to spreadsheets, reviewed and analyzed. Rating related questions were tallied and 
analyzed, including the average score based on the respondent size, deriving the percentage of the total response per question. 
Open-ended questions were analyzed for key words and consistent themes. 

Sample Design: 

Total of 55 responses was received, out which 5 responses were incomplete and thus not included in the study. A total of 
42 survey responses were received for employees who do “work from home” on behalf of an employer. Respondents reflected 
in this survey were employees of Education & Training industry, Information technology, BPO & KPO, real estate projects, 
sales, marketing and insurance.

Our study includes 31 respondents are from teaching industry, 3 Software IT employees, 3 Civil Engineers and 5 belong 
to other sectors - employed as administrator, Managers, coverage executive and senior executive. 

The study includes 48 percent of males and 52 percent of females.  28 percent of the respondents belong to the age group 
of 20 to 25 years; 38 percent of the respondents are belong to the age group of 26 to 30 years; 14 percent belongs to the age 
group of 31 to 35 years; 10 percent belongs to 35 to 40 years; 6 percent belongs to 41 to 45 years and 4 percent belongs to 46 
to 50 years.

Employers were asked to self-select if they have employees working from home in their organization. A total of 8 survey 
responses received from employers who supervise their employees that work from home. Respondents reflected in this survey 
were employees of information technology, BPO & KPO, real estate projects, sales, marketing, insurance, and Education & 
Training industry.

Specific questions for both the employees and employers surveys can be found in the Appendix A. 

RESULTS – EMPLOYEES THAT WORK FROM HOME

The below results reflect that respondents seem to have very positive perceptions on “work from home” concept. All results 
reflected average response which is greater than ‘3’, exceeding the neutral state. Respondents have a self-perception that they 
lose social-interactions with their fellow employees, which aligns to the secondary research that working from home does 
require more self-driven components. It is interesting to note that the lowest ranking score is to be seen around “Reducing 
Annual Appraisals”. The results for this question have also been summarized in Figure 4 to highlight the distribution of 
workforce among the respondents. This observation aligns with the secondary research that employeewho “work from home” 
feels that their work is hardly notable, or that their visibility is zero when compared to those employees in the office, resulting 
in reduction of their annual appraisal benefits.  

Over half of the employees (21 out of 42 respondents, or 54.76%) indicated that their employer should also work-from-
home. The comment analyses that those respondents suggest a trend that employee feels more comfortable working from 
home when his or her employer “works from home” as well. The open-ended comment analysis indicated that the location of 
an employer had no impact on the employees’ perception of job satisfaction. 

A huge majority of the employees felt that they are much disciplined to initiate their work on time; however, many felt 
that working from home, compels them to work for longer hours compared to their regular office timing. This does support 
the secondary research that suggests working from home will increase productivity, which will likely see a projection due to 
these compulsory increased working hours.

Table 1: Primary Research Results – Employees “Work From Home”

Average Strongly Agree Agree Neutral Disagree Strongly Disagree

Myth of Productivity 3.99 16 13 8 5 0

Job Satisfaction 4.42 24 12 4 1 1

Myth of savings 4.57 28 11 2 1 0

Lower Organizational Cost 4.14 21 11 6 4 0
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Reducing Annual Appraisals 3.35 6 13 12 9 2

Physical separation between 
work and home 3.65 14 12 4 9 3

Distributed workforce is better 3.82 12 17 6 6 1

Loss of social support 4.54 25 14 2 1 0

Missing ideas and innovations 3.71 8 17 11 6 0

Figure 1: Primary Research Results – Employees “Work From Home”

Source: Primary Data

Figure 2: Primary Research Results – Reducing Annual appraisal for Employees 

“Work From Home”
Source: Primary Data
The above Figure 2 infers that majority of the employees working from home agree that chances for reducing their annual 
appraisals remain strong from their perception. 
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RESULTS – EMPLOYERS WHO HAVE EMPLOYEES WORKING FROM HOME IN THEIR ORGANIZATION

Although the number of Employers is roughly 20% in this research compared to the respondent employees, only notable 
observation is that the average responses are lower across all questions. In this survey the lowest ranking question is actually 
around the employees’ “distributed workforce is better” while working from home. 

The employers commented that employees have the necessary discipline and adapting to the new-normal “work from 
home”; on the other hand, there is an emphasis that such WFH procedures will best-fit to specific type of senior executive 
level employees only. 

Employers were probed on implication on how organizations can improvise and better structure to ensure accomplishment 
when assigning specific employees to “work from home”. The comments were genuine that WFH option should be made 
available to that specific set of employees who have proven track records of skills in their service. Organizations must have 
clear expectations and stick to their vision and mission, such that they administer based on results. Proper planning and 
coordination in distributing the workforce will enhance better performances and increase productivity in WHF.  

Table 2: Primary Research Results: Employers of employees that work from home

Average Strongly Agree Agree Neutral Disagree Strongly Disagree

Boost productivity 3.1 0 4 1 3 0

Job Satisfaction 3.56 1 3 3 1 0

Myth of savings 3.44 1 3 2 2 0

Reducing Annual Appraisals 3.22 1 3 2 1 1

Physical separation between work and 
home 3.44 1 3 2 2 0

Distributed workforce is better 2.69 1 1 1 5 0

Loss of social interactions 4.33 3 5 0 0 0

Missing ideas and innovations 3.67 1 4 2 1 0

Figure 3:Primary Research Results: Employers of employees that work from home

Source: Primary Data

Figure 4: Primary Research Results: Employers opinion on Distributed Work-Force 
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Source: Primary Data

The above Figure 3 infers that majority of the Employers of employees WFH disagree to the opinion that 
WFH policy will best-fit to senior executive employees only and not the regular employees.

TESTING THE HYPOTHESIS: 

H1: The researchers try to find out whether an employee is willing to “work from home” is dependent on gender.  Chi 
square test has been used in order to test this hypothesis.

On testing the hypothesis, p value obtained is 0.770, which is greater than 0.5 (p › 0.5), hence the alternative hypothesis 
is rejected and null hypothesis is accepted. The employees’ willingness to “work from home” is not dependent on gender. It 
is proven that gender of the respondent has not influenced the eagerness to “work from home”. 

H2: The researchers tried to find out whether the employee is willing to work from home is dependent on having the 
presence of their family and loved ones at home. Chi square test has been used to test this hypothesis

It is found from the hypothesis testing that, p value obtained is 0.014, which is less than 0.5(p ‹ 0.5), hence the alternative 
hypothesis is accepted and null hypothesis is rejected. Hence the situation can be concluded as; the employee is willing to 
“work from home” is dependent on the presence of their family and loved ones at home. It is evident the most of employees 
having children (in particular) at home are not willing to work from home.

RESPONDENTS STATEMENTS EXTRACTED FROM QUESTIONNAIRE:

Opinions of respondent from various sectors: “Nature of the assigned work cannot be completed at home”. “Eye contact 
with the students is missing in WHF, which is essential understand the whether the student is listening”  

Three respondents have stated that “Only Work-From-Office can give precise comprehensive results”, “unable to manage 
andbalance work and personal life”, and finally “Work from home isvery stressful”.

Majority of the respondents stated that, “Work from homeneed high speed and uninterrupted internet connectivity”.

FINDINGS AND CONCLUSION 

Findings: 
The primary research in this article follows the secondary research very well;proving the fact that many employees do have 
positive satisfaction associated with the flexibility to work from home. 
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Employers’ results seem equally relevant and at par with that of the employees’ responses. The primary research here also 
seems inline to secondary research that Employers’ will find difficulty in deciphering the effectiveness of employees who are 
not physically present in the same location. In general employer will find it beneficial to influence smart, measurable metrics 
to ensure their employees are up to the expectations of the organization. 

It is derived from this analysis that Employers are finding it even more beneficial to use key performance indicators while 
dealing with WFH employees, in order to help increase confidence and visibility. 

CONCLUSION: 

Covid-19 world would be an opportunity for everyone to switch gears and make radical departure from the past to make 
economic growth ecologically sustainable. As organizations find themselves attempting to be more resourceful with their 
budgets, they may want to seriously evaluate on selecting skilled employees to work from home. 

The employees must have designated functional workspace with the appropriate expertise; this includes the required latest 
technology, a dedicated workspace, ergonomic furniture and fixtures, high-speed internet connection, a workable schedule, 
and finally to connect with others after the day’s work. Employees have to sort out smart ways to deal with kids, pets, and 
other potential commotions. 

Secret sauce added to this research:November 2020, Prime Minister NarendraModi announced that a series of measures 
aimed at furthering ‘ease of doing business’ and making India a tech hub. In line with this, the government of India simplified 
the Other Service Provider or OSP guidelines of the Telecom Department, a move that would reduce the compliance burdens 
of the IT companies. Leaders of the IT and BPO industry in India praised the government’s move for relaxing guidelines in 
order to enable IT and BPO companies to adopt a “Permanent Work From Home (WFH) and Work From Anywhere (WFA), 
calling it a game changer that could create millions of jobs in small towns and cities. 

LIMITATIONS AND FURTHER RESEARCH 

The source for primary research is not statistically representing all global employees and employers. Expanding this primary 
research would prolong to reveal additional facts and figures on the topic. Since the primary research is derived from the 
sample collected through online survey, authenticity of the data and related errors are inevitable. 

Also the results of the present study provide several potential avenues of future research. It includes the differences 
in opinion of employees towards work from home across the Country. Due to COVID 19, employees of all the sectors are 
introduced to the concept of WFH home for the first time and hence comparative study of perception of employees towards 
WFH of different segments can be studied.

Further,performance evaluations of employees that work from home (full time)against those in the permanent office 
setting can be studied. The information on productivity data available in secondary research may help to highlight if employees 
are hardly notable, or that their visibility is zero when compared to those employees in the office
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INTRODUCTION

In the present day, human resources spheres practice various digital tools for recruitment and this made way for the term 
“e-recruitment”. E- Recruitment approach is the well enunciated procedure for effective utilisation of internet knowledge to improve 
efficacy together with effectiveness of the recruitment process. As Net usage became predominant, the initial step of e-recruiting 
was the accumulation of electronical career option on corporate websites itself. It was generally recognised that corporate internet 
site recruitment has enhanced hiring efficiency. In the midmost of covid situation, the entire world is facing uncertainty in every 
single industry, and recruiting is no different. The pandemic has shifted a foremost sector of the labour force in ways we hadn’t 
anticipated. Managing staff procedures, escalating or lessening headcount, and upholding workloads has become a remote process 
for many industries as they look to safeguard their employees, their customers and the public. In spite of the anxiety and uncertainty 
surrounding humankind’s cutting-edge worldwide challenge, Digital interviews are an absolute win in this situation. Not only to 
protect their employees, and the claimant, but also provide prospects with a measure of flexibility. Examining applicants to interview 
remotely, from a private or well-known aligning is a commonly well-received concept. In fact, with the Covid-19 situation, the 
gesture alone will most likely make them want to work for you even more. As recruiters instigate to transfer into the digital realm, 
online recruitment has rapidly become the ideal means of talent hunting. As a result, various firms are now paying quicker heed to 
their online recruiting strategies, with social media evidencing a predominantly effective way of tracing new employees.

WORKFORCE PLANNING

COVID-19 hasn’t just changed the workplace, it’s likely changed forever the complexion of the workforce and work itself. 
The circumstance and challenge for HR managers is to respond and move from a static to an agile planning approach, one 
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Whether you are just entering the workforce or nearing retirement age, planning for the future is critical. — Ron Lewis
Rapid pace of change is the new constant in the world of work.The COVID-19 pandemic catastrophic in its prevalence presents 
an opportunity to explore and engage in a meaningful manner to recognize the obstacles that one may have to face during 
this difficult period, and to find initiatives and approaches to cope with the same. The virus has infiltrated every part of life 
on this earth throwing our daily lives out of control.It is vital to know how companies are innovatively attracting, developing 
and keeping tomorrow’s employee today. The purpose of this study is to explore the emerging strategic workforce planning 
trends and the future of work trends post-COVID-19. COVID-19 hasn’t just changed the workplace, it has likely changed 
forever the complexion of the workforce. As COVID-19 resets workforce assumptions, such as the rise in remote work, look 
to capture competitive advantage from new talent scenarios. The opportunity and challenge for HR leaders is to respond and 
move from a static to an agile planning approach, one that can continually reshape the workforce to incorporate changes in 
business and skill needs during the pandemic and beyond. On the whole, 23 respondents who are HR managers in various 
prominent companies were interviewed and met the requirements to undertake the questionnaire. The statistical modelling 
regression analysis was executed to establish relationships between the variables. The sample size being comparatively petite 
the study could be strengthened by boosting the sample size and comprising participants from additional geographical ranges.

Keywords: strategic workforce planning, Covid 19, Future work trends  

ABSTRACT



506
Copyright ©2020 Authors

Proceedings

that can continually reshape the workforce to incorporate substitutes in business and talent requirements during the contagion 
and beyond. The first precedence during the COVID-19 pandemic has been catastrophe response and accentuating health and 
safety, fundamental services, and the virtualization of work and education.

EMERGING WORKFORCE STRATEGIES FOR POST-COVID-19 RECOVERY

The three phases that all resistant leaders must face midst theCOVID-19 outbreak
React – dealing with the current circumstances and handling endurance
Regain – reviewing and evolving stronger
Succeed – planning for and defining the “new normal”
HR leaders, in particular, have been at the core of their company’s speedy response to this predicament, and have been 
performing a key role in maintaining the workforce occupied, industrious and spirited. Plausibly, latest primacies have 
been fixated almost solely on the react phase. 

As improvement is constructed against react efforts, another veracity is developing rapidly. Now is the time for HR 
leaders to fright their concentration in the direction of regain, to assure their organizations are trained to succeed. This will 
need exceptional focus and coordination, during what may be a prolonged period. 

workforce strategies in the regaining segment will be superlative orchestrated over and done with five censorious activities: 
reflect, recommit, re-engage, rethink, and reboot. These movements can benefit companies to connect the crisis response to 
the new normal by resting the groundwork to succeed in the outcome of the trauma.

Reflect. Make the time to reflect on what’s later and contemplate about what has functioned, what acquired, and what has 
been averted in the retort.

Recommit. Fortify responsibility to prosperity and dedication through an attention on physical, physiological, and 
financial concerns.

Re-engage. Redeploy labour force and take full advantage of the workforce’s contribution and potential, while preparing 
the workforce with the skills and capabilities for the return.

Rethink. Utilize new business priorities to rethink and reconfigure the work, employees, and workspace and make level 
enduring and emerging venture desires.

Reboot. Rebuild HR and people function primacies with the most irresistible business and workforce priorities.

SET OF CIRCUMSTANCES FORECASTING

This will not be an archetypal retrieval: COVID-19 is implausible to windup abruptly assumed the deficiency of effective 
and obtainable therapeutics and the indefinite scenarios and timing of a vaccine. Organizations must strategize for numerous 
circumstances and time prospects, as they move from crisis response to recovery. They should also design for the opportunity 
of multifarious effects of the pandemic and its never-ending global and unbalanced imprint. For workforce strategies, 
organizations need to launch serious significances for the next 1 to 2 years as they position themselves for new certainties.

Much remains uncertain, but one thing is clear: consumers, workforces, traders and other partners are watching. How 
organizations handle the retrieval will express their brands with both their labour force and their consumers, establish their 
eminences for years to come, and determine their forthcoming competitiveness. This workbook is envisioned for HR leaders 
to reflect through anything is up till now required to cope business permanency, and what will be needed very soon as their 
organizations look for opportunities to reflect, recommit, re-engage, rethink, and reboot.

WHY DURING COVID WORKFORCE PLANNING IS NECESSARY

As COVID-19 blow up everywhere the earth in early 2020, industries across the world were very quick-thinking to pivot 
to a stand-offish form of working as the greatest way to constraint non-essential tangible communication and to control the 
proliferate of the virus. The first nine months of 2020 saw corporate developments change with extraordinary gauge and 
rapidity, with each industry refocussing from the conventional, workbook techniques to a more dexterous and iterative style 
of working.

Moving frontward, the COVID-19 stimulated stoppage will put remarkable stress on corporations to drop budgets and 
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reside submerged, given job losses and businesses close the shutters. With several businesses proclaiming their aim to cut 
their substantial attendance, and several others encompassing the suggestion to workforces to work-from-home for an extra 
year. This new form of recruitment implies progressive and significant changes with regard to the traditional recruitment 
(Pfieffelmann et al., 2010). Differences between the regular recruitment source and E-recruitment are identifiable when it 
is referred to the experiences which become available with Internet web pages (for example animations, images, sound) as 
well as the opportunity of providing interesting experience where the job-seeker is involved in recruitment process instead 
of being a passive informational receiver (Cober et al., 2004). The main aim of this contribution is to examine the present 
implementation of social media platforms in business practice in the context of the size and industry classification of the 
selected corporations in the Czech Republic. A structure of this paper is the following: the next section introduces a basic 
review of the literature and the theoretical background to the research topic. The second part defines the goal of the research, 
the research methods and the description of the data used. The main results of the research are presented and discussed in 
section Results and Discussion.

LITERATURE REVIEW 

This chapter, a literature review (the theoretical bases), presents the analysis results associated with the method of the digital 
transformation, digital technologies, and net enlisting (e-recruitment) in business atmosphere.

Digital Technologies and method of the Digital Transformation 
More academic researches, studies and professional person reports claim that human work is progressively discontinuous  
or maybe determined by digital, info and communication technology. New technologies don’t seem to be simply serving to 
individuals to try and do things effectively, quicker and higher, however they’re sanctionative necessary changes within the 
ways in which work is completed in firms (Cascio and Montealegre, 2016). several authors like Chalons and Dufft (2016), 
fondler et al. (2012) claim that digital info and communication technologies are undergoing energetic and brisk changes 
and have a vast impact on nearly each half and facet of existence. Therefore, firms square measure round-faced with new 
opportunities and challenges because of the radically increasing medical care and method of the digital transformation of 
the business atmosphere. during this context, Sorgner et al. (2017) argue that prime proficiency in digital skills can become 
basic demand within the digital age. firms will get blessings from medical care once tangible investments within the digital 
economy infrastructure, like communication and data technologies, square measure associated with intangible investments in 
human capital and structure resources (Balcerzak and Pietrzak, 2017).

E-RECRUITMENT COULD BE A A PART OF ELECTRONIC HUMAN RESOURCE MANAGEMENT (E-HRM).

It is referred to as one amongst the foremost well-liked e-HRM applications utilized by organizations. Erecruitment may 
be outlined because the use of the web to draw in potential workers to a corporation and rent them. on-line enlisting is 
additionally referred to as e-recruitment, is that the apply whereby the web technology is employed notably websites as a way 
of assessing, interviewing, and hiring personnel (Dhamija, 2012). (Greer, 2003) explicit  that the web, e-mail, fax machines, 
cable modems, digital subscriber lines, personal computers, different varieties of telecommunications, and mail structure a 
group of forces that have allowed several employees to figure off-site by teleworking. Some even have been ready to relocate 
geographically whereas continued to perform constant work for his or her employers via telecommunications technology. 
enlisting is a very important issue for the organizations since it performs the essential operate of drawing a very important 
resource into the organization. it’s a strategic aim because it focuses on the requirement to draw in high-quality individuals 
so as to realize a competitive advantage (Parry & prizefighter, 2008). If individuals see that a corporation values its workers, 
they’re a lot of possible to use for employment with the organization and a lot of possible to remain once they’re recruited. 
Recruiting individuals with the correct talents support the structure goals; smart human resources management implies that a 
corporation reduces risks to its workers and name. It can also cut back prices for a corporation. Ghazzawi & Accoumeh one 
hundred sixty five Organizations recruiting via the web have 2 primary avenues to draw in viewers into the someone pool. 
First, organizations will rely on third-parties that distribute job advertisements on employment listing web site. Second choice 
is for a corporation to form and maintain its own official web site to gift job advertisements and extra info concerning the 
corporate (Braddy et al, 2006). By victimisation the web enlisting system, recruiter should make sure that the candidates meet 
company goals and characteristic. This objective happens within the context of associate progressively various population. 
Today’s organizations would have workers with completely different culture background, academic system, talents, technical 
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skills, languages, traditions, and private qualities. This diversity within the work force helps the organization to succeed in 
new markets and develop bigger intellectual capital. within the choice method, Talent Management division assure that a 
provide of talent is offered to align the correct individuals with the correct jobs at the correct time supported strategic business 
objectives thus workers become a lot of committed to the corporate and succeed higher levels of job performance

OBJECTIVES OF THE ANALYSIS  

 ● To uncover and comprehend the Emerging Strategic Workforce Planning Trends

 ● To outline and study the growth and future of work trends post-COVID-19.

 ● The chief aim of this investigation is to study Workforce Planning for Competitive Advantage Post-COVID-19

RESEARCH METHODOLOGY

RESEARCH PROBLEM:
To uncover and comprehend the Emerging Strategic Workforce Planning Trends.

DATA COLLECTION:

 ● Data was collected using combination of primary and secondary data. Primary data was collected using unstructured 
interview of  HR managers as well as a survey. Secondary data was collected by referring to various web articles, research 
papers, journals, etc. Once the preparation of the questionnaire was done and uploaded to Survey Monkey to collect responses 
from the HR managers, the questionnaire was validated by industry experienced person. The table below gives a detail 
description of all the companies that took part in this survey and interview and the various sectors the companies belong to. 
As seen those HR managers interviewed belonged to various backgrounds from manufacturing, E- learning, Advertising, 
Retail to even Travel and tourism. This mixed number of sectors really helped to bring out appropriate answers during the 
investigation and contributed greatly in understanding trends within the same industry and in comparison with each other.  

S E R I A L 
NUMBER

NAME OF THE COMPANY SECTOR

FIREBRAND LABS ADVERTISING AND MARKETING AGENCY
SKILLSANTA E- LEARNING
MAXWELL GEOSYSTEMS SOFTWARE COMPANY
RACE NON-PROFIT ORGANIZATION 

MANAGEMENT
IMAGE- TNAGAR CREATIVE 3-D INSTITUTE 
SFJ BUSINESS SOLUTIONS MANUFACTURING
DATA PATTERNS ENGINEERING 
PIRAMAL GROUP PHARMACEUTICALS
T & A SOLUTIONS HUMAN RESOURCES
ANANTHA CYBERTECH STAFFING & RECRUITING
MOLEX ELECTRONIC MANUFACTURING
FOREST ESSENTIALS RETAIL
BAXTER INTERNATIONA MEDICAL DEVICE 
SREE MURUGAN INDUSTRIES MANUFACTURING 
ANGEL STARCH & FOOD PVT LTD FOOD & BEVERAGES
CORE HR SERVICES HUMAN RESOURCES 
VIROFUME SANITATION SERVICE
MOMENTIVE CHEMICAL MANUFACTURING 
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OPTIONS EXECUTIVE SEARCH 
PRIVATE LIMITED

STAFFING & RECRUITING

CREATIVE HANDS HR CONSULTANCY HUMAN RESOURCES
RANE GROUP AUTOMOTIVE
PRINCE PIPES AND FITTINGS LTD BUILDING MATERIALS
MAGELLAN TRAVELS TRAVEL AND TOURISM 

SAMPLING: 
23 samples were selected using convenient sampling technique. A convenience sample is a type of non-probability sampling 
method where the sample is taken from a group of people easy to contact or to reach. The key advantages of convenience 
sampling are that it is cheap, efficient, and simple to implement. The key disadvantage of convenience sampling is that 
the sample lacks clear generalizability.

RESULTS AND DISCUSSION

The results from the interviews will now be discussed. The questions for interviews with the HR managers were developed 
after the survey was completed. The questions were exploratory in nature to allow dialogue to be captured based on the 
knowledge and experience of the practitioners in relation to the broad research questions of the study. The responses to the 
questions were analysed in order to identify whether there were common theme s and responses emerging which support the 
results of the survey and which support the recurring themes that emerged in the literature on emerging workforce planning. 

Results from the interviews indicated that all organisations are undergoing major change when it comes to workforce 
planning during the covid 19 times. Workforce readiness provides administrators with a strategic framework for decision-
making on human capital. Strategic workforce planning is created by designing a process within your organization that 
proactively anticipates current and future hiring needs. This will ensure your organization has the resources needed to meet its 
business goals. Trend number one almost half of the organisations stated that they are unprepared for their future talent needs 
and some companies do not regularly do workforce planning.The lack of agreement on the allocation and comprehension of 
the responsibilities of the different parties may be one explanation why workforce planning attempts have been ineffective. 
A study done in the year of 2009 By Bersin and associates also identified unclear ownershipas one of the main challenges. 
Ownership of the labour preparation process and the budget is most commonly the responsibility of HR as opposed to 
Operations or Finance. Workforce Preparation struggles when presented as an HR concern rather than a company issue. 
As seen in the chart when respondents were asked on whether which department in an organisation must be responsible 
for strategic workforce planning the responses got are present as is. 70% of the respondents said that all departments being 
involved in the process makes it better as compared only inly 17% who felt that the HR department must solely be responsible 
for this work. In conclusions respondents suggested that strategic workforce planning should be owned by the overall business 
leaders and an the executive team should be accountable for Strategic Workforce Planning at the company level. Eventually, 
theundertaking of HR should be changed from an enforcer to an organization’s ‘facilitator’ of labour planning.
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The second major trend noticed during the interview was the priority that needs to be given to data which is a must during the 
workforce planning process. Companies are required to continue move for higher income and a greater return on investment and these 
models are demanding HR automation.Implementing a workforce planning system manually is complicated and time consuming, 
therefore the answer is to turn to emerging technologies such as  automation, big data and analytics, cloud etc. to build a workforce 
analytics solution. The HR divisions have a lot of data, but not exactly the appropriate data or in the proper form. But the fact is that, 
without endorsing accurate and relevant evidence, labour force analytics is a hoax. False data will give HR the wrong perspectives, 
leading to wrong talent decisions. And a talent-mistake will prove costly to the company at a variety of levels. Data sizes can be daunting 
if handled manually, but not if users turn to data analytics software and technology. The conventional approach to labour planning has 
been a financial-led operation, based largely on balancing the staff numbers expenditure to minimise huge costs. 

As seen from the survey around 57% of the managers responded that the company uses analytics as a way to workforce 
planning solution, while 26% said they are planning and in the process of atomization of the process. It is clear from these 
results that companies are moving towards this trend. Companies must look beyond financial means at labour planning to 
combine HR data and big data analytics. It is essential to know what data to gather and use. Most of the main data points and 
their origins that need to be incorporated into the labour market research system are: business data, talent data and financial 
data. Businesses have to perform data-sorting and data-cleaning in the early stages. Once organizations have the right data 
handy, the next step is to get the right workforce planning system to make use of that data.

Most managers during the interview pointed to another emerging trend which is  improve a company’s internal mobility. 
An organization’s biggest potential talent source may be its own people.Organizations have traditionally relied on external 
hires to find new roles, but with rising skills gaps and low unemployment rates, they are now finding that acquisition by itself 
is not enough to access the skills they need.In order to accelerate productivity, companies need to tap their existing workforce 
more efficiently to find and deploy individuals with the requisite skills , talents, encouragement and understanding of the 
enterprise, its technology and its community. Producing unique systems to promote internal mobility will pay off in a variety 
of areas: productivity, employee participation and market efficiency.

In the survey most respondents believed that it would be easier for an employee to find a new job with another employee 
than with the current business they were working for. Therefore even though many of the HR manager spoke about this 
importance of looking at talent from within employees aren’t confident  that this trend is happening within their organisation. 
The survey results were shocking as only 35% of the respondents felt that they would find a job with the current firm they 
were working with while 65% felt that it would be easier to find a new job in a different firm. Internal mobility can be a way 
to embed collaboration and agility into an organization’s culture.
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Post-Covid era will be a testament to a new beginning, organisations that survive this onslaught will benefit from a 
revitalized and renewed HR. In a recent KPMG in India survey report on Covid-19 HR practices titled – ‘Cutting through 
crisis’, we found that across all job levels, 66% of organisations have deferred or suspended their hiring schedules and 30% 
have decreased their hiring headcount budget. Moreover, to deal with restrictions on physical collaboration, more & more 
organisations are adopting alternate ways of working. Existing employee lifecycle will undergo transformation, paving way 
for an agile and nimble recruitment model that lead organisations towards success in the future. Other trends seen during the 
interview process are firms will transfer some of their hiring to contract positions instead of replacing all empty full-time 
roles. Two firms will recruit temporary recruits to fill crucial capabilities shortages that are unavailable at work. Three virtual 
onboarding and e-learning a solid onboarding process can improve retention rates as well. 

The next major trend seen was employee retention initiatives. Employee retention refers to the ability of an organization 
to retain its employees. That’s why employee retention and job satisfaction should be high on every organization’s list of 
priorities, and why creating effective retention strategies to decrease turnover is one of a manager’s most important jobs. 
Managing for employee retention involves strategic actions to keep employees motivated and focused so they elect to remain 
employed and fully productive for the benefit of the organization. A comprehensive employee retention program can play 
a vital role in both attracting and retaining key employees, as well as in reducing turnover and its related costs. All of these 
contribute to an organization’s productivity and overall business performance.

FIREBRAND LABS AND RETENTION PROGRAMME FOLLOWED AT THE AGENCYFirebrand Labs is one of India’s 
leading agencies offering Marketing and Advertising services of full scale. Established in 2009, the firm has consistently gained 
successful results for customers through award winning creative and aggressive marketing strategies.Firebrand Labs believes that 
the crowded market landscape of today leave no space for conventional methods of working, it is only by doing something different 
will it help capture the attention of audience and keep them excited about the brand. A brand must constantly evolve with the 
audience and Firebrand Labs helps brands to solve complex business challenges using design led thinking, believing in the power 
of design to drive exponential growth. The two major focuses of the agency are customer experience and employee experience. 
Managers serious about retention do more than just the bare minimum. Some of the areas where strategic initiatives can boost 
employee retention are, one onboarding process should 25 teach new staff members not only about the job but also the company 
culture and how they can contribute and thrive. The training and support that is provided from day one can set the tone for the 
employee’s entire tenure at the company. Two, Mentorship programs pairing a new employee with a mentor is a great component 
to add to the continuing onboarding process. Mentors can offer guidance and be a sounding board for newcomers, welcoming them 
into the company. Three, it’s absolutely essential in this competitive labour market for companies to offer attractive compensation 
packages. Four, whether it’s paid time off for volunteering, occasional catered lunches or free snacks and coffee every day, perks can 
make the workplace stand out and boost employee morale. Five, keeping open lines of communication is a formal way of describing 
a practice that’s essential for employee retention. Six, expecting staff to regularly work long hours and be at one’s beck and call is 
not conducive to employee retention. A healthy work-life balance is essential to job satisfaction.A successful employee retention 
strategy requires one to think about things from the team’s point of view. One method done at the organisation is a programme 
known as the Friday compass, the purpose of this is increase the knowledge of the employees by engaging them in multiple tasks 
and interactions. By bringing in speakers to talk about emotional quotient to conducted mini workshops on industry related aspects, 
this would keep the employees looking forward to working with the company and quench their thirst for knowledge. 
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CONCLUSIONS 

Strategic workforce planning has been one of the main elements of successful human resource management and is commonly debated 
as having an ever-increasing significance for the future of employment and an area that is experiencing tremendous evolution. As more 
importance is put on workforce preparation among enterprises, new patterns are emerging that really shift the manner in which labour 
planning is carried out and what great strategic workforce planning looks like. It really is a chance for HR not just to promote strategic 
discussions on the workforce, but also to set the pace for progress in the workforce and improve its reputation as a reliable business 
advisor. Workforce preparation will contribute to greater creativity, skill generation and process change within the enterprise. It can 
mean that the organization is equipped, with the best talent and expertise in place to go beyond adapting to circumstantial business 
incidents, but it can provide knowledge and information to support companies.Strategic Workforce Planning is once again recognised 
as being a high priority and ownership of the workforce planning process must be done by the overall business leaders. Therefore an 
the executive team should be accountable for Strategic Workforce Planning at the company level.Encourage further communication 
and information sharing in order to sustain a constant dialogue between HR and company.Today, the essence of industry is very 
dynamic, with ever-changing business scenarios and consumer demands. Organizations are supposed to keep pace by being flexible, 
responsive and strategic in the implementation of their services. Data and technology go hand in hand. Hence, HR leaders who wish 
to dig the data-advantage to optimize the workforce must don the technology-hat and invest in the right workforce analytics tools. For 
certain companies, their largest possible pool of talent is access to the company’s own employees and the internal demand for talent.
Fortunately, though, the demand is mostly undervalued and neglected, and many companies find it extremely difficult to access.Finally, 
the introduction of a Workforce Planning solution is no longer an choice, it is a business necessity.The best staff preparation solution will 
help companies make the most of their current employee base, reducing recruiting expenses and depending on external capital.Most 
notably, it will help to make the most of the strength of people-the most important points of difference in today’s business environment.

FUTURE / SCOPE:

A debate on whether Strategic Workforce Planning should or should not be owned by HR.
Identifying skills gaps and areas of succession risk
Employee retention initiatives specific to Covid 19
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The pandemic Covid 19 has not only affected the livelihood but has also disrupted the corporate world. This research study 
is upto the factors affecting the talent management in IT sector before and after Covid. There is a huge uncertainty that is 
existingin the corporate world due to this pandemic. The corporate can make use of this research work to understand the 
barriers in talent management thereby, they can retain the human assets with their organisation. The research work is carried 
with the help of the questionnaire which is issued to the employer and employees in the corporate world so that the exact 
results can be obtained from the research work. This study will help the corporate to understand the existing barriers and 
thereby they can retain talents within theorganisation.

INTRODUCTION:

Currently, world environment is under severe challenge facing the pandemic. One of challenge prevailing in this pandemic is 
employee talent management that has become a potential powerful source of competitive advantage and sustainability. It is 
important for the organization to take a proactive role in identifying and cultivating their workforce who have capability and 
potential.

Talent management refers to “the process of increasing the efficiency of new employees, developing and retaining 
existing employees, and encouraging more skillful employees towards the organisation. Talent management involves in 
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Whether you are just entering the workforce or nearing retirement age, planning for the future is critical. — Ron Lewis
Rapid pace of change is the new constant in the world of work.The COVID-19 pandemic catastrophic in its prevalence presents 
an opportunity to explore and engage in a meaningful manner to recognize the obstacles that one may have to face during 
this difficult period, and to find initiatives and approaches to cope with the same. The virus has infiltrated every part of life 
on this earth throwing our daily lives out of control.It is vital to know how companies are innovatively attracting, developing 
and keeping tomorrow’s employee today. The purpose of this study is to explore the emerging strategic workforce planning 
trends and the future of work trends post-COVID-19. COVID-19 hasn’t just changed the workplace, it has likely changed 
forever the complexion of the workforce. As COVID-19 resets workforce assumptions, such as the rise in remote work, look 
to capture competitive advantage from new talent scenarios. The opportunity and challenge for HR leaders is to respond and 
move from a static to an agile planning approach, one that can continually reshape the workforce to incorporate changes in 
business and skill needs during the pandemic and beyond. On the whole, 23 respondents who are HR managers in various 
prominent companies were interviewed and met the requirements to undertake the questionnaire. The statistical modelling 
regression analysis was executed to establish relationships between the variables. The sample size being comparatively petite 
the study could be strengthened by boosting the sample size and comprising participants from additional geographical ranges.

Keywords: strategic workforce planning, Covid 19, Future work trends  
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developing strategy; identifying the gaps in the talent management; planning and recruiting, selecting, educating, motivating  
and  retaining  talented  employees through various norms and initiatives”. However many organisation only put more effort 
into attracting employees to their company, but spend little time into retaining anddeveloping.

Consequently, talent management ought to be actualized in an association since it causes organization to accomplish vital 
destinations, for example, constructing an elite learning climate and increment incentive to theAcademy brand. According 
to En.MuhammadRazif, “talent management is about planning and developing systematically the individual (staff) training, 
development and education need. This is to build a competent workforce in realising the vision and mission of the company”. 
Ability the executives has been characterized and applied in different manners.

The conventional comprehension and perspectives among the talked with Government Link Companies are; ability the 
board is to manufacture an able labor force to understand the vision and mission of the organization. Workers with abilities 
are the individuals who can possibly involve basic positions. Stuart Kotze and Dunn (2006) characterized that ability isn't 
just about having the intellectual competence, information, experience, aptitude or the psychological and actual attributes to 
accomplish something other than what's expected or a higher request of trouble and unpredictability later on.

OBJECTIVES OF THE STUDY:

 ● To understand the barriers in talent management in ITSector.

 ● Compare the existing barriers before and after Covid19.

 ● Develop a detailed study on retaining talents within theorganisation.

 ● Impact of Covid 19 on talent management in ITsector.

LITERATURE REVIEW:

Sheokand and Vermafound that the ability the executives idea is rising gradually in the present business situation. The HR 
likewise called as the human resources of the associations fill in as the main segment of accomplishing serious edge and now, 
the associations that work at a worldwide level have begun to understandw their worth and significance. The exploration gave a 
point by point survey dependent on different examinations that were led previously and they discovered that in the 21st century, 
the idea of ability the board is far from being obviously true yet it unquestionably prompts a high performingassociation.

The scope of the field of talent management at medium-sized and large companies in the pandemic period is very much 
high. The outcomes demonstrate that we are as yet incapable to give a uniform meaning of the ability the board cycle, as 
neither uniform definitions nor uniform practices exist. The idea of ability is characterized as a blend of a fit with authoritative 
qualities, individual characteristics and occupation execution. Most of organizations have just been associated with the 
arranged usage of the ability the executives cycle throughout the previous 3years.

Organisations pull in skilled representatives through different exercises and the arranged improvement of the business' 
image. Acknowledgment is frequently founded on the board proposition and through meetings, whereby medium-sized 
organizations work all the more casually in this regard. Most of the organizations are straightforward in their interchanges 
with gifted representatives. They create capable workers utilizing different exercises in which those representatives are all the 
more seriously included.

Hughes and Rog cited that “talent management is a form of a business strategy that helps in making employee recruitment, 
engagement and retention of the talented employees successful within different organizations”. The examination recognized 
different components that are needed for the viable usage of the ability the executives techniques. They presumed that with 
the assistance of ability the executives, the operational and furthermore the monetary execution of the organization improves 
generally.

According to the analysis and the above study, the talent management is positively related to the overall organizational 
performance. But there is a partial impact of the practices on the performance. The employees feel that in order to improve its 
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talent management and also the performance and productivity, the organizations can  improve their learning and development 
initiatives and also focus a little more on  their retentionstrategies.

If the organizations are able to do so successfully, then, the organizational performance will automatically go higher 
and it will be better than the current scenario. In today’s world, the talent management strategy focuses on development of 
employees' ability and efficiency. The talent management system can be a tool to measure the performance and ability of each 
employee and the entireorganisation.

Irrespective of the scenario there is always a demand for talented employees. In order to retain them motivation is needed. 
For example, an incredible number of employees need uphold from top management, which implies one could mastermind 
informal meetings with the employees to examine the current central questions.

RESEARCH METHODOLOGY:

A questionnaire is generated to analyse the talent management in IT sector. It is circulated among people to collect the 
responses. Once the data is being collected through the questionnaire to understand about the talent management procedure 
followed in their particular organisation. This study will help the organisationsto understand whether the barriers in talent 
management changed due to Covid-19. From the data that is being collected Data interpretation takes place.

Fig.1- Study Process

HYPOTHESIS:

H0 - Due to Covid-19 the barriers in talent management has changed.
H1- There is no change in the barriers in talent management due to Covid-19.
From the data that is being collected correlation analysis is conducted to study where the barriers to talent management with 
the barriers to talent management during Covid-19.

RESULTS:

Once the data is being collected through the questionnaire to understand about the talent management procedure followed in their 
particular organisation. This study will help the organisations to understand whether the barriers in talent management changed due 
to Covid-19. From the data that is being collected Data interpretation takes place. From the data that is being collected correlation 
analysis is conducted to study where the barriers to talent management with the barriers to talent management during Covid-19.
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Fig.2- Questionnaire Results

The correlation analysis is conducted to the data that is being obtained. The obtained correlation analysis is 0.661921387show 
that the result is positive. Thereby, There exists an relation between the barriers of talent management and Covid-19.

Fig.3- Correlation Analysis

The Line graph represents the barriers in talent management and the blue line represents the barriers in talent management 
before Covid-19 and the Red line represents the barriers in talent management after Covid-19.

Fig.4- Barriers in Talent management

The graph represents the correlation between the barriers in talent management and Covid-19. According to the correlation 
analysis it shows that barriers in talent management and Covid-19. The correlation analysis is done in the spreadsheet using 
the data that is obtained from the questionnaire.
CORREL(A1:A6,B1:B6)

5.1 CONCLUSION:

This study helps in understanding the barriers in talent management in IT sector and  to understand the impact of Covid-19 on such barriers. 
The data is being collected with the help of the questionnaire which was circulated among various corporate employees to undertand the 
barriers in talent management in their organisation. It helps to understand the organisations impact due to Covid-19 and also allows us to 
develop a proper mechanism to break the barriers in talent management and to develop aorganisation with talentedemployees.
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INTRODUCTION:

The pandemic has brought in a huge crisis that has not only affected people but also many industries. One of the industries 
which are hard struck by the pandemic is e-commerce. Due to various lockdown rules implemented and out of fear, there is a 
sudden shift in preference from physical retailers to online retailers. Recent statistics prove that this year has the highest usage 
of e-commerce than one has ever witnessed. Though it’s presumed that e-commerce would benefit from this, they have also 
been hugely affected. Where on one hand, physical retailers are losing their customers, e-commerce on another hand cannot 
meet the surging demand. Many people would have already witnessed a sudden surge in demand for these essential goods.  As 
there is a drastic change in the consumer-buying patterns who are trying to stock themselves with essential goods, increased 
demand for those goods. Because of which online retailers across the world are running low on supplies and are finding 
it difficult to manage their inventories. Even the biggest online retailer like Amazon, who are equipped with the best and 
efficient supply chains are also struggling in this pandemic situation. This period can be presumed as a challenging situation 
they have ever faced. This study investigates tactics used by Amazon to overcome this challenging phase.

RESEARCH GAP:

Though there is a lot of research paper that gives us an account of the current situation of how pandemic has 
affected people across the world in aspects of their health, income, consumer behavior.  There are hardly 
any which provides an insight into how the pandemic has affected the e-commerce part of the world. This 
paper tries fulfilling the unexplored parts and the effects of the Covid-19 pandemic. In addition, have tried to 
answers the questions that interest a lot of people, in aspects of how this industry is trying to cope with the 
current changes accounting for the situation of the contemporary world. 

OBJECTIVES:

 ● How pandemic has affected consumer behavior. 

 ● To understand the tactics and methods used by Amazon to cope with the changes.

 ● Has amazon succeeded in its attempt?

A STUDY ON IMPACT OF COVID-19 ON E-COMMERCE 

Anushka B.V
Under-Graduate Student 

SRM IST, Kattankulathur -603203.

The worldwide spread of the COVID-19 pandemic has disrupted how people buy products and services and how they perceive 
e-commerce. The standardized lockdown rules across India and the growing hesitation among consumers to go outside and 
shop for essential goods have tilted the nation towards e-commerce. Since the norm of social distancing has been initiated for 
almost the entirety of 2020, the scope of online purchases and businesses is expected to surge. Many people are embracing 
the concept of online retail.

Consumers have switched from shops, supermarkets, and shopping malls to online portals for the purchase of products, 
ranging from basic commodities to branded goods. 

An attempt has been made to observe and evaluate how Amazon is coping up with the Pandemic and the surging demand. 
Observation is done based on the various strategies and techniques used by amazon to retain their position despite the 
pandemic situation  

ABSTRACT



518
Copyright ©2020 Authors

Proceedings

RESEARCH METHODOLOGY

 ● All the data used in the field of research are wholly dependent on secondary data from trusted sites.

 ● All are thoroughly checked with compliance.

 ● Statistics or the graph presented are also taken from a secondary source.

 ●  Al the data are related to the topic and are taken from the recently published survey regarding the changes after the 
outbreak of Covid-19 in the world.

DATA ANALYSIS AND INTERPRETATION 

HOW IS THE CONSUMER BUYING PATTERN AFFECTED BY COVID-19?
A huge shift in consumer choice of products can be witnessed in the pandemic. There is an increase in demand for certain 
goods like household staples, sanitizers, toiletries, etc. Due to the pandemic which can be classified as essential goods. The 
bar chart below shows how the demand for certain goods is been affected hugely due to the pandemic when compared to the 
previous year (2019).

The bars on the right side show the increase in demand for the goodsand the bar on the left sideshow a decrease in the 
demand for the goods. Most of the goods whose demand has increased are the essential ones. Where on the other side demand 
for goods like skincare,  automotive, school supplies, electronics are been negatively affected due to the change in consumer 
preference.

STRUGGLES FACED BY AMAZON
Amazon remains one of the few companies to benefit from the coronavirus pandemic with surging online sales helping it 
report profits in July. It did not get there without navigating a slew of challenges, including a labor crisis that drew public 
scrutiny from lawmakers, regulators, and workers’ rights groups. Amazon’s supply chain was hit hard, resulting in delivery 
delays and out-of-stock notices. The surge of unexpected orders initially caught Amazon off guard. The company struggled to 
meet its vaunted two-day delivery window, which it promises to Prime members as part of their $119 annual membership fee. 
It quickly ran out of high-demand products such as hand sanitizer and paper towels, combated widespread price gouging, and 
rushed to adjust operations inside its warehouses to keep employees safe without significantly slowing down the pace of work.

HOW IS AMAZON MANAGING ITS INVENTORY WITH THE SURGING ONLINE ORDERS OF THE 
CONSUMERS?

FBA( Fulfillment  by Amazon) :
It a service provided by amazon to third-party vendors where they can store their products in amazon fulfillment centers 
and thee-commerce giant picks, sorts, packs, ships, tracks and handles returns and refunds for these products. Amazon by 
providing incentives is trying to bring in new vendors to meet the surging demand for the goods.

PRIORITIZING GOODS :
Amazon is prioritizing the essential goods like household staples toiletries etc so that they can fill their fulfillment centers 
with then essential goods. 

EXPANDING WAREHOUSES :
Amazon is trying to expand its warehouse to stock more essential goods. The company brought on more than 175,000 new 
warehouse and delivery workers between March and mid-April to be able to fulfill customer orders. Along with buying new 
warehouses, they are also turning their shops into warehouses.

HOW ARE THEY TRYING TO IMPROVE THEIR DELIVERY SERVICES?
 ●  The company has added more warehouse and delivery workers across the country to help meet a surge in demand due 

to the coronavirus outbreak. Amazon is hiring 75,000 additional workers after it filled more than 100,000 positions 
in the last month.
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 ●  Amazon is putting new online grocery customers on a waitlist and is reducing hours at some physical Whole Foods 
stores to help workers fulfill more online orders as it adjusts to increased demand amid the COVID-19 crisis.

 ●  Particularly in India, Amazon tied up with Indian railways in 2019 which worked in their favor during this situation. 
Amazon in India transported consignments via rail across the country and is leveraging the ‘COVID-19 Parcel 
Special Trains’ introduced by the Indian Railways to ramp up its operations to 55 lanes during the lockdown period. 

HOW IS AMAZON DEALING WITH INTERNET TRAFFIC?
 ●  As internet usage has enormously increased during the lockdown it has led to an increase in internet traffic. Which 

affected the smooth working of the amazon online services. To enhance this they reduced their bandwidth. 

 ●  As the most commonly searched keyword during the lockdown was related to the essential goods, using a particular 
software that identifies the keywords which classify a particular search as essential or not they have tried to remove 
the ads displayed on the webpages of essential goods to reduce the traffic. 

HOW ARE AMAZONS SALES BEEN AFFECTED?
The most important question which interests most of the people is how Amazon sales are been affected during the pandemic. 
Pandemic has a huge impact on the sales of Amazon. Due to the surge in demand and the change in consumer behavior. Gladly 
there has been a positive impact on the sales of Amazon. 
The multiple bar chart below shows sales made in three different quarters of three different years.

 ●  As you can see that during quarter 1 among two different years quarter 1 of 2020 made the highest sales. The sale 
increased from 35.81 to 46.13% when compared to 2019.

 ●  In quarter 2 among two different years, quarter 2 of 2020 made the highest sales. The sale increased from 38.65 to 
55.44% in 2019.

 ●  In quarter 3 amazon made the highest sale yet again in 2020. Again among two different years, quarter 3 of 2020 
made the highest sales. The sale increased from 42.64 to 58 % in 2019 

This proves that the highest sale made by amazon was in 2020 despite all the pandemic.

DID AMAZON MAKE PROFITS?
ThoughAmazon had the highest sales during 2020, was it able to make actual profits? Amazon had to incur lots of costs as it 
had to set up a warehouse and hire people to meet the surging demand of the consumers. 
The following two graphs show the resulting revenue and profits of Amazon for Three years  

 ●  From the above graph it is clear that in the first quarter, Amazon made the highest revenue in the year 2020. It 
increased its revenue by 15.8 billion when compared to 59.7 in the year 2019.

 ●  In the second quarter, Amazon made the highest revenue in the year 2020. It increased its revenue by 25.5 billion 
when compared to 88.9 in the year 2019.

 ●  In the third quarter, Amazon made the highest revenue in the year 2020. It increased its revenue by 21.2 billion 
when compared to 70 in the year 2019. 

 ●  Therefore Amazon made the highest revenue in the year 2020 

 ●  From the above graph, it is clear that Amazon’s profit decreased by 1.1 in the year 2020 when compared to the profit 
3.6 made in the year 2019.

 ●  In quarter two amazon redeemed itself and increased the profit by half i.e., 2.6 when compared to 2.6 in the year 2019.

 ● In quarter two amazon increased the profit by 3.8 when compared to 6.3 in the year 2019.
Though amazon made losses in the first quarter of the year it can be justified as it had to incur a huge cost to establish new 
warehouses and hire people. However, it redeemed itself by making a margin of high profits in the next two quarters. 

CONCLUSION: 

Though the pandemic flung many challenges over the Amazon, it could still tackle all of it. They turned every threat into an 
opportunity and found a new opening for every door closed. Amazon did its absolute best and has successfully fulfilled all 
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the requirements and demands of their customers. They have also successfully gained a new base of customers in the middle 
of the pandemic. Amazon has used this pandemic to its advantage and has tried exploring new ends and have enhanced their 
capabilities. Though they may not be able to stop another pandemic from occurring they sure will find new ways to dampen 
it and will do their best to protect themselves and provide the necessary aids to others.  
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INTRODUCTION

Health plays a vital role for the gratification of life. Individuals today face a lot of uncertainty due to emergence of numerousnew 
ailments. An individual can any time face an accident, neural disease, strokes, diabetics, cancer and so on. Health insurance 
is fast emerging as an important mechanism to finance health care needs of the people (Sonal Kala and Premila Jain, 2015). 
The need for an insurance system that works on the basic principle of pooling of risks of unexpected costs of persons falling 
ill and needing hospitalization by charging premium from a wider population base of the same community (Dipin Mathur and 
Ashish Tripathi, 2014).

In the present scenario,with improved literacy, modest rise in incomes, and rapid spread of print and electronic media, 
there is greater awareness and increasing demand for better health services. There is growing evidence that the level of health 
care spending in India – currently at over 6 per cent of its total GDP – is considerably higher than that in many other developing 
countries. This evidence also suggests that more than three-quarters of this spending includes private out-of-pocket expenses. 
The opening up of the health insurance to the private sector by the Insurance Regulatory Development Authority (IRDA) Act 
2000 has provided immense opportunities for both the public and the industry for better utilization of health care facilities 
(Jaypradha. J, 2012). Health insurance covers both the components viz., risk coverage and saving. As the economy comprises 
of people in which majority of them are middle classed and salaried. Insurance has emerging as the best option for saving and 
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risk coverage. But in India insurance is frequently well thought-out as a tax saving tool instead of its additional implied long 
term financial benefits (Reshmi, B. Sreekumaran, N. Nair and Unnikrishnan, B., 2007).

Research of Ferreira et.al,(2016) consider the importance of intermediary recommendations, premiums,bundling strategies 
and insurers in influencing consumers.The relationship between the above listed attributes and consumer price sensitivity is 
also studied.Their study results indicate that brand loyalty has a considerable influence on the extent to which consumers 
accept bundled discounts. 

Religare Health Insurance Company Limited is an Indian health insurance firm established in July 2012, by Religare 
enterprise limited, Union Bank of India and Corporation Bank. With RHI’s operating philosophy being based on the principal 
tenet of consumer-centricity(Rajkumari, M., 2019). Religare Health Insurance currently offers products in the retail segment 
for Health Insurance, Critical Illness, Personal Accident, Top-up Coverage, International Travel Insurance and Maternity 
along with Group Health Insurance and Group Personal Accident Insurance for corporates (Ramesh Bhat and Falan Reuben, 
2018). 

understanding of the various factors which influence consumers is extremely beneficial as the marketers can increase 
the attractiveness of the product without reducing the selling price (Ramirez & Goldsmith, 2009).Many studies ranging from 
premium quote to claim handling to renewal have been conducted by insurance practitioners across different audiences.With 
the transformation in societal norms there is a need for continuous updating.This study has been done against this backdrop 
(Robson &Sekhon,2011).

NEED FOR THE STUDY

Life insurance industry faces several challenges due to the highly intangible characteristic of their services.(Tsoukatos& 
Rand, 2006).Majority of the business is accomplished through agents who in many situations emerge as the sole contact 
between the service provider and customer(Crosby et.al,1990).A crucial aspect that Life Insurance marketers need to be 
cognizant is regarding myriad of factors like premiums (Rai &Medha,2013), price bundling (Brophy,2014).

When compared with the developed foreign countries, the Indian health insurance industry has achieved only a little 
because of the lack of insurance awareness, ineffective marketing strategies, poor affordability and low investment in insurance 
products. Thus a favorable demand, significant market potential with supportive infrastructure and regulatory environment 
will bring a boom in the Indian Health Insurance scenario. Currently only 10 per cent of the Indian population has health 
insurance, which means that there is tremendous scope for growth in this area. The study is basically intended to discover and 
examine the factors affecting customers’ buying decision towards investment in health insurance policies.

REVIEW OF LITERATURE

Nithya, K. and Mythili, B. (2017)in their article, “Policy Holders Satisfaction Towards Mediclaim Insurance in Chennai 
City”, Insurance is a financial tool specially created to reduce the financial impact of unforeseen events and to create financial 
security. To overcome such inconvenient situation “medical insurance” plays a major role in today’s context. This study 
attempts to find out the customer satisfaction towards medical insurance in Chennai city. The required data is collected from 
100 respondents those who are insured and received claim. The study helps to find out the awareness level on medi-claim 
insurance, period of awareness, satisfaction particulars and also to suggest suitable measures for improvement

Sivaramakrishnan, L. and Swaaminathan, T M.  (2015)in their article, “Awareness andPublic Receptivity for Health 
Insurance Products a Study with Reference to Kanchipuram Town, India”, Insurance is one of the sectors in India with 
great potential and it is one of the most booming sectors today. In the country where LIC was a monopoly now has stiff 
competition is in the market with other players. With the evolution of so many private companies, each player is coming out 
with innovative and customer-oriented products. All private players in the industry have come out with four exclusive health 
plans. In today s health care scenario, the country is in the midst of rising causes of many diseases that are not curable. This is 
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coupled with spiraling health costs, high financial burden on the poor and erosion of incomes. The present study is conducted 
to know the awareness level of the respondents towards the health insurance products in KanchipuramTown.

Selva Kumar and Vijay Kumar, S. (2013)in their article titled, “Attitude of Policy Holders inThe Direction of Administration 
of General Insurance Companies with Orientation to Madurai Region”, highlighted that the study reveals that 23% policy 
holders belongto low level of attitude, 46% to medium level of attitude and 31% to high level of attitude. There is an important 
relationship between ages, sex, education, and marital status, type of family, community and level of their attitude headed for 
administration of services of public sector general insurance companies holdsgood.

Priyadarsini, M. (2013) in her paper entitled, “A Study on Investment Pattern towards Health Insurance at Salem district, 
Tamilnadu: An Empirical Study”, highlighted that health insurance shield premium is too costly, hence some people are 
not aware of the health insurance benefits.This research paper had made an attempt to explore the investment behavior of 
investors towards health insurance in Salem district,Tamil Nadu state.Theprimary data collection made through structured 
questionnaire. The opinions of 200 respondents were considered for the analysis. Through this analysis it was found that 
consciousness of health insurance is lacking among the public of Salem district, as well as their income level do not support 
for high premium policy.

Maheshkumar L Choudhary and Sudha B Khambhati (2013)in their article titled, “Awareness of Health Insurance and 
Its Related Issues in Rural Areas of Jamnagar District”. The rural populations are more vulnerable to risks such as illness, 
injury, accident and death because of their social and economic situation. There is need to provide financial protection to 
poor families for the same. Health insurance could be a way of removing the financial barriers and improving accessibility 
to quality medical care by the poor and also an effective social security mechanism. Awareness regarding health insurance is 
poor; therefore, awareness creation is needed. Education, socio-economic status and occupation were favorable determinants 
for opting health insurance.

Research of Ferreira et.al,(2016) consider the importance of intermediary recommendations, premiums,bundling strategies 
and insurers in influencing consumers.The relationship between the above listed attributes and consumer price sensitivity is 
also studied.Their study results indicate that brand loyalty has a considerable influence on the extent to which consumers 
accept bundled discounts. 

OBJECTIVES OF THESTUDY:

 ●  To evaluate preferences of the customers while taking health insurance investment decision at Religare Health 
Insurance CompanyLtd.

 ●  To explore the various factors influencing customer investment decision in health insurance at Religare Health 
Insurance CompanyLtd.

 ●  To study the impact of various demographic factors on customer’s health insurance investment decision at Religare 
Health Insurance CompanyLtd.

HYPOTHESIS
H1: There is a significant influence of income of the respondents on the preference of health insurance policy at Religare 
Health Insurance Ltd.
H2: There is a significant influence of age of the respondents on preference of health insurance policy at Religare Health 
Insurance Ltd.

RESEARCH DESIGN

Descriptive and Exploratory Research Methodology was adopted for this study. In this research purposive sampling method 
is used for selecting a sample size of 100 respondents.The sources used for data collection are primary data and secondary 
data.Primary data is collected with the help of a structured questionnaire and interaction with the employees working in an 
organization.Likert scale was used to elicit responses. Secondary data is collected form the various websites, journals and 
business magazines.
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DATA ANALYSIS AND INTERPRETATION

The description of the demographic profile of the respondents considered for the study is given below. The demographic 
factors include age, gender, occupation, educational qualification, marital status, type of family, income, dependent family 
members, monthly medical expenses of the respondents are considered here.

Table 1: Gender of the respondents

Attributes No. of Respondents Percentage
Gender Male 78 78

Female 22 22
Total 100 100

Age Groups < 20 years - -
21-30 37 37
31-40 26 26
41-50 12 12
> 50 years 25 25
Total 100 100

Occupation Agriculture - -
Business 20 20
Practicing professionals 6 6
Private organizationemployee 51 51
Government organizationemployee 9 9
Retired 14 14
Others - -

Total 100 100
Educational Qualification Matriculation 9 9

Bachelor’s Degree 29 29
Master’s Degree 48 48
Diploma 12 12
Others 2 2
Total 100 100

Marital Status Married 65 65
Single 35 35
Total 100 100

Family Type Joint 13 13
Nuclear 87 87
Total 100 100

Income < 10,000/- - -
10,001-20,000/- 3 3
20,001-30,000/- 19 19
30,001-40,000/- 37 37
40,001-50,000/- 31 31
> 50,000 10 10
Total 100 100
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Number of dependent family 
members

Nil 47 47
1 24 24
2 25 25
> 2 4 4
Total 100 100

Average monthly medical expense < 1,000 24 24
1001-2,000 24 24
2,001-3,000 27 27
3,001-4,000 10 10
> 4,000 15 15
Total 100 100

Fund used by the respondents for 
meeting their medical expenses

Free medical services from
government

- -

Own savings 47 47
Paid by employer/company 29 29
Health insurance 24 24
Total 100 100
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Graph 1: Factors influencing the purchase of health insurance policy

From the above graph it is interpreted that 55% of the respondents are persuaded by Insurance officials/Agents to purchase the 
health insurance policy. 18% of the respondents are persuaded by their Colleagues to purchase the health insurance policy. 16% of 
the respondents are persuaded by their Relatives to purchase the health insurance policy. 2% of the respondents are persuaded by 
their Friends to purchase the health insurance policy. 2% of the respondents are persuaded by Advertisements to purchase the health 
insurance policy and 2% of the respondents are persuaded by the Income tax advocates to purchase the health insurancepolicy.

Majority of the respondents are persuaded by Insurance officials/Agents to purchase the health insurance policy. 
Coverage of Medicines 5
Number of doctors in the network 1
Deductible 22
Total out-of-pocket cost
Monthly premium 16
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From the above graph it is interpreted that 56% of the respondents consider Total out-of-pocket cost while enrolling 
for a Health Insurance Plan. 22% of the respondents consider Deductible while enrolling for a Health Insurance Plan.16% 
of the respondents consider Monthly premium while enrolling for a Health Insurance Plan. 5% of the respondents consider 
Coverage of Medicines while enrolling for a Health Insurance Plan and 1% of the respondents consider Number of doctors in 
the network while enrolling for a Health InsurancePlan.

Table 2  :  Descriptive of   factors preferring Health Insurance Policy
N Mean Std. 

Deviation
Std. 

Error
95% Confidence. 
Interval for Mean

Lower 
Bound

Upper Bound

To protect from rising cost of healthcare 3.7215 .42155 .04804 3.6430 3.8343
Existing illness 3.7806 .42803 .05153 3.6888 3.8945
Tax planning measure 3.8021 .57704 .06259 3.7888 4.0377
Attractive schemes are available 3.6342 .50086 .05021 3.6457 3.8448
Avail good quality medical treatment 3.8431 .56321 .06777 3.7121 4.0225
Risk coverage against future illness, old
ages etc.

3.9510 .51695 .05169 3.6932 4.8369

Table 4: ANOVA
Income and factors preferring Health Insurance Policy

Sum of Squares df Mean Square F Sig.
Between Groups 12.349 5 4.116 16.410 .000
Within Groups 83.532 95 .251
Total 95.881 100

Table 3: ANOVA for  Age and factors preferring Health Insurance Policy
Sum of Squares df Mean Square F Sig.

Between Groups 1.696 5 .565 2.295 .033
Within Groups 81.994 95 .246
Total 83.689 100

The descriptive table shows the that the mean value of Risk coverage against future illness, old ages is higher than the 
other factors, followed by Availing good quality medical treatment.The ANOVA table, depicts the F value of 2.295 and the 
p value of .033, which is undoubtedly less than the benchmarked 5% or 0.05 significance level. Hence the null hypothesis is 
rejected, concluding that there is a significant influenceof age and the factors influencing preference of health insurance policy 
at ReligareHealth Insurance Ltd.

The ANOVA table, depicts the F value of 16.410 and the p value of .000, which is undoubtedly less than the benchmarked 
5% or 0.05 significance level. Hence the null hypothesis is rejected, concluding that there is a significant influence of income 
of the respondents and the factors influencing preference of health insurance policy at Religare Health Insurance Ltd.

DISCUSSION AND IMPLICATIONS

The results of the study show that youngsters are showing more interest toward health insurance policies supporting the 
previous studies ofSuwarna Madhukumar, et.al., (2012). So it is suggested that the company can design all its promotional 
activities and telecast through social media network and internet advertisements. Due to heavy work pressure it is observed 
that a lot of private sector employees’ health condition is affected (Selva Kumar, K.  and Vijay Kumar, S.,2013). Hence, major 
portion of policies are purchased by them. To tap the potential among these private organization’s employees, the insurance 
company can go with special attractive schemes like major discount on premium if family size is more, discount in paying 
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premium when the payment is made correctly in time, Special schemes like add on policies and adding riders to the existing 
policies and discount forreferrals.

Company should focus on providing qualified, knowledgeable and trained agents or officials, since it is found that majority 
of the policy holders are influenced by insurance officials or agents.This finding in in line with the results of the study by 
Sivaramakrishnan, L. and Swaaminathan, T. M. (2015). Intermediary recommendation plays an important role in insurance 
sales.(Robson &Sekhon,2011 and Loughlin&Sizmigin,2007).

The mean value of Risk coverage against future illness, old ages is higher than the other factors, followed by Availing good 
quality medical treatment, of which, the p values are less than 0.05 significance level. Therefore, accepting both hypothesis 
H1 and H2, the study results, that there is a significant influence of age and income on the factors influencing preference of 
health insurance policy at Religare Health Insurance Ltd.
CONCLUSION

The insurance industry is one of the fastest growing industry in the country. Especially if we look at health status of our 
country and health insurance, it has achieved only little bit because of poor awareness, ineffective marketing strategies and 
poor affordability. In order to create a positive response from the market towards health insurance policies it is necessary for 
the insurance companies to find the factors influencing the customers in preferring health insurance. From this study it can 
be concluded that the factors like tax benefits, risk coverage and savings, security with high returns, insurance services and 
premium charges are the major factors that are influencing customer’s investments in health insurance policies. Based on the 
findings the relevant suggestions like promotional methods, discount schemes, choice of media to promote insurance policies 
etc. were made.
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INTRODUCTION:

A set of business activities carried on to accomplishing the exchange of goods and services for purposes of personal, family, 
or household use, whether performed in a store or by some form of non-selling.” – American Marketing Association 

Shopkeeper is a person who owns a small store or manages a shop. Consumers have to buy their basic necessities and 
food products in these retail outlets. The proportion of retailing outlets is very less when its compare with the population. 
The recent trends are avoiding the public gathering to avoid the spreading of covid19. Hence, the consumption of daily bread 
becomes difficult. It makes very difficult for shopkeepers to meet the requirements of the consumers within that stipulated 
time limit during this massive outbreak. Consumers’ life and livelihood has been heavily tested during this pandemic. Nearly, 
ten long months they were struck inside the home and not able to do their regular routine. This is a recovery period for the 
world to get back to the normal life.

When a customer’s approach to consume food products to the retail outlets, they need to were mask to cover their face. 
There will be a circle drawn in front of the shop to maintain social distancing. Consumers have to follow the safety measures 
and protocol laid down by the government. All the consumers must sanitize themselves before entering into the shop. They 
need to wash all the food products before cooking. CT thermal scanner has to be used to check the temperature of the 
consumers. By doing this, consumers’ who are having high temperature and people who are having covid19 symptoms can be 
avoided to enter into the retail shop.

OBJECTIVES:

 ● To be aware of the socio economic profile of the respondent.

 ● To analyze the behavior of the respondents from the point of view of the shopkeepers.

 ● To understand the problems and challenges based by the shopkeepers during this pandemic period.

A STUDY ON SHOPKEEPER’S CHALLENGES DURING THIS 
COVID 19 OUTBREAK WITH SPECIAL REFERENCE TO 

CHENNAI CITY.

S. Samuel Thangaraj
Research Scholar, (Ph.D. Part-time) PG & Research Dept. of Commerce, 

Presidency College (Autonomous), Affiliated to University of Madras, 
Chennai – 600 005.

The lifestyle of consumers’ has been changed drastically during this Covid19 Outbreak. The government has announced 
lockdown after lockdown to stop the spreading of deadly covid19 virus. In this view, consumers’ has struggled a lot to lead 
their regular life. This deadly covid19 has been a huge learning curve to the consumers’ to reinvent or restructure the life. 
Large number of shopkeeper’s faced many problems during this outbreak. The government has restricted the shopkeeper’s 
with repeated time limitations. This has been chatter between consumer and shopkeeper. Consumers is also struggled to 
consume their basic necessities during this period. The researcher wants to know, the problems and challenges face by the 
shopkeepers during this Covid19 pandemic. The researcher has taken 60 respondents and used a convenient sampling method.

ABSTRACT
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REVIEW OF LITERATURE:

Some main areas where outbreak control measures have affected directly:

Transportation limitations: 

To control the spread of the Coronavirus, urban communities and regions confined transportation and movement of the 
individuals. Some of the districts and towns closed their roads. This has interfered with some transportation and movement 
issue to deliver food items from farms to stockrooms and from distribution centers to stores, just as interprovincial and 
package shipments. However, these transportation and co-ordinations issues getting back normal and balanced.

Travel limitations and work interruption: 

Many staff headed out to see family throughout the Spring Festival, but since of the pandemic control measures have not 
gotten back to their work area, staff that does figure out how to get back from different territories as it is requires frequently 
needed to self-isolate for fourteen days. The labor force and movement of individuals will ultimately getting back to business 
as usual in recent period.

Changes in purchaser behavior: 

As individuals remain at home to restrict the spread of the Covid19, they are maintaining a strategic distance from public 
zones and preparing their own foods. Numerous conventional business sectors have been shut until further notice. Numerous 
outlets have basically no consumer’s activity in shopping centers and business locale has fallen harshly. Simultaneously, 
stores and basic food item conveyance applications have seen a sharp expansion popular. A few changes in consumers buying 
behavior happened even after the Covid-19 control measures end.

Some major challenges faced by the shop keepers in the food industry:

Upstream raw material challenges: 

Measures to control transportation and the movement of individuals made it hard for some food producers. Many bundling 
and raw material providers have not yet completely re-established their tasks. Some food industry organizations that rely upon 
imported materials facing delays in customs.

Overabundance or deficient inventories of perishable products: 

Where expected demand has fallen, for example shopping regions, eateries and their providers are regularly stayed 
with abundance stock. Grocery stores, particularly those in local locations, regularly wind up sold out of specific categories 
promptly earlier in the day. Stock administration for merchants, upstream food item assembling and livestock farms is 
confronting major difficulties from both demand disturbance and street transportation limitations.

Cash flow challenges: 

Many stores are as yet paying pay rates and lease, even while income has tumbled off a piece due to the pandemic. These 
organizations face their own income troubles, and their staff were not been given with full proper salary it will affect the flow 
of cash in market to acquire basic necessities.

METHODOLOGY:

Non-probability convenient sampling method was used to collect the data. The size of the sample is 60. Samples were 
selected in Chennai city. Questionnaire was used to collect the data. The Questionnaire contains three sections (1) Socio 
Economic Profile and (2) Perception of shopkeepers on the behavioral changes among the consumers (3) The kind of 
challenges and problems faced by the shopkeepers.
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ANALYSIS AND INTERPRETATION:

Age Group of the Respondents:

Table – 1

Age Group No. of Respondents Percentage
Upto 18 4 7
18-24 12 20
25-35 20 33
36-60 16 27
Above 60 8 13
Total 60 100

Source: Primary Data
Interpretation:
 Table 1 reveals that, maximum number of the shopkeepers’ age group is between 25 and 35 as it shows 33 per cent. 
It is followed by the age group between 36 and 60 (27 per cent).
Gender of the Respondents:

Table – 2

Gender No. of Respondents Percentage
Male 26 43
Female 34 57
Total 60 100

Source: Primary Data
Interpretation:
 Table 2 shows that, majority of the respondents are female shopkeepers (57 per cent). It is succeeded by male 
shopkeepers as it shows 43 per cent.

Educational Qualification:

Table - 3

Educational Qualification No. of Respondents Percentage
No Schooling 10 17
School Education 28 47
Graduate 22 36
Total 60 100

Source: Primary Data
Interpretation:
 It is evident from the Table 3 that, majority of the shopkeepers are having a school education as their qualification as 
it shows 47 per cent. 36 per cent of the respondents are graduates.
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Awareness of the Respondents:
Table - 4

Awareness of the Respondents on 
Cocid19 No. of Respondents Percentage
No 6 10
Yes 54 90
Total 60 100

Source: Primary Data
Interpretation:
 Table 4 reveals that, majority of the respondents are aware of Covid19 as its shows 90 per cent. Only 
10 per cent of the respondents are unaware about the Covid19.
Whether the consumers wearing mask:

Table - 5

Awareness of the Respondents No. of Respondents Percentage
No 19 32
Yes 41 68
Total 60 100

Source: Primary Data
Interpretation:
 Table 5 reveals that, majority of the consumers’ are wearing mask to protect themselves from Covid19 
as its shows 68 per cent. Nearly, 32 per cent of the respondents are not wearing the mask while they come to 
shop for the consumption of food products.
Whether the consumers maintain social distancing

Table - 6

Awareness of the Respondents No. of Respondents Percentage
No 13 22
Yes 47 78
Total 60 100

Source: Primary Data
Interpretation:
 Table 6 reveals that, majority of the consumers’ are maintaining social distancing as its shows 78 
per cent. There are 22 percent of the respondents are not following social distancing while they consuming 
their food items in shop. One Consumers’ negligence might affect the entire country. It is advisable to all the 
consumers to abide the protocol laid down by the government.

Whether the Consumers sanitize themselves:
Table - 7

Awareness of the Respondents No. of Respondents Percentage
No 12 20
Yes 48 80
Total 60 100

Source: Primary Data
Interpretation:
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 Table 7 reveals that, majority of the consumers’ are using sanitizers themselves to clean their hands as 
its shows 80 per cent. There are 20 percent of the respondents are not sanitizing their hands.

Consumers’ Cooperation for CT thermal Scanning:
Table - 8

Awareness of the Respondents No. of Respondents Percentage
No 9 15
Yes 51 85
Total 60 100

Source: Primary Data
Interpretation:
 Table 8 reveals that, majority of the consumers’ are cooperating to check their temperature as its 
shows 85 per cent. Nearly, 15 percent of the respondents are not cooperating for thermal scanning. It is very 
essential for the outsiders to cooperate themselves for reading their temperature using CT scanners so that, 
high temperature people or covid19 symptoms consumers’ can be stopped at the gate of the shop.

Challenges faced by the Shopkeepers’ at this outbreak:
Table – 9

S. No. Factors Mean Rank Rank
1 Making the consumers’ to stand in the social distancing queue. 2.43 1
2 Not wearing the mask while enter into the shop. 3.89 3
3 Not Cooperating with CT thermal Scanning 4.68 4
4 Not sanitizing their hands while entering or leaving the shop. 4.86 5

5
To meet the requirements of the food product during the 
lockdown

3.38 2

Source: Computed Data
Interpretation:
 It is evident from the table 9 that, the respondents are facing more challenge to make the consumers to 
stand in the social distancing queue as it shows the mean rank of 2.43. Next to this, Shopkeepers are finding 
difficult to meet the requirement of consumers during this lockdown. It is very difficult to transport goods from 
the farm to wholesaler or wholesaler to retailer or retailers to consumers at this period of time. Consumers’ are 
neglecting or not obeying to wear mask while they moving outside to consume as it is shown with the mean 
rank of 3.87. It has to be avoided to minimize the risk of spreading covid19 in the society.

Whether the shopkeepers’ feeling safe and protected:
Table - 10

Awareness of the Respondents No. of Respondents Percentage
No 17 28
Yes 43 72
Total 60 100

Source: Primary Data
Interpretation:
 Table 10 reveals that, the more number of the respondents are feeling safe and protected as its shows 
72 per cent. Nearly, 28 percent of the respondents are not feeling comfortable. It is because of the risk factor 
is high at this pandemic period.
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FINDINGS:

 ● Maximum number of the shopkeepers’ age group is between 25 and 35 as it shows 33 per cent.

 ● More number of the respondents are female which shows 57 percent.

 ● Majority of the shopkeepers are having a school education as their qualification as it shows 47 per cent.

 ● Majority of the respondents are aware of Covid19 as its shows 90 per cent.

 ● More number of consumers’ are wearing mask which shows 68 percent.

 ●  78 percent of the respondents are avoiding physical touch and maintaining social distancing while consuming food products.

 ●  Majority of the consumers’ are using sanitizers themselves to clean their hands as its shows 80 per cent.

 ● More number of the consumers’ are cooperating to check their temperature as its shows 85 per cent.

 ●  During this outbreak, it is difficult for the shopkeepers to make them to stand in a social distancing queue. Meeting 
the requirements of consumers is also complicated as there is a difficulties available to transport a food products, 
availability of manpower etc.,

 ● More number of the respondents are feeling safe and protected as its shows 72 per cent.

SUGGESTIONS:

 ●  The situation which the world is facing now is completely unexpected. This covid19 outbreak has shaken the world for sure. 
Shopkeepers have to use social network or online platforms to sell the products. Online platforms are helpful in such a way 
that, the human conduct is very less. Consumers and shopkeepers can do a trading without having a face to face interaction. 

 ● The consumers have to abide the protocol which is laid down by the government.

 ●  The Central and state governments have to build a bridge between Shopkeepers and consumers to have riskless 
consumption.

CONCLUSIONS:

Indian retailing is a dynamic in nature and it needs to confront the progressions which are forced by the conditions. Both 
the Shopkeepers and the consumers’ have affected by the novel Covid19 and it is the ideal opportunity for shopkeepers to 
reconsider about their business. Consumers have to get the essential commodity to run their life. This has to be regularized 
by the government and adopted by the shopkeepers and followed by the consumers. This covid19 had an incredible negative 
effect on unorganized goods in retail business and it has shown the new way to the shopkeepers to frame new strategy for the 
essential goods, adoption of new technology, operational changes to remain in the business until the end of time. Whether the 
impact of covid19 is a positive or negative but it has a sure impact in the retail outlets. The consumer should also accept and 
adopt the changes in order to protect themselves from deadly virus.
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INTRODUCTION

In today’s rising rivalry, identifying the obstacles ahead and the importance of HRIS is the primary concern for the HR Manager 
of each organization. However, HRIS is a software application for big, medium and small companies to help automate and 
handle human resource tasks such as payroll and accounting for HR. But in this particular study its been noted that HRIS is 
not only having its impact on the HR managers but it has it impact also on the common employees of the organization, the 
success of any organization lies in the hands of the employees so it is very much important for the organizations to make sure 
the software’s which they are using is user friendly and which helps the common employees also. 

EVALUATING THE EFFECTIVENESS OF HUMAN RESOURCE 
INFORMATION SYSTEM(HRIS) AMONG INFORMATION 
TECHNOLOGY SECTOR EMPLOYEES AT BENGALURU.

Dr. AnniArnav
Associate Professor School of Commerce, JAIN (Deemed-to-be University) Bengaluru, India, Karnataka.
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In the last few years information technology has seen a massive growth, there has been a huge revolution in the fields 
such as hardware, software, data mining and communication technology which helps to provide the information. For any 
organization information plays an very important role, information system is asset of organized procedure which will analyses, 
design, development, executed, provides information to support, planning & decision-making.  For the purpose of effective 
management of human resource functions and application of the organization utilization of information technology such as 
human resource information system is utilized. HRIS is one of the database management software systems which are also 
known as knowledge bank. HRIS is mainly a database of employee’s records which assist HR professionals. HRIS is used by 
the business organization to enhance its human resources. This study gives us an insight on the influence of different variables 
on the effectiveness of HRIS in IT Sector at Bengaluru.

Research gap
The study aims at evaluating the effectiveness ofhuman resource information system (HRIS) among information technology 
sector employees at Bengaluru. There is a need to understand howhuman resource information system (HRIS)will be affecting 
the overall performance of the organization in different aspects. The researcher will try to analyze based on the responses from 
the population working in information technology sector at Bengaluru.

Methodology 
The Study was conducted in selected IT and ITES employees of Bengaluru City.  A total of 202 samples were collected 
using non probabilistic convenience sampling technique. Pilot study was conducted for 15 samples to ensure that the purpose 
of design of the study is related with the research objectives. Structured Questionnaire was framed and collected data was 
analyzed using SPSS 20.0.

Findings 
The researcher found a significant influence of different variables on the effectiveness of HRIS.

Keywords:HRIS, Human Resource Information System, IT Sector, Effectiveness of HR
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RESEARCH OBJECTIVES

 ● To identify the barriers encountered in implementing HRIS in IT industry sector.

 ● To examine the role of HRIS in dissemination of information.

 ● To evaluate the system quality and information quality that would affect the effectiveness of HRIS.

HYPOTHESIS

 ● H1: There is a significant influence of information quality on effectiveness of HRIS.

 ● H2: There is a significant influence of information flow on effectiveness of HRIS.

REVIEW OF LITERATURE

Haines, V. Y., & Petit, A. (1997) The paper states about the various benefits of HRIS, he states that Potential benefits of 
HRIS include faster information processing, greater information precision, improved planning and program creation, and 
improved communication between employees. Both of those advantages are forms of flexibility in administration.

Beadles, I. I., Aston, N., Lowery, C. M., & Johns, K. (2005) Statein their research that use of HRIS will minimize HR 
costs by automating information and eliminating the need for large numbers of HR staff, by encouraging workers to monitor 
their own personal information, and by allowing managers to access relevant information and data, perform research, make 
decisions and interact with others without consulting an HR professional.

David, S., Shukla, S., & Gupta, S. (2015) they have claimed in their research that the success of an company depends on 
the successful use of its important human capital. Every company nowadays views the human capital as strategic assets. HR 
executives follow HRIS to make a strategic advantage for their company and outperform the rivals. The companies are now 
more than ever implementing the HRIS to ensure that human resources are used effectively.

Bal, Y., Bozkurt, S., &Ertemsir, E. (2012) This research introduces and validates a detailed, multidimensional HRIS 
success model, which is made up of six success measures viz. Perceived quality of the HRIS system, perceived quality of 
HRIS knowledge, perceived ease of use, perceived usefulness of HRIS, HRIS satisfaction, and HRIS performance (benefit). 

Batool, S. Q., Sajid, D. M. A., &Raza, D. S. H. (2012) The study focuses on the barriers of implementing in HRIS 
he states that there are some obstacles to the introduction of HRIS, such as lack of funds Insufficient awareness Lack of 
experience Communication Network problem Technological issues Lack of staff Time consumption.

Mayfield, M., Mayfield, J., &Lunce, S. (2003) The researcher pointed out the about the five major reasons that why the 
organization should use HRIS.HIRS will help in increasing the competitiveness by improving the quality of HR practice, It 
consists of large number of unique HR operations, HRIS will reduce the work for HR and shift their focus from processing 
of transactions to strategic HRM, Makes employees part of HRIS, Helps in Re-engineer the entire HR function gives the 
complete different look for the organization practices and procedures.

Singh, M. (2006) In his research analysis, he identified the fundamental questions and challenges raised by nine 
organizations that adopt and manage HRIS. The issues are rooted primarily in two factors; one is the lack of awareness 
about HRIS in the HR department and the second is the lack of priority provided to the organization’s HR department. The 
researcher proposed that careful planning, execution, and control solve the problems.

DATA ANALYSIS

Reliability test

Table 1: Reliability test

Reliability Statistics
Cronbach’s Alpha N of Items

.790 60
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The alpha coefficient for the sixty items is .790, suggesting that the items have relatively high internal consistency.  

FRIEDMANMEAN RANK ANALYSIS

Mean rank for most significant factor related to barriers in implementation of HRIS

Table 2: Mean rank for most significant factor related to barriers in implementation of HRIS

Barriers N Mean Std. Deviation
Lack of commitment from top management 202 2.78 1.433
Lack of expertise in information technology 202 3.03 1.345
Inadequate knowledge in implementing the system 202 2.14 1.382
Lack of commitment and involvement by HR employees 202 2.07 1.338
Insufficient financial support 202 2.29 1.382
Unavailability of suitable HRIS software 202 2.50 1.408
Organizational internal restrictions 202 2.40 1.401

Size of the organization 202 2.32 1.392
Culture of the organization 202 2.25 1.417
Difficulty in maintenance 202 2.21 1.395
lack of time to train staff 202 2.26 1.412

Interpretation:The above table 4.5 illustrates the mean rank of barriers in implementation of HRIS in the organizations. 
It is observed from the study that the mean ranges of all the seven statements from 2.07 to 3.03 and standard deviation ranges 
from 1.345 to 1.433, from the above table we can know that the most common barrier which is faced by the organizations in 
implementing the HRIS is Lack of expertise in information technology.

Mean rank for most significant factor related to features of HRIS

Table 3:Mean rank for most significant factor related to features of HRIS.

Features N Mean Std. Deviation
User-friendly 202 2.82 1.456
Security 202 2.98 1.248
Consistency 202 2.12 1.268
Reliability 202 2.38 1.407
Clarity 202 2.16 1.334
Accuracy 202 2.13 1.315
Maintainability 202 2.22 1.329
Transparency in system 202 2.12 1.299
Stability 202 2.29 1.370

Interpretation:The above table illustrates the mean rank of features of HRIS in the organizations. It is observed from the 
study that the mean ranges of all the seven statements from 2.12 to 2.98 and standard deviation ranges from 1.248 to 1.456. 
From the above table we can know that the Security feature is most selected feature by the respondents and we know that 
Security feature is the most reliable feature in the HRIS. 

Regression 
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Regression is an approach to modeling the relationship between a scalar response (or dependent variable) and one or more 
explanatory variables (or independent variables).

Information quality of HRIS and effectiveness of HRIS

Table 4: Multiple Regression (Information quality of HRIS and effective ness of HRIS).

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

1 .536a .287 .261 1.161

a. Predictors: (Constant), Information provided by HRIS is accurate, HRIS provides sufficient information 
whenever it is required, HRIS produces comprehensive information, HRIS always provides the information 
I need on time, With the help of HRIS the quality of information reports has been increased, HRIS provide 
up-to-date information, Information content provided by HRIS meet my needs.

The multiple regressions are shown in the above table. The model summary table shows R-Square for this model is .287. 
This means that 28.7 percent of the variation in effectiveness of HRIS (dependent variable) can be explained from the 7 
independent variables. 

The table also shows the adjusted R-square for the model as .261. The R-Square result shows that the independent 
variables (Information provided by HRIS is accurate, HRIS provides sufficient information whenever it is required, HRIS 
produces comprehensive information, HRIS always provides the information I need on time, With the help of HRIS the 
quality of information reports has been increased, HRIS provide up-to-date information, Information content provided by 
HRIS meet my needs.) has very low influence effectiveness of HRIS.

Table 5:ANOVA

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1 Regression 105.389 7 15.056 11.166 .000b

Residual 261.586 194 1.348

Total 366.975 201

a. Dependent Variable: 1) Effectiveness of HRIS.

b. Predictors: (Constant), Information provided by HRIS is accurate, HRIS provides sufficient information 
whenever it is required, HRIS produces comprehensive information, HRIS always provides the information 
I need on time, With the help of HRIS the quality of information reports has been increased, HRIS provide 
up-to-date information, Information content provided by HRIS meet my needs.

Interpretation:In the above table P- value is <0.05, and F ratio = 11.166, as because significance value as show sown in the 
ANOVA table is <0.05, Null hypothesis is rejected and accept that there is relationship between independent and dependent variables.
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Table 6: Coefficients

Coefficientsa

Model
B

Unstandardized 
Coefficients

Standardized 
Coefficients

T Sig.Std. Error Beta
1 (Constant) .821 .370 2.222 .027

HRIS provides sufficient information 
whenever it is required.

.260 .061 .268 4.292 .000

Information content provided by HRIS 
meets my needs.

.420 .068 .437 6.163 .000

HRIS produces comprehensive information.. .038 .072 .038 .534 .594
HRIS provide up-to-date information. .009 .064 .009 .137 .891
HRIS always provides the information I 
need on time.

-.053 .060 -.055 -.871 .385

With the help of HRIS the quality of 
information reports has been increased.

-.009 .062 -.009 -.141 .888

Information provided by HRIS is accurate. .032 .064 .034 .499 .619
a. Dependent Variable: 1) Effectiveness of HRIS 

Interpretation:
a. Dependent Variable: Effectiveness of HRIS.
Here the linear regression equation can be represented as =
Y = a + b1X1 + b2X2 + b3X3 + … + bNXN
Y= Effectiveness of HRIS (Dependent Variable)
a = Constant (.821)
B= Unstandardized Coefficients (.260, .420, .038, .009, -.053, -.009, .032)

X= Information provided by HRIS is accurate, HRIS provides sufficient information whenever it is required, HRIS 
produces comprehensive information, HRIS always provides the information I need on time, With the help of HRIS the 
quality of information reports has been increased, HRIS provide up-to-date information, Information content provided by 
HRIS meet my needs (Independent Variable).

We examine the information provided in the coefficient table, out of seven statements (Information provided by HRIS is 
accurate, HRIS provides sufficient information whenever it is required, HRIS produces comprehensive information, HRIS 
always provides the information I need on time, With the help of HRIS the quality of information reports has been increased, 
HRIS provide up-to-date information, Information content provided by HRIS meet my needs.), Information provided by 
HRIS is accurate, HRIS provides sufficient information whenever it is required is statistically significant and other two are 
not statistically significant.

Effectiveness of HRIS = 0.821 + (0.260)(Information provided by HRIS is accurate) + (.420) (HRIS provides sufficient 
information whenever it is required) + (0.038)(HRIS produces comprehensive information, HRIS always provides the 
information I need on time)+ (0.009)(With the help of HRIS the quality of information reports has been increased, HRIS 
provide up-to-date information)+(-.053)(HRIS provide up-to-date information)+(.032)(Information content provided by 
HRIS meet my needs)

Significance of information flow on effectiveness of HRIS

Information flow*Effectiveness of HRIS.
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Table 7: Regression (Significance of information flow on effectiveness of HRIS).

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

1 .558a .311 .275 1.150
a. Predictors: (Constant), HRIS has decreased the time spent on communicating information within our 
company; In our organization the information generated by HRIS is used for decision making. HRIS 
helps in dissemination of tactical information. In our organization the information generated by HRIS is 
used for general work activities. HRIS helps in dissemination of strategic information. In our organization 
the information generated by HRIS is used for administering. In our organization the information 
generated by HRIS is used for monitoring. HRIS helps in dissemination of operational information. In 
our organization the information generated by HRIS is used for coordinating. In our organization the 
information generated by HRIS is used for managing the organization.

The multiple regressions are shown in the above table. The model summary table shows R-Square for this model is .311. 
This means that 31.1 percent of the variation in effectiveness of HRIS (dependent variable) can be explained from the 9 
independent variables. 

The table also shows the adjusted R-square for the model as .275. The R-Square result shows that the independent variables 
(HRIS has decreased the time spent on communicating information within our company; in our organization the information 
generated by HRIS is used for decision making, HRIS helps in dissemination of tactical information, In our organization the 
information generated by HRIS is used for general work activities, HRIS helps in dissemination of strategic information, In 
our organization the information generated by HRIS is used for administering, In our organization the information generated 
by HRIS is used for monitoring, HRIS helps in dissemination of operational information, In our organization the information 
generated by HRIS is used for coordinating, In our organization the information generated by HRIS is used for managing the 
organization.) has very low influence on effectiveness of HRIS.

Table 8: ANOVA

ANOVAa
Model Sum of Squares df Mean Square F Sig.
1 Regression 114.218 10 11.422 8.631 .000b

Residual 252.757 191 1.323
Total 366.975 201

Dependent Variable: 1) Effectiveness of HRIS [Effectiveness of HRIS is high on me.]
Predictors: (Constant), HRIS has decreased the time spent on communicating information within our company; 
In our organization the information generated by HRIS is used for decision making. HRIS helps in dissemination 
of tactical information. In our organization the information generated by HRIS is used for general work activities. 
HRIS helps in dissemination of strategic information. In our organization the information generated by HRIS is 
used for administering. In our organization the information generated by HRIS is used for monitoring. HRIS helps 
in dissemination of operational information. In our organization the information generated by HRIS is used for 
coordinating. In our organization the information generated by HRIS is used for managing the organization.

Interpretation:In the above table P- value is <0.05, and F ratio = 8.631, as because significance value as show sown in 
the ANNOVA table is <0.05, Null hypothesis is rejected and accept that there is a relationship between independent and 
dependent variables. 



541
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Table 9:Coefficients

Coefficientsa

Model
B

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

S t a n d a r d i z e d 
Coefficients

T Sig.Std. Error Beta
1 (Constant) .804 .421 1.913 .057

HRIS helps in dissemination of strategic information. .231 .060 .238 3.823 .000
HRIS helps in dissemination of tactical information. .461 .067 .472 6.862 .000
HRIS helps in dissemination of operational 
information.

.054 .067 .054 .800 .425

In our organization the information generated by 
HRIS is used for general work activities.

-.027 .071 -.026 -.379 .705

In our organization the information generated by 
HRIS is used for coordinating.

.039 .066 .041 .591 .555

In our organization the information generated by 
HRIS is used for monitoring.

.008 .066 .008 .124 .901

In our organization the information generated by 
HRIS is used for decision making.

-.067 .064 -.070 -1.052 .294

In our organization the information generated by 
HRIS is used for managing the organization.

-.080 .067 -.084 -1.203 .230

In our organization the information generated by 
HRIS is used for administering.

.048 .063 .051 .759 .449

HRIS has decreased the time spent on communicating 
information within our company.

.003 .062 .003 .051 .960

a. Dependent Variable: 1) Effectiveness of HRIS 

Interpretation:
a. Dependent Variable: Effectiveness of HRIS
Here the linear regression equation can be represented as =
Y = a + b1X1 + b2X2 + b3X3 + … + bNXN
Y= Effectiveness of HRIS (Dependent Variable)
a = Constant (.804)
B= Unstandardized Coefficients (.231, .461, .054, -.027, .039, .008, -.067, -.080, .048, .003)  

X= HRIS has decreased the time spent on communicating information within our company; in our organization the 
information generated by HRIS is used for decision making, HRIS helps in dissemination of tactical information, In 
our organization the information generated by HRIS is used for general work activities, HRIS helps in dissemination of 
strategic information, In our organization the information generated by HRIS is used for administering, In our organization 
the information generated by HRIS is used for monitoring,HRIS helps in dissemination of operational information, In our 
organization the information generated by HRIS is used for coordinating, In our organization the information generated by 
HRIS is used for managing the organization (Independent Variable).

We examine the information provided in the coefficient table, out of nine statements (HRIS has decreased the time spent 
on communicating information within our company; in our organization the information generated by HRIS is used for 
decision making, HRIS helps in dissemination of tactical information, In our organization the information generated by HRIS 
is used for general work activities, HRIS helps in dissemination of strategic information, In our organization the information 
generated by HRIS is used for administering, In our organization the information generated by HRIS is used for monitoring, 
HRIS helps in dissemination of operational information, In our organization the information generated by HRIS is used for 
coordinating, In our organization the information generated by HRIS is used for managing the organization), no statement is 
statistically significant.
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Adoption of mobile banking = 0.804 +(.231) HRIS has decreased the time spent on communicating information within 
our company + (.461)in our organization the information generated by HRIS is used for decision making + (.054 )HRIS helps 
in dissemination of tactical information + (-.027 )In our organization the information generated by HRIS is used for general 
work activities +(.039) HRIS helps in dissemination of strategic information + (.008) In our organization the information 
generated by HRIS is used for administering +(-.067) In our organization the information generated by HRIS is used for 
monitoring + (-.080 )HRIS helps in dissemination of operational information +(.048) In our organization the information 
generated by HRIS is used for coordinating + (.003)In our organization the information generated by HRIS is used for 
managing the organization

Correlation based on the system quality and effectiveness of HRIS
Correlation
Correlation Coefficient
Pearson’s correlation is also called as Pearson’s R test, is a correlation coefficient is to measure how strong a relationship is 
between two variables. 

Table 10:Correlations analysis (Correlation based on the system quality and effectiveness of HRIS).

Correlations

Effectiveness of 
HRIS is high on 
me.

H R I S 
eliminates 
t h e 
p e r s o n a l 
biasness.

HRIS was 
easy to use 
the first 
time when I 
accessed.

HRIS is 
versatile in 
address ing 
needs as they 
arise

H R I S 
r e t u r n s 
a n s w e r s 
to my 
r e q u e s t s 
quickly.

The answer 
generated 
from the 
HRIS is 
accurate.

Effectiveness of 
HRIS is high on 
me

P e a r s o n 
Correlation 1 .334** .366** .129 .159 .132

HRIS eliminates 
the personal 
biasness

P e a r s o n 
Correlation .334** 1 .162* .254 .141 .171

HRIS was easy 
to use the first 
time when I 
accessed.

P e a r s o n 
Correlation .366** .162* 1 .290** .134 .119

HRIS is versatile 
in addressing 
needs as they 
arise.

P e a r s o n 
Correlation .129 .254 .290** 1 .199** .241**

HRIS returns 
answers to 
my requests 
quickly.

P e a r s o n 
Correlation .159 .141 .134 .199** 1 .306**

The answer 
generated from 
the HRIS is 
accurate.

P e a r s o n 
Correlation .232 .171 .119 .241** .306** 1

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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Interpretation:From the above table, it can be interpreted that the study variables that is dependent variable and 
independent variables has not having a good correlation between each other.

 ● The independent variable like system quality is having a week significant impact on effectiveness of HRIS.

 ● The directions of the study variables are positive.

 ● The value of variables lies between the ranges of 0.100 to 0.400.

 ●  This indicates that the variables don’t have a good correlation. And this indicates that independent variable doesn’t 
have any strong impact on dependent variable. 

 ● The p-values are significant at 95% confidence level (P≤0.05)

FINDINGS & DISCUSSION

According to the research, it’s been evident that HRIS reliability feature has a significant effect on effectiveness of HRIS.
The HRIS accuracy feature has a significant influence on the effectiveness of HRIS.The first and foremost thing that every 
organisation and employee look when using any particular software is that data clarity, so form this research it’s been found 
that there is an significant influence of the HRIS data clarity feature on the effectiveness of HRIS.  For any software data 
security is very much important so with the basis of this view the research was also conducted to know is there a significant 
influence of the security feature on the effectiveness of the HRIS, from the analysis it is been found that there is significant 
influence of the security feature of the HRIS on the effectiveness on the effective ness of the HRIS.Friedman mean rank test 
was conducted to know which is most common barrier in implementing the HRIS in organisation it was found that lack of 
expertise in information technology was the main barrier.Multiple regression analysis was conducted to test whether is there 
any significant influence of the information quality of effectiveness of HRIS, from the result obtained from the multiple 
regression analysis it was found that there is a significant influence of information quality on effectiveness of HRIS.Multiple 
regression analysis was conducted to test whether is there any significant influence of the information flow of effectiveness 
of HRIS, from the result obtained from the multiple regression analysis it was found that there is a significant influence of 
information flow on effectiveness of HRIS.Information flow is the main concern for the large organizations, with the help 
of HRIS organizations can manage their information flow easily. Organizations should think of implementing the HRIS 
software’s as it incurs low cost and it will also help the employees to perform better and make their work easier.Organizations 
should educate their employees to use the HRIS which help them to get there task done easily.

CONCLUSION

This study haswitnessed an interesting issue that HRIS has a very wide scope to cover various activities, but it is the 
responsibility of the organization to take necessary steps in the appropriate adoption of the technology, it has also been found 
from these studies that the introduction of technology in the organizations has a high impact in every field of the organization. 
This is possible to remove work duplication and to simplify different tasks to boost results. HRIS enhanced the perceived 
professional standing of HRIS within the organization. Implementation of HRIS is achieved through three steps. Technology 
has an influence on the organization’s numerous workers, and has also had the greatest effect on organizational efficiency. 
As far as executives who relied on various types of information are concerned, they will have a major influence in decision-
making and also react differently, HRIS has great impact in giving the better services for the managerial decision making 
process.
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INTRODUCTION

Generation X marketing is a little tricky – most of the Gen X grew up in the 80s/90s and are the thread between the pre-and 
post-digital world. To the millennial and generation Z everyone needs to sell and generation X is always ignored. It is maybe 
because the younger generations tend to be tech-savvy. Yet Generation X enjoys social media, and uses the internet to research 
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Artificial Intelligence (AI) has become an emerging trend in diverse fields over the past decade:science, business, medicine, 
automotive, and education. AI’s hit marketing, too. It is likely thatboth marketing campaigns and consumer behavior will 
change dramatically. It is important tounderstand if the product, service and concept based on AI is created and strategized 
bearing inmind the customer base.The last decade saw a considerable rise in the use of artificial intelligence. AI provides 
improvements to current marketing strategies, as well as entirely new ways of creating and delivering value to customers. 
The use of digital technology and marketer collaboration is now made just as much by Generation X as by the millennial. But 
when creating and selling a company they are not given equal attention as that of the younger generation. The present study 
deals with analyzing the perception of Generation X on the use of AI which is growing as a marketing strategy.

 Research gap
The study aims at analyzing the perception of generation X on artificial intelligence being used as a marketing strategy. There 
is a need to understand how artificial intelligence is being used as a marketing strategy.The researcher has analyzed based on 
the responses from the population selected based on their usage and awareness of AI based marketing servicesand analyzed 
the perception of generation X on the use of AI which is growing as a marketing strategy.

Methodology 
The Study was conducted on the responses received from the population selected based on their usage and awareness of AI based 
marketing services in Bengaluru City. A total of 229 Generation X respondents were selected based on their usage and awareness 
of AI based marketing services. Using non probabilistic purposive sampling, a structured questionnaire was framed with the 
necessary variables. Pilot study was conducted for 15 samples to ensure that the purpose of design of the study is related with 
the research objectives. Structured Questionnaire was framed and collected data was analyzed using SPSS 20.0 and IBM SPSS.

Findings 
The researcher founda significant relationship withfactors that impact the use of AI among generation Xon different variables 
in marketing strategy.

Keywords: Generation X, artificial intelligence, marketing strategy, consumer perception.
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business.The generation did not grow up with internet. While designed AI powered devices, it would be helpful if the devices 
are user friendly with persuasive user interface. Marketers can market such products as a product for all generations which 
makes the needs to Generation X heard. This motivates them to buy the product.Gen Xis loyal to the brand and seeks value 
for their money in return as per the studies. It often helps to have personalized approach. They are drawn to advertisements 
that enjoy sentimental value. Hence, AI programs can be designed to reach to them in a real-world level rather than promising 
a virtual world.

REVIEW OF LITERATURE

The survey indicates that early adopters typically use AI-capable technologies to help classify prospective clients, customization, 
and predictive modeling. Something that is frequently ignored with complex revolutions in AI: User experience. After all, 
given the availability of powerful resources and exposure to cloud-based services, the fact remains that the applications are 
typically generated by data scientists, who may not be skilled at designing intuitive interfaces (Tom, 2019).AI innovations 
can also shift the notion of who users are and how marketers communicate with people and their technical extensions(Hal, 
2017).The aim of this thesis was to define the impact of using artificial intelligence in shaping marketing strategies within 
industrial companies. The research revealed the presence of an impact of artificial intelligence technology in shaping marketing 
strategies (cost leadership, distinction, emphasis, partnership, diversification, and direct marketing)(Al-Sukkar et al., 2013). The 
study results illuminate the reasons leading to AI incorporation in marketing, advantages and drawbacks of AI incorporation 
in the company’s marketing policy, pre- and post-AI marketing strategy, legal implications, and business use of AI. The work 
includes incorporating AI into the marketing functions in order to boost the sales efficiency and thereby achieve profitability 
and competitive advantage(Shahid& Li, 2019).Today, about 10 percent of the world’s population is over 60 years of age; by 
2050, the percentage will have more than doubled. This article examines new technologies that utilize artificial intelligence tool 
to support older people and help them survive with changes in ageing, especially cognitive decline(Pollack, 2005).This article 
gages consumer viewpoints on AI and provides marketers with insights into how to interact in the next wave of the information 
age, the artificial intelligence era. They believe that Millennials will be a key AI focus for marketers amongst consumers in this 
study(Shandwick, 2016).Millennials have always driven older Americans to embrace and use technology, and this remains true 
to a wide degree today. But tech adoption has risen dramatically among older generations since 2012 – particularly the Gen Xers 
and Baby Boomers. Baby Boomers are trailing all Gen Xers and Millennials on most technology adoption indicators but rates of 
adoption for this community have risen rapidly in recent years(Vogels, 2019).Artificial Intelligence (AI) is expected to transform 
tremendously both communication tactics and consumer habits in the future. Authors suggest a research project that not only 
discusses how communication tactics and consumer preferences will evolve in the future but also highlights critical governance 
concerns relating to anonymity, ideology and ethics(Davenport, et al., 2020).This paper describes the relationship between 
digital marketing and artificial intelligence (AI) as present and likelihood. Customer-conscious technology drives companies to 
greater strategic commitments and advanced approaches. Customer profiling, data analysis, content management, targeted target 
markets, statistical algorithms, management of search engine ranking variables are some of the advantages that AI could provide 
and create accurate results (Theodoridis&Gkikas, 2019).

RESEARCH OBJECTIVES

 ● To study the perception on socio demographic profile of Gen X respondents of Bengaluru city. 

 ● To study the perception and acceptance of Gen X towards the AI enabled marketing practices.

 ● To analyze the buying behavior of Gen X people after the stimulus of AI.

 ● To understand the problems of Gen X people when using AI technologies.

 ● To provide insights and managerial implications to marketers.

HYPOTHESIS

 ● H1 Gender has a significant effect on perception factors of artificial intelligence. 
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 ● H2 Salary has a significant effect on perception factors of artificial intelligence. 

 ● H3 Gender, Qualification and Employment have a significant effect on choosing an AI doctor in future.

 ● H4 Gender has a significant effect on using Platform sharing.

DATA ANALYSIS

Table 1: Reliability statistics

Reliability Statistics
Factor Cronbach’s Alpha N of Items
AWARENESS 0.613 7
EXPECTATION 0.760 4
APPLICATION 0.938 38
OVERALL 0.934 49

To test the reliability and validity of the data collected, Cronbach’s alpha test was used to determine the values of Coefficient 
alpha (Cronbach’s Alpha), the minimum value of Coefficient alpha obtained was 0.934 (Overall). This shows that the data 
has satisfactory internal consistency reliability.

Descriptive Statistics (Mean and Standard Deviation)

Perception

Table 2: Perception

Perception factors Mean Std. Deviation
Concern over losing large amounts of personal information 3.721 1.221
Concern over AI taking over human jobs 3.716 1.229
AI has a noticeable impact on my daily life 3.712 1.037
Concern over AI machines being hacked 3.603 1.208
Concern over AI machines becoming more intelligent than 
humans 3.323 1.143
Concern over AI machines being unreliable 3.022 1.110

Interpretation: The respondents agreed in the following areas of perception variables which has the highest mean score. 
 ● Concern over losing large amounts of personal information with a mean value of 3.721 and std. Deviation = 1.221. 

 ● Concern over AI taking over human jobs with a mean value of 3.716 and std. Deviation = 1.229. 

 ●  AI has a noticeable impact on my daily life with a mean value of 3.712 and std. Deviation = 1.037. Concern over AI 
machines being hacked with a mean value of 3.603 and std. Deviation = 1.208. 

 ●  Concern over AI machines becoming more intelligent than humans with a mean value of 3.323 and std. Deviation = 1.143. 

 ● Concern over AI machines being unreliable with a mean value of 3.022 and std. Deviation = 1.110. 

Expectation

Table 2:  Expectation

Expectation factors Mean Std. Deviation
I am open to using more AI if it helps me in my daily life (for example, saving you time or 
money) 3.690 1.094
I will be comfortable using AI in business to interact with others 3.576 1.104
AI will make the society a better and safe place 3.397 1.082
I think AI can provide the same, if not better, levels of customer service than a human can today 3.131 1.155
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Interpretation: The respondents are agreed in the following areas of expectation variables which has the highest mean score. 
 ● I am open to using more AI if it helps me in my daily life (for example, saving you time or money) with a mean value 

of 3.690 and std. Deviation = 1.094. 

 ●  I will be comfortable using AI in business to interact with others with a mean value of 3.576 and std. Deviation = 
1.104. 

 ● AI will make the society a better and safe place with a mean value of 3.397 and std. Deviation = 1.082.

 ●  I think AI can provide the same, if not better, levels of customer service than a human can today with a mean value 
of 3.131 and std. Deviation = 1.155. 

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 analysis of variance (ANOVA) is conducted to test 
the statistically significant groups such as demographics with respect to the awareness and perception factors, application 
variables of AI.

Relationship between Gender and Perception variables

 
Sum of 
Squares df

M e a n 
Square

F Sig.
H y p o t h e s i s 
Inference

Concern over AI 
machines being 
hacked

Between Groups 4.848 1 4.848
3.356 0.068

Accept Null 
HypothesisWithin Groups

327.990 227 1.445
Total 332.838 228  

Concern over losing 
large amounts of 
personal information

Between Groups
2.369 1 2.369

1.592 0.208

Accept Null 
Hypothesis

Within Groups 337.745 227 1.488
Total 340.114 228  

Concern over AI 
machines becoming 
more intelligent than 
humans

Between Groups 3.610 1 3.610

2.783 0.097

Accept Null 
HypothesisWithin Groups 294.478 227 1.297

Total
298.087 228  

Concern over AI 
machines being 
unreliable

Between Groups 1.819 1 1.819
1.480 0.225

Accept Null 
HypothesisWithin Groups 279.071 227 1.229

Total 280.891 228  
Concern over AI 
taking over human 
jobs

Between Groups 7.987 1 7.987
5.387 0.021

Reject Null 
HypothesisWithin Groups 336.563 227 1.483

Total 344.550 228  

Table 3:  Relationship between Gender and Perception variables

Relationship between Income and Perception variables

 
Sum of 
Squares df

M e a n 
Square

F Sig. Hypothesis Inference

AI machines being 
hacked

Between Groups 51.044 4 12.761
10.144 0.000

Reject Null 
Hypothesis 

Within Groups 281.794 224 1.258
Total 332.838 228  

Losing large 
amounts of personal 
information

Between Groups 24.700 4 6.175
4.385 0.002

Reject Null 
Hypothesis 

Within Groups 315.413 224 1.408
Total 340.114 228  
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AI machines 
becoming more 
intelligent than 
humans

Between Groups 49.088 4 12.272

11.040 0.000
Reject Null 
Hypothesis 

Within Groups 248.999 224 1.112
Total

298.087 228  
AI machines being 
unreliable

Between Groups 51.567 4 12.892
12.592 0.000

Reject Null 
Hypothesis 

Within Groups 229.324 224 1.024
Total 280.891 228  

AI taking over 
human jobs

Between Groups 49.887 4 12.472
9.481 0.000

Reject Null 
Hypothesis 

Within Groups 294.663 224 1.315
Total 344.550 228  

Table 4: Relationship between Income and Perception variables

Relationship between Gender andApplication of AI future 

 
Sum of 
Squares df

M e a n 
Square

F Sig.
H y p o t h e s i s 
Inference

In the next year/ decade, I would 
trust an autonomous car to drive my 
family if their accident rates were 
demonstrably better than human 
drivers

Between 
Groups

34.088 1 34.088

25.697 0.000
Reject Null 
Hypothesis

Wi t h i n 
Groups

301.126 227 1.327

Total 335.214 228  
If I had a choice of going to an AI 
doctor or a human doctor, which 
would you choose AI doctor

Between 
Groups 0.911 1 0.911

0.784 0.377
Accept Null 
HypothesisWi t h i n 

Groups
263.945 227 1.163

Total 264.856 228  
I need assistance when learning new 
AI based device

Between 
Groups 2.112 1 2.112

1.232 0.268
Accept Null 
HypothesisWi t h i n 

Groups
389.154 227 1.714

Total 391.266 228  

Table 5:  Relationship between Gender and Application of AI future

Relationship between Qualification andApplication of AI future

 
Sum of 
Squares df

M e a n 
Square

F Sig.
H y p o t h e s i s 
Inference

In the next year/ decade, I would 
trust an autonomous car to drive 
my family if their accident rates 
were demonstrably better than 
human drivers

Between Groups 28.132 2 14.066

10.352 0.000
Reject Null 
Hypothesis

Within Groups 307.082 226 1.359
Total

335.214 228  

If I had a choice of going to an 
AI doctor or a human doctor, 
which would you choose AI 
doctor

Between Groups 17.926 2 8.963

8.203 0.000
Reject Null 
Hypothesis

Within Groups
246.930 226 1.093

Total 264.856 228  
I need assistance when learning 
new AI based device

Between Groups 48.012 2 24.006
15.806 0.000

Reject Null 
Hypothesis

Within Groups 343.254 226 1.519
Total 391.266 228  
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Table 6: Relationship between Qualification and Application of AI future
Relationship between Employments andApplication of AI future

 Sum of Squares df
Mean 

Square
F Sig. Hypothesis Inference

In the next year/ decade, I 
would trust an autonomous 
car to drive my family if 
their accident rates were 
demonstrably better than 
human drivers

Between 
Groups 18.422 3 6.141

4.361 0.005 Reject Null HypothesisWithin 
Groups 316.792 225 1.408

Total 335.214 228
If I had a choice of going to 
an AI doctor or a human 
doctor, which would you 
choose AI doctor

Between 
Groups 29.345 3 9.782

9.345 0.000 Reject Null HypothesisWithin 
Groups 235.511 225 1.047

Total
264.856 228

I need assistance when 
learning new AI based 
device

Between 
Groups 6.434 3 2.145

1.254 0.291 Accept Null HypothesisWithin 
Groups 384.833 225 1.710

Total 391.266 228

Table 7: Relationship between Employments and Application of AI future

FACTOR ANALYSIS

Factor analysis is a method used to reduce a huge number of variables into fewer factors. This technique extracts from all 
variables the maximum common variance and places them in a common score. We may use the score for further study as an 
index of all variables.

Criteria for determining the number of factors:
According to the Kaiser Criterion, Eigenvalues is a strong test for deciding an element. If Eigenvalues is greater than one, we 
will find that a factor and if Eigenvalues is less than one, then we should not find that a factor. It should be more than 0.7, in 
keeping with the law of variance extraction. If there is less than 0.7 variance, then we do not call that a factor.

Rotation method:
The rotation approach makes processing the output more accurate. Eigenvalues do not influence the method of rotation, but 
the method of rotation influences the initial values or the proportion of the derived variance. 

KMO and BARTLETT’S TEST

Kaiser-Meyer-Olkin

Measure of Sampling Adequacy.
0.763

Bartlett’s Test of Sphericity
Approx. Chi-Square 4732.456
Df 703
Sig. .000
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Interpretation: The KMO value obtained is 0.763 and Bartlett’s test of Sphericity Chi-square statistics is  4732.456 for the 
given data set which shows that the data is eligible to conduct factor analysis. Factor analysis is a data reduction technique. 
The KMO value between 0.5 to 1.00 is considered for factor analysis and it is the indicator to run the factor analysis for the 
given data set.

Total variance explained (Factor Analysis)
Compo-

nent
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 6.582 17.322 17.322 6.582 17.322 17.322 3.944 10.378 10.378
2 4.337 11.412 28.734 4.337 11.412 28.734 3.587 9.439 19.817
3 3.759 9.891 38.626 3.759 9.891 38.626 3.134 8.247 28.063
4 3.090 8.133 46.759 3.090 8.133 46.759 2.877 7.570 35.633
5 2.169 5.708 52.466 2.169 5.708 52.466 2.851 7.502 43.135
6 1.724 4.537 57.003 1.724 4.537 57.003 2.532 6.662 49.797
7 1.355 3.566 60.569 1.355 3.566 60.569 2.499 6.578 56.374
8 1.244 3.273 63.843 1.244 3.273 63.843 2.397 6.309 62.683
9 1.104 2.907 66.749 1.104 2.907 66.749 1.545 4.066 66.749
10 .963 2.534 69.283
11 .945 2.487 71.771
12 .907 2.387 74.157
13 .847 2.229 76.386
14 .798 2.101 78.487
15 .715 1.883 80.370
16 .630 1.659 82.029
17 .616 1.621 83.650
18 .554 1.458 85.109
19 .524 1.380 86.489
20 .503 1.324 87.813
21 .451 1.187 88.999
22 .417 1.097 90.096
23 .390 1.027 91.123
24 .366 .962 92.085
25 .333 .875 92.960
26 .304 .801 93.761
27 .303 .796 94.557
28 .285 .750 95.307
29 .264 .695 96.002
30 .250 .657 96.660
31 .225 .593 97.253
32 .191 .503 97.756
33 .172 .454 98.210
34 .160 .420 98.630
35 .154 .405 99.036
36 .142 .373 99.408
37 .123 .324 99.733
38 .101 .267 100.000

Table 9: Extraction Method: Principal Component Analysis

Interpretation:The total variance explained in the table above has “Extraction sum of squared loadings which shows the 
component wise variance. The 1st component accounts for 17.322 % of variance, 2nd component accounts for 11.412, 3rd 
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component accounts for 9.891%, 4th component 8.133%, 5th component 5.708%, 6th component accounts to 4.537%, 7th 
component accounts to 3.566%, 8th component accounts to 3.273 and the 9th component accounts to 2.907%. 

The factors in the study on perception of Generation X on the AI Applicationvariable comprises of 38 individual 
statements.  Out of 38 statements, 9 individual statements contribute more towards the study with 66.749%.

Rotated Component Matrix

 
Component

1 2 3 4 5 6 7 8 9
Retail -0.157 0.305 0.132 0.070 -0.027 0.795 0.023 0.031 0.051
Information Technology -0.162 0.308 0.116 0.075 0.044 0.830 0.028 0.055 0.035
Health Care -0.130 0.338 0.216 0.062 -0.030 0.705 0.143 0.021 0.080
Telecommunications -0.037 0.806 -0.059 0.039 0.061 0.180 0.040 -0.018 -0.060
Banking -0.100 0.765 -0.101 0.111 0.165 0.152 0.108 0.058 0.191
Financial advice -0.205 0.679 0.214 0.075 0.248 0.281 -0.044 -0.009 0.149
Automobile -0.151 0.783 0.081 0.094 0.089 0.186 -0.014 -0.001 0.018
Government -0.003 0.712 0.241 0.046 0.013 0.166 -0.043 0.015 -0.047
In the next year/ decade, I would trust an autonomous car 
to drive my family if their accident rates were demonstrably 
better than human drivers

0.342 0.210 0.511 -0.180 -0.145 -0.067 0.176 -0.169 0.061

If I had a choice of going to an AI doctor or a human doctor, 
which would you choose AI doctor -0.088 0.046 0.798 0.004 -0.001 0.174 -0.087 0.048 -0.049

I need assistance when learning new AI based device 0.214 0.091 0.748 -0.010 -0.026 -0.012 0.015 -0.150 0.087
Face tagging 0.143 0.026 0.864 -0.068 0.029 0.079 -0.024 -0.072 0.095
Online registration 0.772 -0.102 0.049 -0.006 0.033 -0.134 -0.232 0.041 0.057
Credit card details 0.778 -0.047 0.109 -0.086 -0.029 -0.186 -0.005 0.083 -0.001
Mobile Banking/OTT 0.535 0.004 0.007 0.017 0.378 -0.025 -0.257 -0.127 0.062
Location accessibility 0.523 0.105 0.100 -0.031 0.413 0.134 -0.286 -0.161 -0.001
Online banking 0.742 -0.211 0.164 0.007 -0.212 -0.079 -0.012 0.008 0.007
Live location sharing -0.245 0.015 0.030 0.120 0.010 -0.003 0.836 0.087 0.031
Person information like email id, contact information, 
address etc -0.356 0.154 0.126 0.053 0.361 0.251 0.557 -0.106 0.143

Social media -0.054 0.014 -0.015 0.111 -0.009 -0.022 0.874 0.069 0.135
Location sharing 0.160 0.154 -0.048 0.147 0.441 0.362 -0.178 -0.009 -0.048
GPS tracking and ETA 0.403 0.017 -0.043 -0.081 -0.355 0.219 0.478 -0.004 -0.215
Personal Assistants like alexa -0.165 0.066 -0.229 -0.016 0.801 -0.030 0.046 0.080 -0.113
Using face and finger recognition for locking and unlocking 
the phones 0.137 0.063 -0.118 0.067 0.817 -0.090 0.069 0.062 -0.012

Booking cabs and hotels on apps -0.212 0.215 0.102 0.157 0.650 0.070 0.073 0.093 0.292
Live location sharing 0.763 -0.102 -0.025 0.019 -0.064 -0.062 -0.022 -0.006 0.203
Home automation -0.103 0.034 0.605 0.028 -0.235 0.283 0.032 0.152 -0.115
Virtual remote on mobile phones 0.093 0.389 0.382 -0.011 -0.149 -0.041 0.158 0.122 -0.148
In app advertisements 0.349 -0.094 0.140 0.041 0.054 0.050 0.157 -0.009 0.511
Ad blocking -0.125 0.110 -0.060 0.136 0.252 0.145 0.294 0.087 0.434
Chatbots 0.197 0.029 0.017 0.285 -0.017 0.043 0.060 0.763 0.260
Online shopping recommendations -0.097 0.045 -0.117 0.240 0.062 0.053 0.091 0.858 0.058
Using an AI device as a clothing stylist to assess what you’re  
learning and suggest alternatives. -0.046 0.004 0.012 0.275 0.088 0.002 0.005 0.839 -0.093

Using an AI device linked to your fitness profile to suggest 
food menus. 0.054 0.116 -0.044 0.744 0.042 -0.013 0.027 0.225 -0.254

AI-powered biometric devices that constantly monitor your 
health and provide improvement ideas. -0.129 0.190 0.079 0.784 0.079 0.003 0.050 0.169 0.011

Using an AI system to provide home security, e.g. unlocking 
doors for approved people. -0.014 0.005 -0.018 0.804 0.072 0.130 0.125 0.264 0.162

Self check ins at the airports based on face recognition 
devices. 0.010 0.015 -0.139 0.805 0.043 0.107 0.063 0.118 0.141

The self checkout services at supermarkets. 0.138 0.084 -0.034 -0.022 -0.073 0.004 -0.024 0.085 0.733

Table 10: Rotation Method: Varimax with Kaiser Normalization. A. Rotation converged in 7 iterations
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Interpretation:
 The statements are:

 ●  I am comfortable with a company using AI to give me better customer service in the Information Technology sector (0.830)

 ●  I am comfortable with a company using AI to give me better customer service in the Telecommunications sector (0.806)

 ● I am comfortable with sharing my information on Face tagging (0.864)

 ● I am comfortable with sharing my information on Credit card details (0.778)

 ● I am comfortable with sharing my information on Social media (0.874)

 ● I frequently use face and finger recognition for locking and unlocking the phones (0.817)

 ● I frequently use Online shopping recommendations (0.858)

 ●  I would be comfortable with over the next five years, to improve your lifestyle with self- check ins at the airports 
based on face recognition devices kind of AI device interactions (0.805)

 ●  I would be comfortable with over the next five years, to improve your lifestyle with the self- checkout services at 
supermarkets kind of AI device interactions (0.733)

FINDINGS & DISCUSSION

The respondents were more concerned about losing their personal information and the fact that AI could take over human jobs. This 
can make them reluctant in using AI powered technologies. They also feel that AI has a noticeable impact on their daily lives. Though 
the respondents are concerned about losing their personal information, they are open to adapt AI if it helps them with the daily lives 
and help in establishing comfortable safe living conditions. Gen X is not against the technological advances but rather they are 
welcoming on a condition that it is safe.There is a relationship between ‘concern over AI taking over human jobs’ and gender of the 
respondents.There is no relationship between concern over AI machines being hacked, losing personal information, AI machines are 
becoming more intelligent and AI machines being reliable with gender of the respondents.There is a relationship between concern 
over AI machines being hacked, losing personal information, AI machines becoming more intelligent, AI machines being reliable 
and AI taking over human jobs with income of the respondents. There is a relationship between; I would trust an autonomous car 
to drive my family if their accident rates were demonstrably better than human drivers and gender of the respondents. There is no 
relationship between going to an AI doctor and needing assistance in learning new AI devices with gender of the respondents.As a 
huge part of Generation X use social media platforms, marketers can use these channels to communicate about the products while 
keeping in mind the tone of advertisement to target that generation.It can be found that 70% of the customers deter from the purchase 
when they find out that AI is being involved. Hence positioning AI as an artificial learning organism, or else positioning the AI 
application as one that integrates both AI and human inputs, may help partially mitigate.

CONCLUSION 

Marketers need to understand their needs and wants while designing the marketing strategy. From this research, it can be found that 
this generation is willing to use AI driven products if artificial intelligence can make the society a safe place and help people in their 
daily lives. This welcoming comes with a few road blocks as they are not comfortable with sharing information about their personal 
information, mobile banking and online baking information. Artificial Intelligence is driven by data. Therefore, marketers need to 
bring trust in the customers that using AI does not mean that their data would be misused for other things. Special assistance must 
be given for new sophisticated virtual technologies specially catered to the benefit of older generation   and the interface must be 
made simpler. These relationships vary between various income groups, gender and qualifications. By employing such strategies, 
marketers can build a sense of relationship which runs deep in Generation x while choosing a product. This in turn betters the 
customer buying behavior of products with regard to AI and also help to monetize the needs and wants to a prominent generation. 
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INTRODUCTION:

Artificial intelligence is a next generation platform that performs various tasks through algorithm programming. The robotic 
intelligentsia have played a generous role in every service, the financial department has not excluded the programmatic 
approach in analysis of portfolio from fraud deduction to task automation (Alicia Phaneuf 2020) with accurate results makes 
the decision making much rational and unbiased. The multi-tasking machine language involves in the decision making which 
is a human task involved in various biased flavor of emotion, the two contrast  zones meet each other for a common goal to 
secure and multiply the hard earned money through investment. Artificial intelligence, a machine suggesting over spending 
pattern of years of income is quite unfamiliar to the behavioral theory that to when the suggestion extends to the sensitive area 
of Indian consumer titled “Gold”. In general phase gold is such an element binned with emotions and culture with the most 
trustable mark on any occasions either with volatility or status symbol (anlisuresh 2011). The study completely focuses on this 
contrast pole of traditional gold and artificial intelligence which is way ahead of future connect over phrase Human Behavior, 
the emotional acceptance of machine language interpretation in gold portfolio investment. Overall Indian behavior have sort 
of hope on the knowledge they possess over the gold investment as it is part of the cultural tradition, in this socio emotional 
phase what expectation or guidance conquers through the artificial intelligence at time opt of investment.

NATURAL LANGUAGE PROCESSING

One of draw back with machine is miscommunication, each individual cannot reciprocate the technical language artificial 
intelligence came up with solution to understand the natural language and convert into machine language to receive unbiased 
output i.e expressing the requirement in normal language which can be analysed via artificial intelligence and express possible 
results for the investor to make choice.

IMPACT OF ARTIFICIAL INTELLIGENCE ON DECISION 
MAKING SKILLS OF GOLD PORTFOLIO INVESTMENT- A 

BEHAVIORAL STUDY
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Artificial intelligence is a new generation action plan that works in multiple fields to prove its efficiency at the best financial 
service is not exclusive, the modern language involves decision making suggestions on gold portfolio investment. The study 
focuses on the behavioral acceptance machine language suggestion on the gold portfolio investment in the stock market and the 
elements which influence the investors to take up the guidance of artificial intelligence in decision making of the investment 
in gold portfolio. The study conducted with the sample of 123 individuals to analyse the behavior on the acceptance with 
help of statistical approach regression test and confirmatory model has been derived. The study primarily concludes artificial 
intelligence is root for future trends in decision making with emotional intelligence which cannot be ignored at decision 
making skills.
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STOCK BROKERAGE APPLICATIONS

In this platform no traditional method of physical meeting of two individual in which one possess the knowledge of financial background 
and other follow over the complete trust on the prior person, the current trend has been changed in which investors like to know the 
happening in market instead of blind follow up of experts, the artificial intelligence helps to assist those investors who prefer to learn the 
market trend, and provide algometric evaluation of market changing display through chart for the investors to get idea on market trend, 
through this technology no matter how unfamiliar the investment is knowledge can be gained and decision can be finalized.

Quantitative approach
The machine language is quite approximate than human decision as the artificial intelligence deals with the quantitative data 
involving only the number. The useful approach helps to predict transparent analysis on the global market.

Cyber security & fraud detection:
The investment is an area where the electronic transaction occurs between multiple parties in which manipulation and 
malpractices is common practice can be traced through the special security program and identification of where figures have 
been misinterpreted and actions can be taken within stipulated time frame.

Customizing Policies
Artificial intelligence is a platform which analyzes the investors ideology through the searching pattern and displays the 
output as per the commitment of the individual. The multiple response gives the satisfaction of choosing the right as per 
emotional intelligence.

LITERATURE REVIEW

Mhlanga, D. (2020)(Mhlanga 2020) studied on the influence on artificial intelligence in financial inclusion has given positive 
response on study, the artificial intelligence play virtual involvement in area like risk management, communication, and help disk 
session which helps to attract more clients in to the financial inclusion that are left out with normal traditional financial system. 
ManchunaShanmuganathan (2020) in an article proposed on the behavioral influence on decision making out of robo advisory, 
expressed clients are very much satisfied with the performance of AI suggestions after analyzing quantitative and qualitative data 
over the investment. The cost effective, comparatively accurate suggestion and transparency in the analyses are very much helpful to 
hand decision making. Fernandez, A. (2019) has elaborated the artificial intelligence will possess the series of possibilities on risk 
and return of an investment which is to be analysed and extract all the potentials by the investors. Artificial analysis helps to narrow 
down the concept that has to be acknowledged only after the throw study, should not flatly trust the outcome provided by algorithms 
without validating the decision. Luisa Kruse Goethe, NicoWunderlich Goethe and Roman Beck (2019) elaborating the scope AI 
held towards the financial service is high promising in future, which also carry certain limitation over the update of these services in 
risk management, the AI influential decision based on the algorithms and transform future to the next level, the business fails to adopt 
towards the trend will remain backlog in the field. Michael Faloon and Bernd Scherer (2017)(Faloon and Scherer 2017)hasconcluded 
in the research that artificial intelligence has taken over the decision making skills with support of various tools and concepts in this 
computerized global market, that the old tools available in financial service are ineffective in upcoming era still robo advisor is not much 
efficient over the current scenario and unexpected element cannot be predicted and customize the individual needs.

STUDY PLAN

Table 1- study plan
Design Descriptive analysis , qualitative analysis, investigative and expressive research has been 

conducted
Sampling Process Convenience Sampling taken for study
Sampling Unit Behavioral characteristic, artificial intelligence, gold portfolio
Respondents 123
Research Instrument Electronic format of questionnaire with scored using a five-point Likert scale
Response Collected Digital mode approach to through mail and other form of texting communication
Analytical Study Frequency analysis, regression test, confirmatory factor analysis
Source: Compiled by the authors
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Table 1 consists of the study plan taken in course of research inclusive of design of the research, method of sampling and 
units taken for sample along with quantity of respondents, instruments used to collect sample, tools and techniques used in 
the study.

Research Gap
The study has duly focused on the psychological involvement in rely of artificial intelligence in investment decision. Human 
behavior has independent concept have multiple character dimension, the fluctuation scales characterized on overconfidence, 
hedging, risk bearing, endowment effect and goes on, the behavioral impact over hard earned money have multiple 
psychological influence various from individual to individual cannot be measured on any parameters. The primary objective 
of this research paper is to analyze the extent such behavioral influence on artificial intelligence decision making skills over 
the investment on gold portfolio.

OBJECTIVE OF THE STUDY

The study primarily focused on the psychological acceptance of artificial intelligence in guiding the investment choice of gold 
portfolios in the stock market.
The study conducted to ascertain the elements which influence the investors to take up the guidance of artificial 
intelligence in decision making of the investment in gold portfolio.

Hypotheses of the study
H0_ There is no significant relationship exist between artificial intelligence’s search engine optimization and result that 
influence the decision making of investment choices on available gold portfolio in the market

Data Analysis and Interpretations
The study consists of demographic profile, frequency analyses to find Investors entertaining artificial intelligence to perform 
decision making on gold portfolio investment and regression analysis performed to derive the relationship between artificial 
intelligence search engine optimization and outcome element that influence the decision making of investment choices on 
available gold portfolios in the market. 

Table 2- Demographic Profile
Variables Frequency %

Age

21-30 34 27.64
31-40 37 30.08
41-50 25 20.32
50 above 27 21.95
Total 123 100

Variables Frequency %

Gender
Female 63 51.21
Male 60 48.78
Total 123 100

Variables Frequency %

 Qualification
 
 
 

Below Graduation 25 20.32
Graduation 30 24.39
Post-Graduation 35 28.45
Others 33 26.82
Total 123 100

Variables Frequency %
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 Occupation
 

Private Sector 31 25.20
Public Sector 29 23.57
Self-Employment 33 26.82
Others 30 24.39
Total 123 100

Source: Computed Data

Interpretation: The demographic profile highlighted that study contains more number of female responses with 51.21% 
followed by 48.78% male response. The age sector classified into 4 division age groups of 31-40 contain more responses with 
30.08% followed by 21-30 (27.64%), 41-50 (20.32) and 50 above with 21.95 respondents. The qualification reveals more 
respondents are holding postgraduate degrees with 28.45% from the total population followed by other degrees 26.82%, 
graduation 24.39, and below graduation 20.32%.  The occupation column reveals the major respondents are self-employed 
with 26.82% followed by private sector 25.20%, others 24.39% and public sector 23.57.

(i) Investors entertain artificial intelligence to perform decision making on gold portfolio investment

Frequency analysis has been used to understand Investors encouragement on artificial intelligence to perform decision 
making on gold portfolio investment

Table 3 - Investors entertain artificial intelligence to perform decision making on gold portfolio investment
Character Frequency Percent Valid Percent
Yes 36 29.3 29.3
Access permitted only for quantitative and qualitative analysis 73 59.3 59.3
No 14 11.4 11.4
Total 123 100.0 100.0
Source: Computed Data

Interpretation: The above table shows the frequency analysis of samples ideology on artificial intelligence guidance over 
the investment decision making, on which 36 sample that is 29.3% population have said Yes for the guidance of artificial 
intelligence in performing investment decision and 73 samples 59.3% has said that they like Expert System to perform only 
analysis the gold portfolio performance which act as tool to finalize the decision but there behavior are not willing to submit 
the decision making task over the Robotics instead they like perform the final decision on own, While the 14% population 
completely opposed the idea of involvement of Machine Learning in dealing of financial matters.

Chart 1- Investors entertain artificial intelligence to perform decision making on gold portfolio investment

Source: Computed Data
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Interpretation:

The above chart is pictographic representation of the data from table-1, the pie chart classified in to three frequencies 
were the major potion  have been suggested that they entertain artificial intelligence only for the analysis of the portfolio 
background and the decision making task will be performed by the investor based on the emotional intelligence.

REGRESSION ANALYSIS

(ii) Influence of artificial intelligence’s search engine optimization and result that influence the decision making of 
investment choices on available gold portfolio in the market
Regression analysis has been used to derive Influence of artificial intelligence’s search engine optimization and result that 
influence the decision making of investment choices on available gold portfolio in the market

Table 4 Model Summary
Model R R2 Adjusted 

R2
Std. Error of the 
Estimate

Change Statistics D u r b i n -
WatsonR2 Change F Change df1 df2 Sig. F 

Change

1 .548a .300 .258 1.069 .300 7.046 7 115 .000 2.230

a. Predictors: (Constant),  Credit score, Cyber security, Predict or Forecast future trend in gold portfolio, Pinpoint market 
patterns over the Gold portfolio, Transparency, Simple knowledge and support request with instant chat box to discuss the 
queries, Budgeting/saving goals/expenses tracking
b. Dependent Variable: Influence of artificial intelligence’s search engine optimization 
Source: Computed Data

Interpretation: from the above table the regression analysis have performed to find relationship between dependent 
variableInfluence artificial intelligence search engine optimization {Keyword stuffing as per target of investors, transcription/ 
investment market research and update as per the current trend based on timely changes in financial market} and independent 
variable result that influence the decision making of investment choices on available gold portfolio in the market {Credit 
score, Cyber security, Predict or Forecast future trend in gold portfolio, Pinpoint market patterns over the Gold portfolio, 
Transparency, Simple knowledge and support request with instant chat box to discuss the queries, Budgeting/saving goals/
expenses tracking} the value of r2 .300indicates 30% relationship exist between the variables. The search engine optimization 
makes the investors have a neat picture of the investment.  The Durbin Watson value 2.230 indicated there is no auto correction 
in the sample taken for the study.

H0_ There is no significant relationship exist between artificial intelligence’s search engine optimization and result that 
influence the decision making of investment choices on available gold portfolio in the market

Table 4.1 ANOVA
Model Sum of Squares df Mean Square F Sig.

1
Regression 56.319 7 8.046 7.046 .000b
Residual 131.307 115 1.142
Total 187.626 122

a. Dependent Variable: Influence of artificial intelligence’s search engine optimization
b. Predictors: (Constant), Credit score, Cyber security, Predict or Forecast future trend in gold 
portfolio, Pinpoint market patterns over the Gold portfolio, Transparency, Simple knowledge 
and support request with instant chat box to discuss the queries, Budgeting/saving goals/
expenses tracking
Source: Computed Data
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Interpretation: The hypotheses are further tested by ANOVA.  The sig value .000 is less than 0.05 hence the null hypothesis 
H0 there is no significant relationship between artificial intelligence’s search engine optimization and result that influence the 
decision making of investment choices on available gold portfolio in the market is rejected. The search engine optimization 
helps the investors psychologically to track investment as per the requirement.

 
Table 4.2 Regression analysis

Model Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.

B Std. Error Beta
(Constant) 2.586 .409 6.320 .000
Credit score -.283 .121 -.227 -2.349 .021
Predict or Forecast future trend 
in gold portfolio

.542 .102 .583 5.328 .000

Cyber security -.135 .146 -.095 -.922 .358
Transparency -.243 .154 -.168 -1.580 .117
Pinpoint market patterns over 
the Gold portfolio

.191 .090 .201 2.120 .036

Simple knowledge and support 
request with instant chat box to 
discuss the queries

-.409 .098 -.385 -4.178 .000

Budgeting/saving goals/
expenses tracking

.337 .114 .323 2.957 .004

a. Dependent Variable: Influence of artificial intelligence’s search engine optimization
Source: Computed Data

Interpretation: the multiple regression analysis have performed to find noteworthy difference between dependent and 
independent variable, the independent variables (credit score- .021; Predict or Forecast future trend in gold portfolio- .000; 
Pinpoint market patterns over the Gold portfolio- .036; Simple knowledge and support request with instant chat box to discuss 
the queries- .000; Budgeting/saving goals/expenses tracking- .004) value is less than .05 hence the null hypothesis rejected 
the is significant relationship exist between the search engine optimization and the above stated independent variable, that 
indicates the artificial intelligence search engine helps the investors to decide the investment on gold portfolio with above 
features. The independent variable (Cyber security- .358 and Transparency- .117) sig value is greater than 0.05 hence null 
hypothesis is accepted there is no relationship between the search engine optimization and the part of features like security 
feature, transparency in decision making.

Table 4.3.4 Goodness-of-Fit Results of CFA Model the factors That Contribute toward Purchase of goods and services 
in the covid 19 pandemic driven recession
Goodness of Fit Measures χ2 Df χ2 / df GFI RMSEA AGFI TLI CFI NFI
Desired Ranges for Good 
Model Fit 

p > .05 ≥ 0 2 to 5 > .90 < .08 > .90 > .90 > .95 > .90

CFA Model .035 0 2.159 .963 .072 .771 .952 .982 .972
Source: Computed Data

Interpretation: A structure of goodness of fit was framed based on the Benchmark value approved ranges as indicated on the 
above table for the confirmatory factor analysis after addressing model fit issues using modification indices and standardized 
residual covariance
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Figure 2 Goodness of fit result and confirmatory factor analysis

Source: Computed Data

MEASUREMENT MODEL

H0_ There is no significant relationship exist between artificial intelligence’s search engine optimization and result that 
influence the decision making of investment choices on available gold portfolio in the market

From the above figure, it is revealed that the model helps to structure a hypothesis to test the noteworthy relationship 
among artificial intelligence’s search engine optimization and results that influence the decision making of investment choices 
on available gold portfolios in the market has been proved with 5% level of significance. 
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FINDINGS

The percentage analysis have concluded the majority of population are willing to influence the artificial intelligence as a tool 
that can suggest the qualitative and quantitative structure about the available gold portfolio investment, but the behavioral 
psychology are not entertaining the involvement of robotics on decision making skill, the investment decision are willing to 
keep under the control of physical influence in respective of financial involvement. Indicates the financial decisions are the 
most sensitive sector  which require more trustable assistance access rather going behind the influence of cybernetics.

CONCLUSION AND SUGGESTIONS

The artificial intelligence are the next generation in almost every field exist in future world, but still issues concerned with 
sensitive arena such as finance which have direct relationship with investors savings and living require more assurance 
rather than machine learning, the trustable comfort in a physical form play root role in the emotional intelligence to invest 
hard earned money. The artificial intelligence have resulted highly satisfied in analyses of investment on regular function 
with accuracy but the features of instinct, trust and act on unpredictable circumstance was human movement which cannot 
be replaced by machine language, the behavioral theory of human entertain the machine till the qualitative and quantitative 
analysis remaining decision to be taken based on emotional intelligence no matter the accuracy exit in machine language the 
human emotion have different point of belief on the decision making hence artificial intelligence act as the tool which support 
the decision arise on emotional reflection of investors. Artificial intelligence is a tool to support human intelligence to show 
the clear path and forecast the idea of trends which have to be worked together, superiority of either leads nothing better.

SCOPE OF FUTURE RESEARCH

The present study is about behavioral influence of artificial intelligence in investment decision making of gold portfolios. 
Further study can be conducted on how the individuals are pandemic behavior driven towards various investment strategies 
and how machine language favors decision making on unexpected circumstances.
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INTRODUCTION:

Work-life balance (WLB) is an issue increasingly recognized as of strategic importance to organizations and of significance 
to employees. Work-life Balance is Human Resource Strategy, which is already recognized as the ultimate key for Human 
Resource Development among all the work systems. Researchers of Human Resource Management have indicated that work-
life balance among employees of organizations is playing a vital role for better performance in an industry. It  is widely 
accepted that better work place is closely associated with the development of career strategy which in turn would enhance 
individual’s job satisfaction. This research attempts to study the Work-life balance of employees working from home.

Work life balance is the state of equilibrium where a person equally prioritizes the demancds of ones career and the 
demancs of ones personal life. Work life balance is about dividing the hours in your day evenlly between work and personal. 
The term work life balance was first used in the United Kingdom in the late 1970’s to describe the balance between an 
individuals work and personal life. The concept of work life balance has undergone major change in current pandemic 
situation. Balancing worklife and personal life is overwhelming for any working class professionals.

IMPORTANCE OF WORK LIFE BALANCE

Work life balance is about creating and maintaining supporting healthy work environments, which will enable employees 
to have balance between work and personal responsibilities and thus strengthen employee loyalty and productivity in the 
organization.

According to a major Canadian study conducted by Lowe, One in four enployees experience high levels of conflict 
between work and family interference and care giver strain. If role overload is included then close to 60 percentage of 
employees surveyed experience work family conflict. The higher levels of work to family conflict reported by managers or 
professionals often are a function of their longer work hours. Other reasons include job security,support from ones supervisor, 
support from coworkers, work demands or overload, work role conflict, work role ambiguity, job dissatisfaction and extensive 
use of communication technology that blurs the boundaries between home and work. Work life balance is the primary concern 
to those who wish to live a balanced life.

A STUDY ON IMPACT OF COVID IN WORK LIFE BALANCE 
OF EMPLOYEES IN CHENNAI

 Prithivi.S
Research Scholar, Department of Commerce, SRM Institute of Science and Technology, Kattankulathur, TamilNadu.

Dr. A. Thilagaraj
Research Supervisor, Department of Commerce, SRM Institute of Science and Technology, Kattankulathur, TamilNadu.

Work life balance is a central issue affecting wellbeing as family and work are the most important elemnent of every individual’s 
life. Work life balance is always challenging for all working personnels. Work from home scenario changed balance between 
work life and personal life. Many previous studies have explored the nature of work life balance but rarely any study could 
cover pandemic affected working scenario. This study attempted to investigate various other factors affecting work life 
balance when employees are obligated to mandatorily work from home. The study intended to study the current work life 
balance situation and identified that work life responsibilities has an impact on personal life of employees. The study collected 
data from 60 employees working from home during pandemic. Data were analysed and found that there is negative impact in 
the work life balance of the employees. Accordingly the employees are the one who determines the company’s growth should 
be given the desired environment to enhance their job satisfaction.

ABSTRACT



564
Copyright ©2020 Authors

Proceedings

LITERATURE REVIEW

Ashwini A Yarnal. (2020), she encountered Work life balance (WLB) is the modern distinctive issue of health care industry, 
since employees consistently need to succeed and advance at work place, simultaneously for family and recreation. Balancing 
these two boundaries is the reason for burn out of employees and thus the employers perceived this as a need of hour and want 
to introduce the work life balance strategies, plans and formulate polices to employee morale, motivation and productivity. 
This paper illuminates the wide options for employers and employees to interface work life balance practices for organizational 
and personal performance.

D.S.R. Adikaram (2016) study has added information to understanding private sector commercial banks as having 
complex social scenarios with a variety of work conditions among organizations. The findings of study offer suggestions for 
improvement of job satisfaction through work life balance. It is suggested that consideration be given to the development 
of guidelines in order to ensure that work load should not affects the WLB of employees. Whereas employees can reduce 
the pressure of work by prioritizing their work. Top management should realize the importance of work life balance and its 
adverse effect on job satisfaction. The need of policy is required to cater this problem. Different policies and strategies are 
needed for the people at different type jobs and at different stages of their career. The use of this information can include 
policy making to improve employees work conditions, managerial processes, guidance for work life balance practices, and 
inform about valuable aspects of organizational change. In a broader sense, the study also revealed that work environment is 
not only related to how they feel in their workplace, but also how they think about their life.

Sarah Holly and Alwine Mohnen (2012) in their study titled “Impact of working hours on Work Life balance” their 
main objective was to examine the influence of the working hours of the employees on their satisfaction on the job. They 
explain that the overall number of the employees wants to reduce their working hours is influenced mainly by the overtime 
compensation. Their study result shows that generally the long working hours do not lead to the dissatisfaction among the 
employees, but long working hours have a positive effect on the employee’s life and job satisfaction and the desire to reduce 
the long working hours have a negative impact on the job satisfaction of the employees.

R Baral and S Bhargava (2011) in their research titled “HR interventions for Work life balance” quotes that work life 
balance is the concern for both research scholars and the business leaders in the view of technological, demographic and 
organizational changes related to it. They have explained about the challenges that the HR managers face while effectively 
implementing the policy in their organization. They suggest that the organizations must implement Work life balance policies 
and incorporate the organizational culture that ensures employee commitment and productivity.

Peter (2009) in his study on “Work life balance and subjective well being” explains about the work life balance and the 
well being of the employees. In this research, the hypothesis that was tested is the sufficient amount of time available increases 
the well being of the employees as it helps in satisfying personal needs. The finding in this research was that the perceived 
sufficiency of time available for personal life and works tells the level of well being only if the individual’s needs are fulfilled 
in the given time.

STATEMENT OF THE PROBLEM

Every organization tries to achieve their goals through their employees. In this competitive era employers and employees need 
to be flexible to adopt the changing business needs. Employees have many problems due to the culture, technology, changing 
work environment etc. It’s essential to apply all the skills and knowledge of the employees to achieve the organizational goals 
and to retain an existing employee and to attract the new employee in to the organization. In the present scenario organizations 
demands efficiency of the employees at higher levels as they are working from home. Since employees need to concentrate on 
their work and family responsibilities, many a times either one of them will overtake the another one leading to imbalance in 
family life and work in the present working condition. Work life balance is reflected in the efficiency and the effectiveness of 
the organization. This study analyzed the employees work life balance practices during the pandemic in Chennai.
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OBJECTIVES OF THE STUDY

 ● To identify the factors that impact the employees work life balance.

 ● To determine whether the current work conditions has influence on work life balance of the employees.

 ● To identify whether the current work environment has any impact on the outcome of work.

HYPOTHESIS OF THE STUDY

 ● H0: – There is no relationship between the employee’s job and its impact on employee’s personal life.

 ● H1: - There is a relationship between the employee’s job and its impact on employee’s personal life.

RESEARCH METHODOLOGY

The study attempts to explain the various factors affecting work life balance of employees during pandemic and also to 
find out the association between the selected variables and the dimensions of Work Life Balance. Simple random sampling 
was used to collect the data from the employees working from home during pandemic. The sample size was 60. Structured 
questionnaire was designed to collect the primary data from the employees. Secondary data was collected from internet, 
journals and text books. Statistical techniques such ANOVA and percentage analysis are used to analyze the data.

DATA ANALYSIS

TABLE: 1 Flexible work hours due to current work life

PARTICULARS NO.OF RESPONDENDTS PERCENTAGE
Always 18 30
Often 6 10
Sometimes 31 51.7
Rarely 4 6.7
Never 1 1.6
Total 60 100

From the above table we can observe that 18 respondent is always availing flexible work hours, 6 respondents is getting 
flexible work hours often due to the current working condition , Sometimes 31 respondents getting flexible working hours , 4 
respondents availing flexible work hours rarely and 1 respondent is never getting flexible work hours.

TABLE: 2 Quality time with family

PARTICULARS NO.OF RESPONDENDTS PERCENTAGE
Never 1 1.6
Rarely 1 1.6
Sometimes 10 16.7
Often 44 73.3
Always 4 6.7
Total 60 100

From the above table we can observe that 1 respondent is never spending time with family due to current work condition, 1 
respondent is rarely spending time with his family in the current working condition , Sometimes 10 respondents is able to 
spend their time with family, 44 respondents often spend their time with family and 4 respondents is always spending their 
time with family due to the current pandemic condition.
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TABLE: 3 Balance between work and personal life

PARTICULARS NO.OF RESPONDENDTS PERCENTAGE
Strongly disagree 3 15
Disagree 40 66.3
Neutral 11 18.3
Agree 5 8.3
Strongly agree 1 1.7
Total 60 100

From the above table we can observe that 3 respondents strongly disagree with the work and personal life balance in the 
current work scenario,40 respondents doesn’t have balance between work and personal life , 11 respondents stays neutral 
with the balance of work and family life, 5 respondents agree with the statement and 1 respondent strongly agree that they have 
proper balance of work and personal life .

ANOVA

Table :4 Quality time with family and balance between work and personal life

Sum of Squares df Mean Square F Sig.

Between Groups 6.233 4 1.558 4.487 .003
Within Groups 19.100 55 .347
Total 25.333 59

Inference:
The Significance is below 0.005. Thus the null hypothesis is rejected and the alternative hypothesis is accepted.

ANOVA

Table :5 Number of kids and flexible working time

Sum of Squares df Mean Square F Sig.
BetweenGroups 14.038 3 4.679 10.504 .000
Within Groups 24.946 56 .445
Total 38.983 59

Inference:
The Significance is below 0.005. Thus the null hypothesis is rejected and the alternative hypothesis is accepted.
CHI SQUARE TEST

Table :6 GENDER AND BALANCE BETWEEN WORK AND PERSONAL LIFE 
Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 30.000a 4 .000

Likelihood Ratio 38.191 4 .000

Linear-by-Linear

Association

12.164 1 .000

N of Valid Cases 60

Inference:



567
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

The chi-square analysis on 5% equivalent regarding significance p-value less than 0.005 so, Null hypothesis is Accepted. 
Thus, is significant distinctive among banking services question respondent its related to level of satisfaction.

FINDINGS

 ● Many employees felt that organizations provide flexible work timings considering current working condition.

 ● Majority of the employees stated that they does not have balance between work life and personal life,

 ●  Due to the pandemic condition and different working condition based on the employees working condition based on 
the employees personal situation work could not be done within the stipulated time.

 ● Many employees felt happy as they could spend more time with their family in the current working condition.

 ●  The major finding of this study is that the work is having a negative effect on the life of the employees and the 
overtime working, demands of the work, quality time of the employees is missed with their family because of work 
from home scenario.

 ● From the test conducted we came to know that the employee’s job has an impact on their personal life.

 ● Majority of the employees agree that they get support and help from their immediate supervisor or the manager.

 ●  Majority of the employees feel that the flexible working time in the organization helps them to balance their work 
life and personal life effectively.

 ●  Majority of the employees in Chennai feel that the policy on work life balance provided by the organization is different 
from one organization to another organization.

 ●  Most of the employees agree that the organization gives an opportunity for the employee’s family members to 
participate in the company’s celebrations or other activity which is a good sign as the employees feel good about the 
organization as well as their family members which helps in building good relationships.

 ●  It is seen from the analysis that majority of the employees feel happy about the time they spend at the work in the 
current working condition as they are asked to work.

SUGGESTIONS

 ●  From the analysis of the reports through questionnaire survey it is seen that the organization have realized the need for 
work life balance of employees and offers the policy and programs that concentrates on the growth of the employees 
and that is family friendly.

 ●  Since, balancing of work and family roles is one of the key issues in the coming years, the organization should 
improvise and innovate the ways to cater the employees having diverse needs and these should be the integral to core 
business but not the optional.

 ●  There should be utmost care taken in taking decisions in adopting and implementing the policies as it impacts both 
employee and the organization.

 ●  There must be proper communication made to the employees regarding the company’s policies and must be 
encouraged.

 ●  There must be a proper and a flexible time that has to be adopted so that employees doesn’t feel stressed about the 
overtime working and they can spend a quality time with their family and they can even make time to finish their 
family duties and commitments.

CONCLUSION

It can be said that Work Life Balance is a very important issue in the Human Resource Management field and it has a 
vital impact on the productivity and growth of both the organization and the employee. Work life is all about a measure about 
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controlling on when, where and how they work. Many factors are acting as supporting elements for employees to achieve 
balance between work and personal life. While certain elements like employees participation in framing the policies and taking 
key decisions, effective communication of organizations policies can be strengthened to make work and personal life of 
employees highly balanced. To conclude work is an essential part in which each individual spend most of the time so it is 
necessary to have proper balance to live the residual time with their family.
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INTRODUCTION

Individuals may behave differently when a natural disaster or a disease outbreaks which affects the social lives or even 
the health of the individuals. Such change could be the anxiety arising out of stocking up the products during a pandemic 
situation. Since the whole world is affected with COVID – 19 impacting on the individuals. Everyone is scare about the future. 
This scare in order to survive in the world tomorrow resulted in panic buying by the individuals. Even though people started to 
do panic buying across the world, the shelves of the supermarkets were left empty and some of the supermarkets even charged 
higher prices for the products in order to discourage the panic buying done by the individuals or to make huge profits.

While we discuss about the Indian Scenario, the panic buying was not that much evident because of the existing Public 
Distribution Systems (PDS) across the country. The PDS helps the people to get the essentials like Rice, Flours, Cereals etc. 
at a discounted rate or at no price for the Below Poverty Line (BPL) category people. But, even then the stock piling by the 
haves was much more evident when compared to the have nots. When the country went to a longer lockdown periods from 
March 25th onwards, the people were vigilant and they did an impulse buying for the essential items which resulted in stock 
piling and the shelves of the supermarkets were empty. Impulse buying can be considered as a spontaneous response felt by 
the individual to purchase a product and it could be out of a reminder impulse or it could be a pure or unplanned impulse. 
The impulse buying could be influenced by the internal or the external factors. Since, COVID 19 is considered as a pandemic 
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The Novel Corona Virus (COVID19) have impacted all the nations across the globe. The Nation-wide Lockdowns imposed 
by several countries have made the public to do the Impulsive Buying as a result of Panic Buying. When the whole world 
is fighting against the COVID 19 people are panic enough in stocking up their shelves with the essential groceries. Impulse 
buying results in a sudden urge felt by a person to purchase a product or service. Whereas, Panic Buying is the result of the 
anxiety that a person experiences due to the external conditions. This paper has examined the impulse buying during the 
pandemic times in Kerala and the study was conducted among 450 respondents in 3 different cities of Kerala with the help of 
a structured questionnaire. The responses collected from the respondents were analyzed using the tools in the SPSS software. 
The results claim that the impulse buying is happening more in the face masks and in the hand sanitizer’s along with the 
essentials like Rice, Cereals, Groceries etc.… after the outbreak of the pandemic. Whereas, the impulse purchases on non- 
essentials like Home Improvements and Clothing has reduced drastically. The impulse spending made by the respondents 
have witnessed a fall due to the un-employability, lack in foreign remittances and zero sales in non – essential items. The 
impulse spending has resulted in stock piling of the essential items especially after the outbreak of the pandemic.
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situation which affects the individual internally as well as externally. The psychological factor of the individual measures 
whether he or she will be able to purchase the products today itself, what if the essentials rans out by tomorrow are the 
anxieties created by the purchaser internally which triggers him to do the purchase impulsively. The external conditions like 
a pandemic obviously makes an individual to go for an impulse buying. 

The impulse buying was witnessed across different sectors before the outbreak of the pandemic. But when the lockdown 
was announced and expecting a scarcity in the essentials people switched on to the impulse purchases of the essentials. And, 
moreover the unemployment situations and the fall in the foreign remittances have made the people to make their impulse 
spending very carefully. Being a cautious consumer state the individuals in Kerala also were very careful in making the 
impulse purchases during the pandemic times. The impulse purchase for the non – essential items has been reduced by more 
than 3/ 4 th times during the lockdown in the country. 

The Pandemic outbreak across the world have forced the people to switch on to the online stores resulting in a safe 
shopping. But even then, the people across the globe opines that if the situations are back to the normal, they wish to go out 
with their families to enjoy the shopping. Most of the purchases during the pandemic situation across the globe was done 
through the credit purchases which made the people to have a secured financial spending at the current time.(SlickDeals, 
2020)

This paper analyses the impulse buying happened before and during the pandemic, the products purchased before & 
during the pandemic, the impulse spending pattern of the individuals etc… in the cities of Kerala.

REVIEW OF LITERATURES

A person makes an impulse or sudden purchase which is not at all planned in advance states (Stern, 1962). The impulse 
purchaser or a spontaneous purchaser buys the products as a result of an urge felt at that moment. The urge is also felt 
spontaneously. According to (Pradhan, 2016) A person who is purchasing impulsively is known as an Impulse Purchaser. A 
person might purchase a product impulsively due to some factors like Need stimulation, the intend to purchase impulsively 
etc.… opines (Iram & Chacharkar, 2017). Visualizing and Grabbing a product from a shelf and putting it on to the shopping 
carts without even having a second thought could be considered as an impulse purchase. According to (Amos , Holmes, 
& Keneson, 2013) The impulse purchases can happen in both the brick and mortar retails as well as on the online stores. 
(Hadjali, Salimi, Nazari, & Ardestani, 2012) opines that the consumption growth of the people is increasing day by day 
when it is backed by the credit cards the possibility of purchasing the products on impulse is increasing on an alarming rate. 
Economic and Time influences the purchaser to go for an impulse buying (Stern, 1962). The impulse purchase of a consumer 
is influenced by either internal factors or the external factors(Octavia, 2015). (Bayley & Nancarrow, 1998) The authors 
opine that the impulse buying is a mood changer. A consumer who is making a sudden purchase is making an advantage of 
purchasing the product now rather than foregoing it as stated by (Bell, Corsten, & Knox). 

The fear of shortage of food have made the consumers to go for a Panic buy, resulting in anempty shelf in the supermarkets 
and the stockpiles at homes. (Southey, 2020) The wave of panic buying have resulted in increase of prices for the essentials 
and the stock piling by the shopkeepers to sell at a higher rates have literally affected the poor claims (Sehgal, 2020). Times of 
crisis have always resulted in the disparities between the haves and have nots. People who are physically able and a bit higher 
on the income side are able to afford the stock pile before the products at their house runs out (Besson, 2020). This disparity 
opens up the pave for impulse buying as a result of panic shopping.  

These literature reviews open up the path for doing a research on the impulsive purchases and the impulse spending 
during the COVID 19 as a result of Panic Buying.

OBJECTIVES OF THE STUDY

 ● To study about the impulse purchases before & after the outbreak of the pandemic.

 ● To evaluate the changes occurred in the impulse spending pattern before & after the outbreak of the pandemic.

 ● To check whether pandemic have impacted stock piling and the monthly expenditure on impulses.
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LIMITATIONS OF THE STUDY

 ●  The study is concentrated only on the 3 major cities of Kerala viz; Calicut, Cochin and Trivandrum and amounting 
to 450 respondents.

 ● The study focuses more on the impulse spending.

METHODS

In this study based upon the objectives a survey questionnaire was prepared and it was distributed among 500 respondents. We 
got 450 filled up responses from the respondents which adds up the primary source of data collection. Whereas the secondary 
source of data was collected from Journals, Articles and online materials. The collected responses were analyzed using the 
SPSS software. ANOVA, Multiple Responses, Simple Percentages etc.… have been used to interpret the results.

ANALYSIS & INTERPRETATION
The following tables & charts have been analyzed from the distributed survey questionnaire. The data collected do have some 
interesting findings. The impulsive purchases made before the pandemic and after the pandemic have a greater difference. 

The below table depicts the Demographic Profile of the Respondents.
Demographic Features No: of Responses Percentage (%)

GENDER
Male 247 54.9
Female 202 44.9
Prefer Not to Say 1 0.2
AGE GROUP
18 – 30 years 203 45.1
31 – 40 years 190 42.2
41 – 50 years 50 11.1
51 – 60 years 7 1.6
MARITAL STATUS
Un- Married 176 39.1
Married 247 54.9
Widowed 8 1.8
Divorced 19 4.2
EDUCATIONAL QUALIFICATION
School Level 26 5.8
College Level 189 42
Professional Level 153 34
Others 82 18.2
INCOME PER MONTH
Below Rs.15,000 119 26.4
Rs.15,001 – 30,000 164 36.4
Rs.30,001 – 45,000 101 22.4
Rs.45,001 – 60,000 48 10.7
Above Rs.60,001 18 4

Table No.1 Demographic Profile of Respondents
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From the above table it is evident that the respondents vary according to different demographic profiles. Male respondents 
outnumber female respondents.Most of the respondents falls under the age group of 18 -30 years. Married respondents are 
more when compared to the un- married respondents; which could be considered as a crucial factor for impulse purchases. 
More than 40% of the respondents falls under the Collegiate level of education. On an average respondent have a monthly 
income of Rs.15,001 – Rs.30,000.

Fig.1. Monthly Expenditure on Impulse Purchases before and after the Pandemic Outbreak.

From the above figure it is evident that the monthly expenditure on impulsive purchases have seen a dip. There is a slight 
change in the monthly impulsive expenditure in the category spend of Rs.501 – 1,500 and in the category of Rs.1,501 – 
2,500. At the same time the contribution to the category of Above Rs.2,501has fallen and most of them moved to the lesser 
spending categories.   From this we could conclude that the monthly expenditure on impulsive purchases after the pandemic 
have slightly increased for some expenditure categories, but at the same time there are some decreases in other expenditure 
categories too. 

Products bought impulsively before the outbreak of Pandemic
N Responses Percent of Cases

Percent

PBIBP

Food/ Groceries 428 36.8% 95.1%

Clothing 130 11.2% 28.9%

Household Items 286 24.6% 63.6%

Shoes 55 4.7% 12.2%

Books 71 6.1% 15.8%

Technology 68 5.8% 15.1%

Hot or Cold Beverages 66 5.7% 14.7%

Video/Online Games 28 2.4% 6.2%

Investments 31 2.7% 6.9%

Total 1163 100.0% 258.4%
a. Dichotomy group tabulated at value 1.

Table No.2 Products purchased impulsively before the Pandemic

The table products bought impulsively before the outbreak of pandemic illustrates that 95.1% of the respondents used to 
purchase Food / Groceries (including: Cereals, Bakery & Diary products, Meat, Packed foods) impulsively or spontaneously. 
Where as 63.6% of the respondents opined that they purchase Household items impulsively. Books, Technology, Hot or Cold 
Beverages were purchased impulsively by respondents on an average of 15%. Clothing was purchased impulsively by 28.9% 
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of the respondents. The least product which was purchased impulsively by responses was the Video/ Online Games which 
comes to 6.2%. 

Products bought impulsively after the outbreak of Pandemic
N Responses Percent of Cases

Percent

PBIAP

Hand Sanitizer 333 17.6% 74.0%
Hand Soap 249 13.1% 55.3%
Face Mask 349 18.4% 77.6%
Rice, Cereals, Vegetables and 
Cooking Oils

357 18.8% 79.3%

Branded Flours 201 10.6% 44.7%
Bakery Products 217 11.5% 48.2%
Clothes 31 1.6% 6.9%
Online Games 30 1.6% 6.7%
Home Improvement 33 1.7% 7.3%
TV 32 1.7% 7.1%
Electronic Accessories 47 2.5% 10.4%
Investments 15 0.8% 3.3%

Total 1894 100.0% 420.9%
a. Dichotomy group tabulated at value 1.

Table No.3 Products purchased impulsively after the outbreak of Pandemic

After the outbreak of the pandemic most of the respondents were afraid with regarding to the availability of the food items. So, 
most of the respondents purchased Rice, Cereals, Cooking oil & vegetables impulsively as a measure of stock piling. From the 
above table it is evident that 79.3% of the respondents purchased these items impulsively after the outbreak of the pandemic. 
Face Mask & Hand Sanitizer are the two products which we common man were not so aware before the month of March, 
2020. But after the outbreak of pandemic in India common man is forced to use these products as a preventive measure. So, 
the face mask and hand sanitizer were purchased impulsively by around 75% of the respondents. The impulsive purchases 
on Clothing and Home Improvements was reduced drastically from 28.9% and 63.6% subsequently to 6.9% and 7.3% after 
the outbreak of Pandemic and the lockdown restrictions imposed by the government. The percent of investments purchased 
impulsively was reduced by 50% during the pandemic times.

Fig.2. Mode of Purchase during & after the Pandemic.
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The above figure illustrates that the mode of purchase done by the respondents during & after the Pandemic varies a lot. 
When most of the respondents approached physical store for the purchases during the pandemic but it won’t be the same 
situation after the pandemic. Because, most of the respondents opined that they will go for an online store after the pandemic. 
At the same time some of the respondents opined that they will use both the physical as well as online store for their purchases 
after the pandemic.

ANOVA TEST
H0 – There is no significant difference among Monthly Expenditure on impulse purchases after the pandemic outbreak and 
increase in purchases as a result of stockpiling.
H1 – There is a significant difference among Monthly Expenditure on impulse purchases after the pandemic outbreak and 
increase in purchases as a result of stockpiling.

ANOVA
Increase in purchases as a result of stockpiling.

Sum of 

Squares

df Mean Square F Sig.

Between Groups 39.725 4 9.931 5.003 .001
Within Groups 883.386 445 1.985
Total 923.111 449

The above table depicts that since the p value is < 0.05, the null hypothesis is been rejected and the alternate hypothesis is 
accepted. That is there is a significant difference among Monthly Expenditure on impulse purchases after the outbreak of 
pandemic as a result of stock piling.

RESULTS & DISCUSSIONS

The impulse purchases during the pandemic times reveals a lot of interesting facts. Let’s peek into what it actually discusses 
about.

 ●  Almost all the people irrespective of their demographical conditions have done an impulse purchase at least once in 
their lifetime either before or after the outbreak of the pandemic.

 ●  Before the pandemic outbreak Packed foods, Bakery & Diary products, Cereals & Groceries and Home improvements 
was considered to be purchased impulsively more due to their attracting factors.  Even after the outbreak of the 
pandemic the Groceries stood at the top for impulsive purchases not because of the attractive features but as a result 
of stock piling and to overcome the anxiety of “What to eat tomorrow?”. 

 ●  At the same time the impulse purchases witnessed 2 new products into its list and they are Face Masks and Hand 
Sanitizer. The current pandemic situation has forced all the people across the world to use the Face Masks and Hand 
Sanitizer, which resulted in the higher impulse purchases of these products.

 ●  Most of the respondents opined that there monthly impulse expenditure after the pandemic have changed. Earlier 
11.6% of the respondents used to spend Above Rs.3,501, but as a result of the pandemic it was reduced to 10.9%. 
Respondents who used to purchase impulsively for more than Rs.2,501 have reduced their impulse purchases and 
they have come to the category of Rs.501 – 2,500.

 ●  During the time of pandemic respondents concentrated more on the essential items like food, cereals, groceries, 
face mask, hand sanitizer etc.… and they reduced the purchases of the non-essential items like home improvements, 
clothes investments etc.… which resulted in a dip in the impulse spending done by the respondents.   

 ●  The anxiety of the outbreak and the possible second wave have made the respondents to depend upon the online 
stores more when compared to the physical stores. 

 ●  The monthly expenditure on impulse purchase after the pandemic situation have a significant impact on the increase 
in stock piling due to the outbreak of the pandemic.
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CONCLUSION

This paper discusses about the impulse purchases before & during the pandemic times. The purchases during the pandemic 
time witnessed that people used to concentrate more on the essential items and they were least bothered upon the non – 
essential item. As far as the culture of Kerala is considered the people are more cautious in making decisions and spending 
money. This pandemic situation has impacted almost all the sectors leading to a un – employment, short on foreign remittances 
and zero sales of non – essential items. The impulse spending found a dip due to the above-mentioned factors. The anxiety 
of stock piling among the people have increased the impulse purchase of Essentials like Rice, Cereals, Groceries etc… and 
the pandemic time have demanded the people to purchase the hand sanitizers and face masks as a prevention to defeat the 
pandemic. The excessive spending on impulse was curbed and was concentrated more on the essentials at a lower rate. This 
pandemic has made the people to spend the money carefully.

FURTHER RESEARCH

This paper analyses on the impulsive spending before & during the pandemic. The change in the items purchased impulsively 
due to the outbreak of the pandemic. Further researchers can concentrate on the psychological quotients of the respondents on 
the impulsive behavior and the buying patterns during the pandemic situation.
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INTRODUCTION 

Social media is the platform of marketing andwebsitesto promote a product or service. Although the termse-marketinganddigital 
marketingare still dominant in academia, social media marketing is becoming more popular for both practitioners and 
researchers. Most social media platforms have built-in dataanalyticstools, 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

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, 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 

CONSUMER BEHAVIOUR TOWARDS SOCIAL MEDIA 
MARKETING WITH SPECIAL REFERENCE TO 

CHENGALPATTU DISTRICT 

B.Yashwanth 
II M.Com, Department of Commerce, Faculty of Science and Humanities,   

SRM Institute of Science and Technology, Kattankulathur,ChengalpattuDistrict,Tamilnadu. 

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,whatsappany 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.  

ABSTRACT
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 (Sniderman, 2012)1;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  

(Kuruk and Krishnamurthy 2007)2 Internet and virtual communities have transformed consumers, societies, and 
corporations with wide spread access to information, better social networking and enhanced communication abilities. 
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)  

 (Mersey, et al., 2010)3In 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. Currently, ecommerce can 
be done through social media, and it enables to reach to more potential buyers 

Kaplan and Haenlein, 2010)4,Due to the advantages of social media in connecting businesses directly to end -consumers, 
in a timely manner and at a low cost 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)5 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”. 

Hersant (2011)6 revealed that social media marketing is about “targeting specific customers and engaging them with 
something that is direct, memorable and meaningful to them”. 

OBJECTIVES OF THE STUDY 
 ● To  study the consumer behavior towards social media marketing.  
 ● To measure the awareness of social media marketing in the consumers of sriperumbudur.  
 ● To analyze the co-relation between Social media marketing & consumer behavior. 

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 and highlights the detailed analysis about the consumer behaviour towards 
social media marketing  

The problem of this study is driven by the need to empirically measure the consumer behaviour on social media 
marrketing.Research in consumer behavior shows that we have a consumer driven society where the ultimate motive of 
business products and service is to satisfy consumer expectation makes them happily and remain loyal to the brand. Therefore, 
a perfect understanding of consumer behavior is determining.

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. 

DATA COLLECTION
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. 

STATISTICAL TOOL USED FOR STUDY 
Percentage analysis and Pearson Product-Moment Correlation Coefficient Statistical tool has been used for finding the 
correlation between social media marketing & consumer behavior.  
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ANALYSIS & INTERPRETATION OF DATA

Frequency distribution test has been used for Studying consumer behavior & to check the awareness among the customers 
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 Percentage%
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 
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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 Percentage% 
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, 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 Percentage% 
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. 

CORRELATION MATRIX 
Social media marketing Consumer behaviour

Social media marketing 1 
Consumer behaviour 0.71 1 

From the above data analysis by determining the Pearson correlation coefficient, we can interpret that , there is positive 
correlation between social media marketing & consumer behavior.

FINDINGS 
From the above data analysis by applying Statistical technique correlation analysis it can be stated that there is positive correlation 
between Social media marketing & consumer behavior. The correlation value 0.71 is near to 1 which depicts the positivity in the 
relationship. In addition, frequency distribution technique was used to measure the consumer behavior and awareness regarding 
social media marketing, which depicts that customers are aware regarding various social media marketing strategies. .

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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INTRODUCTION

After Independence and the period after that, different departments where in charge of implementing development programs 
for the scheduled tribes and further along, that plan was dropped because of the inefficiency of the programs and also due to 
the narrow mindedness of departments which led to unfruitful agendas and usage of surplus government funds. Tribal Sub 
Plan (TSP) was introduced from the fifth five-year plan (1974-75). The Three-tier Local Governments put in a lot of effort 
to upbring the scheduled caste and schedules tribes after the Seventy-third and Seventy-fourth Constitutional amendments. 
Even though the government were providing exceptional services to the citizens of Kerala after that, the same was not 
applicable to the scheduled caste and tribes because of the lack of proper database, which ought to have been circulated 
at Oorukkuttams – the Gramasabhas in tribal areas. This incident made the government conscious about the importance 
of collecting and maintaining proper database. The State average literacy is at 93.91 per cent (2011) however the literacy 
percentage of Scheduled Tribes in the state is at 74.44 per cent which is comparatively lower. 

Literacy rate of males among the Scheduled Tribes is registered as 78.90 per cent. Even though the literacy rate of 
Scheduled Tribes up to the age 29 years is higher than the State literacy rate, still the literacy rate of Scheduled Tribes above 
30 years age shows a descending drift. For the people over 75 years, the lowest literacy rate is recorded (20.74 per cent). 

While considering the percentage of illiterate people in multiple districts in Kerala, It is very important to address those 
issues principally in the states listed beneath, namely Wayanad District with 39349 (39.99%) illiterates followed by 17,743 
illiterates (18.03%) in Palakkad District and 11,745 illiterates (11.94%) in Kasaragod District, Idukki District with 8410 
illiterates (8.55 %) Kannur with a total of  7791 (7.92 %) showing a total of 87 percent of the illiterate people in Kerala.

While examining the scheduled tribes with formal education, 1,27,344 (46.81%) are of primary level and 92,349 (33.95%) 
have the education below SSLC.16374 Plus Two certificate holders (6.02%). The graduates constitute 4475 (1.64%) and the 
post graduates accounts to 822 (0.30%). 

A STUDY ON SKILL DEVELOPMENT TRAINING & 
SELF EMPLOYMENT SCHEMES INSTIGATED BY THE 

SCHEDULED TRIBES DEVELOPMENT DEPARTMENT IN 
KERALA.

Davis Joseph Dr. R Sridharan
Education Employment Government Scheduled Tribes Tribal communities

Kerala is the homeland of multiple tribal communities. The state list of scheduled tribal communities adds to a total of 37 
communities with a population of 364189, according to the census – 2011. About 1.26 percent of the total population of 
Kerala comprises of scheduled tribes who are distributed in high concentrations in Wayanad, Idukki, Palakkad and Kasaragod 
districts.11Tribal communities were declassified on the basis of the progress they have made in terms of social and economic 
development. Even though they had a well-established culture of depending the forests resources for sustainable livelihood, 
the constant changes happening around them with respect to Globalization, Technological improvement and Cultural and 
economical transformations made it necessary for them to adopt to their changing surroundings. The younger generations are 
more likely to get exploited since they are more vulnerable and the most marginalized when it comes to the outside world.  In 
this study, we examine the opportunities created for the ST community by the scheduled tribes development department in 
kerala since the vast majority of them stay under the poverty line and majority of them are illiterate thereby making it very 
hard for them to organize and fight for their rights, to get their voices heard and to demand equality in this unequal society 
which in most cases treats them as backward communities.  

Keyword : Scheduled Tribes Development Department (2010) The socio-economic survey of Scheduled Tribes in Kerala.  
Information.https://www.stdd.kerala.gov.in/sites/default/files/inline-files/surveyd_2008.pdf
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While considering people who qualified the primary education and those who were dropped out till SLLC, 2,19,693 
scheduled tribes have educatedtill SSLC. Numerous communities have not attained the equal of education at the state average. 

Comparing the available information on acquiring diploma/certificate courses by Malayan, Mannan, Muthuvan and 
Malavettuvan communities, it’s easily visible that they have a verypoor performance. Overall, 21 communities of Scheduled 
Tribes have no engineering graduates. Adiyan, Hill Pulaya, Malai Pandaram, Malai Vedan, Malasar, Muthuvan, Mudugar, 
Paniyan, Malavettuvan Kadar, Koraga, Cholanaickan etc; are the major communities which have not been able to afford 
engineering professional education to their children. The circumstancesareinferior with respect to medical education. All told, 
26 communities, counting the 5 communities of PVTG, couldn’t send a single person for medical degree which amounts to a 
total of 68 percent, the larger majority of scheduled tribes which couldn’t afford a single medical student till date.

METHODOLOGY

The study is based on the secondary data sources. The necessary information about the Scheduled tribes and government 
programs are collected from various Reports, Websites and internet sources of relatedtopics.

Employment. Income Generation & Skill Development
For dropping the concentration of unemployment among the Scheduled Tribes youth in the State, the department supports 
ST families for making a livelihood by providing assistance for people and self-help groups for self-employment,60% of the 
beneficiaries must be women and preference will be given to widows and women headed families.

Assistance for Self-employment and Skill Development training to youths of scheduled tribes.   
Schemes for skill development/entrepreneurship development/ upgrading of personality/special training/aid for job 
opportunities in India and abroad are being realized under the scheme,

Training Paths provided
 ● Tourism and Hospitality Management.
 ● Training in IT related subjects 
 ● Industrial & Technical Training
 ● Coaching for PSC, UPSC, SSC, RRB, Bank examinations
 ● Career Development & orientation classes to Graduate youths 
 ● Motor- driving training

Kerala State Development Corporation for SC/ST Ltd. - TSP 
 
Under this centrally backed scheme, share capital contribution is released to the State Development Corporation for SCs & 
STs in the ratio 51:49 between State Government and Central Government. The Corporation, after receiving the transferred 
shares provides finance to employment-oriented schemes casing diverse areas of economic events.
The amount is provided on the way to 51% state share for providing share capital contribution to Kerala State Development 
Corporation for SCs/STs.

Assistance to Tribal Welfare Institutions
The objective of this scheme is to   provide assistance to,

 ● Priyadarshini Tea Estate, Mananthavady ,
 ● Attappady Co-operative Farming Society
 ● Ambedkar Memorial Rural Institute for Development 
 ● Running expenses of High School run by the Attappady Co-operative Farming Society at Chindakky 
 ● Renovation/Revamping of Tribal societies functioning in sectors like Agriculture, Coir, and other traditional sectors. 

NRLM - National Rural Livelihood Mission
The centrally sponsored scheme foreseeslaunching a large number of micro enterprises in the rural zones. The provision is 
reserved to the Block Panchayats. Kudumbasree Mission being the nodal agency.
Grant-in-aid to the Kerala State Federation of SCs and STs Development Co-operative Ltd.
GOI used to give grant in aid to the Kerala State Federation of SC’s and ST’s Development Co-operative Ltd for Minor Forest 
Produce Operations, includes:



583
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

 ● Share capital investment
 ● Procurement of MFP
 ● Construction of ware houses.

EDUCATION

Attention is being given to education as it is a tool not only to intensify the cognizance levels but also empower the Scheduled 
Tribes access to improved employment and human development. Education sector intrusions lays stress on cultivating 
functional literacy, diminishing school dropouts and enhancing theoreticalability of students. The congestion seen in our 
pre-matric and post-matric hostels is being considered by generatingacceptable infrastructure accommodations. A chief area 
of apprehension is the dropout rate at multiple levels.  The socio-economic aspects of the households are an important factor 
contributing to that. 

MODEL RESIDENTIAL SCHOOLS

20 Model Residential School/Asramam School are operational under this department in order to deliver quality education to 
ST students, in which two of them follow CBSE syllabus. They have been coming up with excellent results for the past years 
and extra facilities and services are also available for ST students with has a total of 5500 students throughoutIndia availing 
these services. The additional services provided to students are listed below.

 ● Special remedial classes 
 ● Spoken English classes 
 ● Medical & Engineering entrance coaching 
 ● Motivation-classes 
 ● Extra Curricular Activities
 ● Student Police Cadet.NCC, NSS, Band Troupe,‘KALARY’.

Peripatetic Education to the Primitive Tribes
A total of 23 schools managed by single teachers and 7 Peripatetic centers are functioning under the ST development 
departments. Their aim is to impart primary education to vulnerable tribal group without displacing them from their 
comfortable surroundings or settlements and without disrupting their traditional lifestyle. A single teacher is assigned to 
visit the village and to impart knowledge to the students without uprooting them from their settlements and to have a better 
personal connection with the students to provide adequate help necessary for the student.

Tutorial Scheme for Students
In order to increase the pass percentage of  high school and Higher secondary students, a special coaching service is availed 
to the students and the fee for the private tuition session will be provided to the parents.

GothraSarathi
For the students who are living in remote areas and forests which is inaccessible to continue regular education, special 
transportation service is arranged for them in association with Education Department, Local SamuhyaPatanamuri (Community 
Study center in tribal hamlets) (New Initiative)
100 community study centers were started in the year 2017-18 in tribal hamlets throughout the state hamlets to create an 
ambience favorable for the educational purposes and to minimize the dropping out of students. Within the community, one 
student is selected [working with facilitators and social workers] equipping them with study materials and modern systems 
and televisions with internet connections accommodating 30 students within a hamlet.

Pre – matric &Post-matric Hostels for TribalStudents                                           
106 pre-matric hostels and 5 post matric hostels are allocated to provide boarding and tuitionfacilities to the students from 
scheduled tribes. This was started with a view to provide residential education to students from ST categories in rural areas.

Special Encouragement to Brilliant Students
For those students who are performing well in their academic programs are targeted with this scheme to enable them to come 
out with excellent performances.

Ayyankali Memorial Talent Search and Development Scheme
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200 students who are studying in the fifth standard are selected through an intelligence test in this scheme to provide continuous 
assistance for academic success. 

Assistance regarding Study tour to School & College Students
Once the approval of SLWG is received, the students who are pursuing post matric education are provided scholarships for 
study tour, availing the service of Bharath Darshan.
Under this scheme, post matric students are given financial assistance for participating in excursions and study tours. Also, the 
scheme intends to conduct Bharat Darshan/All India Tour for selected tribal students with the approval of the SLWG.

Supportprovided to Orphans
For the ST students who have no parents to look after, assistance is provided for taking care of those students by providing 
1000Rs per month to the beneficiary.

Supply of Laptop to Students
For the students who are pursuing their higher education in the approved universities or government institutions are provided 
laptops. The courses which are covered are MBA, M.Sc. Computer Science, MCA, MBBS, BDS, BAMS, BHMS, BVSc.& 
AH, B.Tech and M.Tech and other Post Graduation Degrees

Tribal Girl Child endowment scheme (Gothravalsalyanidhi)
This scheme was introduced to provide insurance linked social security scheme for tribal girl children. The objective of this 
initiative was to increase the social status of the females in the society. The scheme is a long-term deposit scheme which can 
only be withdrawn once the girl is of 18 years of age and has qualified 10th standard education. There are options to use this 
money for higher education purposes and the ST females born after 1/4/2017 are considered under this scheme.   

Gothrabandhu- Engaging Tribal teachers in primary schools
241 qualified tribal youth were appointed in Wayanad district under this scheme during 2017-18.   The scheme aims at 
availing qualified teaching professionals within this community to provide quality education to the students in the same 
locality. Since he has a better understanding about that society and the situation through which he was born and brought up. 
The impact of the knowledge of local dialects focused in this scheme granting the teacher a better communication with his 
students in primary schools..

Post-matric Scholarships for Scheduled Tribe Students
At the time when this scheme was introduced by the central government in India, it was completely assisted by them. It was 
later moved to the phase where 75 percent has to be paid by the central authority and 25 percent has to be contributed by the 
state from the year 2014-15. These scholarships are distributed to students in the form of E- scholarships and it will be use for 
the post matric education of the students outside the state.

Pre-matric Scholarship for ST Students 
This scheme was introduced through DBT system during the year 2012-13 by the government of India, Ministry of tribal 
affairs. Students studying in classes of IX and X under ST category could avail this as a pre matric scholarship. Other 
educational assistance initiatives such as lumpsum grand and stipends are provided under this scheme.

Vocational Training Institute & Training Centers forST-students.
National Council For Vocational Training implemented Two Vocational Training Institutes for Scheduled Tribe students 
functioning at Thiruvananthapuram and Idukki, adding to a total of 11 institutes in total.

NurserySchools,Balavadies,Kindergartens,Vikasvadies&Creches.
There are 13 nursery schools, 10 kindergartens, 4 balavadies  3 balavijnanakendras and 1 vikasvadi running below the 
department for providing Pre-primary education to the tribal students existing in very remote and unreachable areas. The 
pupils are given food, uniform, bag, umbrella etc.

Incentive to Parents of ST Students
The parents of ST students studying in LP classes are given an amount of Rs. 50/- per month if the student has secured 75% 
attendance in an academic year.

Management of Career & Higher Education Aspirations of ST Students in 2018-19 
Education and skill development programs are missing while evaluating the employability of ST in Kerala and this is one of 
the reasons for their economic backwardness. Proper skill development workshops should be organized to impart knowledge 
and increase their skill in decision making and leadership. The ST can take advantage of the options put Infront of them once 
they are taught or trained to do so, thus making them self-reliant.
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Under various schemes, the year wise break up of skill development training provided by Scheduled tribes Development 
Department is detailed in table below.
The year wise break up of skill development training

Sl. No. Year No:of students undergone Training Total Cost (Rs.in lakhs)
1 2012-13 695 133.52
2 2013-14 1180 216.87
3 2014-15 558 454.97
4 2015-16 520 405.81
5 2016-17 1544 780.25
6 2017-18 622 558.82

Total 5119 2550.24

Gothrajeevika
‘Gothrajeevika’, A Sustainable Livelihood Generation Program for ST Communitywas formulated to helpall the fourteen 
districts in the state under the Scheduled Tribe class. The primary intention of the program is to make them self-reliant 
and self-employed.  A total of 1170 beneficiaries are expected to undergo training in the year 2016-17 in the state under 
Gothrajeevika scheme.
Categories of training offered through the program

Sl. No. Type of training offered Training offered Duration No. of batch No. of beneficiary
1 Product-based Dress making 45 5 150

Service-based Construction-based
2 Service-based Carpentry 45 3 100
3 Service-based Construction of building 

materials
30 6 200

4 Service-based Masonry 0 10 330

5 Service-based Wiring 30 4 120

6 Service-based Plumbing 30 5 150
Service-based Tourism-based

7 Service-based Driving (taxi, repairing) 30 120
Total 1170

Self-Employment Scheme
Financial assistance is provided to the individuals who are interested in self-employment. Subsidy is provided for 1/3rd of 
the loan amount applied by the individual but its limited to one lakh for the individual and if it’s a group, they can avail a 
total of 3.5 lakhs. The venture can be approved as self-employment once age limit is under 50 and the minimum educational 
qualification is 7th standard qualifying education. The application should be sent to the Scheduled Caste Development Officer 
along with a certificate of caste with the project report attached to it.

Assistance for starting practice as Advocates:

Financial assistance is provided to the individuals by the department once they qualify LLB and have started their practice as 
an advocate. The financial assistance Is initiated once they have successfully enrolled and have started practice as a junior advocate.

Year Book Grant Dress Grant Room Rent Enrolment expenses
First Year 12,000 4,000 0.00 9,600
Second Year 12,000 4,000 6,000 _______
Third Year 12,000 4,000 6,000 _______

Technical Apprenticeship:
Diploma, Engineering and ITI graduates are given apprentice assistance by the department once the application is submitted 
to the district development officer for scheduled caste. The monthly rates issued are given below.
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·         ITI - 2000/-
·        Diploma - 2500/-
·        Engineering - 3000/-

Apprentice Clerk:
Apprenticeship as clerk-typist option is available for Graduates having Diploma in Computer application and are given a 
monthly honorarium of Rs.10,000/- for one year to improve their employability.

Tool Kit:
Financial assistance for purchasing tool kit in order to start their profession are given to The ITI certificate holders of 
Department it is.

Exhibition cum Trade Fair (Gadhika):
Every financial year hosts two trade fair where they can showcase their ethnic food items and traditional products bought 
forward by the self-help groups. SC Department along with Scheduled Tribe Development Department and KIRTADS 
organises the event together and all the expenses including TA&DA are met by the Department.

Ambedkar Village Development Programme:
The program aims at the integrated development of the Sc habitat having a minimum of 30 families and the department also 
provides facilities including roads, electricity, biogas  plant, waste management, house renovation, drainage, footpath and 
income generation schemes. The MLA is in charge and under his direct supervision the process is initiated within a total 
budget of one crore rupees. 

Assistance for Seeking Employment Abroad:
The job seekers are given an assistance of 100000Rs from the department only if they are willing to seek job abroad. The 
family income should be within 2.5Lakh and the age limit should be under 50 years. The traveling expense and visa expense 
could be met with the amount given. Concerned district development officers should be contactedto submit applications.

CONCLUSION

There are very few unified and all-inclusive policy for Scheduled Tribes development available in the state, which makes 
very few opportunities for various stake holders to follow. A ‘Scheduled Tribes Empowerment Policy should be adopted to fix 
standards to tribal developments in multiple levels.Proper documentation and updated programs should be initiated to cope 
up with the changing economic and social conditions so that an all-round healthy development will occur. Students should be 
given access to all reputed educational institutions thorough out the country if he seems fit with a financial backup.

We can see a steady and heavy dropout at the secondary, higher secondary, professional and technical levels. It is 
observable that the students who have uneducated parents does not opt for higher education in most cases. Opportunities 
to pursue higher education should be executed and promoted within the community. The changes caused by the Right to 
education act is clearly visible considering the changes it has brought to the community. Something which can be found 
throughout that stands against the fundamental principle of education is that the unequal’s in the society tend to compete with 
each other which doesn’t bear any fruit. Therefore, preference and extra care should be given to communities which are far 
behind the progress that some other communities go through.
Even though when it comes to higher education, certain per cent of seats in colleges are reserved for PVTG. Keeping that 
in mind, programs could be developed to impart professional and technical or even entrepreneurial training, which could be 
provided to these communities which are a minority when it comes to economic development or population census. Training 
of teachers posted in tribal concentrated areas are supported by few modules prepared by NCERT (National Council of 
Education Research and Training) which is yet to be implemented in Kerala & this could increase the potential and outcome 
of teachers posted within these communities. 
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INTRODUCTION TO GOVERNMENTS PROGRAMS ON ENTREPRENURSHIP

WHAT IS ENTREPRENEURSHIP? Entrepreneurship is a complex term that’s often defined simply as running your own 
business. But there’s a difference between a “business owner” and an “entrepreneur,” and although one can be both, what 
distinguishes entrepreneurship

DEFINITION OF ENTREPRENEURSHIP “It is a process of creating something different with value by devoting 
necessary time and effort, assuming the accompanying financial, psychic, social risks and receiving the resulting rewards of 
monetary and personnel satisfaction

GOVERNMENTAL SCHEMES The Government of India has undertaken several initiatives and instituted policy 
measures to foster a culture of innovation and entrepreneurship in the country. With a significant and unique demographic 
advantage, India, however, has immense potential to innovate, raise entrepreneurs and create jobs for the benefit of the nation 
and the world.

India is a country with over 1.2 billion people, 379 million (31%) of which are between the ages of 18 and 35 (Census of 
India, 2011). And, many of these young people are in search of jobs, despite being educated. For example, only one in every 
four urban males under 29 years is employed even though they hold at least a certificate or diploma (National Sample Survey 
Office, 2013). The aim of the government has been to create employment opportunities for youth while focusing on rapid 
economic growth. Entrepreneurship development is one of the mechanisms adopted by the Government of India towards 
the creation of job opportunities. The government’s assumption is that support for innovation will enhance entrepreneurship 
development, which will in turn accelerate economic growth

To encourage budding entrepreneurs to kickstart innovative businesses that will eventually create employment 
opportunities, the government offers innumerable schemes to make the process easy.

The schemes provide financial assistance to potential individuals and organizations in the form of subsidies and loans.  A 
national programmed, the Make in India initiative is aimed at transforming India into a global transforming hub, contains a 
raft of proposals designed to attract investments from both local and foreign companies.

DEVELOPING AN OWN BUSINESS(ENTERPRENURSHIP): 
GOVERNMENT PROGRAMS ON ENTERPRENURSHIP

Bennet Mathew, BazilShahul, Rizwan
Department of Commerce, Faculty of Science and Humanities, 

SRM Institute of Science & Technology

In spite of having a large publicly funded science and technology infrastructure and a sizeable education base, India has not 
been able to realize its innovative potential due to a fragmented innovation ecosystem. The government of India has taken 
many initiatives towards strengthening the innovation ecosystem, the most important of which are: i) the establishment 
of the National Innovation Council, whose mandate is to coordinate various innovation-related activities, and ii) the new 
Science, Technology and Innovation Policy 2013, which is intended to promote entrepreneurship and science-led solutions 
for sustainable and inclusive growth. With a focus on this new policy initiative, this article describes the current innovation 
ecosystem and the challenges it faces, and it discusses the efforts made by the government towards the promotion of innovation 
for entrepreneurship development and sustainable growth. With the implementation of this new policy the early indications 
are that India is poised to take a big leap towards innovation-led growth.

ABSTRACT
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Establishing small business offices or economic development departments in every city, state or province of the nation can be 
a great step, where the staff can guide the potential entrepreneurs to local business incubators, financing programs, and networking 
events. The entrepreneurs must be benefited from the free advice and consulting services and navigated across the government 
regulations. The government can run programs to provide free advice to the business-owner on improving and spreading their 
services and business. Entrepreneurs and entrepreneurship have been there since the evolution of civilization. The motive of 
businesses has not only been making money but serving mankind too. They adopt all the available resources around and invest 
them in innovations. Thesuccess or failure of a business may take a backseat, while the idea of starting an enterprise is still the main 
concern for many potential entrepreneurs. However, the government has a major role to play to promote entrepreneurial ideas. 

Government of India declared 2010-2020 as the «Decade of Innovation», for which the roadmap would be prepared 
by the newly established National Innovation Council (NInC; innovationcouncil.gov.in). The National Innovation Council 
is «the first step in creating a crosscutting system which will provide mutually reinforcing policies, recommendations and 
methodologies to implement and boost innovation performance in the country» (Nation Innovation Council, 2010).

within a period of six months from the date of release of funds for capital and operational expenditure. 

National institution for transforming India has its roots all strong and firm looking for experts from across the globe 
to come forward and showcase their views about various plans and there implementation. Continuous meetings are being 
organized to provide mutual benefits to everyone. India being the host is at major advantage as this also helps to maintain good 
social and economic connection with other countries. Knowledge increases with sharing and so is the agenda of this scheme. 
The international approach to this scheme doesn’t hide its origin from the very basic principles of learning and growth. The 
intellectual and informative lectures delivered create an intelligent aura which is beneficial to both the sides.

SCHEMES PROVIDED BY THE GOVERNMENT

Atal Incubation Center (AIC) 
Started by the NITI Aayog in 2016, AIC is an innovative funding scheme to promote entrepreneurs by covering their capital 
operational costs. 
The selected startup will be granted funding up to Rs 10 crore over a period of five years. 

Students, researchers or newly formed organizations from fields including transport, health, energy, education, agriculture, 
water and sanitation can apply. 

The AICs can be set up either in Public funded institutions or Private sector funded institutions or in Public-Private 
Partnership (PPP) mode. 

The candidate will have to provide at least 10,000 sq. ft of space for the infrastructures such as laboratory and workshop 
facilities, utilities, support services, pre-incubation services, networking, mentoring and other facilities within a period of six 
months from the date of release of funds for capital and operational expenditure. 
National institution for transforming India has its roots all strong and firm looking for experts from across the globe to come 
forward and showcase their views about various plans and there implementation. Continuous meetings are being organized 
to provide mutual benefits to everyone. India being the host is at major advantage as this also helps to maintain good social 
and economic connection with other countries. Knowledge increases with sharing and so is the agenda of this scheme. The 
international approach to this scheme doesn’t hide its origin from the very basic principles of learning and growth. The 
intellectual and informative lectures delivered create an intelligent aura which is beneficial to both the sides.

The Venture Capital Assistance Scheme
Ministry of Agriculture and Farmers Welfare

Venture Capital Assistance is financial support in the form of an interest free loan provided by SFAC to qualifying 
projects to meet shortfall in the capital requirement for implementation of the project.

Benefits
 ● Help in assisting  agripreneurs to make investments in setting up agribusiness projects through financial participation

 ●  Provides financial support for preparation of bankable Detailed Project Development Facility Reports (DPRs) 
through Project (PDF).
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Eligibility
 ● Farmers

 ●  Producer Groups

 ● Partnership/Proprietary Firms

 ● Self Help Groups

 ● Companies

 ● Agripreneurs

 ● units in agriexport zones

 ● Agriculture graduates Individually or in groups for setting up agribusiness projects.

Support for International Patent Protection in Electronics and & Information Technology (SIP-EIT)
Ministry of Electronics & Information Technology

SIP-EIT is a scheme to provide financial support to MSMEs and Technology Startup units for international patent filing 
to encourage innovation and recognize the value and capabilities of global IP along with capturing growth opportunities in 
ICTE sector.

 Eligibility Criteria
 ●  The Applicant should be registered under the MSME Development Act 2006 of Government of India as amended 

from time to time as a MSME unit as per the criteria for such registration (the applicant would be required to furnish 
the proof of such registration).

 ●  The applicant should be a registered company under the Companies Act of Government of India and should fulfill 
the investment limits in plant and machinery or equipment as defined in the MSME Development Act 2006 of 
Government of India as amended from time to time(this criteria will be ascertained from the proof of such registration 
and last audited balance sheet of the applicant)

 ●  The applicant should be a registered STP Unit and should fulfill the investment limits in plant and machinery or 
equipment as defined in the MSME Development Act 2006 of Government of India as amended from time to time(this 
criteria will be ascertained from the proof of such registration and last audited balance sheet of the applicant).

 ●  The applicant should be a technology incubation enterprise or a startup located in an incubation center/ park and 
registered as a company (a certification from the incubation center/ park in this case is mandatory) and should fulfill 
the investment limits in plant and machinery or equipment as defined in the MSME Development Act 2006 of 
Government of India as amended from time to time(this criteria will be ascertained from the proof of such registration 
and last audited balance sheet of the applicant).

Stand-Up India for Financing SC/ST and/or Women Entrepreneurs
Small Industries Development Bank of India (SIDBI)
Stand Up India Scheme facilitate bank loans between 10 lakh and 1 crore to at least one scheduled caste (SC) or Scheduled 
Tribe, borrower and at least one woman per bank branch for setting up a greenfield enterprise. This enterprise may be in 
manufacturing, services or the trading sector. In case of non-individual enterprises at least 51% of the shareholding and 
controlling stake should be held by either an SC/ST or Woman entrepreneur. 

Eligibility:
 ● SC/ST and/or women entrepreneurs; above 18 years of age.

 ●  Loans under the scheme is available for only greenfield project. Greenfieldsignifies, in this context, the first-time 
venture of the beneficiary in the manufacturing or services or trading sector

 ●  In case of non-individual enterprises,51% of the shareholding and controlling stakes should be held by either SC/ST 
and/or Women Entrepreneur

 ● Borrower should not be in default to any bank or financial institution
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Assistance to Professional Bodies & Seminars/Symposia
Department of Science & Technology

The Programe extends partial support on a selective basis, for organizing seminar / symposia/ training programs / 
workshops / conferences at national as well as international level. The support is provided to Research Institutes/ Universities/
Medical and Engineering Colleges and other Academic Institutes/ Professional Bodies who organize such events for the 
scientific community to keep them abreast of the latest developments in their specific areas. The support is generally given for 
encouraging participation of young scientists and research workers in such events and publication of proceedings / abstracts 
for wider dissemination. The Programme also supports S&T Professional bodies.

Eligibility
 ● Applicant should be and Indian Citizen residing in India 

 ●  The applicant(s) must hold a regular position in a recognized academic institution or in a national laboratory / 
recognized R&D institution 

 ● Application should be submitted not earlier than 180 days and not later than 60 days, before the date of theevent

PRADHAN MANTRI MUDRA YOJANA

Govt. Of India
Micro Units Development and Refinance Agency Ltd. [MUDRA] is an NBFC supporting development of micro enterprise 
sector in the country. MUDRA provides refinance support to Banks / MFIs for lending to micro units havingloan requirement 
up to 10 lakhs. MUDRA provides refinance to micro business under the Scheme of Pradhan Mantri MUDRA Yojana. The 
other products are for development support to the sector. The bouquet of offerings of MUDRA is depicted below. The offerings 
are being targeted across the spectrum of beneficiary segments.

Objective of The Scheme
 ● Mudra loan is extended for a variety of purposes which provide income generation and employment creation. The 

loans are extended mainly for

 ● Business loan for Vendors, Traders, Shopkeepers and other Service Sector activities 

 ● Working capital loan through MUDRA Cards 

 ● Equipment Finance for Micro Units 
•	 Transport Vehicle loans

INDUSTRY APPLICABLE

IT services, analytics, enterprise software,
 technology hardware, Internet of things, AI
Chemicals, Technology hardware, health care & life sciences, aeronautics/aerospace & defense, Agriculture, AI, AR/VR 
(augmented + virtual reality), Automotive, telecommunication & networking, Computer vision, construction, design, non-
renewable energy, renewable energy, green technology, fintech.
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CONCEPTUAL FRAMEWORK

 The role of Entrepreneurship in economic growth, are about job and wealth creation. Considering the role, it is important 
to develop entrepreneurship. In this stage, government policy has a big influence, there are to establish environment and create 
infrastructure that support entrepreneurship. However, when it comes to entrepreneurship policy, one size does not fit all, 
governments can only provide an underlying conducive environment to the emergence of productive entrepreneurship rather 
than unproductive entrepreneurship. In this research, conceptual framework of entrepreneurship policy can be divided based 
on level of analysis which are, micro and macro level. At macro level, entrepreneurship policy, focus on creating motivation, 
entrepreneurial skills, and business skills. 

SUMMARY

Entrepreneurship must be developed and supported so that there is a proliferation of SMEs in the country.

An entrepreneur’s entry into business does not guarantee his/her survival. Attrition rate for new entrepreneurs is very high 
in many countries of the world. While this may be because their chosen business inappropriate or a lack of adequate technical 
or business expertise, one critical reason is that overall macro and micro environment in which they are forced to operate. 
Therefore, a key consideration by the government should be to critically evaluate the exiting macroeconomic policies and 
their impact on grassroots entrepreneurship development.

At the same time, a misconception about entrepreneurs and where entrepreneurs can be found can also help the local 
people to create the right picture of entrepreneurship and thus become aggressive and contribute to economic development. 

 The skills that are required to run a business successfully, is developed among the people through this programme. 
Sometimes, people may have 

skills but it requires polishing and incubation Entrepreneurship must be developed and supported so that there is a 
proliferation of SMEs in the country. An entrepreneur’s entry into business does not guarantee his/her survival. Attrition rate for 
new entrepreneurs is very high in many countries of the world. While this may be because their chosen business inappropriate 
or a lack of adequate technical or business expertise, one critical reason is that overall macro and micro environment in which 
they are forced to operate.

Therefore, a key consideration by the government should be to critically evaluate the exiting macroeconomic policies and 
their impact on grassroots entrepreneurship development.

 ●  Entrepreneurship play a very critical and major role in the development of the economy of the country as this is the 
key contributor to innovativeness and product improvement.
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 ●  It is one of the important factors to the creation of new employments and in the building of communities in ways of 
offering them jobs.

 ●  The government has taken key initiatives to help young and energetic entrepreneurs with schemes like the NITI 
Aayog,

 ●  The Venture Capital Assistance Scheme etc. which will act as a motivation booster for entrepreneurs and also 
increase the economy of the country. the government should develop policies which will enhance entrepreneurship 
by understanding the critical differences existing between small business owners and entrepreneurship
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INTRODUCTION

Siemens Gamesa Renewable Energy, commonly known as SGRE, is a Spanish-German wind engineering company based 
in Zamudio, Biscay, Spain. It manufactures wind turbines and provides onshore and offshore wind services. It is the world’s 
second largest wind turbine manufacturer.

The company is a merger between Gamesa Technological Corporation, a Spanish company, and Siemens Wind Power, 
based in Denmark, Germany. On 17 July 2016 Siemens and Gamesa announced their plan to merge their wind businesses, 
with the 59% stake of Siemens and the 41% stake of former Gamesa shareholders in the resulting company. Siemens paid 
€1 billion cash for its stake in Gamesa. The resultant company was headquartered in Spain, with an offshore operation 
headquartered in Hamburg, Germany and Vejle, Denmark. The combined business was the largest wind turbine manufacturer 
worldwide by installed capacity (~69 GW). The merger became effective on 3 April 2017.

Now, Siemens Gamesa is a leading supplier of wind power solutions to customers all over the globe. A key player and 
innovative pioneer in the renewable energy sector, they have installed over 105 GW in over 75 countries.Siemens Gamesa 
offers one of the industry’s broadest product portfolios, with both offshore and onshore technology as well as industry-leading 
service solutions. The company was created in 2017 by the merger of Siemens Wind Power and GamesaTechnological 
Corporation.  Siemens Gamesa is listed on the Dow Jones Sustainability Index, the FTSE4Good Index which is concerned 
with corporate social responsibility on the KLD Global Climate 100 Index, and on the Global 100 Index of the 100 most 
sustainable companies in the world.

The company has three main business units namely,

Onshore Wind Power
To ensure the long-term success of onshore wind power project, they provide innovative solutions – with geared technology 
including two platforms with modular design – based on the proven track record and technological excellence. They work 
with their clients at the first opportunity to develop a detailed view of the project. With the global reach they deploy a regional 
focus wherever they operate, with technology adapted to local needs.

A STUDY ON IMPACT OF COVID-19, A GLOBAL PANDEMIC 
ON BUSINESSES. (WITH REFERENCE TO SIEMENS GAMESA 

RENEWABLE ENERGY, SGRE)

Aishwarya Galdinus
Under-Graduate Student 

SRM IST, Kattankulathur -603203.

The COVID-19 outbreak is a sharp reminder that pandemics, like other rarely occurring catastrophes, have happened in the 
past and will continue to happen in the future. Even if we cannot prevent dangerous viruses from emerging, we should prepare 
to dampen their effects on society. The current outbreak has had severe economic consequences across the globe, and it does 
not look like any country will be unaffected. This not only has consequences for the economy; all of society is affected, which 
has led to dramatic changes in how businesses act and consumers behave. This research is done to analyse and compare the  
performance of a company Siemens Gamesa Renewable Energy before Covid-19 and after the outbreak of Covid-19. 

KEY WORDS: COVID-19, Impact on business, Economy, Pandemic.
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Offshore Wind Power
When there is an idea of developing an offshore wind power plant, they strive to unlock the full potential of your project, 
while delivering a lower cost of energy. Theyput nearly three decades of offshore experience, a mature value chain, and our 
extensive innovative capabilities at the disposal.

Service
Siemens Gamesa offers one of the most comprehensive and flexible portfolios for the maintenance and optimization of 
wind turbines, providing a holistic, lifetime-care service through innovation and digitalization; from technical assistance to 
complete asset management. And not only for Siemens Gamesa wind turbines but also for third party assets.

Covid-19 impacted every business in the world. And so, it has also impacted Siemens Gamesa adversely, leading to 
major losses. This study is done in to compare the performance of the company and to analyse the impact of the pandemic 
financially. 

OBJECTIVE

 ● To find the effect on a business due to Covid-19 pandemic.

 ● To compare the financial results before and after the outbreak of the pandemic.

 ● To analyse those results.

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.

 ●  Al the data are related to the topic and are taken from recently published survey regarding the changes after the 
outbreak of Covid-19 in the world.

DATA ANALYSIS AND INTEPRETATION

The financial results of the company are taken in 4 Quarters- Q1 ( Oct’19 to Dec’19), Q2 ( Jan’20 to Mar’20), Q3 ( 
April’20 to June’20) and Q4 ( Jul’20 to Sept’20). Thus, the financial year of this company starts from October to September. 
Here, the results of Q1 is taken as the performance before the global pandemic and, the results of Q2, Q3 and Q4 are taken as 
the performance during and after the outbreak of Covid-19.

Analysing the results in quarter wise, rising demand for wind power as a response to the transition towards non-polluting 
energies drove Siemens Gamesa’s commercial activity in the first quarter of FY 2020. The company experienced an 82% 
increase in order intake, with firm orders rising to €4,628m, raising the order book to a record €28,089m, underlining solid 
long-term growth prospects. The company adjusted its profitability target by one percentage point and expects to end the 
fiscal year with an EBIT margin before PPA, integration and restructuring costs of between 4.5% and 6%. Sales stood at 
€2,001millionand the balance sheet remained sound, with €17million in net cash.

In the second quarter,the performance reflected the unexpected effect of the COVID-19 pandemic on its operations and 
commercial activity, with a direct negative impact of €56million onprofitability, and intensified challenges experienced by the 
onshore business in India and Northern Europe. The company faces the crisis with a solid balance sheet and heathy liquidity. 
The company registered a record order backlog of €28.6bn and is well positioned to take advantage of sector growth outlook 
thanks to its geographical diversification and leadership in technology.Despite the strong commercial activity in the quarter, 
the expansion of the coronavirus was reflected in the company’s revenues and returns. Revenues fell by 8% between January 
and March, to €2,204mn, affected by lower sales of wind turbine generators. EBIT pre PPA and before integration and 
restructuring costs amounted to €33mn in the quarter, with an EBIT margin pre PPA and before integration and restructuring 
costs of 1.5%. In this context, the company booked losses of €165mn in the second quarter.
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The performance in the third quarter of FY 2020 (April-June) reflected the impact of COVID-19 on its operations as 
well as challenges in the Onshore business, due to the slowdown of the Indian and Mexican markets, and in the execution 
of projects in Northern Europe. As a result, between April and June Siemens Gamesa recorded revenues of €2,411 million, a 
decline of 8% year-on-year. EBIT pre PPA and before integration and restructuring (I&R) costs fell to -€161 million, with a 
negative EBIT margin of -6.7%, including a -€93 million direct impact of COVID-19. Net losses in the quarter amounted to 
€466 million. Despite these near-term challenges, the results also reflect strong foundations for the future: a record backlog of 
€31.5 billion and a strong liquidity position, with €4 billion in funding lines against which only €1.2 billion have been drawn. 
The company’s debt has been reduced by €101 million in the last twelve months, to €90 million.

In the fourth quarter, the company logged a record order intake of €14,736mduring fiscal year 2020, a challenging year 
dominated by Covid-19 and tough market conditions, ending with a backlog of €30.2bn that provides a solid foundation for 
the future and reflects the momentum for wind energy. The company reported an EBIT pre PPA and before Integration and 
Restructuring costs of €31m, a margin of 1.1% on €2,868m in revenues. The company reported a decline in revenues for FY20 
of 7% year-on-year to €9,483m, with EBIT pre PPA and before Integration and Restructuring costs of -€233m, a margin of 
-2.5%. Net losses amounted to -€918m. 

The financial results FY’19-20 is therefore put up in tabular form and graph:
Key figures Q1(€m) Q2(€m) Q3(€m) Q4(€m)
Revenue 2001 2204 2411 2868
EBIT -136 33 -161 31
EBIT margin -6.8% 1.5% -6.7% 1.1%
Reported net profit or loss -174 -295 -90 -113

When we take the comparison between the fiscal year 2018-19 and 2019-20, it clearly shows the drastic changes in the 
profits earned and the performance by the company.Here, the year 2018-19 is the period before the pandemic and the year 
2019-20 is the period after the outbreak.

The financial results FY’18-19 closed with a record order backlog, while strong sales activity in all three business units 
contributed to a 12% year-on-year revenue increase at the wind turbine manufacturer. Despite strong headwinds in the sector, 
which is experiencing pricing pressure, rising costs and regulatory uncertainty in certain markets, the company delivered an 
EBIT margin pre-PPA and integration and restructuring costs of 7.1% in line with its guidance to the market. Profits earned 
during this period was €140 million. They also strengthened its balance sheet in FY 2019, optimizing its debt structure and 
improving its cash position by €248m, thanks in particular to improved working capital, enabling it to end the year with a net 
cash position of €863m. 

The FY’19-20 results reflect the continuing slowdown in the Indian market and cost overruns on project execution in 
Northern Europe, all accentuated by the impact of Covid-19. The global pandemic reduced revenues by c. €1bn, due to lower 
commercial activity and delays in project execution, and Covid-19 also impacted in EBIT pre PPA and before Integration & 
Restructuring costs by €181m. The company incurred a net loss of €918 million during this period. Service was the fastest-
growing division in FY20, supported by the assets acquired from Senvion. Order intake increased by 53% y/y to €4.1bn 
during the year, boosting the fleet under maintenance by 23.7% y/y to 74,240 MW. As a result, Service now accounts for 
one-half of the company’s total backlog. These orders offer visibility as the company has a 70% retention rate and the average 
contract duration is 8-9 years. 

The performance comparison between the years 2018-19 and 2019-20 can be clearly understood through the following 
table and graph:

Key figures FY Oct’18 to Sept’19(€m) FY Oct’19 to Sept’20(€m)
Revenue 10227 9483
EBIT before PPA 725 -233
EBIT margin 7.1% -2.5%
Reported net profit or loss 140 -918
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FINDINGS

From all the above analysis and observation, it can be said that SGRE, which was performing fairly well, had a negative 
impact due to the global pandemic Covid-19. The company’s revenue fell by €744 million. Also, the company had eventually 
been profitable in the year 2018-19 with a profit of €140 million but the year 2019-20 faced a loss of €918 million. Though it 
had a solid balance sheet at year-end, the company was left with net debt at €49m at the end of the fiscal year 2019-20.
Thus, the global pandemic Covid-19 had brought in gloomy effects on this company too.

CONCLUSION

Despite the impact of the pandemic, the transition towards less-polluting energy remains on the agenda for the company and 
there are growing calls for the post-Covid-19 recovery to be underpinned by actions driving a “green economy”. Additionally, 
an increasing number of countries and companies have undertaken to achieve net zero emissions by 2050. Not only SGRE, but 
every business around the globe are taking the negative impacts of the pandemic in a sportive way and are gearing up to make 
up all the losses that they had incurred. This clearly portrays that the businesses have learnt to cope up with such situations and 
can handle any circumstances in the near future. All the losses and negativity faced are therefore taken positively and gives 
an opportunity for the businesses to prosper.
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INTRODUCTION 

The govt of India has recently announced consolidation in Indian banking space. The government will merge the ten public 
sector banks into four major banks. OBC and United bank of India will be merged to PNB, Syndicate bank will be merged 
to Canara bank, Indian bank will be merged to Allahabad Bank and Union bank of India will merged to Andhra bank and 
Corporation Bank. This was not new events earlier also banks are merged to save nonperforming banks. The current decision 
taken to merge the banks to enhance growth, profitability and structuring the organisation. The government had merged 
earlierDena Bank and Vijaya Bank with Bank of Baroda, making the third largest in the country in 2018. The important 
question is important for expansion and growth, but do they create value to the shareholders. Do merging of banks creating 
synergic effect and reflected in the market price of the Acquiring companies. As per the companies act 2013 for merging listed 
companies into an unlisted company there is need to comply securities laws regulation apart from companies act 2013. The 
merger and acquisition in banking space not only command challenges but also bring lot of opportunity in banking space as 
it is emerging economy. The current pandemic has also impacted the merger in banking space we try to see the past merger 
events whether crate value in banking space or not so that we can look forward the factors behind that. The rest of the paper is 
organised as follows. The following sections review the related literature on corporate acquisition on performance in banking 
sector, Section 3 provides the research objectives, section 4 discuss the methodology and sample selection, and section 5 
presents the empirical results. Section 6 summarises and concludes the study.

STOCK PRICE REACTION TO MERGERS ANNOUNCEMENT 
IN SHORT RUN: AN EMPIRICAL  ANALYSIS TO INDIAN 

BANKING INDUSTRY 

Debi Prasad Satapathy
Assistant Professor 

Centurion University of Technology and Management, Odisha

The paper try to search is there any association between mergers and acquisition and market performance in short run 
period. Mergers and acquisition has been accepted as one of the important strategies of corporate finance to create value 
for shareholders. There are plethora of studies in abroad pertaining to value creation to shareholders through mergers and 
acquisition in short run by using event study methodology. The literature of mergers indicate there is a mixed view considering 
wealth creation to shareholders. There is lack of studies in Indian context whether mergers establish value to shareholders or 
not. This motivates to explore whether there is any association of creating wealth to shareholders in short run. The objective 
of this study to find out whether mergers generate abnormal return to the shareholders of acquiring firms in Indian banking 
sectors in short run. The paper try to inspect whether any positive return generated by firm because of mergers and acquisitions 
announcement in short run by using event study methodology.  The study has taken the domestic merger for the period from 
2004-2014 to analyse the effect merger on shareholder wealth in short run by using BSE listed company in Indian banking 
sector. The results indicate there is negative abnormal return to the shareholders of the acquiring firms in event period of 41 
days in Indian banking sector. The study also used both parametric and non-parametric test to establish statistical significance 
of abnormal return to the shareholder.

Key words: Mergers and acquisitions, Event study, Abnormal Return, Parametric test, Nonparametric test
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2.   LITERATURE REVIEW 

Overview of Studies on Banking Merger 

Study Sample size Sample period Methodology Findings 
Rahman, Z., Ali, A., & Jebran, K.(2018) 11 2002-12 Market Model Negative return
Satapathy, D. P(2017) 14 2001-2014 Market model Negative 

Significant return
Shobhana, V. K.; Deepa, N (2013) 6 1991-2005 Market Model and 

market adjusted Model
Negative Return

Goddard, J., Molyneux, P., & Zhou, T (2012) 132 1998-2009 Event Study Do not destroy 
value

RESEARCH OBJECTIVE AND HYPOTHESES OF THE STUDY 

The objective of this paper is to focus whether shareholder value has been created or not in short-run period in Indian banking 
sector around the announcement period. The paper has following issues: 

 ● To generate abnormal return and cumulative abnormal return of Indian banking around the announcement period 

 ●  To evaluate the mergers and acquisitions announcement on stock price return behaviour in the short run of acquirer 
company in Indian banking sector 

 ● To test the statistical significance of CAAR through Parametric and Non 

 ● Parametric test of different window period.  

Hypotheses of the Study 
𝐻1= Indian banking acquirer company earn significant positive abnormal return in pre- announcement period  
𝐻2= Indian banking acquirer company earn significant positive abnormal return in post- announcement period  
𝐻3=Indian banking acquirer company earn significant positive abnormal return   around 
-announcement period 

Data and Methodology of the study 
The sample of mergers and acquisitions for this study is composed from CMIE Prowess Database. The sample contains of 
the announcements of mergers and acquisitions by banking companies listed on Bombay stock exchange. The study period 
includes mergers and acquisitions during the period from 2004-2014.The sample resides of domestic mergers of Indian 
banking sector only. All deals that fulfil certain conditions have been incorporated in the study.  Finally, sample consists of 
12 banking companies. For the reason of this study the stock exchange announcement of the merger has been taken as event 
date (Day zero).In order to manage an event study daily adjusted closing price of  data all banking firms and Bombay stock 
exchange index data has been gathered from prowess database. The daily stock returns has been computed as follows: 

List of mergers of Acquiring Company: 
Company name  Event Date 

Bank of Baroda 02/27/2004 

Centurion Bank of Punjab Ltd. [Merged] 06/29/2005 

Corporation Bank 12/17/2004 

Federal Bank Ltd. 10-05-2005 

H D F C Bank Ltd. 02/25/2008 
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I C I C I Bank Ltd. 09-04-2006 

I D B I Bank Ltd. 01/20/2005 

Indian Bank 02-02-2012 

Kotak Mahindra Bank Ltd. 11/20/2014 

Indian Overseas Bank 10-10-2007 

Oriental Bank of Commerce 07/26/2004 

State Bank of India 10-10-2007 

4.1. ECONOMETRIC STRATEGY 
The foundations behind the event study methodology is the theory of efficient capital markets proposed by the 2013 Nobel 
laureate Eugene Fama from the University of Chicago. This theory utters that in an efficient capital market all new, price 
relevant information is immediately incorporated in asset prices Thus, assuming that the market is efficient and given that 
no other event occurred on a certain day, the change in an asset’s price as a response to a certain event (on that day) can be 
interpreted as the price effect of that event. An event study is a systematic inspection of the average impact of a certain event 
on the price of a certain type of (corporate) asset. 

The event study methodology has been used to estimate the short-term stock price performance to the announcements of 
acquisitions. Average abnormal returns (AAR), Cumulative average abnormal return (CAAR) to shareholders as the gage of 
acquisition performance have been used. To test the statistical significance of CAAR together parametric and non- parametric 
test has been used. This methodology has been accepted to analyse the data to calculate cumulative abnormal share price return 
over a window period around the date of announcement of the acquisition bid. The event window wraps period surrounding 
the announcement date of merger. The announcement date of merger is termed as T day. Period before `t’ day is called as pre-
announcement period while period after T day is called as post-announcement period. Studies checking wealth creation effect 
of mergers typically employed short announcement periods around announcement date. Once event windows are identified, 
the abnormal returns are processed in respect of each acquirer firm during these event windows. Abnormal return is the 
difference between expected return and actual return on acquirer firm’s stock throughout an event window. The choice of an 
asset pricing model is very vital to determine abnormal returns. Scale of abnormal returns hangs on the selection of pricing 
model to a large extent. The market model has been used to decide the linear association between security returns and returns 
on market portfolio is given in the following formula: 

𝑅𝑗𝑡= 𝛼𝑗 + 𝛽𝑗 𝑅𝑚𝑡 + 𝜀𝑗𝑡-------------------------- (1) 
𝛼𝑗 is a constant term 
𝛽𝑗 𝑅𝑚𝑡 It refers to the market returns  
𝜀𝑗𝑡 is an error term 

Abnormal returns are the excess returns, the difference between estimated expected returns and actual returns. Abnormal 
returns are calculated by the following relationship: 
𝐴𝑅𝑗𝑡 =  𝑅𝑗𝑡 − (𝛼 + 𝛽 𝑅𝑚𝑡)------------------ (2)  
𝐴𝑅𝑗𝑡= Abnormal return of security j on day t  
𝑅𝑗𝑡= actual daily return of security j on day t  
α and β are estimated parameters 
Cumulative abnormal returns (CAR) across the time yields the cumulative abnormal return measure: 

Statistical test of abnormal returns are commonly based on the cross-average of each measure. For cumulative abnormal 
returns the cross-sectional average is: 
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In order to verify whether mergers and acquisitions announcements create value for shareholders or not, cumulative 
average abnormal returns (CAAR) are also calculated. If CAAR is greater is than zero for securities for the event window, it 
reproduces that merger announcements create value for shareholders.  

ESTIMATION WINDOW AND EVENT WINDOW 
The total period testing in respect of acquirer company divided into two measure time periods that is estimation window and 
event window .The event window has been studied from -20 to the date of announcement to 20 Days .The α (alpha) & ß (beta) 
have been processed by regressing the market returns during the estimation window of 180 days prior to (t-20) days. The 
share price data and market index data has been used of (BSE Sensex). The cumulative average abnormal returns of merger 
announcement window is approximated for acquirer company by summation of average abnormal returns in the respective 
window. The market model were projected by using (OLS) ordinary least square regression. The event window is employed 
41 days: T= {-20; +20} days, t = 0 being the announcement date of transaction.

EMPIRICAL RESULTS 

Average abnormal returns and cumulative average abnormal returns of (-20 to 20 Days) has been calculated for sample 
companies and have been analysed whether there is positive or negative abnormal return on short run period by applying 
event study methodology. 

Table 1: Acquirers (N=12) 

Days Average Abnormal Returns Cumulative Average Abnormal Return
-20 0.02% 0.02%
-19 -0.16% -0.14%
-18 0.26% 0.12%
-17 0.39% 0.51%
-16 0.44% 0.95%
-15 -0.75% 0.20%
-14 -0.43% -0.23%
-13 -0.54% -0.76%
-12 0.58% -0.18%
-11 0.28% 0.10%
-10 -0.55% -0.45%
-9 0.63% 0.18%
-8 0.22% 0.40%
-7 0.76% 1.17%
-6 0.14% 1.31%
-5 -0.48% 0.82%
-4 -0.18% 0.64%
-3 -0.06% 0.58%
-2 -0.07% 0.50%
-1 -0.04% 0.46%
0 -0.19% 0.27%
1 -1.48% -1.21%
2 -1.07% -2.28%
3 -0.07% -2.35%
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4 -0.46% -2.81%
5 -0.65% -3.46%
6 -0.55% -4.01%
7 -0.25% -4.26%
8 0.52% -3.74%
9 1.39% -2.35%

10 0.62% -1.73%
11 -0.46% -2.19%
12 0.48% -1.71%
13 0.08% -1.63%
14 -0.01% -1.64%
15 -0.58% -2.22%
16 0.21% -2.01%
17 0.71% -1.30%
18 0.17% -1.13%
19 -1.18% -2.31%
20 0.08% -2.23%

Table 1 signifies the average abnormal returns and cumulative abnormal return to the sample acquiring companies in different 
window period. The results depicts that the acquirer company occurrence negative abnormal returns in the event date itself and 
the acquirer company have negative abnormal return in post-acquisition period in short run that is (0 to 20 days). However, the 
results appears that acquirer company gains negative abnormal return as well as positive abnormal returns during pre-event 
period that is (0 to -20 day)

Figure 1: (Average Abnormal Returns) 
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Figure 2: exhibits the trends of average abnormal returns of domestic acquisition of Indian acquiring company (-20 to 20) 
including pre and post event window in short run period. It is clear from the graphs that the acquiring company has shaped 
shareholders wealth in post event window period. 



602
Copyright ©2020 Authors

Proceedings

Table 2: Acquirers (N=12) 

Event 

Window 
CAAR 

Parametric Test 

t-test 
timeseries 

p-value 
t-test cross- 

sectional 
p-value patell z p-value Boehmer et al. p-value 

[−1,0] -0.0023 -0.2091 0.8344 -0.2508 0.802 -0.3635 0.7163 -0.3226 0.747 

[−5,0] -0.0103 -0.5463 0.5849 -0.6014 0.5476 -0.9262 0.3543 -0.9279 0.3535 

[−10,0] 0.0017 0.0673 0.9463 0.0752 0.94 -0.1853 0.853 -0.1969 0.8439 

[−20,0] 0.0027 0.0777 0.9381 0.1146 0.9088 0.0795 0.9366 0.0895 0.9287 

[0] -0.0019 -0.2445 0.8068 -0.288 0.7733 -0.7251 0.4684 -0.6897 0.4904 

[0,1] -0.0167 -1.5342 0.125 -2.0006 0.0454* -1.5355 0.1247 -1.8521 0.064 

[0,5] -0.0392 -2.0788 0.0376* -2.2463 0.0247* -1.9865 0.047* -2.1944 0.0282* 

[0,10] -0.0219 -0.8583 0.3907 -1.2463 0.2127 -0.5888 0.556 -0.8295 0.4068 

[0,20] -0.0269 -0.7626 0.4457 -0.7163 0.4738 -0.169 0.8658 -0.1621 0.8712 

[1,1] -0.0148 -1.9252 0.0542* -1.7267 0.0842 -1.4464 0.1481 -1.4725 0.1409 

[5,5] -0.0065 -0.8462 0.3974 -0.9268 0.354 -0.9991 0.3177 -0.9732 0.3305 

[10,10] 0.0062 0.8 0.4237 1.1437 0.2528 0.9875 0.3234 0.9754 0.3294 

[20,20] 0.0008 0.0983 0.9217 0.0938 0.9253 0.5332 0.5939 0.4983 0.6183 

* Statistical significance at 0.05 level 
This table 2 shows the cumulative average abnormal returns (CAAR) of sample companies that have gone for merger and 
acquisition. The statistical significance has been verified by using parametric test that is t –test time series ,t –test cross 
sectional and patell Z test. 

Table 3: Acquirers (N=12) 

Event Window CAAR  

Non-Parametric Test 

Corrado rank p-value Sign test p-value 
[−1,0] 0.0014 0.74 0.4593 0.726 0.4678 

[−5,0] 0.0136 2.4884 0.0128* 3.0091 0.0026* 

[−10,0] 0.011 1.9107 0.056* 1.4109 0.1583 

[−20,0] 0.0044 0.7167 0.4735 2.5525 0.0107* 

[0] 0.0017 1.2156 0.2241 1.1826 0.237 

[0,1] 0.0035 1.2742 0.2026 1.4109 0.1583 

[0,5] -0.0062 -1.5627 0.1181 -0.1872 0.8515 

[0,10] -0.0176 -2.4495 0.0143* -2.0137 0.044* 

[0,20] -0.0308 -3.086 0.002* -1.8995 0.0575 

[1,1] 0.0017 0.5863 0.5577 0.726 0.4678 

[5,5] -0.0021 -1.0331 0.3015 -0.8721 0.3831 

[10,10] -0.0048 -2.3373 0.0194* -1.7854 0.0742 

[20,20] -0.0004 -1.2907 0.1968 -1.2146 0.2245 

* Statistical significance at 0.05 level 
This table 3 shows the cumulative average abnormal returns (CAAR) of sample companies that have gone for merger and 
acquisition. The statistical significance has been also verified by using Non - parametric test that is Corrado rank, and Sign 
test.  
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Figure 2: (CAAR of -20, 20 of Event window) 

Figure 3: depicts the tendencies of CAAR of (-20 days to 20 days) supports that the shareholders of acquiring company feel negative returns in post- 
event window however there is trend of positive return occurrences by shareholders in pre event window period.

CONCLUSION, LIMITATIONS AND SCOPE FOR FURTHER RESEARCH: 

The paper analyses the performance of Indian banking acquiring company in the short run period. The sample consists of 
12 banking companies during the period from 2004 to 2014. The result indicates there is a negative abnormal return in the 
event date itself. The acquiring company experience a positive cumulative abnormal return inpre- event window period.The 
findings suggests that Indian acquiring company destroy the shareholder wealth in post-event short run window period.  The 
paper is limited to judge the short run performance only. The sample consists only banking company however the study could 
be made for larger samples as well as long run performance of acquiring companies.  The paper is limited to judge the short 
run performance only. The sample consists only banking company however the study could be made for larger samples as well 
as long run performance of acquiring companies.  
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INTRODUCTION

In this customer-oriented marketing era, the customers are very aware about the products they use, the services they avail 
and the environment they live in. This has given rise to many firms that started producing goods and services which are eco-
friendly. Customers are now worth and health anxious therefore, they are eager to pay a shocking amount for the goods & 
services which are eco-friendly. Companies which are assuming the role of responsible citizens, in par with their Corporate 
Social Responsibility initiatives go green for a sustainable world. With the increase of globalization leading to a competitive 
era, Corporate Social Responsibility is a idea which has gained pertinence. Corporate Social Responsibility is defined as 
the duties and responsibilities of the top system of a firm to create policies & act with a view to protect the entire society by 
performing ethically and morally. In order to assure that the risk holders of a business are protected, business policies and 
practices are framed in the process of the firm,

Which is called Corporate Social Responsibility. These days, the environmental issues are at its peak, as a result of human 
actions. These include global warming, depletion of ozone layer, acid rain etc. These days natural disasters are not uncommon 
than earlier days such as floods, landslides etc. the pollution of air, water, soil etc. may lead to many ailments for human beings 
as well as the flora and fauna. Therefore, producing, selling and marketing of those goods & services, which are good for the 
people and the environment, is the main force of green marketing. It is in marketing which is one of the major business scope, 
those lots of discussions have taken place regarding the environmental issues. So, businesses are trying to add in environment 
friendly activities into their organizational operations at an alarming rate. In this global market, now most of the countries as 
part of their corporate social responsibility initiatives are becoming green product oriented. Consumers are tending to spend 
more on environmentally safe products than on others, is a rare assumption. If a company which professes itself to be eco- 
friendly goes non eco-friendly in any of their products or operations, it can be threatening to the brand of the firm. All those 
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In the recent times all over the world there is an argument going on about the global warming, pollution, deforestation, the 
population of the biological species getting decreased etc., The customer are becoming very much concerned about the adverse 
condition of the environmental issues. The change in the customers’ attitude towards buying the product from chemical and 
non- degradable products to green products made many business concerns to adopt the green marketing. Companies are 
facing a lot of pressure to adapt to the new change to sustain in the market for a long run and to achieve their goals. As the 
green products involves innovation in packing, products, process, advertisings etc, which should jell with the nature. This 
paper explains the impact of COVID 19 pandemic on customers’ attitude towards green products. This is an untouched area 
by the prevailing literatures. Though the consumers are much concerned about the environment they are not ready to spend 
on high priced green products in this situation. Primary data was collected using questionnaires and the analysis done using 
statistical tools.
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functions or performance are to meet the human wants for a thought, in such a way that, these activities result in less harmful 
consequences on the eco-system.

FACTORS INFLUENCING THE BUYING ATTITUDE OF THE CONSUMERS

Habit: The habit of the customers has been a major hindrance to buying green products. Habit and past behaviour guide 
customer preferences and influence their purchasing behaviour and making it difficult to change. This COVID 19 has also 
made a major change in the habit of the customers so habit influences the major part of the customers.

Emotions: Customers concern towards the environmental issues influences the buying behaviour of the customers. It is 
found that this ecologically affects the purchase intention customers and the responsibility of the customers were found to 
have a significant effect on customers green purchase behaviour. Thus, it can be said that customer emotions, specifically 
environmental concern, has a positive and direct impact on customer green purchase purpose and behaviour.

Trust: Every customer will have this trust issue on any product they buy either it is green product or any other product 
in the market. In such case when it comes to green product this trust plays a very important role in the buying attitude of the 
customers as it is defined as the trust or the belief of the environmental performance of the product. Green trust was found 
to facilitate the relationship between green value and green risk. So in this COVID situation the customers had a lot of trust 
issues on any product they buy. Trust also playes a vital role in attitude of the customers towards green products.

Personal norms: Environmental, social and ethical values of customers and their purchase behaviour toward green 
products specifically diversity and thoughtfulness were values that were found to positively affect purchase objective and 
actual purchase of green products. Further the personal values such as health and safety, and self- indulgent values such as 
pleasure in eating positively affects purchase behaviour of green products, specifically green food products

Knowledge

Price: generally any customer will buy a products if the price is rational apart from the certain customers who do not think 
price is the major cause to choose any product. That too n India we are all influenced by price of the product at some point of 
our life. During COVID the price of the green products has been increased as there is a demand for the product and the supply 
of the green product is low to meet the demands of the customers as there is lots of hindrances faced by the manufacturer and 
the retailers.

Situational factors: The current situation is like hell for many of us because the income is totally stopped and some of 
the companies have removed their employees from job so that they don’t have to  pay for the duration of COVID-19 in the 
country. This made the customers to think of buying certain green products which is of high cost.

Availability of the product: COVID has made the availability of the product very difficult as there is no proper 
transportations and lots of restrictions by the government all over the world. So the seller cannot meet the demand of the 
customers. As there were demand exceeding the supply.

Quality of the product: Either it is COVID situation or not any customer will buy the products which has good quality. 
When it comes to green products the customers will take much care to ensure that the green product has the good quality and 
there is no any adulteration.

Brand image: Brand image is also one of the main reason for customers to choose the products very easily as they have 
some knowledge about the brand. They also believe that the well established brand will sell best quality of the products

Certification of the product: There are lots of products available in market in the name of green products but the products 
is made sure that it is an green product only after many verification and by the certifying them by the government that the 
products are eco-friendly and chemical free. Customers are also gaining lots of knowledge about the green products and their 
certification as there is lot of sources available for them these days.
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REVIEW OF LITERATURE

Welling, M. N. & Chavan, A.S. (2010) in their article have studied the feasibility of practicing green marketing in case of 
small and medium scale manufacturers in Mumbai city and its suburb and have also analyzed whether these manufacturers 
are aware about green products and eco- labelling, and also the difficulties in implementing green marketing. The paper 
has given an account of MNCs and large scale organizations in India which are practicing environment friendly activities 
and hence the need for studying whether the small and medium scale manufacturers are believing and implementing them. 
Data was collected from 114 respondents who come under the category of small and medium scale manufacturers. On the 
basis of the findings, the paper suggested that there has to be a stimulus provided by the Government in the form of financial 
assistance, tax holiday, tax incentives, recognition in the form of awards, compulsory eco-labelling etc. to encourage and 
support manufacturers who are manufacturing green products.

Roberts, J.A. & Bacon, D.R. (1997) This research paper have attempted to explore and measure the relationship between 
the New Environmental Paradigm (NEP) and the Ecologically Conscious Consumer Behavior (ECCB).NEP variables were 
the desire for balance in environment, allusions to biblical statements, concern for limited growth and human adaptation to 
nature. ECCB is defined the behavior of a person who purchases (avoids) products and services which he or she perceives to 
have a positive (negative) impact on the environment. ECCB variables were products recycling, energy saving, concern for 
biodegradability, consumers’ purchase decisions, consumption of electricity, saving electricity. It signifies the Man’s need to 
adapt to the natural environment seems to be a motivating force behind decisions to avoid (choose) products which have a 
harmful (positive) impact on the environment.

Drozdenko, R., Jensen, M. & Coelho, D. (2011) in their study of consumer perceptions, have examined three areas related 
to the pricing of green products, the premium consumers are willing to pay for a green product, the relationship between 
diverse 23 categories of green products, and how tax credits affect the amount consumers are willing to pay for a major green 
purchase for  the home.. There were significant gender differences for three product categories, but no differences based on 
income or education. The results of this study led several conclusions regarding the pricing of green products. Consumers are 
willing to pay a premium for green products, although this premium varies by product category and potential savings resulting 
from the purchase.

Ishaswini. & Datta, S.K. (2011) in their research article have attempted to determine the consumers’ pro-environmental 
concerns, knowledge of environmental issues, and awareness of eco-friendly products and have also investigated if pro-
environmental concerns among consumers in India are predictive of their green buying behavior. In this context, data was 
collected from 134 respondents through a structured questionnaire which had questions about the consumers’ awareness, 
knowledge of ecofriendly products, their willingness to pay more for such products, their proenvironmental concern and 
green buying behavior, and also their ecologically conscious consumer behavior. The findings revealed that though there 
was a high degree of awareness and knowledge about the ecofriendly products, most of the 24 respondents did not consider 
the effect on environment while making purchases of dayto-day products. But most of them were ready to pay an extra price 
for such products and a premium of 5 to 10% was found to be quite acceptable. Pearson’s correlation revealed that pro-
environmental concern and green buying behavior are significantly related.

Joshi, N. & Mishra, D.P. (2011) in their article have attempted to understand the behavior of customer awareness on 
environmentally friendly car in the state of Maharashtra in India. The study has been done keeping in mind age group and 
geographical area of the respondents. The study was exploratory in nature and data was collected from the car owners and 
also prospective car buyers in the state from metros like Mumbai and Pune and also non-metros. Data was collected with the 
help of a structured questionnaire which had questions about the awareness on pollution by automobiles, carpooling, use of 
public transport, environmentally friendly design of cars, legislations etc. which the respondents were asked to rank on a five- 
point scale. The study revealed that there is no significant difference in the awareness levels of the customers in the various 
age groups regarding the eco-friendly car. It was also found that there is a significant difference in the awareness levels of 
the customers in metros and non-metros which indicate that the awareness level of the respondents is higher in the metros as 
compared to the non-metros in India for environment friendly cars.
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AIMA Journal of Management & Research, February 2014, Volume 8 Issue 1/4, ISSN 0974 – 497: In recent years 
the company’s started to concentrate more on green products and they have accepted the responsibility not to harm the 
environment. They understood that they can make profit without polluting the environment. As business activities caused 
many of the environmental problems in the past and still do, there is increasing recognition that business is vital in the process 
of a more ecological sustainable society. Companies, especially multinationals, play an essential role in the world economy, 
and they have also the resources and capacity to put ecological solutions into practice. At least two motives for companies 
to change to more environmentally appropriate strategies and practices are cost saving and the market opportunity potential. 
Companies can save money by reducing the amount of raw material and energy used in production. 25

OBJECTIVE OF THE STUDY:

 ● To analyze how was the availability of the green products in covid-19 situation.

 ● To measure whether there is increase in price of the green product due to COVID-19.

 ● To find that the income of the buyer influenced the buying attitude.

RESEARCH METHODOLOGY: 

The questionnaires were randomly sent to the customers through online mode to collect the primary data from the customers. 
Based on these sample units the analysis has been done to know the impact of COVID-19 on customers’ attitude towards 
green product.

DATA COLLECTION METHOD:

For the reason getting the data and information to attain the research objectives and illustrate its importance the following 
resources and instruments are used.

 ●  Primary sources: The researcher will depend on collecting the primary data on the questionnaire, through distributing 
it to the customers the research`s sample and helps in building the study`s scientific frame.

 ●  Secondary sources: Information will be received through referring to the books and the previous studies related to the 
research, the articles and the scientific journals to prepare the theoretical frame and to explain the basic terms in the 
research and moving the search, also the researcher will use the electronic sites to attain some information.

VARIABLES AND MEASURES: The paper questionnaire was created to collect data from the sample of the study after 
reviewing some of the previous literature addressing each of the variables examined in the study, it contains one main variable 
which consists of questions, the first group is about demographic question, about the study population, the second is about 
green product. The third group is about impact of COVID-19 customers’ attitude towards green products.

RESEARCH LIMITATIONS: The research is done only with a specified number of customers that is only 50 respondents 
and time was also a major limitation of this research.

DATA ANALYSIS

Table 1.1 Gender wise classification.

Particulars Frequency Percentage
Male 19 38%
Female 31 62%
Total 50 100%

INTERPRETATION: The above table show that 62% of respondents were female and 38% of the respondents were male 
for the study.
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Table 1.2 Age wise classification

Particulars Frequency Percentage

Up to 25 years 10 20%
25 years – 35 years 30 60%
35 years and above 10 20%
Total 50 100%

INTERPRETATION: The above table show that 20% of the respondents were upto 25 years, 60% of the respondents are 
25 years – 35 years and 20% of the respondents are 3 years and above.

Table 1.3 Educational qualification.

Particulars Frequency Percentage
Higher secondary 8 16%
Under graduate 19 38%
Post graduate 27 54%

Total 50 100%

INTERPRETATION: The above table shows that 16% of respondents are higher secondary, 38% of the respondents are 
under graduate and 54% of the respondents are post graduate.

Table 1.4 Income level of the respondents.

Particulars Frequency Percentage
Up to 15,000 3 6%
15,000 – 25,000 19 38%
25,000 – 35,000 25 50%
35,000 and above 3 6%
Total 50 100%

INTERPRETATION: The above table shows that there are 6% of the respondents are up to 15,000, 38% of the respondents 
are 15,000 – 25,000, 50% of the respondents are 25,000 – 35,000 and 6% of the respondents are 35,000 and above.

Table 1.5 Table showing occupation of the respondents.

Particulars Frequency Percentage
Student 4 8%
Private sector 37 74%
Public sector 4 8%
Business 5 8%
Total 50 100%

INTERPRETATION: The above table shows the occupation of the respondents that is 8% of the respondents are students, 
74% of the respondents are private sector, 8% of the respondents are public sectors and 8% of the respondents are business 
people.

One way ANNOVA
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Table: 1.6 Comparison between income and the frequency of buying green product.

Sum of Squares Df Mean Square F Sig.
Between Groups 1.471 3 .490 1.099 .359

Within Groups 20.529 46 .446
Total 22.000 49

INTERPRETATION: The analysis of the variance (ANOVA) results in the value which is denotes as “F” and df refers to 
number of degree of freedom, table value of F 5% level = 1.099. From the above table it is observed that calculated value is 
1.099 which is said to be greater than the table value .359. Therefore, H0 is rejected at 5% level and H1 is accepted. Hence 
there is no significant difference among the respondents in income and the frequency of buying green products.

One way ANNOVA

Table: 1.7 IS THERE ANY PRICE INCREASE IN GREEN PRODUCTS DUE TO COVID?

Sum of Squares df Mean Square F Sig.

Between Groups 1.400 3 .467 1.042 .383

Within Groups 20.600 46 .448

Total 22.000 49

INTERPRETATION: The analysis of the variance (ANOVA) results in the value which is denotes as “F” and df refers to 
number of degree of freedom, table value of F 5% level = 1.042. From the above table it is observed that calculated value is 
1.042 which is said to be greater than the table value .383. Therefore, H0 is rejected at 5% level and H1 is accepted. Hence 
there is no significant difference among the respondents in income and the frequency of buying green products.

CORELATION STATISTICS

Table: 1.8 CORELATION

 
WHAT MAKES YOU BUY THE 
GREEN PRODUCT DURING 
COVID SITUATION?

USAGE OF GREEN 
PRODUCT

Pearson Correlation 1 .169

WHAT MAKES YOU BUY THE GREEN 
PRODUCT DURING COVID SITUATION?

Sig. (2-tailed) .241
N 50 50
Pearson Correlation .169 1

USAGE OF GREEN PRODUCT Sig. (2-tailed) .241
N 50 50
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Table: 1.9

Control Variables U S A G E 
OF GREEN 
PRODUCT

C H A N G E 
IN INCOME 
LEVEL DURING 
PANDEMIC HAS 
I N F L U E N C E D 
THE BUYING 
OF GREEN

PRODUCTS.

WHAT MAKES YOU BUY 
THE GREEN PRODUCT 
DURING COVID 
SITUATION?

USAGE OF GREEN PRODUCT

CHANGE IN INCOME LEVEL 
DURING PANDEMIC HAS 
INFLUENCED THE BUYING

OF GREEN PRODUCTS.

Correlation Significance 
(2-tailed) df

Correlation Significance 
(2-tailed)

df

1.000 .046

. .753

0 47

.046 1.000

.753 .

47 0

INTERPRETATION:

From the above table it is observed that calculated value of r is .046. Which shows a positive relationship between the 
usage of green product and change in the income of the customers during covid 19 situation.

SUMMARY AND FINDINGS:

 ● The study shows that the majority of the respondents were female.

 ● Educational status of the respondents shows that the respondents are well educated.

 ● Majority of the respondents are between 25 years - 35 years.

 ● Most of the respondents uses the green products as they are aware of green products.

 ● 70% of the respondents are working in private sector.

 ● 50% of the respondents comes under the income of 25,000 – 35,000

CONCLUSION

The corona has proved  that  although  humans  are  a  superpower  and  have Weapons that are capable  to destroy the whole 
world but still if humans are creating. Mess with nature then even now nature is itself powerful to destroy humans with this 
small virus which is having very common symptoms like cold and cough. The customers well educated about the green 
products and they are started to use the green products not only needed but also in their day today life. The producers also 
should take some measure to make the smooth flow of availability of the green products in any situations.
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INTRODUCTION

The Right to Information Act authorizes all Indian Citizens to seek information from public experts, which includes central, 
state and local governments, parliament, judiciary, police, etc. Under RTI, a citizen can ask a question, seek information, take 
copies of official papers, and inspect government work and its progress. It has made citizens attentive and made them more 
conscious about their rights and duties.It has exposed various scams and has helped citizens in making wise choices. 

Generally, Access to information not only promotes openness, transparency and accountability in administration, 
but also facilitates active participation of people in democratic governance. On the other side, the implementation 
of this RTI Act decreases the timely gap between the government and citizens leads to true democracy. Right to 
Information Act 2005 mandates timely response to citizen requests for government information. It is an initiative 
taken by Department of Personnel and Training, Ministry of Personnel, Public Grievances and Pensions to providea–
RTIPortalGatewaytothecitizensforquicksearchofinformationonthedetailsoffirst Appellate Authorities,PIOs etc. amongst 

EMERGING NEEDS AND AWARENESS TOWARDS RIGHT TO 
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Education strengthens a person’s ability to access important information. When there is noopenness of information regarding 
right to access information opportunities, the entire concept of liberty is jeopardized. Right To Information (RTI) Act 2005 
mandates suitable response to citizens’ requests for government related information. Since every citizen pays taxes, therefore 
he is entitled to know how the government is functioning. The Act empowers every citizen to seek any information from 
the government, acquire copies of any government documents, inspect any government documents, works and records, and 
take certified samples of materials of any government work. This act implies the involvement of people in the process of 
governance and administration, which becomes unavoidable. It influences people and impact on Indian administration in 
greater transparency in functioning of public authorities. Every citizen of India to obtain information from public authorities, 
including central, state and local governments; parliament, judiciary, police, etc. Under RTI, a citizen can ask questions 
regarding the official work, see material, take copies of official documents and inspect government work and its progress. 
The impacts of the Act are it empowers the people to find out what is happening in the system of the government, it acts as 
a watchdog of democracy and it supplements the existing laws that banned corruption. The current study aims to examine 
the knowledge and awareness towards rights among the college students in Chennai city. The study proceeded with self-
structuredquestionnaire based on the awareness about the RTI and the data collected from the respondents were analyzed 
using SPSS and AMOS statistical software. The study examined and highlights the importance of implementing knowledge 
about the information act among the college students.

Keywords: Right to information, college students, awareness, Information act etc.,
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others, besides access to RTI related information, disclosures published on the web by various Public Authorities under the 
government of India as well as the State Governments. Information is a power. It is a key factor of any kind of development. 
Today, there is a very special and powerful right as RTI (Right to Information Act, 2005)  in common hands to get information 
from any authority and official for the sake of individual and social interest. Moreover translucence is a key feature of worthy 
governance as well as a sign of accurateand comprehensive democracy. In a democratic state each citizen is like a stakeholder. 
They must have the right to know what is happening in the government. For Making Indian democracy more inclusive, all 
citizens should be included in the political process. RTI Act was approved in 2005 by Indian legislature to solidification the 
autonomous ethos of country.Every citizen must know about the procedure and proper use of RTI Act for attaining the same 
goal. This Act can be a very operational tool to explore concerned information, which can help anyone to make decision and 
take essential action to solve the problem facing by individual, community or the society. But the authenticity is majority of 
the students are still not aware about the basic rights, and their right to information act and its uses. They have no wholesome 
ideas about the running schedules, schemes, provision and projects by the governments for thebenefit of the society.

OBJECTIVES OF THE STUDY

It goes without saying that an informed citizen is better equipped to keep necessary wake on the instruments of governance 
and make the government more accountable to the governed. The Act is a big step towards making the citizens informed 
about the activities of the Government. Due to this concern the current study has framed with the objectives in order to find 
the lack of awareness and knowledge of RTI ac among the collegestudents. The basic objective of the study it to examine the 
awareness of RTI Act (2005) among the college students and next to conclude with valuable recommendations for enriching 
theirknowledge towards the Act.

REVIEW OF LITERATURES

Monika (2018) in her study made an attempt to find the awareness level of B.Ed students in Kangra district and suggested 
that the institutions may deliver proper inspirationand focuses to the pupil- teachers to enhance their acquaintance of 
contemporary affairs and also may update and enhance the basic understanding about the rights with the help of the some 
experts presentation. Singh, et al. (2010) and Kumar (2011) clarified that RTI is taken as the essential right, the objective 
of RTI act can be achieved when there are convinced changes needed to be done in the present system of providing the 
information, sought by the Act. Standing in contradiction ofcorruption, which has been a major unease for our country for 
decades, has an answer possibly in the hands of RTI. SushilRai (2016) aims to analyze the print media with respect to the 
coverage of RTI communications. In order to creating awareness, cultivating the rural population and motivating them for 
energetic participation in the development process are also the prime objectives of the print media. Tiwari (2010) highlighted 
the Right To Information: An important tool of social development, good governance and strong democracy. The study 
explained that RTI Act can be effective in informing crores of people at bottom level whose progress is inconsistent due to 
exploitation. According to him, the greatest challenge of today‟s India is bad governance. Neelamalar (2013) say that for 
past 5 years, usage of social networking sites has increased among youth. According to a latest poll, 22% of teenagers log 
in more than 10 times a day on to their favorite social media sites. Social networking sites discuss various topics that lead to 
social change by creating awareness on the topics it discuss. One of the topics is the RTI Act. Arunkumar&Kirithika (2016) 
in their study on awareness of RTI-Act 2005 among B.Ed. student- teachers in Coimbatore district found that awareness 
among selected sample was very low. No significant difference was found between the student-teachers with respect to the 
variables - gender, locality, family type, residence, marital status and medium of instruction. These few reviews show the 
different areas of research on RTI and some gaps in the research on RTI act awareness. Similarly There were few research 
study found in literature to know awareness of college/university students towards RTI, with respect to their knowledge and 
streams.
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MATERIALS AND METHODS

Keeping in view the specified objectives of the research study, the Primary data were collected with the use of Self structured 
questionnaire to assess the awareness of students towards RTI-Act. Review of literature was done to frame questions. Opinion 
of the experts was also taken to modify the questionnaire and the same has been implemented for the final questionnaire. First 
part of the questionnaire involves the data collection of demographic factors; second part involves the data analysis of identified 
six main factors.Using percentage, t-test, ANOVA and Factor analysis the collected data has been interpreted and finding 
suggestions were drawn based on that primary data collected from the respondents. The samples used for data collection is 
convenient sampling and the total number of sample selected for the study is 120 (n= 120). Nearly 145 questionnaire has been 
distributed out of which the duly filled in questionnaire has been used for the final analysis. The first and foremost analysis 
was made with regards of demographic factors of the respondents, the Table No:1.1depicted the the demographic factors like 
Gender, Program, Department, Usage of social media, Source of information and their Interest.

Table No:1.1 Demographic Profile

Topics Particulars No. of Respondents Percentage

Gender

Male 86 72
Female 34 28
Total 120 100

Program

Under graduates 77 64
Post graduates 43 36
Total 120 100

Department

Economics 24 20
Commerce 22 18
Visual Communication 28 23
Mass media and Communications 34 28
Bio-Technology 12 10
Total 120 100

Usage of Mobiles

Below 2 hours 12 10
3 – 4 hours 20 17
5 – 6 hours 26 22
7 – 8 hours 34 28
Above 8 hours 28 23
Total 120 100

Source of Information

Social media 88 73
News paper 12 10
Friends and relatives 20 17

Total 120 100
Interest General knowledge 14 12

Sports 22 18
Politics 16 13
Media & Entertainment 31 26
Games 37 31
Total 120 100

Source : Primary Data
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INFERENCE FOR THE DEMOGRAPHIC SURVEY:

From the result it is clear that, with respect to gender category out of 120 respondent, nearly 72% of the respondent were male 
and 28% of them were female students. Based on the educational program nearly 64% of the students were undergraduates 
and only 36% of the students were post graduates. Since the study focus to examine the awareness of right to information 
act, the study made an attempt with the five major streams in arts and science colleges. The reason behind the study for 
chosen the particular group is because Economics department are in need of knowing the financial policies and all monetary 
benefits made by the government as per the economic status of the country. Secondly Commerce students are the business 
developers and future entrepreneurs, they are in need of knowing the various economical activities and also to know the 
rules and regulations followed to enforce law. Third stage Visual communications are the group which plays an vital role in 
communicating the information in various forms in nook and corner of thesociety.Fourth stage, Mass Media Communications, 
which is competingincredibleposition in the society. It is not only screening the appearance of culture but also procuring 
the public and social interests in numerous ways. It is also determining the public mind and  helps to strengthening the 
society as a whole. It is raising the voice of common people and it involves implementation of all roles to act against 
the unfairness, immorality and ill manner of the society. Media has always been alarming the people for the betterment 
of the entire community. Finally fifth stage Bio technology, since they are going to be a front line volunteers during this 
pandemic situation, majorityofthestudentswereengagedwithbloodsampletesting,knowledgeabouttheside effects, virus attack, 
differentiating the blood groups and they have to contact directly with the needy people. These all category need to come 
across various disputes in their workplace in future. Therefore the study made an attempt to survey the students and initiates 
some remedial measures to overcome day to day life with excessive involvement.

Based on the usage of Mobiles, nearly 28% of the students were associated with 7 – 8 hours spending their time with 
mobiles and cell phones. At the same time only 10% of the students were using mobile less than 2 hours. With regard to the 
source of information, nearly 73% of the students were engaged with social media and only 10% of them were having the 
habit of reading newspaper and on the other side 17% of the students get their information by their friends and relatives. 
Based on the interest of the students majority of them were like to play games and second largest were interested in media 
and entertainment. Apart from this only 18% of them were interested in sports and 13% of them were interested in politics.

KMO and Bartlett’sTest

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .773
Approx. Chi-Square 2584.621

Bartlett’s Test of Sphericity Df 119
Sig. .000

FACTOR ANALYSIS
TABLE NO: 1.2

Based on Table No: 1.2The KMO measure of sampling adequacy is .773, Bartlett’s test of Sphericity with approximate 
Chi-square value 2584.621 are statistically significant at 5 % level. This shows that the sample size is adequate for 48 variables 
to identify the predominant factors. The result of total variance explained under the initial eigenvalues and extraction squares. 
The factors resultants are more appropriate for representing the populationparameter.

The communalities values ranges from .725 to .930. This indicates that the 48 variables possess the variances ranging 
from 48% to 81.1% which is highly conducive for the derivation of meaningful factors. The cumulative variance is found to 
be 80.395% and the individual variances are 25.750, 13.582, 11.111, 8.216, 6.721, 5.636, 4.807 and 4.572%. These values 
clearly indicates the factor derived possess appropriate variances to contain the variable. The identification of factors and their 
variable loadings are presented below. On the other hand rotation sums of squared loading represents the equalized values 
with the extraction and rotational loading as accepted the level ofsignificance.

The researcher has applied EFA for validating the contents in the Awareness level of students with the use of 48 variables 
under 5 factorial dimensions such as Seeking for Knowledge, Lack of interest, Feeling Hesitate, Ready to conquer, Lack 
of concentration and Usage of Social Medias. The main principle of exploratory factor analysis and the component is to 
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identify the relationship between the variables, and the large sample size shows more reliable and less sample size moderate 
relationship among the variables. The ideas of indirect rotation will also be derived from both initial and extraction loadings. 
The initial communalities will represent the co-relationship between the variables and the other variables. Especially, the 
communalities represent the squared multiple correlation between the variables before rotation. It mainly denotes that the 
initial value of the communalities should be .1 and only after the extraction it should be more than .4 is highly acceptable to 
proceed for theanalysis.

CHART NO: 1.1 CONCEPTUAL MODEL 

The graphical representation states that majority of the students were seeking for knowledge and information, because it 
is very essential for knowing the fact with related to rights of every citizens. The second highest factor denotes that they are 
ready to conquer the information through proper guidance. Moreover the students are ready to get the information through 
usage of social Medias because they are in need of information. Apart from this, the other side several students were not ready 
to seek information due to lack of interest and lack of information, because they are feelinghesitate.

The term confirmatory factor analyses (CFA) were named to be a statistical technique and it used to identify the observed 
variables under the factor loading. It also helps to test the hypothesis in relation with both observed variable and latent 
variable. On the other part, CFA and EFA are connected to the same procedure based on the result analysis, but in case of 
exploratory factor analysis, the variables are 

explored into different factors with various communalities. Correspondingly, confirmatory factor analysis (CFA) is 
furnished to confirm the factor loading with higher level of significance in related factors.

The result of confirmatory factor analysis using SEM analysis, the regression value of all the variables is positively 
associated with the main factor related awareness. The researcher also stated that SEM analysis reveals the perfect model fit 
and it is delivered with high factor loadings. Finally, the perfect model fit is identified with the use of model fit indices under 
measurable values as givenbelow.

Table No: 1.3 FIT INDEX

Fit statistics Obtained Recommended
CMIN/DF .000 <0.05
GFI .892 >0.90
AGFI .911 >0.90
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NFI .883 >0.90
RFI .882 >0.90
CFI .958 >0.90
TLI .936 >0.90
RMSEA .024 <0.05
RMR .027 <0.02

SUGGESTION AND CONCLUSION

Each and every civilianof democratic country pleas to have the right to get knowledge about his administration's policies and 
practices. Materialor information about the progress is a key element of any thoughtfulprogress. This is in turn contributes much 
more for the respectable democracy. Similarly transparency is the essentialfeatures of noble governance and it is the validbenefit for 
the voters. In order to achieve this the government initiated Right to Information Act in 2005. This Act guarantees and confirms that 
all government evidenceand reports is the property of individuals. It is the strong weapon in the hands of citizens for the safety of 
consensus. Each stakeholder including the younger generation must have the right to know what is happening in the government. It 
is equally important to bring awareness and implement the holistic knowledge about RTI among college students through awareness 
campaigns, guest lectures and developmental programs.TheRTIshouldbeencompassedinschooland college curriculum for appropriate 
understanding and use of RTI for bringing clear understanding and transparency in participatory governance.  Since students are the 
future pillars of the society theyhave the right to know the functioning of each and every public authority. The knowledge provided 
for the college student should ensure the well understanding of their fundamental rights towards the progress and development of the 
society. It also improve their career prospects in such a way that they contribute to the national development along with the personal 
progress. Now a days civil societies and the central and state governments are also creating cognizanceupgrades on utility of RTI 
and equitablepractice of RTI which concretes the way for good supremacy of ourcountry.
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INTRODUCTION

Covid-19 pandemic has tested the life and livelihood of general public for the last ten months. However, public are finding 
their ways to get out of this outbreak by getting into their regular work slowly. Transport is one of the essential services for 
large number of people as they are not having any own transport to move for their routine works. Many people are highly 
depending on the public transport. When government has announced to operate Metropolitan Transport Corporation (MTC) 
buses in the month of September 2020, people happily supported. When it comes to following the protocol laid down by the 
government during this pandemic, it is highly doubtful in MTC. 

Government has given various instructions and regulations to be followed for the safety and well-being of the public. It 
is the duty of the public to cooperate with government to fight back from this situation. The basic guidelines to be followed 
while travelling in public transport are social distancing, covering face with mask, sanitizing hands while boarding the public 
transport, not to take up a travel in  public transport if they have any symptoms of COVID19 and checking temperature using 
CT thermal scanner.

This study aims at the challenges faced by MTC employees and the changes adopted by the general public during this 
pandemic.

OBJECTIVES

Following are the objectives of this study:
 ● To know the socio-economic profile of the respondents

 ● To analyze the mindset of MTC employees and challenges in working environment during this COVID 19 pandemic

Challenges of Metropolitan Transport Corporation employees 
during COVID 19 outbreak with special reference to Chennai City

M. Mahendran
Research Scholar (Ph.D. Part-time), P.G. and Research Department of Commerce,  
Presidency College (Autonomous), Affiliated to University of Madras, Chennai-5

Dr. L. Cesis Dastan
Associate Professor and Research Supervisor, P.G. and Research Department of Commerce,  

Presidency College (Autonomous), Chennai 600005

The effect of Corona virus on every possible workplace across the globe has been dramatic. This Covid19 has been a huge 
tragedy and tested the life and livelihood of the individuals badly. MTC employees have also put their life at risk to do the 
public service. Passengers have to cooperate with the MTC employees in order to stop spreading this deadly corona virus. 
The researcher wants to know the challenges faced by the Metropolitan Transport Corporation employees. The researcher also 
explores whether the passengers follow the protocols laid down by the government. This study used non probability convenient 
sampling method to collect data from the 80 respondents. The study shows that in the opinion of the bus conductors, majority 
of the passengers follow the protocols instructed by the government while travelling by bus. It also shows that majority of the 
respondents do not feel safe at their work place.

ABSTRACT
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 ●  To evaluate the behavior of General public and to analyze the regulations given by the government are abide by the 
public or not while travelling in public transport.

REVIEW OF LITERATURE

Guttirez et al (2020) states that Covid 19 has short term and long-term challenges on public transport such as Governmental 
messages to avoid using public transport, micro mobility measures by people such as being pedestrians temporarily, work 
inequalities for those industries which cannot use online mode of work and sustainable modes of transport, expansion of 
public transport facilities to maintain social distancing respectively. Additionally, Fear of Infection is found to be paving way 
for disturbances in mental health of employees and customers of public transport.

Tirachini (2020) lists out the challenges in public transportation such as physical distancing, ventilation, risk of infection 
from surfaces like seats and hand rests in the vehicles and also impact of Covid 19 on the financial adversity of such employees. 
Again, this paper also investigates the question of Social equity between high income jobs who can continue their work online 
and those jobs that require physical work and daily commutation which has created a dramatic impact on the lives of such 
people who depend on public transport to reach their workplaces.

Koehl (2020) has adapted a system thinking approach to analyze the shift in consumer behavior due to Covid-19. Due to 
fear of infection and economic adversities people have shifted towards private transport which questions the future of urban 
commutation which is highly dependent on public transport. This shift in consumer behavior may adversely affect public 
transport system and its employees not only economically but questions the environmental and social sustainability of the 
system itself. 

Meena (2020) has conducted a study on the perception of post lock down situation where people are shifting more 
towards private transport and are avoiding non mandatory trips altogether. Measures like automated booking of tickets, 
spacing of seats to impose physical distancing are suggested to be taken at a quick pace.

Bandyopadhyay (2020) emphasizes that using public transport during the pandemic is perceived to be risky because of 
lack of physical distancing due to the obvious shortage in public conveyances.

Estupinan, (2020) states fear of infection and financial adversity go hand in hand and causes labour supply shocks in 
industries such as manufacturing, hospitality and transport. 

METHODOLOGY

Non probability convenience sampling method was used to collect primary data from 80 MTC bus conductors. Data were 
collected using questionnaire technique. Secondary data were collected from journals.

STATISTICAL TOOLS USED

Chi-square and Kendall’s Tau-b tools were used.

ANALYSIS AND INTERPRETATION

I Socio-economic profile of the respondents:
Opinion of the respondents may vary based on the socio-economic profile of the respondents. Table 1 represents socio-
economic profile of the respondents.

Table 1: Socio-Economic Profile of the respondents

Factors Categories Number Percentage
East Zone 8 10
West Zone 36 45

Depot Location South Zone 20 25
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North Zone 16 20
Total 80 100
Below 35 24 30
35 – 50 48 60

Age group 51 & above 8 10
Total 80 100
Schooling 70 87.50
Graduate 8 10.0

Education Level Professional 2 2.50
Total 80 100.00
Below 150000 29 36.25

Annual family income 150001 – 300000 48 60.00
(in Rupees) 300001 and above 3 3.75

Total 80 100.00

Source: Primary Data
Interpretation
 It is evident from table 1 that, maximum number of respondents (45 per cent) are from West Zone. Majority of the 
respondents (60 per cent) are in the age group of 35 to 50. Majority of the respondents (87 per cent) have completed their 
schooling. Majority of the respondents (60 per cent) are in the family income group of Rs.1,50,001 to Rs.3,00,000. 

II. Observations of respondents on passengers:
Government has instructed the passengers to have some precautions which travelling by bus. Information on whether the 
passengers follow the instructions or not is obtained from the bus conductors which is shown in Table 2.

Table 2: Observations of MTC conductors on passengers

Observation
Yes No

Number Percentage Number Percentage
Passengers wear mask while entering the bus 76 95 4 5
Wearing mask for the complete travel 75 93.75 5 6.25
Social distancing in the bus 68 85 12 15
Passengers removing mask to communicate 60 75 20 25
Passengers involving in physical touch 24 30 56 70
Use sanitizer while entering the bus 52 65 28 35
Use sanitizer while leaving the bus 56 70 24 30

Source: Primary data
Interpretation
It is clear from the table 2 that, in the opinion of the bus conductors, majority of the passengers (95 per cent) wear mask while 
entering the bus and 93.75 per cent wear mask for the complete travel, which is a good sign. Majority of the passengers (85 
per cent) maintain social distancing in the bus. But, 30 per cent of the passengers involve in physical touch while travelling 
by bus. Majority of the passengers (65 per cent) use sanitizer while entering the bus and 70 per cent of the passengers use 
sanitizer while leaving the bus.

Mindset and Challenges of the respondents
MTC bus conductors face several challenges in this pandemic period. Some of the challenges are shown in the following 
tables.
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Table 3: Challenges faced by the respondents

Challenges
Yes No

Number Percentage Number Percentage
Giving instructions to the passengers 76 95 4 5
Social distancing status while giving tickets 52 65 28 35
Availability of safety measures at work place 32 40 48 60
Feels safe in work place 24 30 56 70
Cooperation of passengers while giving instructions 40 50 40 50

Source: Primary Data
Interpretation:

It is evident from the table 3 that, majority of the respondents (95 per cent) give clear instructions about the protocols 
laid down by the government to the passengers. Majority of the respondents (65 per cent) maintain social distancing while 
giving tickets. Majority of the respondents (60 per cent) opine that they do not have adequate safety measures at work place. 
Majority of the respondents (70 per cent) do not feel safe at their work place. Regarding the cooperation of the passengers 
while giving instructions, 50 per cent of the respondents state that the passengers cooperate and another 50 per cent state that 
the passengers do not cooperate.

Chi-square test was used to know the association between the age group of the respondents and feeling safe at their work 
place. The result shows Chi-square = 2.222, df = 2, N = 80, p>0.05. Since the p value (0.329) is not less than 0.05, there is no 
association between age group and feeling safe at work place.

Chi-square test was used to assess whether the level of education of the respondents play an important role in feeling 
whether the respondents are safe in their work place. The result shows Chi-square = 4.082, df = 2, N = 80, p>0.05. Since the 
p value (0.130) is not less than 0.05, there is no association between level of education and feeling safe at work place.

Some of the passengers while travelling by the bus may not follow the safety protocols instructed by the Government. In 
that situation, action taken by the bus conductors are asked with. The responses are shown in the following table.

Table 4: Action taken if any passenger does not follow the safety protocols

Action taken Strongly Agree Agree Neutral Disagree Strongly Disagree
Not allowing them enter into bus 24 32 8 8 8

(30%) (40%) (10%) (10%) (10%)
Making them to wear mask forcefully 32 28 8 8 4

(40%) (35%) (10%) (10%) (5%)
Making them to pay fine 4 4 8 24 40

(5%) (5%) (10%) (30%) (50%)
Hand over them to the higher officials 4 4 8 40 24

(5%) (5%) (10%) (50%) (30%)

Table 4 shows that majority of the respondents (70 per cent) strongly agree or agree with not allowing the passengers 
entering into the bus if they do not follow the safety protocols instructed by the government. Majority of the respondents 
(75 per cent) strongly agree or agree that they forcefully make the passengers to wear the mask. Majority of the respondents 
(80 per cent) disagree or strongly disagree that they do not make the passengers to pay fine and hand over them to the higher 
officials.

Bus conductors face several problems during this outbreak in their work place. Of which, four problems were identified 
and the respondents were asked to rank them, rank 1 being the most important problem and rank 4 being the least important 
problem. The results are shown in the following table.
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Table 5: Problems faced the most during this outbreak

Problems faced the most Mean Rank
Possibility of travelling with Covid-19 affected passengers 2.10
Not able to control passengers 2.35
Having a close contact with passengers 2.55
Unnecessary arguments with passengers 3.00

Table 5 shows that Possibility of travelling with Covid-19 affected passengers is the most important problem the 
respondents face with a mean rank of 2.10, followed by not able to control passengers with a mean rank of 2.35, followed 
by having a close contact with passengers with a mean rank of 2.55 and unnecessary argument with passengers as the least 
important problem with a mean rank of 3.

Chi-square test was used to know the association between the age group of the respondents and possibility of travelling 
with Covid-19 affected passengers. The result shows Chi-square = 16.465, df = 6, N = 80, p<0.05. Since the p value (0.011) 
is less than 0.05, there is an association between age group and possibility of travelling with Covid-19 affected passengers.

Kendall’s Tau-b test was used to know the relationship between the level of education of the respondents and possibility 
of travelling with Covid-19 affected passengers. The result shows Value = 0.308, N = 80, p<0.05. Since the p value (0.013) 
is less than 0.05, there is a low positive relationship between level of education and possibility of travelling with Covid-19 
affected passengers.

SUGGUESTIONS

Based on the study the following suggestions are made:
 ● Passengers have to support to the maximum extent to the MTC employees to fight out this deadly corona virus.

 ● Passengers have to follow the protocols properly which are laid down by the government.

 ●  Passengers have to start early from home to reach their destination in order to avoid overcrowding in the bus and they 
should not enter into a bus if it is overcrowded.

 ● MTC employees have to be ensured cent per cent safety and protection while they do this public service. 

CONCLUSION

The study shows that majority of the respondents follow the protocol given by the Government while travelling by MTC 
bus. Passengers have to maintain social distancing while receiving the ticket. They must avoid travelling by a bus which is 
overcrowded. The conductors must be very careful in following the protocol and they must be ensured cent per cent safety. 
Passengers may avoid travelling unless it is needed and they must cooperate with the government. 
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INTRODUCTION:

The objective of this paper is to find association between the age-group of the customers and the products they tend to buy in 
special days (festivals like Diwali, new year, etc.) and normal days. In the survey, the amount the consumers are ready to spend 
during the Covid –19 pandemic was also collected. We associate them, using the association algorithm FP - Growth, based 
on the amount of money they would like to spend during the special days and the amount of money they spend on a relatively 
normal day. The attitude towards online purchasing is based on the trust, customers have on the online platform and how 
easily they are able to navigate through the platform.[ Hans van der Heijden, Tibert Verhagen and Marcel Creemers. (2003). 
Understanding online purchase intentions: contributions from technology and trust perspectives].

This paper has been divided into 6 sections named as; introduction which will provide the information regarding the 
background of the study, purpose and objective. Literature review provides information of what others have analysed about the 
online shopping intention of customers. Methodology section explains the method used for collecting the data and the method 
used to arrive at the result. Results section will denote and interpret the data that was attained from survey. The conclusion 
section highlights results obtained in this research. The last section which is the Appendix, contains the questionnaire used in 
the survey.

LITERATURE REVIEW:

The best use of internet has been online shopping. The reasons why online shopping is convenient: easily exchangeable, 
easy to use, time saving, door delivery, discounts etc. To increase the company’s revenue via its e-platform, the company 
must know how to satisfy and retain its customers. [Lei-Yu Wu, Kuan-Yang Chen, Po- Yuan Chen, Shu-Ling Cheng. (2012). 
Perceived value, transaction cost, and repurchase-intention in online shopping: A relational exchange perspective]. One 

ONLINE SHOPPING PREFERENCES AND INTENTIONS 
DURING THE COVID-19 PANDEMIC
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This research paper revolves around the intention of shoppers during the normal and special days in the times of lockdown. 
The survey was conducted online and was restricted to people between the age groups 20 and 51. The objective of this paper 
is to associate the goods based on the day (normal or special) bought, a few demographics and the amount spent on electronic 
commerce platforms. This survey in turn helps the e-commerce websites algorithms to give better suggestions to the costumers 
which might increase the websites’ revenue during the time of pandemic. We used the association algorithm, FP - Growth to 
predict association rules between the demographics of customers and to that of their buying patterns.
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way to retain them is byhaving a fully functional website which displays what the customer might want to buy. [Jeffrey 
W. Overby, Eun-Ju Lee. (2006). The effects of utilitarian and hedonic online shopping value on consumer preference and 
intentions.]. Another way is, if the customers had good previous experience, they are more likely to come back to buy more 
goods online.[ Hana Uzun, Mersid Poturak. (2014). Factors Affecting Online Shopping Behaviour of Consumers]. Since the 
online shopping is majorly technology oriented, trust between the company and customer is important. [Hans van der Heijden, 
Tibert Verhagen and Marcel Creemers. (2003). Understanding online purchase intentions: contributions from technology 
and trust perspectives.]. The major factor affecting trust is the security concerns. To overcome security risks associated with 
net banking, higher protection check should be implemented. [Amir Poursaeedi, Ahmad Reza Asadollahi, Hossein Rezaei 
Dolatabadi, Mohammad Hossein Moshref Javadi & Mojtaba Nourbakhsh. (2012). An Analysis of

Factors Affecting on Online Shopping Behavior of Consumers.]. The major aspect of online shopping are the demographics, 
the channel knowledge such as the transaction and the communication channel and the shopping orientations. [Hairong Li, 
Cheng Kuo, Maratha G. Rusell. (1999). The Impact of Perceived Channel
Utilities, Shopping Orientations, and Demographics on the Consumer's Online Buying Behavior].

1. METHODOLOGY: 
3.1.DATA COL-
LECTION:

Variable Frequen cy Percenta ge

Age
20-30 121 77.56
31-40 12 7.69
41-51 23 14.74
Gender
Female 95 60.89
Male 61 39.10
Designation
Student 95 60.89
Working 44 28.20
Housewife 10 6.41
Retired 2 1.28
Unemployed 1 0.64
Businessman/Entrepre neur 4 2.56
State
Karnataka 4 2.56
Kerala 33 21.15
Maharashtra 2 1.28
Tamil Nadu 117 75

3000-4000 12 7.69
4000-5000 0 0
Above 5000 23 14.74
Money spent to buy during special days
0-1000 19 12.17
1000-2000 29 18.58
2000-3000 29 18.58
3000-4000 15 9.61
4000-5000 11 7.05
Above 5000 50 32.05
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DATA CLEANING

For analysing the data set, the data mining algorithm, association is used. The objective of using association algorithm 
is to predict what kind of goods are frequently purchased, which part of the week are the online platforms used often, what 
products attract the different age-groups and gender.

Out of all the attributes, only a few are chosen that will affect the online shopping purchase based on the costumer’s 
intention during special and normal days respectively. The design to create the association rules using the famous FP Growth 
association algorithm that extracts the frequent item sets from a huge data set is used.

 ● Read Excel: To import the excel (.xlsx) file from the configuration wizard or the local repository.

 ●  Replace Missing Values: Since the data is huge and customer-responded, there are chances for missing values in 
important numeric attributes. Hence, the missing values are replaced with zero or average for an efficient, complete 
and easy-to- interpret dataset.

Select Attributes: Processing the data using ‘Select Attributes’. This selects only the required attributes for further 
processing of the data. In this step, the corresponding attributes for shopper’s intention on Special days and Normal days 
respectively are selected. A subset selection for the same is made.

DATA PROCESSING

 ●  FP Growth: The FP Growth is to filter out the frequent item sets using the FP Tree. By extracting the frequent item 
sets, an effective set of association rules can be formed based on the minimum confidence threshold.

 ●  Create Association: This operator is used to create the association rules from which the results can be found and 
subsequently interpretated and concluded.

THE METHOD

The operators for both the special and normal days are the same except for the parameters under the operators. Also, the 
support and confidence values are kept constant for both.

There are a few attributes that are kept constant for the analysis. Those include: Age, State, Gender, the average time spent 
on online shopping platforms, how frequently the online forums are used and the part of the week they usually shop online 
(Weekday or Weekend).

The input parameters are the data set, the required attributes, the minimum and maximum items for the frequent itemset 
generation, the support and confidence values.

The outputs are FP Growth results, i.e. the frequent item sets and the association rules, those are the ultimate goal for this 
paper.

THE FP GROWTH OPERATOR:

Since the result is based on, by taking in the items of separate columns, the input format is given as ‘items in separate columns.’ 
The minimum and maximum items per itemset is given as 2 and 3 respectively to arrive at better and understandable results. 
The support value is counted to form the FP tree followed by the extraction of frequent item sets under the condition:
Based on the above said condition, the support is given as 0.5.

The confidence value is calculated for creating accurate association rules and hence arriving at efficient conclusions. An 
efficient rule will have a confidence that fulfils the condition.
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Based on the above said condition, the confidence value is equalled to 0.5.

SPECIAL DAYS:

Here, by special days, it means the festive season. Generally, customers buy during the special days and spend more on 
goods expecting discounts and offers.

THE PARAMETERS:

SELECT ATTRIBUTES:

FIGURE 4

The variants in the Shopper’s Intention: Special days analysis are the goods bought and the amount spent in general, annually 
on online shopping.
THE RESULT – FP GROWTH – PART 1:

INTERPRETATION:
The frequent item sets have 2 or 3 items in each set based on the value given. Based on the support condition, the frequent 
item sets are displayed.
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Here, it means most of the females purchase only during the weekdays. Since, the support is 0.24,

{Female, Weekday} is a frequent itemset.

Similarly, there are item sets that have 3 items in the set.

In this, the frequent itemset {20-30, Weekend, Male} has the support condition satisfied, and it also means that the people 
of the age bracket 20-30 are male and shop online in the weekends.

THE ASSOCIATION RULES – PART 1:
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Association rules are of premises and conclusions. The rules are framed based on the confidence value.

The interpretation of the above association rule is ‘a person in the age bracket 20-30, who purchase in the weekend are more 

likely to buy clothes and accessories.’

Similarly, various association rules are formed from the demographics and the shopping trend of different consumers.

NORMAL DAYS:

These are the non-special days and the parameters hold a comparatively different attributes to arrive at the results of FP Growth 

and Association rules.

THE PARAMETERS:

SELECT ATTRIBUTES:

The variants in the Shopper’s Intention: Normal days analysis are the goods bought and the amount spent in general, annually 

on online shopping.

RESULT – FP GROWTH – PART 2:
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FIGURE 14

INTERPRETATION:
The frequent item sets have 2 or 3 items in each set based on the value given. Based on the support condition, the frequent 
item sets are displayed.

Here, the itemset {Female, Clothes and Accessories} is a frequently occurring one and it means that most of the females buy 
Clothes and Accessories online.
The frequent item sets also have 3 items in the set such as:

Here, the itemset {20-30, Weekday, Male} is a frequent itemset satisfying the condition and it means that a customer of 20-30 
age bracket, is commonly a male and is more likely to buy goods in the weekday during the normal days.

THE ASSOCIATION RULES – PART 2:
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The different rules are framed on the basis of a premises and conclusion and the confidence threshold condition.

The interpretation for the above association rule is ‘If a male consumer buys Electronics and Gadgets, he is more likely to be 
from Tamil Nadu’.

CONCLUSION:

In this paper, we attempt to find patterns in online shoppers during Covid-19 pandemic, using primary data collected from the 
survey we conducted via Google Forms. This study also shows that socio economic variables does not influence the use of 
e – commerce; they do not affect the intentions of the buyers. The study finds that if the customer is buying during the special 
day, he/she is more likely to spend more than when they buy during relatively normal day. Based on the association rules, we 
can say that a male customer might prefer to buy during the weekdays than on the weekends. Also, from the association rules, 
we found that females prefer buying Clothing and Accessories, especially during special days and are more likely to spend 
more than 30 minutes on online e-commerce websites.

Such association rules help in giving the websites the right discount and offers during the appropriate time, say during 
weekdays or weekends or during festive times or normal days, etc.

It might also be influential for other budding e- commerce websites during the pandemic, to raise in variety of goods to 
attract the customers.

 LIMITATIONS IN THIS PAPER ARE:

 ●  Since we couldn’t collect responses nation- wide, the results are limited only to certain states and hence cannot be 
generalized.
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 ● Because the questionnaire is completely response-oriented, the honesty of the answers by the respondents are doubtful.

 ●  We haven’t considered all the attributes in the questionnaire to arrive at the conclusion. We chose only those attributes 
that fitted well to the moto of the paper.

 ● The results of this paper may be applicable only to a few online stores.

 ● Since the research paper is pandemic-specific, the results might not match with the non- pandemic situation.
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APPENDIX:

What is the age? (20-30, 31-40, 41-51)

What is the gender? (Female, Male)

What is the designation?

(Student, Working, Housewife,

Retired, Unemployed, Businessman/Entrepreneur)

Which state are you from?

(Karnataka, Kerala, Maharashtra, Tamil Nadu)

How frequently you use online shopping?

(Very Frequently, Frequently, Once in 3 months, Once in 6 months, Rarely)

What is the average time spent on online platform?

(Less than 10 minutes, More than 30 minutes, 1 hour, More than 1 hour)

When do you buy things mostly? (Weekday/weekend)



634
Copyright ©2020 Authors

Proceedings

What are the goods preferred during Normal days?

(Clothes and Accessories, Electronics and Gadgets, Beauty Products, Sports and Fitness, Products, Home Decors, Groceries, 
Gift Items, Furniture, Books and Stationary, NA)

What are the goods preferred during Special Days?

(Clothes and Accessories, Electronics and Gadgets, Beauty Products, Sports and Fitness, Products, Home Decors, Groceries, 
Gift Items, Furniture, Books and Stationary, NA)

What are money spent to buy during normal days?

(0-1000, 1000-2000, 2000-3000, 3000-4000,

4000-5000, Above 5000)

What are money spent to buy during special days?

(0-1000, 1000-2000, 2000-3000, 3000-4000,

4000-5000, Above 5000)
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INTRODUCTION

The fulfilment of the customers is very significant issue in all facility businesses to improve and expand the productivity and 
monetary performance of the concern. The fulfilment levels of the consumers are variable owing to diverse types of bank 
facilities and their advantage to the consumers. unpredicted pandemic situation leads the banks function to get disrupt and 
it became predictable to understanding several fluctuations in even services owed to lockdown, social distance and safety 
protections. It is fairly a challenge to the banks in a country like India which is 2nd highest in people to stability the effects. At 
the similar period numerous publics are facing a lot problems in having their easy access in bank process. This study allows 
to identify the tough effort thru by the banks and customer satisfaction towards the private banking service. Throughout 
this lockdown many persons without difficulty access the net banking facilities also. There are so numerous issues that are 
responsible in the vision of the services for dissimilar types of private banking customers and principal to irregular fulfillment 
level, it is also noticeable evident how problematic is working to be bank all over the world to preserve virtuous resources and 
respectable pays. By reason of shutdowns and profits slowdown, numerous reimbursements of loans might stop leaving the 
banks dried. Bank stocks consume be sighted a sharp decline presentation the unsteady assurance in the worldwide economics 
systems. The COVID-19 rather literally make monies dirty in that the exterior of banknote and currencies might transmit the 
germ. The fear of disease determinate another method of making digital. The vision of extended slowdown inthe economy 
medium term, organized the capacity and value of contract will be hardened by reducing the commercial movement. Banks 
these periods proposal a variation of services accomplishment from open a Saving Bank account in the web to net bank, 
allowing credits to marketing declaration, if extra safety to moving cash. They are the peoples who aspect consumers straight 
and are the foremost ones to recognize what consumer really wants. As a facility worker the roles develops very significant in 
defining bank insight in consumers mind in this epidemic condition. As facilities can type or interruption a customer, it much 
prominence is laid upon facility circulation by most of the banks. This study allows to recognize the hard work made by the 
sets and consumer insight to the similar. During the lockdown numerous persons simply get used to their net banking facilities 
as it twisted as an essential also.

A STUDY ON IMPACT OF COVID-19 IN PRIVATE BANKING 
SERVICES WITH SPECIAL REFERENCE TO CHENNAI CITY

M. Anitha
Research Scholar, Department of Commerce, College of Science and Humanities 

SRM Institute of Science and Technology, Kattankulathur

Dr.M. Hemanathan
Assistant Professor, Department of Commerce, College of Science and Humanities 
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In the present world, the bank industry has been growing due to different services such as internet banking and mobile banking 
being presented. And, this is actual as well as possible tools used to make client value. On the additional hand, consumer 
satisfaction is an important feature to care banks in behind viable benefit. Banking is to be restrained by means of pure 
financial service business and accountable for the financial growth of an economy up to great scope. The outcome is followed 
throughout the present year due to superior concert record all finished pre COVID period. The essential purpose of this study 
is to explore the impact of the COVID-19 pandemic on private banking system. It inspects what impacts Customer satisfaction 
about facilities providing by private banks Nearly the issues that look up Customer satisfaction while using banking services. 

Keywords: COVID-19, Private Banks, private banking services, customer satisfaction.

ABSTRACT



636
Copyright ©2020 Authors

Proceedings

PRIVATE BANKING CUSTOMER SERVICES IN COVID-19 PERIOD
In the condition of COVID-19 time, banks deliver fit involvement consumers in worrying by improving nourishment in the 
practice of numerical tools and new product and facilities.

Support consumers drive digital and remote nowadays:
Instant movements of private banking help to use the digital network. so that customers can easily access their bank out of 
residence, and they can deliver additional provision to borrowers in trouble. Numerous banks fight to rise the digital alteration 
amongst their regulars. Numerous regulars fight through the evolution to digital. Private Bank play an instant part in reducing 
the supper of COVID-19 by serving consumers brand improved usage of prevailing digital and isolated channels.

Facilities for distressed customers:
Banks play a significant role in  enabling monetary suffering, consumers who are previously in   a monetarily deserted state 
already in the epidemic period, the tests make client learn new goods and amenities. Such as credit’s, credit card and loans 
through the submission process through online itself. These standards for serving worried consumers in epidemic situation 
they are consciousness, alertness, uncomplicatedness, morality, clear predictions and recurring position describes.

Enhance customer experiences in similar ways:
Worker knowledge forms regular involvement. The financial significances of the COVID-19 are growth the essential for the 
bank to recover competence by improving numerical identity features. The problematic for further private banks is limited 
consumers only usage numerical contributions since they find them unapprised and frightening. So, private banks proposal 
reframes demands to the communication center to clarify consumers in what way to practice digital networks. Present 
extrapolative analytics to control how to be effective by the massive prevalent of clients.

REVIEW OF LITERATURE

Rating agency fitch (2020) The ranking concern Fitch held COVID-19 influence to fetch further fears for India banking 
system and then reviewed hitch the working setting notch for the dangerous division by an indentation (ET Market New: March 
26, 2020). The concern thought India banking scheme is beneath capitalise and endures to burden with bad loan, contempt 
about achievements. Since an investment viewpoint, transportable, which procedures 2.2% of all loan and small commercial 
advancing that books for 5.4 per cent will be the toughest success, lengthways by subdivisions such as automatically that be 
contingent on contributions from China. India finance segment was fronting a vast disaster of rising depraved amount overdue 
due to which Reserve Bank India needed to originate onward by a rescue bundle for a private sector banks, named- Yes Bank. 
bank segment in India stayed objective on the edge of sighted symbols of constancy, later COVID-19 enforced the Reserve 
Bank of India to additional unties liquidities and bad loan guidelines

Ambala Cantt (2020) uttered an anxiety for Secluded portion banks in a meeting led by the writer on April 22, 2020 
through voice call. She supposed that the private banks specifically HDFC Bank,

Kotak Mahindra Bank, and ICICI Bank. it’s did in the previous as greatest banks of the country. They have effectively 
reserved the NPAs meaningfully inferior as associated to their complement’s public banks for numerous years. Though, these 
isolated banks consume remained incapable to leakage the belongings of India’s lockdown of its budget, which is predictable 
to overcome many of their trade and company clienteles. If they today work on policy of limiting innovative loans even to 
well borrowers, that might lead to thoughtful significances for the Indian low-cost.

Rod, M., Ashill, N. J., Shao, J., & Carruthers, J. (2009) investigate answers recommends that online banking completely 
stimuluses client insight. So, bank administration concentration must be on respectable customer facility excellence in 
standings of dependability, accountability, and perceptibility and empathies. This study remained also originate to be important 
that online info scheme excellence is actual significant analyst of general banking service excellence.

Lopez, J., Kozloski Hart, L., &Rampersad, A. (2007) Investigate demanded that by means of the facility quality tools 
in which customer satisfaction was measured on the basis of ten dimensions. Results meaningfully display that available of 
ten six sizes namely dependability, receptiveness, tangibles, admittance, announcement, and reliability show the optimistic 
impression on customer fulfillment.

Ameme, B., &Wireko, J. (2016) demanded in his investigate that in today modest creation wherever knowledge play an 
actual significant part and if we exchange about investment sector or manufacturing there is an optimistic connection between 
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skill and purchaser satisfaction. They also specified that consummation of customers is not just presenting advanced goods and 
facilities moderately it is considerable extra than that. They also originate that if the bank needs to develop the marketplace 
frontrunner in the good setting it must use the discovery method in all the features like foodstuffs and amenities. Also, near is 
an important relationship between scientific innovation and charge. As the novelty increase the price is also upsurge.

OBJECTIVES OF THE STUDY

 ● To study the radical change, happen in the field of banking due to COVID-19

 ● To evaluate consumer satisfaction with regard to the utilization of digital platform throughout epidemic in Chennai

 ● To identify the fulfilment and thought about banking services

RESEARCH METHODOLOGY

The study was analysed from the both primary data and secondary data. The secondary data is obtained from newspapers 
specified by Reserve bank of India, Public Works Department, economic times, journals etc. Primary data for the work has 
been composed from customers who are consuming their commercial and individual accounts in different banks such as Axis 
Bank, Laksmi Vilas Bank, Tamilnad Mercantile Bank, Vijaya Bank, Karur Vysya Bank, City Union Bank, ICICI Bank, HDFC 
Bank in Chennai branches. The vital data has been collected under survey method over google forms by circulating the links, 
around 70 samples has been collected.

DATA ANALYSIS

The collected data is analysed by using cumulative Percentage calculation, ANOVA calculation, Descriptive statistics, 
Corelation statistics and Chi-Square analysis. It refers to the ratio with the help of absolute figure. It converts easy to find the 
relative difference between two or more attributes.

Table 1.1 Age of respondents

Particular Frequency Percent Valid percent Cumulative percent 
Below 20 years
21-30 years
31-40 years
Above 41 years 
Total

11
18
23
18
70

15.7
25.7
32.9
25.7
100.0

15.7
25.7
32.9
25.7
100.0

15.7
41.4
74.3
100.0

Inference:

Table 1.1 shows that 33% majority of the respondents are 31-40 age groups, 26% respondents are 21-30 age group and above 41 age 
groups.

Table 1.2 Gender of respondents

Particular Frequency Percent Valid Percent Cumulative Percent
Male 40 57.1 57.1 57.1
Female 30 42.9 42.9 100.0
Total 70 100.0 100.0

Inference:
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Table 1.2 shows that 57% respondents are male, 43% respondents are female.

Table1.3 Educational Qualification of the respondents

Particular Frequency Percent Valid Percent Cumulative Percent
Schooling 14 20.0 20.0 20.0
Degree/Diploma 30 42.9 42.9 62.9
Post Graduate 13 18.6 18.6 81.4
Others 13 18.6 18.6 100.0
Total 70 100.0 100.0

Inference:

Table 1.3 shows that 43% of the respondents are graduated degree/diploma, 20% respondents are schooling, 17% respondents are post 
graduate, 17% respondents are others.

ONE WAY ANOVA

Table 1.4 Comparison between Educational Qualification and Opinion about Private Banking Ser-
vices
Inference:
The hugeness esteem is 0.000 which is under 0.005 in the way the model measurably essentialness in anticipating comparing 
relationship between educational qualification and opinion about banking services. Since, F determined is more noteworthy 
than the (value=21.125), here shows actual general miniature act critical.

Table 1.5 Comparison between age and overall satisfaction

Particular Sum of Squares Df Mean squares F Sig.

Between groups Within groups Total 7.738

65.348

73.086

1

68

69

7.738

.961

8.052 .000

Inference:
The hugeness esteem is 0.000 which is under 0.005 in the way the model measurably essentialness in anticipating comparing 
relationship between age and overall satisfaction. Since, F determined is more noteworthy than the (value=.961) here shows 
actual general miniature act critical.

Table 1.6 Descriptive Statistics

Particular N Minimum Maximum Mean Std. Deviation Variance
Bank account 70 1 2 1.11 .320 1.03
If yes mean which bank you have account 70 1 3 1.93 .873 763
What kind of account do you maintain in 
your bank?

70 1 5 2.03 1.362 1.854

Which bank service is useful in pandemic 
period?

70 1 6 2.83 1.659 2.753

How quickly your inquiry recognizes and 
responded in private banks at the lockdown 
time

70 1 5 2.73 1.350 1.824



639
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Are you satisfied with the services provided 
by private banks in pandemic period?

70 1 2 1.17 .380 1.44

In your opinion customer

regarding services in lockdown period

70 1 3 1.59 .691 .478

Valid N (listwise) 70
Interpretation:
In this analysis statistics it is seen that the highest mean is 2.83, which indicates private banking services are giving more 
services in pandemic time. Which indicates, customers are satisfied with private banking services.

Table 1.7 CORELATION STATISTICS

ARE YOU 
SATISFIED WITH 
THE SERVICES 
PROVIDED BY 
PRIVATE BANKS 
IN PANDEMIC 
PERIOD?

HOW QUICKLY 
Y O U R 
INQUIRY WAS 
R E C O G N I Z E 
AND RESPONDE 
D IN PRIVATE 
BANKS AT THE 
LOCKDOWN

PERIOD

W H I C H 
SERVICES IS 
USEFUL IN 
P A N D E M I C 
PERIOD

WHAT KIND OF 
ACCOUNT DO 
YOU MAINTAIN 
IN YOUR BANK

ARE YOU SATISFIED WITH 
THE SERVICES PROVIDED 
BY PRIVATE BANKS IN 
PANDEMIC PERIOD?

Pearson Correlation 1 .714** .761** .888**

Sig. (2-tailed) .000 .000 .000
N 70 70 70 70

HOW QUICKLY YOUR 
INQUIRY WAS RECOGNIZE 
AND RESPONDED IN 
PRIVATE BANKS AT THE 
LOCKDOWN PERIOD

Pearson Correlation .714** 1 .969** .911**

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

N 70 70 70 70
WHICH SERVICES IS USEFUL 
IN PANDEMIC PERIOD

Pearson Correlation .761** .969** 1 .939**

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

N 70 70 70 70

WHAT KIND OF ACCOUNT 
DO YOU MAINTAIN IN YOUR

BANK

Pearson Correlation .888** .911** .939** 1

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

N 70 70 70 70

Correlation is important at the 0.01 equal (2-tailed).

CHI-SQUARE

Table 1.8 Comparison between banking services useful in pandemic period and level of satisfaction with the services

Value df Asymp. Sig (2-sided)

Pearson Chi-Square 64.133a 5 .000
Likelihood Ratio 58.733 5 .000
Linear-by-Linear Association 39.925 1 .000
N of Valid Cases 70

a. 7 cells (58.3%) have predictable sum less than 5. The lowest predictable total is 1.03.

Inference:
The chi-square analysis on 5% equivalent regarding significance p-value less than 0.005 so, Null hypothesis is Accepted. 
Thus, is significant distinctive among banking services question respondent its related to level of satisfaction.
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SUMMARY AND FINDINGS:

 ● The demographic profile of the respondents show that majority of the respondents are male.

 ● Majority of the respondents belong to the age group 30 above years.

 ● Education status of the respondents show that most of the respondents are well educated.

 ● 78% of customers used private banking services, Private banks are widely used by the publics

 ● 30% of the customers used online banking services and 28% of the customers used mobile banking services.

 ● 52% of the customers opinion is positive regarding private banking services in lockdown period.

 ● Most of the respondents are not fully aware by the telephonic banking.

CONCLUSION:

This study explores about the impact of lockdown on private banks in Chennai city. The coronavirus disaster completed 
some banks in stressed to hang on the deposits, private bank customers get several features of facilities in the epidemic eras. 
The aspect analysis customers have positive impression on connected banking facilities this generous of technology used 
and the competence of processes would deliver the much desirable competitive authority of achievement in private banks. It 
is recognized private banking sector is noticeable by high customer prospects and technological modernizations. From the 
study it was initiate that an employee gives more reputation to a customer, it contains numerous principles like security of 
transaction, willingness to help customers. collective trustworthiness, receptiveness and assurance. Therefore, in view of the 
results show private banking services have a positive opinion and beneficial reaction towards services provided in pandemic 
periods.
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SUSTAINABLE FINANCE IN INDIA

The world is burning. Sadly, that statement is no longer metaphoric. The rapid use of non-renewable resources had, in the past, 
brought opulence in the form of economic and population growth. But its often ignored social and economic consequences 
have steadily intensified through the years, the competitive economic system has led to long working hours, underemployment, 
disguised unemployment, child labour especially in the developing world. The increased consumption and production have also 
led to pollution, global warming, depletion of natural resources. According to various reports by climate scientists across the 
world, climate change is now the most pressing ecological constraint. To face the elephant in the room various organisations and 
governments across the world have started to slowly transition to low carbon-based production models. Countries have come 
together to sign the Paris Climate Accord to combat this mammoth of a challenge and finance is a part of that Accord.

Why should the financial sector contribute to this cause? Well, the primary task of this industry is to put money to 
its most productive use.Finance plays a leading role is allocating funds to sustainable companies and projects and thus 
accelerate towards a green economy. Sustainable finance will consider social, environmental and governance factors during 
the investment decisions. Investors can also exert influence over the companies they invest in. Ultimately, finance is good at 
pricing risk for valuation purposes and can thus help to deal with the fundamental precariousness about environmental issues. 
Both Finance and Sustainability focus at the future.

SUSTAINABLE FINANCE 

Sustainable finance represents any form of financial service integrating environmental, social and governance criteria into 
business or investment decisions for the lasting benefit of both clients and society as a whole. Activities that fall under the 
heading of sustainable finance include sustainable funds, green bonds, impact investing, microfinance, active ownership, 
credits for sustainable projects and development of the whole financial system in a more sustainable way. Environmental, 
social and governance issues are a major factor in investment. Traditionally investors evaluated their performance based on 
financial performance alone

Acc. to Global Sustainable Investment alliance (GSIA), an umbrella group, fully $23trn or 26% of all assets under management 
in 2016 were in “socially responsible investments” that take into account environment, social and governance issues

There are still some disagreements on both, over where to draw the line between sustainable and “normal” investments, 
and how to subdivide the universe of sustainable investment

GLOBAL ACTION

Globally, there has been various measures taken both by the United nations and by the European Union. The EU has promised 
to take leadership of Sustainable Finance under the Paris Climate Accord. The UN has also set up various resources and tools 
to actively support sustainable finance during COVID-19:

 ● UN Global Compact Academy session on COVID-19: Sustainable finance and future of global economy 
 ● UN Global Compact CFO Task Force for the SDGs

SUSTAINABLE FINANCE IN INDIA

Varsha Jairam
B.com (Hons) International Accounting and Finance Department of Commerce   

School of Science and Humanities  S.R.M Institute of Science and Technology, Kattankulathur.

This research is focused on sustainable finance as a tool for growth in India. Sustainable finance is new in trend model of 
investing that various companies are turning to. This paper aims to study and understand sustainable finance. Analyze its 
performance during the COVID-19 pandemic and examine its credibility as a tool for growth in a post pandemic climate.
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 ● PRI guidance on how responsible investors should respond to the COVID-19 crisis
 ● International Capital Markets Association (ICMA) guidance on COVID-19 social and sustainability bonds 
 ● United Nations Joint SDG Fund: financing the SDGs at a time of COVID-19

Also, the G20 established, international body called The Financial Stability Board, responsible for monitoring the global 
financial system has established a Task Force on Climate-related Financial Disclosure (TCFD) which published its final 
recommendations for effective disclosure of climate-related risks in June 2017. 
The recommendations include: 

 ●  Governance—disclosure of the business’ governance procedures around board oversight and climate-related risks 
and opportunities (see page 19 of the report)

 ●  Strategy—disclosure of actual and potential impacts of climate-related risks and opportunities identified over the 
short, medium and long-term (see pages 20–21 of the report)

 ●  Risk management—disclosure of the process for identifying, assessing and managing climate-related risks (see pages 
21–22 of the report), and

 ●  Metrics and targets—disclosure of metrics and targets used to assess and manage climate-related risks and 
opportunities (see page 23 of the report)

The UN is also providing direction to the financial sector in shifting to a green economy. Top banks including Barclays, 
BBVA, Citi Group, Standard Charted, UBS and various participated in a pilot project on adoption of TCFD recommendations. 
The United Nation Environmental Programme Finance Initiative has published a report on the same. 

Separately, the Sustainable Banking Network (SBN) a unique global initiative comprising a voluntary community of 
regulatory agencies and banking associations, established to facilitate the collective learning of its members and to produce 
support in the development of initiatives aimed toward promoting sustainable investing. In February 2018, the SBN published 
its Global study evaluating sustainable finance policies in 34 member countries and suggesting practical indicators and tools 
which members can apply to their own domestic markets.

The Network for Greening the economic system similarly comprises a group of central banks and supervisors to green 
the economic system with the aim of enhancing the role of the economic system to manage risks and to mobilize capital for 
green and low-carbon investments in the broader context of environmentally sustainable development, by promoting best 
practice and commissioning analysis.

The international platform on sustainable finance was launched in October 2019 by public authorities from Argentina, 
Canada, Chile, China, India, Kenya, Morocco and The European Union, representing almost half the world’s greenhouse gas 
emissions. The aim of the platform is to encourage best practice in sustainable finance, and enhancing coordination where 
appropriate

India has emerged as a prime destination for investors soliciting assets that are aligned with the Sustainable Development 
Goals (SDGs). Nevertheless, the incorporation of ESG factors is not fully evolved. The COVID-19 pandemic has further 
called attention to why sustainable practices need to be at the core of both economic practice and financial thinking. However, 
India is especially susceptible to the intensifying climate change and responding to this threat will necessitate unparalleled 
amount of finance. One estimate proposes that US$ 4.5 trillion is required to accomplish its goals for sustainability and 
renewable energy by 2040. This transcends India’s fiscal capacity. And limited public resources indicate the need for private 
finance. The private sector will have to play a major role in sustainable finance 

In 2012, the Securities exchange Board of India (SEBI) established a stipulation for the leading hundred companies (by 
market capitalization) to issue Business Responsibility Reporting (BRR) published alongside the annual report. 

The BRR comprises of : Ethics, policies for group, joint ventures, suppliers and NGOs, environmental strategy, the 
company’s membership with any trade association, how it delivers inclusive growth and its focus on the customer.

Promising signs are surfacing that ESG funds that embrace strategies such as norm-based screening and shareholder action 
are gaining traction. ECube Investment Advisors, SBI Funds Management, Equicap Asia Management, Indus Environmental 
Services and Malabar Investments these are 5 companies that have signed the Principle for Responsible Investments.
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ESG Scores and Company Performance. 
The COVID-19 pandemic has gravely challenged the markets. Yet, evidence suggests that companies with greater ESG scores 
are performing better, matching the global trend. Since the locked down (instated back in March), the NIFTY 100 ESG index 
has exceeded the standard NIFTY 50 index. This validates the long term trend of NIFTY 100 ESG performing better than the 
NIFTY 50 in 2017, 2018, 2019

Annual performance of NIFTY 50 and NIFTY 100 ESG

Not only have ESGs performed better in crisis they have also been proved to be more adaptable. The ESG funds actually 
remained resilient, attracting $500 million during the lockdown. In fact, there was a record inflow (PDF), driven in part by 
the launch of the Axis ESG Equity Fund, which received $239 million.In 2019, Moody’s considered ESG risks as material 
credit consideration in 33% of the 7637 private-sector rating actions published and the non-renewable industry received the 
highest rating actions. This shows that even credit rating agencies are identifying ESG factors as material for bond investors.  

Central Bank’s Role 
Central Banks have a profound impact on the flow of sustainable finance. In 2019, the Reserve Bank of India (RBI) published 
a report on the progress and trends of the banking sector, the RBI stated that India’s banks need to be sensitized to international 
initiatives and urged financial institutions to comply to sustainable practices. In April 2020, RBI published a study showing 
that climate change has a significant impact on food price inflation. To mitigate these risks, the central bank may begin 
to incorporate environmental factors into its prudential policies, requiring climate-related disclosures by banks, computing 
reserve requirements on the basis of green assets, starting to invest in green assets and providing liquidity to banks investing 
in environmentally-friendly project. 

One other way of steering capital into the social and environmental goals would be through priority sector lending targets for 
banks. Presently, 40% of bank lending has been channeled to sectors believed to be crucial for economic growth. So far, RBI has 
numbered lending to social infrastructure and small projects but these barely amount to anything in the loan portfolios. 

Challenges 
The banking sector can play a strategic role; however, it is also riddled with non-performing assets. In March 2020, NPAs 
accounted for 9% of total lending.  Not only that, sustainable finance faces barriers far more than simply in the terms of 
amount available. It also faces risks associated with political, regulatory, and technological aspects.
The following published in the UNEP report (Delivering a Sustainable

Financial System in India). It shows the various barriers in establishing sustainable finance: 
Three main challenges relating to the mobilization of finance are evident in the Indian context: 

The first is related to the fact that India does not have substantial access to multilateral finance or grant 
funding for plugging the fiscal gap in sustainable development-related expenditure. The NitiAayog estimated 
that the country needs to spend close to US$1 trillion every five years on basic infrastructure (over the 12th 
Five-Year Plan period between 2012 and 2017),26 whereas the total budget of the central government is closer 
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to US$250 billion and the total size of international climate finance by 2020 will be closer to US$100 billion 
per year. Moreover, India has graduated from its low-income status and is now a lower middle-income country 
according to the World Bank classification, which means that access to concessional lending from the World 
Bank will decrease; importantly, India has been the largest recipient of loans from the World Bank, amounting 

to around US$102.1 billion, between 1945 and July 2015.
The second challenge relates to the participation of the private sector. Again, the example of the infrastructure 
funding requirement is indicative of the size of the challenge: the government estimated that around half of 
the US$1 trillion requirement would have to come from the private sector. Similarly, India spent about 1.9 
per cent of GDP on health and 3.9 per cent of GDP on education in 2014 according to World Bank statistics. 
There is a large gap to fill, and private sector participation is currently limited, partly because of the limited 
banking credit available to finance long-term projects as well as the lack of institutional capacities to mitigate 
or manage political risk.27 The participation of the private sector is also linked to the challenge of structural 
31Delivering a Sustainable Financial System in India economic reform – the longer the country delays 
substantive reforms in sectors ranging from public procurement to tax administration, the bigger the challenge. 
 The last challenge is one that the country has begun to respond to: instituting overarching political frameworks 
for focused bilateral and multilateral cooperation on the sustainable development agenda. Such cooperation 
where the government leads and the industry follows could become a global template for sustainable 
development-linked cooperation. For instance, at COP21, the Indian government took the lead in instituting the 
International Solar Alliance, which aims to bring together developed and developing countries, governments, 
industries, academics and other relevant institutions. The members of the Alliance will make joint efforts 
through innovative policies, projects, programmes, capacity building measures and financial instruments to 
“mobilize more than US$1,000 billion of investments that are needed by 2030 for the massive deployment of 
affordable solar energy”. India will be hosting this initiative at the premises of the National Institute for Solar 
Energy and will provide around US$30 million to build the secretariat infrastructure. All partners hope that 
this will help catalysing investments and research in solar energy across the world, with the private sector 

expected to play a critical part.
But the most fundamental question is the trickiest to solve, because it boils down to ethics rather than finance. How can the 
relative value of, say, educating a girl in the developing world be compared to preventing a ton of air pollution? Investors 
choice will be driven by personal preference rather than financial calculation.

CONCLUSION

The adaptability of ESG investments during the current pandemic crisis, increasing demand for sustainable finance products 
and RBI’s interest all indicate the possibility of re-directing finance as India emerges from lockdown. 
A system-wide plan to move forward sustainable finance in India is required. It would require RBI’s risk-based focus and 
its priority sector lending programme as well as the government needs to have a macroeconomic attitude towards fiscal 
management. 
To persuade more investors toward sustainable finance products the government can give tax incentive. 
The direction of travel is crystal clear- Financial institutions and Investors will be required to analyse, monitor and disclose 
the sustainability of investments.In the face of climate risk, the financial market has an opportunity to innovate which, within 
the appropriate framework, can drive value as well as further climate-related and ESG objective
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INTRODUCTION

The emerge of coronavirus disease in 2019 (COVID-19) have not even brought impact on public health but also largely 
effected the economy of the country. The virus was spreading from day to day and minute to minute. It has impacted all 
forms of small business but in this paper I like to explore more on how this effected the Supermarkets, textiles and many 
other retail stores and what are the strategy they brought in the business later. This paper studies about three factors: Firstly, 
how the emerge of coronavirus effected the retail sectors and changes they brought in their management. Secondly how 
long did business expect the crises to last. Thirdly what are the changes in the purchasing power of customers. There are an 
approximately 42.50 million of small scale business in India in that more than 10 thousand are of supermarkets. This survey 
was conducted between the month of March and October 2020. The survey allows us to understand the critical point of 
increasing of covid-19 and the uncertain decision taken by the government and how it affected the business.

Retail stores is a place we can get all necessary types of consumer goods and non-consumption goods. It is basically a self-
servicing shop offering a wide variety of grocery, food, beverage, households products in sections. They mainly focus on selling 
fresh products like diary product, fresh fruits and vegetables, meet and baked goods. But there comes a sudden emerge of a virus 
that equally effected the people and business man. The people who runs retail stores were not able to sell their products because 
customers are so much insecure to go out and purchase even the necessary items. This has largely effected the business cycle. 
Their income starts to reduce, they couldn’t meet the need of daily wages employees and products expiry dates starts to get closer. 
People went out of stock with necessary items but were panic about their income and become so unsecured to spend.

We know that still the virus is spreading in high forms and equally people are suffering to meet their livelihood. The result 
suggest that the pandemic had already created a massive change on retailers.  During the first month of the year the whole business 
were asked to close down for temporally but later it extended to months and government aid was available to the people. But the 
retail stores and other business were closed down completely and they were given a specific day in the month to open the store I 
which the customers were limited and had to take all the possible safety measures. Later government gave permission to open it 
as usual but though the entry was limited and had to take many other safety measures. People were still panic to go out and buy 
products and that had largely effected the business. The customers very highly comfortable with takeaways and door delivery. 
This really made a change in the strategy of the business. The small retail stores which doesn’t provide door delivery had to bring 
the service. The business which doesn’t have net payments, had to bring net payment system such as google pay, phone pay etc. 
The result also shows that there was a high downfall of income. So that most of the retailer had to cut down the 
number of employees and the existing employees salary. This result is the loss of livelihood for many people 
and they had to reduce their purchasing power too. Also the studies show the financial fragility of the business. 
The economy and business will expect such type of pandemic hence they are following and adopting another 
way of managerial strategy.

IMPACT OF COVID-19 ON RETAIL SECTORS

Aswathi Shanker
M.com, Faculty of Science and Humanities, Kattamkulathur, Chennai

COVID-19(coronavirus) has been effected to the world by the end of 2019 and the effect was hardly in the whole year of 
2020. All the industries of the world are seriously dealing with this devastating effects of covid-19. The whole people and 
organization in the country is operating in the wake of the deadly virus. Coronavirus have been seriously affected the small 
scale business in many ways. Many lost their life, livelihood and lot more.

COVID -19 is something that barely effected the life of humans. Since the day of the arrival of this pandemic the business people 
are hardly effected. The pandemic seriously affected all the small scale industries. Their customers start to reduce by which there was 
a heavy loss for the business. This article shows the finding of a bibliographic study on how covid-19 effected the small scale business. 
Also the findings of this study will show that there will be a many changes to be occurred in all the type of small scale business. 
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LIMITATION OF STUDY
 ● Time constrain
 ● Lack of previous research studies on the topic
 ● Limited access to data
 ● Insufficient sample size

METHODOLOGY
The study is purely based on secondary data and primary data taken through questionnaires and survey. Thedata are analysed 
and interpreted in percentage form.

REVIEW OF LITERATURE
Corona virus (COVID-19):
Coronavirus is spreading disease caused by the newly discovered vires called coronavirus. Most of the people in the world 
are affected by this virus. This virus leads to illness, fever to the effected person and recovers without any special treatment.
Small scale business:
Small scale business is the type of business that requires less investment. It requires small number of employees and will have 
a low sale volume.
Retail stores:

Is a place of business usually owned and operated by retailer.

FINDINGS 
The overall impact of covid-19 on retailing is large owing to many factors. The retail sectors are an economic heavyweight. On 
average scale across OECD economies, about 1in 12 workers are employed in retail, and the sector accounts for almost 5% of GDP. 
Moreover, it mainly serves final demand and occupies an important position in value chain for both provider and households.

In considering the objectives of the study there are a lot of changes that brought in the field of management. The retail sectors 
have adopted new method of sales. The large changes occur in the field of E-banking. Supermarket which receives money are 
now converted into mobile banking. After the occurrence of COVID-19 pandemic they are also expecting such pandemic to be 
occurred in future hence, the business has started to adopt new method of sales system and management system. 

Some of the findings of the study are- conversion of sales system to e-banking or net banking, adopted the service of door 
delivery which can be accessed through online or through call. In sales there have been an increase in the purchase of cleaning 
product like sanitizers, washing liquids, etc. 

Due to the fear of financial collapse people are not ready to buy commodities from the market. This leads to financial 
collapse for the supermarkets to meet their expenses on paying daily wages, salary, creditors, loans, etc.

Also the study shows that employees are demanding for increase in salary and That will lead to downfall of the business. 
The COVID-19 pandemic is radically changing the demand pattern for products and services, which has in turn increase the 
risk of global and regional supply chains and network in the market.

CONCLUSION AND SCOPE FOR FUTURE STUDY
COVID -19 have brought a drastic change in the field of business. During the first month of the pandemic to now the expectation 
about the market is fluctuating. The situation cannot be holed in once hand. Retailers has seriously been effected by the pandemic. 
They are not able to sell the commodities because customers are panic to come out and purchase goods. And in many cases the 
stock in the retail stores were out of stock and they were not able to transport the goods from different warehouses. COVID-19 is a 
serious issue dealing by the economy and mostly it was effected to the common people and small scale business. Few drawback of 
the finding is that the people are panic about the situations hence they are stockpiling essential which leads to out of stock of product 
in the market. And it indicates that the behaviour of the people are complex and it is a very interesting phenomena to research on for 
future researchers. COVID-19 crisis will continue to impact on business in next few years. The pandemic will affect the economy, 
societal and technology. The current study is a bibliography review based on 5 papers on covid-19 and 6 papers based on the impact 
of covid-19 on retail stores. And COVID-19 domain reveals several opportunities for future practice and research work.
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INTRODUCTION

Cloud accounting is Internet-based utility computing, basically shared resources, software and information that are used by 

end-users hosted on virtual servers.The user can use the modalities of cloud accountingboundlessly whenever demanded. 

Instead of setting up their own physical infrastructure, the users ordinarily prefer a mediator provider for the service of the 

internet in cloudaccounting. The users have to pay only for the services they had used.The workload can be shifted to reduce 

the  

Workload in cloudaccounting. A load of service is handled by the networks which

 

CLOUD ACCOUNTING
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 The cloud accounting is a rapidly developing technology, which has brought significant changes and opportunities to various 
sectors in India. It is a pervasive computing paradigm that has revolutionized how Information Technology infrastructure 
and services can be delivered. There is a growing interest around the utilisation of cloud accounting in the education sector.
Cloud accounting has become a relatively popular approach between those businesses that would like to be agile, flexible and 
provident. For these purposes many companies have started to transfer all or parts of their business processes to the cloud 
platform.  This paper explores cloud accounting and its merits and de-merits which may help an organization in taking a wise 
decision either in favour of it or against it. Cloud accounting is the buzz word now in the field of information technology. 
It is the concept of where an organization has its data and application hosted on a third party infrastructure. Sometimes the 
applications are designed and developed by the service provider and the company using it uses that application against its 
own data. There are several factors for deciding in favour of it as well as several factors that raise strong questions for its 
acceptance. It is totally based on the need of the organization, whether it leverages cloud accounting or not. 
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Forms the cloud that’s why the load on local computers is not heavy while running an applicationso the requisition of 
hardware and software at the user side is decreased. All we need to have a web browser to use cloudaccounting. All we need 
to have a web browser like chrome to use cloudaccounting. The cloud computing has many advantages with some limitations, 
both arising from the fact that all data and applications are located on the Internet. Since the data stored and applications on 
cloud can be access real time and online.

REASONS FOR USING CLOUD SERVICES:

There are a number of reasons that influence a company to use cloud services. These are:
 ●  Maintaining Focus on the Business: Businesses are realizing that running an IT department is not their core 

competency; they are better lawyers, doctors or plumbers. Buying cloud services, either in the form of asingle 
application or their entire datacenter is often more cost effective, more reliable and lets them reallocate their limited 
resources to growing their business.

 ●  Business Agility: Businesses with significant technology investments can find themselves unable to take advantage 
of shifts in the market or respond to competitive pressures because the capital, people or time arenot available in 
the measure needed to react. Cloud services remove these barriers, allowing businesses to continually adapt their 
technology needs to their business without the costs that would normally have to be considered with an onsite 
datacentre.

 ●   Reduced Capital Expenditures: Large capital investments can be minimized or eliminated altogether infavour of 
small monthly payments. Capital can be protected as keeping capital and operational expenses to aminimum can be 
very important to small and medium businesses alike.

 ●   Scale: Businesses that have peak seasons or different seasonal staffing demands can benefit from cloudservices by 
letting them temporarily dial up more capacity for the seasonal business peaks, withoutpurchasing the hardware or 
software that would otherwise go unused during the slower times of the year.

 ●  Access from Anywhere: Being able to do business without borders is one of the major benefits of cloudservices. 
Access to the applications and data is available to authorized users anywhere there is Internetaccess.

 ●  Staffing Efficiency: Cloud services can help maintain an efficient technology staff, outsourcing keytechnical 
specializations or technology staff as it makes sense for the business.

USING CLOUD ACCOUNTING SOFTWARE:

Cloud Accounting Software was mainly developed to solve the problem of portability of data. Earlier, a file required to be 
accessed later was stored on hard drives or USB flash drives. Devices like Hard drives, USB flash drives and other portable 
storage devices made transporting information between multiple machines an easy process. However, these traditional 
methods of storage had significant drawbacks. For example, data stored on hard drives are susceptible to loss of data through 
different situations such as fire accidents, non-functioning of any of the tiny mechanical parts of the drive, etc. In case an 
important document is stored on a USB flash drive there is always a chance of losing the data during travel or due to damage 
occurring to the drive. The working of Cloud based accounting software is similar to the other cloud based software. Files 
which are generally stored on a hard drive are stored online. This ensures that the information is easily accessible.
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ADVANTAGES OF CLOUD ACCOUNTING:

1. Accessibility:

By the use of cloud accounting software, users can access data from any place and through any device havinginternet 
connection. This provides high amount of flexibility to the small and large enterprises. Work groups andteams around the 
world can access data and information and work together with no hindrance of place.Data sharing becomes very easy with the 
help of cloud accounting. Users are required to have access rights to thesame system with their unique passwords

2. Security:

Security of data remains a major concern for any individual or enterprise. Cloud Accounting has a similarmechanism of 
storing data as the traditional software. Remote servers contain effective security protocols. Incase of loss of the device such 
as a laptop, data stored on remote storage is likely to keep the information muchsafer than storage on device. The threat of data 
theft is eliminated in CloudAccounting as the user must log into the cloud account to access the software.
Name of Conference: International Conference on Business Research 4|Page

3. Cost:

Capital investment is low as there are no servers at the client’s location. Enterprises generally spend huge amounts on 
infrastructure required to store and manage data. Also, this means there is lesser requirement of IT staff, so less labour costs 
and significant savings

4. Easy to Use:
The software is very simple to use and contains the basic functions. For example, with live feeds, the user has to carry out 
online banking and immediately the banking transactions are uploaded.

5. Bandwidth
Bandwidth refers to the amount of data that can be transported from one point to another within a given timeperiod. Cloud 
storage does not require attaching of large files to email. A link can be sent to refer to their colleague to the cloud. 

6. Availability of vital information:
With Cloud Accounting, information is available to the user as soon as the transactions are entered on the systems. This 
ensures timely management of finances, better and quicker decisions.
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DRAWBACKCLOUD ACCOUNTING:

1. Risk of data confidentiality:
There is always a risk that user data can be accessed by other people. So data and cloud protection must be good because if it 
won’t be dangerous for data confidentiality.

2. Depends on internet connection:
The internet is the only way to cloud computing. When there is no internet connection in your place, or the internet path to 
the cloud provider is in trouble, automatically access to your cloud computing machine will be disconnected. Now this is 
where the biggest obstacle is happening in developing countries and remote areas that do not have good internet access, and 
the weakness of public cloud is where everyone accesses the same server and server and will increase the risk of attack, and 
down the server.

3. The level of security:
Secrecy and security are among the most doubtful things in cloud computing. By using a cloud computing system means we 
are fully entrusted with the security and confidentiality of data to companies that provide cloud computing servers. When you 
experience a problem, you cannot sue the server for errors in the data. When you experience a problem, you cannot sue the 
server for errors in the data.

4. Compliance:
This refers to the risk of a level compliance deviation from the provider against the regulations applied by the user.

5. Vulnerable in the event of an attack:
There are lots of arguments against cloud accounting because the Cloud accounting work system is online, each component 
that is on Cloud accounting can be exposed to a wide range, and this is a wide open opportunity for attacks on data or activities 
stored on the server. When an attack is carried out by hackers, the problems that occur are data security, and data privacy.

6. Data Mobility:
It refers to the possibility of sharing data between cloud services and how to retrieve data if one day the user makes a process 
of terminating cloud computing services. And there is local storage where the data can be used at any time as needed.

7. Technical problem:
Besides that the use of Cloud Computing makes you unable to manage it yourself when there is a problem or a problem, you 
must contact customer support who is not necessarily ready 24/7. This is a problem because for some support you also have 
to pay more money.
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8. Low Connection:
It does not work well if the connection is slow. The quality of cloud computing servers is one of the most important 
considerations before we decide to provide cloud computing server service providers.

Comparative Study ofthe Services Provided By 5 Cloud Accounting Companies acrossthe World
Cloud Accounting is provided by many companies across the world. These are Top 5 companies providing cloud accounting 
services on the global platform are:

I.FRESH BOOKS:
Fresh Books is a cloud-based accounting software service designed for small enterprises. It basically sends Invoices and 
receives payment for their services. It was founded by Mike McDermentand Joe Sawadain 2003

II.XERO:
Xero is a software company that develops cloud based accounting software for small and medium enterprises. It was founded 
by Rod Drury and his personal accountant when they felt that traditional desktop accounting software had become out-dated 
and decided to create a modern cloud-based product.

III. ZOHO:
Zoho is cloud software and system developer for business management. The company was founded in 1996 by Sridhar Vembu 
and Tony Thomas in Pleasanton, California and has development offices in India.

IV.QUICK BOOKS:
Quick books are accounting software which is marketed and developed by Intuit. It is basically used by small and medium 
enterprises for accounting functions and cloud based services, which deals with payments, payrolls etc. Intuit was founded in 
1983 by Scott Cook and Tom Proulx in Mountain View, California, USA.

GO DADDY:

Go Daddy bookkeeping facilitates tools for tracking income and expenses. Their services are directly Collaborated with 
Amazon, eBay etc. Go Daddy was founded in 1997 by Baltimore, Maryland, entrepreneur Bob Parsons.

Table showing the various services provided by the top 5 Cloud accounting companies

Company name/parameter Fresh books Xero Zoho Quick books Go Daddy
Double entry - YES YES YES -
Mobile access YES YES YES YES YES
All major A/R and A/P 
transaction forms

- YES YES YES -

Payroll - YES - YES -
Inventory tracking - YES YES YES -
Live support YES - YES YES YES
Document management - YES - YES -
Multi-currency support YES YES YES YES -
Customer/vendor portals YES - YES - -
Training availability - YES - YES -
Estimates quarterly taxes - - - - YES

4 8 7 9 3

CONCLUSION

Cloud computing is recently new technological development that has the potential to have a great impact on the world. It has 
many benefits that it provides to it users and businesses. Cloud accounting software utilizes the Cloud to store accounting 
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data. It makes financial information accessible to owners and employees anywhere with an Internet connection. Every day, 
more and more businesses are turning to cloud computing. From connected appliances to Internet-based education programs, 
people all over the world are utilizing the cloud as a way of connecting with customers and making their own business 
practices more effective. For example, some of the benefits that it provides to businesses are that it reduces operating cost by 
spending less on maintenance and software upgrades and focus more on the businesses itself. But there are other challenges 
the cloud accounting must overcome. People are very sceptical about whether their data is secure and private. There are 
no standards or regulations worldwide provided data through cloud accounting. Users also worry about who can disclose 
their data and have ownership of their data. But once, there are standards and regulation worldwide, cloud accounting will 
revolutionize the future. 
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INTRODUCTION

Insurance is a system by which the losses suffered by a few are spread over many, exposed to similar risks. In insurance policies 
large numbers of people exposed to a similar risk make contributions to a common fund out of which the losses suffered by the 
unfortunate. This helps the sufferer during the accidental event to support the insurance policy holder. Insurance is a protection 
against financial loss arising on the happening of an unexpected event. Insurance policy helps in not only in mitigating risks 
but also it provides a financial cushion against adverse financial burdens suffered.

Insurance is a sector whereas its contribution to GDP has been quite significant. Post independence, the Indian Government 
nationalized the private life insurance companies with a view to raise funds for the infrastructure developments that lagged 
behind pathetically. The scatters of general insurance companies were brought under an umbrella called general insurance 
company at the year of 1972. However in the name of nationalism the public sector bureaucracies, cumbersome procedures 
and inefficiencies were bought to the nation and at the same time still these nationalized companies managed to retain millions 
of policyholders, who had no other options. While the early 90s brought the forth liberalization on all major economic fronts, 
the insurance was left untouched. As a result the passage of IRDA bill paved the way for the liberalization in Indian insurance 
sector. Insurance industry in India is a booming sector with a huge population base and large untapped market perhaps 
insurance industry is a big opportunity area in India for national as well as for the foreign investors.

REVIEW OF LITERATURE

T.V. Rao and Raju Rao (2002)1 conducted a study on “Leadership Styles and their Impact” and identified the impact of 
three different leadership styles on the learning climate generated in the organization as perceived by 48 top level managers 
in a company. The leadership styles studied are: benevolent or paternalistic style, critical style and developmental style. The 
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The Indian life insurance industry has its own origin and history, since its inception. It has passed through many obstacles 
and hindrances to attain the present status. Insurance owes its existence to 17th century England. In fact, it took shapes in 
1688 at a rather interesting place called Lloyd’s Coffee House in London, where merchants, ship-owners and underwriters 
met to discuss and transact business. This research paper is an attempt to focus on the study of Leadership styles in Life 
Insurance Industry and also to find out the effectiveness of Leadership on the overall performance of the organization as 
well as development of the employees. The research work ends with certain useful recommendations to make the prevailing 
leadership styles more effective and contributory for micro and macro development of insurance sector. 
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study indicated that while benevolent style creates dependence and resentment, critical style creates resentment and it is 
developmental style that tends to create learning and job satisfaction.

Oke (2012)2 found that leadership of project managers in Nigeria Construction Industry affected success of the projects 
and that Autocratic leadership is popular with project managers since directing, controlling and coordinating groups is easier 
to achieve targets. However the study failed to indicate whether autocratic leadership predict significantly success of the 
projects. Locally studies focus on examining influence of human factors on project success. 

Kibuchi (2012)3 examined influence of human factors and project performance in construction projects in Kenya and 
revealed that human factors hinder success of projects. However, for most of the aforementioned studies, the relationship 
between project manager’s leadership style and project performance has not been directly addressed especially in the insurance 
company. This study sought to examine influence of project leadership styles on performance of projects by Eagle Africa 
Insurance Limited Kenya?

Tariq, Ramzan, and Riaz (2015)4 stated that work load, wages, stress at jobs, and family conflicts arise due to job 
dissatisfaction among the employees and results in higher turnover within organization also determined that these working 
conditions, career growth opportunities, and developments are the key players in the job satisfaction and motivation of 
employees.

Likert and Likert (2016)5 opines that a leader with technical competence and high performance goals exerts a lot of 
pressure on staff for high production at low costs. This is achieved through tight budgets across the board, budget cuts, 
personal ceilings and tightened standards to achieve impressive productivity and financial results in the short term.

John Yaw Akparep   (2019)6     The study examined the leadership style practiced at TumaKavi Development Association 
(TKDA) in Northern Region of Ghana and its effect on its organizational performance. Qualitative case study design was 
employed. Purposive sampling was adopted to sample a total sample size of 11 respondents representing 65% of the total staff 
population. The study established that TKDA majorly uses democratic leadership style in its operations. It The results of this 
study also revealed that there is strong relationship between leadership style and organizational performance of TKDA. As 
the strength of the organization dwells much on democratic style of leadership, it is recommended that management of the 
organization applies more of that and mix it with other leadership styles where necessary for the organization to wax stronger 
within its industry

OBJECTIVES OF THE STUDY

The main purpose of this research is to examine organizational and professional settings and leadership styles in Life 
Insurance Companies to investigate light of their behavioral and work related determinants acting on the employees. The 
major objectives of the study are as follows:

 ●  To find out the impact of demographic variables of respondents on organizational and professional settings and 
leadership practices adopted by executives in Life Insurance Companies.

 ● To analyze the relationship between Organizational and Professional Settings and Other Variables.

SCOPE OF THE STUDY

The study focuses on leadership styles with special reference to Life Insurance Companies in Chennai towards Indian life 
insurance companies as the main objectives of this study. Hence, the unit of study is the respondents in Chennai city and the 
universe of discourse is the population of India. Further, the study also focuses on leadership style and strategies of Indian 
life insurance companies.

METHODOLOGY

A study on leadership styles with special reference to life insurance companies in Chennai city. The study also deals about 
organizational culture, satisfaction, consumer attitude and preference towards life insurance companies in Chennai city. The 
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study is based on both primary data and secondary data. Data and information relating to leadership styles and strategies of 
selected life insurance companies, their insurance products and their performance are collected and analyzed from various 
secondary sources which include annual reports of selected private life insurance companies for various years, annual reports 
of Insurance Regulatory Authority of India (IRDA), Hand book on Indian Insurance Statistics etc., 

SAMPLING FRAME

Primary data required for the study have been collected through questionnaire and it is issued to respondents of Chennai 
city who are the sample for the study. Sample consists of life insurance company executives in Chennai city belonging to 
different occupations, religion, category and age group. The sample size for the study has been selected as 125 respondents. 
Convenience sampling has been adopted considering the availability and approachability of people and bank personnel for 
the purpose of data collection effort.

Tools Used
The present study has been analyzed by the tools such as Percentage analysis, ANOVA, Correlation and Regression

Analysis and Interpretation

Table 1 - Demographic Profile of the Respondents 

                    No. of Respondents Percentage

Gender Male 72 58
Female 53 42

Age 21 to 30 Years 47 38
31 to 40 Years 31 25
41 to 50 Years 25 20
51 to 60 Years 14 11
Above 60 Years 8 6

Education UG 39 31
PG 33 27
Professional 28 22
Technical 25 20

Experience Less than 10 Years 47 38
11 to 20 Years 36 29
21 to 30 Years 23 18
Above 30 Years 10 8
Retired and Reemployed 9 7

Marital Status Married 79 63
Single 46 37

Level of Management Top level 51 41
Middle level 48 38
Lower level 26 21

Department of Working Finance 48 38
HR 37 30
Marketing 26 21
System 14 11

Annual Income Rs. Upto 3 Lakhs 54 43
3 Lakhs to 5 Lakhs 48 38
Above 5 Lakhs 23 19

Insurance Company Government 69 55
Private 56 45
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Number of companies served so far One 55 44
Two 37 30
Three 25 20
More than three 8 6

Total 125 100
Table 2 - Gender and Organizational and Professional Settings of the Respondents

Gender Mean Value F value P value Result

Male 62.3397 .196 .658 Not significant

Female 61.2911

Source: Primary data
*At 1% level of significance **At 5% level of significance
The above table reveals that there is no significant difference between gender and organizational and professional settings 
towards insurance companies. It means that there is no difference on the basis of gender with regard to level of organizational 
and professional settings towards insurance companies.

Table 3 - Age and Organizational and Professional Settings of the Respondents

Age Mean value F value P value Result
Up to 30 years 62.3459

.671 .570 Not significant

31 years to 40 years 62.3722
41 years to 50 years 62.7867
51years to 60 years 63.1287

   More than 60 years 64.945
Source: Primary data
*At 1% level of significance **At 5% level of significance
The above results reveal that with the advancement of age, perceptions of organizational and professional settings towards 
the insurance companies in Chennai city show a significantly higher level among respondents who are from more than 41 
years of age and it is increased among the respondents. Also across all age- groups, they are not significantly different in 
their perceptions on organizational and professional settings. This further strengthens the argument that ‘age’ is an important 
factor influencing the perception on organizational and professional settings. From above table it is concluded that, there is 
no significant difference between age and perception on organizational and professional settings.

Table 4 - Educational Qualification and Organizational and  Professional Settings of the Respondents

Educational qualification Mean value F value P value Result

UG 62.3640

       .494    **000     Significant

PG 63.2331

Professional 64.3854

Technical 62.2776

Source: Primary data
The above table shows that respondents, when analyzed on the basis of educational qualification results reveal the there 
is significant differences in the perceptions towards the organizational and professional settings of insurance companies. 
Mean scores show that the organizational and professional settings shows a significantly higher level among Respondents in 
irrespective of their educational level. It concludes that, there is significant difference between educational qualification and 
perception on organizational and professional settings.
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Table - 5 Experience and Organizational and Professional Settings of the Respondents

Experience Mean value F value P value Result
Less than 10 years 72.3640

3.195      *000 Significant

11 years to 20 years 73.2331

21 to 30 years 74.3854

Above 30 years 75.2776

   Retired and Reemployed
73.2451

Source: Primary data
Above tables indicates that the insurance companies employees are experienced above 30 years which has scored  higher 
mean of  value of  73.24 and  the lowest mean was scored by the  insurance companies  employees  experience  less than 10 
years (72.36). This shows that  the  insurance  companies  employees who are more than 30 years of experience do have more 
clarity about the organizational and professional settings. Employees with less than 10 years of experience have less clarity 
about the organizational and professional settings or organizational culture. The obtained ‘f’ value is 3.195 and it is significant 
at 1% level. The value indicates that there is significant mean difference between insurance companies’ employees experience 
with respect to organizational and professional settings or organizational culture.

Table - 6 Pearson’s Correlation Matrix

   Variables
Organizational and    
professional settings

Work involvement and   
enhancement practices

Organizational climate, 
working environment

Leadership styles 
and practices

Organizational and   professional 
settings

1 .404 ** .409 ** .134**

Work involvement and   
enhancement practices

.404 ** 1 .286 ** .182 **

Organizational climate, working 
environment

.409 ** .286 ** 1 .316**

Leadership style and practices in 
insurance companies .134** .182 ** .316** 1

Following inferences are arrived from the above table.
 ●  From the above table inferred that, the organizational and professional setting of insurance companies are significantly 

relationship with the work involvement, work enhancement practices, organizational climate and leadership styles in 
insurance companies.

 ●  Work involvement and enhancement practices variables significantly correlated with organizational and professional 
settings, organizational climate, working environment and leadership styles and practices.

 ●  Organizational climate and working environment variable significantly relationship between organizational and 
professional setting, work involvement and leadership style and practices in insurance companies.

 ●  Leadership style and practices variables highly correlated with organizational and professional settings, work 
involvement, work enhancement, organizational  climate and work environment.

The Relationship between Organizational & Professional Settings & Other Variables

Hypothesis :

Ho:  There is no relationship between the organizational and professional   settings and work involvement and work 
enhancement practices, organizational climate and working environment and leadership style and practices in insurance 
companies
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In this part of the analysis, organizational and professional settings and work place variables such as work involvement 
and enhancement practices, organizational climate and working environment, leadership style and practices are entered by 
adopting simultaneous method. The independent variables are work involvement and enhancement practices, organizational 
climate and working environment and leadership style and practices.

Table 7 - Relationship between Organizational and Professional Settings and other Variables

Model Summary

Model R R Square Adjusted R Square Standard Error of the Estimate
1 .513 .263 .254e 3.94924

Source: Primary Data

Predictors: (Constant) work involvement and work enhancement practices, organizational climate and working 
environment and leadership style and practices in insurance companies. The above table shows the model summary for 
the R, R2 Adjusted R2 and of the estimate. The adjusted R square indicates that the proportion of the variance which is 
accounted for by set of predictor (independent) variables. According to the specification of Thail (1978) using adjusted R2 is 
better than using R2 value. The explanatory variables such as work involvement and enhancement practices, work behavior, 
leadership style and practices in insurance companies can explain 25% of the total variability of the dependent variable 
namely organizational and professional settings.

Table 8 - Relationship between Organizational and Professional Settings and Work Place Variables

ANALYSIS OF VARIANCE

Model Sum of Squares Df Mean Square F Sig.
Regression  1409.019 3 469.673 30.114 .000
Residuals 3945.917 253 153.597
Total 5354.936 256

Source : Primary Data

Predictors: (Constant ) work involvement and work enhancement practices, organizational climate and working 
environment and leadership  style and practices in insurance companies,  Dependent Variable: organizational and professional 
settings.

From the above table F value for the model is significant (F, 253 = 30.114, P < 0.0005). The above mentioned table 
ANOVA shows the significance of the combined effect of explanatory variables in the regression model.  In the above table 
F 3, 253 = 30.114 and the value of P < 0.0005. It revealed the regression model is statistically significant. Hence the null 
hypothesis is rejected. Hence there is a significant relationship between organizational and professional settings and other 
variables.

The contribution of each explanatory variable requires individual coefficient values which appear in table, this table 
provides the level of contribution by each predictor variable to explain the criterion variable. The beta regression coefficients 
allow assessing the strength of the relationship between each predictor variable to criterion variable. The larger t value and 
smaller P value suggests that a predictor variable is having a larger important than criterion variable.



659
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Table 9 - Relationship between Organizational and Professional Settings and Work Place Variables

COEFFICIENTS (A)

Model

Unstandardized Coefficients Standardized 
Coefficients

t Sig.

B Standard 
Error

Beta

Constant 47.923 3.175 15.096 .000
Work involvement and enhancement practices .219 .042 .298 5.192 .000
Work Behaviour .133 .023 .323 5.737 .000

Leadership style and practices in  insurance 
companies

.042 .029 .078 5.421 .000

a. Dependent Variable : Organizational and professional settings

Source : Primary Data

The standardized coefficient value of work  involvement  and  work enhancement practices, organizational climate and 
working environment and leadership style and practices in insurance companies are .323, .298 and .078 respectively. The 
value of P is small (P<0.0005) for the work involvement and work enhancement practices, organizational climate and working 
environment and leadership style and practices in insurance companies. The result revealed that organizational climate and 
working environment has a large effect on the criterion variable (organizational and professional settings) as compared to 
other predictor variable, such as work involvement and work enhancement practices, organizational climate and working 
environment and leadership style and practices in insurance companies was not a significant predictor in this model.

CONCLUSION

The researcher conclude the leadership practices of life insurance organizations on the basis of  primary and secondary data 
concludes that  in case  of Life insurance organizations the most preferred style of leadership is autocratic style followed 
by the democratic style and laissez-faire style of leadership. The behavioral theory follows situational approach in the 
leadership practices in insurance companies’. The researcher has also find the organizations performance on the basis of 
various parameters like organizational and professional commitment, work involvement, enhancement, environment and their 
track record, coverage, business, various HRD practices, training and development, performance appraisal, deputation policy, 
probation period and so on. Overall LIC is a preferred organization because it is very old and it has a large network, large 
business, high market share and etc.
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INTRODUCTION

The concept of Self Help Groups serves to underline the principle ‘‘for the people, by the people and of the people”. A Self 
Help Group (SHG)is a village-based financial intermediary committee usually composed of 10-20 local women or men. 
These groups can be either registered or unregistered . Self Help Group approach is a new paradigm into the field of rural 
development which main objective are to increase the well-being of the people, provide access to resources and credit, increase 
self- confidence., self –esteem and increase their creditability in all aspects of lives. Women face a wide range of biases in 
society , unequal opportunities in education, employment and assets ownership. Women’s income is vital to the well-being 
of children , women has a greater positive impact on child survival and nutrition than does additional income in the hands of 
me. Poverty is the root cause of all evils for the development of women. Majority of the third world women are involved in the 
informal sectors of economic activities. Most of these activities do not yield sufficient income to eradicate women poverty 
. The SHGs today have become a vehicle to pursue diverse development agendas and even for the profit motive. SHGs are 
effective in reducing poverty, empowering women and also development of the rural areas. Micro-finance scenes is dominated 
by SHG bank linkage programme as a cost effective mechanism for providing financial services to the „unreached poor. Self- 
help as a strategy for social development places emphasis on self-reliance , human agency and action. It aims to mobilise people, 
to give them voice and build people’s organisations that will overcome barriers to participation and empowerment. Central to 
the idea of self help is the formation of groups, concepts of a community and the development of egalitarian relationships that 
will promote people’s wellbeing.

The approach towards uplifting the poor women economically should be self help. Thus Self Help Group is considered 
as the movement of self development. Self Help Group is the institution setup through which the micro credit is routed by the 
formal and semi formal micro finance institution to assist the poor women.

SHGS EXPERIENCE

Self help groups(SHG) is now a well known concept. It is now almost two decades old . It is reported that the SHGs have a 
role in hastening country’s economic development. It has now evolved as a movement. SHGs are basically formed by women 
for which the participation of women in the country’s economic development is improving. Self Help Group in India has 
come a long way , since its inception in1992 as during that time NABARD took real effort to form linkage of SHGs with the 
banks. It has made dramatic progress from 500groups in 1992 to some 20,18,456 groups that have taken loans from banks. 
The NABARD (2016) said that the micro-finance exhibited a robust growth with 50% jump in loans disbursed consecutively 
during last three years Rs 23682 crore during 2013-14 to Rs 37599 crore and further to Rs 61860 crore during 2015-2016 
(as per data). There was a net addition of 2.06 lakhs SHGs during the year increasing the number of SHGs having linkage to 
78.03 lakhs as on March 2016.

A STUDY ON THE PERFORMANCE OF SELF HELP GROUPS

Yovan. I 
PG Student Development of commerce, SRMIST

In recent times, innovative efforts have been going on in the direction of institutionalising the rural people especially the 
weaker and the marginalised sections of the community and micro enterprise promotion. People in the development filed 
feel that it is a pre-requisite for empowering the rural poor, promoting sustainable development of rural economy and to reduce 
the rural-urban disparities. The current SHG strategy is therefore mobilisation of village women for saving and credit, and 
economic empowerment of rural women through micro- enterprises. The efforts put in by different promotional agencies are 
expected to result in starting of micro- enterprises which open the avenues for profitable livelihood opportunities to the poor 
women households in the rural area.

ABSTRACT
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 INITIATIVES OF NABARD

NABARD defines it as a group of 20 or less people from a homogenous class who are willing to come together for 
addressing their common problems. Generally the Self Help Group is a development group and informal in nature may consist 
10 to 20 persons. In case of areas with scattered and sparse population and difficult areas like desert and hills, this number may 
be from 5-20. The difficult areas have to be identified by the state level committee and the above relaxation in membership 
will be permitted only in such areas. The group shall not consist of more than one member from the family.The central idea of 
self-help is: "You alone can do it- but you can’t do it alone." The SHG method is used by the government, NGOs and others 
worldwide. SHG are considered as an important institution at local level.

NABARD(1995) defines Self Help Group as a homogeneous group of rural poor voluntarily governed to save whatever 
the amount they can conveniently save out of their earnings and mutually agrees to contribute to a common find to lend to the 
members for meeting their productive and emergency consumptive credit needs.

The NABARD guidelines to banks for implementation of the pilot project allowed ample flexibility to the participating 
banks to innovative responses and observed variations in the grassroots level situations. It aimed at providing credit to the 
informal SHGs of rural poor, through the banking system, with minimal documentation and simplified procedures. NABARD’s 
mission under SHG - Bank linkage programme aimed at the economic empowerment of the rural poor by improving their 
access to the formal credit system through various credit innovations in a cost effective and sustainable manner.

REVIEW OF LITERATURES

Keshava , A. K. Mehta and Gill H. K. (2010) indicated that about 37 per cent members had either started new economic 
activities or expanded the economic affairs after joining the groups. Average monthly income obtained from new activities 
was Rs. 2600. About 59% respondents started economic activities related to agriculture and allied sector. Around 53% of 
group members, who started new activity, did all the arrangements of procuring raw materials to marketing of final product. 
About 82 % respondents, who faced financial problems in running the activity, relied on group savings for taking loans.

Rajendran K. and Raya R.P. (2010) viewed that micro credit initiatives brought psychological and social empowerment than 
economic empowerment. The respondents of Natrampalli block were well empowered than their counterparts in Nemili block 
even though both the blocks have same level of socioeconomic conditions. Age and education were not having any influence 
on empowerment as well as on managerial skill development among rural women. Impact of micro finance was appreciable 
in bringing confidence, courage, skill development and empowerment but there was no positive impact in sustainable rural 
development especially reduction of poverty, creation of employment opportunities and creation of assets in rural areas. There 
was appreciable development in planning, coordination, decision making and financial skills among the leader respondents. 
But the effect of micro finance on communication, competency, technical, marketing and entrepreneurial skills were moderate 
only. There was a definite improvement of managerial skills, psychological wellbeing and social empowerment among rural 
women as a result of participating in micro credit through SHG programme.

Sushil Kumar Mehta and others (2011) revealed that the rural people have been vastly benefited by micro finance. It has 
helped them in their socio-economic upliftment. The rural poor now feel that they can also be partners in the process of rural 
development by joining in the SHG movement. The training of the members by the NGOs had increased their confidence, 
restored self-worth and improved their social concern about the neighbours. This study has also indicated that even though 
the members have joined the SHGs for various reasons, all of them have one common goal, which is seeking a better standard 
of living via a better organisation that works for their benefits. Hence, it was concluded that the SHGs have proved that they 
could serve as an alternative instrument of financial intermediation for the poor.

Sahu Lopamudra1 and Singh Suresh (2011) highlighted that SHGs were the key instruments in women’s empowerment 
which were generally facilitated and supported by NGOs. NGOs advised and trained in a variety of on and off farm income-
generating activities. SHGs had played very important role in supporting women by strengthening their earning ability, 
boosting their self-confidence and promoting regular savings. Thus the participants had economic security, easy credit 
accessibility, better decision making in family, improved family environment (relative freedom from domination), increased 
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mobility and improved political and legal knowledge. SHGs have provided women a common platform to discuss and solve 
their individual and community problems.

Anita Makkar and Sharmila Kumari (2012) revealed that SHGs have been identified as the potential pathway to alleviate 
poverty. The numbers of poor women enrolling in SHGs have been increasing remarkably all over rural India. SHGs have 
all the potential to bring powerful impact on women's empowerment. To reduce poverty by enabling the poor household to 
access gainful self-employment and skilled wage employment opportunities, resulting in appreciable improvement in their 
livelihood on a sustainable basis, through building strong grass-root institutions of the poor (SHGs) were the main motive of 
the most of the employment schemes. Thus SHGs have been showing the way ahead to alleviate the poverty of India along 
with women empowerment.

STATEMENT OF THE PROBLEM

In recent times, innovative efforts have been going on in the direction of institutionalising the rural people especially the 
weaker and the marginalised sections of the community and micro enterprise promotion. People in the development filed feel 
that it is a pre-requisite for empowering the rural poor, promoting sustainable development of rural economy and to reduce 
the rural-urban disparities. The current SHG strategy is therefore mobilisation of village women for saving and credit, and 
economic empowerment of rural women through micro- enterprises. The efforts put in by different promotional agencies are 
expected to result in starting of micro- enterprises which open the avenues for profitable livelihood opportunities to the poor 
women households in the rural area (Ravichandran K. & Revathi Bala .M (2008).

It has been the dream of the voluntary agencies and bankers to develop the ordinary women in our rural areas and in the 
urban slums in to citizens with dignity and capable of earning breads. These people of small means are almost all times, at the 
control of the landlords, moneylenders and other men of means, who always exploit rather than helping them to come up in 
their life. The SHGs promoted with the major object of extricating the vulnerable from the clutches of these merciless people. 
The SHGs become strong and vibrant social and economic movement in the country. As a result, programmes targeting 
these women are being formulated and implemented both by government and non-government organisations with the active 
financial support from the national level financial institutions and the international donor agencies. They encourage these 
groups to promote micro entrepreneurial activities. Some made success in their endeavour and others are striving to succeed 
in their attempt. This study is conceived to ascertain the factors contributing to the success or failure of the SHGs based 
enterprises promoted by NGOs.

OBJECTIVES OF THE STUDY

The study is conducted with the following objectives
 ● To study the overall socio economic status of the SHG members

 ● To understand the lending and recovery practices adopted by the members of SHGs in Mysore

 ● To identify the problem faced by the SHG Members to starting Micro enterprises.

METHODOLOGY

Primary sources of data were used for the study. For the study, sample of 150 respondents from the Mysore representing 30 
SHGs were purposively selected and the data required for the study were collected from them by administering a well prepared 
Interview Schedule.

THE FINDINGS OF THE STUDY (TABLE-1)

 ●  Majority of the women SHG members belonged to 30-40 years of age group. So, the women have gained sufficient 
experience to run the micro enterprises.

 ● The majority of SHG women under the study belonged to Hindu religion.

 ●  Majority of SHG women represented the backward community followed by scheduled caste and most backward 
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communities.

 ● All the SHG members were married and majority of the SHG members lived in independent nuclear families.

 ● Most of the SHG members in the study villages lived in tiled and pucca houses.

 ●  The educational level of the respondents showed that majority of them were illiterate (52.7%) and as such the poor 
literacy status was likely to have its influence on the performance of the SHG women as entrepreneurs.

 ●  Majority of the groups were able to mobilise enough money for lending to their own members and tomaintain 
financial relation with banks, to enable themselves to borrow sufficient money whenever they need it for on-ward 
lending to their members.

 ● Most of the SHG members felt that the objective of the SHG was to generate self- employment.

 ●  Majority of the women members of the groups were having weekly savings habit and they were able to save more 
amount in a short span of time.

 ● Most of the SHG members preferred Hotel and Petty shop business, as they were living in villages in and

 ● around Mysore having more number of moving populations.

 ● Most of the respondents of SHGs worked as non-farm sector labour before having membership in SHGs.

 ● After becoming the SHG members, they performed different trades which are also categorised as non-

 ● farm sector activities.

 ●  SHG promoted NGOs played a major role in the formation of idea for the trade and for starting the business by the 
SHG women, who did not have any idea regarding the trades.

 ●  Most of the SHG members felt that self-motivation and self-initiative are two important traits required for starting 
the micro-enterprises.

 ●  The study revealed that the SHG women’s interest, their exposure and familiarity to trade were found to be the 
prompting factors. The influence of friends and family in the selection of trade remained as a secondary factor.

 ●  The SHG members of the groups benefited much with financial assistance given by the SHG for starting the micro 
enterprises.

 ● Majority of the groups were strong enough to supply credit to the members for pursuing micro traders of their interest.

 ●  The study found that every three out of four women were getting the guidance of NGOs and Voluntary Organisations 
by virtue of being the members of the SHGs.

 ●  The study revealed that the micro enterprises taken up by the women helped to increase their standard of living and 
to have surplus in the form of additional savings for meeting the domestic expenses.

THE PROBLEMS FACED BY SHG WOMEN ENTREPRENEURS

The women folk of the rural areas face a number of problems while accessing credit. Of instance, collateral security, cultural 
distance between rural women and banks , high transaction cost, restricted and fixed banking hours , inflexibility in quantum 
and purpose of credit, inconvenient repayment schedule ,cumbersome procedure and exploitation by the intermediaries. 
Dissatisfaction with the result of many provides affective financial service to the rural people, particularly to the rural 
women. Taking a leaf out of the book of developing countries like Bangladesh, Indonesia , Bolivia and Philippines where the 
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combination of the combine efforts of formal and informal finances provide sustainable and valuable services to the poor. Few 
NGOs in India have started experimenting on innovative schemes of Self Help Group.

SWOT ANALYSIS

Strengths
 ● Monetary and moral support of NGO

 ● Ability and skill development

 ● Free initial capital support

 ● Assured regular wages

 ● Revolving fund to SHGs

 ● Constant motivation

 ● Proper keeping and maintenance

 ● Technical support

 ● Quality maintenance

 ● Marketing linkages with all groups

WEAKNESS

 ● Hesitation for door-to-door sales

 ● Family tie-ups and tradition

 ● Low level of literacy

 ● Ignorance and lack of capabilities

 ● Poor socio-economic milieu

 ● Lack of social independence

 ● Opposition for free mobility from family

 ● members to learn more skills

 ● Fear to handle machineries

 ● Poor observation and learning capacity

OPPORTUNITIES

 ● High level of awareness

 ● Separate identity

 ● Communication

 ● Linkage with all groups

 ● Socio-cultural changes

 ● Increase in standard of living

THREATS
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 ● Withdrawal of NGO support

 ● Stoppage of assistances through projects

 ● Competition

 ● Innovative Products

 ● Lack of advertisement

 ● Lack of advertisement

 ● Physical inabilities to handle machineries

 ● Increasing technology

CONCLUSION

Self Help Group has somewhat changed the women's status socially and economically, as they have played an important role 
in providing financial assistance, decision making in the family as well as being helpful to the other members of the group 
and educating their children which have enable the women in improving the relationship with the family also. There is a 
scope for the SHGs to turn into an effective participatory mechanism to promote socio-economic development. It is true that 
the SHGs are organised and are based on principles of self-help in order to develop conditions for to begin with providing 
savings and credit service to its members. The study shows that the SHGs have a minimum contribution in promoting women 
empowerment which has to get increased by having collaboration with the local NGOs and Government agencies.
In the study most of beneficiaries are female belonging SHGs as compared to male. Study reveals SHGs touched upon lives 
of particular poor women lived in rural areas.
It is found that the women in the SHGs have gained self confidence for social and economic self reliance and self sufficient 
among the members. The women in the SHGs are less dependent on personal saving sources rather they prefer the banks to 
save their saving which is a positive sign in itself. Being a member of the SHG the women are getting the exposure to have a 
social interaction with other people.
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Table – 1

S.No. Variables No. of Respondents Percentage
1. Age 20 – 30 46 30.6

31 – 40 95 63.3

41 and above 9 6

2. Religion Hindu 124 82.6
Christian 7 4.7

Muslim 19 12.7

3. Community BC 75 50.0
MBC 34 22.7

SC 41 27.3

4. Family type Joint 34 22.7
Nuclear 116 77.3

5. Type of House Pucca 59 39.3
 Tiled 82 54.7

Tatched 9 6

6. Educational Status Illiterate 79 52.7

Middle 53 35.3
High School 16 10.7

UG 2 1.3

7. Occupation Flour Business 29 19.4
Milk business 23 15.3

Sweet Stall 9 6

Tailoring 15 10

Hotel and Petty Shop 54 36

Fancy Store 15 10

Cycle Store 5 3.3

8. Age of the SHG Below one year 4 2.7
2 – 4 years 69 46.0

5 – 7 years 77 51.3

9. Opinion on the Objectives of the 
Group

Enhance family income 55 36.7

Generate self-employment 62 41.3

To borrow in need of urgency and 
loan

24 16.0
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Social development 9 6.0

10 Savings of the Group Monthly 29 19.3

Weekly 120 80.0

Fortnightly 1 0.7

11 Traits required for starting 
Enterprises

Self-motivation 72 48

Skill development 15 10

Initiative 53 35.3

Hard work 10 6.7

12 Source of Loan Loan from SHG 137 91.3
Loan from Bank 8 5.3

Loan from SHG and Bank 4 2.7

Own capital and 
loan from SHG

1 0.7

13 Source of marketing Own 90 60

Through shops 34 22.7

Through village cooperatives 23 15.3

Through NGO 3 2.0

14 Community Activities Rally 6 4

Rain water harvesting 12 1.3

Teaching 14 9.3

Sanitation 3 2.0

Awareness program 1 0.7
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INTRODUCTION

India is one of the largest manufacturers and producers of two-wheelers in the world. India stands next to Japan and China 
in terms of the number of two-wheelers produced and domestic sales respectively. This difference was achieved due to many 
reasons like restrictive policy followed by the Government of India towards the passenger car industry, growing demand for 
personal transport, ineffectiveness in the public transportation system etc. The Indian two-wheeler industry made a minute 
establishment in the early 50s when Automobile Products of India (API) started manufacturing scooters in thecountry.

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. 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 carriedout.

CUSTOMER SATISFACTION

Customer satisfaction means taking complete care of customer by giving them complete knowledge about the product and 
about all the feature of that particular product. Customer satisfaction is the end result of your interaction with the customer. By 
giving the best customer service and making sure that the customer was given the best resolution at the end of the call, then 
we can say that the customer is satisfied even if it’s not verballysaid.

Customers derive satisfaction from a product or a service based on whether their need is met effortlessly, in a convenient 
way that makes them loyal to the firm. Hence, customer satisfaction is an important step to gain customerloyalty.

And once you start losing profits, growth and market share, you also lose employee confidence, morale and productivity. 
Ultimately, excellent employees start to leave the company resulting in employee dissatisfaction. In other words, employee 
satisfaction also depends on customersatisfaction.

COMPANY PROFILE

Company Name - Yamaha Motor Co., Ltd.
Founded - July 1, 1955
Capital - 85,797 million yen (as of September 30, 2018)
President - Yoshihiro Hidaka
Headquarters - 2500 Shingai, Iwata-shi, Shizuoka-ken, Japan
GroupCompanies
Consolidated subsidiaries: 110
Non-consolidated subsidiaries: 3 (by the equity method) Affiliates: 27 (by the equity method) (as of September 30, 2018.

A STUDY ON CONSUMER SATISFACTION ABOUT YAMAHA 
M15 IN SPECIAL REFERENCE TO CHENNAI

R.Ragul
II M.Com, Department of Commerce, Faculty of Science and Humanities,   

SRM Institute of Science and Technology, Kattankulathur, ChengalpattuDistrict, Tamil nadu. 

This research analyses about the two wheeler MT15 which comes under Yamaha motorcycle. This survey was done in the 
Chennai city only. This research analyse the customer satisfaction also towards the Yamaha MT15. From the research it is 
observed that the Yamaha MT15 are well known for their brand value. The satisfaction is high towards all other factors except 
the mileage and style factor to be improved. Yamaha motorcycle must provide 360° marketing approach with aggressive 
promotional campaigning to be followed

ABSTRACT



670
Copyright ©2020 Authors

Proceedings

SCOPE OF THE STUDY

In world of marketing, it is essential to know the pros & cons of the product that has been launched in themarket. Today’s 
market has become a war of stalwarts; any lean feature will kick out the product out of thefray. As customers become the 
king of market, the study is an attempt to know the exact expectation ofcustomer attitude towards Yamaha Motors based on 
performance and mileage andalso other factors influencing the purchase of Yamaha MT15.
 The research is carried out to find the factors which influence customer satisfaction level to a maximum level.The 
study projects that customer satisfaction level change with the changes in various factors like performance and changeduring 
the delivery of vehicles and after sale evaluation.This research is an attempt to provide feedback toYamaha motors (Yamaha 
MT 15) and the show room dealers, so that they can bring outchanges in various department in their organization that which 
will help them in becoming a number of motor cycle companyinIndia.

LIMITATIONS OF THE STUDY

 ●  Present research is geographically restricted to Chennai District only. Hence the result cannot be exploited to otherplaces.

 ● One of the biggest limitations with the project work is the Timefactor.

 ● The survey was done through online mode, and thus the results may vary a littlebit.

 ● Thesamplesizeissmallduetoinsufficienttimeallotmentandspecificattentionbeing provided only for MT 15 users.

 ● Theseriousnessoftherespondentandtheabilitytojustifytheanswerswerealsoone among the limitations.

OBJECTIVES OF THE STUDY

 ● To analyze the reason behind Customer Preference towards Yamaha MT 15.

 ● To measure the efficiency of performance of Yamaha MT 15 in relation to service, mileage, price, etc.

 ● To evaluate the satisfaction level of customers towards Yamaha Motors with specific reference to Yamaha MT 15.

 ● To analyze the survey result and provide some valuable suggestion for the betterment in sales of Yamaha MT 15.

RESEARCH METHODOLOGY

Primary Data:
Data has collected through survey by sending the questionnaires throughmails and otheronline sources.

Secondary Data:
Data is collected through journals, company website, magazines etc.,

Research process:
A questionnaire is developed and sent to various samples and collected the data and analyzed the data based on various 
parameters which we previously stated.

RESEARCH DESIGN:

 ● Questionnaire is being prepared and corrected the mistakes in it.

 ● Sent it to sample customers

 ● Got 100 responses

 ● Analyzed the data and kept it in a format 

 ● Interpreted the data and drawn the outputs 

 ● The final data is stated in the form of graphs
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REVIEW OF LITERATURE

A. Inayaththulla and U. Vijayashankar (2018), 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. Customer satisfaction is the degree 
of satisfaction provided the goods or services of a company as measured by the number of repeat customer. The main objectives 
are to find out the customer satisfaction and loyalty towards Yamaha bikes. Descriptive research is followed in thisresearch

Anil Kumar (2016), the automobile industry today is the most lucrative industry. High quality in service sector is important 
for competitiveness of service industry. Service Quality is an essential matter for business in both public and private sectors. 
In order to improve satisfaction of customers’ problems related services must be solved first, as customers are much concerned 
about after sales service. Satisfying customers is mainly belonging to identify their needs and demands to achieve targets. This 
paper aims to know about the quality in automobile service sector, importance of customers’ satisfaction and strategies that 
can help to enhance qualityservice.

The below is the graph depicting the major reasons of purchasing the Yamaha MT 15 with respect to the sample survey taken

The below graph is the interpretation of people’s satisfaction with the major factor mileage in Yamaha MT15 bike
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The below pie diagram is the depiction of suggestions given by people for the factors that to 
be improved in Yamaha MT15 bike

FINDINGS
It was observed that majority of the respondents have bought the bike foritsbrand value with regards to customer satisfaction 
towards Yamaha MT 15. It was observed that majority of the respondents have a neutral opinion aboutthebike’s mileage 
with regards to customer satisfaction towards Yamaha MT 15 It was observed that majority of the respondents feel that 
the style factor of the bike has to be improved in future with regards to customer satisfaction towards Yamaha MT15. 
Itwasfoundthatmajorityoftherespondentsfeelthatthebikeisworthtobuywith regards to customer satisfaction towards Yamaha 
MT 15. It was identified that majority of the respondents have given the rating 3 for the overall performance of the bike with 
regards to customer satisfaction towards Yamaha MT 15.

SUGGESTIONS

Focus should be on teenagers, youngsters and executives as they represent largest portion of the bike users’segment. Looks and 
style must be over stressed and improved as compared to qualityandmileage. 360 degrees marketing approach with aggressive 
promotionalcampaigningshould be followed. Customers have given an average rating of 3 for the after sales service provided 
and thus the company can focus more on that aspect to improve the rating to 5 which indicates that the customers are highly 
satisfied with the after sales service provided in case of Yamaha MT15.

CONCLUSION

Customers for two wheelers are increasing day by day. In order to keep its customer satisfied the various two-wheeler firms 
have adopted various techniques that would help them to fulfill the needs of their customers. Increasing usage of motor cycle 
is heading to back pain and discomfort to the customers. So, the customers are now having more inclination towards the two-
wheelers which are offering comfort through the latest technology like button starter and shock absorber. “YOUTH” is the 
target for Yamaha and almost all the factors are being updated and modified according to their requests andpreferences.We 
conclude from the survey that Yamaha bikes are well known for their designs and performance and we have found that the 
satisfaction level of customers is very good with reference to Yamaha MT 15 in various categories like age group, gender, 
income levels, mileage, power, reason for buying it, service and performance and factors that influenced them to buy Yamaha 
MT 15. Thus, the overall satisfaction level of the customers is very good in case of Yamaha MT15.
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INTRODUCTION

Insurance is a form of risk management, primarily used to hedge against the risk of a contingent or uncertain loss. An entity 
which provides insurance is known as an insurer, insurance company, insurance carrier or underwriter. A person or entity 
who buys insurance is known as an insured or as a policyholder. The insurance transaction involves the insured assuming 
a guaranteed and known relatively small loss in the form of payment to the insurer in exchange for the insurer's promise to 
compensate the insured in the event of a covered loss. The loss may or may not be financial, but it must be reducible to financial 
terms, and usually involves something in which the insured has an insurable interest established by ownership, possession, 
or pre-existing relationship. The insured receives a contract, called the insurance policy, which details the conditions and 
circumstances under which the insurer will compensate the insured. The amount of money charged by the insurer to the 
policyholder for the coverage set forth in the insurance policy is called the premium. Insurance can be broadly divided into 
two types; Life insurance and General insurance. Life  insurance can be defined as a contract between an insurance policy 
holder and an insurance company wherein the insurer pays a sum of money in exchange for a premium after a set period 
or upon the death of an insured person. General insurance is a policy that provides compensation for losses incurred from 
specific financial  event. It is also called Non-life Insurance. General insurance includes the insurance of goods and properties. 
That is it is the insurance which is done for physical properties other than human.

STATEMENT OF THE PROBLEM

In the last decade insurance firms focused on service quality because of competitiveness. The major challenges are to provide 
better services, to meet customer expectations and to face competition. The most successful service provider companies are 
those which provides better goods or services to their customers. So this study presents the expectation of service quality in 
general insurance companies OBJECTIVES OF THE STUDY: To find the expectation level of customers on service quality 
of general insurance companies

LITERATURE REVIEW

Mandel (2006) :In his study he said that Insurance being a service with very high degree of intangibility, the role of 
intermediaries is very vital to the distribution of insurance products. Individual agents dominate Indian insurance distribution.

Rao (2007) : He found that the current insurance sector demands optimal strategies for sustainability and increasing growth in 
highly competitive market to meet customer’s demands while maintaining optimal balance between cost of service and benefits.

A STUDY ON EXPECTATION OF SERVICE QUALITY IN 
GENERAL INSURANCE COMPANIES AMONG WORKING 

CLASS WITH SPECIAL REFERENCE TO PAIPPAD 
PANCHAYAT

Nirmal K Joseph
M.Com, Department of commerce, SRM Institute of Science and Humanities, Kattankulathur,Chennai-73

Insurance is a form of risk management, primarily used to hedge against the risk of a contingent or uncertain loss. An entity 
which provides insurance is known as an insurer, insurance company, insurance carrier or underwriter. who buys insurance is 
known as an insured or as a policyholder. The insurance transaction involves the insured assuming a guaranteed and known 
relatively small loss in the form of payment to the insurer in exchange for the insurer’s promise to compensate the insured in 
the event of a covered loss.

ABSTRACT
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Choudhary et al. (2007) :In his study titled “Perception of the Customers Towards Insurance Companies in Bangladesh: 
A Study Based on the Servqual Model” attempted to measure the customers expectations and gaps in service quality. The 
findings of the study showed that among the insurance companies, the clients preferred foreign private insurance companies 
because of their worthiness, experience in operation and widerange

Barkur et al (2007) : He gave emphasis on the influence of five critical factors on service quality in the insurance sector 
attempted to find a solution to enhance the quality of service. The results let to the identification of the key parameters like past 
experience, personal needs, external communication, word of mouth, and active clients to significantly influence service quality.

INSURANCE

Insurance is a legal agreement between two parties i.e. the insurance company and the individual. In this, the insurance 
company promises to make good the losses of the insured on happening of the insured contingency. The contingency is 
the event which causes a loss. It can be the death of the policyholder or damage/destruction of the property. It’s called a 
contingency because there’s an uncertainty regarding happening of the event. The insured pays a premium in return for the 
promise made by the insurer. The insurer and the insured get a legal contract for the insurance, which is called the insurance 
policy. The insurance policy has details about the conditions and circumstances under which the insurance company will pay 
out the insurance amount to either the insured person or the nominees. Insurance is a way of protecting yourself and your 
family from a financial loss. Generally, the premium for a big insurance cover is much lesser in terms of money paid. The 
insurance company takes this risk of providing a high cover for a small premium because very few insured people actually end 
up claiming the insurance. This is why you get insurance for a big amount at a low price. Any individual or company can seek 
insurance from an insurance company, but the decision to provide insurance is at the discretion of the insurance company. The 
insurance company will evaluate the claim application to make a decision. Generally, insurance companies refuse to provide 
insurance to high-risk applicants. Basically, there are two types of insurance: Life Insurance and General Insurance

GENERAL INSURANCE

Any insurance apart from life insurance comes under general insurance. In this type of insurance, the policyholder gets the 
compensation only when the loss is caused to him, due to the reasons indicated in the policy. It is also called as non-life 
insurance. It is classified into three categories:

Fire Insurance: A contractual arrangement in which the insurer promises to indemnify the loss caused to the goods and 
property of the insured due to fire, up to an agreed amount

Marine Insurance: When in an insurance contract, the insurer undertakes to compensate the ship or cargo owner against 
the risks associated with the marine adventure, it is called as marine insurance.It is further divided into cargo insurance, hull 
insurance and freight insurance.

Miscellaneous Insurance: Apart from those discussed above, there are other types of general insurance business which 
cover different types of risks. It includes burglary insurance, credit insurance. Motor vehicle insurance, loss of profit insurance, 
fidelity insurance etc.

PRINCIPLES OF INSURANCE

Indemnity
The principle of indemnity ensures that an insurance contract protects you from and compensates you for any damage, loss, 
or injury. Thus, the amount of your compensation for a loss is directly related to the amount of loss that you actually suffered.

Contribution
Contribution is a similar principle to indemnity, and it applies to situations where you have more than one insurance policy 
for the same asset or entity
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Insurable interest

The insurable interest principle requires that the owner of a particular insurance policy have an ownership interest in the 
particular subject matter of the insurance policy. 

Subrogation

Subrogation means that one party stands in for another. In the insurance context, subrogation will arise if you are injured 
by a negligent third party, and your insurance company reimburses you for your damages. Under the principle of subrogation, 
your insurance company can stand in your shoes and recover the pay-out from the negligent party. The goal of this principle 
is to encourage responsibility and accountability by holding negligent parties responsible for injuries they cause.

Loss minimization

As the owner of an insurance policy, you have an obligation to take necessary steps to minimizethe loss of your insured 
property. The law doesn’t allow you to be negligent or irresponsible just because you know you’re insured.

Proximate cause
The principle of proximate cause, or nearest cause, comes into play when more than one event or bad actor causes an accident 
or injury. An example would be if two separate landowners carelessly burn piles of leaves, and the fires eventually join 
together and burn down your house. The insurance principle of proximate cause dictates that nearest or closest cause should 
be taken into consideration to decide the liability.

Utmost good faith
Insurance contracts also require that both parties act with the utmost good faith. This means that both parties must accurately 
and fully disclose all material information. This not only ensures fairness, but also helps insurance companies accurately price 
premiums for insurance applicants.

RESEARCH METHODOLOGY

The objective of the research is to study the expectation level of customers on service quality of general insurance companies . Primary 
data was collected through Survey (Google Forms). The research design for this study is descriptive in nature. The population selected 
for the study is consumers from different areas from Paippad panchayat. A sample design is the definite plan for obtaining sample from 
a given population. For this study, 30 samples were collected from different parts of Paippad panchayat district. For the purpose of the 
study primary data was used. Primary data was collected through Google forms from various areas of Paippad panchayat.

DATA ANALYSIS AND INTREPRETATION

Table 1:Gender of the respondents

         Choices No of Respondents % of Respondents
Male 18 60%
Female 12 40%
Total 30 100%

Interpretation: The above Table:1, shows the gender of the respondents.60% are males and 40% are females.

Table 2:Monthly income of the respondents

Choices No of Respondents % of Respondents
Below 20000 12 40%
20000 – Below 50000 8 26.66%
50000 – Below 100000 6 20%
Above 100000 4 13.33%
Total 30 100%
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Interpretation: The above table 2,shows the monthly income of the respondents.40% have monthly income below 20000, 
26.66% have income between 20000 and below 50000 , 20% between 50000 and  below 100000 and 13.33 % above 100000.

Table 3:Name of the general insurance company

Choices No of Respondents % of Respondents
New India Assurance Limited 8 26.66%
HDFC ERGO General Insurance 5 16.66%
National Insurance Company Limited 10 33.33%
United Insurance Company Limited 6 20%
Others 1 3.33%
Total 30 100%

Interpretation: It is observed from the above table 3 that 33.33 % are the customers of National Insurance Company Limited, 
26.66 % of New India Assurance Limited, 20 % of United Insurance Company Limited, 16.66% of HDFC ERGO general 
insurance, 3.33 % of other insurance companies. The other company includes Digit general insurance, Kotak Mahindra, 
liberty insurance and general insurance Corporation of India.

Table 4:Expectation of customers towards service quality

(a) Expectation level of customers towards tangibility 

Expectation  Variables No of 
Respondents

% of 
Respondents

Good Infrastructure Facilities 9 30%
Modern Equipments and technologies 7 23.33%
Employees appearance 4 13.33%
Constant touch with the customers 6 20%
Attractive Insurance Pamphlets 4 13.33%
Total 30 100%

Interpretation: The above table 4(a) shows the Expectation level of customers towards the tangible factors.30% prefer 
Constant touch with the customers,20% prefer Good Infrastructure Facilitie and Employees appearance, 16.66% prefer 
Modern Equipments and technologies and only 13.33% prefer Attractive Insurance Pamphlets

Table 4(b) Expectation level of customers towards Reliability

Expectation Variables No of Respondents % of Respondents
Prompt Services      1 3.33%
Transparency of Policies     11 36.66%
Up-to- date information    4 13.33%
Ensure ethics in business        3 10%
No delay in settling claims 3 10%
Accurate information about the service 
charges

8 26.66%

Total 30 100%

Interpretation: The above Table 4(b) shows expectation  level of customers towards reliability factors. 36.33% prefer transparency 
of policies,26.66% prefer accurate information about the service charges,13.33% prefer up-to- date information,10% prefer 
ensure ethics in business and no delay in settling claims
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Table 4(c) Expectation  level of customers towards  Responsiveness 

Expectation Variables No of Respondents % of Respondents
Availability of employees on time 11 36.66%
Polite and Co-operative 9 30%
Responds to customer’s request through mail and 
telephones

5 16.66%

Complaints and criticisms are accepted and solved 5 16.66%
Total 30 100%

Interpretation: The above table 4(c) shows the expectation level of customers towards the service quality (responsiveness). 
36.66% prefer availability of employees on time,30% prefer polite and co-operative,16.66% prefer  responds to customer's 
request through mail and telephones and complaints and criticisms are accepted and solved.

FINDINGS

These are the reflections of respondents regarding expectation of service quality in general insurance companies. It is subject 
to variations, time, place and knowledge of the respondents. These are the findings derived from the questionnaire.

 ● Majority of the respondents are male(60%).

 ● Majority of the respondents have income below 20000 and income between 50000 and below 1 lakh.

 ●  National Insurance company Ltd (28%) and New India Assurance Ltd (25%) are the insurance company mostly 
preferred by the customers.

 ●  Infrastructure facilities(30%) and modern equipments and technologies(23.33%) are those tangible factors mostly 
expected by the customers.

 ●  Transparency of policies (36.66%) and accurate information about the service charges (26.66%) are those reliable 
factors mostly expected by the customers.

 ●  Availability of employees on time (36.66%)) and politeness and co-operativeness (30%) are those responsive factors 
mostly expected by the customers.

CONCLUSIONS

Service quality is generally viewed as the output of the service delivery system, especially in the case of pure service systems. 
Service quality is linked to consumer satisfaction. Service quality should be maintained in the company to survive in the 
business. .The company can give expectations to the customers in the form of advertisements, transparency in the working and 
quality of services they rendered. To maintain a good quality service and develop a better-integrated system, it is important to 
understand the attitudes of the customer. 

In this study almost half of the respondents are private employees, so the result obtained from this study has significance 
in particular areas only. In this era quality of services has a greater influence in attracting customers. The companies need to 
produce quality goods and services to sustain in the environment. The competition between the firms improves the quality of 
services and goods. 
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INTRODUCTION

Banking means accepting the deposits from the customers for lending to the needy and extending the other services as to 
issue of DD etc. Nowadays after introduction of private sector banks the banks have become a profit centre and the functions 
become changed and now banks are doing the insurance and mutual funds also. But nationalized banks are still service 
oriented in extending loans for Education loan, and rural development activities.

A Bank is an organization which lends money to the borrowers for a purposeful task, and provides a facility to deposit 
and withdraw money when needed and charge for it.

DEFINITION OF BANKING:

Banking business means :
“The business of receiving money on current or deposit account, paying and collecting cheques drawn by or paid in by 
customers, the making of advances to customers, and includes such other business as the Authority may prescribe for the 
purposes of Banking Act (Singapore), Section 2.”.
"Banking business" means the business of either or both of the following:

 ●  Receiving from the general public money on current, deposit, savings or other similar account repayable on demand 
or within less than 3 months or with a period of call or notice of less than that period.

 ● Paying or collecting cheques drawn by or paid in by customers 

A BRIEF STUDYON CUSTOMER SATISFACTION 
REGARDING HDFC BANKING SERVICES

Jony Maria Augustine J
PG Student, Department of Commerce, SRM University

The report contains the organizational study done at HDFC Bank. The report title is “CUSTOMER SATISFACTION 
REGARDING HDFC BANKING SERVICES”. The report
gives an overview of the banking Sector and company profile. And awareness of customers about different types of products 
and services offered by HDFC Bank. This study was conducted to find out the customer satisfaction regarding HDFC bank. 
The methodology adopted for the study was through a structured questionnaire, which is targeted to the different persons. 
For this purpose sample size of 100 was taken. The data collected from the different persons was analyzed thoroughly and 
presented in the form of charts and tables. HDFC must advertise regularly and create brand value for its products and services. 
Most of its competitors like ICICI, Axis, kotak Mahindra and nationalized banks use television advertisements to promote 
their products. The Indian consumer has a false perception about private banks - they feel that it would not safe. Safety and 
returns are the two main reasons people invest in banks. On the whole HDFC bank is a good place to work at. Every new 
recruit is provided with extensive training on the products of HDFC. This training enables an advisor/sales manager to market 
the policies better. The company should try to create awareness about itself in India. . With an improvement in the sales 
techniques used, a fair bit of advertising and modifications to the existing product portfolio, HDFC would be all set to capture 
the banking market in India as it has around the globe.

Keywords: Satisfaction, Banking, Sales, Customer

ABSTRACT



680
Copyright ©2020 Authors

Proceedings

HISTORY OF BANKING IN INDIA

Phase I
The General Bank of India was set up in the year 1786. Next came Bank of Hindustan and Bengal Bank. The East India 
Company established Bank of Bengal (1809), Bank of Bombay (1840) and Bank of Madras (1843) as independent units and 
called it Presidency Banks. These three banks were amalgamated in 1920 and Imperial Bank of India was established which 
started as private shareholders banks, mostly Europeans shareholders. In 1865 Allahabad Bank was established and first time 
exclusively by Indians, Punjab National Bank Ltd. was set up in 1894 with headquarters at Lahore. Between 1906 and 1913, 
Bank of India, Central Bank of India, Bank of Baroda, Canara Bank, Indian Bank, and Bank of Mysore were set up. Reserve 
Bank of India came in 1935.

During the first phase the growth was very slow and banks also experienced periodic failures between 1913 and 1948. 
There were approximately 1100 banks, mostly small. To streamline the functioning and activities of commercial banks, the 
Government of India came up with The Banking Companies Act, 1949 which was later changed to Banking Regulation Act 
1949 as per amending Act of 1965 (Act No. 23 of 1965). Reserve Bank of India was vested with extensive powers for the 
supervision of banking in India as the Banking Authority.

During those day’s public has lesser confidence in the banks. As an aftermath deposit mobilisation was slow. Abreast of 
it the savings bank facility provided by the Postal department was comparatively safer. Moreover, funds were largely given 
to traders.

Phase II

Government took major steps in this Indian Banking Sector Reform after independence. In 1955, it nationalised Imperial 
Bank of India with extensive banking facilities on a large scale especially in rural and semi-urban areas. It formed State Bank 
of India to act as the principal agent of RBI and to handle banking transactions of the Union and State Governments all over 
the country. Seven banks forming subsidiary of State Bank of India was nationalised in 1960 on 19th July,

1969, major process of nationalisation was carried out. It was the effort of the then Prime Minister of India, Mrs. Indira 
Gandhi. 14 major commercial banks in the country were nationalised.

Second phase of nationalisation Indian Banking Sector Reform was carried out in 1980 with seven more banks. This step 
brought 80% of the banking segment in India under Government ownership.

The following are the steps taken by the Government of India to Regulate Banking Institutions in the Country:

1949: Enactment of Banking Regulation Act. 1955: Nationalisation of State Bank of India. 1959: Nationalisation of SBI 
subsidiaries.

1961: Insurance cover extended to deposits. 1969: Nationalisation of 14 major banks.

1971: Creation of credit guarantee corporation. 1975: Creation of regional rural banks.

1980: Nationalisation of seven banks with deposits over 200 crore.

After the nationalisation of banks, the branches of the public sector bank India rose to approximately 800% in deposits 
and advances took a huge jump by 11,000%.

Banking in the sunshine of Government ownership gave the public implicit faith and immense confidence about the 
sustainability of these institutions.

Phase III

This phase has introduced many more products and facilities in the banking sector in its Reforms. In 1991, under the 
chairmanship of M Narasimham, a committee was set- up in his name which worked for the liberalization of banking practices.

The country is flooded with foreign banks and their ATM stations. Efforts are being put to give a satisfactory service to 
customers. Phone banking and net banking is introduced. The entire system became more convenient and swift. Time is given 
more importance than money.
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The financial system of India has shown a great deal of resilience. It is sheltered from any crisis triggered by any external 
macroeconomics shock as other East Asian Countries suffered. This is all due to a flexible exchange rate regime, the foreign 
reserves are high, the capital account is not yet fully convertible, and banks and their customers have limited foreign exchange 
exposure.

INDIAN BANKING INDUSTRIES

The Indian banking market is growing at an astonishing rate, with Assets expected to reach US$1 trillion by 2010. An 
expanding Economy, middle class, and technological innovations are all Contributing to this growth. The country's middle 
class accounts for over 320 million people. In correlation with the growth of the economy, rising income levels, increased 
standard of living, and affordability of banking products are promising factors for continued expansion.

The Indian banking Industry is in the middle of an IT revolution, focusing on the expansion of retail and rural banking. 
Players are becoming increasingly customer - centric in their approach, which has resulted in innovative methods of offering 
new banking products and services. Banks are now realizing the importance of being a big player and are beginning to focus 
their attention on mergers and acquisitions to take advantage of economies of scale and/or comply with Basel II regulation. 
"Indian banking industry assets are expected to reach US$1 trillion by 2010 and are poised to receive a greater infusion of 
foreign capital," says Prathima Rajan, analyst in Celent's banking group and author of the report."The banking industry should 
focus on having a small number of large players that can compete globally rather than having a large number of fragmented 
players."

SCOPE OF THE STUDY

“A study on customer satisfaction level regarding HDFC bank” is a study of customer satisfaction level regarding various 
services provided by the HDFC bank. The HDFC bank provides various utility services to their customers. The purpose of 
this study is to analyze the satisfaction level of the customer towards the services providing by the HDFC bank. The research 
covers the customer opinion on banking services which will be helpful for further development and growth of banking venture 
of HDFC bank.
This research focuses on the level of customer satisfaction derived from banking services of HDFC Bank.

OBJECTIVES OF THE STUDY

 ● To know the customer satisfaction level and their perception regarding HDFC Bank.

 ● To know the customer awareness regarding the Bank’s products.

 ● To know the level of interest of customer regarding the different schemes of bank.

 ● To know the preference of customer regarding the extra services

 ● To know the problems of customer regarding bank.

LIMITATIONS OF THE STUDY

It is said, "Nothing is perfect" and if the quite is true, I am sure that there would be few shortcoming in this project also. Sincere 
efforts have been made to eliminate discrepancies as far as possible but few would have reminded due to limitations of the 
study. These are:

 ● The research was carried out in a short period.

 ● Limited sample size.

 ●  The information given by the respondent might be biased some of them might not be interested to give correct 
information.

Some of the respondents of the survey were unwilling to share information.
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COMPANY PROFILE

STRONG NATIONAL NETWORK
HDFC bank ltd provides various financial products and services. It operates in three segments: Retail Banking, Wholesale 
Banking, and Treasury. The Retail banking segment provides various deposit products, including savings Accounts, current 
accounts, fixed deposits, and demat accounts. It also offers Auto, personal, commercial vehicle, home, gold, and educational 
loans; loans Against securities and property and health care finance Working capital finance, construction equipment finance, 
and warehouse Receipt loans, as well as credit cards, debit cards, depository, investment Advisory, bill payments, and 
transactional services. In addition, this segment Sells third party financial products, such as mutual funds and insurance, as 
Well as distributes life and general insurance products through its tie-ups with insurance companies and mutual fund houses. 
The wholesale banking Segment provides loans, non-fund facilities, and transaction services to large Corporate, emerging 
corporate, small and medium enterprise, supply chain, Public sector undertaking, central and state government departments, 
and Institutional customers. It offers deposit and transaction banking products, Supply chain financing, working capital and 
term finance, agricultural loans, and funded non-funded treasury, and foreign exchange products. This segment's services 
include trade services, cash management, and money Market, custodial, tax collection, and electronic banking. In addition, 
it provides correspondent bank services to co- operative banks, private banks, foreign banks, and regional rural banks. The 
Treasury Services segment operates primarily in areas, such as foreign exchange, money market, interest rate trading, and 
Equities. As of March 31, 2015 HDFC bank had a network of 4,014 branches And 11,766 automated teller machines in 2464 
cities in India. The company was founded in 1994 and is based in Mumbai, India.

TABLE REPRESNTING THE OPERATING CITIES, BRANCHES AND ATM’s

PARTICULA RS March 2006 March 2009 March 2015 March 2016
Cities 228 528 2464 2587

Branches 535 1142 4014 4281

ATM’s 1323 3295 11766 12054

As of March 31, 2009, the Bank's distribution network was at 528 Branches and 1142 ATMs in 3295 cities as against 535 
branches and 1,323 ATMs in 228 cities as of March 31, 2006. Against the regulatory approvals for new branches in hand, 
the Bank expects to further expand the branch network by around 150 branches by June 30, 2008. During the year, the Bank 
stepped up retail customer acquisition with deposit accounts increasing from 6.2 million to 8.7 million and total cards issued 
(debit and credit cards) increasing from 7 million to 9.2 million. Whilst credit growth in the banking system slowed down to 
about 22% for the year ended 2008-09, the Bank's net advances grew by 35.1% with retail advances growing by 38.6% and 
wholesale advances growing by 30%, implying a higher market share in both segments.

The transactional banking business also registered healthy growth with cash management volumes increased by around 
80% and trade services volumes by around 40% over the previous year. Portfolio quality as of March 31, 2008 remained 
healthy with gross nonperforming assets at 1.3% and net non-performing assets at 0.4% of total customer assets.

KEY EXECUTIVES

S.NO NAME DESIGNATION

1 A N Roy Director

2 Aditya puri CEO

3 Aditya puri Managing Director

4 Bobby Parikh Director
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5 Kaizad 
Bharucha

Executive Director

6 Keki Mistry Director
7 Malay Patel Director
8 Paresh 

Sukthankar
Deputy 
Managing Director

9 Partho Datta Director
10 Reny Karnad Director
11 Shyamala 

Gopinath
Chairperson

TECHNOLOGY USED IN HDFC BANK

In the era of globalization each and every sector faced the stiff competition from their rivals and world also converted into the 
flat from the globe. After the policy of liberalization and RBI initiatives to take the step for the private sector banks, more and 
more changes are taking the part into it. That are create competition between the private sector banks and public sector bank. 
Private sector banks are today used the latest technology for the different transaction of day to day banking life. As we know 
that Information Technology plays the vital role in the each and every industry and gives the optimum return from the limited 
resources.

Banks are service industry and today it gives the innovative Technology application to Banking industries. HDFC BANK 
is the leader in the industries and today IT and HDFC BANK together combined they reached the sky. New technology 
changed the mind of the customers and changed the queue concept from the history banking transaction. Today there are 
different channels are available for the banking transactions. There are drastically changes seen in the use of Internet banking, 
in a year 2001 (2%) and in the year 2008 (25%). This type of technology gives the freedom to retail customers. HDFC BANK 
is the very consistent player in the new private sector banks. New private sector banks to withstand the competition from 
public sector banks came up with innovative products and superior service.

BUSINESS STRATEGY

HDFC BANK mission is to be "a World Class Indian Bank", benchmarking themselves against international standards and best 
Practices in terms of product offerings, technology, service levels, risk management and audit & compliance. The objective is 
to build sound customer franchises across distinct businesses so as to be a preferred provider of banking services for target 
retail and wholesale customer segments, and to achieve a healthy growth in profitability, consistent with the Bank's risk 
appetite. Bank is committed to do this while ensuring the highest levels of ethical standards, professional integrity, corporate 
governance and regulatory compliance. Continue to develop new product and technology is the main business strategy of the 
bank. Maintain good relation with the customers is the main and prime objective of the bank. HDFC BANK business strategy 
emphasizes the following:

 ●  Increase market share in India’s expanding banking and financial services industry by following a disciplined growth 
strategy focusing on quality and not on quantity and delivering high quality customer service.

 ●  Leverage our technology platform and open scaleable systems to deliver more products to more customers and to 
control operating costs.

 ● Maintain current high standards for asset quality through disciplined credit risk management.

 ●  Develop innovative products and services that attract the targeted customers and address inefficiencies in the Indian 
financial sector.

 ● BENEFIT OF FIVE “S”

 ● It can be started immediately.
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 ● Everyone has to participate.

 ● Five “S” is an entirely people driven initiatives.

 ● Brings in concept of ownership.
All wastages are made visible.

SORT
It focuses on eliminating unnecessary items from the work place. It is excellent way to free up valuable floor space.

SYSTEMATIZE 
Systematize is focus on efficient and effective Storage method. That means it identify, organize and arrange retrieval
It largely focuses on good labeling and identification practices. Objective: - "A place for everything and everything in its 
place".

SHINING
Clean the workspace and all equipment, and keep it clean, tidy and organized. After the first thorough cleaning when 
implementing 5S, daily follow-up cleaning is necessary in order to sustain this improvement. A "Shining" work environment 
will lead to great efficiency gains.

STANDERDIZE
It focuses on simplification and standardization. It involves standard rules and policies. It establish checklist to facilitate 
autonomous maintenance of workplace. It assigns responsibility for doing various jobs and decides on Five S frequency.

SUSTAIN
It focuses on defining a new status and standard of organized work place. Sustain means regular training to maintain standards 
developed under S-4. It brings in self- discipline and commitment towards workplace organization.

HUMAN RESOURCES

The Bank's staffing needs continued to increase during the year particularly in the retail banking businesses in line with 
the business growth. Total number of employees increased from 21477 as of March 31, 2007 to76, 286 as of March 31, 2015.

The Bank continues to focus on training its employees on a continuing basis, both on the job and through training 
programs conducted by internal and external faculty.

The Bank has consistently believed that broader employee ownership of its shares has a positive impact on its performance 
and employee motivation. The Bank's employee stock option scheme so far covers maximum employees impact on its 
performance and employee motivation. The Bank's employee stock option scheme so far covers maximum employees.

RUPEE EARNED - RUPEE SPENT

It is more important for every organization to know about from where and where to spent money. And balanced between 
these two things rupee earned and rupee spent are required for smooth running of business and financial soundness. This type 
of watch can control and eliminate the unnecessary spending of business. In this diagram it includes both things from where 
Bank earned Rupee and where to spend.

HDFC BANK earned from the 'Interest from Advances' 51.14 %, 'Interest from Investment' 27.12

%, bank earned commission exchange and brokerage of 15.25 %. These are the major earning Sources of the bank. Bank 
also earned from the Forex and Derivatives and some other Interest Income. Bank spent 39.75 % on Interest Expense, 30.27 
% on Operating Expense and 14.58 % on Provision. Bank also spent Dividend and Tax on dividend, Loss on Investment, Tax. 
As we discuss above that balancing is must between these two for every organization especially in the era of globalization 
where there are stiff competition among various market players.
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LITERATURE REVIEW

Nirmaljeet Virk and Prabhjot Kaur Mahal (2012) They carried out a study on customer satisfaction in public and private 
banks of India. Private bank mangers maintain better personal relationship with customers than the public bank managers and 
this factor determines the customers' satisfaction to a large extent.

Edwin M. & Fathima S. (2011) They conducted a study on the impact of service quality and customer satisfaction in 
commercial banks. This study shows that there is close link between the customers' perception on the service quality factor 
and customer satisfaction. It further showed that the impact of the service quality factor on customer satisfaction is unique. 
It brought the suggestion that bank managers have to formulate appropriate marketing strategies to satisfy their customers

Naveen Kumar and V.K. Gangal (2011) They Examined customer satisfaction in new generation banks showing customer 
expectations increasing rapidly in the banking industry of India. New customers looked the best services at a reasonable price. 
The result revealed that, the majority of Indian banks were not very diversified in terms of the product and services they offer. 
Further, it suggests that, in the competitive banking industry, banks have to implement strategic focus customer satisfying 
aspects for retaining as many customers as possible.

Uppal R.K. (2010) They Conducted studies on customer complaints and this research showed that excellent customer 
service and customer satisfaction help to sustain business growth. Furthermore it showed that customer complaints are 
continuously increasing in the public sector banks adversely affecting Customers' satisfaction and performance

Dutta K. and Dutta A. (2009) They investigated the perception of expectation of customers across all the banks in India. 
This study showed that customers are most satisfied with the services of foreign banks followed by private and public banks. 
This study suggested that Indian public banks should improve their banking services.

Sachin Gupta et al (2007) They demonstrate a methodology to quantify the links between customer satisfaction, repeat-
purchase intentions, and restaurant performance. The authors has constructed a series of mathematical models using the data 
from a national restaurant chain, that predict how the level of customer satisfaction with certain attributes of gusts’ dining 
experience affects the likelihood that they will come back. The authors constructed two different models for this study. The 
first one is to explore the relationship of guest satisfaction with twenty-one distinct attributes of the dining experience; the 
second model to explore the 40 relationship between restaurant performance and customers’ reported likelihood to return. The 
study shows how guests’ “comeback” scores and other variables affect restaurant performance. The authors argue that higher 
customer satisfaction should lead to increased probability of repeat purchase, which in turn should result in greater restaurant 
sales. The study attempts to fill a gap in the empirical literature that focuses on the restaurant sector by linking customer 
satisfaction to restaurant performance.

Sharma and Sharma (2006) The study analyzed customer delight in urban consumer banking. The study found out that 
customers were satisfied with loan facilities, bank environment, routine work procedures, location, interest rates etc and were 
dissatisfied with loan formalities and promotion facilities.

Arora S (2005) This study analysed factors influencing customer satisfaction in public sector, private sector and foreign 
banks in northern India. 300 customers were given questionnaires which reveled that significant differences exist in customer 
satisfaction level of customers in each group of banks regarding routine operation and situational and interactive factors. 
Foreign banks were found to be the leaders in mechanization and automation

Debashis and Mishra (2005) The study analyzed and measured customer satisfaction in branch services provided by 
nationalized banks in northern India . 1200 customers were given questionnaires and it was found out that computerization, 
accuracy in transactions, attitude of staff and availability of staff influenced customer satisfaction. Least important factor was 
promotion of the products and various schemes.

Mushtaq M Bhat (2005) This study finds out service quality parameters in bank through

SERVQUAL and influence of demographic variables. The study was limited to SBI, PNB, Jammu and Kashmir bank Citi 
bank and Standard Chartered Grind lay’s bank. Sample size was 800 and study found out that foreign banks are better than 
Indian banks. SBI was found to be relatively poor on reliability and responsiveness. Banks in Delhi were comparatively better 
in service quality
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RESEARCH METHODOLOGY

Research is a careful investigation or inquiry especially through search for new facts in branch of knowledge: market research 
specifies the information. Required to address these issues: designs the method for collecting information: manage and 
implements the data collection process analyses the results and communicates the finding and their implications.
Research problem is the one which requires a researcher to find out the best solution for the given problem that is to find out 
the course of action, the action the objectives can be obtained optimally in the context of a given environment.

RESEARCH DESIGN

A framework or blueprint for conducting the research project, it specifies the details of the procedures necessary for obtaining 
the information needed to structure and/or solve research problems. A good research design lays the foundation for conducting 
the project. A good research design will ensure that the research project is conducted effectively and efficiently. Typically, a 
research design involves the following components, or tasks: > Define the information needed.

 ● Design the research.

 ● Specify the measurement and scaling procedures.

 ● Construct and present a questionnaire or an appropriate form for data collection.

 ● Specify the sampling process and sampling size.
Develop a plan of data analysis.

DATA COLLECTION

The objectives of the project are such that both primary and secondary data is required to achieve them. So both primary 
and secondary data was used for the project. The mode of collecting primary data is questionnaire mode and sources of 
secondary data are various magazines, books, newspapers, & websites etc.

Primary Data: The primary data was collected to measure the customer satisfaction and their perception regarding HDFC 
Bank. The primary data was collected by means of questionnaire and analysis was done on the basis of response received from 
the customers. The questionnaire has been designed in such a manner that the consumer's satisfaction level can be measured 
and consumer can enter his responses easily.

Secondary Data: The purpose of collecting secondary data was to achieve the objective of studying the recent trends and 
developments taking place in banking.
Sample size - 100 customers were selected.
Sampling Technique - Convenient sampling.
Types of research design used - Exploratory research design
Analysis and Interpretation

After the data collection, it was compiled, classified and tabulated manually and with help of computer. Then the task of 
drawing inferences was accomplished with the help of percentage and graphic method

DATA ANALYSIS AND INTERPRETATION

Which age group do you belong to?

(4.1) Table showing the age group of the respondents

Response No. of respondents % Age of respondents

Between 18-30 36 36

Between 30-40 44 44

Between 40-65 20 20

TOTAL 100 100
Interpretation
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From the above table, it is clear that majority of them i.e 44% of the respondents belong to the age Category of 30-40; 
36% belong to the category of 18-30 and the remaining to the category of 40- 65.

(4.1)Chart showing the age group of the respondents

GENDER OF THE RESPONDENT?

(4.2) Table showing the gender of the respondent

Responses No. of respondents % Age of respondents

Male 46 46

Female 54 54
Others - -

TOTAL 100 100

Interpretation
From the above table, it is shown that 54% of the respondents are female and the rest 46% are Male respondents.

(4.2) Chart showing the gender of the customer

Occupation of the respondent?
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(4.3) Table showing the occupation of the respondent

Responses No. of respondents % Age of respondents
Professional 30 30
Business 22 22
Skilled 38 38
Unemployed 10 10
TOTAL 100 100

Interpretation
From the above table, it can be interpreted that 10% are unemployed, 22% of the respondents are self-employed (Business), 
30% of the respondents are professionals and the remaining 38% belong to the skilled category.

(4.3) Chart showing the occupation of the respondent

ANNUAL INCOME OF THE RESPONDENT?

(4.4) Table showing the annual income of the respondent

Responses No. of Respondents % Age of respondents
1,00,000 or below 25 25
1,00,000 > 2,00,000 67 67

More than 2,00,000 8 8

TOTAL 100 100
Interpretation
From the above table it is shown that 8% of the respondents have an annual income of more than 200000; 25% of the 
respondents have an annual income of 100000 or below and the remaining 67% belong to the category of having an annual 
income of more than 100000 but less than 200000.

(4.4) Chart showing the annual income of the respondent
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For how long you are part of HDFC Bank?

(4.5) Table showing the duration of the customer with the bank

Response No. of Respondents % age of Respondents

Less than 6 Months 20 20

Less than 1 Year 37 37

Less than 2 Years 14 14

More than 2 Years 29 29

Total 100 100

Interpretation
From the above table it is clear that majority of the respondents are part of HDFC Bank from last one year i.e. 37%; 29% of 
the respondents are part of HDFC Bank from last more than 2 years; 20% respondents from 6 months and remaining 14% 
respondents are part of HDFC Bank for last 2 years.

(4.5) Chart showing the duration of the respondent with the HDFC bank

FINDINGS, SUGGESTIONS AND CONCLUSIONS

FINDINGS OF THE STUDY
Majority of the customers are satisfied with HDFC Bank.

Majority of the customers are aware of services and extra services offered by HDFC Bank. But not all the services.

The majority of the customers found services of the bank are average.

Majority of the respondents are found the bank is average in maintaining the good customer relationship.

Majority of the respondent said that they are facing the problem of timeliness and rest are facing problem of customer 
relationship and infrastructure.

The perception of the majority of the customer regarding the bank is good because majority of the customers are satisfied 
with the bank and they also recommend the products of the bank.

The most preferable extra service is ATM's and the less preferable services are bills payment, net banking and phone banking.

The majority of customers are more interested in FD's, mutual funds and saving a/cs.

The majority of the customers are satisfied with the dealing of the officials upto some extent.

Main factor that attract customers towards bank is the services of the bank.

Services that are most used by the customer are saving a/c, FD's, current a/c and loans.
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SUGGESTIONS AND RECOMMENDATIONS
More stress should give on the advertisement and promotional activities.
The Bank should make some efforts to improving good relationship with customer.
The bank should enhance their services according to the needs of the customer.
The bank should make its procedures less time consuming.
The bank should make effort to aware the customers about their all the extra service

LIMITATIONS OF THE STUDY

 ●  It is said, “Nothing is perfect” and if the quite is true, I am sure that there would be few shortcoming in this project also. 
Sincere efforts have been made to eliminate discrepancies as far as possible but few would have reminded due to 
limitations of the study. These are:

 ● The research was carried out in a short period.
 ● Limited sample size.
 ● The information given by the respondent might be biased some of them might not be interested to give correct information.

Some of the respondents of the survey were unwilling to share information. 

CONCLUSION
At the end I would like to conclude that The Indian banking market is growing at an astonishing

rate, with Assets expected to reach US$1 trillion. HDFC bank had a network of 4,014 branches And 11,766 automated teller 
machines in 2,464 cities in India. The majority of customers are satisfied, so the bank should target the customers who are 
not satisfied. The customers are aware about majority of the bank's services but the Bank should try to create more awareness 
among people. HDFC Bank should lay more stress on advertisements, both in print as well as in other media for this purpose. 
Number of formalities should reduce, owing to the inconvenience of the customers. Reducing the formalities will save the 
time of the bank as well.
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INTRODUCTION

Automotive industry in Chennai has shown a glooming era in recent years. These trends have necessitated the industry to 
customize their process for developing brand image and loyalty. Purchasing a car is a complex buying behavior phenomena 
in consumer purchasing decision making process.

In the automotive industry, global consolidation, flat-to-depressed vehicle demand, declining loyalty, and overcapacity 
issues are leading to fierce competition that is resulting in lower prices and eroding profit margins. Automotive industry 
manufacturers gives more features at lower costs and coupling them with the most attractive financing options offered to 
consumers. Likewise, consumers are better informed than ever before and in a much more powerful negotiating position. 
Furthermore, they‘ve become accustomed to quick results and individualized attention, thanks in part to the immediacy the 
internet has provoked in otherindustries.

Clive et al. (2003) stated that, the automotive industry, accustomed to addressing customer expectations with a response 
that calls for meeting average rather than specific customer demand, finds itself unable to respond adequately to raised customer 
expectations and individual demands. To fill the gap between what customers want and what has actually been produced, the 
manufacturers hold a large supply of vehicles in inventory – to give the customer a so-called choice of make, color, and 
options packages – and rely on ever more costly sales incentives to help boost demand. While these initiatives promise cost 
savings and faster response to the individual customer, they fail to address the entire customer lifecycle ownership experience. 
To foster brand loyalty, vehicle manufacturers must now work to improve the customer experience by adopting state-of-the-
art, proven customer relationship management systems and processes.

Athar, (2006) mentioned that for automotive industry in India, there are a lot of brand choices of passenger car to compare 
and evaluate before making a purchase decision. With the severe competition among the car companies. It is very critical to 
understand the customer requirement and provide the products that satisfy the customer needs and lead them to final step of 
purchasing the car. The local  vehicle industry demonstrated very impressive growth of47.6

BRAND LOYALTY OF THE CUSTOMERS TOWARDS  
TOYATO CAR

Karthikeyan
M.com- 2ndyear, Department of Commerce, SRMIST 

This study was conducted to determine the level of brand loyalty of the customers, to examine interactive role of those factors 
that determines loyalty, to determine level of brand loyalty of Toyota car users and to suggest measures for developing brand 
loyalty in district Chennai. The data was collected through questionnaire from a sample of 50 Toyota car users that were 
selected through convenience sampling method. The results were analyzed on the basis of Chi-Square (x2) test to determine 
the differences among the group factors. The study on the basis of the results of the test statistics showed that Brand Loyalty 
was highly insignificant with age group, point of purchase and repeat purchase duration. While it was observed by the results 
of the test statistics that brand  loyalty was highly significant with brand choice of Toyota, level of satisfaction of the use 
of product, different feature of the product, coloring scheme of Toyota brand, the repeat purchase frequency of the product 
in contact and different societal factors associated with the product. The study recommended that the Toyota if want to 
remain on the top is required to adopt a lean and green marketing strategy against its main competitors, Toyota management 
should focus on consumer satisfaction. The study also recommends that for Toyota, it is important  to establish supply chain 
managementsystems.

Keywords:  Brand Loyalty, Toyota, Car users.
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percent over the past fiscal year (2005), due mainly to growth in demand fueled by the availability of consumer credit and 
low interest rate loans. The government of India is also taking action to boost the auto industry. The boom began in 2002 when 
the banking sector started giving out auto loans at low interest rates. India has more vendors that meet the car manufacturing 
requirements. These vendors invest in the latest technology and expertise. Since 2001-02 the automobile market is growing 
rapidly by over 40 percent per annum and if an average annual growth of 30 percent is maintained, India’s market will cross 
the milestone of 500,000 units by the year 2010, according to Finance Ministry‘s latest survey in 2006. Production of cars 
in first nine months of 2005- 06 increased from 87,104 to 112,478 units. Another 16,885 different types of vehicles were 
imported during July 2005 to February 2006. The rise in automobile demand has resulted in increased production, giving a 
healthy impetus to the industrial output and also generating opportunities for imported auto parts/materials and foreign auto 
parts makingmachinery.

The Stages of the Buying DecisionProcess

According to Kotler, (1997) the buying decision process consists of five stages: problem recognition, information search, 
evaluation and selection of alternatives, decision implementation, and post-purchase evaluation. But this is not the case: 
Consumers may skip or reverse somestages.

OBJECTIVES OFTHESTUDY:

 ●  The purpose of this research was to describe brand loyalty with the context of customer satisfaction toward the 
consumer purchasing decision making. Hence the research has the following objectives:

 ● To explore factors for brand loyalty.

 ● To determine level of brand loyalty of Toyota Carusers.

 ● To examine interactive role of those factors that determines brandloyalty.

 ● To suggest measures for developing brandloyalty.

SCOPE OF THE STUDY:

This research focused  on  respondents  who  were passenger car users. The research provided fruitful information about 
Toyota car usage, acquisition and brand preference to Toyotacustomers.

REVIEW OF  LITERATURE

Shopping around can be time- and energy-consuming, and consumers do not always possess enough product knowledge to 
ensure the best buy. Under  such circumstances, consumers usually go by well-known brands, which may result in higher 
costs but requires less research efforts. Thus, brand image not only affects how consumers view a product but has the benefit 
of lowering purchase risks (London et al. 1998). Brand management has become increasingly important, given the rapid 
change of the global market and elevation of competition. Effective brand management creates clear product differentiation, 
consumer preference and loyalty, resulting in broadening market share. Aaker, (1991) believes brand establishment and 
management should be not only one of the operating focuses for major industries but viewed as a source of competitiveness. 
For consumers, a brand provides a certain degree of product guarantee.

The success of a firm depends largely on its capability to attract consumers towards its brands. In particular, it is critical 
for the survival of accompany to retain its current customers, and to make them loyal to the brand.

The brand loyalty is still believed to affect many product categories in the modern world market. Examples of brand 
loyalty promotion abound, showing the brand loyal customer is an asset to corporations. As brand names continue to revel in 
a history of consumersuccess.

Kotler, (2000) contends that brand is a name, term, symbol, design or all the above, and is used to distinguish one‘s 
products and services from competitors. For example, Nike adopts a check mark as its brand image, which creates a positive 
effect indicating approval. According to Kotler, (2000) image is the way that public perceives the company or its product. 
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Image is affected by many factors beyond the company‘s control. The consumer develops a set of brand beliefs about where 
each brand stands on each attribute. The set of or its product. Image is affected by many factors beyond the company‘s control. 
The consumer develops a set of brand beliefs about where each brand stands on each attribute. The set of beliefs about a brand 
make up brand image. The consumer‘s brand image will vary with his or her experiences as filtered by the effects of selective 
perception, selective distortion and selective retention.

Romaniuk, (2003) studied the relationship between association of a brand with different types of image attributes and 
subsequent purchase of the brand. The image attributes incorporated were based on the product categories, situations and 
benefits offered. While mention of the brand for an image attribute was positively related to future purchase, this relationship 
did not vary between attributes once brand and attribute size was taken into account. However, a positive relationship was 
found between the number of attributes associated with the brand and futurepurchase.

The Concept ofBrand Loyalty: The most elaborate conceptual  definition of brand loyalty was presented by Jacoby et al. 
(1978). We will use and discuss this definition, because it covers the most important aspects of brand loyalty, & since it enjoys 
widespread support in the marketing literature, either in its original form or in slightly modified versions (Wilkie, 1990). 
Jacoby et al. (1978)definedbrandloyalty,accordingtothisdefinition,brandloyaltyis:―The  biased, (b) behavioral response, (c) 
expressed over time, (d) by somedecision making unit, (e) with respect to one or more alternative brands out of set of such 
brand, and (f) is a function of psychological process.

Rethinking Brands from the Customer “Point of View”: According to Jim, (2003) many of the less successful experience 
brands are not meeting the challenge of a largely time-starved audience. Our research confirms that in most societies today, 
time has become more desired than money. Increasingly, people value experiences more than things. Consumers are really 
looking for ways to makethemostofeveryday―lived‖experiences.Somarketersneedtoconstantly ask themselves, is our brand 
part of the problem or part of the solution? A brand‘s role in becoming a solution for its audience can make it stand out for 
customers. In that sense, the meaning of brand is its use. Profitable customers are born when a powerful brand promise is 
fulfilled by a brand experience that exceedsexpectations.

Effect of Satisfaction on Repeat Purchase Decision Making: Bitner(1990)  said that at post-purchase stage, consumers 
have first-hand experience and familiarity on which to base satisfaction evaluations. Satisfaction in turn has been shown in 
a number of works to be a reliable predictor of repurchase decisions. Oliver et al. (1992) mentioned that satisfaction is a 
consumer‘s post-purchase evaluation and affect response to the overall product or serviceexperience.

Assael, (1993) mentioned that satisfaction occurs when customer expectations are met or exceeded and the purchase 
decision is reinforced. Satisfaction reinforces positive attitudes toward the brand, leading to the greater likelihood that the 
consumer will repurchase the same brand. Dissatisfaction result when consumer expectations are not met, such disconfirmation 
of expectations is likely to level to negative brand attitudes and lessens the likelihood that the consumer will buy the same 
brandagain.

Paul et al. (1997) stated that satisfaction is very important, because a company‘s sales come from two basic groups — 
new customers and repeat purchase customers. It usually costs more to attract new customers than to retain current ones, 
and the best way to retain current customers is to keep them satisfied. Therefore, satisfaction will positively associate with 
re-purchase decision making.

Product Attribute: What is a product attribute? According to Crawford and Benedetto (2000), attributes are of three types: 
features, functions, and benefits: benefits can be broken down in an almost endless variety — uses, user, used with, used 
where, and soforth.

Theoretically, the three basic types of attributes occur in sequence. A feature permits a certain function, which in turn leads 
to a benefit. Crawford and Benedetto (2000) explained attributes with an example: a spoon is a small shallow bowl (feature) 
with a handle (another feature) on it. The bowl enables the spoon to function as a holder and carrier of liquids. The benefits 
include economy and neatness of consuming liquid materials. Of course, the spoon has many other features (including shape, 
material, reflection, and pattern). And many other functions (it can pry, poke, project, and soon).
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RESEARCH METHODOLOGY

This survey research has utilized both primary and secondary data and information from different sources including 
Toyota Corporation, Text books, magazines, journals and websites about different variables of the study. This research uses 
questionnaires for finding the information obtained from the respondents in the sampling unit. The target Population for the 
research is the passenger car users in the city of Chennai. The sample data is collected from the various places inside the 
Chennai city. This research selected 50 respondents as thesample size by asking them that whether they arecurrent passenger 
car users? The questionnaire gathered the primary data and recorded people responses for analysis.

RESULTS AND DISCUSSIONS

Brand Image and loyalty are considered as the determinants of customer choices regarding any product and these determine the 
competitive environment for a specific firm to compete in the market. The present study was undertaken with the context that 
what particular factors contribute towards brand loyalty and image that may be taken under consideration while developing 
a particular marketingstrategy.

Toyota cars are taken as case study since this firm has a vast market share, and local customers derive for purchasing 
this specific brand need to be analyzed in light of Brand Loyalty. The data so collected was analyzed using Chi- Square 
test. The results are presented and discussed accordingly in the following sections. Brand Loyalty is considered as assets to 
corporations as these have the capability to attract customers towards brands. In the present study Brand Loyalty relationship 
with other factors was determined using chi- square test.

Age Group: The respondents were grouped into different age categories who participated in the survey the relationship of 
age with brand loyalty is presented in Table no.1.

Table-1: Brand Loyalty and Age Group

Preference Range Age Group Total
20-29 30-39 40-49 50 Plus

Perfect 13 6 5 1 25
Excellent 23 7 5 6 41
Very Good 10 6 8 2 26
Good 3 3 1 1 8
Total 49 22 19 10 100

(Source: Field Survey)
X2=7.713 d.f =9 P-Value =0.563

Automobile currently in use:    The  participants  were  asked  about  the  brands that they are currently using. Many brands 
were compared in this regard, which included Toyota, Honda, Suzuki, Nissan and others. The association of these attributes 
with brand image and loyalty found to be highly significant  with P-Value at .005. The results are presented in Table3.

Table-2: Brand Loyalty and Automobile currently in use

Preference Range Automobile currently in use Total
Toyota Honda Suzuki Nissan Others

Perfect 16 4 5 0 0 25
Excellent 29 4 9 0 0 42
Very Good 22 0 2 0 0 24
Good 6 0 1 1 1 9
Total 73 8 17 1 1 100

Source: Field Survey X2=28.407 d.f =1  P-Value = 0.005
Level of Satisfaction with Toyota: Data were assembled on asking question from the users of the Toyota that whether they are 
satisfied with the Brand they are using. The level of satisfaction was analyzed to be highly significant with 13—Value 15.3 56 
and P-Value = .002. The results are presented in Table-4 as below.
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Table-3: Brand Loyalty and Level of Satisfaction with Toyota

Preference Range Level of Satisfaction Total

No Yes
Perfect 4 21 25

Excellent 7 35 42
Very Good 2 22 24
Good 6 3 9
Total 19 81 100

Source: Field Survey
X2= 15.356  d.f= 3 P-Value = 0.002

Likeness of the Brand:   The respondents were exposed to the question regarding the specific brand that they like and they 
like to purchase. The results showed that users significantly prefer to purchase Toyota as compared to Honda, Suzuki, Nissan 
& others. The chi-Square value was 22.995 while P-Value was 0.028. The results are presented in the followingtable.

Table-4: Brand Loyalty

Preference Range Automobile currently in use Total

Toyota Honda Suzuki Nissan Others
Perfect 18 6 1 0 0 25
Excellent 35 4 3 0 0 42
Very Good 19 3 1 0 1 24
Good 3 4 2 0 0 9
Total 75 17 7 0 1 100

(Source: Field Survey)
X2=22.995 d.f =12P-Value =.028

Features of Toyota:    A feature of a product permits a certain function which   in turn leads to a benefit and is considered 
a value addition to a particular product. The importance of features of a product cannot be ignored, because of this, users were 
asked about features of the Toyota. Particular features that were included in the questionnaire were pick of vehicle, seating 
capacity, economy of fuel & maintenance, status symbol, performance, reliability and resale value. The chi-square value was 
32.766 with P-value of 0.049, which shows a highly significant value. The results are shown in the table as givenbelow:

Table-5: Brand Loyalty and Toyota Features

Preference 
Range

Features of Toyota

Total
Pi c k S e a t i n g 

Capacity
F u e l 
Economy

Maintenance Status Performance Reliability ResaleValue

Perfect
Excelle 5 0 1 3 0 0 7 9 25
nt 3 0 1 3 2 10 11 12 42
Very 1 0 3 1 2 6 5 6 24
Good 0 1 0 0 1 1 1 5 9
Good
Total 9 1 5 7 5 17 24 32 100

(Source: Field Survey)
X2 = 32.766       d.f= 21 P-Value = .049

CONCLUSIONS

This research studied the relationship between Brand Loyalty to age group, automobile currently in use, level of satisfaction 
with product in contact, different brands in the market, features of the product in contact and the results were analyzed on the 
basis of Chi-Square (x2) test.
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In the light of the research results Brand Loyalty is not affected by age. Although age plays a vital role in developing 
Brand Loyalty and image but as large part of the sample was from the young age group and subsequently the same age group 
was highly qualified, so  in the light of the opinions of the eminent scholars such age group which may not be mature and will 
be highly qualified, can create volatility problem of Loyalty of a product no matter how much the product may be popular 
and having goodquality.

The research also high lighted that respondents were broadly affected by their preferences regarding their choice of car 
model, coloring scheme, level of satisfaction with the use of car, innovative and improved features of the product which 
creates a strong positive correlation with the Brand Image and Loyalty of the product.

Finally it is the factor of satisfaction, which attracts the users towards the use of a product and innovations normally, 
plays a vital role now a day in the factor of satisfaction. As much the product may be innovative it will be preferred and will 
be liked by the users.
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INTRODUCTION :

Consumer Behavior may be defined as “the interplay of forces that takes place during a consumption process, within a 
consumers self and his environment. The communication takes place between three elements viz. knowledge, discrimination 
and behavior; it persists through pre-purchase activity to the post purchase experience; it includes the stages of evaluating, 
acquiring, using and disposing of goods and services”. Consumer research takes places at every phase of utilization process, 
before the purchase, during the purchase and after the purchase. It is concerned with learning the specific meanings that 
products hold for consumers. The term consumer is used to denote two different kinds of consumers, entitled that are personal 
or individual consumer and organizational consumer. The personal consumer is the individual who buys good and services 
for his own use or for his household usage. They buy goods for ultimate consumption; hence, they are called as „end users, or 
„Ultimate users. The year 2000s have borne witness to spectacular shifts in the marketplace activated by prickly changes in the 
lifestyle patterns of the past and present and the essential revolution in the communication technology. Time tested concepts 
on brand loyalty and mass marketing, are being turned on their heads as they fail to gauge the behaviour of new generation 
customers. The behaviour is characterized by the exceptionality of individual prospects, the preference for numerous options, 
inclination to abandon brand loyalty and switch to competition brands that give higher apparent value. The new breed is even 
willing to import to satisfy specific requirement. It is complicated to categorize this generation by conservative demographic 

STUDY ON CONSUMER BUYING BEHAVIOUR TOWARDS 
SELECTIVE ELECTRONIC HOME APPLIANCES  

IN CHENNAI CITY.

Marshal Jijoe V
ӀӀM.Com, Department of commerce ,Faculty of Science and Humanities,  

SRM Institute of Science and Technology, Kattankulatur , Chengalpattu District, Tamil Nadu.

In India, especially in all the major cities every company is trying to stay alive in their platform to their level best in the 
prevailing condition to achieve the desired level of potential customers. The change in the global economy is inevitable and 
liberalization plays an indispensable role in our country. The top level Multinational Company has entered into the Indian 
market and plays an imperative role with their wide and superior range of products. When compared to the world level market 
Indian market is growing with superior product line in electronic home appliances so, it is very significant to the product and 
we are aware that our “Customer is the King”. In order to achieve the requisite goal in buying the selective brand of the home 
appliances customers are very much conscious and sound enough to take the most appropriate decisions. 

The modern home is unaccomplished without Home Appliances especially in the major cities and urban areas. The 
Electronic home appliances are considered the windfall in the major metro cities and they are the influential in cutting 
down the time concerned in most of the domestic household tasks. So the researchers considered for their research in the 
consumers buying behavior towards electronics home appliances in Chennai city. Home appliances products like Microwave 
Oven, Television, Washing machine, Refrigerator and Air cooler are taken for this study. An expedient sampling method was 
adopted in this study to select 253 respondents in Chennai City. 

The research design used in this study was demographic; questionnaire was used as a tool to collect information from 
respondents. In addition to that, the study will adopt data segmentation. The result found was, demographic factors influencing 
the consumer for buying home appliances, other factors like price, quality, offer and features of home appliances empowering 
the consumer for buying the home appliances. 

Keywords: Consumer Behaviour, Electronic Goods, Data Segmentation, Home Appliances etc
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factors and unless their contemplation process and buying behaviour are fully understood, decisions on product designs and 
packaging, branding and distribution channels are likely to be misplaced. 

The varying demographic profile of the population in terms of education, income, size of family and so on, are very 
imperative by what will be more substantive in days to come will be the psychographics of customers that is how they feel, 
think or behave. Markers will have to continually monitor and comprehend the primary Psychographics to map their relevant 
industries are moving and decide what required to be done, by way of toting up value that stimulates customers to buy the 
companys products and empower the potential industry structure. The acquaintances of the consumer behavior assists the 
marketer to understand how consumers think, feel and select from alternatives like products, brands and the like and how 
the consumers are predisposed by their environment, the reference groups, family, and salespersons and so on. A consumers 
buying behavior is influenced by cultural, social, personal and psychological factors. Most of these factors are irrepressible 
and beyond the hands of marketers but they have to be carefully measured while trying to comprehend the multifaceted 
behavior of the consumers.

HOME APPLIANCES:

 A major home appliances, or domestic appliance, are usually defined as a large machine , which accomplishes some routine 
housekeeping task, which includes purposes such as cooking, or food preservation, whether in a household, institutional, 
commercial or industrial setting. Major appliances have become more technically complex from the control side recently with 
the introduction of the various Energy labeling rules across the world. This has meant that the appliances have been forced to 
become more and more efficient leading to more accurate controllers in order to meet the regulations. Major home appliances 
are differentiated from small appliances because they are large, difficult to move, and generally fixed in place to some extent. 
They are often considered fixtures and part of real estate and as such, they are often supplied to tenants as part of otherwise 
unfurnished rental properties. Another frequent characteristic of major appliances is that they may have substantial electricity 
requirements that necessitate special electrical wiring to supply higher current and/or voltage than standard electrical outlets 
can deliver. This limits where they can be placed in a home. Major Appliance brands include such companies as Whirlpool, 
Samsung, Godrej & LG. A smaller number of distributors control groups of these brands.

WHIRLPOOL:

Whirlpool India, owned 75% by the $19bn US based home appliances giant, Whirlpool Corporation, is a consumer centric 
innovative company with differentiated product offerings through a 360-degree approach in creating brand visibility in home 
appliances. India is the worlds second fastest growing (~8%) economy and the rapid increase in urbanization and in number 
of households from 231 mn in 2010 to about 254 mn by 2015 is expected to help Indian home appliances industry to expand 
from Rs 229 bn in 2010 to Rs 397 bn by 2014. The growth supported by the rising rural penetration levels of electrical home 
appliances and their replacement demand. Consumer durables and other luxury products in India are urban centric and have 
low penetration levels in rural areas. With majority of the population residing in rural or semi-urban areas in India, the overall 
penetration levels for consumer durables remain low. At all India levels, only 33% of households own color television sets, 
22% have refrigerators, 19% have cellular phones and only 7% have cars. With the expanding reach of companies through 
media and advertising, it provides a wider platform for consumer durable companies to tap this vast potential. Whirlpool 
of India operates in four main segments of refrigerators, air conditioners, microwave oven and washing machines. Color 
televisions, which have the highest penetration amongst the commonly used consumer durables, form the significant part 
of the revenues for all other key industry players. It is believed that presence of Whirlpool in low penetrated products; its 
innovative offerings at affordable prices for both rural and urban consumers will auger well for its strong volume growth in 
future. Liberalization allowed many foreign players the opportunity to enter India offering high growth supported by a huge 
consumer class.
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SAMSUNG:

 The Rs 1,350-crore Samsung India Electronics Ltd charting out a belligerent marketing strategy to encourage its home 
appliances range in the New Year. According to Mr Ravindra Zutshi, vice-president (sales and marketing), Samsung India 
Electronics Company plans to invest Rs 25 crore towards developing new moulds for its home appliances range. The 
SAMSUNG Company is in the process of rolling out 14 new colour television models with new marketing and promotional 
initiatives. In addition, Samsung India plans to introduce four new microwave oven models. The company also targets a 
market share of 15 to 16 per cent in both the semi-automatic and fully automatic washing machine (FAWM) segment and 
is planning to sell around two lakh washing machines. The company has introduced a new FAWM incorporated with a new 
„Memory Backup‟ feature to take care of power failure so that the programme settings of the washing machine are not 
disturbed during a wash cycle.”

GODREJ:

The Rs 7,200-crore Godrej Group unveiled its brand new corporate identity and branding strategy at its headquarters in 
Mumbai. The group‟s strategy outlined a roadmap to invest in a renewed Godrej Masterbrand and corporate identity to 
support the targeted revenue growth of 25-30% compounded annually, for the group. Godrej Group had appointed global 
brand consultancy firm Inter brand to reposition its master brand with a makeover that makes the group identity modern 
as well as contemporary. Godrej closely worked with Inter brand to study the Godrej brand across employees, consumers, 
investors and business partners and redefine its approach to harnessing the brand‟s intrinsic strengths. The initial phase of 
the initiative will build the Godrej Master Brand in tandem with the four businesses of personal grooming, furniture, property 
and aerospace. Ever since the Godrej Group was founded at Lalbaug in 1887, the group had sported a traditional logo that‟s 
common for all its business ranging from soaps to steel boards. Shedding its fuddy-duddy image, the group has now opted for 
a new brand identity to acquire an international appeal.

LG:

LG Electronics was established in 1958 and has led the way into the advanced digital era to the level of technological expertise 
acquired by manufacturing many home appliances such as radios and TVs. LG Electronics has unveiled many new products, 
applied new technologies in the form of mobile devices and digital TVs in the 21st century and continues to reinforce its status 
as a global company. The company sold goods worth R20,000 crore in 2011 while LG came in at the No.2 spot with a reported 
R17,500 crore sales, among overall consumer durables sales of R37,790 crore. LG industry estimates suggest LG had sales 
around R17,500 crore for 2011, below its own target of R20,000 crore-plus in 2011.

REVIEW OF LITERATURE:

Consumer behavior is a field of study concentrating on consumer activities (Rogers D. Blackwell). Individual towards a 
product or service defines consumer behavior as a study of responses. (Kardes) Consumer behavior is to understand how a 
consumer makes decision to buy goods by using the available resources such as time, money, and effort for buying, using, 
and disposing goods and services (Chetan Bajaj). It is a decision making process of an individual physically by engaging in 
assessing, buying and using or disposing the goods and services. (David L. Loudon) It is defined as a combination of emotional, 
mental and physical activity of an individual for purchase and use of goods and services for a demand or need (Shukazmi). 
Consumer behavior is associated with the culture and economy of a country. Economic growths in India and young Indian 
population over 21 years have influenced the consumers to spend and buy more. Their friends and socio cultural environment 
influence consumers. More spending options are growing among Indian consumers, which induce higher spending on gaining 
status. Indian consumers were more careful in lending and now this attitude is changing with more credit options in the form 
of Credit cards and loans. The behavior has western influence among the Indian consumers; foreign brands have penetrated 
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the market and acquire a good share.

In recent years, there is a large shift in consumer behavior among Indians due to enhanced awareness and information 
technology. Lifestyle among rural consumers has changed dramatically with influence of socio-economic conditions, cultural 
environment, education level, occupation and wide media coverage. There is an increase in working women after 1990„s, they 
are proving to be equally good as men, and make their own decision to buy things which they need. Yet Indian consumers think 
before they buy, they are more cautious in spending. Retail was successful in west during late 90s to 2009; The “consumer” 
includes both personal consumers and business, industrial, organizational consumers. Consumer behavior explains the reasons 
and logic that underlie purchasing decisions and consumption patterns; it explains the processes through which buyers make 
decisions. The behavior that consumers display in searching for, purchasing, using, evaluating and disposing of products and 
services that they expect will satisfy their needs.” Schiffman and Kanuk (2004) “…..the decision process and physical activity 
engaged in when evaluating, acquiring, using or disposing of goods and services.” Loudon and Bitta (2002). The study of 
consumers as they exchange something of value for a product or service that satisfies their needs” - Wells and Prensky (1996). 
“Those actions directly involved in obtaining, consuming and disposing of products and services including the decision 
processes that precede and follow these actions” (Engel, James F & Blackwell, Roger D).

According to Kotler and Armstrong (2001), consumer buying behaviour refers to the buying behaviour of the individuals 
and households who buy the goods and services for personal consumption. Consumers around the world are different in 
various factors such as age, income, education level and preferences, which may affect the way they avail of goods and 
services. This behaviour affects how products and services are presented to the different consumer markets. There are many 
components, which influence consumer behaviour namely: cultural, social, personal and psychological (Kotler & Armstrong, 
2001). The companies cannot control these characteristics; therefore, a need to assess these elements in order to create an 
effective marketing plan. Gabbott and Hogg (1998) and Blackwell et al. (2006) further provide a holistic view that defines 
consumer behaviour as the activities and the processes in which individuals or groups choose, buy, use or dispose the products, 
services, ideas or experiences. Consumers have their favorites in purchasing products from precise retailers and hence the 
residual retailers are chosen using the rule of „Survival of the Fittest. Therefore, consumers decisions can provide a clue for 
which industry to survive, which companies to succeed, and also which products to excel. Second, through understanding 
the reasons for consumers to buy the products and their buying habits, the firms can make use of such information to devise 
corresponding marketing strategies in response to the consumers needs (Blackwell et al., 2006).

OBJECTIVES OF STUDY:

 ● To unearth the aspects implicated in buying home appliances. 

 ● To find out the basis of information used by customers before making decision of precise brand of home appliance.

 ● To categorize the features for which the prospective customers looks for when they buy any branded home appliance. 

 ● To understand the buying decision by individual in the groups (age between 25 to 50) 

 ●  To know whether and how some demographic variable of the respondents have influence in buying brand or 
nonbranded Electronic products.

 ● To understand some of the driving factors of consumerism in India.

SCOPE OF STUDY:

 ● The Study facilitated to acquaint about the customers outlook and opinion.

 ● This Study assisted to know the dissimilar services offered by home appliance companies.
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HYPOTHESES OF STUDY:

 ● There is no significant relationship between demographics and consumer behaviour. 

 ● There is relationship between consumer behaviour and selection of selective brand of Home Appliances.

RESEARCH METHODOLOGY:

The study was conducted in Next Stop of Chennai City toKanchipuram in India taking one shop in each zone viz., Central, 
East, West and South Zone. The researcher has adopted group-sampling procedure for the data collection. The entire 
population was divided into Central, East, South and West Chennai based on geographical location, using customer directory 
as the source (Table 1). From each part of the selected store of Chennai city, all possible areas were identified. Among them, 
few areas were selected using Systematic Sampling method covering 50 per cent areas from each cluster (Table 2). From 
each selected area, the required number of customer was selected based on Judgment Sampling or Purposive Sampling by 
using some common criteria like reference groups, subject knowledge, occupational status and their attitude to cooperate for 
this study. The prepared questionnaires were distributed among the customers visiting the shops for the survey purpose. The 
respondents were chosen through friends, relatives and using customer database including telephone numbers as a source 
for identification. Of the 300 respondents contacted because of incompleteness and other survey difficulties, only 253 usable 
questionnaires were collected. Out of 253 usable questionnaires, the consumer buying behaviour in selective electronic home 
appliances were analyzed. A study can be initiated with a proper design and methodology to bring out the suitable findings 
which are reliable and applicable to solve the problems and useful to carry out further research of interest. It needs a careful 
analysis of the consumer through which the results for the present study can be crystallized for framing suitable solutions.

Sample Size:
The sample size was 253 respondents (115 men and 138 women) in Chennai. The sampling unit of the study was all users of 
home Appliances in the age group of 25-50 yrs of standard income group in Chennai.

Sampling Design:
 The sample population was the consumers, in the age of 25 – 50. The sampling was adopted to cover a sample size of 253 
in each segment (115 male and 138 female). The survey was done through selective questionnaires and purchase data from 
the selective store to have stability of response. The sample was heterogeneous to some extent as it includes male, female, 
and people from different distances, educational status, and occupation and income group of regular and occasional buyers.

Type of Data Collected: 
The type of data is Primary data, which is collected through the questionnaire.

Analytical Tool:
 Frequency analysis and ranking method was used to analyze the information given by respondents.

METHOD OF DATA COLLECTION:

Well-structured questionnaire was framed and used for collection of data. The consumers were contacted through e-mail and 
in person. They were given a brief introduction about the purpose and importance of the study. Enough time was given to them 
to think over the answers for the questions to have reliability of response. Details regarding demographic and buying behavior 
for buying selective electronic goods were taken as part of the survey.

FREQUENCYANALYSIS:

S.No Age of the Respondents Number of Respondents Percentage

1 25-35 94 37.15

2 35-45 83 32.81

3 45-50 76 30.04
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Total 253 100.00

Gender of Respondents Number of Respondents Percentage

1 Male 115 45.45

2 Female 138 54.55

Total 253 100.00

Marital Status Number of Respondents Percentage

1 Unmarried 47 18.58

2 Married 206 81.42

Total 253 100.00

Qualification Number of Respondents Percentage

1 SSC 24 9.49

2 Intermediate 38 15.02

3 Graduate 112 44.27

4 Post Graduate 79 31.22

Total 253 100.00

Occupation Number of Respondents Percentage

1 Government / Private 143 56.52

2 Business 57 22.53

3 Home Maker 53 20.95

Total 253 100.00

Income Number of Respondents Percentage

1 10000 -15000 83 32.81

2 15000-25000 116 45.85

3 25000-35000 32 12.65

4 Above 40000 22 08.69

Total 253 100.00

Family Type Number of Respondents Percentage

1 Nuclear Family 114 45.06

2 Joint Family 139 54.94

Total 253 100.00

Source of Information Number of Respondents Percentage

1 TV Ads 157 62.06

2 Newspaper / Magazine 36 14.23

3 Hoardings 12 04.74

4 Exhibitions 48 18.97

Total 253 100.00

No. of Brands Known Number of Respondents Percentage

1 Below 3 118 46.64

2 Above 2 135 53.36

Total 253 100.00

Power of Ads Number of Respondents Percentage
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1 Strongly persuaded 46 18.18

2 Persuaded 98 38.74

3 Fairly Induced 81 32.02

4 Not Induced / Motivated 28 11.06

Total 253 100.00

The above table clearly indicates that, age group of the respondents are classified in to 3 groups like 25-35(37.15%), 35- 
45(32.81%), and 45-50(30.04%). Gender of the respondents is classified in to male (45.45%) and female (54.55%). Based 
on the table, 81.42% of the respondents are married and others are unmarried. In case of educational qualification, 9.49% 
are SSC, 15.02% are Intermediate, 44.27% are graduated and remaining 31.22% are post graduated. In case of occupation, 
56.52% are working in Government and Private Sector, 22.53% are business people, 20.95% and are Homemakers.

In case of income, 32.89% are between 10000 -15000, 45.85% are between 15000-25000, 12.65% are between 25000-35000, 
08.69% are above 40000. In case of family type, 45.06% are nuclear family and others are in joint family. In case of source of 
information, 62.06% are TV ads, 4.74%are hoardings, 14.23% are newspapers and magazines, 18.97% are exhibitions. In case of 
brands awareness level, 46.64% are below 3, and 53.36% are above 2. In case of Power Ads, 38.74% are persuaded, 3.02% are fairly 
induced, 18.18% are strongly induced and remaining 11.06% are not induced or motivated for the purchase of selective brands.

Present Usage of Home Appliances Companies
Sl. No Home Appliances Whirlpool Samsung Godrej LG Others Total
1 Microwave Owen 127 53 0 61 12 253
2 Television 0 106 21 87 39 253
3 Washing machine 89 41 24 61 38 253
4 Refrigerator 57 65 28 67 36 253
5 Air cooler 68 71 12 48 54 253

In case of television, Samsung is dominating more when compare to other companies, for refrigerator LG is a leading player, 
in case of washing machine Whirlpool and LG are leading the market, in case of air cooler Samsung and Whirlpool are the 
leading player, and for microwave Whirlpool is the leading player in the market.

Features Discriminating the Purchase of Branded TV Set
Sl. No Features Weight Whirlpool Samsung Godrej LG Others Weighted Average

1 Picture Quality 5 0 106 35 94 18 253
2 Sound Quality 4 0 79 22 66 86 253
3 Screen Quality 3 0 56 45 77 75 253
4 Size 4 0 24 36 49 144 253
5 Color 5 0 64 69 61 59 253

From the above table it can be inferred that the preponderance of the respondents are influenced by picture quality first, then 
sound, then screen quality, then size and color.

 Features Discriminating the Purchase of Branded Refrigerator
Sl. No Features Weight Whirlpool Samsung Godrej LG Others Weighted Average

1 Capacity 4 63 58 55 54 23 253
2 Efficiency 5 60 53 58 51 31 253
3 Storage 3 53 50 53 49 48 253
4 Aesthetic 2 57 51 54 58 33 253
5 Sturdy 5 49 42 60 64 38 253

From the above table it can be inferred that, a large amount of the respondents are influenced by efficiency first, then capacity, 
then sturdy, then storage space, and then aesthetic of the refrigerator.
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Features Discriminating for Purchase of any Branded Washing Machine
Sl. No Features Weight Whirlpool Samsung Godrej LG Others Weighted Average

1 Capacity 4 60 42 51 29 71 253
2 Efficiency 5 56 39 48 35 75 253
3 Storage 3 63 58 47 43 42 253
4 Aesthetic 2 47 56 49 55 46 253
5 Sturdy 5 49 45 54 51 54 253

From the above table it can be inferred that, a large amount of the respondents are influenced by efficiency first, then capacity, 
then sturdy, then storage space, and then aesthetic of the Washing Machine.

Features Discriminating the Purchase of Branded Air Cooler
Sl. No. Features Weight Whirlpool Samsung Godrej LG Others Weighted Average
1 Cooling Capacity 5 25 31 27 29 141 253
2 Efficiency 4 31 37 29 31 125 253
3 Space 2 37 34 31 36 115 253
4 Aesthetic 3 32 35 34 31 121 253
5 Sturdy 2 34 30 38 32 119 253

From the above table it can be inferred that, a large amount of the respondents are influenced by cooling capacity first, then 
efficiency, then aesthetic, then sturdy, and space.

Features Discriminating the Purchase of Branded Microwave Oven
Sl. No Features Weight Whirlpool Samsung Godrej LG Others Weighted Average

1 Heating Capacity 5 41 46 59 48 59 253
2 Grill Fry 4 55 51 54 49 44 253
3 Defrost 3 62 51 60 57 23 253
4 Storage 4 59 57 51 60 26 253
5 Aesthetic 1 65 61 63 59 05 253

From the above table it can be inferred that, majority of the respondents are influenced by heating capacity first, then grill fry 
and storage, then defrost, and then aesthetic of the microwave oven

CONCLUSIONS:

The rising economy has made Indian consumers more affluent. An indication of this is evidently given by the study on 
consumer behaviour of Indian consumers at Chennai in the age group of 25-50. This study has focused on how the buying 
behavior on the investigations the following conclusions can be drawn on the consumer behaviour for this particular group.

Based on this study, the researchers concluded that, people in Chennai city has pertinent knowledge about diverse 
brands of the Electronic Home Appliances. Knowledge about Electronic Home appliances differ based on the age level. 
The demographic factors like age, gender, marital status, qualification, occupation, income and family type discriminating 
the buying behavior of home appliances is based on this study the awareness level of home Electronic Home appliances 
are moderate in Chennai City. Most of the respondents have the relevant knowledge on the renowned brands like Godrej, 
Whirlpool, LG, Samsung and other company brands. Based on grades and rankings given by respondents, the main factors 
involved in selecting home appliances are price then brand name, then quality, then service and the last are the other offers 
given by the retailer. Respondents are not much prejudiced by retailer‟s information.

The media and advertising furnishes more requisite information when compare to other medium of dissemination of 
information to the public. In the case of TV, respondents are influenced by picture quality first, then sound, then screen quality, 
then size and color. In the case of refrigerator, respondents are influenced by efficiency first, then capacity, then sturdy, then 
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storage space, and then aesthetic of the refrigerator. In the case of washing machine, respondents are influenced by efficiency 
first, then capacity, then sturdy, then storage space, and then aesthetic of the Washing Machine.

In the case of air cooler respondents are influenced by cooling capacity first, then efficiency, then aesthetic, then sturdy, 
and space. In the case of Microwave oven the respondents are influenced by heating capacity first, then grill fry and storage, 
then defrost, and then aesthetic of the microwave oven. The surveyed age group of 25-50 is very particular about the brands 
and they judge brands based on perceived quality, value for money and availability of range of Electronic Home Appliances.

The study also shows that in the age group of 25-50, there is a huge buying seen and more amounts is spent on buying 
Electronic Home Appliances based on the selective brands. This can be because of unplanned purchases and directionless 
purchases. Indigenous technologies should be developed to ensure sustainability. In depth analysis and introspection is 
necessary for Electronic Home Appliances manufacturers in India to develop sustainable products as that will be the main 
factor to drive the consumer in buying Home Appliances in the future especially of the age group of 25-50.

SUGGESTIONS:

The pulse of the India market has to be comprehended enough by the manufacturers so as to induce and persuade the customers 
to buy their selective product based on the product, price, place and promotion. The dissemination of fruitful and productive 
information has to be shown to the consumers through media rather concentrating mainly on the aesthetic part of the product.

Also the selection of the right media with the corresponding ratings will reach the right customers at the right time. The 
Brand owners has to compare the other product line on par with their product to improve the standards and discriminate the 
product line and elucidate the masses by proper training of sales personnel‟s by the company so that the acquaintance of 
truthful information will throw more light on to the public with more effect on purchase of the desired product.

The Social media like Face book, Twitter and blogs have to be used by young customers to gather more knowledge during 
their pass time; these media can be used to promote awareness on consumer buying behavior. There should be equilibrium 
between sustainability and demand. A new empirical method has to be worked out to maintain for a sustainable business. 
A more detailed study has to be carried out to find perception from consumers in different Cities other than Hyderabad to 
develop a new sustainability model.
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INTRODUCTION

Firms must constantlyimprove their performance by reducingcosts, enhancing quality, anddifferentiatingtheir products and 
services in order tocompete effectively.Moreover, due to uncertainty of environment increases, competition isgettingtough, 
corporation cannot guarantee theircontinued ability to compete by price, qualitycompetition. so the key to business success 
is faster thanthe competitor by innovation and speed customerresponse competition (Chang & Huang, 2005).Barney 
(1991) point out the enterprises achieves sustainable competitive advantageonly by the value, rarity, difficult to copy and 
difficultto imitative.Enterprise resources in his paper “enterpriseresource and sustained competitive advantage”.This seems to 
beagreementonthe need to promote inmoderncompaniesthat human resources are the major source of competitive advantage. 
Consequently,traditional personnel job is being  changing in to HRM in order to becoming a part of strategic management 
with the purpose of integrating human resource activities to fit business need. 

The concept of Strategic Human ResourceManagement
Somescholars have described SHRM as an outcome, others have explained it as a process,and others have considered it a 
combination of process and outcome(Chang & Huang, 2005).As Wright and McMahan (1992) identified SHRM “the pattern 
ofplanned HR deployments and activities intended to enable a firm to achieve its goals”.As a process,Ulrich and Lake (1991) 
described SHRM as a process of linking HR practices tobusiness strategy.Moreover, Bamberger and Meshoulam (2000) argued 
that SHRM is acompetency-based approach to personnel management that focuses on thedevelopment of durable, imperfectly 
imitable, and non-tradable people resources.Considering both process and outcome together,somescholars definedSHRM as 
the linkage of HR functions with strategic goals and organizationalobjectives to improve business performance and cultivate 
an organizational culturethat fosters innovation and flexibility)Truss&Gratton,1994).Integrated the above statements, and 
thebackground of strategic human resources management,strategic human resource management can be defined as:it is the 
process that select, develop, retain and motivatehuman resources combining business withOrganization’s strategic objectives, 
the externalenvironment.

The core of Strategic Human ResourceManagement
A lot of research about strategic human resourcemanagement point out the relationship betweenorganizational performance 
and strategic humanresource management and competitiveadvantages(Huselid & Schuler, 1997; Tzafrir, 1999; Shanshi, 
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2008).Recent theoretical works on business strategy have indicated that firm competitiveadvantage could be generated 
from firm human resources (HR). According to theresource-based view (Barney, 1986(the firm could develop sustained 
competitiveadvantage through creating value in a manner that is rare and difficult for competitorsto imitate. HR is an 
invisibleasset that creates value to   enhances firm ability to deal with a turbulent environment when it is embedded in the 
operational system.Therefore, the core of strategic human resourcemanagement is to gain competitive advantage andimprove 
business performance by HRM system, HRM practices based on strategic goals and organization-orient. 

Model of strategic human resourcemanagement
Despite the different perspectives at differentinstitutes, we can summarize three different modes ofstrategic human resource 
management: universalisticmode, contingency mode, configurationmode.
Universalistic modes

It has been suggested that there is a universal set ofhuman resource (HR) best practices that can enhance a firm’s performance.
Actually,Universal model consider some best human resourcemanagement practices (BHRMPs)can promote thebusiness 
performance improvement. Proponents of this approach argue that the more intensively anorganization implements best 
practices, the stronger its organizational performance will be. Accordingly, there is a simple direct relationship between 
several individual and isolatedHR practices and organizational performance (Delery &Doty 1996). Some scholarsmaintain 
that such an approach may be successful (Huselid &Becker, 1996; Pfeffer&Veiga,1999).Others contend that the effectiveness 
of HRM practices depends on the specificorganizational and environmental context (Jackson&Schuler 1995).

Contingency modes
Contingency arguments are more complex than universalistic arguments because theyimply interactions rather than the simple 
linear relationships involved in the universalistic perspective (Venkatraman, 1989).Contingency model think the relationship 
betweenhuman resource practices and organizationalperformance is not a simple linear relationship.In fact,they aresubject to 
critical contingency factors which  are likely to increase,diminish or even change the extent and direction ofcertain human 
resource practices to organizationalperformance.Holders ofsuch models researchers (Kerr &Jackofshy, 1989)consider that the 
strict practice of staff developmentis more contributively to organizational performance improvement.

Configuration mode
The configuration model builds on the two previous approachesand synthesizes them into a high ordersystem in which 
researchers are interestedin identifying the unique patterns ofstrategic HRM practices that are optimally effective.
The configurationperspective in SHRM is concernedwith how patterns of multiple, planned HRdeployments and activities 
achieve the organization’s goals.An organization must develop an HR system that achievesboth horizontal and vertical 
fit.  Horizontal fit refers to the internal consistency of the organization’sHR policies or practices, and vertical fit refers to 
thecongruence of theHR system with other organizational characteristics,such as afirm’s strategy.Some scholars have pointed 
out that the combination of the differenthuman resource practices can be equally effective inimproving organizational 
performance, and the differentcombinations is for different organizational strategies(Miles &Snow (1984); Arthur,  1992).

Practices content of   SHRMpractices in the Company
A lot of empirical studies of human resource practices andorganizational  performance identified   thefive categories of 
practicehas a clear positiveeffects on organizational performance improvement. 

Recruitment and selection
Armstrong(2001) point out Rrecruitment and selection technique  arethe strategy should exploremethods not 
only of recruiting the number of people required but alsoof finding staff who have the necessary skills and 
experience, whoareRresourcing strategylikely to deliver the required sort of behavior and whowill fit into 
theorganization’s culture readilySouthwest Airlines a key tosuccess is itsstaff recruitment for whether the 
candidatehas a sense of humor, so these are good at team work and otherfactors of particular concern. 



709
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Training and development
Armstrong,(2001) describe training thesystematic modification of behaviorthrough learning events, programmers and 
instruction that enable individualsto achieve the levels of knowledge, skill and competence neededto carry out their work 
effectively.
SHRM researchers define human resource management practices such as trainingas the types of activities that affect 
behavior of individuals in their efforts to formulate and implement thestrategic needs of the organization (Huselid et al., 1997; 
Becker et al., 1996; Deery et al., 1994; Guest, 1987; Ileset al., 1990; Meyer and Allen, 1997).Actually, the main body of the 
training,particularly aimed at enhancing organizationaladaptability, innovation and capacity to absorbhigh-level dynamic 
capabilities.According to Redding and Catalanello(1989), several leading organizations, including Motorola, General Electric, 
and Hewlett-Packard, credit their business success to training.

Workingstandard
Wood and Albanese (199(describe job design as something management consciously does in order toprovide jobs that have a 
considerable level of intrinsic satisfaction. Strategic human resource practices think that position isunstable, job is changing 
with the dynamic environment. Itemphasisona widerrange of job design. Actuallymore greater  autonomy  and  ability for  
work  effectiveness ,will reducing rigid process working.

Performance evaluation
Performance appraisal facilitates the assimilation stage by monitoring performance and providing feedback tosupport the 
attainment of strategic goals. (Werbel & DeMarie, 2005). Gratton et al. (1999) suggest that this is essential for SHRM. 
Theperformance appraisal process establishes a priority for desired behaviors. Assuming that employees wish to havepositive 
performance evaluations, they are likely to adopt behaviors that are monitored for performance appraisals. Also, performance 
appraisal feedback is designed to reinforce desired behaviors and skills as well as offerconstructive criticisms to guide future 
changes to promote the assimilation process. 

Staff participation
In strategic HRM field, Some scholar advocated thatemployeeparticipation and communication are the  critical role for all 
human resourcesmanagement practices to enhance firm’s performance)Wright & Snell, 1998).Empirical research indicates 
that successful employee involvement efforts can substantially impact organizational financial productivity (e.g.Huselid, 1995; 
Ostroff,1995).Strategichuman resource practices support employeeinvolvementthrough job design, thelicensing mechanism 
and the establishment of workteams and other measures.

The problems of implementation of SHRM practices
Although the above fivestrategic human resourcepractices affect organizational Performance, but thesefollowing points.

Dynamic match
First of all, strategic human resource management require to match with organizational strategy for more efficiency impact 
on organizational performance.Second, among the various human resourcepractices should be mutually complementary 
andsupport. Therefore, in order to consider raising thecompany,wemustuse differentcombinations and systematic practice of 
humanresources. 

RESEARCH METHOLOGY:

Method of Study:
Geographical Area
 Organized retail outlets are largely present in urban areas. Metropolitan cities in India have the have relatively much larger 
proportion of organized retail outlets as compared to the rest of India. Hence Bangalore was chosen for the present study as 
there are many organized apparel retail outlets in this metropolitan city.
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Sampling Population
 A sample of 80 respondents of various age groups, different professions and income levels has been included in the current 
study. Care has been taken to include respondents from all parts of Chennai, so that the sample is representative of the whole 
city. The respondents were administered the detailed questionnaire at their work places, homes and at malls having organized 
apparel retail outlets. Care was taken in choosing malls so that major geography of Chennai was covered.

DATA ANALYSIS:

TABLE

GENDER NO. OF RESPONDENT PERCENTAGE
MALE 48 60%
FEMALE 32 40%
TOTAL 80 100%

INFERENCE:
From the above table I it is identified that out of 80 respondents, 60% of them are male and 40% are female.

(II) TABLE

OCCUPATION NO.  OF RESPONDENT PERCENTAGE
PROFESSION 30 37.5%
SERVICE 25 31.25%
BUSINESS 20 25%
HOME MAKER 5 6.25%
OTHERS 0 0%
TOTAL 80 100%

INTERPRETATION:

From the above table II the occupation of 80 respondents is identified as, 37.5% are in profession, 31.25% are in 
service, 25% are doing business, 6.25% are homemakers and 0% of others. 
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INTRODUCTION

In this study helps the organization to identifyhuman resource needs in the organization in the area of problem and suggest 
way to improve the recruitment and selection process. Recruitment and Selection is a designed to maximize employee 
strength in order to meet the employer’s strategic goals and objectives. In short, Recruitment and Selection is the process of 
sourcing, screening, shortlisting and selecting the right candidates for the filling the required vacant positions.This study focus 
on understanding recruitment and selection process this study helps to manage a manpower budget for the recruitment and 
selection process, this study helps to evaluate the time for the recruitment process. The study stratified sampling technique is 
used. The sample size for the study is 100. The tools that are used in this study, One way ANOVA, Chi Square, and Correlation. 

NEEDS FOR THE STUDY

 ● Determine the present and future requirement of the organization personnel-planning and job analysis activities. 

 ● Understanding the recruitment and selection process in organization. 

 ● Analysis of manpower budget analysis of the for the recruitment in the recruitment process

OBJECTIVE

 ● To attract and engage people it needs to achieve its overall organizational objectives

 ● Increase the pool of job candidates at minimum cost.

 ● Recruit right people who will fit in to organizations culture and contribute to the organizational goals.

REVIEW OF LITERATURE 

According to Edwin B Flippo 
Recruitment is nothing but the process of searching the candidates for employment and then stimulating them for jobs in the 
organization. It is the activity that links the employees and the job seekers. It is also defined as the process of finding and attracting 

A STUDY OF THE RECRUITMENT AND SELECTION 
PROCESS: SMC GLOBAL 

R.S. Joe Rachel
ӀӀ M.Com, Department of commerce ,Faculty of Science and Humanities,  

SRM Institute of Science and Technology, Kattankulatur , Chengalpattu District, Tamil Nadu

Recruitment is the process of searching employees to apply a job in an organization, the research paper is entitle for a 
recruitment and selecting process. The main objective in an organization is to choose from the applicants, whom they feel 
for the job requirement practices affect organizational outcomes at SMC Global Securities Ltd. The source of data was 
both primary and secondary. Data analysis has been done with the help of SPSS software. Selecting the wrong candidate or 
rejecting the right candidate could turn out to be costly mistakes for the organization. 

Keywords: Recruitment, Selection, Reference, Interview, Hiring, Performance. 
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capable applicants for employment. It is the pool of applicants from which the new employees are selected. It can also be defined 
as a process to discover sources of manpower to meet the requirement of the staffing schedule and to employ effective measures 
for attracting the manpower in adequate numbers in order to facilitate the effective selection of an efficient working force. 

According to David A De Cenzo 
The recruitment needs are of three types which are as follow: 
(a) First one is Planned Needs: These are the needs that arise from the changes in the organization and retirement policy 
creating vacancy for new jobs. 
(b).Second one is Anticipated Needs: These are those movements in personal which an organization can predict by studying 
trends both in external as well as internal environment.
(c) Last one is Unexpected Needs:  
These needs arise due to various reasons like deaths, resignations, accidents, illness, relocation etc. 

Taylor, P. (1998). Seven staff selection myths 
This article outlines seven commonly held misconceptions about recruitment 
And selection practices. Areas discussed include the validity of various 
Recruitment and selection measures (e.g., interviewing, reference checks), the 
Conditions necessary to maximize the effectiveness of these practices, and Common mistaken perceptions of the interview 
process. This article is Usefulfor readers interested in workforce development theory and research.

RESEARCH METHODOLOGIES

Research means a search for the knowledge .Research methodology is a systematically to solve the problem in the research. A Research 
design is a plan for a study of a data collection and analysis in a research. It’s used in beginning stages of the research and it’s a wider 
scope of practices. The strategy which is used in the research towards the achievement and objectives.The effectiveness of any research 
work depends upon the correction and effective of the research methodology.There are two types of data, they are primary data and 
secondary data. The methods of collecting primary and secondary data. In primary data are to be originally collected, in the secondary 
data, the nature of data collection work is merely that of compilation. A questionnaire is prepared and sent to a person and request them 
to fill the questionnaire, the respondent has to answer questionnaire in their own.The sample size for the study is 100.

SAMPLING TECHNIQUE 

Sampling is a form of convenience sampling in which the population are selected based on the performances of the researcher. 

Target population and Sample size
 ● The target population was the employees of the HR department of SMC Global Securities Ltd. 
 ● The employees targeted were of all age group. 
 ● A sample size of 30 employees of SMC has been taken.  

Hypothesis: 
 ● H0 – there is no relationship between gender and through what source are you recruited. 
 ● H1- there is relationship between gender and through what source are you recruited

DATA ANALYSIS AND INTERPRETATION 

TABLE SHOWING THE PERCENTAGE OF AGE GROUP

PARTICULARS NO OF RESPONDENCE PERCENTAGE 
15 - 20 years 10 20
21 - 25 years 17 30
26 - 30 years 10 24
above 31 years 13  26
Total  60 100
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Inference: 
From the table it is found that 26% belongs to 15-20years, 30% belongs to 21-25 years, 24% belongs to 26-30 years and 20% 
belongs to above 31 years of age respondents.

TABLE SHOWING THE PERCENTAGE OF GENDER 

Particulars No of respondents percentage 

Male 33 66 

Female 17 34 

Total 50 100 

CHART SHOWING THE PERCENTAGE OF GENDER
Inference: 
From the table it is observed that 66% belongs of male and 34% belongs to female respondent.

TABLE SHOWING THE PERCENTAGE OF EXPERIENCE

PARTICULARS NO OF RESPONDENCE PERCENTAGE 
0-5years 5 10 
5-10years 15 30 
10-15years 20 40 
Above 15 years 10 20 
Total 50 100 

CHART SHOWING THE PERCENTAGE OF EXPERIENCE
Inference: 
From the table it indicates that 10% belongs to 0-5 years, 30% belongs to 5-10 years, 40% belongs to 10-15 years and 20% 
belongs to above 15 years of experience respondents.

TABLE SHOWING AVERAGE TIME SPENT BY HR DEPARTMENT CANDIDATE DURING RECRUITMENT

PARTICULARS NO OF RESPONDENCE PERCENTAGE 
10 minutes 7 14 
10 to 20 min 16 32 
20 to 30 min 17 34 
More than 30min 10 20 
Total 50 100 

TABLE SHOWING AVERAGE TIME SPENT BY HR DEPARTMENT CANDIDATE DURING RECRUITMENT

Inference: 
From the table is observe that 14% belongs 10 minutes, 32% belongs to 10 to 20 minutes, 34% belongs to 20 to 30 minutes 
and 20% belongs to more than 30 minutes of respondents.
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LIMITATIONS OF THE STUDY 

 ● An employee has fear to reveal the negative aspect.
 ● The information collected is based on the perception of the respondent. 
 ● The data needs to be updated at times when it comes to have further usage of this research study report

FINDING OF THE STUDY 

 ●  From the table it is found that 10% belongs to 15-20years, 34% belongs to 21-25 years, 36% belongs to 26-30 years 
and 20% belongs to above 31 years of age respondents. 

 ● From the table it is observed that 66% belongs of male and 34% belongs to female respondents. 
 ●  From the table it indicates that 10% belongs to 0-5 years, 30% belongs to 5-10 years, 40% belongs to 10-15 years and 

20% belongs to above 15 years of experience respondents. . 
 ●  From the table is observe that 14% belongs 10 minutes, 32% belongs to 10 to 20 minutes, 34% belongs to 20 to 30 

minutes and 20% belongs to more than 30 minutes of respondents. 

SUGGESTIONS
 ●  The various factors considered for the recruitment and selection process and the satisfaction level of the employee 

towards the Recruiting.  
 ●  Selection process is good and it should be modified to the requirements of the job profile so that main objective of 

selecting the candidate could be achieved. 

CONCLUSION:
The main thing that I want to conclude firstly is that with the help of analysis, feedback generated through questionnaire I 
found that the company is following an effective Recruitment and Selection process to maximum extent. 

As per my study, out of the various methods of sourcing candidates, the best one is – getting references via references and 
networking. In the process, I came across various experiences where the role of an HR and the relevant traits he finds in the 
candidates were displayed. The structure of the financial sector (as well as that of SMC Ltd) was known along with the analysis 
that recruitment is an ongoing process in this industry and therefore new innovative methods have to be thought of and applied 
to meet the demand. Company should focus on long term consistent performance rather then short term. The emphasis towards 
training and enhancing skills of recruiters needs to be more and also consistent. Even though an HR manager has many challenges 
to face in order to ensure that the human resource department contributes to the bottom-line and emerges as a strategic partner in 
the business, it is “Talent acquisition”, that is the key determining factor in how well an Human resource department contributes 
towards the achievement of the overall objective of the organization and therefore is a daunting task for any HR manager
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INTRODUCTION

Consumer brand preference is an essential step towards understanding consumer choice behaviour, and has therefore always 
received great attention from marketers. However, the study of brand preference has been limited to traditional marketing 
focusing on functional attributes to maximise utility. But now the shift to experiential marketing broadens the role of the brand 
from a bundle of attributes to experiences. Technological advancements have helped to increase the similarities between 
brand attributes and product commoditisation. Consequently, consumers cannot shape their preferences among brands using 
rational attributes only. They seek out brands that create experiences; that intrigue them in a sensorial, emotional and creative 
way. This study seeks to develop a model that provides an understanding of how brand knowledge and brand experience 
determine brand preference and to investigate its impact on brand repurchase intention. The model therefore offers managers 
a new perspective for building strong brands able to gain consumer preferences.

STATEMENT OF THE PROBLEM

The study is mainly intended to ascertain customer satisfaction and factors influencing product selection. It is believed that 
such a study will throw light on the strength and weakness of the dealer on one hand, its opportunity and threats on the other 
hand. The scope is mainly focused on giving information to the company about what to do or what are the pitfalls or weakness 
that the company is presently having. These weaknesses can be studied in detail or in depth and good remedies can be taken 
to improve the company’s well being.

Consumer behavior 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.

OBJECTIVES OF THE STUDY

THE EFFECTS OF CONSUMER BRAND PREFERENCE IN 
CHENNAI CITY

Jagadesh. A 
M.com- 2year

The proliferation of assorted brands of food drinks in the country has led to cutthroat competition for increased market share 
being witnessed among the operators in the food drink industry. When competition is keen and the consumers are faced with 
brand choice in the market, it becomes imperative for the manufacturers to understand the major factors that can attract the 
attention of buyers to his own brand. These then form the basis for marketing panning and action. Results revealed that both 
male and female and different age groups were equally influenced by advertising in their preference for the brand. 38.73% 
of the consumers showed preference for Bournvita out of the various brands of the food drink studied. The major reasons 
advanced for the preference are its captivating advertising (42.62%) and rich quality (40.16%). TV advertising was most 
preferred by 71.43% of the respondents of all the media used in advertising Bournvita. The need for high preference to 
advertising is therefore highlighted for companies that want to not only retain their market but take positive steps to increase 
their market share.

Keywords: Branding, brand preference, brand experience, brand knowledge, mobile phones, mixed-method methodology.
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 ● To analysis the consumer preference towards puma brand in Chennai city.

 ● To identify the consumer perception towards puma brand in Chennai city.

 ● To analyze the factors influencing consumer behavior towards puma.

 ● To offer major findings, suggestions and conclusion.

METHODOLOGY

Research Design
A research design is a framework or blueprint for conducting the marketing research. It details the procedures necessary for 
obtaining the required information needed to structure or solve marketing research problem. Survey and observation are two 
important methods that can be used in case of descriptive research. The present study has been carried out by survey method 
through administration of structured questionnaire for obtaining information. However, observations of the researcher have 
been duly noted under qualitative information.

Scope of the study
This study is based on primary and secondary sources of information. It mainly concentrates on consumers’ ownerships, 
status symbols (necessity or luxury), perceptions and preferences of such white goods, their information sources and amount 
of time spent (high / low involvement), factors influencing their purchase decisions, and post purchase behavior, if any like 
brand switching.Data was collected from the actual as well as potential customers in three selected products categories of 
white goods industry namely entertainment, preservatives and cleaning. However, for certain questions like identifying the 
factors that influence consumer buying behavior, separate analysis was not carried as it was assumed that factors remain same 
irrespective of the selected product categories.

Sources of Data
The present study is mainly based on primary data.

Primary Data
Preliminary scanning of various secondary data sources preceded primary data collection. The primary investigation proceeded 
on the framed objectives of the present study. The research instrument consisted of a structured questionnaire. Measurement 
scales like ordinal, nominal, and Liker’s are used to collect first hand responses from households owning or intending to 
purchase selected categories of white goods. These primary data have been put to further statistical analysis so as to find out 
some useful information and generate inferences related to the objectives of the study.

Sample size 
The survey I took only 110 respondents due to lack of time I took a small survey.

Area of the study 
The present study covers the area of Chennai city.

METHOD OF DATA COLLECTION

There are several methods of collecting primary data. In descriptive researches, collection of primary information is generally 
done through survey which can be further classified into (i) Observation method, (ii) Interview method, (iii) Questionnaire 
method, (iv) Schedules method and (v) Some other methods. The use of above classification depends on the type and objectives 
of the research.

REVIEW OFLITERATURE

Dr. Ramesh Sardar (2012) on his article “Brand Preference of Passenger Cars in Aurangabad District” detailed that the 
analysis of marketing, a consumer behavior and brand preference of passenger car is carried out in Aurangabad district of 
Maharashtra state. As a result, focusing on an industry where brands, marketing knowledge and distribution networks have 
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been important determinants in the growth and survival of firms. It reaches distinct conclusions. The article illustrates the 
analysis and interpretation of data. 

AttiyaKanwal (2011) on his study “Consumer preference of International brands
over local brands” aimed at determining consumer preference of international brands instead if national or local brands. 
Consumer evaluates products based on information cues, which are intrinsic and extrinsic. If a consumer is satisfied with a 
product, he will buy it again, become loyal and over time develop a relationship with the brand. There are various factors 
which influence consumer purchase decision. The price of a brand plays a fundamental role in the consumer’s choice of brand. 
If a brand is priced too high then a consumer will avoid it. The price of a brand is an indication of the quality of the brand as 
well. Other factors include fashion, family and friends, brand name, availability, advertising campaigns etc. 

AnnamalaiSolayappan, JothiJayakrishnan (2010) on their article “Customer
Preference for Branded Computers with Special Reference to Post Graduate Students” noted that purchase decision making 
is a complex amalgam of needs and desires. It is influenced by factors such as consumer’s societal role, social and cultural 
environment, aspiration and inhibitions. The Changing Perceptions of Consumers preference for branded computers. 
Exploratory research has been made with postgraduate students of various disciplines in leading institutions in Chennai to find 
out the most important factors influencing the purchase of branded computers. It was circulated to the postgraduate students of 
Arts, Science and Professional courses. Factor analysis and ANOVA have been employed to establish the important influencing 
factors on the purchase of branded computers and differences of opinion among the students. According to this study, Quality, 
Specification / Configuration, Reasonable price, Credit, Service, Experience person, Offers, Style, Guarantee, Warrantee and 
Product availability are the inducing factors for the purchase of branded computers among post graduate students of Chennai.

Prof. Praneti Shah Mehta Priyam and UmeshLukhi (2009) in their study 
“Purchase Pattern of consumers for Consumer Durables along with Preference towards Organized & Unorganized Retail 
Formats” stated that the consumer durables market is expected to grow at 10-15% in 2007-2008. It is growing very fast 
because of rise in living standards, easy access to consumer finance, and wide range of choice, as many foreign players were 
entering in the market with the increase in income levels, easy availability of finance, increase in consumer awareness, and 
introduction of new models, the demand for consumer durables has increased significantly. The market share of MNCs in 
consumer durables sector is 65%. MNC’s major target is the growing middle class of India. 

Varun T.C. (2008) in his study “Consumption Behaviour of Coffee and Tea in
Karnataka” mentioned Coffee and tea are drunk in most countries, but typically one predominates. Coffee is the preferred 
drink in Europe and America, and tea elsewhere. Until the early eighteenth century, coffee production and consumption was 
confined to the Islamic World and tea production to East Asia. European traders altered this pattern dramatically. The present 
pattern of coffee consumption is influenced by income per capita and that of tea is not. Coffee, of late has become relevant and 
contemporary. Coffee houses or bars have sprung up across the country, making coffee an important part of social gathering 
places. There is a wide variety of coffee offerings, from size, flavour, preparation and toppings and plenty of gourmet and 
specialty shops to provide them. For the last few years, new product trends have been driven specifically by consumer demand 
for more complex, upscale coffee, both in and outside of their homes.

Banumathy and Hemameena (2006) on their article “Analysis of brand preference of soft drinks in the global environment” 
while studying consumer brand preference with respect to soft drinks, found that after globalization most of the consumers 
like the international brands such as Pepsi and Coco-cola. Consumers preferred a certain brand or a particular drink mainly 
because of its taste and refreshing ability.

.DATA ANALYSIS AND INTREPRETATION

Analysis and interpretation is the process by which sense and meaning are made of the data gathered in qualitative research 
and by which the emergent knowledge is applied to clients problems. This data often takes the form of records of group 
discussions and interviews, but is not limited to this.
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GENDER OF THE RESPONDENTS

TABLE 1- SHOWING GENDER OF RESPONDENTS

GENDER PERCENTAGE NO OF RESPONDENT

MALE 45.05% 50
FEMALE 54.95% 61

TRANSGENDER 0.00% 0

TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table it is clear that 55% of respondents were female and 45% were male. Most of the respondents were 
female and it shows that female uses more branded products then male.

TABLE 2 - SHOWING AGE OF RESPONDENTS

AGE PERCENTAGE NO OF REPONDENTS
10-15 8.11% 9
16-25 70.27% 78
25 and above 21.62% 24
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table it is clear that 8.11% of the respondents are aged between 10-15, 70.27% are aged between 16-25 and 
21.62% are aged above 25. The majority of the respondents are from 16-25 aged that is all are youngster who are all interested 
in branded products.

TABLE 3 -  SHOWING QUALIFICATION OF RESPONDENTS

QUALIFICATION PERCENTAGE NO OF RESPONDENT
HSC 16.22% 18
UG     48.65% 54
PG 21.62% 24
EMPLOYED 13.51% 15
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table we come to know 16.22% were hsc students , 48.65% were undergraduate , 21.62% were postgraduate 
and 13.51% were employed people. Most of the students only prefer branded products.
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TABLE 4 - SHOWING TRUST IN PRODECTS OF RESPONDENTS

OPTION PERCENTAGE NO OF  RESPONDENT
YES 63.06% 70
NO 13.51% 15
SOMETIMES 22.52% 25
NOT ANSWERED 0.90% 1
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table we come to know that 63.06% said yes they have trust in their products and 22.52% of them said that 
they sometimes have trust and 13.51% of the people they don’t have any trust on their products.

FINDINGD AND SUGGESTIONS

FINDINGS:

 ● The research revealed that majority of the respondents are female(55%)

 ● Most of the respondents  belonging to the age of 16 to 25 years.

 ● It found that majority of the people are having under graduated  degree holder

 ● The research revealed that most of the respondents are feels that they have trust in the buying products.

 ● Its found that most of the people are buy the produdct through the advertisement(43%)

 ● Majority of the people prefer nike brand(33%)

 ● It revealed that most of the people take suggestion before buying the products for branded products(57%)

 ● Most of the respondents think that advertisement are need for  buying the products

 ● It revealed that most the respondent are prefer that  branding name itself(49%)

 ● Most of the consumer are prefer that customer satisfaction is much important for buying the products(60%)

 ● Most of respondents are buy only a branded produdcts regularly(38%)

 ● It revealed that most of the respondents are suggested the products to others (60%)

SUGGESTIONS:

Most of the brand products are having effective competitor they can consider for their competitor.
The study on the factors influencing consumer preference towards brand impact company brandings
To understand the consumer preference and behavior , markets needs to know what product and brand knowledge customer 
acquired and stored in the memory.
They may also wish to determine how consumer organize a product category and what types of knowledge are likely to 
activated by particular marketing strategies.

CONCLUSION

Brand extension are not a western phenomenon but have became prevalent in inedia too in the recent past. To conclude, this 
study on consumer preferences/perception for brand extensions and their impact on parent 169 brands’ image; their antecedents 



722
Copyright ©2020 Authors

Proceedings

beyond the western experience would enable one to see patterns emerging in a country like India. The study signals the 
emergence of a pattern of consumer behaviour at least among the economically stable and educated consumers. This study 
is among the pioneer and micro analytic tests of hypothesis provides insights into important factors governing consumer 
behaviour. An important contribution of this study is that it proposed and tested hypothesis establishing the relationship 
between the various factors affecting consumers and their preferences/perceptions for brand extension using a non western 
sample. Finally analyzing  all the factors responsible for increasing sales and the no. of customers in departmetal store through 
various data analysis percentage  analysis, I came to a conclusion that. So, the company should focus on the tools present to 
analysis its customer and various other factors.
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INTRODUCTION: 

The Ratio Analysis is the most powerful of financial analysis. Several ratios calculated from the accounting data can be 
grouped in to various class according to financial activity or function to be evaluated .Ratio analysis is a process of examining 
and comparing financial information by calculating meaningful financial statement figure percentages instead of comparing 
line items from each statement. Ratio analysis compares relationship between financial statement accounts. This means that 
income statement or balance sheet account is being compare to another. These relationship between financial statement 
accounts will not only give a manager or investors an idea of the how healthy the business is on whole, it will also give them 
keen insight into business operations.

ACCOUNTING TOOLS AND TECHNIQUE USED:

 ● Stock turnover ratio

 ● Current ratio 

 ● Liquid ratio

 ● Working capital turnover 

 ● Proprietary ratio

 ● Fixed asset turnover  ratio 

 ● Capital gearing ratio

 ● Fixed asset ratio

 ● Capital turnover ratio

 ● Debtors turnover ratio

 ● Cash position ratio

 ● Tangible assets to working capital ratio

 ● Working capital to Current asset 

RATIO ANALYSIS AT SWITCHING TECHNOLOGIES 
GUNTHER LTD (STGL)

G.Deheswari (RA1932202010017)
M.com 2nd year, Department of commerce, 

SRMIST

The main purpose of this study is to determine forecast and evaluate the financial position of the firm. The other purpose of 
this study is to analyse the financial statement and then give information for financial managers to make through decisions 
about their business. The information contain in these statement is used by management, creditors, investors and others to 
form a judgement about the operating performance and financial position of firm. Uses of financial Statement can get there 
further insight about the financial strength and weakness of the firm. Switching Technologies Gunther ltd is an India based 
company, which is engaged in manufacturing and sale of electrical and electronic components. The Manufactures electronic 
components such as Reed Switches, proximity sensors and ball switch. They maintained different level of returns on their 
investment, in that they have faced Vice – Versa situation in Profit margin.

ABSTRACT
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 ● Fixed asset to equity ratio

 ● Stock to working capital ratio

STATEMENT OF PROBLEM:
Ratio analysis helps to analysis the aggregate financial position of the company and also helps in understanding the 
importance and advantage of materials in the organisation.

 ● For the purchase of raw material, spares and component parts

 ● To incur day – to- day expense.

 ● To meet selling cost such as packaging and advertising 

 ● To maintain inventories and raw materials, work-in progress and finished goods.

OBJECTIVES OF THE STUDY:
 ● To study and analysis financial [position of the company through ratio analysis

 ● To measure the financial performance of the organisation.

 ● To profitability position of the company.

METHODOLOGY TO STUDY:
For this evaluation of Ratio analysis, data has been collected directly from the Company’s financial report.

REVIEW OF LITERATURE:

Anderson (2001): In his theory of quality management had emphasized that the leadership efforts play a crucial role in 
creating a quality management culture in the organization. The effective implementation results in better customer satisfaction 
and sustainability of the organization. The control mechanism existing in the organization also plays a vital role in the ensuing 
quality.

Oakland (2003): Had summarized that the management approach determines the performance with respect to quality. It 
is the duty of the management to prescribe proper guidelines for the effective implementation of quality process.

Nofal (2005) through his research has identified various factors for successful TQM implementation. Involvement of 
senior executives, comprehensive policy development and effective deployment of goals; entire workforce commitment to 
quality goals of the organization; active participation of functional level managers and workers, effective communication, 
recognition of efforts are some of the noteworthy factors.

Arvind Sahay and Nivedita Sharma (2010) focused on brand relationships are indeed important for different categories of 
young consumers; second, to investigate the effect of peer influence, family influence, and brand relationships on switching 
intentions amongst young consumers; and third, to look at the impact of price changes on switching intentions in the context of 
brand relationships. Researcher’s results suggest that young consumers develop relationships on all brand relationship dimensions.

Ramakrishnan Venkatesakumar, D. Ramkumar and P. Thillai Rajan, (2008), confirms that Brand loyalty and brand 
switching behaviour of the consumers are evergreen issues of research and strategic importance to the marketers and academic 
researchers. The current research aims to address the significance of product attributes in brand switching behaviour through 
multi-dimensional scaling and results suggest that a set of product attributes trigger the intention to switch the current brand

HISTORY OF THE COMPANY  

Switching Technologies Gunther (STGL) was incorporated in Apr.’88 and has been promoted by M N Kannan. It manufactures 
and exports hi-tech reed switches which find wide applications in the aircraft industry, industrial control equipment, automobiles 
and power industry, at its unit in the Madras Export Processing Zone (MEPZ). The company is a 100 per cent EoU and has a 
buy-back arrangement with its promoter company W Gunther, Nurenberg, Germany. Its collaborator, W Gunther, Germany, 
has a 61.22% stake in the company. 
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STG is one of the leading manufacturers and exporters of reed switches and relays in India. Its products are exported to 
the European markets and have received good responses from them. The company has a unit in the Madras Export Processing 
Zone (MEPZ), manufacturing reed switches used in the automobile, telecommunication, industrial control and aircraft 
industries. 

This Company is subsidiary of Comus Group. It is the subsidiary company International group, a wellknown group of 
associated companies dedicated to the design manufacture and distribution of Read switch and proximity sensor product. 

It has been in operation for more than 15 years now engaged in the manufacture and export of miniature and standard 
read switches (including pressurized switches) India who in turn market the switches to various customer across worldwide. 
The company is also affecting supplies of read switches. The read switches manufactured by Comus find application in 
Automobile Electronics, Power Electronics, Tele communication, and Industrial control equipment and appliance industry. 
The company’s manufacturing facilities is situated at Chennai manufactures the switches broadly on automatic equipment as 
well as semi-automatic machines.  

 In the financial year the company was able to reach higher sales due to increase in population of high value switches in 
spite of the general recessionary status in global makes for industrial products, however the world wide poor economic m 
market growth and resultant low capacity utilization has resulted in a considerable not loss to the company and there by the 
company has become potentially sick under the sick industries act. 

MISSION:
Be the leading specialist in electric power switching, protection, and control by creating innovative solutions that are easily 
applied and provide the best long-term value. 

VISION:
We are growing with customers for whom drive train technologies is key to their success. Collaborating with the switch 
enables them to deliver solutions that produce profitable power generation as well as optimize processes and energy use

ANALYSIS AND INTERPRETATION

MEANING AND DEFINITION 
The term ‘Ratio’ refers to the mathematical relationship between any two inter-related variables. In other words, it establishes 
relationship between two items expressed in quantitative form.  
 “Ratio can be defined as “the term accounting ratio is used to describe significant relationships which exist between figures 
shown in a balance sheet and profit and loss account in a budgetary control system or any other part of the accounting 
management.”  - J. Batty 
Ratio can be used in the form of; 

 ● Percentage (20%) 

 ● Quotient and 

 ● Rates 
In other words, it can be expressed as a to b; a: b (a is to b) or as a simple fraction, integer and decimal. A ratio is calculated 
by dividing one item or figure by another item or figure. 

ANALYSIS OR INTERPRETATION OF RATIOS 

 The analysis or interpretations in question may be of various types. The following approaches are usually found to exist: 
 ● Interpretation or Analysis of an Individual (or) Single ratio. 

 ● Interpretation or Analysis by referring to a group of ratios.  

 ● Interpretation or Analysis of ratios by trend.  

 ● Interpretations or Analysis by inter-firm comparison. 
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PRINCIPLES OF RATIO SELECTION  

The following principles should be considered before selecting the ratio:  
 ● Ratio should be logically inter-related.  

 ● Pseudo ratios should be avoided.  

 ● Ratio must measure a material factor of business.  

 ● Cost of obtaining information should be borne in mind. 

 ● Ratio should be in minimum numbers.  

ADVANTAGES OF RATIO ANALYSIS

Ratio analysis is necessary to establish the relationship between two accounting figures to highlight the significant information 
to the management or users who can analyze the business situation and to monitor their performance in a meaningful way. 
The following are the advantages of ratio analysis: 

 ● It facilitates the accounting information to be summarized and simplified in a required form. 
 ● It highlights the inter-relationship between the facts and figures of various segments of business. 
 ● Ratio analysis helps to remove all type of wastages and inefficiencies. 
 ● It provides necessary information to the management to take prompt decision relating to business. 
 ●  It helps to the management for effectively discharge its functions such as planning, organizing, controlling, directing 

and forecasting. 

Limitations of Ratio Analysis 

Though ratio analysis is relevant and useful technique for the business concern, the analysis is based on the information 
available in the financial statements. The ratio analysis suffers from the following limitations:

 ●  Ratio analysis is used on the basis of financial statements. Number of limitations of financial statements may affect 
the accuracy or quality of ratio analysis. 

 ● Ratio analysis heavily depends on quantitative facts and figures and it ignores qualitative data.  
 ● Therefore this may limit accuracy. 
 ● Ratio analysis is a poor measure of a firm’s performance due to lack of adequate standards laid for ideal ratios. 
 ●  It is not a substitute for analysis of financial statements. It is merely used as a tool for measuring the performance of 

business activities. 

CLASSIFACATIONS OF RATIOS
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Ratios 2016-2017 2017-2018 2018-2019

Stock turnover ratio 1.89 2.19 1.92

Current ratio 1.17 1.10 1.08
Liquid ratio 0.40 0.36 0.37
Working capital turnover 13.41 22.60 21.11

Proprietary ratio 1.16 0.64 0.60
Fixed asset turnover  ratio 16.50 19.09 20.27
Capital gearing ratio 0.96 1.90 2.24
Fixed asset ratio 0.88 1.58 1.67
Capital turnover ratio 7.40 10.35 10.34
Debtors turnover ratio 24.38 13.57 12.60
Cash position ratio 0.196 0.165 0.097
Tangible assets to working 
capital ratio

0.787 1.156 1.024

Working capital to Current 
asset

0.152 0.097 0.076

Fixed asset to equity ratio 0.367 0.334 0.297

Stock to working capital ratio 4.288 6.934 8.497

Ratio analysis of Switching Technologies Guntherltd
INTERPRETATION:
The stock turnover ratio shows a fluctuating trend which indicates that the company need to have an optimum inventory management. 
The ideal current ratio is 2:1 from the above table it is evident that the ratio is showing a decreasing trend which indicates that the 
company its current assets and current liabilities. Generally, the current ratio shows the ability of business to generate to cash to meet 
its short term obligations. A decline in this ratio can be attributable to an increase in a short term debt, a decrease current assets or 
a combination of both. The ideal liquid ratio is 1. The above table shows that is less than the ideal ratio of 1 Therefore, it is clear 
that the company needs to strengthen its liquidity position. Working capital turnover ratio shows a fluctuating trend which indicates 
the overtrading of the company leading to lower profit.Proprietary ratiois evident that the ratio is decreasing which means that the 
creditors are at risk as the shareholder’s fund may be less.A higher turnover ratio is indicative of greater efficiency in managing fixed 
asset investment. Fixed asset turnover ratio is in increasing trend. Therefore, the company is efficient in managing its fixed asset 
investment. Capital gearing ratio shows an increasing trend which indicates the company’s capital gearing is high leading to over 
capitalization.Fixed asset ratioshows an increasing trend. So it indicates efficiency in utilization of fixed assets. Capital turnover 
compares the annual sales of a business to the total of its equity. The intent is to measure the proportion of revenue that a company 
can generate with a given amount of equity. The above table indicates a fluctuating trend. Low level ratio of the company indicates 
ineffective use, high level ratio indicates efficient and effective use of capital. Debtors’ turnover ratio indicates a fluctuating trend. 
Low level ratio of the company indicates ineffective sales of the company, high level ratio indicates efficient and effective sales of 
the company.The cash position is decreasing, the company does not possess enough cash and cash equivalence to pay its current 
liabilities. Company has low liquid and cannot fund its debt. A ratio of 1 is considered the middle ground. That is, it is neither risky 
nor safe. From the above table, it is evident that the ratio is less than 1 and it is considered risky by creditors and investors as it shows 
that the company isn’t running efficiently. Normative to the working capital to the current asset ratio is the value of 0.1 and higher. A 
high value indicates a good level of financial sustainability and ability to actively operate even in the absence of access to the short-
term loan capital and external source of finance and vice versa, low ratio values witness a significant financial dependence from 
creditor’s fund. The above table indicates an increase in the ratio. Therefore, it indicates low dependence on the loan capital. Fixed 
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asset to stockholder’s equity ratio are more than 1, it means that stockholder’s equity is less than the fixed asset and the company 
is using debts to finance a portion of fixed assets. The above table shows a decreasing trend. Low value of 1 or less of inventory to 
working capital means that a company has high liquidity of current asset. While it may also mean insufficient inventories, high value 
inventory to working capital ratio means that a company is carrying too much inventory in stock.

FINDINGS:

 ●  The current ratio is less than the ideal ratio 2:1, which indicates that the company must improve its current assets to 
meet its current liabilities.  

 ● The liquid ratio is less than the ideal ratio 1, it is clear that company need to strong then it liquidity position.  
 ● The working capital turnover ratio indicates that the over trading of the company leading to the lower profit.  
 ● The proprietary ratio indicates that the creditors are at risk as the shareholder fund may be less. 
 ●  The fixed asset turnover ratio is increased than the ideal ratio 0.67 the company fixed assets are purchased with short term funds.  
 ● The capital gearing ratio indicates that the company’s gearing is high leading to over capitalization.  
 ● The fixed asset ratio indicates that the efficiency in utilization of fixed assets.  
 ● The stock turnover ratio indicates that the company need to have an optimum inventory management.   
 ●  There is a fluctuation of the ratio is all the three years. It indicates that the higher and lower levels of effective usage of capital.  

SUGGESTIONS: 

 ●  The overall success of the company depends upon the working capital position. So it should be handled properly 
because it shows the efficiency and financial strength of the company.  

 ● The company needs to increase the liquid assets by improving its sales.  
 ● The company needs to improve their effective inventory management. 
 ● The company must improve its current assets to meet its current liabilities.   
 ●  The company must improve their shareholders. Because then only the creditors of the company will be in the safe zone.  
 ● The company needs to increase their utilization of usage of capital.  
 ● To maintain an increasing trend the company should improve its sales. 

CONCLUSION:

To conclude this report, I would like to Say The company is engaged in the manufacture and export of miniature and standard 
used switches (included pressurized switches and change over switches) to its collaborator M/s Gunther GHBH, who in turn 
market the switches to various customers throughout the world. 

Found from the Ratio analysis, It is assigned that the company earned a higher amount of Gross Profit as compared to the other 
two years. It also earned a higher amount of Net Profit compared to other two years. There is an improvement in usage of fixed asset 
in turning profitability in the current year. If the current ratio shows less than 3, it is very dangerous to shareholders and creditors.  

I am able to gain knowledge almost about the public Ltd companies through this Ratio Analysis which would definitely help in 
my future. The result obtained was analysed using percentage and charts. The researcher’s suggestions on the findings are also given.
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INTRODUCTION

Till 1991, the servers was restricted to use only. For some simple works such as getting information from various parts of 
the world till using it for communication purpose like email, telnet, FTP etc, but only a tiny number of web pages. The World Wide 
Web protocols had just begun Even after there was some opening up of internet access, till 1995. To host a website on the network, 
to host the website the user and the consumer needs to own a device connected with a network. As not all of the companies had the 
budget or expertise this, web hosting services began to offer to host users of the servers, without the client need to own the necessary 
infrastructure required to operate the website. The owners of the websites, also called webmasters, would be able to create a website 
that would be hosted on the web hosting service's server and published to the web by the web hosting service.

As the number of users on the World Wide Web started gaining attention , the pressure for companies, both large and 
small, to have an online presence grew. By 1995, companies such as Geocities, angelfire and Tripod were offering free hosting.

GoDaddy is the world’s largest services platform for entrepreneurs around the globe. It’s on a mission to empower our 
worldwide community of 20+ million customers and entrepreneurs everywhere I.e…by giving them all the help and tools 
they need to grow online.

Founded in 1997 as Jomax Technologies, GoDaddy is the largest domain registrar in the world. It’s not clear how many 
websites it hosts, but the company manages more than 76 million domains. It has 14 facilities around the world, and more than 
17.5 million customers worldwide.

A STUDY ON WEB HOSTING IN INDIA WITH SPECIAL 
REFERENCE TO GODADDY INDIA

R.Sindhu
 www.gammabe3@gmail.com 

A student of SRM IST, Kattankulathur -603203, India doing Master of Commerce, Final Year

Day by day, there are some or other innovation with regards to office suites and management and even after COVID 19 it has 
drastically brought a change within education style and work from home policies, which has took a long away from regular 
process. Web hosting simply means to host a server of the user, hosting provider allocates space on a web server for a website 
to store their valuable files, it’s called hosting a website. For example if you are visiting a website, that’s the information been 
hosted on a server. It comprises of images, audio’s, code etc. The purchased domain name, the files that hold your website’s 
content (HTML, CSS, images, databases, etc.) need to be stored together in a location connected to the internet — a web 
server. Once when website’s files are uploaded to a hosting company’s web server, the host is then responsible for delivering 
the files to users.There are four types of web hosting Shared Web Hosting ,Dedicated Hosting,VPS Hosting and cloud. There 
are various variations in offering web hosting to client and customer by various servers but still the function is same. In the 
fast moving world, these servers help the mediocre seller to establish his own business online or provide service. This new type 
of organization became so famous after the introduction of digital world and online marketing

A web host is a medium that helps you connect your content to the primary server; the host gives your website its identity, 
its address, authenticating it on the Internet. Once you have created the basic layout of your site, arranged the content and 
decided on a unique but easy to remember domain name, the next step is to choose a web host provider to upload your content 
online. There is no dearth of web hosting companies and service providers on the Internet, all claiming to be a durable and 
dependable choice. Choosing a good web host is imperative to the success of your online venture. Hence, I have chosen 
leading web hosting services, Go daddy to analyze how to choose a best web hoster in India

Keywords: Web Hosting, User Interface, India, Technology

ABSTRACT
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Before most people around the world even understood what a domain name was or why you’d want one, GoDaddy 
became a household name. This was largely due to its Super Bowl commercials that began in 2005. In recent years, GoDaddy 
has given up its Super Bowl ads.

Beyond its memorable ads, GoDaddy continued to grow and offer more and more services until it became the full service 
web shop it is today. Its pricing is not as competitive as some other web hosts; however, you do get some nice perks such as 
Office 365 email, a website builder, and strong customer support.

If all you need is a beginner WordPress site, we’d suggest that pricing should be your primary concern. Not to be too 
flippant about it, but the WordPress

user experience is pretty much the same once you’re in the blog platform’s content management system (CMS).

A web hosting service is a type of Internet hosting service that allows individuals and organizations to make their website 
accessible via the World Wide Web. Web hosts are companies that provide space on a server owned or leased for use by 
clients, as well as providing Internet connectivity, typically in a data center. Web hosts can also provide data center space 
and connectivity to the Internet for other servers located in their data center, called colocation, also known as Housing in 
Latin America or France. Domain registrar and web hosting company, GoDaddy recently launched its services in Hindi, 
Tamil and Marathi. The $1.6-billion US-based company, which launched operations in India in 2012, claims to have grown 
massively in the past four years. The company targets SMBs (small and medium businesses) and assists them in bringing their 
business online. GoDaddy is the world's largest ICANN-accredited registrar with more than 62 million domain names under 
management. Then, it decided to go international and launched its business in India. That tells you how important Go Daddy 
thinks India is. Unlike most tech companies, which migrate from the US to Europe to Asia to Singapore and then come to 
India, they came directly to India. That has worked to our advantage. India is still GoDaddy's largest presence outside the US.

How to choose a best web hoster?

In India, there are many web hosters to serve you, if you just have a smart phone and a high speed internet facility. But 
choosing a best one is challenging, because there are numerous sites to confuse you. There are seven best web hosters in India. 
They are Hostinger, Siteground, A2hosting, GoDaddy India, Blue Host, Bighost. Taking GoDaddy as an example. GoDaddy 
had launched its Indian operations in June 2012, by setting up an office in New Delhi and appointing former Microsoft 
executive Rajiv Sodhi as the Managing Director of GoDaddy India.

The following are some of the important thing that you should note while you choose a web hoster:

Serving customer
At the time of its IPO filing in June 2014, the company had mentioned that it had 238 customer care specialists in India.

Numerous payment options
GoDaddy introduced several new India-specific payment options including NetBanking, cash cards and mobile payments, 
in addition to the regular credit cards and debit cards payment modes. The company had tied up with the payment gateway 
CCAvenue to offer these new payment modes.

Recognized globally/ Reputation
In August 2013, GoDaddy claimed that its India office is the largest International office for the company. It had also claimed 
that its India customer base had increased by 86% in the past year, although there was no word on GoDaddy’s exact customer 
base in the country.

Improvised technology and storage facility
GoDaddy, the world’s largest technology provider dedicated to small businesses, today expanded its hosting services with the 
launch of Cloud Servers and Cloud Applications for small businesses in India. The new offerings are designed to help the web 
developers to quickly build, test and scale cloud solutions for their SMB customers. With 54-second or less provisioning, the 
GoDaddy Cloud Servers allow developers to build, test and re- provision the virtual instances instantly.

Cheap and the best
This “pay-as-you-go” utility billing offering provides the flexibility and control of hourly billing and monthly limit making it 
affordable for customers. The easy to use solution is available at an industry leading price of INR 0.50 paisa per hour.
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Feasibility and flexiblity at its best
GoDaddy is available in 53 markets around the world, in 26 languages, and 44 currencies. So, our de facto motto is, when you 
enter a new market, localize the offering and the payment system into that language and come up with offers that are relevant 
to that market.

Uptime guarantee
GoDaddy provides an uptime guarantee for a particular free period and includes 5% in the fee during the payment period. But 
it provides a high speed connectivity and safety as well.
Why do you need a web hoster?

 ● To start a website for your own

 ● A web server which can save your website files

 ● Managing website is Technical headed process, it ease the process

 ● Works on many platforms

 ● Makes you recognizable in all platforms
After analyzing about web hosting in India, the netizens need to analyze in a website are

 ● Speed of the web hoster

 ● Price of the web hosting should be liable

 ● Customer service should be available on time

 ● Uptime guarantee that 99.8% with real-time audience

 ● Security for the siteS

OBJECTIVE

 ● To study the web hosting in digital world.

 ● To study the yearly growth of Go Daddy India

 ● To put forth the idea of other service of Go Daddy.

STATEMENT OF THE PROBLEM

A gist of analysis how Go Daddy India is working on web hosting and what are the other services they provide and how they 
outstanding the competitive market.

REVIEW AND LITERATURE

The Role of Web Hosting Providers in Detecting Compromised WebsitesDavide Canali EURECOM, France(1), the author 
here he have specified about the safest mode of using the web hosting starting from the Registration till the end process in 
more systematic manner, and he has specified about the shared hosting security as while doing shared hosting, there may be 
some lack but you can cope up if you have SEO tools to improve security.

Domain Name Server (DNS)

Each computer on the Internet is assigned a unique address, called an IP address. A typical IP address looks like this: 
199.123.456.7

It is very difficult to keep in mind the IP addresses of all the websites we visit daily. Words are easier to remember than 
strings of numbers. This is where domain names come into the picture. When you visit a website, all you need to know is its 
URL. Computers remember numbers, and DNS helps us convert the URL into an IP address that the computer can understand.

When you type in domain.com into your browser, the browser first needs to get the IP address of www.domain.com. The 



732
Copyright ©2020 Authors

Proceedings

browser contacts a DNS server to query the location of the server where the webpages are stored. Think of it as a directory 
service of IP address.

The basic features of a hosting plan include:

All hosting accounts offer a certain amount of disk space that you can use to store your web files. It is recommended that 
you have some sort of estimates on what you need for various tasks. How much space will you need for your emails, web files, 
databases, etc. By breaking down your usage, you can better estimate how much space you should go for.

Email accounts are a common feature of hosting, especially if you are hosting a domain. There are three main types of 
email accounts: POP3, forwarding, and aliases.

POP3 accounts are the traditional inboxes. You have space on the server to store your emails, and at the same time, you 
can use an email program to download your mail.   Each login and password combination usually equates to one account.

Forwarding mail accounts are useful if you are employing the service of another company to filter your emails for you. 
Rather than storing your emails on your mail server, emails are redirected to another email address.

Aliases accounts are similar to forwarding mail accounts. Some hosts allow you to setup a catch-all alias, which is often 
used to collect emails sent to addresses not recognized by your mail server

After you have created your web pages on your computer, you need to transfer those files to your web server. The files 
are transferred to the server by use of FTP.

A Comprehensive Approach to Abusing Locality in Shared Web Hosting Servers -syed ali (2) the author here specifies 
the shared hosting as an famous hosting style and it has several drawbacks as the isolation in the website and server links 
may manipulate into manifolds. e observed dataset is insufficient for observing the actual network infrastructures and hosting 
solutions behind the sharing of IPv4 addresses. Nor is it possible to speculate whether and how the distribution of malware is 
associated with the likelihood that a site has been compromised. ..

The security threat to confidential data of individuals and organizations are increasing exponentially from the last few 
years due to the rapidly increasing in connectivity. The report of loss of critical data, cyber attacks, hacking of websites and 
systems etc. are becoming the headlines in news channels. In this context, log data are very useful as it is used to trace possible 
attacks, track some features you should be expecting from your hosting provider:

Email Accounts As mentioned earlier, most hosting providers require users to have their own domain name. With a 
domain name (e.g.
www.yourwebsite.com) and email account features

provided by your hosting company, you can create domain
email accounts (e.g. yourname@yourwebsite.com).

FTP Access The use of FTP lets you upload files from your local computer to your web server. If you build 
your website using your own HTML files, you can transfer the files from your computer to the 
web server through FTP, allowing your website to be accessed through the internet.

WordPress Support WordPress is an online website creation tool. It is a powerful blogging and website content 
management system, which is a convenient way to create and manage website. WordPress 
powers over 25% of websites on the internet. Most hosting providers will tell you right away 
if their plans are WordPress-compatible or not. The simple requirements for hosting your 
WordPress websites include:
PHP version 7 or greater; MySQL version 5.6 or greater.

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.
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 ● 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 web hosting.

DATA ANALYSIS AND INTERPRETATION

Figure 1: Details of various web hosters existing in India

From above data, we could able to see how different web hosting in India provide various 
pricing and services to its customers and the clients. Here, you can see, it’s mentioned 
as an largest host, which showcases in comparison with other companies as it has a large 
number of demand due to the uploading factor and the real time factor. Rather other 
companies have a lot of offers, Go Daddy prove to be trust worthy and also offers customers 
with highest speed band.
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FINDINGS

From all the above analysis and observation, it can be said that people in India are coping up with the development and 
improvement happening. Also, we found that the flexibility of Go Daddy have paved the way for speed, low price to improve 
web hosting. As it’s a American based company, people prefer it more as it’s safer and it has largest user.

CONCLUSION

Source: : https://cloud.godaddy.com/
From this a normal citizen of India can choose the best web hoster by explaining the benefits that a web hoster should have 
through analyzing the famous web hosting service of India GoDaddy. Through the above bar graph we can see the number 1 
market leader of India in web hosting is Godaddy.so, by this we can understand the worthiness and the service rendered by the 
company.
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INTRODUCTION:

In the current scenario, business organisations are pushed to the limit for increased productivity and could meet the stagnation 
better, for that employee of an organisation more engaged with their work and work place.  Well managed work life balance 
should ensure organisational productivity and sustainability.  Employees are the inevitable for every organisation. Equal 
balance in work and life plays a crucial role in achieving organisational goal as well as to acquire wealth for an employee. 
Employers are confessing that the necessity of work life balance policies to make possible employees maintain a balance 
between the demanding conflicts between professional life and personal life. 

REVIEW OF LITERATURE:

WORK LIFE BALANCE:
Lowe (2005)  performed a Canadian study which identified that 1 in 4 employees try to fight with high levels of conflict 
between personal life and professional life. The study concluded that there exists a conflict between work and life whenever 
overload exists which happens close to 60 percent of employees. However, some people appear to manage career success and 
a positive private life with ease

EMPLOYEE PRODUCTIVITY:

Abioro, Matthew Adekunle(2018) examines the effect of work life balance on employee productivity. The results suggested 
derive pleasure and self-fulfilment at home and work reduces the role conflict. Therefore organisations have to achieve high 
level of performance, there is need to pay more attention on the work life balance of its workforce across all levels.  

FLEXIBLE WORKING HOURS:

SussannaShagvaliyeva (2014) examined concept of flexible working hour’s benefits to both the employer and the employee. 
And also flexibility in the organisational environment allows the employees time to carry out apart from work role it help the 
employees to handle the work life balance smoothly.

P.Thomsan (2008)revealed that flexible working hours played a vital role for employees in achieving a perfect balance 
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CHENNAI CITY

Dr A V S Raamkumar
Assistant Professor in Commerce, Ramakrishna Mission Vivekananda College, Mylapore, Chennai 600004 

 avsraamkumar@gmail.com

Work life balance between professional and personal life is the need of the hour for every individual. Chennai is an IT centre, 
next to Bangalore with more workers in the IT business. With specific regard to the IT sector in Chennai, the present study is 
proposed to define the prevailing factors of work-life balance and productivity. A sample of 324 Chennai software workers 
was identified and a standardised questionnaire was circulated to gather their impression of the prevailing factors of work 
and life balance along with productivity. The result shows that work hour driven variables, optimistic stress driven variables, 
organisational driven variables, life satisfaction and enjoyment & inspiration factors were the dominating factors of the work 
life balance.

Keywords : Work life balance, Productivity, Software sector

ABSTRACT



736
Copyright ©2020 Authors

Proceedings

between professional and personal life.

Anon (2008)  explored few factors such as productivity increase, reduced employee turnover and minimal absenteeism 
shall be addressed by offering flexible working hours for the employees.

WORK OVERLOAD:

RubinaEasmin(2019) identified the factors that influence the employees work life balance. Overload in work, Emotional 
intelligence, organisational support, spiritual intelligence, employee engagement & advancement in technology. Work life 
balance is positively influenced by organisational support and emotional intelligence according to the study.

Nasru ddin&O’Driscoll(2012) indicated that occupational stress can enhance work life conflict or family to work life 
conflict. The study revealed that work life balance plays positivity when there is a positive stress.

Shah, Jaffari, Aziz, Ejaz, Ul-Haq, Raza(2011) proposed that big industries allocate their employees massive task with a 
limited time period. This type of assignment can affects the employees tempted and makes them to discourage towards work 
life and personal life.

INTRINSIC AND EXTRINSIC MOTIVATIONAL FACTORS:

INTRINSIC FACTOR:

Giancola, (2014) inthis study identified that employees are motivated intrinsically in the working environment by 
performing a task. The task is interesting, challenging, and has a personal meaning based on the satisfaction they received 
from performing the activity itself.

George and Jones (2012) in his study found that an intrinsically motivated employee expresses that their work gives 
them a job satisfaction, accomplishment and achievement.

Amabile (1993) identified the intrinsic reasons of motivation of employees were due to enjoyment, interest, satisfaction 
of curiosity, self-expression, or personal challenge in the work.

EXTRINSIC FACTOR:

George and Jones (2012) stated that the getting of positive appraisal or reinforces provided by other people, and often they 
are motivated by financial factors like salary, bonus, or promotion are important factor for extrinsically motivated employees.

Deluga (1998) indicated that the important aspect of motivation can be either intrinsic or extrinsic or even both kinds at 
the same time.

Amabile (1993) stated that an extrinsically motivated employee is engaged with their work in order to achieve goal that 
is apart from work itself.

EMPLOYEE WELL-BEING:

ShilpyKashyap(2016), indicated now a days the organisations are very cautious that, if the employees are healthy and 
have a high level of work life balance it will  automatically leads to more productive and efficient work which is the good 
indicator of the organisational sustainability.

VijayaKumari (2016) identified conflict between work and life paved way for number of problems with regard to 
personality. Few to mention were

 ● lower satisfaction, 

 ● higher level of distress, 

 ● problems in sleep and concentration  and

 ● lack of confidence. 
It was also identified that excessive working hours and lack of flexibility in the schedule are identified as the root causes of 
such work life conflicts.
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Diener (1984) encompassed thatwell being in general is seen as life well lived.Well being is defined as the presence of 
positive state of emotionwhich is directly proportional to the working environment.

STRESS:

P. Yogeshwaran(2016), in his study identified, mow a day’s an IT sectors given importance to their employees to avoid 
absenteeism, conflict etc. The findings concluded that the organisation should treat their employer and employee equally leads 
to minimisation of arising stress in the work place.

Razak, Mohamad IdhamMd(2014) indicated that the work life balance for both employer and employee and how it is 
to be achieved. The employers should prepare rules and policies that can minimise the work load of the employee without 
affecting the productivity of the organisation which  will enable to create a positive work life balance.

Vanishree(2012), in her study, attempted to identify the impact of work life balance on BPO sector. The outcome of 
the study indicated that the flexible working hours, working from home and retain talent are important factors of work life 
balance.

RESEARCH GAP :

Numerous literature are available in terms of work life balance and the factors affecting work life balance. 
However, the relationship between work life balance and productivity in IT sector in Chennai has not been 
studied in specific which is identified as the research gap of the present study.

CONCEPTUAL FRAMEWORK OF THE STUDY:
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Statement of Problem:

Any firm as a matter of fact intends to maximize the productivity - both individual and organizational. This happens 
only when the employees have a perfect work life balance. The components required for a perfect work life balance which 
contributes for employee productivity are flexi working hours, work load, intrinsic and extrinsic motivation, well being and 
stress. In order to improve the productivity, a well-defined approach has to be adapted for managing work life balance. 

This research study has attempted to identify the dominating factors of work life balance of employees of IT industries 
in Chennai. It has analyzed the effects of such factors on the productivity of the employees and thereby to identify the factors 
whether theyinfluence in a positive way or not.

The aim of the research is to examine the impact of various WLB factors on the productivity in IT industry in Chennai. 
The following objectives were set:

OBJECTIVES OF THE STUDY:

 ● To study the socio demographic profile of IT employees in Chennai City

 ● To find out the various influencing factors by the IT employees in their work life balance.

RESEARCH METHODOLOGY:

Population of the study: The respondents were selected from IT organisations in Chennai city.
Method of data collection: Sample survey method. Convenience sampling method
Tools for data collection: A structured questionnaire was adopted to collect the data from the respondents. 
Sample Size: 324 employees working in IT Sector in Chennai City
Types of data: Primary data questionnaire through google forms 
Scaling technique: 5 Point Likert Scale.

STATISTICAL TOOLS USED FOR THE STUDY:
 ● Percentage analysis

 ● Descriptive Statistics

 ● Factor analysis

LIMITATIONS OF THE STUDY:
Several factors affecting the work life balance of employees. In this context only few factors taken for research. Moreover 
work life balance is common to entire occupation, but in this study IT sector in Chennai city only considered.

ANALYSIS AND INTERPRETATION

SAMPLE PROFILE:
Data were collected from 324 respondents in Chennai city in order to identify the influencing factors of work life balance 
and productivity. Frequency distribution and descriptive statistics are used to understand the demographic profile of the 
respondents.

TABLE 1

Socio-economic profile variables Frequency Percentage
Age
30 years

30-40 years

40-50 years

Above 50 years

74 23
135 42
58 18
57 18
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Gender
Male

Female

324 50
161 50

Educational Qualification
UG

Diploma

PG

Engineering

Others

17 5
69 21
103 32
96 30
39 12

Designation
Middle

Operational

152 47
172 53

Income
<20000

20001-30000

30001-40000

40001-50000

Above 50000

6 2
18 5
106 33
111 34
83 26

Type of Family
Joint Family

Nuclear Family

254 78
70 22

 ● The survey had equal number of participation with respect to gender

 ● Most of the respondents belong to the age group 30-40.

 ● Majority of the respondents (32%) possess PG level of educational qualifications

 ● 53% of the respondents belong to technical level with respect to designation.

 ● Most of the respondents (34%) belong to the income of Rs 40001/--50000/-.

 ● Majority of the respondents are from joint family.

DESCRIPTIVE STATISTICS

Descriptive statistics of the statements related to WLB are evaluated in the present study. Eleven statements are identified 
to measure the influencing factors of work life balance and productivity along with mean and S.D and communalities are 
exhibited in the table.

TABLE 2

Sl.No Statements Mean S.D Communalities
1 Flexi working hour packages enables recruit and retain skilled 

employees 
4.39 .748 .393

2 Flexi working hours enhances the increased employee loyalty, 
engagement and higher job satisfaction

4.37 .721 .706

3 Work overload is the obstacle for achieving work life balance. 4.30 .818 .682
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4 Work overload influences the employees stressed and under 
pressured 

4.25 .842 .305

5 Mentally exhausted work load, time constraints on task affects 
the work life balance

4.27 .897 .604

6 Good working environment and productive employee are the 
stress reducing factors

4.16 .974 .550

7 Stress leads to physical and mental health problems 4.17 .926 .670
8 Well being is closely related to health and wellness 4.19 .925 .556
9 Employee responsibility is important factor for create well being 4.21 .918 .598
10 Monetary benefits encourage the employees productivity and 

manage their WLB good
3.98 .962 .643

11 Decision making authority is a type of motivation to encourage 
the employees productivity

3.82 1.047 .676

Source: Computed data

FACTOR ANALYSIS :

TABLE  3KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.894

Bartlett’s Test of Sphericity Approx. Chi-Square 168.204

Df 55

P-Value 0.000
Source: Computed data

KMO Bartlett’s Test of Sphercity
From the above table presented value of KMO and Bartlett’s Test of Sphericity. It shows the value of Kaiser-Meyer-
Olkin(KMO) variable preferred by respondents with regardto the influencing factors of work life balance and employee 
productivity by the IT professionals falls at 0.894 at five percent level of significance (P< .005) which indicated this is a 
acceptable value and appropriateness of sample size and to conduct factor analysis.

Factor analysis is the technique of data reduction and summarise the original 11 variables to the factors influenced by the 
work life balance and employee productivity. The variables which influenced the software employees were divided in to five 
factors which form a similar group. The variables are grouped in such a way based on the factor loadings using factor analysis.

Table shows factor extraction on the basis of the Eigen values greater than1 criterion resulted in identification of five 
factors which together explains the variance of 58 percentages.

TABLE 4 - TOTAL VARIANCE EXPLAINED BY INFLUENCING FACTORS OF WORK LIFE BALANCE AND EMPLOYEE 
PRODUCTIVITY BY IT PROFESSIONALS

Rotation Sums of Squared Loadings
Component Eigen Values % of Variance Cumulative %
1 1.556 1.556 14.149
2 1.448 1.448 27.315
3 1.205 1.205 38.268
4 1.128 1.128 48.523
5 1.046 1.046 58.033

Source: Computed data 
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The table indicates all the 11 variables are reduced in to five predominant factors. It is found that the 11 variables show the 
total variance of 58.033 percentage and Eigen value greater than 1. It is also said that the five factors personally influence the 
variances 14.149%, 27.135%, 38.268, 48.523% and 58.033% accordingly. This variation leads to the variable loading of each 
factor that influencing factors of work life balance and productivity variables. Hence, factors are segmented through grouping 
of variables according to the rotated component matrix.

The data reduction technique has been used to understand the underlying latent controlling measurements in twenty one 
variables associating to influence factors by IT professionals to minimise in to a restricted number of feasible independent 
factors. The principle component analysis of extraction method and rotation method of varimax with Kaiser Normalisation 
have been used in the factor analysis and the results are:

TABLE 5

Factors Influencing factors of WLB and employee productivity by the IT 
professionals

Factor Loading

Work hour driven factors 

14.149%

Recruit and retain talented employees 0.878
Increased loyalty, engagement, organizational commitment and job 
satisfaction

0.723

Extended working hours hindered employees WLB 0.849
Positive stress driven factors.

13.167%

High overloads leads to stressed and under pressured 0.765
Frequent overload, time constraint for a task, workload outside work 
place affects the WLB

0.823

Organization driven factors

10.953%

Favorable working environment and productive employees are not 
developing stress

0.741

Stress enhances physical and mental health problems 0.633
Life satisfaction and happiness driven 
factors

10.255%

Well being ensures health and wellness 0.861
Creation of working environment promotes well being 0.879

Motivation driven factors

9.510%

Extrinsic motivation enhances the employee productivity 0.745
Intrinsic motivation encourages employees to more productive. 0.756

Thus eleven variables of influencing factors of work life balance and productivity by IT professionals minimised in 
to five controllable factors. The factors are work hour driven factors 14.149%, intrinsic to the job driven factors 13.167%, 
organisational driven factors 10.953%, life satisfaction and happiness driven factors 10.255%, motivational driven factors 
9.510%. 

FINDINGS:

Socio-Economic-Profile: Gender had an equal participation.. With regard to the age,  maximum number of respondents 
(44%) comprised in the  30-40 batch and  had income (34%)between Rs 40,001 to Rs 50,000/-. Majority of the respondents 
32% were in the PG level of educational qualifications ,53% of the respondents were in the operational level of designation 
and 78% of the respondents belonged to joint family.

Influencing factors work life balance and employee productivity: Factors have been reduced in to five controllable factors 
personally influence the variances 14.149%, 27.135%, 38.268, 48.523% and 58.033% accordingly. The factors were named as 
: Work hour driven factors, Positive stress driven factors, Organization driven factors, Life satisfaction and happiness driven 
factors& motivation driven factors.
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CONCLUSION:

This study examined the relationship between the work life balance practices and employee productivity on IT sector-Chennai 
city. Literature revealed  that flexible working hours, motivational factors, stress, employee well being, work overload forms 
the employees work efficiency. Results indicated  WorkLife Balance  practices have positive influence towards productivity. 
Therefore, based on this research that the IT industry in order  to maximise their productivity and achieve their goal they need 
to concentrate on employees and enable them to balance their work and personal life in an efficient manner.

RECOMMENDATIONS:
Based upon to the findings, IT industries in Chennai city, should concentrate more on work life balance policies and strategies 
(i.e)., flexi working hours, overload, motivational factors, stress, employee well being to maximise the organisational 
productivity. IT sectors need to concentrate on child care facilities of their employees such as crèche after school hours. 
Sharing of work, maternity and paternity leave part time facilities will help the  employees to minimise the stress level and 
also for them spending time for their family. Acceptance of all such facilities will enable and supportthe every employee to 
maintain their work life personal life and also to give a maximum output to their organisation.
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purpose of this paper is to identify the factors affecting customer loyalty for travel agencies in Indian context. It will help 
guide existing travel agencies and future entrants to have an in-depth understanding of customer satisfaction and customer 
loyalty in their domain. It will also help to improve their business operations and investment focus, which in turn will lead to 
greater customer satisfaction and loyalty.

KEYWORDS : E service quality, perceived customer value, customer satisfaction, customer loyalty, travel agencies.

INTRODUCTION :

In the LPG era, there is a remarkable increase in the Internet population. This rise has ultimately led to the tremendous 
opportunity for growth in e-commerce in India. Since 2009, there has been a steady boom in India’s e-commerce industry to a 
degree of 34%, and e-commerce sales are forecast to increase from US$ 39 billion in 2017 to US$ 120 billion in 2020, rising 
at an annual pace of 51%, the fastest in the world. The e-travel industry contributes to the majority of the Indian e-commerce 
industry’s 88 percent rise. Makemytrip.com started its activities during the year 2000 as the leader in the e-travel industry. 
Such an initiative has proven to be useful to the client in different respects. Some factors are :

Negligible approval and access by customers

Lack of confidence from airlines in the latest ticketing system

Practice in the business of paper tickets and

Infrastructure limits of technology.

RESEARCH QUESTIONS :

In this study an attempt has been made to identify the answers for the research questions listed as follows:

• What are the factors influencing customer satisfaction of e-travel agencies in Tamilnadu?

• What can be a suggested conceptual model  to determine the dimensions that an online travel agency in the perspective 
of customer loyalty in Tamilnadu?

A CONCEPTUAL STUDY ON THE ANTECEDENTS OF 
CUSTOMER LOYALTY IN TRAVEL AGENCIES.

P Kavitha
Research Scholar, Department of Commerce, Pachiappa’s College, Chennai. kavithaasixteen@gmail.com
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Work life balance between professional and personal life is the need of the hour for every individual. Chennai is an IT centre, 
next to Bangalore with more workers in the IT business. With specific regard to the IT sector in Chennai, the present study is 
proposed to define the prevailing factors of work-life balance and productivity. A sample of 324 Chennai software workers 
was identified and a standardised questionnaire was circulated to gather their impression of the prevailing factors of work 
and life balance along with productivity. The result shows that work hour driven variables, optimistic stress driven variables, 
organisational driven variables, life satisfaction and enjoyment & inspiration factors were the dominating factors of the work 
life balance.

Keywords : Work life balance, Productivity, Software sector
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ANTECEDENTS OF CUSTOMER LOYALTY IN TRAVEL AGENCIES :

E-service quality

Perceived customer value

Customer satisfaction

REVIEW OF LITERATURE :

STUDIES RELATED TO E-SERVICE QUALITY :

Parasurama, Zeithaml & Malhotra (2005) created a multi-item scale in their analysis to quantify the efficiency of the 
website service in similar ways, understanding the change from offline to online business. This analysis has established seven 
aspects of the efficiency of e-services overall. The first four dimensions were performance, fulfilment, device flexibility and 
privacy that measure the quality of the service and the other three dimensions were responsiveness, reward and communication 
to measure the quality of the e-recovery service. Via the online survey, this study was focused on means of finishing the 
framework using a group of 549 participants. The study showed that reliability and fulfilment are the most important variables 
in the consistency of a website service that greatly impact expectations of quality, perceived worth and intentions of loyalty.

The study conducted by Ho and Lee ( 2005) combined the different dimensions of service quality identified by various 
research studies to assess the quality of OTA services in five key dimensions, namely information quality, protection, 
accessibility of the website, customer relationships and responsiveness. The research showed that the reliability of the website 
and the customer relationship are the two most significant considerations regarded by online travellers when booking travel 
items for the quality of e-travel services.

The effect of perceived website functionality on the ability to use online travel agencies was investigated by Park et 
al . ( 2007). Six core dimensions have been established in this study: ease of use, security / privacy, information / content, 
responsiveness, visual appeal and fulfilment by factor analysis. The most critical dimension in assessing the willingness to use 
where visual appeal would not have a huge effect on the willingness to use the website was found to be ease of use. The study 
indicated that fulfilment is also one of the essential variables for OTA websites to calculate website quality.

From the findings of factor analysis, Tsang, Lai and Law (2010 ) defined six underlying dimensions of E-service efficiency, 
namely website accessibility, quality and content of information, fulfilment and responsiveness, safety and protection, 
appearance and presentation, and customer relationship. The four dimensions of website accessibility, quality and content of 
information, safety and protection, and customer relationship are found to have a major effect on the measurement of overall 
satisfaction of online customers and their intention to repurchase.

STUDIES RELATED TO PERCEIVED CUSTOMER VALUE :

Eun-Ju and Overby (2004) published a study to investigate the role of consumer value in online shopping, such as 
utilitarian value and experiential value, and also to figure out the effect of customer value on customer loyalty and customer 
retention, faithfulness. The online survey gathered data from 817 online shoppers. The findings of SEM showed that online 
user loyalty is favourably influenced by both utilitarian meaning and experiential value. The study found that if customer 
happiness is obtained by customer value in the sense of online shopping, buyer loyalty could be improved.

As a relation between consistency, sacrifice and happiness, meaning. The important effect of perceived value on the 
happiness of tourists was also demonstrated by an effort by Gallarza and Saura (2006) to expose the relationship between 
perceived value , satisfaction and loyalty in tourism. In internet shopping, perceived value can influence consumer satisfaction, 
which also affects survival, competition, benefit, and performance (Homsud&Chaveesuk, 2014).

A successful approach for manufacturers to retain new loyal buyers is to have high customer satisfaction (Chang, Lee & 
Chen, 2008). Carlson, O’Cass and Ahrholdt (2015) attempted to examine the effect on online channel satisfaction and online 
channel loyalty for multi-channel retailers of the perceived online channel importance of consumers.
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The study confirmed the clear and direct effect on online channel satisfaction and online channel loyalty of the customer’s 
perceived online channel worth. Furthermore, this research also showed that clients who receive high value from a service 
provider appear to be more happy and loyal than clients with low perceived value.

PisnikKorda and Milfelner (2009) published a study focused on hotel guests in Slovenia, showing that the indirect impact 
of perceived efficiency on guest satisfaction by perceived value is far more grounded than the direct effect. This illustrates the 
importance of perceived worth as an intervening element in the relationship between consistency and satisfaction. Literature 
suggests that happy consumers are if they believe like they are not having the right value for their money and start looking for 
new ways to get more value, they are unlikely to become faithful to a brand.

Another research conducted by Malik (2011) on a sample of 300 customers in Pakistan’s banking, shipping, courier, and 
telecommunications industries found that perceived value functions as a partial mediating variable in the relationship between 
perceived quality of service and customer satisfaction. The existence of perceived consumer value has also reinforced the link 
between the perceived quality of e-service and customer satisfaction.

The perceived consumer importance is a mediating factor between the efficiency of the service and customer satisfaction 
(Dodds et al., 1991; 2000 Parasuraman & Grewal). Jiang, Klein and Carr (2002) built a research model for a sample of 235 
online consumers to explore the impact of e-service content dimensions on consumer perceived value and customer loyalty. 
The study showed that all five main quality dimensions of e-service: treatment, usability, portfolio of goods, ease of use, and 
protection have important and beneficial impacts on the perceived worth of consumers , which in turn improves consumer 
loyalty. After analysing the mediating function of customer perceived value in the relationship between each dimension of 
e-service quality and customer loyalty, it was found that customer perceived value plays a partly mediating role in the effect 
on customer loyalty of ease of use, treatment, product portfolio, and reliability.

Therefore, perceived consumer value affects the commitment of the customer to online company by reducing the need for 
a person to pursue other service providers. It is noted that when the perceived worth of the customer is low, consumers would 
be more likely to turn to rivals to increase their customer value, contributing to a reduction in loyalty.

STUDIES RELATED TO CUSTOMER SATSIFACTION :

Cronin et al . ( 2000) found out that, because of its potential effect on consumer behavioural intent and customer 
engagement , customer satisfaction has become one of the key variables addressed in marketing and consumer behaviour 
literature. Customer satisfaction is seen as an important variable because it influences the willingness of participants to 
continue with the The same beneficial relationship between happiness and loyalty in e-commerce has been shown in recent 
research studies (Anderson & Srinivasan, 2003; Bhattacherjee, 2001; Devaraj et al . , 2002; Hoffman, Novak & Peralta, 
1999; Reichheld, Markey & Hopton, 2000; Rodgers, Negash & Suk, 2005). In other words , online consumer loyalty in the 
form of internet commerce is the product of customer interaction with a website. Recent study studies are, in particular, more 
focused on evaluating the identification of moderators and/or mediators who can indirectly influence the relationship between 
satisfaction and loyalty. For eg, Anderson & Srinivasan (2003) investigated the influence of the business-level factor of 
customers’ individuals and companies on the satisfaction-loyalty relationship in the sense of e-commerce. The findings of the 
regression analysis revealed that the influence of e-satisfaction on e-loyalty was substantially moderated among the customer 
level variables, comfort, incentive and purchase size, while inertia suppresses the impact of e-satisfaction on e-loyalty. With 
regard to market level variables, the effect of e-satisfaction on e-loyalty is greatly accentuated by both belief and perceived 
worth, as produced by the firm. It is presumable that high consumer satisfaction would produce high customer engagement 
from the analysis of previous studies.

Consumer retention has a bigger role to play than merely being a famous customer engagement precedent (Srivastava & 
Rai, 2014). The research conducted by Srivastava and Rai (2014 ) empirically showed that the relationship between service 
quality and consumer loyalty in the life insurance industry in India is partly influenced by customer satisfaction. In the same 
way, Bei and Chiao (2001) have observed that, through customer satisfaction , high levels of perceived service efficiency had 
an indirect but substantial positive impact on customer loyalty. Olorunniwo, Hsu and Udo (2006) recorded that the indirect 
influence of service quality on behavioural intentions becomes greater by customer loyalty in the sense of a service factory. 
The causal connexions between expectations of service efficiency , productivity and loyalty have been confirmed by Anderson 
and Sullivan (1993), Cronin and Taylor ( 1992), Fornell (1992), Parasuraman et al. (1988b) and Reichheld and Sasser (1990). 
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In a logistics outsourcing sense, the research conducted by Juga, Juntunen and Gran (2010) also confirmed the impact of 
service expectations on loyalty through the overall satisfaction of the shipper with the service provider. The mediating role 
of customer satisfaction was shown not only in offline industries, but also in online market studies. For example, in the sense 
of online gaming, Yang, Wu and Wang (2009 ) conducted research to measure the role of online consumer satisfaction as a 
mediator of its history and customer loyalty and found that satisfaction had an important and strong impact on online loyalty 
and fully mediated the relationships between the three contexts and online loyalty.

Literature indicates that loyal consumers improve the profitability of a concern since it is less costly to allow them to shop, 
they do not alter often, have fresh references by good word of mouth, less price-sensitive and chose to do more business with 
their preferred retailers in the future (Anderson & Srinivasan; 2003; Baldinger&Rubinson, 1996; Dick & Basu, 19; Therefore, 
advertisers also come up with new tactics for their firms to build a dedicated client base to ensure company viability and long-
term sustainability (Bowen & Shoemaker, 1998; Ganesh, Arnold, & Reynolds, 2000; Reichheld et al., 2000).

While loyalty is an important consideration for advertisers and analysts, multiple studies have described it in different 
ways. Much of the research

Two distinct types of loyalty are discussed, i.e. interpersonal loyalty and loyalty to attitude. The interpersonal component 
of loyalty deals with the real actions of a client, independent of attitudes or desires. It means that if they buy from a company 
and continue to buy more from it in the future, a customer is “loyal” to a firm. As Oliver (1999) describes it, loyalty is a 
strongly held dedication to repurchasing or repatronizing a product / service. As it continues to produce income for the 
company, behavioural loyalty is highly essential to an organisation. In different ways, aspects of behavioural loyalty have 
been operationalized, such as level of purchasing, amount of purchase and potential purchase from the same retailer (Bowen 
& 2001’s Chen). This technique thus lacks the fundamental motivation for purchasing behaviour (Riley, Niininen, Szivas, & 
Willis, 2001).

In the other hand, attitudinal allegiance means the state of mind of the consumer. It depends on the optimistic and 
preferential attitude of the consumer towards a business and its goods. It includes consumers’ mental and psychological 
connection to a brand / product (Jeon, 2009). Attitudinal loyalty does not necessarily result in regular shopping. If the customer 
feels that a service has qualities that are attractive, he may have a more positive approach to the service. The dimensions of 
attitude loyalty can be assessed by consumer reaction to their love & support engagement, suggested to others, strength of 
choice (Mitra & Lynch, 1995) and feelings of connexion to a product / service / organisation. It has also been shown that 
loyal attitudinal customers are far less prone than non-loyal customers to negative brand data. In turn, this attitude loyalty 
determines customer intentions (Kassim & Ismail, 2009). Thus, attitude loyalty comes from desire, whereas behavioural 
loyalty can be out of force due to replacement or rival unavailability. Dick and Basu (1994) have been critical of the

In conclusion, testing just attitudinal loyalty alone would not provide a good interpretation of customer loyalty. Dick 
and Basu (1994) concluded that both relative mindset and behavioural intentions should require loyalty. Keller ( 1993) has 
indicated that loyalty involves both attitudinal and behavioural dimensions that are expressed in a customer’s repetitive 
purchasing actions over a period of time influenced by a favourable attitude to the commodity. A research on online travel 
intermediaries published by Dunn (2005) covered both attitudinal and behavioural aspects of loyalty. The results suggest that 
relational loyalty has a very significant effect on behavioural loyalty.

In order to analyse the expectations of general website consumers regarding e service efficiency (e-SQ) and its market 
implications, Gera (2011) empirically tested a sample. The knowledge was obtained from 236 students chosen by purposeful 
sampling methodology from leading business schools in India. The most important feature of e-SQ was considered to be ease 
of access. It was observed that e-SQ is a clear precedent of perceived value, and e-loyalty is greatly influenced by perceived 
value in turn. E-satisfaction was also described in the analysis as a clear precedent to constructive recommendation intentions. 
The findings of the research conducted by Shankar et al . ( 2003) found that online clients showed greater loyalty than offline. 
Loyalty and happiness have been shown to have a mutual relationship such that each reinforces the other favourably, and this 
relationship between overall satisfaction and loyalty is further reinforced online.

Similarly, Chadha and Kapoor (2009) analysed the effects on 220 GSM service consumers of switching prices, service 
efficiency and consumer retention on customer loyalty in the Indian market for mobile telecommunications services. The 
findings have shown that consumer loyalty is favourably linked to switching prices, service efficiency and customer retention. 
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Customer happiness, however, was considered to be the highest indicator of business loyalty. Higher switching levels have 
also been found to contribute to greater consumer satisfaction.

In the presence of switching costs and the effects of this relationship on customer engagement on cell phone service 
providers in India, Edward and Sahadev (2011) have tested the relationship between service quality , perceived value and 
customer satisfaction. The results suggest that the cost of switching has an independent impact as well as a mediating effect 
by consumer loyalty on customer retention. As this interaction is entirely mediated by consumer loyalty, there is no direct 
relationship between service quality and perceived value to affect switching costs. A strong indicator of customer retention is 
expected to be customer loyalty. The analysis also showed that consumer satisfaction mediates the perceived service variable 
and partly the perceived meaning in its effect on customer retention.

STUDIES ON RELATIONSHIPS AMONG SERVICE QUALITY, PERCEIVED CUSTOMER VALUE, CUSTOMER 
SATISFACTION AND CUSTOMER  LOYALTY IN INDIA

In order to analyse the expectations of general website consumers regarding e service efficiency (e-SQ) and its market 
implications, Gera (2011) empirically tested a sample. The knowledge was obtained from 236 students chosen by purposeful 
sampling methodology from leading business schools in India. The most important feature of e-SQ was considered to be ease 
of access. It was observed that e-SQ is a clear precedent of perceived value, and e-loyalty is greatly influenced by perceived 
value in turn. E-satisfaction was also described in the analysis as a clear precedent to constructive recommendation intentions. 
The findings of the research conducted by Shankar et al . ( 2003) found that online clients showed greater loyalty than offline. 
Loyalty and happiness have been shown to have a mutual relationship such that each reinforces the other favourably, and this 
relationship between overall satisfaction and loyalty is further reinforced online.

Similarly, Chadha and Kapoor (2009) analysed the effects on 220 GSM service consumers of switching prices, service 
efficiency and consumer retention on customer loyalty in the Indian market for mobile telecommunications services. The 
findings have shown that consumer loyalty is favourably linked to switching prices, service efficiency and customer retention. 
Customer happiness, however, was considered to be the highest indicator of business loyalty. Higher switching levels have 
also been found to contribute to greater consumer satisfaction.

In the presence of switching costs and the effects of this relationship on customer engagement on cell phone service 
providers in India, Edward and Sahadev (2011) have tested the relationship between service quality , perceived value and 
customer satisfaction. The results suggest that the cost of switching has an independent impact as well as a mediating effect 
by consumer loyalty on customer retention. As this interaction is entirely mediated by consumer loyalty, there is no direct 
relationship between service quality and perceived value to affect switching costs. A strong indicator of customer retention is 
expected to be customer loyalty. The analysis also showed that consumer satisfaction mediates the perceived service variable 
and partly the perceived meaning in its effect on customer retention.

RESEARCH GAP 

Previous research studies have found that the efficiency of e-service, perceived consumer value and customer retention 
play a very important role in creating customer loyalty either offline or online in various categories of industrial and social 
sectors. It is, however, recognised that only a few studies have been carried out on determinants of consumer loyalty.

Online travel agencies (OTAs), especially in Tamilnadu. Secondly, it is also noted that most consumer loyalty models have 
overlooked one or other major customer loyalty generators, which gives the practitioners an inaccurate view of the loyalty 
model. Thirdly, the recognition and confirmation of the moderating impact of online switching costs on the relationship 
of service efficiency, perceived consumer value, customer retention with customer loyalty was generally unexplored as an 
important element in affecting customer loyalty. A holistic viewpoint can be provided by the perception of swapping costs as 
a moderating variable and its interplay between variables.

The current study proposes to fill this research void by analysing all five variables in a single construct and evaluating a 
quantitative model to provide a more detailed interpretation of consumer loyalty determinants, their interrelationship and their 
impact on customer loyalty in online travel agencies. In the figure below, the conceptual model is clarified.

CONCEPTUAL MODEL OF THE STUDY  :
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CONCLUSION :

This study is an attempt to focus on the survey of literature on the study topic. It added clarity to the 
antecedents affecting customer loyalty towards online travel agencies in Tamilnadu. The research gap 
was identified and the conceptual framework has been developed through this study.
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INTRODUCTION 

Workers Participation in Management is synonymous with Co-determination. A term popularly used in former East Germany 
to describe this participation, participative management is also called employees’ involvement.The superior – subordinates 
relationship emphasize that superior takes the decision and subordinates implement them. However, in such a decision 
making process. A subordinate does not feel very enthusiastic in associated with decision making process. This is not only 
motivates a subordinates to take prompt and proper action on decision implementation, but also makes him responsible for 
anything which goes wrong keeping them in view, workers are being given participation in the managerial decision making 
process.Participation means mental and emotional involvement rather than more physical presence. If is more than consent 
or approval to managerial actions, Workers participate in management not as individuals but collectively as a group through 
their representatives.Workers participation should be distinguish from collective bargaining. The former is based on mutual 
trust, in formation sharing and mutual problem solving. On the other hand, collective bargaining is essentially based on power 
play pressure tactics and negotiations.

OBJECTIVES OF THE STUDY

PRIMARY OBJECTIVES 
To identify the effectiveness of Workers Participation in KCP Limited.

SECONDARY OBJECTIVES 
To analyse the participation of workers in Decision making.
To identify the workers participation increase the productivity and profit.
To study the effective relationship between the workers and management towards job.
To analyse the satisfaction level of the workers towards involvement in environmental changes.
To find the effectiveness of training in improving the workers skills & knowledge.

A STUDY ON WORKERS PARTICIPATION IN KCP LIMITED 
IN CHENNAI

Dr.A.Kavitha M.A
Assistant Professor, Department of Commerce, College Of Science and Humanities, 

SRM Institute of Science And Technology, Kattankulathur.

Dr.M.Alaguthankamani
Assistant Professor, Department of Commerce, The New College (Autonomous), Chennai-14.

 The project has been carried out at KCP LIMITED, on the title “A STUDY ON WORKERS PARTICIPATION IN KCP 
LIMITED”. This study helps to find out the workers interest and challenges towards the environment. This study helps the 
management to know the workers participation to improve the production & profit in KCP Limited. This survey helps to 
find out the effectiveness of training which leads to the workers skills & knowledge. This study helps to improve the cordial 
relationship between the workers and management towards the job. This study will helps to analyzing the suggestion of the 
workers, to the organization in their point of view.  The type of research design is descriptive. The sample size is 100. The 
primary data required for the project work have been collected from the employees. The secondary data was generated from 
company manual, records, various websites, bulletins, etc. Various statistical tools such as Percentage Analysis, Chi-Square 
Test, Weighted Average      Method have been applied for testing the reliability of the data. After the analysis, findings of the 
study and relevant suggestions have been provided to the management. Hence it can be concluded that the study has helped 
to identify the worker participation level of employees in KCP Ltd.   

ABSTRACT
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LIMITATIONS OF THE STUDY

The feedback Obtained may be biased. Hence, it was difficult to predict the real fact.
The workers are very busy with their work hence time may have forced them to give hasty answer.
Few workers were not interested to answer the Questionnaire.
The general constraints like non response, in consistent response have been faced.

RESEARCH METHODOLOGY

Type of study : Descriptive
Source of data : Primary data and Secondary data
Sampling techniques : Probability sampling; Simple random sampling
Sample unit  : The study was conducted among workers at KCP Limited.
Sample size : 100 samples
Research instrument : Questionnaire
Place of study : KCP Limited.
TOOLS USED : Percentage Analysis, Chi-Square Test, Weighted Average Method.

COMPANY PROFILE

The KCP Limited was started in 1941. The founder of the KCP Limited was “SRI.V.RAMA KRISHNA”. An 800 TCD 
Sugar plant was setup at VUYYUSE (Andhra Pradesh).In 1955, KCP Heavy Engineering Division plant first setup at 
“Thiruvottiyur”. It consisting of an integrated manufacturing facility, which caters to a wide range of heavy mechanical 
equipment and subsystem for core sector industries. Over the 2000 employees in KCP group. It is undertaken by “Private 
Sectors”. Dr.V.L.Dutt - Chairman and Managing Director, Dr.Dutt was educated in London, England and secured the 
Grade BIM Degree. Dr.Dutt is a chairman of the KCP Limited. Fives – Cail KCP and KCP Vietnam Industries Limited, Apart 
from KCP Group, Dr.Dutt is  a Director on the Board of DCM Shriram Industries Limited, Chairman of Chennai  Willing don 
Corporate foundation and Director of V.RamaKrishna Sons Private Limited.

Dr.Dutt is presently the Honorary Consul General of the Republic of Turkey in Chennai, for the States of TamilNadu, 
Kerala, Karnataka, Andhra Pradesh and Union Territory of Pondicherry.SMT.V.L.IndiraDutt – Joint Managing Director, 
SMT.V.L.IndiraDutt, B.A(Economics) from Madras University is the Joint Managing Director of Fives Cail – KCP Limited; 
KCP Technologies Limited and V.RamaKrishna.Sons Private.

Bio-tech:
Company KCP Biotech is a unit of The KCP Limited, India, a leading producer of high performance goods and services - 
Cement, Heavy Engineering, Sugar and Hydel Power. KCP has been in business for over six decades since its inception in 
1941 and has been committed to work towards continuous growth and provide customer satisfaction. We are ISO certified and 
strive to meet international standards. The group is a diversified enterprise with its French collaboration, Fives Cail – KCP 
Limited, which designs machinery and offers turnkey solutions to the sugar industry and KCP Vietnam Industries Limited, 
a producer of refined sugar of Vietnam, KCP Technologies Limited., offers global software solutions in the IT industry. Get 
Natural. Get KCP Biotech Natural Colors Get Natural. Get KCP Biotech Natural Colors.
2007 KCP Biotech Limited got merged with the KCP Limited.
2006 Wind Power generating Unit setup at Uthumalai village in TirunelveliDt of Tamil Nadu.
2002 KCP Biotech Limited setup at Biotech Park, Shameerpet, Hyderabad to manufacture biotech related products.
2001 KCP Heavy Engineering Plant II setup at Arakonam near Chennai, to execute medium to large sized fabrication projects.
1999 KCP Hydel Power Division setup at Nekkarikallu, Andhra Pradesh on the Guntur Canal of Krishna river to generate 8 MW of power.

1999
KCP Vietnam Industries Limited, a fully owned subsidiary of the KCP Limited setup to manufacture sugar at ThuaThien Hue Province 
at Central Vietnam. This 2500 TCD plant was shifted to Son Hoa District, Phuyen Province in 2001.

1999 KCP Technologies Limited setup to provide high quality IT Solutions & Engineering Technical Services.

1995
FCB-KCP Limited, (now Fives Cail-KCP) setup as a joint venture with Fives Cail Group of France for the design and manufacture 
of Sugar Plants.
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1995 KCP Sugar Manufacturing Division demerger into a separate company, KCP Sugar & Industries Limited.

1984
Arakonam Castings & Forgings Limited, started as a joint venture between The KCP Limited and the Tamilnadu Industrial Development 
Corporation (TIDCO).

1984
Fuller KCP Limited, a joint venture with Fuller International Inc, USA was launched, for the design and manufacture of large-sized 
cement plants and other mineral processing equipment. KCP divested its stake to FL Smidth, Denmark in 1996.

1967
EIMCO-KCP Limited, started as a joint venture between The KCP Limited and EIMCO Corporatation, USA. Currently a 100% 
subsidiary of KCP Sugar & Industries Limited.

1958
KCP Cement Division, setup at Macherla, Andhra Pradesh with a state-of-the-art cements manufacturing plant. India’s first dry process 
kiln was installed at Macherla by HUMBOLDT AG, Germany in 1958 (while still a prototype in Europe).

1955
KCP Heavy Engineering Division Plant I, setup at Tiruvottiyur, Chennai consisting of an integrated manufacturing facility, which 
caters to a wide range of heavy mechanical equipment and sub-systems for core sector industries.

1941 An 800 TCD Sugar Plant was setup at Vuyyuru, Andhra Pradesh, India by Sri. V. Ramakrishna, Founder Chairman of KCP.                                                          

REVIEW OF LITERATURE 

Saiyadein, (1973) says that Worker participation is different and there seems to be general agreement that participation means 
Sharing, in an appropriate way the decision making power with the lower level in the organization. It provides Workers a 
sense of importance pride, freedom, and opportunity for self expression, a feeling of belongingness so as to create positive 
condition for industrial relation. 

Dessler (1977) Worker participation in management is a mental and Emotional involvement of a Worker in a group 
situation which encourages him to contribute to goal and share responsibilities in them. It crystallizes the concept of industrial 
democracy and indicates an attempt on the part of Workers to build his Workers into a team which work towards the realization 
of common objectives to achieve a common goal. 

Memorial, (1991) stated that Worker participation in management is attaining industrial democracy by ensuring the total 
involvement of the Workers in achieving the organizational goal of the enterprises. It results which increase the scope for 
workers share of influence in decision making at different of the organizational hierarchy with concomitant assumptions of 
responsibility. 

Henema, (1993) briefly describes that Worker participation is a geared to achieve organizational effectiveness and the 
satisfaction of Worker is a method designed to Vol. 2 No. 2 October 2014 ISSN: 2321 – 46433 Shanlax International Journal 
of Management 76 generate among Workers and this helps in motivating Worker to achieve organizational goal, it ensures 
joint responsibility and co-operation to optimally utilize the limited resources available to the management. 

Srivastava, (1994) stated that, Worker participation is of institutional and formal arrangements resulting into the creation 
of various participative forms to associate Worker representatives with management, participation management refers to 
managers specific style in which he interacts with the Workers, it can mutual trust, information sharing and problem solving. 
Mannan (1994) explains that Worker participation is to authorize Workers to take part in managerial functions and they may 
be given power to plan to make decision about their own work. These are formal ways in which Worker can participate in the 
management process, Workers are active in the process of decision making, provides education to Worker. It fosters initiative 
and creativity among them. 

DATA ANALYSIS & INTERPRETATION

OPINION REGARDING WPM LEADS TO INCREASE WORK OUTPUT
OPINION NO. OF RESPONDENTS PERCENTAGE

STRONGLY  AGREE 15 15%

AGREE 60 60%

DISAGREE 19 19%

STRONGLY DISAGREE 6 6%
TOTAL 100 100%
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INTERPRETATION 
From the above table shows that workers participation in management leads to increase work output. Nearly 60% of the 
workers are agree, 19% of the workers are disagree, 15% of the workers are strongly agree, and 6% of the workers are 
strongly disagree. Therefore, the majority of the workers are agreeing, about workers participation in management increase 
work output.

WEIGHTED AVERAGE METHOD

Table showing opinion regarding satisfaction level ofworkers job

     FACTORS              

4 3 2 1

WEIGHTED

TOTAL

AVG RANKRATINGS

S.A A D.A S.D.A

1. Working Conditions 18 67 10 5 298 2.98 VII

2. Career Growth 60 25 9 6 399 3.99 I

3. Superiour       Co- Operation 24 62 10 4 306 3.06 IV

4. Promotion Opportunities 50 37 9 4 333 3.33 II

5. WPM 18 69 8 5 300 3.00 VI

6. Job Security 43 44 10 3 327 3.27 III

7. Safety & Welfare Measure 30 50 13 7 303 3.03 V

CONCLUSION

From the above table calculation shows regarding satisfaction level of workers job. Career growth have got the 1st average 
is 3.99, promotion opportunities have got the 2nd average is 3.33, and working condition gave got the last average is 2.98. 
Therefore the majority of the workers are satisfied the career growth and promotional opportunities. 

WEIGHTED AVERAGE METHOD

RANKING THE VARIOUS WELFARE MEASURE ACCORDING TO SATISFACTION LEVEL OF WORKERS
FACTORS 4 3 2 1

WEIGHTED

   TOTAL

AVG RANK
RATINGS

SA A  DA SDA

Social Security Benefit 35 55 5 5 312 3.12 I

Economics Service 28 60 7 5 311 3.11 II
Recreation Facilities 25 61 9 5 306 3.06 III

CONCLUSION 

From the above table calculation shows that, regarding workers satisfaction level of various welfare measures in KCP Limited. 
Social security benefit   have got the 1st average is 3.12, Economics service have got the 2nd average is 3.11, and recreation 
facilities have got the 3rd average is 3.06. Therefore, the majority of the workers are accepted Social security benefit is highly 
satisfying the workers.
CHI-QUARE TEST
Relationship between the satisfaction level of salary and career development.

NULL HYPOTHESIS (Ho)
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There is no significant, relationship between the satisfaction level of salary and career development.

ALTERNATE HYPOTHESIS (H1)
There is significant, relationship between the satisfaction level of salary and career development.

OBSERVERD FREQUENCY
Satisfaction Level SA A DA SDA TOTAL

1. Salary 35 44 13 8 100
2. Career Development 23 52 16 9 100

TOTAL 58 96 29 17 200

EXPECTED FREQUENCY
SATISFACTION LEVEL SA A DA SDA TOTAL
Salary 29 48 14.5 8.5 100
Career Development 29 48 14.5 8.5 100
TOTAL 58 96 29 14 200

Oi Ei (Oi-Ei)^2 (Oi-Ei)^2/Ei
35 29 36 1.2414
23 29 36 1.2414
44 48 16 0.3333
52 48 16 0.3333
13 14.5 2.25 0.1552
16 14.5 2.20 0.1552
8 8.5 0.25 0.0294
9 8.5 0.25 0.0294

Calculated valueis  = 3.5186., Degree of freedom is (c-1)(r-1), (4-1)(2-1) = 3,  Tabulated value   is   3(5%)  = 7.81, So, Ho is 
accepted,   H1 is rejected. Since calculated value is less then tabulated value, so Ho is accepted.

CONCLUSION
Therefore, H1 is rejected (i.e.) there will be no significant relationship between salary and career development.

FINDINGS

 ● Majority of the respondents accept that training program increase the work performance and output.

 ● Majority of the respondents are interested in sharing the information with their management.

 ● Majority of the respondents agree that they are satisfied with the welfare facilities provided by the organization.

 ●  Majority of the workers accept that workers participation seeks to achieve the Economics, Social and Psychological 
needs.

 ● 60% of the workers are accepting that workers participation improves the job satisfaction and morale of the workers.

 ● 53% of the workers accept that workers suggestion will improve the production. 

 ● Most of the workers are accept that there is a mutual understanding between workers and management.
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 ● Majority of the workers are satisfied with their level of participation in Decision making.

 ● Majority of the respondents agree that their management motivate each and every worker in participation. 

SUGGESTION
 ● Effective training program should be given to the workers to improve their work performance and output.

 ● Attention over job security may results in effective way of motivating the employees to perform well.

 ● Giving importance to the employees opinions will results in effective way of improving the productivity.

 ● Better work environment and working condition will improve the job satisfaction.

 ● The management should respect the personal feelings of the workers to improve the cordial relationship

 ●  Proper appreciation in the way of monetary & non-monetary at regular intervals to the employee based on their 
performance will motivate them to improve more.

 ●  It is observed that the superior & subordinates relationship in KCP Ltd is excellent. Hence, the management has to 
continue such an understandable relationship.

CONCLUSION

 ●  The project work undergone in the KCP Limited., helped me to know about the work situation, workers involvement 
in participation management, superior & subordinates relationship and the merits of the comThe personnel department 
officer provided me all the possible helps and explained about the detail of the work. The training is interesting as 
well as informative.

 ●  Based on the findings of the study it could be concluding that the workers are highly interest in management Decision 
Making.

 ●  It is clear that most of the workers agree that the organization takes all the necessary steps/ initiatives that are required 
to achieve the Organization goal.

 ●  Therefore, the workers participation should be a continuous process to learning, improvement, measurement and 
action. Raising and maintaining the workers participation lies in the hand of an organization requires a perfect blend 
of time, effort, commitment and investment to craft a successful endeavor.

 ●  The study provided better knowledge about the workers participation and practical working of the company which 
will be highly useful in future career.  
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INTRODUCTION

Harmonious industrial relation is a pre-requisite for rapid industrialization, economic growth and for promoting social justice. 
In the developing economy of a country whose social and political institutions are also in the process of change and growth. 
The government has to assume a more active role to give direction to social change and to create conditions for unhampered 
economic development. A pattern of industrial relations in passing through a new phase and meeting with fresh challenges 
in the crucial period of industrial development requires a voluntary and whole hearted co-operation between the employer 
and employee.Industrial relations has become one of the most delicate and complex problems of modern industrial society. 
Industrial progress is impossible without cooperation of labors and harmonious relationships. Therefore, it is in the interest 
of all to create and maintain good relations between employees (labor) and employers (management).The term industrial 
relations explains the relationship between employees and management which stem directly or indirectly from union-
employer relationship. Industrial relations are the relationships between employees and employers within the organizational 
settings. The field of industrial relations looks at the relationship between management and workers, particularly groups of 
workers represented by a union.Industrial relations are basically the interactions between employers, employees and the 
government, and the institutions and associations through which such interactions are mediated. The term industrial relations 
has a broad as well as a narrow outlook. Originally, industrial relations were broadly defined to include the relationships and 
interactions between employers and employees. From this perspective, industrial relations cover all aspects of the employment 
relationship, including human resource management, employee relations, and union-management (or labor) relations. Now 
its meaning has become more specific and restricted. Accordingly, industrial relations pertains to the study and practice of 
collective bargaining, trade unionism, and labor-management relations, while human resource management is a separate, 
largely distinct field that deals with nonunion employment relationships and the personnel practicesand policies of employers. 
The relationships which arise at and out of the workplace generally include the relationships between individual workers, 
the relationships between workers and their employer, the relationships between employers, the relationships employers 

A STUDY ON INDUSTRIAL RELATION IN SIRUVANI 
CLOTHING, COIMBATORE

Dr.M.Alaguthankamani
Assistant Professor, Department of Commerce, The New College (Autonomous), Chennai-14.

Dr.A.Kavitha M.A
Assistant Professor, Department Of Commerce, College Of Science and Humanities 

SRM Institute Of Science And Technology, Kattankulathur.

The title of the project is “INDUSTRIAL RELATION IN SIRUVANI CLOTHING PRIVATE LIMITED, COIMBATORE”. 
The core objective of the research is to make out the industrial relation. The research design used in this study is descriptive 
research design. A sample size of 105 employees was randomly selected from Siruvani clothing private limited. Data was 
collected by survey method through prepared questionnaire. The primary data was collected through questionnaire and 
secondary data from websites, journals, magazines, and library.The term Industrial Relations” comprises industry and 
relation”.‘Industry and Relations ‘Industry means ‘any productive activity in which an individual is engaged’, and Relations 
means ‘The relations that survive in the industry between the employer and his workmen’.“Industrial relation is an art, the art 
of living together for purposes of production”-The study was done through simple percentage and chi-square test. From the 
analysis it found that their contented with working place and safety measures provided by the organization.

ABSTRACT
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and workers have with the organizations formed to promote their respective interests, and the relations between those 
organizations, at all levels. Industrial relations also includes the processes through which these relationships are expressed 
(such as, collective bargaining, workers’ participation in decision-making, and grievance and dispute settlement), and the 
management of conflict between employers, workers and trade unions, when it arises.

OBJECTIVES OF THE STUDY

PRIMARY OBJECTIVE
 ● To study the industrial relation in Siruvani clothing private limited, Coimbatore.

SECONDARY OBJECTIVE
 ● To study the relationship between employees and employer.

 ● To study about the reduce conflict of the organization.

 ● To study the extent and maintain industrial democracy.

 ● To study the different welfare schemes provided by the organization.

SCOPE OF THE STUDY
 ● To study the safety measures of the employees in the organization.

 ● To study the working conditions in the organization.

 ● To study the satisfaction level of employees in the organization.

 ● To study the productivity level of employees in the organization.

 ●  The management must make awareness to its employees about the future scope in the organization concerning with 
its multiproject.

LIMITATIONS OF THE STUDY
 ● Duration was limited so in depth study can not done.

 ● The sample size was limited 105 respondents.

 ● Some of the respondents were hesitated to give correct response.

 ●  Purely dependent upon the information by respondents, so it may be according to the view of the respondents and so 
may not be accurate.

COMPANY PROFILE
Siruvani group of companies was established in the year 1994. We have vertical setup in manufacturing of cotton yarn, fiber 
/ yarn dyeing & garments. We are specialized in manufacturing of Specialty Yarns and functional Garments.

MISSION STATEMENT
Our mission is to enhance benefits for the value chain by consistently focusing on providing better value to our customers.

QUALITY POLICY
 ●  Our aim is to work towards enhancing the satisfaction of our customer by focusing on consistency in product quality, 

timely delivery & good customer service.

 ● To achieve this , we shall

 ● Inculcate professional approach in all our activities.
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 ● Provide thrust on continual improvement.

 ● Establish & nurture mutually beneficial relationship with all in the value chain.

 ● Aim towards being socially and environmentally responsible organization.

FACTORY SETUP

SPINNING
 ● We have 3000 spindles textile mill with complete process for the manufacture of mélange yarns.

 ●  We have the state of art machinery’s like auto leveller Carding machine, auto levellerDrawframe, combers, 
lakshmireiter ring frames, & electronic yarn clearers.

 ● We have equipped to manufacture even the small lot size of 10 kgs.of yarn in any shade, count & blend.

 ● We specialize in the following

 ● 100% cotton mélange, cotton / linen mélange , Special effects like slub,neb,& glittering.

 ● We can match any mélange shade with any blend within 48hrs.

 ● We have more than 5000 melange shades.
PROCESSING 

 ● We have installed high temperature high pressure dyeing machine to dye both fibre& yarn.

 ● We have installed space dyeing machine with 8 colour printing in one cheese.

 ● We have installed an effluent treatment plant with revers osmosis system for both dye bath & wash water.

 ● We have mechanical system to dry the rejects of RO effluent. The treated Water is reused back in our dyeing process.

 ●  We have developed more than 10000 shades & equipped with laboratory to develop the new shades & test all the 
products.

REVIEW OF LITERATURE

For any research endeavor, a through review of literature is of paramount importance. Such an effort will highlight the past 
attempts made and provide clear comprehension of similar studies.

According toV. Agnihotri, industrial relation is industrial workers’ relation with their management, whichdirectly or 
indirectly refers to trade union and management relationship.Henry Richardson defines industrialrelation as an art of living 
together for productivity.

The Oxford Dictionary defines industrial relations (IR) as the “interaction between employers, employees, and the 
government; and the institutions and associations through which such interactions are mediated.” Sometimes treated as the 
equivalent of labor relations, industrial relations considers the impact of these interactions on humans and organizations. This 
article considers industrial relations from the perspectives of researchers, governments, managers and workers.

Khan SarfarazAliIn the term Industrial Relation (IR),Industry means any productive work or more specifically 
production processandRelation is human relation in the production process. Thus, industrial relations mean relationship 
betweenmanagement and employees; and relationship among the employees in the course of running of an industry 
ororganization.

In the opinion ofArunMonappa, industrial relation is a set of functionalinterdependence involving historical, economical, 
social, psychological, demographic, technological occupational,political and legal variables.In view of the definitions, 
industrial relation comprises of all the issues of industrial life allied to wages,conditions of work and work place, trade 
unionism, industrial hazards, fatigue, monotony, absenteeism, laborturnover, productivity, collective bargaining etc.Industrial 
relation is treated as a measuring instrument for industrialproductivity.
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RESEARCH METHODOLOGY

Type of study : Descriptive;  Source of data : Primary data and Secondary data
Sample unit : The employees of Siruvani clothing private limited, Coimbatore.
Sample size : 105; Research instrument : Questionnaire; 
TOOLS USED : Percentage Analysis, Chi-Square Test.

ANALYSIS AND INTERPRETATION

OPINION OF THE RESPONDENTS RELATIONSHIP WITH SUPERIORS

Opinion About Relationship With Their Superiors No. of Respondents Percentage

Excellent 25 24%
Good 38 36%
Satisfactory 35 33%
Poor 7 7%
Total 105 100%

INTERPRETATION
The above table shows  that 36% of the respondents said that their relationship with superior is good,33% of the respondents 
said that their relationship with superior is satisfactory,24% of the respondents said that their relationship with superior is 
excellent and remaining 7% of the respondents said that their relationship with superior is poor.

INTERPRETATION
The table shows that 66% of the respondents said that their relationship with co-workers is good,34% of the respondents said 
that their relationship  with co-workers is excellent.

CHI-SQUARE TEST

Aim
To test whether there is a significant difference between experience and the opinion on wages.

Null Hypothsis(Ho)
There is no significant difference between experience and the opinion on wages.

Alternative Hypothesis(H1)
There is a significant difference between experience and the opinion on wages.
Opinion on wages Experience Highly  satisfied Satisfied Dissatisfied HighlyDissatisfied Total
Less than 1 year 2 2 1 3 8
1-5 year 1 1 11 7 20
6-10 year 1 4 15 2 22
Above 10 year 0 5 45 5 55
Total 4 12 72 17 105

The expected frequencies are given below:
Expected frequency=Row total * Column total / Grand total
E(2) = 4*8/105 = 0.305, E(2) = 12*8/105 = 0.914, E(1) = 72*8/105 = 5.486,  E(3) = 17*8/105 = 1.295, E(1) = 4*20/105 = 
0.762, E(1) = 12*20/105 = 2.286, E(11) = 72*20/105 = 13.714, E(7) = 17*20/105 = 3.238, E(1) = 4*22/105 = 0.838, E(4) = 
12*22/105 = 2.514, E(15) = 72*22/105 = 15.086, E(2) = 17*22/105 = 3.562, E(0) = 4*55/105 = 2.095, E(5) = 12*55/105 = 
6.286, E(45) = 72*55/105 = 37.714, E(5) = 17*55/105 = 8.905s
Degree of freedom= (r-1) (c-1), = (4-1) (4-1), = (3) (3) = 9 
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CALCULATION TEST STATISTICS

TABLE FOR CHI-SQUARE
O E O-E (O-E)² (O-E)²/E
2 0.305 1.695 2.873 9.4196
2 0.914 1.086 1.179 1.3909
1 5.486 -4.486 20.124 3.6682
3 1.295 1.705 2.907 2.2448
1 0.762 0.238 0.057 3.2085
1 2.286 -1.286 1.654 0.7234
11 13.714 -2.714 7.366 0.5371
7 3.238 3.762 14.153 4.3708
1 0.838 0.162 0.026 0.0313
4 2.514 1.486 2.208 0.8784
15 15.086 -0.886 7.396 4.9026
2 3.562 -1.562 2.439 0.6849
0 2.095 -2.095 4.389 2.095
5 6.286 -1.286 1.654 0.2631
45 37.714 7.286 53.086 1.4076
5 8.905 -3.905 15.249 1.7124

37.5386

Chi-square Result:
Calculated Chi-square value = 37.5386, Degree of freedom = 9, Table value =16.919, Level of significant = significant At 5% 
level.

INTERPRETATION
Alternative n=9, Degree of freedom at 5% level of significance the tabulated value is 16.916. Calculated value of chi-square 
is higher than the tabulated value of chi-square.
Hence alternative hypothesis is accepted and null hypothesis is rejected. Therfore there is significant difference between the 
experience and opinion on wages.

CHI-SQUARE TEST

Aim
To test whether there is a significant difference between age and the safety measures.

Null Hypothesis(Ho)
There is no significant difference between age and the safety measures.

Alternative Hypothesis(H1)
There is a significant difference between age and the safety measures.

Safety measuresAge Satisfactory Poor Total
Below 20 years  3 2 5
21 – 30 years 32 8 40
30 – 40 years 29 10 39

Above 40 years 18 3 21
Total 82 23 105
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The expected frequencies are given below:
Expected frequency=Row total * Column total / Grand total
E (3) = 82*5/105 = 3.905, E (2) = 23*5/105 = 1.095, E (32) = 82*40/105 = 31.238, E (8) = 23*40/105 = 8.762, E (29) = 
82*39/105 = 30.457, E (10) = 23*39/105 = 8.543, E (18) = 82*21/105=16.4, E (3) = 23*21/105 = 4.6
Degree of freedom = (r-1) (c-1), = (4-1) (2-1)=3

CALCULATION TEST STATISTICS

TABLE FOR CHI-SQUARE

O E O-E (O-E)² (O-E)²/E

3 3.905 -0.905 0.819 0.2097
2 1.095 0.905 0.819 0.7479

32 31.238 0.762 0.58 0.018
8 8.762 -0.762 0.58 0.0663

29 30.457 -1.457 2.123 0.0697
10 8.543 1.457 2.123 0.2485
18 16.4 1.6 2.56 0.1561
3 4.6 -1.6 2.56 0.5565

2.0733

Chi-square result:
Calculated chi-square value=2.0733, Degree of freedom = 3, Table value =7.815, Level of significant =Significant at 5% level.

INTERPRETATION
At n=3,degree of freedom at 5%,level of significance the tabulated value is =7.815, calculated value of chi-square is higher 
than the tabulated value of chi-square.
Hence alternative hypothesis is accepted and null hypothesis is rejected. Therefore there is significant different between the 
age and the safety measures. 

FINDINGS
A piece of information obtained from an observation .It is facts and figures collected by a researcher to satisfy the objective 
of the research.

 ● 38% of the respondents are in the age group of  21-30 years.

 ● 58% of the respondents are male.

 ● 67% of the respondents are married.

 ●  40% of the respondents have studied 12th standard.

 ●  52% of the respondents have experience with above 10 years.

 ●  69% of the respondents are dissatisfied with their wages.

 ●  59% of the respondents are highly satisfied with the cleanliness.

 ●  78% of the respondents are satisfied with safety measures provided by the organization.

 ●  55% of the respondents are highly satisfied with the ventilation provided by the organization.

 ●  57% of the respondents reported lighting facility provided by the organization is good.



761
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

 ●  42% of the respondents are satisfied with the temperature in their working place.

 ●  36% of the respondents said that their relationship with superior is good.

 ●  72% of the respondents are highly satisfied in the first aid facility provided by the organization.

 ●  66% of the respondents said that their relationship with co-workers is good.

 ●  50% of the respondents are satisfied in the toilet facility.

 ●  41% of the respondents said that the rest shed is in poor conditions.

 ●  51% of the respondents are satisfied with the canteen facility provided by the organization.

 ● 40% of the respondents gave neutral opinion about  the transportation facility provided by the organization.

 ●  89% of the respondents said that good safety measures    is one of the contributing factors of industrial relations.

 ●  92% of the respondents said that good wage structure is one of the contribute factors of industrial relation.

SUGGESTION
It is an idea or proposal put forward for consideration where the deliberate introduction to somebody’s mind of an opinion, 
belief. So that it is accepted on as that persons own idea. The management can only take some steps to minimize the unnecessary 
and create a good environment to work.

 ●  A considerable number of respondents expressed their dissatisfaction about wages. It is an important forthe 
management to give an attention to wages, it will lead to good and healthy relations between employees and employer.

 ● Most of respondents expressed that their relationship with their superior is good.

 ● To extent the facility in the organization.

 ● Organization may  adopt industrial policies.

 ● Economic policy and financial position of the organization must be well organized.

 ●  There must be a well-planned communication system in the organization to pass on information and get feed back 
from the employees. Should ensure better working conditions, living conditions and reasonable wages.

CONCLUSION

 ●  A conclusion  is one which is arrived after the consideration of evidence and argument. It is reached after examination 
or investigation.

 ●  It is concluded that the relationship existed between the employers and employees in Siruvani clothing private limited 
is good.

 ●  The employees are satisfied with their cleanliness, lighting facility, ventilation, safety measures provided by 
the organization. They are highly satisfied with their working conditions. The workers also co-operate with the 
management and it helps to improve their efficiency by which the industrial target is achieved and thus better 
industrial relation can be achieved.

 ●  Introducing a suitable system of employees education and training and also develop employees to adapt themselves 
for technological, social, and economic changes.The research work done will be useful for the management and 
employees of the organization to know the industrial relation.
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CHARACTERISTICS OF TRAINING: 
 ● Training is a process with clearly with clearly defined parameters. 

 ●  Training activities are a planned sequence of events, carefully orchestrated and blended into harmonious, integrated, 
and result-oriented package. 

 ●  It can also be seen as a process of empowerment of the participants, inviting them to make optimal use of the 
opportunities provided for learning in the training programme. 

 ●  Training induces behavioural changes in the areas of knowledge and competencies that are helpful in improving 
performance in work situations. 

 ●  Training is not about learning specific working methods and procedures to manage work-related or day-to-day 
problems or conditions, rather it is about acquiring competencies to cope with a variety of complex and difficult 
situations. 

 ● Training is a journey of self-awareness and self-discovery, leading to growth and development. 

 ● Training has intended as well as unintended results. 

 ●  Training develops in an individual the ability to translate acquired concepts, principles, knowledge, and skills into 
perceptible and functional behaviour or actions, and vice versa. 

NEED FOR TRAINING: 
 ● A person who is taking up his job for the first time must become familiar with it. 

 ●  Training is not something needed for the newly recruited staff alone. Even the existing employees of a concern may 
require training. 

 ●  Training is essential for an employee who has just been promoted to a higher level job. With an elevation in his 
position in the organisation, his responsibilities are also going to multiply. 

 ●  Sometimes an employee may have to gain knowledge of several related jobs. It will not be enough if he is only good 
in the work he does presently. 

 ● Training is also needed if the work method in an organisation is going to be changed completely. 

TRAINING PROCESS IN MAHINDRA RURAL HOME 
FIANANCE 

Jagadeesh.A
M.com 2nd year, Department of commerce, SRMIST 

Training is defined as a continuous learning process in which the employees will acquire knowledge, enhance professional 
skills and improve attitudes and behaviours to excel well on the job. The objectives of the training department to identify the 
required training needs of an organization and fill the gap with a host of training methods for the welfare of the organization 
and employees on a whole. 

ABSTRACT
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IMPORTANCE OF TRAINING: 

 ● Training helps to improve the level of productivity. 

 ● It develops better quality of work. 

 ● A systematic training programme helps to reduce the time and cost involved in learning. 

 ● Training reduce the cost of supervision. 

 ● Training reduces frequency of accidents. 

 ● Training develops high moral among the employees. 

 ● It provides personnel growth of employees. 

 ● It improves the organisational climate of the organisation. 

PROCESS OF TRAINING: 
 ●  Identifying the training needs of the staff: The training needs of different categories of employees in an organisation 

are not same. A new entrant must learn his job first. For this he requires training in a specific area of work. He must 
also become familiar with the company’s policies, rules and regulations. 

 ●  Establishment of training goal: The management should have short-term and long-term training goals. By providing 
training to new entrant, the management is able to prepare him to do his work effectively. Providing training to an 
employee to update his skill make him even more efficient.

 ●  Selecting the right method of training: The third stage in the training process is to select the most suitable method 
of training. There are on-the-job and offthe-job training methods.  On-the-job training refers to training given to an 
employee in the place where he is employed. Off-the-job training refers to training is given to employees at a place 
away from the actual workplace. 

 ●  Making an evaluation of training effectiveness: Training is meaningful only if its effectiveness is measured. The 
performance of the employee, who has undergone training, is the most important indicator of training effectiveness. 
All that the manager would do is to compare the employee’s performance before and after training. 

METHODS OF TRAINING: 
 ● The various methods of training may be grouped under two categories they are; 

 ● A.On-the-job training: 

 ●  On-the-job training refers to training given to an employee in the place where he is employed. Following are the on-
the-job training methods: 

 ●  Induction training: Induction training is also known as ‘orientation training’. It is required for all the new employees. 
A person who has been inducted into an organisation must be informed of his duties. The nature of his work must be 
clearly explained to him. 

 ●  Apprenticeship training: This is a conventional or traditional method of training. In such method, the trainee, called 
‘apprentice’, is placed under a qualified senior worker. The apprentice learns the work by observing and assisting his 
senior.

 ●  Refresher training: The object of refresher training is to enable the workers to constantly update their job 
knowledge. The knowledge and skill of the workers in our business establishments tends to become outdated due to 
the advancement in science and technology. 

 ●   Job rotation: This kind of training enables an employee to become well-versed in different kinds of work, each of 
which is totally different. Clerks in banks are usually subjected to job rotation. 
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 ●  Vestibule training: The term ‘vestibule’ refers to a training school established within the factory premises. The 
working conditions and facilities in such a training school are so created that the place of training almost resembles 
the actual workplace. 

B. Off-the-job training: 
Off-the-job training methods refers to training is given to employees at a place away from the actual workplace. Following 
are the off-the-job training methods: 

 ●  Lectures and conferences: Lectures and conferences are the traditional and direct method of instruction. Every 
training start with lecture and conference. It’s a verbal presentation for a large audience. 

 ●  Role playing: It is a training method in which the participant trainees are to enact the rules given to them. In a role-
playing section, a specific organisational problem may be explained to the trainee group and each participant may be 
asked to act in the manner he would if he were the decision-maker. 

 ●  Case study: In case study method, the trainees are given an organisational problem in written form. The problem 
may be something that has been experienced in some workplace or may even be an imaginary one. The participants 
may be asked to analyse the cause of the problem, suggest alternative solutions and also shows the best solution in 
prevailing conditions. 

 ●  Management games: Different groups of trainees participate in a management game. The trainer specifies a certain 
situation in which each group has to make decisions in the specific area assigned to it. 

 ●  Brain storming: In brain storming section the participants mat express their views freely without having to bother 
about what others would think of their ideas. 

 ●  Sensitivity training: Such a method of training has been developed with the object of promoting good human 
relations among the trainees. The sensitivity training group is called the ‘T-group’. Sensitivity training helps an 
individual to understand group behaviour and to work with others as a team. 

OBJECTIVES OF STUDY 

To identify the effectiveness of training program in the organisation.
To examine the impact of training on workers.
To study the effectiveness of overall Training method in the Mahindra Rural Home Finance.

REVIEW OF LITRETURE 

ANU SINGH  LATHER AND HARSH SHARMA (2008)  Another study on “Impact of training climate on effectiveness 
of training program implies that training in organization is getting increasing mind space of top managers. However, to 
assert its rightful place, it has to come out from the periphery of corporate wheel to the center of corporate functioning 
and contribute proactively towards the attainment of organizational objectives. This requires that training professionals 
should show commitment towards enhancing the value of training. The process of training delivery is mediated by pre and 
post-delivery training factors which have an influence in constructing favorable or unfavorable training climate. This paper 
addresses all the important issue of training climate and the role played by various stakeholders in developing this. The 
importance of developing favorable training climate and negative impact of unfavorable training climate has been explained 
with the help of case study method 

“Training and development need analysis for ushering change: a study in Jindal Steel and Power Ltd” by MISHRA, 
PRITI SUMAN (2008) and subject of this research is a large, complex organization which is in transition from a traditional 
bureaucratic, hierarchy with a command and control management style to a more participative, people centered approach. An 
‘organization development, action research’ - based approach to the development of a training needs analysis process was 
taken for the study so that in the first instance the changes desired in the organization could be modelled and secondly, to learn 
and understand more about what works and what does not in order to continuously develop and progress the change agenda. 
In a large, complex organization a balance must be struck between standardization and customization of the needs analysis 
process to allow for the different structures, subculture and levels of readiness in the organization. Whether you are a human 
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resource generalist or a specialist, you should be an adept at performing a training needs assessment. 

“Capacity building as a tool for assessing training and development activity: an Indian case study” by R. KRISHNAVENI 
AND B. SRIPIRABAA (2008), in recognition of its increasing importance, many organizations make periodic assessments 
of their training and development activity. The objective of the present study was to extend the concept of capacity building 
to the assessment of training and development activity in an automobile component manufacturing organization, using a 
developed and validated instrument. The study subjects were 36 middle-level managers selected on a stratified basis. The 
research described here provides a new methodology for the evaluation of training and development activity. Perception-
based, consensus-oriented assessment is proposed as a valuable tool for evaluating and improving training and development 
activity. Brainstorming sessions led to suggestions for enhancing capacity in identified lag areas. In addition, this assessment 
serves as a platform for subsequent evaluation of the effectiveness of training and development activity. 

FERIKA OZER SARI (2009) observed that human resource is the key factor of organizational success. The organization 
power comes from the physical and mental strength of their workers. Therefore, sustainability of being powerful for an 
organization is tied to the physical and psychological health of its employees, and their knowledge and skills, as well. 
Since the importance of human resources on the organizational success has been realized, responsibility and authority of 
Human Resources Departments are broadened, especially in the accommodation sector. Organizing Employee Trainings and 
maintaining Occupational Safety and Health are among the main functions of Human Resources management departments. 
These two functions interact and they both serve the aim of protecting employee’s physical, psychological and social health. 
Within this paper “Effects of the Employees’ Training on the Occupational Safety and Health” has been studied by an applied 
analysis in order to view the approach and practices of accommodation sector. As a result, it’s been realized that employee 
trainings have a very positive effect on the occupational safety and health. Moreover it’s been understood that some of the 
potential training programs such as accident risks and occupational illnesses are inevitable 

DATA ANALYSIS AND INTERPRETATION 

TABLE NO: 1 TABLE SHOWING THE NEEDS FOR TRAINING 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 

ENHANCEMENT 14 28% 
LEARNING 12 24% 
SHARING INFORMATION 4 8% 
ALL THE ABOVE 20 40% 
TOTAL 50 100% 

INTERPRETATION: 
Above table it is inferred that 28% of the respondents said that Enhancement, 24% of the respondents said that Learning 8% 
of the respondents said that Sharing Information and the remaining 40% of the respondents said that all the above is needed 
for training. 

TABLE NO: 2 TABLE SHOWING THE TRAINING METHODS FOLLOWED BY THE  ORGANISATION 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
OFF THE JOB TRAINING 27 54% 
ON THE JOB TRAINING 10 20% 
LECTURES 10 20% 
AUDIO VISUALS 2 4% 
ALL THE ABOVE 1 2% 
TOTAL 50 100% 

INTERPRETATION: 
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Above table inferred different training methods followed by the organisation. 54% of the respondents said Off The Job 
Training, 20% of the respondents said On The Job Training, 20% of the respondents said Lectures, 4% of the respondents said 
Audio Visuals and remaining 2% of the respondents said all the above.  

TABLE NO: 3TABLE SHOWING THE SATISFACTION LEVEL AFTER ATTENDING TRAINING PROGRAMME 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
STRONGLY AGREE 24 48% 
AGREE 13 26% 
NEUTRAL 7 14% 
DISAGREE 4 8% 
STRONGLY DISAGREE 3 6% 
TOTAL 50 100% 

INTERPRETATION: 

Above table it is inferred that the satisfaction level after attending training programme. 48% of the respondents are 
Strongly Agree, 26% of the respondents are Agree, 14% of the respondents are Neutral, 8% of the respondents are 
Disagree and remaining 6% of the respondents are 

Strongly Disagree.  

TABLE NO: 4 TABLE SHOWING SATISFACTION LEVEL OF EMPLOYEE RETENTION 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
HIGHLY SATISFIED 17 34% 
SATISFIED 28 56% 
NEUTRAL 3 6% 
DISSATISFIED 1 2% 
HIGHLY DISSATISFIED 1 2% 
TOTAL 50 100% 

INTERPRETATION: 

Above table inferred that the satisfaction level of employee-retention. 56% of the respondents are Satisfied, 34% of 
the respondents are Highly Satisfied, 6% of the respondents are neutral, 2% of the respondents are Dissatisfied and 
remaining 2% of the respondents are Highly Dissatisfied. 

TABLE NO: 5 TABLE SHOWING EFFECTIVENESS OF TRAINING PROGRAMME 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
EXCELLENT 9 18% 
VERY GOOD 10 20% 
GOOD 15 30% 
AVERAGE 12 24% 
POOR 4 8% 
TOTAL 50 100% 

INTERPRETATION: 
Above table it is inferred that effectiveness of training program. 30% of the respondent’s rate Good, 24% of the respondent’s 
rate Average, 20% of the respondent’s rate Very Good, 18% of the respondent’s rate Excellent and remaining 8% of the 
respondent’s rate Poor. 
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FINDINGS

 ●  From the table 1 it was found that 40% of the respondents said that training needs are learning, enhancement and 
sharing information’s. 

 ●  From the table 2 it was found that 54% of the respondents said on the job training method is followed by the 
organisation. 

 ●  From the table 3 it was found that 48% of the respondents are strongly agree with the satisfaction level after attending 
the training programme. 

 ● From the table 4 it was found that 56% of the respondents are satisfied with the employee-retention in the organisation. 

 ● From the table 5 it was found that 30% of the respondents said that the effectiveness of training program is good. 

SUGGESTIONS 

 ● Regular intervals:

 ● Training can be a continuous process. Most of the employees are preferring training can be conducted once in a year. 

 ● Duration of the training:

 ● Duration for training programme can be precise and accurate. 

CONCLUSIONS 

The researcher has made a study in effectiveness of training process of the Mahindra rural home finance with the help 
of questionnaire as the part of the study. In training they use latest technologies to train the employees. Employees are 
satisfied with the training and development programmes given to them. Most of the employees wants to the workplace 
to be redesigned where the training sessions are been conducted. The result obtained was analysed using percentage. The 
researcher’s suggestions on the findings are also given. 
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INTRODUCTION

Online advertising, withal kenned as online advertising, Internet marketing, digital advertising, or web publicity, is a variety 
of marketing and marketing which utilizes the Internet to take promotional advertising communication to clients. Many 
clients discover online advertising perturbing and have customarily more turned to ad blocking for a variety of explication. 
Online advertising comprises email advertising, search engine marketing (SEM), convivial media marketing, many types of 
exhibit advertising (including web banner promotion), and mobile advertising. Homogeneous to precedent advertising media, 
online advertising frequently involves a publisher, who mixes advertisement into its online matter, and an advertiser, who 
present the ad to be present on the publisher’s substance. Current awaiting participant include advertising agencies who avail 
build and place the ad reproduction, an ad server which precisely distributes the ad and track information and advertising 
affiliates who do dependent promotional work for the advertiser. Convivial networking remains the most conventional online 
diversion for adults all over the earth, and advertisers have developed their orchestration to aim clients where they utilize 
their period, namely on the convivial networks such as Face book and Twitter. Paid convivial advertising functions similarly 
to paid search, with the remarkable exemption that advertisers, not users, take the initiative – advertisers must “search” for 
users, rather than the other way around. 

One of the most visors of paid convivial marketing is the granularity with which advertisers can target prospective 
customers, and this posture underpins much gregarious advertising platforms and goods. Advertisers can aim to utilize 
hundreds of parameters, from demographic data (such as age, gender, earnings, the rank of edification, and marital level) 
to browsing predilections and convivial comportment. Advertisers can additionally goal users predicated on the type of 
pages and profile they follow, the things they buy, and the news they read. These custom audiences can be engendered from 
subsisting customer data (to engender “lookalike” audiences of homogeneous users) to electronic mail lists, which Face book 
and Twitter can pair with their data about these users to reveal better insights regarding their performance.

THE ROLE OF ONLINE ADVERTISEMENT ON CUSTOMER 
ATTITUDE – A STUDY 

Bincy A Varghese  
Full Time Research Scholar Department Of Commerce Srm Institute Of Science And Technology Kattankulathur, 603203 
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One of the maximum visors of paid gregarious advertising is the granularity with which advertisers can 
target prospective customers, and this principle underpins many convivial advertising platforms and products. 
Advertisers can target users with hundreds of parameters, from demographic data (such as age, gender, income, 
level of edification, and marital status) to browsing predilections and gregarious deportment.  Advertisers can 
additionally target users predicated on the types of pages and profiles they follow, the things they buy, and 
the news they read. These custom audiences can be engendered from subsisting customer data (to engender 
“lookalike” audiences of homogeneous users) to electronic mail lists, which Face book and Twitter can pair with 
their data about these users to reveal more preponderant insights about their deportment. The main objective 
of this study is to ascertain the usefulness of online advertisement. This study is based on primary and the 
secondary data.  The questionnaire is a well structured question.  The data is collected through questionnaire 
from digital users. The tools used for this study is frequency analysis, independent sample t test, ANOVA. 
KEYWORDS: Online ads, customer attitude, demography, online behaviour, customer characteristics.
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REVIEW OF LITERATURE 

Ujjwal Sapkota (2016) his paper impact of internet ad on consumer buying performance in Kathmandu. This learning finds 
out are these internet advertisements really effective compared to traditional advertisement campaigns. The main objectives 
of this study are to examine the people’s view on online ads.
Khong Kok Wei (2016) study focused on online advertising: a study on Malaysian consumers. An observed study was carrying 
out connecting a investigation on 150 respondents. Result expose that features of online marketing do produce positive control on 
buying intention. Results additional revealed that pictures feature generate the maximum possibility of consumers’ buying intention.
 Muhammad Aqsa, Dwi Kartini (2015) this study mainly fixated on the impact Of Online Advertising On Consumer Postures 
And Intrigues Buy Online. This learns that predicated on analyzing and examining the result of online advertising on consumer 
postures and purchase interest online, an analysis conducted on students of Internet users in the city of Makassar. Proportion’s 
interactivity of online marketing provides the highest control on the posture and fascinates of customers purchasing online.
Numan Arif Dar et al (2014) this paper is predicated on examined the insight of the value of promotion on Face book and TV, 
between mutually male and female students of the University of Gujarat. A survey was spread among 300 students of the 6 major 
departments of the University of Gujarat. A structural equation model was utilized in this study. The result shows that Ducoffe’s 
ad Value was not fit for both Face book and TV. Exasperation was additionally a reason that openly affects the approach toward 
the advertisement. Regalement and exasperation have a direct impact on perspective toward marketing.
Gaurav Bakshi Dr. Surender Kumar Gupta (2013) this study determined on online advertising and its impact on buyer buying 
behaviour. This learning seeks to discover the factors that give to the usefulness of online advertisements and influence buyer 
purchasing purpose. The learning would help the advertisers to be aware of what extent the online advertising is beneficial.
Ying Wang, Shaojing Sun (2010) this study is based on examining the role of values and attitudes in online marketing a 
judgment between the USA and Romania. This document tries to examine the dealings among values about online marketing, 
attitude toward online marketing (ATOA), and consumer responses to online advertising. This study data is collected for 577 
internet users from Romania and USA. This finds that Americans, Romanians tend to hold a more helpful ATOA and are more 
likely to click advertisements, while Americans are more possible to purchase online than do Romanians.

OBJECTIVES OF THE STUDY

 ● To identify the most effective media of communication.  

 ● The find out the usefulness of online advertisements

 ● To determine how the internet ads influence the digital users. 

SCOPE OF THE STUDY

 ● To find out the elements of online advertisement.

 ● To understand the need of digital ads.

LIMITATION OF STUDY

 ● This study focused on Kottarakara taluk only.

 ● This study based on customer’s attitude towards online ads.

 ● 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: 
 ● This learning is based on questionnaire method.

 ● Primary data and secondary data have been used for this learning.

 ● Primary data has been collect from internet users. 
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STATISTICAL TOOL USED FOR THE STUDY

 ● Frequency analysis  

 ● T Test

 ● ANOVA

ANALYSIS AND INTERPRETATION 

Table 1 AGE GROUP 

Age Frequency Percent
18 – 28 14 23.3
29 – 39 29 48.3
40 – 50 15 25
Above 50 2 3.3
Total 60 100.0

Source: Primary Data
Inference:
The above chart 1 exhibits that, 29 (48.3 percent) of the respondents are 29 – 39 years, 15(25 percent) of the respondents 
are comes under the category of 40- 50 years, 14(23.3 percent) of the respondent are under the category of 18 - 28 years and 
2 (3.3percent) of the respondents are comes under the category of above 50 years. From this table it recovers that the 48.3 
percentage of respondents are under the age of 29 - 39 years.

TABLE 2 GENDER GROUP

Gender Frequency Percent
Male 41 68.3
Female 19 31.7
Total 60 100.0

Source: Primary Data
Inference:
From the above table it’s clear that 41(68.3 percent) of the respondent are Male and the 19(31.7 percent) of the respondent are 
female. This data reveals that the Males are using digital ads more than the female.

TABLE 3 MARITALSTATUS

Status Frequency Percent
Single 17 28.3
Married 43 71.7
Total 60 100.0

Source: Primary Data
Inference:
Above table shows the 43(71.7 percent) of the respondent are married and the 17(28.3 percent) of the respondents are single. 
This states that the married more prefer the digital ads more than the single persons.

TABLE 4 EDUCATIONAL QUALIFICATIONS

QUALIFICATIONS Frequency Percent
Graduate 3 5
Post Graduate 20 33.3
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Professionals 29 48.3
Others 8 13.3
Total 60 100.0

Source: Primary Data
Inference:
From the above chart out of 60 respondents 29(48.3 percent) are Professionals and 20 (33.3 percent) of respondents are 
Post Graduate. From this it analyse that the 48.3 percentage of respondents are using digital ads under the categories of 
Professionals.

TABLE 5 OCCUPATIONS

Occupations Frequency Percent
Student 7 11.7
Employed 30 50
Social worker 21 35
Others 2 3.3
Total 60 100.0

Source: Primary Data
Inference:
From the beyond table it’s clear that 30 (50 percent) of the respondents are employed and 21(35 percent) of the respondents 
are social worker. This table states that the 50 percentage of employed people are using digital ads than other people. 

TABLE 6 MONTHLY INCOME

Income Frequency Percent
Below 10,000 6 10
10,001 - 20,000 5 8.3
20,001 - 30,000 16 26.7
Above 30,001 33 55
Total 60 100.0

Source: Primary Data
Inference:
Since the above table describes that’s the monthly income of the respondent of above 30,001 are 55 percent (33 respondents) and 
20,001 – 30,000 income respondents are 16(26.7) that means the respondent of above 30,001 are 55 percent (33 respondents) 
are more using digital ads more that other income peoples. 

TABLE 7 INDEPENDENT SAMPLE T TEST 

PARTICULARS F Sig. t df Sig. (2-tailed)

Online advertisements are beneficial .651 .423 1.107 58 .273

Online ads have sufficient information about the product 1.663 .202 .451 58 .654

Get a response when placing an order .971 .329 .911 58 .366

Online ads have attractive visual effects .016 .901 1.405 58 .165

Source: Primary Data

Null hypothesis = H0
There is no significant difference between gender and the online ads.
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Alternate hypothesis = H1

There is a significant difference between gender and the online ads.
Inference:
 The above table reveals that all the significance value is greater than the P Value. The online ads are beneficial, 
sufficient information, response when placing orders, attract visual effects these scaling measures shows the positive sign. 
That means these statements are acceptable because all the significant value is greater than the p value 0.05.

TABLE 9 CROSS TABULATION

The most effective internet ads Banner ads Video ads Pop up ads Total
Male 20 2 4 26
Female 25 5 4 34
Total 45 7 8 60

Source: Primary Data
Inference:
 From this table it’s clear that the males and females agrees that the banner ads are most effective than video ads, and 
pop up ads male respondents 20 and female respondents 25  the given table tries to point out the most effective internet ads 
available. Among the 3 categories given most of the people gets the information regarding a particular ad through Banners. 
Only very few chose video ads’ and pop up ads. This indicates that banners tend to get more attention from people.

TABLE 10 ANOVA (EDUCATION)

PARTICULARS Sum of Squares F Sig.
Respondent’s view on internet ads .735 .426 .735

Source: Primary Data
Null hypothesis = H0
There is no significant difference between education and the online ads. 
Alternate hypothesis = H1
There is a significant difference between the age education and the online ads.
Inference:  the table focuses on the analysis of variance regarding education and respondents view on internet advertisements. 
According to the analysis there is a higher significance level of 0.735 which indicates that education and online ads have no 
significant difference. No matter a person is educated or not all are using internet and all view internet ads’.

CONCLUSION

The major aim of this research was to test if actually the internet advertisements (with characteristics in-formativeness, 
interactivity, irritation and entertainment) affected the consumer buying behaviour. The advertisements seen on the web 
while surfing through various web pages are internet advertisements. The behaviour shown by the consumer before, during 
and after purchasing a product or using a service is consumer buying behaviour. Internet advertisements are seen in various 
types like banner ads, video ads, pop up ads and email ads.  Online advertising has a main control on consumer attitude. 
Ads online planned both visually attractive or show ads and advertising information post that include manufactured goods 
quality, cost and other in order to form different kinds of belief and judgment as a end result of ad view, opinion and judgment 
affect consumer attitude toward advertising and belief connected with online promotion. It also illustrates that consumer 
performance before acting; consumers often build up a desire to behave based on the opportunity of an approach.

FINDINGS 

 ● The people under male respondents are more interested in online ads more than female respondents

 ● Under the age group of 29 – 39 do more prefer online ads than other category peoples
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 ● Married respondents are more interested in online ads than single peoples.   

 ● In educated people professionals are using digital ads more than other fields.

 ● Mostly employed people are interested in online ads than other sectors.

 ● Most of the people use online ads who are earning more than 30,001 as monthly income.  

 ● From the study it evince that there is no significance difference between gender and online ads. 

 ● For both male and female they are getting more information through banner ads.

 ● From the study it evince that there is no significance difference between gender and online ads effects.

 ● From the data its states that there is no significant difference between education and the online ads.

RFERENCE

[1]  Jerome, Theresa, Leong Wai Shan, and Kok Wei Khong. “Online advertising: a study on Malaysian 
consumers.” Available at SSRN 1644802 (2010).

[2]  Aqsa, Muhammad, and Dwi Kartini. “Impact of online advertising on consumer attitudes and interests buy online 
(survey on students of internet users in Makassar).” International Journal of Scientific & Technology Research 4, no. 4 
(2015): 230-236.

[3]  Dar, N.A., Ahmed, M.A., Muzaffar, M.H., Nawaz, K. and Zahid, Z., 2014. Facebook verses television: advertising 
value perception among students. International Journal of Business and Management Invention, 3(9), pp.61-70.

[4]  Bakshi, G. and Gupta, S.K., 2013. Online advertising and its impact on consumer buying behavior. International Journal 
of Research in Finance and Marketing, 3(1), pp.21-30.

[5]  Wang Y, Sun S. Examining the role of beliefs and attitudes in online advertising. International Marketing Review. 2010 
Feb 23.



775
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

INTRODUCTION

Banking in India originated in the last decades of the 18th century. The first banks were The General Bank of India, NOW 
which started in 1786, and Bank  of  Hindustan, which started in 1790; both are now defunct. The oldest bank  in  existence 
in India is the State Bank of India, which originated in the Bank of Calcutta in June 1806, which almost immediately became 
the Bank of Bengal. This was one  of the three presidency banks, the other two being the Bank of Bombay and the   Bank 
of Madras, all three of which were established under charters from the British East India Company. For many years the 
Presidency banks acted as quasi-central banks, as did their successors.
At least 94 banks in India failed between 1913 and 1918 as indicated in the following table:

Years No. of. banks that failed Authorized capital (in lakhs) Paid up Capital ( in lakhs)
1913 12 274 35
1914 42 710 109
1915 11 56 5
1916 13 231 4
1917 9 76 25
1918 7 209 1

Post Independence Era:
The partition of India in 1947 adversely impacted the economies of Punjab and West Bengal, paralyzing banking activities 
for months. India’s independence marked the end of a regime of the Laissez-faire for the Indian banking. The Government of 
India initiated measures to play an active role in the economic life of the nation, and the Industrial Policy Resolution adopted 
by the government in 1948 envisaged a mixed economy. This resulted into greater involvement of the state in different 
segments of the economy including banking and finance. The major steps to regulate banking included:

  The Reserve Bank of India, India’s central banking authority, was established in April 1934, but was nationalized on 
January 1, 1949 under the terms of the Reserve Bank of India (Transfer to Public Ownership) Act, 1948 (RBI, 2005b). In 
1949, the Banking Regulation Act was enacted which empowered the Reserve Bank of India (RBI) “to regulate, control, and 

CUSTOMER SATISFACTION IN STATE BANK OF INDIA - 
PROBLEMS AND SOLUTIONS

Karthik Raja. B
PG Student, Department of Commerce, SRMIST

Customer satisfaction is playing a significant role in all organizations. In products manufacturing organizations, customers 
should be satisfied with the products especially quality and price of the product. Banking industry is the service industry 
and providing various financial services to its customers. Indian banking industry is rendering their services according to 
the directions of Reserve Bank of India. As banking industry is service providing industry and customers’ satisfaction is 
vital in its business. This study tries to get various problems or satisfaction of banking customers in India regarding physical 
resources, courteous services, committed services and assurance etc. It is observed that mostly customers are satisfied with the 
banking services but some low satisfaction regarding the responsiveness and individual attention of customers by the banks 
employees. Customers are dissatisfied because of nature and behavior of the banking employees. There is discrimination in 
behavior of employees according to the profession of the customers.
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inspect the banks in India”. The Banking Regulation Act also provided that no new bank or branch of an existing bank could 
be opened without a license from the RBI, and no two banks could have common directors.

Nationalization:
Despite the provisions, control and regulations of Reserve Bank of India, banks in India except the State Bank of India or SBI, 
continued to be owned and operated by private persons. By the 1960s, the Indian banking industry had become an important 
tool to facilitate the development of the Indian economy. At the same time, it had emerged as a large employer, and a debate 
had ensued about the nationalization of the banking industry. Indira Gandhi, then Prime Minister of India, expressed the 
intention of the Government of India in the annual conference of the All India Congress Meeting in a paper entitled “Stray 
thoughts on Bank Nationalisation. A second dose of nationalization of 6 more commercial banks followed in 1980. The 
stated reason for the nationalization was to give the government more control of  credit delivery. With the second dose of 
nationalization, the Government of India controlled around 91% of the banking business of India. Later on, in the year 1993, 
the government merged New Bank of India with Punjab National Bank. It was the  only merger between nationalized banks 
and resulted in the reduction of the number of nationalised banks from 20 to 19. After this, until the 1990s, the nationalised   
banks grew at a pace of around 4%, closer to the average growth rate of the Indian economy.

Liberalization:
In the early 1990s, the then Narasimha Rao government embarked on a policy of liberalization, licensing a small number of 
private banks. These came to be known as New Generation tech-savvy banks, and included Global Trust Bank (the first of 
such new generation banks to be set up), which later amalgamated with Oriental Bank of Commerce, Axis Bank(earlier as 
UTI Bank), ICICI Bank and HDFC Bank. This move, along with the rapid growth in the economy of India, revitalized the 
banking sector in India, which has seen rapid growth with strong contribution from all the three sectors of banks, namely, 
government banks, private banks and foreign banks. The next stage for the Indian banking has been set up with the proposed 
relaxation in the norms for Foreign Direct Investment, where all Foreign Investors in banks may be given voting rights which 
could exceed the present cap of 10%, at present it has   gone up to 74% with some restrictions. The new policy shook the 
Banking sector in India completely. Bankers, till this time, were used to the 4-6-4 method (Borrow at  4%; Lend at 6%; Go 
home at 4) of functioning. The new wave ushered in a modern outlook and tech-savvy methods of working for traditional 
banks. All this led to the retail boom in India. People not just demanded more from their banks but also received more.

Currently, banking in India is generally fairly mature in terms of supply,  product range and reach-even though reach in 
rural India still remains a challenge   for the private sector and foreign banks. In terms of quality of assets and capital adequacy, 
Indian banks are considered to have clean, strong and transparent balance sheets relative to other banks in comparable 
economies in its region. The Reserve Bank of India is an autonomous body, with minimal pressure from the government. The 
stated policy of the Bank on the Indian Rupee is to  manage volatility but without any fixed exchange rate-and this has mostly 
been true. With the growth in the Indian economy expected to be strong for quite some time-especially in its services sector-
the demand for banking services, especially retail banking, mortgages and investment services are expected to be strong. One 
may also expect M&A’s, takeovers, and asset sales.

Adoption of Technology in Banking System:
The IT revolution had a great impact in the Indian banking system. The use of computers had led to introduction of online 
banking in India. The use of the modern innovation and computerisation of the banking sector of India has increased many 
fold after the economic liberalisation of 1991 as the country’s banking sector has been exposed to the world’s market. The 
Indian banks were finding it difficult to compete with the international banks in terms of the customer service without the  use 
of the information technology and computers The RBI in 1984  formed  Committee on Mechanisation in the Banking Industry 
(1984) whose chairman was Dr C Rangarajan, Deputy Governor, Reserve Bank of India.

The major recommendation of this committee was introducing MICR Technology  in  all the banks in the metropolis in 
India. This provided use of standardized cheque forms and encoders. In 1988, the RBI set up Committee on  Computerisation  
in Banks (1988) headed by Dr. C.R. Rangarajan which emphasized that the settlement operation must be computerized in the 
clearing houses of RBI in Bhubaneshwar, Guwahati, Jaipur, Patna and Thiruvananthapuram. It further stated that there should 
be National Clearing of inter-city cheques at Kolkata, Mumbai, Delhi, Chennai and MICR should be made Operational. It also 
focused on computerisation of branches and increasing connectivity among branches through computers. It also suggested 
modalities for implementing on-line banking. The committee submitted its reports in 1989 and computerisation began form 
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1993 with settlement between IBA and bank employees’ association. In 1994, Committee on Technology Issues relating to 
Payments System, Cheque Clearing and Securities Settlement in the Banking Industry (1994) set up with chairman Shri 
WS Saraf, Executive Director, Reserve Bank of India. It emphasized on Electronic Funds Transfer (EFT) system, with the 
BANKNET communications network as its carrier. It also said that MICR clearing should be set up in all branches of all banks 
with more than 100 branches. Committee for  proposing

List Of Public Sector Banks in INDIA: Central Bank
 ● Reserve Bank of India (RBI)

Public Sector Banks (Nationalized banks):
 ● State Bank of Bikaner & Jaipur

 ● State Bank of Hyderabad

 ● State Bank of Indore

 ● State Bank of Mysore

 ● State Bank of Patiala

 ● State Bank of Saurashtra

 ● State Bank of Travancore

 ● Bank of India

 ● Canara Bank

 ● Central Bank of India

 ● Corporation bank

 ● Indian Bank

 ● Indian overseas bank

 ● Syndicate Bank

 ● UCO Bank

 ● Allahabad Bank

 ● Andhra Bank

 ● Bank of Baroda

 ● Bank of Maharashtra

 ● Dena Bank

State Bank Of India History:
The origin of the State Bank of India goes back to the first decade of the nineteenth century with the establishment 
of the Bank of Calcutta in Calcutta on 2 June 1806. A unique institution, it was the first joint-stock bank of 
British India sponsored by the Government of Bengal. The Bank of Bombay (15 April 1840) and the Bank of 
Madras (1 July 1843) followed the Bank of Bengal. These three banks remained at the apex of modern banking 
in India till their amalgamation as the Imperial Bank of India on 27 January 1921. Primarily Anglo-Indian 
creations, the three presidency banks came into existence either as a result of the compulsions of imperial 
finance or by the felt needs of local European commerce and were not imposed from outside in an arbitrary 
manner to modernise India’s economy.
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Imperial Bank:
The Imperial Bank during the three and a half decades of its existence recorded an impressive growth in terms of offices, 
reserves, deposits, investments and advances, the increases in some cases amounting to more than six-fold. The financial 
status  and security inherited from its forerunners no doubt provided a firm and durable platform. But the lofty traditions 
of banking which the Imperial Bank consistently maintained and the high standard of integrity it observed in its operations 
inspired confidence in its depositors that no other bank in India could perhaps then equal. All these enabled the Imperial Bank 
to acquire a pre-eminent position in the Indian banking industry and also secure a vital place in the country’s economic life. 
When India attained freedom, the Imperial Bank had a capital base (including reserves) of Rs.11.85 Cr, deposits and advances 
of Rs.275.14 Cr & Rs.72.94 Cr respectively and a network of 172 branches and more than 200 sub offices extending all over 
the country.

First Five Year Plan:
In 1951, when the First Five Year Plan was launched, the development of rural India was given the highest priority. The 
commercial banks of the country including the Imperial Bank of India had till then confined their operations to the urban sector 
and were not equipped to respond to the emergent needs of economic regeneration of  the rural areas. In order, therefore, to 
serve the economy in general and the rural sector in particular, the All India Rural Credit Survey Committee recommended the 
creation of a state-partnered and state-sponsored bank by taking over the Imperial Bank of India, and integrating with it, the 
former state-owned or state-associate banks. An act was accordingly passed in Parliament in May 1955 and the State Bank of 
India was constituted on 1 July 1955. More than a quarter of the resources of the Indian banking system thus passed under the 
direct control of the State. Later, the State Bank of India (Subsidiary Banks) Act was passed in 1959, enabling the State Bank 
of India to take over eight former State-associated banks as its subsidiaries (later named Associates). The State Bank of India 
was thus born with a new sense of social purpose aided by the 480 offices comprising branches, sub offices and three Local 
Head Offices inherited from the Imperial Bank. The concept of banking as mere repositories of the community’s savings 
and lenders to creditworthy parties was soon to give way to the concept of purposeful banking subserving the growing and 
diversified financial needs of planned economic development. The State Bank of India was destined to act as the pacesetter in 
this respect and lead the Indian banking system into the exciting field of national development.

ASSOCIATE BANKS
State Bank of India has the following five Associate Banks (ABs) with controlling interest ranging from 75% to 100%:

 ● State Bank of Bikaner and Jaipur (SBBJ)

 ● State Bank of Hyderabad (SBH)

 ● State Bank of Mysore (SBM)

 ● State Bank of Patiala (SBP)

 ● State Bank of Travancore (SBT)

As on June 30, 2011, the five ABs have a combined network of 4748 branches in India which are on core banking and 4713 
ATMs networked with  SBI  ATMs,  providing value added services to clientele. The combined net profit of these banks increased 
by 10.67% over the previous  year to reach Rs.735.79 Cr as on 30th June 2011. Deposits and advances grew by 12.39% and 
16.32%, respectively, during the year. The Combined Net NPA ratio of all ABs was at 1.12% as on 30th June 2011.

Current Board of Directors:
After the end of O. P. Bhatt’s reign as SBI chairman on March 31, 2011, the post was taken over by Pratip Chaudhuri, who is 
the former deputy managing director of the international division of SBI. As of August 4, 2011, there are twelve members in 
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the SBI board of directors, including Subir Gokarn, who is also one of the four deputy governors of the Reserve Bank of India.
The complete list of the Board members is:

 ● Pratip Chaudhuri (Chairman)

 ● Hemant G. Contractor (Managing Director)

 ● Diwakar Gupta (Managing Director)

 ● A Krishna Kumar (Managing Director)

 ● Dileep C Choksi (Director)

 ● S. Venkatachalam (Director)

 ● D. Sundaram (Director)

 ● Parthasarathy Iyengar (Director)

 ● G. D. Nadaf (Officer Employee Director)

 ● Rashpal Malhotra (Director)

 ● D. K. Mittal (Director)

 ● Subir V. Gokarn (Director)

SERVICES:

ONLINE TRADING:
State Bank of India (SBI) now introduces you to a State-Of-Art broking predominantly to cater to every broking need and offers 
a truly world class experience of online investing –anyplace, anytime. Buying and selling of shares is now just a click away. 
Our value proposition is based on Unmatched Expertise, State-Of-Art Technology  And Operational Ease that will redefine 
the way india trades. With us you have the power of research expertise to aid you in making the right decisions, operational  
ease allowing you to seamlessly execute your transactions, timely advice that helps you pick the right opportunities and a 
customized trading experience to suit your needs and demands. So go ahead and enjoy your fast, easy and hassle-free trading 
experience with the india’s largest bank. State Bank of India in alliance with SBI Cap Securities Limited and Motilal Oswal 
Securities Limited now offers you an online trading account which will let you trade from the comfort of your home or office 
either through the internet. This service provides you with a 3-in1 account which is an integrated platform of savings bank a/c, 
Demat a/c and an online trading a/c to give you a convenient and paper free trading experience under one roof.

ATM SERVICES:

STATE BANK NETWORKED ATM SERVICES:
State Bank offers you the convenience of over 26,000 ATMs in India, the largest network in the country and continuing to 
expand fast! This means that you can transact free of cost at the ATMs of State Bank Group (This includes the ATMs of State 
Bank of India as well as the Associate Banks - namely,  State Bank of Bikaner  & Jaipur, State Bank of Hyderabad, State 
Bank of Mysore, State Bank of Patiala, and State Bank of Travancore) and wholly owned subsidiary viz. SBI Commercial and 
International Bank Ltd., using the State Bank ATM-cum-Debit (Cash Plus) card.

INTERNET BANKING:

WELCOME ABOARD:
The Internet banking portal of our bank, enables its retail banking customers to operate their accounts from anywhere anytime, 
removing the restrictions imposed by geography and time. It’s a platform that enables the customers to carry out their banking 
activities from their desktop, aided by the power and convenience of the Internet.
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Using Internet banking services, you can do the following normal banking transactions online:
 ● Funds transfer between own accounts.

 ● Third party transfers to accounts maintained at any branch of SBI

 ● Group Transfers to accounts in State Bank Group

 ● Inter Bank Transfers to accounts with other Banks

 ● Online standing instructions for periodical transfer for the above

 ● Credit PPF accounts across branches

 ● Request for Issue of Demand Draft

 ● Request for opening of new accounts

 ● Request for closure of Loan Accounts

 ● Request for Issue of Cheque Book

FOREIGN INWARD REMITTANCE:
Sending remittances to India for credit to your account with our bank or for your  family is very simple and convenient with 
our wide foreign offices network and correspondent banking arrangement with about 600 banks worldwide. Wherever in the 
world you may be, there is our office or a bank having corresponding banking arrangement with our bank to provide facilities 
of remittances.
You could use any of the following ways to send the remittances.

 ● SBI Express Remit Facility

 ● Demand Drafts in Rupees

 ● Telegraphic/wire transfers

 ● Personal cheques/ travelers cheques (in person only)/ DDs in foreign currency

 SAFE DEPOSIT LOCKER:
For the safety of your valuables, we offer safe deposit locker facility at a large  number of our branches. There is a nominal 
annual rent, which depends on the size of the locker and the centre at which the branch is located. The rent is payable in 
advance for the Financial Year. A copy of the locker agreement regarding operation  of the locker can be provided to the locker 
hirer at the time of allotment of the locker.  It is always beneficial to avail the benefits of nomination facility/ survivorship 
clause provided to locker-hirers. The major advantage of availing these facilities is that in   the event of unfortunate death 
of one of the joint locker-hirer, the right to the contents of the locker does not automatically devolve on the surviving joint 
locker-hirer/ nominee (s), unless there is a survivorship clause/ nomination.

REVIEW OF LITERATURE

1) Hallowell (1996) indicated the existence of a relation between customer satisfaction, retention and 
bank profitability. Furthermore, Gremler and Brown (1999) indicated that loyal customers most highly 
recommend the service and that the number of recommendations increases with: the length of time of 
the relationship with the company.

 ●  Barnes (1997) in his research done in USA New service delivery channel option such as automated teller machine 
phone banking, mobile banking and recently internet banking have resulted in new and addition ways for commercial 
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banks to provide/deliver superb service to their customers. The study reveal that relationship between banks and their 
customers may change through the introduction of new technologies and this will influence the customer retention. 
The above research conducted in United States of America (USA) has quiet difference with Tanzania environment by 
considering that Tanzania has the problem of power supply (energy).

 ●  Joseph M.et al (1999) the study investigates role of technology on Australian banking sector and 300 customers were 
surveyed. The findings suggested  that except from convenience/accuracy and efficiency e banking services did not 
match with importance rating specified by customers.

 ●  Albro’s (1999) study involved a national survey of the customers patronizing 814 banks in an attempt to determine 
customer satisfaction. He revealed that cross selling hinges on high level of customer satisfaction. The study also 
revealed a very high correlation between satisfaction scores and customer’s predisposition to repurchase.

 ●  Mols, N. P. (2000) stated internet banking with the help of customer feedback that is in no time helps banks to 
construct and keep secure relationships with their customers and diminish operating and fixed costs makes it is easy 
for them to utilize electronic fund transfer and foreign exchange transactions.

 ●  Foss and Stone (2001) related customer loyalty to the customer’s thoughts and actions. Several customer loyalty 
experts describe loyalty as a state of mind and a set of beliefs. Among the main elements of loyalty are the information 
exchange and the relation between the state of mind  and  behavior.

 ●  Madill et al. (2002) have shown that strong relationships between banks and customers increases bank profits and 
enhances customers accessibility to credit, more favorable rates on loans, less stress and greater convenience. This in 
turn enhances customers’ satisfaction and influences customers to make recommendations to others while decreasing 
their  likelihood  of switching to another financial institution’s service. These results are similar to those of N’Goala 
(2007) who have shown that affective commitment,  combined with strong relationships are crucial in detecting 
resistance in switching banks.

 ●  Al- Hawar et al (2002) in their research paper titled the relationship between service quality and retention with the 
automated and traditional context of   retail banking. Athanassopoulos, (2000) in a study of Greek banks noted that 
customer satisfaction is closely associated with value and price, but service quality was not dependant on price, if the 
customer was generally satisfied.  He concluded that way.

 ●  Jones, Nielsen and Trayler’s (2002) study made use of the Australian Competition and Consumer Commissions 
(ACCC) method in an attempt to determine criteria of bank selection of Australian 2,500 business firms.

 ●  Che Wel and Mohd. Noor’s (2003) study whose sample comprised of 578 bank customers to determine the impact 
of personal and sociological factors upon customer bank selection criteria in the context of Malaysia. The findings 
revealed that personal factors are more influential compared to sociological factors.

RESEARCH METHODOLOGY

Statement of Problem:
Banking as it has demonstrated the velocity of its growth is incredibly fast and efficient. It has allowed individuals including 
companies to perform their banking businesses from their homes or offices in a very cost-effective way. The aim of the study 
is to trace the usage behaviour of various services by different class of customers and their satisfaction towards the services 
rendered by commercial  Banks. The study identifies the product and service usage in terms of customer convenience pattern.

The reason for choosing this topic is to analyze customer usage behaviour towards different services provided by the 
commercial banks and to suggest strategies for enhanced services in order to make it more competitive and customer friendly. 
The research problems in this research can be formulated as:

What are the main opportunities for banks to adopt and implement electronic banking? The opportunities will be examined 
in the light of the reduction of costs and marginal profit.

What are the main challenges that may delay development of electronic banking in India?
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Importance of the Study
Measuring the customer experience. Improving the customer experience is your best way to differentiate yourself from the 
competition. Improve the financial performance for your bank. Effective Problem Solving at all levels of department.

OBJECTIVES OF THE STUDY

 ● To study the Satisfaction of customers towards the commercial banks.

 ● To identify the factors that influences the customer behavior of the commercial banks in chennai.

 ● To evaluate the Pros & Cons of commercial banks.

Period of Study
Period of Study is 6 months based on the topic Customer Satisfaction towards Commercial banks in Chennai.

Sampling Methods

Data Collection: Data collection is a term used to describe a process of preparing and collecting data, for example, 
as part of a process improvement or similar project. The purpose of data collection is to obtain information to keep on 
making decisions about important issues, to pass information on to others. Primarily, data are collected to provide information 
regarding a specific topic.

Primary Data: In primary data collection, you collect the data yourself  using  methods such as interviews and 
questionnaires. The key point here is that the data you collect is unique to you and your research and, until you publish, no 
one else  has access to it. 

Secondary Data: All methods of data collection can supply quantitative data (numbers, statistics or financial) or qualitative 
data (usually words or text). Quantitative data may often be presented in tabular or graphical form. Secondary data is data 
that has already been collected by someone else for a different purpose to yours. For example, this could mean using: data 
collected by a hotel on its customers through its guest history system

 ● Data supplied by a marketing organization
 ● Annual company reports
 ● Government statistics

Sample size
The sample size is acquired from the data and numerical values derived from Ratio and Percentage analysis. Samples of 80 
customers for collecting the data.

Tools used for the Study
Statistical tools used during the study are Percentage and Ratio Analysis.

Limitations of the study  
 ● Study is confined to Chennai only.
 ● The period of the study is limited to 6 months only.
 ● It was difficult to know whether the respondents are truly given the exact information.
 ● Customer preferences and opinions are supposed to change from time to time.

ANALYSIS & INTERPRETATION

Table 4.1: Table showing the Age of the Respondents

Age No. of. Respondents Percentage
20-40 64 80

40-60 12 15

Above 60 yrs 4 5

Total 80 100
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Inferences: From the above information we can say that 80% of the respondents are from the age group 20-40, 15% are from 
40-60 and 5% from above 60 years.

Table 4.2: Table showing Sex / Gender of Respondents

Gender No. of. Respondents Percentage

Male 40 50

Female 40 50

Total 80 100

Inferences: From the above information we can infer than the Male and the Female respondents are equal with a percentage 
of 50%

Table 4.3: Table showing the Marital Status of the respondents:

Marital Status No. of. Respondents Percentage

Married 12 15

Unmarried 68 85

Total 80 100

Inferences: From the above information we can say that the married respondents are 15% and unmarried respondents are 85%.
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Table 4.4: Table showing the Educational Background of the respondents:

Educational Background No. of. 
Respondents

Percentage

School 4 5

College 64 80

Professional 8 10

Other 4 5

Total 80 100
Inferences: From the above information we can say that the respondents are 5% from school, 80% from college, 10% from 
professional and 5% from other.

Table 4.5: Table showing Occupation of the Respondents

Occupation No. of. Respondents Percentage
Graduate 48 60

Salaried 16 20

Professional 4 5

Other 12 15

Total 80 100

Inferences: From the above information, we can infer that 60% of the respondents are Graduates, 20% are salaried, 5% are 
professional and 15% are from other.
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FINDINGS, SUGGESTIONS AND CONCLUSION

FINDINGS AND SUGGESTIONS ON CUSTOMER SATISFACTION TOWARDS COMMERCIAL BANKS IN 
CHENNAI

FINDINGS:

 ● 80% of the respondents are from the age group 20-40, 15% are from 40-60 and 5% from above 60 years.

 ● Male and the Female respondents are equal with a percentage of 50%

 ● Unmarried respondents are 85%.

 ● 80% from college, 10% from professional and 5% from other.

 ● 60% of the respondents are Graduates, 20% are salaried, 5% are professional and 15% are from other.

 ● Respondents who have less than 4 members is 45%, 4-6 members are 45% and more than 6 members is 10%.

 ● No. of. Earning Members are 35% from 1, 55% from 2 and 10% from 3 & above.

 ●  Respondents who have less than 20,000 income is 25%, 20,000 – 40,000 is 25% and who have more than 40,000 is 
50%.

 ● Banking needs are provided to the respondents at 65% and aren’t provided at 35%.

 ● Respondents having Savings a/c is 60%, Current a/c is 25%, Loan a/c is 5% and Demat a/c is 10%

 ● Importance given by the banks to the respondents towards Loan facilities is 35% and ATM facilities is 65%

 ● Recreation facilities provided by banks to the respondents are 45%  and aren’t provided by the banks are 55%

 ● Bank has its shares in the stock exchange at 35%, doesn’t have its shares at 30% and maybe has its share at 30%

 ● Core banking at 60% and doesn’t provide core banking services at 40%

 ● Bank charges for not having a minimum balance at 65% and doesn’t charge at 35%

 ● Bank charges competitive service charges at 60% and doesn’t charge at 40%

 ●  40% of the interest rates are charged by the bank, 50% is not charged by the bank and 10% maybe can or cannot be 
charged by the bank

 ●  70% of the respondents use the services of alternative banks where as 30% of the respondents do not use the services 
of the alternative banks

 ● Overall quality is excellent at 15%, Very good at 35%, Good at 35%, Average at 10% and Poor at 5% for the respondents

 ● 85% of the respondents will recommend their bank where as 15% of the respondents will not recommend their bank.

SUGGESTIONS:

 ●  From the above findings it was found that the commercial banks provided services is Online transactions. That is not 
much known to the customers, therefore the Bank management should take efforts to make awareness among the 
general public about online facilities.

 ●  Since 73% of the customers using savings account deposits in every Bank. So the Bank management should think of 
introducing new schemes regarding savings  accounts and marketing those to the customers.

 ●  While discussing with the customers about suggestions they want more information on loans with interest rates 
provided by the Bank. So the Bank should employ some contact persons through a toll free number.

 ●  Since majority of the Respondents were dis-satisfy on transactions at Bank and time consumed too. To avoid this 
problem the Bank management should recruit more employees.
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 ●  Majority of the customers will prefer online bill payment facility provide by commercial banks. So the management 
should give low service charges and offering prices on Online Bill Payments.

 ●  Advertisement of commercial banks is very less when compared with the competitors. It may leads to switching on 
other Banks. To overcome the Bank management should promote more advertisements through  various advertisement 
vehicles.

 ●  Most of the customers felt that opening of an account is very difficult in the Bank. So the management should take 
care on new customers as well as old customers.

 ●  Only 35% of the customers will aware of the availability of shares in stock exchange. So the management should 
display their types of securities like equity shares, bonds, debentures etc in their branches.

 ●  The discussions of the customers, mostly to expanding of the branch for their convenience. The management try to 
expand the branch for customers’ convenience.

 ●  Since private sector Banks are the main competitors of the commercial banks. So the Bank management should 
always work out special market strategies to retain the current customers and also bring out the market share of 
commercial banks customers, by regular advertisements, improving service quality, introducing new schemes for the 
customers.

CONCLUSION:

Some light was shed on some negative factors also like creating an awareness on online transactions, interest rates on loans, 
A.T.M. facilities etc. That’s why Some suggestion were provided to the management like concentrating on Online services, 
solving banking problem with a quick time and promote loan facilities like industrial, business, agriculture, individual loans 
etc, with an attracting advertisements. Banks are playing a major role in providing loan and other services to the customers. 
They have diversified their services to a large extent. The study has tried to find out the perception of customers regarding 
the various service quality dimensions of the commercial banking. For this purpose primary data was collected from various 
websites. From the analysis it has been found out that there exists a gap in the perception of customers regarding the service 
quality dimensions of the commercial banks. The analysis further reveals that customers of commercial banks are highly 
satisfied regarding the service quality dimension that is Tangibles, Reliability, Responsiveness and Assurance. However, there 
is no change in the perception of customers regarding the service quality dimensions ‘ATM service quality’ of the commercial 
banks.

6. BIBILIOGRAPHY

Books:

Commercial Banking: The Management of Risk by Benton E Gup, Donald R Fraser, and James W Kolari
Modern Commercial Banking by H.R. Machiraju
Commercial Bank Management by Peter Rose
Commercial Banks in India: Growth, Productivity, Profitability Factors in Different Banks
Jones, Nielsen and Trayler’s Commercial Banking
Slideshare

WEBSITES:

www.academic.edu
www.researchgate.net
www.sbi.co.in
www.google.com



787
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

INTRODUCTION: 

The Indian Constitution is one of the important documents which promotes and establishes a welfare state.   The salient 
features of the constitution includes the preamble and the Directive Principles of State Policy (DPSP) which have been 
the foundation for a number of social welfare programs that are aimed at the citizens of India.  The idea of a welfare state 
has its roots in religion from ancient times.  Many philanthropists have contributed to the society by promoting welfare 
programs for the poor and marginalized.  Economic planning has helped Indian citizens to move higher up in their social 
status socially, economically and politically as well.  Some of the thrust areas in social development in India are Women and 
Child development, Scheduled Tribes welfare, Scheduled Caste Welfare, Backward Classes, Unorganised sector, Financial 
inclusion, Minority welfare, Differently abled welfare, Senior Citizen welfare, Rural poverty alleviation, Urban poverty 

SOCIAL WELFARE SCHEMES BASED ON MOBILE 
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Welfare is considered as a residuary element that remains to be provided only after ensuring basic needs like health, housing, 
medical relief, education, employment, social security, recreation and relief measures in emergency. Social services are meant 
for normal population whereas social welfare services are required by the vulnerable sections of the society which include 
service for differently abled, underprivileged women, children and backward classes. The aim of social welfare schemes is to 
enable the weaker sections of the community to reach a stage where they too can benefit from the available social services. 
Social reform also belongs to the realm of welfare. Its objectives are to remove the social evils which effect various sections 
of the society like superstitions and thoughtless rituals. Social security refers to the governmental protection for those who 
lose income because of age, unemployment or death. Our final aim is for a classless society with spiritual values of service 
and selflessness. Social welfare programmes covers family welfare, youth welfare, services for the differently abled, service 
for military veterans, disaster relief, community development, medical and services, psychiatric social services, school and 
services and correctional services. In the present day context, social welfare is taken to the next level through the concept of 
E-governance.  Target population is covered through various governance tools.  The dawn of the 21st century has also brought in 
the advancements in science to enable people to share the various schemes aimed at them through various tools and techniques.  
There are numerous schemes which have gone digital. Many of the schemes have unique apps which is designed and provided 
to the masses through Mobile Seva, which is citizens services on mobile phones and is an initiative of Government of India. 
Gone are the days when online platforms were used to enhance the reach of social welfare programs.  The new norm is to 
help individuals benefit from social welfare schemes through mobile platforms which would use mobile applications to a 
very large extent.  The penetration of the internet to all the corners of our country is a positive stride in enabling people from 
various strata of society to benefit from the welfare schemes that are brought about by the government.

Keywords: Mobile applications, Welfare programs, Family, Women, Children
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alleviation, NGOs and Voluntary sector, Disaster Management and fight against social evils. There are numerous schemes 
which have gone digital. Many of the schemes have unique apps which is designed and provided to the masses through 
Mobile Seva, which is citizens services on mobile phones and is an initiative of Government of India.

112 India mobile app
Transition from websites to mobile app enabled programs – A paradigm shift has occurred over the ages.  There are various 
areas where apps has been deployed effectively. Especially during emergency situations like Tsunami, flood , earthquake, 
crime etc emergency response support system is supportive to the people when the number 112  is dialed. The panic button 
can activate calls in 112 India mobile app. 112 is a global emergency number accepted in European countries, Common 
wealth nations, US and Canada. In India TRAI assigned this single emergency number in May 2015. Unlike the calls apps 
are more effective in sending the users name, age and location as soon as the panic button is pressed. It is also very useful in 
crime prone situations where there would be less  chances to make a call. The app can also trigger an alert to a local volunteer 
by an sound and visual on the volunteers mobile phone and the volunteer details with a photograph will be sent to the victim 
in emergency. It works 24/7 since citizens are also involved in the rescue operations.  Police, Ambulance, fire and disaster 
management system can reach the accurate location using the geo location from where the panic button was triggered. It 
provides transparency in profile and feedback mechanisms. 

Beti Bachao Beti Padhao App
Women are denied of various opportunities of empowerment because of lack of education. For this reason the Government of 
India Initiated the Beti Bacho Beti Padhao Scheme to educate the girl child. This app is designed exclusively for girl child to 
enhance their knowledge.  This Scheme started in Haryana as it has a very low female sex ratio (775/1000) among the states in 
india. It aims at improving the status of girls in India.  The app helps to check the drop in the girl child sex ratio and improve 
women status in the country. The various ministries involved in implementing the scheme are Women and child development, 
health and family welfare and human  resource development.

Pradhan Mantri Jan DhanYojana (PMJDY)
It is a Government of India Initiative to financially include people of the  age group between 10 and 65 years. It aims at 
giving insurance, Pensions  and bank accounts to senior citizens. It was supported by the department of Financial services 
and Ministry of Finance. 15 million new bank accounts  were opened in the process.  Around 318 million bank accounts 
were opened in a week as a part of the campaign and this was registered in the Guinness book of world record. Money brings 
security. The app offers a new lease of life to the poorer sections of the society. Monetary gain is one of the advantages of 
this app. It enables individuals to lead a life of comfort and ease. It also becomes a channel of boosting the economy of our 
country. People become financially secure and content in life.

Sheltor app
The Government of India has arranged hostels for boys and girls for economically backward classes and people from the rural 
areas for them to do their higher education. This app is intended to bring  the benefits of the scheme to boys and girls. The user 
will be able to get the hostel information for different states and speak to hostel coordinators. Children from broken families, 
who are destitute can benefit by using this app. Boys and girls who live with the threat of starvation find this app as a tool to 
understand their rights and schemes from the government. 

STATE CONSUMER HELPLINE KNOWLEDGE RESOURCE

Management Portal (SCHKRMP)
“The customer is the most important visitor on our premises. He is not dependent on us. We are dependent on him.” Says 
Mahatma Gandhi.This app connects the consumer help lines of different states.  It gives pre purchase information and post 
purchase advice. This app is specially made to empower the consumer in all aspects. In the banner of business too many 
illegal ways are used to maximize the profit. Consumers are often persuaded to buy low quality or adulterated products. The 
consumers require adequate education and post purchase analysis skills to identify their quality of purchased goods. The app 
enables consumer welfare and various stakeholders are benefited immensely.
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Road safety tips
This app is made to improvise the road safety through text, images, videos and road safety policies. Road safety has become an 
area of great concern in the modern society.  The interconnection of roads has facilitated easy connectivity but has increased 
the chances of road accidents. The rider is the cause in most cases. It happens through carelessness and less road safety 
awareness. Nearly 1.25 million people lose their life in road accidents every year and 20-50 million are injured or disabled. 
Young adults between the ages of 15 and 44 belong to the high risk category.

Disaster management
India is prone to many natural and manmade disasters. With the country having the second largest population in the world, 
disaster management is truly a challenging task.  Various disasters such as floods, cyclones, fires, mass failure of utilities, 
rapid spread of disease and droughts have been reported every year. The Government of India, with its limited resources finds 
it difficult to address the huge population.  This app gives information about disaster management and the necessary measures 
to e taken during emergencies. Disaster management plan of the national disaster management authority seeks to address the 
issue of mitigating people from the effects of various disasters. This app is a noble way of empowering the people of India.

Jan Suraksha
As an individual one needs to have some kind of financial backing to meet unforeseen situations in life. In this regard, this 
app gives all the information regarding the Jan Suraksha scheme. Under this app various insurance and pension schemes can 
be accessed. Some of them are Pradan Mantri Jeevan Jyoti Bima Yojana, Pradan mantra Suraksha Bima Yojana, Atal pension 
Yojana. Mostly these programs or financial schemes enable all individual account holders in the age group between 18 and 
50 years to enjoy the benefits.

Child Right Policy
There are numerous schemes and plans related to uplifting children from various walks of life. The programs that benefit 
children below the age of 14 years. The number of states have thneir own personalized apps to deal with this issue. Many This 
app intends to protect children. It has topics covering policy frame work and understanding abused. All the child protection 
techniques are provided in the app. There are various categories such as child labour, child marriage, child sex abuse, violation 
of rights and others under which complaints can be reported. The status of the complaints can be traced in real time. 

MSME Schemes
Micro Small and Medium Enterprises (MSME) sector is a highly vibrant and dynamic sector contributing immensely 
to our Indian economy. It is a sector which provides large employment opportunities to our youth. MSME also helps in 
industrialization of rural and backward areas. This reduces the regional imbalances and ensures equitable distribution of 
national income and wealth. MSMEs are complementary to large industries and this sector contributes enormously to the 
socio-economic development of our nation. The MSME schemes app is made to promote the information needed to start a 
industry. They help on questions related to raw materials, supplies and financial planning. 

SUGGESTIONS:

Though the apps are functional, the challenges are eroding the whole idea when it comes to implementation. Many apps are 
not used by the common people or they are not well educated about how to use them properly. It makes immense sense if 
awareness campaigns are conducted for the beneficiary in schools and colleges so that the future generation is capable of 
using the government schemes properly in nation building and enriching their own lives. The use of these apps have opened 
windows of opportunity to explore new initiatives based on business, insurance and human rights.. But the reach is very 
limited and also the user experience is often challenged with subheadings that have no content in them which disappoints 
the users. Much education is needed to bring these apps based on government programs to the Indian citizens. Awareness 
programs need to be conducted at regular intervals to sensitize the population on the uses and the application of various 
schemes drawn by the government.
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CONCLUSION: 

India is a land of diverse cultures and variety of ethnic backgrounds. Reaching the entire mass is a challenge. Mobile device 
has reached even the rural parts of the country. This penetration of Information, communication and technology is effectively 
used by the government to carry their schemes and policies to the people directly. But the usage of such apps among the 
common public seems very low when compared to the usage of other popular social media apps and games. The reason behind 
it is the lack of knowledge about the schemes as well as its presence in the app store. The mass media is an effective carrier 
of introducing new technology and welfare schemes from the past.

There are numerous other applications which represent various schemes of the Indian government. This research has dealt 
with only a few of them so that the pros and cons may be determined by studying them. The blooming app industry has not 
explored the potential to its full extent. If the Government succeeds in informing every citizen about the available resources in 
the mobile platforms, one could easily come down on the time and energy spent for various processes involving government 
offices asking for support. Instead, they can be self empowered and can learn, unlearn and report directly to the government 
thereby creating more responsible ‘netizens’ in the process. 
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INTRODUCTION 

“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. Organizations need to retain existing customers 
while targeting non-customers. Customer satisfaction is a term frequently used in marketing. It 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.” Expectations are a key factor behind satisfaction. 
When customers have high expectations and the reality falls short, they will be disappointed and will likely rate their experience 
as less than satisfying. The importance of customer satisfaction diminishes when a firm has increased bargaining power. 

Measuring customer satisfaction provides an indication of how successful the organization is at providing products and/
or services to the marketplace.”Customer satisfaction is measured at the individual level, but it is almost always reported 
at an aggregate level. It can be, and often is, measured along various dimensions. As research on consumption experiences 
grows, evidence suggests that consumers purchase goods and services for a combination of two types of benefits: hedonic 
and utilitarian. Hedonic benefits are associated with the sensory and experiential attributes of the product. Utilitarian benefits 
of a product are associated with the more instrumental and functional attributes of the product. Customer satisfaction is an 
ambiguous and abstract concept and the actual manifestation of the state of satisfaction will vary from person to person 
and product/service to product/service. The state of satisfaction depends on a number of both psychological and physical 
variables which correlate with satisfaction behaviors such as return and recommend rate. The level of satisfaction can also 
vary depending on other options the customer may have and other products against which the customer can compare the 
organization’s products. The usual measures of customer satisfaction involve a survey. The customer is asked to evaluate each 
statement in terms of their perceptions and expectations of performance of the organization being measured. 

MEANING: 

Customer satisfaction is a marketing term that measures how products or services supplied by a company meet or surpass a 
customer’s expectation. Customer satisfaction is important because it provides marketers and business owners with a metric 
that they can use to manage and improve their businesses. 

A BRIEF STUDY ON MARKET STRUCTURE AND DEMAND 
ANALYSIS OF HINDUSTAN UNILEVER

Thanga Prakash. R
PG Student, Department of Commerce, SRMIST

Research methodology is a way to systematically solve the research problem, as to how research is done scientifically. It 
consist of the different methods that generally adopted by researcher to study his research problem along with logic behind 
them. It is necessary for the researcher to develop certain tests. Marketing research specifies the information required to 
address these issues; designs the method for collection information manages and implements the data collection process; 
analysis the results and communication the findings and their implication. The main purpose of study is to increase the 
productivity of kiosk (outreach) regarding HUL Pure it water purifiers. The survey was conducted in Chennai area not all but 
only some parts have included for survey. Due to shortage of time it was not possible to cover the whole areas. Thus, the scope 
of the study was completed with the time and resources available.

Keywords: Market, Demand, Resources, Research
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DEFINITION: 

The most comprehensive definition of satisfaction has been offered by Kotler and Keller who define satisfaction as “person’s 
feeling of pleasure or disappointment which resulted from comparing a product’s perceived performance or outcome against 
his/ her expectations” 

According to Collins: A feeling of satisfaction felt by a customer with a product or service obtained from a business. I 
really believe that it is possible to both improve customer satisfaction and reduce costs. Customer satisfaction with the service 
runs at more than 90 per cent. 

IMPORTANCE OF CUSTOMER SATISFACTION: 

1. It’s a leading indicator of consumer repurchase intentions 

Customer satisfaction is the best indicator of how likely a customer will make a purchase in the future. Asking customers 
to rate their satisfaction on a scale of 1-10 is a good way to see if they will become repeat customers or even advocates. 

Any customers that give you a rating of 7 and above, can be considered satisfied, and you can safely expect them to come 
back and make repeat purchases. Customers who give you a rating of 9 or 10 are your potential customer advocates who you 
can leverage to become evangelists for your company.

2. It’s a point of differentiation 

In a competitive marketplace where businesses compete for customers; customer satisfaction is seen as a key differentiator. 
Businesses who succeed in these cut-throat environments are the ones that make customer satisfaction a key element of their 
business strategy. 

3. It reduces customer churn 

An Accenture global customer satisfaction report (2008) found that price is not the main reason for customer churn; it is 
actually due to the overall poor quality of customer service. 

Customer satisfaction is the metric you can use to reduce customer churn. By measuring and tracking customer satisfaction 
you can put new processes in place to increase the overall quality of your customer service. 

NEED FOR THE STUDY: 
 ● To study the preferences of respondents in purchasing of selective HUL product (PURE IT) 

 ● To study the customer satisfaction towards HUL PURE IT among the residence of Chennai City 

 ●  The study can be helpful in taking decision so as to improve the approach towards customers for getting reference 
and service. 

 ● This project also helps to know how an organization works in real environment under different market scenario. 

OBJECTIVES OF THE STUDY: 
The following are the main objectives of the study: 

 ● To know the satisfaction level of customers towards Pure it products and services. 

 ● To identify the preferred brand of personal care products of HUL Pure It. 

 ● To study the factors influencing consumer satisfaction towards Hindustan Unilever Water pure it 

 ● To offer suggestions based on the results of the study 

LIMITATIONS OF THE STUDY: 

The sample size consists of 100 respondents only. 
 ● The time availability for this study is limited. 

 ● The data collected is primary and hence there may be personal bias. 
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 ● Findings of the study are based on the assumption that the respondents have given correct information. 

 ● Survey was conducted only in Chennai city, hence the results from the study may or may not be applied to other areas. 

DATA COLLECTION METHOD 

Sampling: 
Sampling is a process of obtaining. The information about the entire population by examine a part of it .The effectiveness of 
the research depends on the sample size selected for the survey purpose. 

(A)Sampling Unit:- 
It means “Who is to be surveyed”. Here target population is decided and it is who are interested to purchase “Bike” and 
sampling frame is developed so that everyone in the target population has known chance of being sampled. So the survey is 
conducted particularly in CHENNAI City. 

(B)Sample size:- 
For the purpose of proper survey, there is need of perfect research instruments to find out sample size for more accurate result 
about buying preference of bike. These were 100 Respondents. 

(C) Sampling Method:- 
Adopting convenience sampling technique, 100Respondents were chosen among the population of Honda Two Wheeler users 
in Chennai City. 

AREA OF STUDY 
The Area of Study is Conducted in Chennai City. 

Analysis of Data through statistical Tools 
 ● 1. Simple percentage method 

 ● 2. Pie diagram 

 ● 3. Bar diagram 

SIMPLE PERCENTAGE METHOD:- 
Percentage refers to a special kind of ratio. Percentages are used in making comparison between two or more series of data. 
Percentages are used to describe relationships. Percentage can also be used to compare the relative terms, the distribution of 
two (or) more series of data. 

% of Respondents = No. of Respondents ÷ Total Respondents × 100 

BAR DIAGRAMS:-
Bar diagram consist of bars running either horizontally or vertically with an individual bar for each observation. The individual 
bars have separate observations and magnitudes. They serve the purpose of showing the rate of change in continuous data. 
More than two series of data may be depicted by the use of bar diagrams. The positive and negative quantities also are 
demonstrated with bar diagram. 

PIE DIAGRAMS:- 
The pie diagram is presented in a circle dividing the chart in different components according to the need of the distinctive data. 
The slices of the circle are also noted with the name and their percentage share in the total circle of 360 degree.

COMPANY PROFILE 

HINDUSTAN UNILEVER LIMITED 
Hindustan Unilever Limited (HUL) is India’s largest fast-moving consumer goods Company, with leadership in Home & 
Personal Care Products and Foods & Beverages. HUL’s brands, spread across 20 distinct consumer categories, touch the lives 
of two out of three Indians. They endow the company with a scale of combined volumes of about 4 million tones and sales of 
nearly Rs.13, 718 crores. The mission that inspires HUL’s over 15,000 employees is to “add vitality to life”. With 35 Power 
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Brands, HUL meets every day needs for nutrition, hygiene, and personal care with brands that help people feel good, look 
good and get more out of life. It is a mission HUL shares with its parent company, Unilever, which holds 51.55% of the equity. 
The rest of the shareholding is distributed among 360,675 individual shareholders and financial institutions. A Fortune 500 
transnational, Unilever sells Foods and Home and Personal Care brands in about 100 countries worldwide. 

HUL is also one of the country’s largest exporters; it has been recognized as a Golden Super Star Trading House by the 
Government of India. Over time HUL has developed into a viable & competitive sourcing base for Unilever worldwide in 
Home and Personal Care & Foods & Beverages category of products. HUL is also a global marketing arm for select licensed 
Unilever brands and also works on building categories with core country advantage such as branded basmati rice.

HUL’s brands - like Lifebuoy, Lux, Surf Excel, Rin, Wheel, Fair & Lovely, Pond’s, Sunsilk, Clinic, Pepsodent, Close-up, 
Lakme, Brooke Bond, Kissan, Knorr-Annapurna, Kwality Wall’s 

– are household names across the country and span many categories - soaps, detergents, personal products, tea, coffee, 
branded staples, ice cream and culinary products. They are manufactured over 40 factories across India. The operations 
involve over 2,000 suppliers and associates. HUL’s distribution network, comprising about 4,000 redistributions stockiest, 
covering 6.3 million retail outlets reaching the entire urban population, and about 250 million rural consumers. 

HUL believes that an organisation’s worth is also in the service it renders to the community. HUL is focusing on health 
& hygiene education, women empowerment, and water management. It is also involved in education and rehabilitation of 
special or underprivileged children, care for the destitute and HIV-positive, and rural development. HUL has also responded 
in case of national calamities adversities and contributes through various welfare measures, most recent being the village 
built by HUL in earthquake affected Gujarat, and relief & rehabilitation after the Tsunami caused devastation in South India. 
In 2001, the company embarked on an ambitious programme, Shakti. Through Shakti,HUL is creating micro-enterprise 
opportunities for rural women, thereby improving their livelihood and the standard of living in rural communities. Shakti 
also includes health and hygiene education through the Shakti Vani Programme, and creating access to relevant information 
through the iShakti community portal. The program now covers 15 states in ndia and has over 45,000 women entrepreneurs 
in its fold, reaching out to 100,000 plus villages and directly reaching to 150 million rural consumers. By the end of 2010, 
Shakti aims to have 100,000 Shakti entrepreneurs covering 500,000 villages, touching the lives of over 600 million people. 

HUL is also running a rural health programme – Lifebuoy Swasthya Chetana. The programme endeavors to induce 
adoption of hygienic practices among rural Indians and aims to bring down the incidence of diarrhea. It has already touched 
84.6 million people in approximately 43890 villages of 8 states. The vision is to make a billion Indians feel safe and secure. 

Hindustan Unilever Limited is India’s largest Fast-Moving Consumer Goods company, touching two out of three Indians 
with their large brand portfolio. HUL’s products are household names across the country and span a host of categories such 
as soaps, detergents, personal products, tea, coffee, ice cream, and culinary products. Today, there are over 7.7 million retail 
outlets in India with an average of 6.8 stores per thousand people – the highest store density in the world. 

Growth of HUL in India is as follows: 

• FMCG came into in existence in 1888 when Sun Light soap was firstly seen at KOLKATA harbor. It was made by Lever 
brothers in England. 

• After that in 1895 Lifebuoy and after that Lux, Pears and Vim bar. 

• In 1918 Vanaspati was launched. 

To maintain their market leadership, HUL pursues innovative distribution mechanisms to reach the millions of potential 
consumers in both urban areas and small remote villages where there is no retail distribution network, no advertising coverage, 
and poor roads and transport. HUL realized from the onset that its sales and distribution network gave it an edge over the 
competition, but that rivals would try to match it over time. To maintain their competitive advantage, HUL has aggressively 
extended more deeply in India, moving from large to small towns, and from urban to semi-urban areas. 

In the past, HUL’s sales forces were separated by geographies and product categories. However, this organizational 
structure was ill equipped to manage modern trade, as one regional team negotiating the terms of trade with an individual 
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franchisee of a national retail chain could never be as effective as HUL entering a long-term comprehensive contract spanning 
all product categories and outlets of the retail chain. Today, HUL has specific account managers dedicated to large modern 
trade customers. 

General trade consists of the thousands of independent retail and wholesale outlets across the country. Often called “mom 
and pop” shops, each of these stores is considered a distinct customer and has to be addressed individually. HUL services these 
outlets through a network of 2,900 stockists. Goods are sent to a local warehouse or carrying and forwarding agent (CFA), 
and are then stocked and dispatched to specific retailers upon orders from the HUL stockists. The stockists are responsible for 
servicing all the small retail outlets in a specific geographic area. General trade makes up the majority of HUL’s sales. 

While general trade encompasses both urban and rural markets, serving customers in more remote areas of India poses 
unique challenges. Rural markets are scattered over large areas with low per capita consumption rates. While the aggregate 
potential of rural markets is large, the potential of each of the 600+ dispersed markets is very low. As well, rural markets are 
not connected to urban centers by air or rail, with road connectivity poor at best. Accessing these markets, even when feasible, 
means additional logistics costs to HUL.

To penetrate the rural markets, HUL launched a unique four tier distribution system. Markets were segmented based on 
their accessibility and business potential. 

1.Direct Coverage: HUL appointed a common stockist to service all outlets within a town and sell a limited selection of 
the brand portfolio. Towns consisted of populations of under 50,000 people. 

2.Indirect Coverage: HUL targeted retailers in accessible villages close to larger urban markets. Retail stockists were 
assigned a permanent route to ensure that all accessible villages in the vicinity were served at least once a fortnight. 

3.Streamline: Streamline leveraged the rural wholesale channel to reach markets inaccessible by road. Star Sellers were 
appointed among wholesalers in a particular village. Star Sellers would purchase stock from a local distributor and then 
distribute stock to retailers in smaller villages using local means of transport (e.g. motorcycles, rickshaws). 

4.Project Shakti: Project Shakti targeted the very small villages (<2,000) and tapped into preexisting women’s self-help 
groups (SHG). Underprivileged rural women were invited to become direct-to-consumer sales distributors for HUL products. 
Termed Shakti Ammas (literally “strength mothers”), these women represent HUL and sell its home-care, health, and hygiene 
products in their villages. 

By the end of 2009, Project Shakti network comprised of 45,000 Shakti Ammas covering 

100,000 villages across 15 states in the country, cumulatively reaching over 3 million households every month. Unilever 
has replicated Project Shakti’s success in other markets such as Sri Lanka and Bangladesh. 

Hindustan Unilever Limited Value Proposition 

Hindustan Unilever Limited, Unilever’s $3.9 billion subsidiary in India. Unilever is the corporation that produces Axe 
deodorant, Vaseline, Surf detergent, and Lipton tea, among many other everyday products.

SWOT ANALYSIS OF HUL PURE IT 

STRENGTH 
HUL has more than 100 million customers. It is the largest FMCG company in India, and also put a step forward to the water 
purifier industry by lunching Pure it. 
The company has covered the entire Indian nation with its Product. This has underpinned its large and rising customer base. 
It is the 4th largest FMCG Company in the world. 

WEAKNESS 

HUL have stopped door to door selling from 2009 which going to be a biggest weakness for the company and newly 
introduced market strategy for Pure it not working effectively. 

OPPORTUNITY 
HUL Pure it has newly introduced Pure it Marvella RO with reverse osmosis technology which now going to compete with 
Eureka Forbes Aqua Guard Ro. Opportunity is always there because of a strong brand name also. HUL Pure it going to make 
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available their product in rural areas in India by spreading their distribution channels which going to help them to get more 
consumers because the quality of drinking water is not good there. 

THREAT 
Quickly changing global industry can be a matter of threat for HUL in India. TATA have introduced its product in Indian water 
purifier market, Tata Swach which is a matter of concern for HUL Pure it.

CUSTOMER SATISFACTION TOWARDS PURE IT 
‘Consumer is king’ –the statement carries profound truth in it. Today the success of any firm depends upon the satisfaction of 
consumers. For satisfying the consumers the firm should know about the behavior of the consumers. In these circumstances 
understanding consumer is a very difficult task because of the changing technology, innovation, and changes in life style. 
Researchers conducted many research in this area, and they give only few suggestion, but there is no final conclusion. As per 
the ideas given by the researchers, there are two factors influencing the consumers such as intrinsic and extrinsic factors. It is 
difficult to classify consumers by conventional demographic factors and unless their thought process and buying behavior are 
fully understood, decisions on product designs and packaging, branding and distribution channels are likely to be misplaced. 
With the inevitability of change looming large over the horizon, Indian companies must learn from their western counterparts; 
not only to identify the sources, timing and direction of the changes likely to affect India, but also the new competencies and 
perspective that will enable them to respond to these changes, comprehensively and effectively. This study mainly focus on 
understanding the external factors like demographic, social, cultural, price, quality, product attributes etc for buying water 
purifier like HUL Pure it . The market share of any product is highly determined by the purchasing behavior of the consumers. 
Following study is conducted by the researcher to find out the behavior of the consumers, to analyze the preference of 
consumers, & consumer awareness. Descriptive research design was adopted and the data is collected through primary and 
secondary sources. 
Water Purifier: 

• Pure-it 
Pure It is the world’s most advanced in-home water purifier. Pure It, a breakthrough offering of Hindustan Unilever (HUL), 
provides complete protection from all waterborne diseases, unmatched convenience and affordability.

Four purifier stages of Pure It: 
Pure it purifies your drinking water in four stages, beginning with the removal of visible dirt, followed by the removal 
of harmful parasites and pesticide impurities. Then, the harmful viruses and bacteria are removed and finally the water is 
rendered clear, odour less and great tasting by removing remaining impurities. 

Factors that affect the consumers decision & perception Product Type: 
Past research indicates that consumers purchase and channel decisions might be influenced by the type of product being 
investigated (Cox and Rich 1964:Lumpkin and Hawes 1985;Morrison and Roberts 1998:Papadopoulos 1980:Prasad 
1975:Sheth 1983: Thompson 1971).In particular ,these authors state 29 that certain products might be more appropriate for 
one channel or another, which ultimately influences consumers channel preference and choice. Quality: 

It is our aim to provide the best product for the consumer and we believe that if the products have quality the consumer 
will pay the price, says , regional business director of HUL.

PRICE: 
Based on this survey, most of the respondents are influenced by price then availability, and then packaging. For increasing the 
price of a product, the company should consider the views of consumer otherwise the consumer switches over to competitor 
product. 

SELLING STRATEGY ADOPTED: 
Because of the low interest and since the product benefits needs to be demonstrated to the customers, conventional distribution 
was not viable. Hence Hindustan Unilever limited chose the less traveled Direct Selling route.

The Hindustan Unilever’s sales man in water division is called PWE. It has three streams for selling of product i.e. cold 
calls (door to door selling), outreach (Kiosk) and clinic (Hospital). It is a tough job for these salesmen who have to go through 
the “cold calls” to get a sale. At one point of time, because of the aggressive nature of these sales persons, people became 
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scared even to listen to these sales persons. Now this aggression has mellowed down to a more professional sales approach. 
Selling Strategies adopted by company are 

 ● 1. Direct Selling- Door-to-Door Selling 

 ● 2. Outreach (Kiosk) 

 ● 3. Clinic (Hospital) 
Product Segmentation 
Hindustan Unilever sells different water-purifiers on the basis of classifying their utility and  price affordability. The water 
purifiers are classified as follows: 

 ● (1) Pure it compact – Rs 1000 /- 

 ● (2) Pure it M05 Model – Rs 2000 /- 

 ● (3) Pure it Autofill –Rs 3200 /- 

REVIEW OF LITERATURE 

Oliver (1999)- defined, “Satisfaction as pleasurable fulfilment. Satisfaction is the customer’s sense that consumption 
provides outcomes against a standard of pleasure versus displeasure 

Boulding et al (1993) - stated another perspective of customer satisfaction, which deals with the difference between 
transaction specific and cumulative customer satisfaction. Customer satisfaction is viewed as a post-purchase evaluative 
judgment of a specific purchase occasion according to transaction-specific perspective. Cumulative customer satisfaction is 
an overall evaluation based on the total purchase and consumption experience with goods or service over tome. Cumulative 
satisfaction is a more fundamental indicator of the firm’s past, current and future performance and its cumulative satisfaction 
that motivates a firm’s investment in customer satisfaction. 

Kotler and Armstrong (1993)- stated that consumer/customer satisfaction is determined by the relationship between the 
customer’s expectations and product’s perceived performance. Customer satisfaction is important because a company earns 
sales from new customers and retained customers. Satisfied customers buy a product again, talk favourably to others about 
the product, pay less attention to competing brands and advertising. 

Bitner et al (1996) - defined, satisfaction is the customer evaluation of a product or service in terms of whether that 
product or service has met their needs and expectations. 

Fe and Ikova (2004) - added that the perception of the word “satisfaction” influences the activities, which a customer 
conduct to achieve it. Researchers have also identified customer satisfaction as a multi dimensional in nature and viewed 
overall satisfaction as a function of satisfaction with multiple experiences with the service provider 

Giese & Cote (2000) - studied various literatures and indicated that customer satisfaction is a response (emotional or 
cognitive), the response pertains to a particular focus (expectations, product, consumption experience, etc) and the response 
occurs at a particular time (after consumption, after choice, based on accumulated experience, etc). 

Halstead, Hartman and Shmidt (1994) - found that customer satisfaction is a transaction-specific affective response 
resulting from the customer’s comparison of product performance to some pre-purchase standard. 

Webbrook and Oliver (1991) - described customer satisfaction is a post choice evaluative judgment concerning a specific 
purchase selection. 

Oliver (1987) - examined whether satisfaction was an emotion and concluded that satisfaction is a summary attribute 
phenomenon coexisting with other consumption emotions 

Tse and Wilton (1998) - stated customer satisfaction as the customer’s response to the evaluation of the perceived 
discrepancy between prior expectations (or some norm of performance) and the actual performance of the product as perceived 
after its consumption. 
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Mano and Oliver (1993) - examined the three aspects of the post consumption experience- product evaluation, product 

elicited affect and product satisfaction. Product satisfaction is best characterized as an attitude-like post consumption evaluative 
judgment (Hunt, 1977) with the evaluative aspect of that judgment varying along the hedonic continuum 

Kumar and Oliver (1997) - indicated that satisfaction was associated with customers expectations being met, feeling they 
got “fair” value and feeling contented. 

Oliver (1987) - defined customer satisfaction as an outcome of a purchase/ usage experience would appear to be an 
important variable in the chain of purchase experience linking product selection with other post purchase phenomena including 
favourable word-of-mouth and customer loyalty. 

RESEARCH METHODOLOGY 
Kothari (2004) defines that “the research is an original contribution to the existing stock of knowledge making for its 
development”. The systematic approach concerning generalizations and formulation of a theory is also research. As such the 
term ‘research’ refers to the systematic method consisting of enunciating the problem, formulating a hypothesis, collecting 
the data, analyzing the facts and reaching certain conclusions either in the form of solutions towards the concerned problem 
or in certain generation for some theoretical formulation. 

APPROACHES TO RESEARCH 
Descriptive approach is one of the most popular approaches these days. In this approach a problem is described by the 
researcher by using questionnaire or schedule. This approach enables a researcher to explore new areas of investigation. 

RESEARCH DESIGN 
A research design is the arrangement of conditions for collection and analysis of data in a manner that aims to combine 
relevance to the research purpose with economy in procedure. 
A well-structured questionnaire is framed. 
Data is collected from the employees in Airports Authority of India. 
Findings are made and necessary suggestions and recommendations are given. 

DATA COLLECTION 

Data collection is the process of gathering and measuring informations on variables of interest, in an established systematic 
fashion that enables the researcher to answer stated research questions, test hypothesis and evaluate outcomes. Following 
methods were adopted to collect the data for the current study: 

1. Primary Data Questionnaire: - 

(A) Set of questions related to the research topic was formulated. Response for each question included in the questionnaire 
has been collected from the customers. 

(B). Interview: - Apart from collecting different responses from the customers some extra information has been obtained 
through face to face interviewing activity. 

2.Secondary Data 

Secondary research was done to build an in-depth understanding of the satisfaction levels of customers. 

Information from various published resources like India stat and other research bodies were also used to validate the 
market figures and cross-validate the data. Detailed analysis of secondary information was used to arrive at the specific 
frameworks provided in the report. 3. Sampling methodology: The sampling methodology used is Non-Probability 

3.Sampling technique 

Convenience sampling (A non-probability sampling technique that attempts to obtain a sample of convenient elements. 
The selection of sampling unit is left primarily to the interviewer) 

4.Sample size: 

The Research had chosen 100 samples for the analysis. 
Area of the study- Chennai City. 

Tools Used- Percentage Analysis by using Tables and charts.
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TABLE 4.1  TABLE SHOWING AGE GROUP OF THE RESPONDENTS

AGE OF THE RESPONDENTS NO. OF RESPONDENTS PERCENTAGE 
20-30 Years 23 23 
30-40 Years 45 45 
40-50 Years 29 29 
50-60 Years 3 3 
60 & Above 0 0 
TOTAL 100 100 

INTERPRETATION: 
From the above column, it is clear that 45% of the users belong to the age group 30-40. People in the age group of 60 & above 
do not use Pure it.

TABLE 4.2 TABLE SHOWING THE EDUCATIONAL QUALIFICATION OF RESPONDENTS

QUALIFICATION NO OF RESPONDENTS PERCENTAGE
HIGHER SECONDARY 0 0 
GRADUATE 26 26 
POST GRADUATE 36 36 
PROFESSIONAL 38 38 
TOTAL 100 

INTERPRETATION: 
From the above chart, it is evident that 26% of the respondents are Graduates, 36% of the respondents are Post Graduates and 
38% of the respondents are Professional.

CHART 4.2 CHART SHOWING THE EDUCATIONAL QUALIFICATION OF RESPONDENTS
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TABLE 4.3

CHART SHOWING PROFESSION OF THE RESPONDENTS.

PROFESSION OF THE  
RESPONDENTS

NO. OF 
RESPONDENTS 

PERCENTAGE 

BUSINESS 28 28 
EMPLOYED- PRIVATE SECTOR 24 24 
GOVERNMENT EMPLOYEE 36 36 
OTHERS 12 12 
TOTAL 100 

INTERPRETATION: 
From the above pie diagram, it is evident that 28% of respondents are doing Business, 24% of respondents are Employed in 
private sector, 36% of respondents are Government Employees

CHART 4.3 

CHART SHOWING PROFESSION OF THE RESPONDENTS.

TABLE 4.4

TABLE SHOWING ANNUAL INCOME EARNED BY THE PRODUCT USER.

ANNUAL INCOME NO. OF 
RESPONDENTS 

PERCENTAGE 

LESS THAN RS.2,00,000 10 10 
2,00,000-5,00,000 66 66 
RS.5,00,000 AND ABOVE 24 24 
TOTAL 100 

INTERPRETATION: 
In the above chart it is clear that 10% of the respondents earn less than Rs.2,00,000 as annual income, 66% earn between 
Rs.2,00,000 to 5,00,000 as Annual income, 24% of the respondents earn more than Rs.5,00,000.
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CHART 4.4 \CHART SHOWING ANNUAL INCOME EARNED BY THE PRODUCT USER.

FINDINGS:

 ● About 45% of the respondents belong to 30-40 age group.

 ● The majority 68% of the users are female.

 ● Nearly, 38% of the respondents are Professionals.

 ● About 36% of respondents are Government Employees.

 ● Majority 66% earn between Rs.2,00,000 to 5,00,000 as Annual income.

 ● Majority 86% of the Respondents uses Pure it as water purifier

 ● Nearly 30% of the respondents’ source of knowledge is from Advertisement

 ● About 42% of respondents use Pure it as water Purifier.

 ● Nearly 78% of the respondents’ states that pure it does not use chemical for purifying.

 ● About 59% of the respondents’ states battery durability is Very Good in Pure it water purifier.

 ● Majority 47% of the respondents are Highly satisfied with odour and clarity of Pure it.

 ● About74% out of the respondents feels Pure it is safe.

 ● Nearly 47% of the respondents are Highly satisfied in after sales satisfaction of Pure it.

 ● Majority 34% of the respondents are satisfied with order delivery of HUL Pure it.
 ● About 42% respondents rated excellent.

 ● Majority 47% of the respondents always recommend pure it.

 ● Majority 83% of the respondents are convenient on location of the stores

 ● About 37% of the respondents prefer Pure it for price.

 ● Nearly 36% of the respondents says they doesn’t use Pure it due to lack of awareness.
SUGESSTIONS:

As per the survey done, following were the recommendations of the Survey:
 ● PRICING: Depending on the market conditions / competition from other competitors

 ● and also to suit local conditions, there should be flexible pricing mechanism (either at

 ● central or local level).

 ● IMPROVEMENT IN TECHNOLOGY: HUL Pure it should immediately shift to new

 ● technology by replacing its old technology as per requirement. This will improve the
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 ● quality of service to desired level and provide simultaneous integration with the

 ● nationwide.

 ● UNTAPPED RURAL MARKET: Large part of Chennai rural market is still untapped

 ● therefore HUL Pure it is required to bring that area under mobility.

 ● Pure it needs to spend on advertisement to attract new customers.

 ● HUL Pure it should continue to offer the best toppings to stay at the top.

 ● There should be no compromise in quality of the product

 ● Sales person at the retails counters should have proper knowledge about the product.

 ● Customer service is something which company should pay more attention.

CONCLUSION

The market survey conducted in the town of Chennai in Tamil Nadu. In this survey the product chosen is ‘Pure It’ because 
people are very cautious about their health these days and are  very particular about their drinking water. In such a scenario 
most of the people are using water purifier. After the survey, the conclusion is that the people of Chennai are very much aware 
of Pure It water purifier and maximum of them are satisfied with the product. Although maximum people are satisfied with the 
product but still there a pinch of dissatisfaction among some of the consumers. But the ratios of these people are negligible. 
In this survey the topic discussed is about an industry which is responsible and absolutely welcomes enhanced competition. 
It is assured that the success of this industry in the market place is by delighting customers through affordable price and high 
quality and better after sale services, instead of any possible manipulation in the area of spectrum management. We can find 
that HUL is not the best water purifier provider in India because apart from the price & quality of output, it’s not good at any 
point. Because most of the respondents have rated it as average more. And of course, the survey research always reflects the 
truth. It has been observed that most customers are satisfied with the product but are not happy with the after sales services 
due to lack of suitable store where they get the “Pure It Battery”, of which is the matter of concern for the Hindustan Unilever 
Limited(HUL). HUL needs to improve some part of product specifically the changing procedure system of the battery keeping 
in mind it as weak point. High customer satisfaction level helps the company to retain its existing customer as well as generate 
new customer through word to mouth publicity. Customer satisfaction index is a good tool to make improvements in the 
products and services of the company. And therefore, should utilize carefully & kept as confidential as possible. No doubt 
HUL Pure it has very good quality of product and availability in Chennai. Customer feels delightful with the HUL services 
and is satisfied with HUL Customer service.
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INTRODUCTION

Strategic human resources management (SHRM) is the relation between the human resources and the strategy of the 
organization. Strategic human resources management is a wide concept. SHRM talks about E-communication, job analysis, 
training and development, performance management, job design and reduction, reward management, etc., strategic human 
resources management helps the organization to be more flexible, innovative and competitive in the market. SHRM also 
improves the organizational culture. Adopting SHRM helps in e-communication, job analysis, training and development, 
performance management, job design and redesign, reward management. Strategic human resources management can bring 
immense changes in the human resources and strategy of the organization and including knowledge management.   

Knowledge management (KM) refers to the process of defining, retaining, and sharing knowledge in the organization. 
The main aim of a Knowledge management is to improve the efficiency of the organization and save knowledge within the 
company.

The main objective of the study is to know the impact of adopting Strategic Human Resources Management and 
Knowledge Management in the modern organization. Secondly how it can be effectively implemented on employees

Knowledge management strategy is a plan of action that outlines how your organization will manage company 
information, data, and knowledge to improve the organizations productive and efficiency. A proper strategic management 
leads to attain a necessary to achieve a sustainable competitive advantage. And Human Resources Management is strongest 
when HRM decisions are linked to organizational strategy. Strategic Human Resources Management practices are developed, 
implemented and executed based on the linkage of organizational strategy. SHRM predicts electronic human resource 
management outcomes and relationship appears context- department in modern organization.

PROMOTING STRATEGIC HUMAN RESOURCES 
MANAGEMENT AND KNOWLEDGE MANAGEMENT IN 

MODERN ORGANIZATION

Aswathi Shanker
M.com, Faculty Of Science And Humanities, Srm University, Kattamkulathur, Chennai

This study is based on the promotion of strategic human resources management and knowledge management in modern 
organization. The study states that adopting the Strategic human resources management will improve the relationship 
between the human resources and strategy in a modern organization. Strategic human resources management is the practice of 
developing, rewarding, attracting and retaining employees. Strategic human resources management increases the utilization 
of resources of the organization and knowledge management is a plan that describes how an organization will manage its 
information, data and knowledge better for the benefit of the organization and its stakeholders. This study is based on the 
secondary data’s. knowledge management develops an organization’s knowledge sourcing, knowledge abstracting, knowledge 
conversion and knowledge diffusion.

The result from the study shows that certain practices of strategic human resources management and knowledge 
management can improve the capability of the firm. The study also talks about the importance of training and development 
required for an employee.

Keyword:Strategic human resource management Knowledge management Human resource management  Organization 
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LIMITATION

 ● Time constrain

 ● Limited access to data

 ● Insufficient sample size

FINDINGS
 ● Adopting of SHRM and KM improves the efficiency of the employees

 ● It helps to achieve the organizational goals

 ● Reduce conflict between employees

 ● Increase proper management in the organization

 ● It helps to invest in long-term strategy

CONCLUSION

The study shows the use of adopting strategic human resource management and knowledge management in modern 
organization. The findings stated that knowledge management build a gap between organization goal and role of the knowledge 
in achieving the goal. It helps the modern organization to build innovation and creativity rather than duplication of work. 
Adopting of knowledge management brings upgrade in the knowledge.

Strategic Human Resources Management and Knowledge Management helps to employees to prepare for the long term 
need of organization and society.

Advantages of adopting knowledge management are it provides incentives, keeps a space for sharing to happen, re-
examine the training and on boarding method, it helps to invest in long-term strategy, build knowledge library. 

The study concludes the by stating that adopting strategic human resources management and knowledge management 
helps the organization in improving it efficiency in employees, improves the culture of the organization, there will be a better 
value followed, it helps to achieve the organizational objectives in a better way.

SHRM AND KM is wider concept and it helps the do more for the future researches to analyses more on the gap between 
the concepts.
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INTRODUCTION:

Forensic accounting uses a combination of accounting and investigative techniques to identify financial frauds. Forensic 
accountants must have the skill of collecting, analyzing, evaluating, and also have the ability to articulate the collected 
data at the respected venue (the courtroom). The financial information provided will play a major influence in the decision 
making related to the case as it would be valuable evidence. Therefore, it’s important to follow the conceptual framework 
of accounting (GAAP). A forensic accountant could also offer expert advice regarding business issues that may cause fraud. 
Frauds are common from households to white-collar organization. The reasons why they occur may differ for each individual. 
A few possible reasons could be personal problems, debt, loss of employment, and management pressure. 

Significant scams have occurred all over the globe which has cost the economy monetarily on a macro and micro scale 
causing hardship for those affected. In order to avoid such misfortunes, forensic accounting must be made a statutory obligation 
to all as it will act as a preventive measure.

OBJECTIVES OF THE STUDY:

 ● To examine the roles and functions performed by the forensic accountants to reach out a conclusion of the case. 

 ● To study what all processes FAs keep in mind during an investigation and critical thinking.

 ● To study how we can go in-depth with evidence through measures like auditing and accounting.

SCOPE OF THE STUDY:

The study focuses on the “Enron Scandal”based in, Houston, Texas, United States. We go into further detail showcasing 
how forensic accounting has aided this case by solving highly influential frauds such as these. This study will put forth the 
importance of forensic accounting in order to solve white-collar crimes such as this. Proving additionally why this is a highly 
sought-out profession and one with significance. 

A STUDY ON FORENSIC ACCOUNTING AND FRAUD 
EXAMINATION

Cesar Augusto Sekar Esquivel, Haya Fayaz, Sanjay Baskaran
Dept. of Commerce, Faculty of Science & Humanities, SRM Institute of Science & Technology, Kattankulathur

The research is focused on how Forensic accounting and Fraud examination is significant all over the world. Over the years, 
financial fraud has become more prevalent. This may come hand in hand with the rapid development of technology, etc. It is 
the role of a forensic accountant to help detect frauds at an early stage. Forensic accounting is the intersection of accounting 
and law. This study focuses on the part forensic accountants played in identifying an unforgettable scam that shook wall street 
known as the “Enron Scandal”. Later on, we would discuss further why do people commit frauds, what is the importance of 
forensic accounting, fraud examination skills that forensic accountants must possess, and more.

Keywords: fraud, forensic accounting, law, detect
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RESEARCH METHODOLOGY:

The present paper is focused on how forensic accounting assisted in unveiling the Enron Scandal. For the study, various 
websites, stating from Wikipedia, covering the articles related to the Enron Corporations financial fraud have been used. Also, 
for the forensic review of the scenario, the study adopts an exploratory research method. Series of recent scandals of the past 
have been referred too and have influenced how the paper has been put forward.

TAKING UP THE CASE:

Enron is a company that was formed in 1985 after a merger between Houston Natural Gas Company and the Omaha-
based Inter North Incorporated. As a result of the merger, the former CEO of Houston Natural Gas Company Kenneth Lay a 
key member of all the financial frauds and the fall of Enron was appointed of the newly formed firm now known as Enron at 
the time. Shortly Kenneth Lay created Enron Finance Corporation and hired another future accomplice Jeffrey Skilling who 
also plays a major role in the crimes.

An early mark Jeff Skilling made to Enron was the adjustment from a traditional historical cost accounting method to a 
mark to market method (MTM). MTM aims to give a practical evaluation of a firm’s financial statements, this method also 
leads to the assets and liabilities of a firm to fluctuate over a period of time. Some drawbacks come from the use of such 
methods. This would involve the manipulation of assets or liabilities during revaluation as it’s not a cost-based method but a 
fair-value method. The establishment of this technique may have been the first sign of the downfall of Enron.

During the mid-90s Enron was celebrated for its innovation and was growing at an exponential rate. Later, a series of bad 
investments and business failures led to losses or no return on investment. On top of this, the recession of the 2000s affected 
Enron significantly, leaving investors and creditors with a fall in market cap (Value of share)

As a repercussion of these events, Jeffrey Skilling decided to hide the companies’ financial losses through the use of mark 
to market method of accounting. This technique can work well when trading securities, but it can pose a problem when it 
comes to actual businesses as it takes into consideration the current market value and not the book value.

Enron decided to use the scheme off-balance-sheet special purpose vehicles (SPVs), these are special purpose entities 
(SPEs) to hide the companies’ debts and toxic assets from investors. Similarly, this scheme would hide the companies’ 
accounting realities instead of operating results. 

Enron would transfer some of its rapidly rising stock to the SPV in exchange for cash or note. The SPV would eventually 
use the stock to hedge assets listed on Enron’s balance sheet. In turn, Enron would guarantee the SPV’s value to reduce, in 
order to avoid parties from defaulting from contractual obligation. With high default risk, it leads to a high premium from 
one party to another to compensate for the risk, this is known as risk premium and to avoid these such measures were taken.

SPVs are not illegal, but they could lead to a terrible outcome. On the other hand, SPVs were capitalized entirely with 
Enron stock, this took away the ability of the SPVs to hedge if Enron’s share prices fell. Enron disclosed the SPVs’ existence 
to the investing public, this in fact lead to a failure to adequately disclose the non-arm’s-length deals between the company 
and the SPVs. Enron had the belief that their stock would appreciate, but this did not happen and therefore a decline in its 
stocks happened, this further lead to a fall in the value of SPVs, this forced Enron to take its guarantees’ action to take effect.

After the fall in the companies’ stock from over $90 to $1 in the course of a year, the SEC decided to open up an 
investigation for Enron’s case. With careful review of financial statements by the SEC’s forensic accountants, Enron’s 
manipulations were put to light.

Forensic Review on Enron’s Financial Statements Fraud
Forensic review post-bankruptcy done alongside the SEC, auditors from other stakeholders suggest that pre-bankruptcy there 
were many questionable aspects in the consolidated financial statements of the firms. These questionable aspects were caught 
on by a group of Cornell University business students who used the Beneish model to predict that Enron was manipulating 
their earnings in the year 1998. At the time, the Cornell students warned people but wall street ignored their advice.
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Table 1

Earning Manipulation Indicators from Beneish

Ratio 1995 1996 1997 1998 1999 2000 GAAP Control

Violators Firms
Days Sales In 1.644 0.989 0.625 0.872 0.955 1.376 1.269 1.199
Receivable
Index
Gross Margin 1.027 1.263 1.447 2.015 1.169 2.143 1.042 1.004
Index
Asset Quality 0.922 1.136 1.308 1.062 1.064 0.771 0.937 0.807
Index
Depreciation 1.039 0.946 1.017 0.852 0.956 1.109 0.981 1.021
Index
SG&A Index 1.059 0.806 0.648 1.084 1.008 0.416 0.997 0.981
Total Accruals 0.010 -0.039 -0.005 -0.040 0.027 0.001 0.204 0.441
to Total Sales
Sales Growth 1.022 1.446 1.525 1.541 1.283 2.512 1.431 1.379
Index
Abnormal 0.232 -1.337 0.102 0.742 -0.534 -1.271 -0.325 0.011
Return
Leverage Index 0.426 0.415 0.437 0.455 0.458 0.416 0.564 0.500
Probability Of 0.018 0.257 0.035 0.024 0.087 0.392 - -
Manipulation

Table 1 shows the earning manipulation indicator founded by Professor M. Daniel Beneish. It is an analytical model used 
to identify whether a company has manipulated its earnings. The model uses variables created from financial statements that 
create the M score which describes how much earnings have been manipulated.

Table 1 comprises of Enron’s index data from 1995 to 2000 which will be used to compare with GAAP Violators and 
control firms used by the Beneish model. Firstly, the Gross Margin index throughout the five-year period uniformly exceeded 
the GAAP violators which is a negative sign as it could mean there is a decline in gross margin. This leads to pressure 
on management and could provide them incentives to “cook the books”. Figure 1 may back this up as revenue increases 
substantially from 1999 to 2000. Secondly, you can notice in the asset quality index for four years, the value has been greater 
than one, which shows the tendency to defer cost. A possible method in which they could have deferred cost is by capitalizing 
intangible assets or expenses. This method improves the financial statements as the expense will be spread throughout the 
years. Just like the asset quality index, the depreciation index exceeded one. This will cause the company to try and slow 
depreciation. This in fact had incurred as if you look in figure 1 the depreciation value has stayed flat and not followed the 
trend stated by a forensic review. If you look closely at the table the year 1996 and 2000 with the probability of manipulation 
in 1996 to be 25.7% and 2000 to be 39.2% respectively. These data provide enough evidence instating there was a problem 
in the way Enron has reported its numbers. It also shows that auditors, institutional investors, and regulators should’ve been 
more insightful when looking at Enron’s financial statements over the years and should’ve raised questions on how the 
performance of Enron’s improved significantly in such a short period.

why revenue could’ve increased by such a large percentage in a year, in hindsight we can link this with the gross margin 
index and say this increase in revenue could be false and an effect of manipulated accounts. It is also unusual to see the lack 
of an increase in Operating expenses, Depreciation, and Taxes as it seems to not correlate with prior year ratios. This can also 
be linked again with asset quality index and depreciation index as the data provided by the two indexes state the firm may try 
to capitalize these expenditures to improve the way the financial statements.
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An increase in current asset value by 415% in the year 2000 maybe seem absurd in retrospect as it is the year prior to the 
bankruptcy and liquidation complications they faced. Enron decided to inflate its assets to portray a much stronger statement 
of financial statement than what actually existed.

CASE OUTCOMES:
Sarbanes Oxley Act was enacted under which every company has to have a framework of internal controls. Auditors must 
sign both financial statements and on the effectiveness of internal control system. CEO and CFO must ratify the financial 
statements and therefore know about the company’s position and performance.

SKILLS MANDATORY FOR FORENSIC ACCOUNTANTS:
Skills which forensic accountants must have are critical thinking and investigative. Critical thinking is the prowess to evaluate 
evidence and thus derive a judgment or conclusion based on a variety of information. Forensic Accountants have to find out 
and understand the sources of data gathered, which can be easily accumulated because of the involvement of technology such 
as cloud accounting. Forensic accountants will be required to compute streams of data from databases and enterprise systems 
of the companies, formal emails, financial statements. Forensic accountants must analyze every detail because the most 
minuscule data can turn out to be critical. Hence, critical thinking is foremost. 
Next is investigative. Investigative is questioning everything related to the case and the personnel involved, conducting 
interviews, and examining pieces of evidence from trustworthy sources.  

SUMMARY AND CONCLUSION:
‘’Things gained through unjust fraud are never secure” – quoted from Sophocles, an ancient Greek playwright. A Forensic 
Accountants must prove this quote true. It is proven that if it was not for the trained Forensic Accountants appointed by the 
U.S. Securities and Exchange Commission, an investigation into the Enron scandal may have never really been detected 
properly because of the huge amounts of manipulation in the financial statements of the entity. Further, letting large multi-
national companies believe they can manipulate loop-holes to their advantage and instigate detrimental activities to the 
economy. 

Major Act was enforced subsequent to fraud detection. In this case, investors and creditors had to go through losses in 
order for new regulations to pass on. If forensic accountants are able to recognize financial frauds before-hand, individuals 
may not have to face such losses in order for beneficial laws to be passed down. Therefore. we can conclude that Forensic 
accountants could discover wrong-doings but also prevent fraud at its initial stage or restrict frauds of such kind in the future.
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INTRODUCTION 

It is widely debated that the pivotal function of Human resource management is to implement practices that enhance the 
satisfaction of employees with their jobs. Employees expect financial and non-financial rewards for their services and efforts. 
In the absence of equitable pay, training and development opportunities and recognition, employees get dissatisfied and do not 
perform to the standards. The dissatisfaction resulting from the unavailability of financial and non- financial reward usually 
leads to high employee turnover and poor performance. The benefits that employee foresee for themselves and their families 
motivates the employees to give their best. The Rewards are categorized into two groups‟ financial and non-financial rewards. 
The financial rewards are also called extrinsic rewards and non-financial rewards are called intrinsic rewards. The financial 
rewards include pay, bonuses, allowances, insurance, incentives, promotions and job security, whereas the non-financial 
rewards include. Appreciation, meeting the new challenges, caring attitude from employer, appreciation and recognition 
motivates the employee. 

The design and management of motivational reward systems present managers with one of the most difficult human 
resource tasks. Bagraim et al. (2007) noted that, there is need to find out the needs and goals of employees in order to address 
them and achieve the required motivation. Thompson et al. (2005) indicate that a properly designed motivational reward 
structure is management’s most powerful tool for mobilizing organizational commitment to successful strategy execution 
and productivity. Arnolds and Venter (2010) stated that there is a huge crisis of motivation in most large corporations. 

IMPACT OF FINANCIAL AND NON FINANCIAL REWARDS 
ON EMPLOYEE MOTIVATION

M.Bharath
PG Student, Department of Commerce, SRMIST

The basic aim of this paper is to find the impact of financial and non-financial rewards on employee motivation, case study 
the Sierra Leone National Revenue Authority. The study also not only discuss that employee motivation is imperative for 
the overall organizational performance, but also talks about how to retain a motivated workforce. Motivation factors may be 
differing from organization to organization and class to class of employees such as high level and low level labor. Qualitative 
as well as quantitative research methodology has been adopted in this study. The researchers have conducted a survey in 
NRA. A questionnaire was developed to guess the opinion of employees working in this organization. A semi structured 
interview was conducted for getting an insight about their motivation. The researchers have found from the survey that there 
are different factors that affect the motivation of employees which can be classified into two categories; financial and non-
financial rewards. Although financial rewards are important for employee motivation in developing countries like Sierra 
Leone, where the inflation rate is so high that people are struggling hard to retain their social status but the importance of non-
financial rewards cannot even be discriminated. The study provides a basis to understand the issues of employee motivation 
in organizations. It is a good contributor to the knowledge world of human resource management which explores the factors 
that affect motivation of employees and provide a solution to the problems faced by employees at their jobs. The study will 
also compel the management of studied organizations to pay attention to the problems of employee motivation for the overall 
benefits of organizations. 

Keywords: Employee motivation, Financial rewards, Non-financial rewards, NRA, Sierra Leone 
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Their findings show that, business firms spend billions of money each year on courses and incentives, to increase employee 
motivation, but these interventions do not always translate into higher levels of employee motivation. This is as a result of the 
different perceptions between management and subordinates on the way organizational goals should be achieved. Employees 
and managers give different levels of importance to various motivational rewards depending on the situation. Delany and 
Turvey (2007) noted that, managers want a workforce with speed, high productivity and adaptability to change. Employees on 
the other hand want an entrepreneurial environment, strong skill development and opportunities for growth and competitive 
compensation to be motivated. A body of experience, research and theory has been developed to study motivational rewards. 
Some of the researches focused on non-financial motivational techniques. An example is the research by Arnolds and Venter, 
(2007) on the strategic importance of non-financial motivational rewards. However other research for example Ramlall (2004) 
focused on money as a motivator on all levels of employment. This presented challenges and misconceptions regarding 
money as a motivator since different levels of employees are motivated by different factors. For example, it is possible that 
lower level employees whose needs fall under lower order needs according to Maslow’s hierarchy of needs can be highly 
motivated by monetary rewards depending on how these financial rewards are administered. 

This study therefore aims to examine the effect of financial and non-financial incentives on job satisfaction, which is 
used in National Revenue Authority (NRA); and to indicate the difference of employee attitudes related to job satisfaction 
and incentives on some demographical variables. The questionnaires prepared for this purpose are applied to 20 employees 
at NRA Sierra Leone, which are currently working in the head office in Freetown. The data obtained from the research are 
analyzed via several techniques by using SPSS 20.0 program. According to the results of the analysis, a significant relation 
is observed between the financial and non-financial incentives and the job satisfaction of employees. When these relations 
are compared, the result is that the attitudes towards financial incentives have a stronger effect on job satisfaction than the 
attitudes towards non-financial incentives. Besides, the differences among some demographical variables (union membership, 
gender, income level) and the attitudes towards these incentives and job satisfaction levels are tested. This research plays 
an important role to provide significant data for strategically administrative institutions of revenue authorities in terms of 
financial and non-financial incentives, job satisfaction and some demographical characteristics of the employees. 

The study was guided by the following objectives: 
 ● To examine the effect of financial reward on motivation among employees of NRA Sierra Leone 

 ● To examine the effect of non-financial reward on motivation among employees of NRA Sierra Leone 

 ● How much each reward practice is impacting employees motivation? 
LITERATURE REVIEW 

It is a fact that there is hardly a scholarly work that could be completed without making reference or drawing from the 
ideas of similar works that already exist. As researchers continue to build their ideas on previous works, the knowledge bank 
continues to flourish. The present study is no exception to this. In a competitive business climate, more business owners are 
looking at improvements in quality while reducing costs. Meanwhile, a strong economy has resulted in a tight job market. 
So while businesses need to get more from their employees, their employees are looking for more out of them. Employee 
reward and recognition programs are one method of motivating employees to change work habits and key behaviors to benefit 
a business organization. 

Employee reward systems refer to programs set up by a company to reward performance and motivate employees on 
individual and/or group levels. They are normally considered separate from salary but may be monetary in nature or otherwise 
have a cost to the company. While previously considered the domain of large companies, small businesses have also begun 
employing them as a tool to lure top employees in a competitive job market as well as to increase employee performance. 
Newman and Gerhart, 2011) also specified that rewards can play a significant role in influencing employees‟ attitudes and 
perceptions of work. Owing to the fact that rewards represent anything that is valuable and meaningful to the recipient, skilled 
and talented employees are less likely to be motivated by rewards that are not aligned with their preferences and values. The 
main reason reward management exists in business organizations is to motivate the employees in that particular organization 
to work hard and try their best to achieve the goals which are set out by the business typically encompass not only traditional, 
quantifiable elements like salary, valuable pay and benefits, but also more intangible non-cash elements such as scope to 
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achieve and exercise responsibility, career opportunities, learning and development, the intrinsic motivation provided by the 
work itself and the quality of working life provided by the organization (Armstrong M., 2010). Reward management in a 
business organization deals with the design, implementation and maintenance of reward practices that are geared towards the 
improvement of the business organizations performance. 

The word motivation is derived from the word„ mover‟ which means „to move‟ though this could be not enough to 
describe for what is meant. Motivation is the force that convinces employees to behave and perform in a way that leads to 
reward (Dessler, 2009). As a result, they expect that they are rewarded with all those reimbursements that they anticipate 
for themselves and their families in return of their services and efforts. Motivation is defined as” The state that compels an 
individual to proceed in a way planned to accomplish some goals” (John R. Walker, 2016). The essence of human resource 
management practices is to enhance the motivation of employee. The employee motivation enhances job involvement and 
job satisfaction of an employee (Nickson, 2013). According to research there are certain cross disciplinary indicators like 
commitment, contentment, loyalty and intention to quit which measures motivation of employee (Lauby, 2009). The motive 
that directs the employee towards certain behavior is called employee motivation. It can be desire to accomplish a goal or 
acquire a state of being.(Golembiewski, 2010) Proposed that motivation is the extent of enthusiasm, direction and persistence 
of efforts with which the employee tries to accomplish goals. It is the readiness to exert efforts with passion conditioned by 
their need satisfaction. It implies that the employee is eager to work to the best of their abilities only if they are ensuring for 
their need satisfaction. The effectiveness of an organization is greater than before when it has a motivated workforce. The 
reason behind this is that employees who are motivated are more productive for the organizational excellence. The more the 
motivated an employee is, the better he will perform his job. The motivated workforce is more quality oriented and dedicated 
to accomplishing goals. Companies can gain competitive advantage over other firms by motivating and retaining human 
resource (Golembiewski, 2010), Organization motivates the high performers by providing financial and non-financial reward 
systems which motivate the employees and enhance job satisfaction. Financial and non-financial rewards have a strong 
influence over the employee motivation and are directly related to performance. The significance of financial and non-financial 
rewards varies with age. The non-financial rewards influence the motivation to a greater extent after the pay exceeds a certain 
level. According to Hertzberg’s there are two kinds of factors that have a strong impact on the employee motivation. The 
hygiene factors include pay, policies and working environment and the motivating factors include appreciation, recognition, 
caring attitude from employer and achievements. An effective recognition and reward system can motivate the employee and 
enhance the productivity (Richard M. Burton, 2014). The success is based on how the firm keeps its employee motivated and 
in what way they evaluate the performance for compensation. The financial incentive is no doubt ranked top in motivating 
employees because money enables employees to fulfill not only their basic needs, but also their need of belongings and need 
of power. Though money is a dominant factor, but besides it there are non-financial factors also called intrinsic factors which 
play pivotal role in motivating employees. So, i t ‟ s not only money that enhances the morale of employee, but non-financial 
rewards like recognition, appreciation and career development opportunities also improve the morale of the employee. 

Non-financial rewards otherwise known as intrinsic rewards are the job inherent and intangible rewards included in the 
job itself such as job tasks, challenging and interesting job and training possibilities offered to the employees. Non-financial 
rewards do not enhance the employee’s financial position directly but make the job more attractive. Some of the Non-financial 
rewards that a business organization offer might include-an attractive pension scheme, access to private medical care, help 
with long-term sickness, crèche facilities, counseling services, staff restaurant etc. Non-financial rewards can have an even 
more substantial impact on employee satisfaction and motivation than traditional financial rewards. A study by the Hay 
Group involving around four million employees found that employees listed work climate, career development, recognition 
and other non-financial issues as key reasons for leaving a job. Even well-compensated employees may leave a company if 
dissatisfied with these aspects. Companies with excellent non-financial incentive plans can attract motivate and retain talented 
people. (Armstrong M, 2013). Financial reward otherwise known as extrinsic rewards are the non-job related rewards such 
as pay, salary and work conditions. Gupta and Shaw (1998) concluded in their research that financial incentives are indeed 
effective. They took the point of view that not all the jobs are Interesting and challenging in nature, if we would live in an ideal 
world everyone would be intrinsically motivated and rewarded, but in many work places this is not the reality. They concluded 
that money matters to most of us and it motivates us because of the symbolic and instrumental value it bears. Symbolic value 
of money recaps what we ourselves and what others think about it, instrumental value of money means the ends we can get for 
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exchanging it. Financial rewards are those that will enhance the employees financial well-being directly e.g. bonus, increase 
in wages and profit sharing schemes i.e. are pay bonuses, fringe benefits, transportation facility, medical facility, health and 
life insurance and benefits like vacation with pay meal facilities (Chelladurai, 2009). 

Pay: is a payment system that employee view as being fair and proportionate with their skills and expectation is called 
pay. Employees are offered a financial reward for their services called pay which is a foremost stipulation in human resource 
management. Pay must be closely linked to the performance according to high achievers. Employees who do their best want 
reasonable pay that satisfies their needs. An equitable pay makes them feel appreciated so they expect to pay according 
to their efforts because they don’t want to be unacknowledged for their services. Money is ranked at the top for creating 
motivation because people require money to fulfill the basic necessities of life so it motivates the employees more than any 
other incentive (Sara L. Rynes, 2009). Others believe that money is influential for fulfilling their non-monetary needs such as 
authority, rank and belongingness with preferred groups. It is believed that people who have more money are more powerful 
in society as compared to those who have lesser money. So it is easier for them to have things their way. That’s why money is 
often viewed as a sign of personal triumph and accomplishment (Scott A. Snell, 2014) 

Bonuses: When employees reach certain standards and quotas to complete a certain project, they are given bonuses for 
example a call Centre representative who answered more than 200 calls. 

Fringe Benefit: A benefit that workforce is given with their job in addition to pay are called fringe benefits. The employee 
motivation is influenced by the availability of fringe benefits. The provision of fringe benefits will create an optimistic, 
motivating work environment and increases output and sales. The motivated workforce will lead to organizational excellence, 
prosperity, excellent quality and cost control. In fact, fringe benefits play significant role to motivate employees because they 
compel the workforce to put extra efforts as much as the incentive of money does. No doubt money is a big factor to motivate 
the employee, but the fringe benefits have their own importance. It is important form an agers to realize that the employees 
must be given the better working conditions along with the fringe benefits so that they give their best (Bruce, 2012) The 
management should focus on creating an effective benefits program for the employees where they are given an opportunity 
to improve their benefits by sharing their ideas with each other and doing surveys. Management should take initiative by 
accepting their ideas to improve benefits. There should be frequent reviews to ensure that the benefit program meets their 
needs or not. 

Vacations with Pay: The Organization ensures the wellbeing of an employee by offering them vacations with pay. If 
employees have been working for longer duration more than seven years only they are eligible for seven, fifteen and twenty 
years. These vacations can be advantageous for the employees who need extra time to care for aging parents or fulfill other 
assignments (Scott A. Snell, 2014). 

Meals: Some of the companies offered employees free meal daily and an u n l i m i t e d amount of coffee and soft 
drinks. Most of the companies allow employees to have free meals at the companies‟ cafeteria (Nick son, 2013). Based on 
the literature review there is knowing-doing gap when implementing the reward practices in place (Pfeiffer & Sutton 2006). 
It is common that the management is believing in certain rewards to be more efficient motivators than the others whereas 
employees‟ perceptions of the most significant rewards may differ highly from the reward practices which managers consider 
to be the most motivating. Nelson proposed managers to simply ask their employees what they want. (Nelson 2004) The 
conflict of interest may result in disengagement, job dissatisfaction and higher intentions to quit the employing organization. 
Armstrong et al. (2010) admit that reward management can never be totally 100 per cent scientific or 100 per cent right. The 
challenge is to find the best fit practice for your organization. They also emphasized the importance of tailoring the reward 
programs to suit individual needs at the organization as many of the reward programs fail if the „one-size fits all‟ approach is 
used without careful consideration and implementation. Jensen et al. (2007) said that the “best- practice” regarding the reward 
programs is simply the one which suits your organization. 

METHODOLOGY AND MODEL 

A descriptive research design was used aiming at determining the role of financial and non-financial reward in promoting 
employee motivation in the Sierra Leone National Revenue Authority (NRA) a case study of Freetown Sierra Leone, where 
the context was the NRA head office in Bathurst Street Freetown. The population of interest was 30 employees that consisted 
of the management staffs at NRA head office. 
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Mugenda and Mugenda, (2003) explains that the target population should have some observable characteristics, to which 
the researcher intended to generalize the results of the study. The primary data has been collected through In-depth interviews 
and questionnaires. The sampling method used in this research was Simple Random Sampling. The results of the questionnaire 
were discussed to identify which factor contributes the most towards motivation of employees in organizations and what 
are the problems regarding the unavailability of financial and non-financial rewards of employees in this organization so 
as to increase reliability of current research in depth. Model Multiple linear regression Analysis is used to determine the 
nature and degree of linear relationship between two sets of data. The degree of positive or negative correlation between the 
multivariate data can then be determined by estimating the Coefficient. We have therefore used a multiple linear regression 
model to determine how much do financial and non-financial rewards influence employee motivation at NRA. Multiple 
linear regression models were used to assess whether employees motivation is a function of the variables indicated on the 
objectives. It provided information on impact of an independent variable while simultaneously controlling the effects of other 
independent variables. Thus a regression model of the form 

Y = α0 + β1X1 + β2X2 + u

is used in analyzing the effects of financial and non-financial rewards on employees motivation in NRA. Where Y was 
the dependent variable which was the employee motivation, α is the regression constant, β1 and β2, are the coefficients of the 
regression model, X1 is the first independent variable, i.e. financial reward, and X2 is the second independent variable i.e. 
non- financial reward. The above model was formed in view to find out the association between financial and non-financial 
rewards in motivating employees.

ANALYSES 
Only one data collection method was used to collect data i.e. questionnaire interview. A face to face interview accomplished 
through the use of a questionnaire administered to the respondents. The responses from the interviewees were captured 
using forms/questionnaires. The data was then entered in a Microsoft Access data entry screen and then exported to excel for 
cleaning. The final edited data was subsequently exported to SPSS 20.0 for analysis. 

RESULTS AND DISCUSSIONS 
Following a line of investigation, fundamentally statistical weights were computed to reflect the probability of staff sampled 
and adjustments for non-responses. However, the study population comprises 30 Staff of NRA across each department at the 
targeted head office of which 24 respondents reflecting 80% were able to respond to the questions. 

Characteristics of the Respondents 
Here, we give the background characteristics of respondents that participated in the survey, the gender distribution of 
respondents that participated in the study, age, education and period worked in the institution were looked at. Most of these 
aspects are believed to relate to the variables of the study hence can affect employee motivation at NRA. A breakdown of this 
information is presented in table 1 below:

Table1. Demographic characteristic of employees at NRA
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In the above table, 24 respondents were interviewed comprising of 9 (37.5%) males and 15 (62.5%) females, however 
this result is not surprising because the national household and population census of Sierra Leone (2014) report more females 
than males. Finding shows, the organization had 50% of the employees below 30 years since the highest percentage of the 
Sierra Leone population is composed of youth. About 66.6% of NRA staff had completed university at the highest level of 
education attained and only 4.2% had attained secondary with the remaining had completed tertiary education. 70.8% of the 
staff interviewed where in revenue collection department since they earn through financial and non- financial rewards with 
about 54.2% of the respondent had been working in NRA for at least 2years. 

Reliability Analysis 

Reliability of the questionnaire was evaluated through Cronbach‟s Alpha which measures the internal consistency. 
Cronbach‟s alpha was calculated by application of SPSS for reliability analysis. The value of the alpha coefficient ranges 
from 0-1 and may be used to describe the reliability of factors extracted from dichotomous and or multi-point formatted 
questionnaires or scales. 

Table2. Reliability Analysis

Extent Cronbach’s Alpha Number of Items 
Financial Reward 0.803 9 
Non-Financial Reward 0.751 8 

The higher the value, the more the reliability of the scale generated. Cooper & Schindler (2008) has indicated 0.7 to be an 
acceptable reliability coefficient. In the above table financial rewards had the highest reliability (α=0.803) followed by non-
financial rewards (α = 0.751). This illustrates that all the two scales were reliable as the values of their reliability were above 
the prescribed cut off point (0.7) proposed by Cooper & Schindler (2008). 

Current reward practice at NRA
Financial reward was the most common reward practice at NRA, followed by non-financial rewards. Staff gave examples of 
non-financial rewards given and this included airtime, fuel cards, shopping vouchers and house appliances whereas financial 
rewards was only cash mentioned. Using the table below it also shows Revenue collection department used most financial 
rewards (69.7%) than any department while IT department use non-financial reward (45%) than any department. This 
explanation is clearly shown by the table and figure below. 

Table3. Current reward practice at NRA categorized by department

Administrative IT Revenue collection 
Financial Reward 67.4% 55% 69.7% 
N o n - F i n a n c i a l 
Reward 

32.6% 45% 20.3% 

Figure1. Current reward practice at NRA categorized by department
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Reward Grouping with the Highest Impact to Motivate Employees

Table4. Reward grouping with the highest Impact to Motivate Employees

Variables Mean Standard Devia-
tion 

Financial Rewards 3.80 0.13 
Non-Financial Rewards 3.74 0.12 

From the findings on NRA regard to employee motivation, the study found that financial reward is a great component of 
employee motivation as shown by mean of 3.80, non-financial rewards is an important component as shown by the mean of 
3.74. 

Financial Reward on Employee Motivation
From the findings in table 5 on the importance of Financial rewards on employee motivation, the study found that medical 
benefits is important as shown by a mean of 4.57, retirement benefits are important as shown by the mean of 4.32, good 
working environment is important as shown by a mean 3.88, job security and company’s closeness to amenities is important 
as shown by mean of 3.79, fuel benefit is important as shown by a mean of 3.77, parking availability is important as shown 
by a mean of 3.55, cell phone benefits are important as shown by a mean of 3.03 while eating and smoking facilities are not 
important as shown by a mean of 1.43. The study found out that the majority of the respondents indicated that employee’s 
level of education qualification affect the benefits given to employees; it was revealed that the employees with higher level of 
education received would receive more benefits than those with low education, the study also found that the employees who 
have been in the company for a long period would receive more benefits compared to those in the company for a short period. 
The study also found that the employees who deliver higher targets receive more benefits than those who do not. 

Table5. The importance of Financial Reward on Employee Motivation

Variables Mean Standard Deviation 
Medical benefits 4.57 0.30 
Cell phone benefits 3.03 0.18 
Retirement benefits 4.32 0.37 
Fuel benefits 3.77 0.13 
Job Security 3.79 0.15 
Good working environment 3.88 0.16 
Company closeness to amenities 3.79 0.04 
Eating and smoking facilities 1.43 0.22 
Availability of parking 3.55 0.14 

Non-Financial Rewards on Employee Motivation 
From the findings in table 6 on the impact of non-financial benefits on employee motivation, the study found that employee 
appreciation is important as shown by mean of 4.24, Feeling well informed is important as shown by the mean of 4.11, 
Recognition of meaningful work done is important as shown by a mean 3.99, Freedom to plan and work independently and 
Sense of progression are important as shown by mean of 3.91, Degree of autonomy in performance of work is important as 
shown by a mean of 3.85 while Participation of goal setting is important as shown by the mean of 3.44. 

Table6. Rate of Non-financial rewards on Employee Motivation

Variables Mean Standard Deviation 
Employee appreciation 4.24 0.19 
Job rotation 3.62 0.14 
Recognition of meaningful work done 3.99 0.17 
Degree of autonomy in performance of work 3.85 0.15 
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Sense of progression 3.91 0.08 
Development of competence 3.79 0.14 
Feeling well informed 4.11 0.18 
Freedom to plan and work independently 3.91 0.12 
Participation of goal setting 3.44 0.06 

Majority of the respondents indicated that the NRA offer non-financial reward to appreciate employees in form of self-
esteem and appreciation for work done so that they fell satisfied for their achievement and growth of the institution. By 
offering non-financial rewards the study found that the employees will be motivated hence they will be loyal and committed 
to the institution and hence increasing performance. Majority of the respondents indicated that to ensure there is a favorable 
working environment for employees in at NRA the management need to ensure they maintain effective communication 
among the employees since this ensures that the employees are able to participate effectively in policies concerning the 
institution, majority of the respondents also indicated that the employees should be sometimes left to work on their own under 
minimal supervision since this ensures that they get an opportunity to grow and become responsible. Majority of employees 
also indicated that the working environment should recognize the needs of different employees cultures and be respectful of 
different cultural or religious practices of employees. 

Regression Results 

From the table 7 below, R is the correlation coefficient which shows the relationship between the study variables, from the 
findings shown in the table below there was a strong positive relationship between the study variables as shown by 0.895 at the 
5% significance level. The Adjusted R squared is the coefficient of determination which tells us the variation in the dependent 
variable due to changes in the independent variables, from the findings in the table below the value of adjusted R squared was 
0.714 an indication that there was variation of 71% on employee motivation due to changes in Financial and Non-financial 
rewards at 95% confidence interval. This is an indication that 96% of the changes in employee motivation could be account 
for by the independent variables. 

From the regression equation below, it was found that holding financial rewards and non- financial rewards to a constant 
zero, employee motivation will be 0.115 units, a unit increase in financial reward would lead to increase in employee 
motivation at NRA by 0.625 units, a unit increase in non-financial rewards would lead to increase in employee motivation 
at NRA by0.192units. overall financial reward had the greatest effect on employee motivation at NRA, followed by non-
financial rewards. At 5% level of significance and 95% level of confidence, financial rewards had a 0.002 level of significance; 
non-financial rewards had a 0.007 level of significance. All the variables were significant (p<0.05). Substituting the estimated 
results in the empirical model specified in the methodology gives: 

Y = 0.115+ 0.625X1 + 0.192X2

The above equation is our final estimated equation which shows how much each independent variable may impact or 
influence the dependent variable as already explained in the interpretation and analysis above. The authors have decided to 
use regression because Regression analysis is one of the most important statistical techniques for business applications. It’s a 
statistical methodology that helps estimate the strength and direction of the relationship between two or more variables. The 
analyst may use regression analysis to determine the actual relationship between these variables by looking at the use of the 
reward practice by Sierra Leone National Revenue Authority and the employee’s performance over the past few years. The 
regression results show that this relationship is valid. Regression analysis is an indispensable tool for analyzing relationships 
between variables. For example, it can: 

· Identify the factors that are most responsible for employees motivation 

· Determine how much a change in rewards will impact employees performance 

· Develop a forecast of the future value of NRA s performance in terms of employees output. 
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CONCLUSIONS AND RECOMMENDATIONS 

The research findings were already presented in the previous section. The aim of this section is to present the conclusions 
drawn from the research findings. The aim of this thesis was to find out how the financial and non-financial rewards are 
impacting employees motivation. The following research questions were settled and the aim of this paper was to answer these 
questions: 

· How are financial rewards impacting the employee’s motivation? 

· How are non-financial rewards impacting the employee’s motivation? 

· How much each reward practice is impacting employees motivation? 

It was considered necessary to map all the reward practices in use, how the rewards are distributed, what is the magnitude 
and relevance of the rewards and why these reward practices took place in order to understand the bigger picture of NRA‟s 
culture of rewarding. This was a requisite also to understand the premise for employee’s motivation in this organization. 
What is positive about NRA‟s reward practices is that the entire rewards approach is well implemented to their reward mix. 
The rewards offered to the employees include financial and non- financial rewards which indicate that the different employee 
needs are recognized as not all the employees are keen on receiving only financial rewards and vice versa. 

The entire rewards available for the employees are considered to be comprehensive and more importantly the rewards 
available are relevant for the employees. Based on the answers given to this very question in the questionnaire it can be said 
that the employees are satisfied with the relevance of the rewards because majority of the distribution of responses were 
diverse. NRA should not abandon the ability to have financial rewards as these were considered to be the most relevant 
rewards for the employees. It should be noted that in NRA the non-financial rewards are proven to be as relevant as the 
financial rewards. This note includes practical implication for the institution especially during the time of economic recession 
when the resources to reward allocation are tight or even diminished. According to the literature if the employees feel that the 
rewards are relevant they also feel motivated as the rewards correspond to their needs. This research adds to the literature as 
the employees considered rewards to be mainly relevant. 

In summary, what can be concluded is that both financial and non-financial rewards have impact on employee motivation. 
The impact which rewards have on motivation can be reinforcing or hindering one’s motivation. It is considered that the NRA 
has well managed to reward its employees as none of the employees felt that they are not motivated at all. For this case study 
organization what can be concluded is that the total rewards which they have in use are positively impacting the employee 
motivation as suggested by the regression result. From the findings the study recommends reward packages must be valuable 
to the employees and should be based on realistic and reliable standards. The rewards exercised at NRA must be clearly 
identified and should have some meaning for the employees. The reward plan exercised at NRA should be made clear to the 
employees so that they can simply determine personal cost benefits for different level of effort they put. The human resource 
department at NRA should consider developing clear policies and rules pertaining to how workers will be paid and the rules 
for achieving the standards and rewards should be understandable to all employees. 
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INTRODUCTION

Online shopping has been a growing phenomenon in the world. Today internet is not only a networking media, but also a 
means of transaction for customers. Online shopping is a form of electronic commerce which allows consumers to directly buy 
goods or services from a seller over the internet using a web browser.It has been widely accepted in the recent years mainly 
because people find it easy and convenient. The internet with its wide information allows the customers to go through various 
reviews of the product or services before purchase. These online shopping websites also have daily deals for the customers.
Online shopping is the third most popular internet activity after e-mail uses and web surfing. However online shopping has 
got its own drawbacks such as reduced opportunities for sensory shopping, lack of face to face interactions, delay in goods 
ordered, postponement of consumption etc. More over that there is a trust factor that has a great impact on consumer buying 
motive. Online shopping has got certain potential risk factors that may become a curse in success of online shopping. There 
are various factors influencing consumer’s trust such as integrity, security and privacy

LITERATURE REVIEW

Kangis and Rankin (1996); “ Online marketing offers great opportunities for one- to- one marketing, it significantly reduced, 
or oven puts an end to the personal service (human-to-human contract) characterizing traditional commerce”.

Vassos (1996) ; “ In tangible product categories, any home-shopping method involves a delivery time which means that 
the internet is disadvantage to physical stores as it fails to meet the customers need for instant gratification. Consumers may 
thus be reluctance to wait for the delivery of ordered goods for days/weeks if the same product can be collected immediately 
in physical outlets”.

Harvard business review (2000); “The study concludes that some consumers accept to shop from the internet in principle 
but technical complexities or ineffective systems discourage them”.

A STUDY ON TRUST AND PERCEIVED RISK IN ONLINE 
SHOPPINGWITHSPECIALREFERENCETORAMAPURAM

Reshma Rajesh K
ӀӀM.Com, Department of commerce ,Faculty of Science and Humanities,  

SRM Institute of Science and Technology, KATTAMKULATHUR , Chengalpattu District, Tamil Nadu.

The Trust and perceived risk are the two vital components which determine the online shopping behaviour. The World Wide 
Web has propelled in no small extend of changes in the attitude and behaviour of people all over the world .Online shopping 
has merged which influenced the lives of ordinary people.From this study, the trust and perceived risk in online shopping can 
be analyses. This present study helps to provide suggestion that prove beneficial to ecommerce companies .This paper is an 
outcome of the primary survey of 40 respondents.They acquire online shopping information from websites especially from 
the social network and purchase apparels, accessories mostly through cash on delivery method of payment. The most of the 
consumers are concern about the security of the payment system, and their overall online shopping satisfaction is mixed.

Key Words: perceived risk, trust , online shopping, ecommerce.
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Olson and Ol-son (2000); “The study argue the importance of one to-one inter- action to build trust among transacting 
parties since general wisdom is that trust needs touch”.

Cheung and lee (2001); “Various attempts have been made to uncover the factors determining consumer trust in internet 
shopping, characteristics of trustworthy online transaction, and external manifestation of trust in offline environment s that 
can be used to build trust in an online context”.

Miyazaki and Fernandez (2001); “The study investigated the relationship among online consumer behavior, perceived 
risk and levels of the internet experience. Their findings indicated that the internet experience may help consumers reduce risk 
perception and in turn, increase online purchase rate”.

Cho (2006); “Customers are uncomfortable when they are physically separated from the sales persons and response is not 
rapid. These effects make e-commerce seem risky due to fear of monetary loss or privacy exposure”.

Smith, D.A &Rupp, T.W (2003); “Strategic online customer decision making; Leveraging the transformational power of 
the internet)”.

OBJECTIVES

 ● To study the trust factors involved in onlineshopping.

 ● To identify various risks involved in onlineshopping.

 ● To identify the factors influencing customers to participate in onlineshopping.

 ● To determine the most preferred site for onlineshopping.

STATEMENT OF PROBLEM

This study is mainly conducted for knowing that how many respondents have trust online shopping, what are the risk that 
has been faced by the respondents and whether they are satisfied with online shopping. It deals with the respondents who use 
online shopping for the consumption. To identify various risks involved in onlineshopping.To identify the factors influencing 
customers to participate in onlineshopping.

RESEARCH METHODOLOGY

The research methodology adopted for carrying out the study is mainly designed as on descriptive work based on primary and 
secondary data, obtained from the questionnaire.

SOURCES OFDATA

Primarydata:
Study is mainly based on primary data and it is collected from 40 customers who conducted online shopping.

Secondarydata:
Secondary data is collected from various books, magazines, journals, newspaper and internet.

TOOLS OF DATA COLLECTION
The primary data for the study is collected through structured questionnaire. The questionnaire is pretested and necessary 
modifications are made in the final draft.
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SAMPLE DESIGN
Since the population of the selected locations for the research is very large and all the respondents could not be interviewed 
due to practical difficulties, only selected samples have been taken up for the study. Sample size of the study is 40. Here it is 
used convenience sampling technique for collection of primary data.

TOOLS OF ANALYSIS
To analyse the data obtained through primary data, mathematical and statistical tools like percentageis used. For presentation 
purpose, tables and diagrams are used.

LIMITATION OF THE STUDY

Utmost care has been taken with regard to the data collection, classification and analysis of data. However, the study is 
subjected to the following limitations.

 ● Lack of effective response fromrespondents.

 ●  The respondents has to fill the questionnaire while busy with their day to day activities, many people were reluctant 
toanswer.

FINDINGS

 ● From the study it is observed that the majority of the online shoppers arefrom male category(67.5%).

 ● The study shows that the age group 20-30 are playing major role inonline shopping(55%).

 ● The study observed that graduate level customers are mainly usingonline shopping(55%).

 ●  It is observed that the other category perform major part in online shopping among the different occupational 
groups(65%).

SUGGESTION

 ● The online vendors should create website having informative contentsto encourage onlineconsumers.

 ● To provide clear exchange of refund policy to minimize the perceived riskin purchasing.

 ● To provide more information about the products to compare the price and features with similar competingproducts.

 ● To provide more delivery centers in semi urban areasalso.

CONCLUSION

The study has been focused on trust and perceived risk in online shopping. It is found that the online buyers are predominantly 
male, young and educated. Internet usage pattern in terms of average time spent, place of accessing internet, and types of sites 
visited using internet between both buyers and non-buyers were almost same. The most popular purchases include clothes and 
electronic products. Majority of the customers also do recommend online shopping to others.
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INTRODUCTION 

A higher response to a global public sensitivity and awareness in contributing towards business organisations- play an 
important role in ecological, social and economic problems. An increasing numbers of organisations – willing to report 
economic, social and ecological stability and sustainability performance. Sustainability HRM, embraces the growth of the 
practitioner & academic literature connects to corporate sustainability. 

SUSTAINABLE HRM – THE EMERGENCE

Sustainable Development, ‘ development that meets the need for the present without compromising the ability of future 
generations to meet their own needs.’ Defined by The World Commission on Environment & Development. This has greatly 
influenced the sustainable development in the corporates. Sustainable HRM involves in taking a pro-active steps in developing 
the relations between the internal & external resources. Accountability of the company executives is tied in the interests of 
the shareholders. 

SCOPE & LIMITATIONS

An examination of  Sustainable HRM, there could be some limitations. As, Sustainable HRM is a recent area of research. 
There are number of core attributes and concepts related to  sustainability. National- level home country influences the study, 
particularly with global value chain analysis. The analysis of a small sample is commonly accepted. 

CONCLUSION

Sustainable HRM is an emerging concept that contributes to the organisation. Widely used by the scholars in the social 
accounting, to examine the contents of corporate sustainability repots, to assess the working of the companies and reaching 
the limit of the benchmark, the frameworks of the GRI provided.  Sustainable HRM with a parallel contributions will generate 

STRATEGIC HUMAN RESOURCE MANAGEMENT – A 
SUSTAINABLE HUMAN RESOURCE MANAGEMENT

Rosmi Reji 
M.Com , Department of Commerce, Faculty of Science & Humanities, SRM University, Kattankulathur, Chennai.

 

Strategic human resource management(SHRM), is a deep and affluent one. An elabroate manner explaination is needed in 
strategic human resource management. Human resource management(HRM) is a dominant approach emerged from Strategic 
human resource management. Since years passes the new approaches has evolved in human resource management (HRM). 
Sustainability is repleted with linguistic difficulties. Sustainable HRM is considered in various ways. This paper, researches 
on the major features of strategic human resource management and the relationship of SHRM and sustainablity. The 
organisational outcomes which in itself is broad. The positives and negatives effects of the aspects. The major characteristics 
of sustainability of HRM. The focus on human resource and the outcomes. Sustainable development has a very important 
contribution to the organisation. Its activities has increased corporative reports. 

Keywords:  Strategic human resource management, Human resource management, Sustainability development, Corporation.
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new insights for HRM in the oraganisation working for sustainable development. Exploring international differences in 
Sustainable HRM which is been neglected. The national- regulatory influences sustainable practices.
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INTRODUCTION

According to the changes, the organisations also should adapt them in the working. The changes could be an internal or 
external but due to the scenarios and mostly change in technology and law can effect the business of the organisation. Each 
oraganisation has its own working styles and standards, which will be different from other area or field oraganisations. Every 
organisations set goals and the targets to be achieved, and they work effectively and efficiently to the fullfillment of the 
standards and goals set by the organisation. There always two side of any topic, i.e., the benefits and limitations of the work 
from home concepts. In this paper we will discuss them. Work from home have a open range of new possibilities in workings 
of the businesses and structure of them. With this outbreak of the coronavirus pandemic(COVID-19), working from home has 
givem the employees in their comfort level and employers to make flexibility in the business operations. Before the outbreak, 
work from home was increasing as many employees identifies the benefits in improving their business and work- life balance 
of their employees. 

BENEFITS OF WORK FROM HOME

Working from home is not a new concept, but the needd in time quickly made this a important factor of the organisation 
to keep going in the market. With an increase in number of employees working from home is clearly benefited.

Flexibility & agility – work from home enables high agility and flexibility in working. Employees no longer tied to an 
office or work place, better places and  willings to work in flexible hours, like in early or late in the day or even at weekend 
days. 

Improve employee’s retention – working from home helps to retain employees due to the flexibility of home working 
will help in childcare needs, reducing their commute & enables to fit the work around an individual’s personal life. Allowing 
of work from home, employees will have increased level of trust from their employers, which will enhance and contribute to 
staff’s  loyalty.

BENEFITS AND LIITATIONS OF ONLINE WORKING FOR IT 
EMPLOYEES – COVID-19

Rosmi Reji 
M.Com , Department of Commerce, Faculty of Science & Humanities, SRM University, Kattankulathur, Chennai.

 

Online working requires a lot of internet, a laptop, your personal time which has to be managed properly. Flexibility gives 
the ability to work from anywhere and anytime. The internet has brought lot many opportunities. Huge number of people 
are reaping the benefits of online working. This has made increase in job creations across the world. Some organisations are 
working based purely on allowing its employees to work  from home. Some employee never show up for meeting at the office. 
Working from home or where one is comfortable in doing the work has increased the effectiveness in the work. In this, the 
COVID-19 has effected in many ways, work from home concept was eventually made a need and is accepted for long term 
in many oraganisations.

Keywords : Organisation, Employees, Work from home, Benefits of working, limitations of work from home, COVID-19

ABSTRACT



826
Copyright ©2020 Authors

Proceedings

Attracting new talents – it offers an incentive to join and work to attract new talent to your business. Offering the option 
of work from home will be a plus point in the job market over competitors who don’t offer it  as an option to their eployees.

Increase in productivity – because of few interruptions, that would normally be taking place in an office or work place. In 
contrast, working from home allows a quiet environment that will facilitate for more focused work completion,  employees 
will work for longer period of time, as they can use the time saved from commuting to start work early, late or both.

Increase in employee motivation -  working from home employee will be more trusted by their employers as the work 
relationship isn’t closely monitored and checked by the employers and employees are allowed for a degree of autonomy to 
get on with their works. Employees will show interest and happy in developing a home working routine that will suits them 
better and thus it can contribute towards them to feel highly motivated to give out their best.

Improve in employee’s health and wellbeing - this eliminates the need for a commute to work that can be stressful to your 
employees. Time savings, also enables employees to get extra health benefits like, good amount of sleep, more family time, 
exercise or prepare healthy meals.

Financial benefits – saves an office space, office supplies, utility bills and other facilities. Employees can also take 
advantage of the tax reliefs available from HM Revenue & Customs (HMRC) for working from home.

Convenience - Employees that make a lot of visits to customer’s locations and are  not regularly to the office. This Allows 
them to make a base from home leading to more convenient and time & costs savings.

Better work-life balance - working from home will help employees to improve  work-life balance. Employees, who would 
have had to commute will now be able to use that time for themselves, for a better work-life balance. Employees also fit into 
household chores while working days giving more free time.

Technology made it easy - the internet made it possible for employees to continuously connected with the office. Tools 
such as Zoom, Skype etc  have made an easy communication between colleagues and teams, easy and leads to make meetings  
more efficient and effective.

Less sickness absences – employees are more likely to feel happy, satisfy and puts more energised working and which 
leads to less chance of their immune system being negatively impacted. Also, the fact that employees are working in isolation 
so there is less chances of infections spreading as in the case, within an office premises.

Less holidays - working from home, feels like a break from the office even though eployees are working. Employees will 
feel more energised & will have more time for family and there will not be the need to take leaves. But as an employer it’s a 
duty to ensure and give employees proper holidays. 

Limitations – work from home
But as we say, coin has two sides every same way there are some limitations to employees working from home.
Work from home doesn’t suit everyone - working from home may not suit to everyone’s personality or ability. Some employees 
prefer the routine & structure workings of an office premises. Some staff will prefer one to one interactions with colleagues 
and guidance with managers extremely benefits in complete tasks and achieving the goals. Also for the employees with a 
disability has to be take care of. Work from home may have a negative impact, also may not fit in with every employees home-
life, for instance, some may have young children that may be unaware of boundaries in the working days. Others may not have 
the physical space required to create a suitable dedicated working area.

Employees feel isolated - individuals working from home, feel disconnect from their colleagues and organisation as a 
whole that an office premises allows naturally. To address this issue employers must ensuring more and regular communication. 
Scheduling quick catch-ups and meetings through phone,like Zoom,Skype,etc employees are given more opportunity to feel 
connected and be part of the team. More informal and social catch-ups and meetings will also help to reduce isolation.

Difficulty in monitoring performance – difficulty in managing home, workers and monitoring their performance can be 
a tough task. Different personalities have different respond to monitor with varying degrees of positivity. Setting goals and 
targets with employees, which can be easily measured, if targets aren’t met, and can identify and remedy at an early step. 
Managing employee performance and effectively managing employees working from home.
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Home distractions – well working at home, removes the distractions occuring in the office, doesn’t have a suitably quiet 
dedicated working space at home, causes  distraction, by household noises, members of the family or surroundings.

Potential burnout - an office gives a clear physical difference between work place and home life, working at home leads 
to employees forgetting to keep work-life and home-life separately. leading employees, to switch off from work leading to 
longer period of time, increase in stress. Employers should encourage the employees in taking regular breaks and gaps.

Cost – the initial costs of training and providing with suitable equipments, such as laptops, mobile phones and other IT 
equipments. 

Problems with employee development - physical proximity leads to difficulty in maintaining and increasing employee’s 
development and skills. encouraging employees to take up the opportunity to learn new skills through online events & courses. 

Information security risk - information security issues are more likely to occur when employees work from home. The 
chances of  increase in risk with laptops at home and the need for employee to access servers remotely. Employers has to 
ensure measures taken to protect company data by installing encryption software and remote-wipe apps if mobile devices 
provided by you go missing. Virtual private networks also encrypts data and provide secure access to a remote computer over 
the internet. This helps keeping files and data secure yet accessibility to employees.

Negative impact on mental health - the switch of work from home can have a negative impact on employee’s mental 
health i.e., unable to find a routine, struggles to separate work life & home life or feels isolated. Encouraging and motivating 
employees in developing a working routine, a dedicated work space and set boundaries. Creating more opportunities to 
employees to be connected and communicating through regular chats and team meeting. Eating healthy and regular exercises 
also helps to improve mental health. 

Decreased employee’s morale – it’s hard to maintain team-spirit, employees working from home on their own. working 
from home suits some jobs better than others. Similarly, working from home suits some individuals but not everyone. Some 
people may prefer colleague contact by face-to-face communication.

ANALYSIS & INTERPRETATION

The above graph [Fig.1] shows the age of the employees, working with oraganisation. The increase in effective and 
efficient working can be fullfilled in any age but since we are discussing about online working many wouldn’t be comfortable 
with the technologies and how handle. It is very important to have a knowledge about the technologies and equipments. The 
organisation has more people aged in between 35 to 55, that means who are more likely to use the gadgets, frequently. The 
people moving with the time.

In the above fig, it reveals the satisfaction level of the employees in online working, employees are higher satisfaction 
level as they are working online and completing the works and tasks in their comfort zone. Moderate level of satisfaction to 
some of the employees it may caused due to lack of technical knowledge and practices. And few find it difficult to tackle and 
handle the works from home, they need face to face interactions which happen in the work premises.

In this above chart, a huge number of employee are IT professionals- which gives a positive outcome of the work and task. 
Thus they are capable enough to finish the work at home in effective and efficient manner. Only a few number of employee 
should be trained and assign the tasks, but this few wuld be the lower level employees of the organisation. So, however the 
organisation sound well and carry on with online working, work from home.

REVIEW OF LITERATURE

According to the research, the COVID-19 has made the organisational work to be online and work from 
home method for smoothly carrying out the business without any delay in the work and completing the 
tasks. Online working has proved to be successful one, it shows the effective and efficient completion of 
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work. Because of the results some organisations are going to continue with work from home as it improved 
the capabilty and capacity of employees in the oraganisations.

If the employees are satisfied and made to do the work at their comfort zone, they can easily enhance the 
working standards. Employee are an organisations main brain resources so, taking care of them willl only 
have a positive impact on the organisation.

CONCLUSION

Organisation often ignores the work of the employee or their contributions, but mostly the employers do have a duty to their 
employees. The COVID-19 has changed the work culture and standards in an organisation. India ha sdifferent working culture 
varies from business to business and in different fields. As working in online, it has both positive and negative impacts. This 
paper complete points out the benefits and limitations in terms of the concept work from home. 

The employee can adapt a flexible time and place, improving the productivity, conveyance, health and well-being of the 
employee, bettee work life and motivation of keeping the work satisfaction upto the level. There are the limitations of the 
working from home – lack of face to face communications, distractions in the home which reduces the focus of the employee, 
difficult to monitor time to time of the employee by employer. Employee may feel isolated and exhausted. Negative impact of 
employees health and mind, risk of information and data security, employee’s development, decreasing employee’s morale. 
The employer and employee meets up in the virtual meeting, there wouldn’t be any physical contacts and connections. Every  
individuals are at their own places.
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INTRODUCTION

Online shopping is the new trends in the marketing system. In India, it used to refer the computer based shopping. Over the 
past few years, online shopping has increased the percentage of online buyer’s in India. Online shopping is the new examples 
of the business revolution. E- Tailing is the form e- commerce. Online shopping consumer behavior is also called as E- 
shopping consumer behavior.

STATEMENT OF THE PROBLEM

Online shopping plays an important role in the modernization. Many of the educated peoples are using these websites and 
connected with mobile phone also. The attitude and preference of customers on purchasing products through online are 
affected by various factors. In the current scenario, one of the leading online shopping websites includes  Amazon. Taking this 
aspect into account, a study is conducted to know the attitude towards online shopping on Amazon.

OBJECTIVES OF THE STUDY
To understand the customers opinion towards Amazon in Tirunelveli district.
To find out the benefits available on online buying through Amazon.
To analyze the problem faced by the customers of Amazon.

METHODOLOGY
The present study on the customer attitude towards Amazon in Tirunelveli city is descriptive and analytical in nature. The 
researcher has used both primary and secondary data. The primary data has been used by way questionnaire.The qustionnaire 
consists of quantitative and qualitative multiple choice questions and the respondents are asked to choose the one choice of 
the best amongst the multiple choices. The secondary data has been collected from the E- books, E-journals, and some other 
internet sources also.

STATISTICAL TOOL FOR DATA ANALYSIS
From the collected data the researcher has used the necessary tables were prepared. The researcher has prepared the Percentage 
analysis only

A STUDY BASED ON CUSTOMER SATISFACTION TOWARDS 
AMAZON ONLINE PURCHASE IN TIRUNELVELI DISTRICT

Swetha 
Student, SRM Instiute of Science and Technology

Online shopping is the new trends in the marketing system. In India, it used to refer the computer/ mobile based shopping. 
Over the past few years, online shopping has increased the percentage of online buyer’s in India. The discussion of this study 
mainly focuses on Customer Satisfaction towards Amazon Online purchase in Tirunelveli district. In this study based on some 
objectives; the customers opinion towards Amazon in Tirunelveli district, the benefits available on online buying through 
Amazon in addition to analyze the problem faced by the customers of Amazon. The attitude and preference of customers on 
purchasing products through online are affected by various factors. The researcher has used both primary and secondary data. 
The researcher has find out “Today internet is the user friendly communication medium and its awareness and usage level is 
progressively increasing in all segments of the society”.

Keywords: Online Shopping, Amazon and Customer Satisfaction
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SAMPLING TECHNIQUE
The researcher has selected the 60 sample from the respondents in Tirunelveli city based on convenience sampling. Respondents 
were selected from the population in random.
From the above table 8% of respondents have purchased books, 18% of respondents have purchased gifts, 13% of respondents 
have purchased Accessories, 27% of respondents have purchased dresses, 22% of respondents have purchased E – Gadgets 
and rest of 12% of respondents have purchased home appliances.

FINDINGS OF THE STUDY
The following are the specific findings of the study
It can be understand that majority (57 %) of the respondents are Female who purchase the products through Amazon.
It’s inferred that among 60 respondents, 67% of the respondents are in the age group of 20 -40 years.
It exhibits 45% of the respondents are Post graduates.
Most (66.7%) of the respondents earn less than Rs. 10,000 per month.
It reveals that 50% of the respondents are purchasing goods from Amazon for less than 1 year.
It’s inferred that 60% of the respondents selected from the purchase sometimes.
Majority (27%) of respondents have purchased dresses through Amazon.
45% of the respondents choosing cash on delivery method for making their payment through Amazon.
It has been observed from the analysis, 57% of the respondents are facing the problem of delay in delivery while shopping 
Amazon.
 Based on the findings the following suggestions were in order to improve the customer satisfaction and their attitudes of 
purchasing goods through online.
The study reveals that, females are using Amazon. So this leads to concentrate on the goods used by men.
Amazon has increased the customer care service to avoid the problem faced by the respondents.
Majority of the people purchase dresses through Amazon. So concentrate on the other products.
Transaction should be safe and security assured to the people.

CONCLUSION
Today internet is the user friendly communication medium and its awareness and usage level is progressively increasing in 
all segments of the society. In India most of the people are used traditional means to buy their online stores and for them it’s 
going to take a few years to change. But the categories of people especially the elite group are using the system. There is a 
bright future for online stores.
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INTRODUCTION

On 11 March 2020, COVID-19 received its ignominious pandemic status from the World Health Organization. The global 
economy, however, has already contracted the flu. India only became directly affected in March and, considering the lockout, 
tax collections (including GST) are projected to be a washout in the first quarter of this financial year. The fiscal consequences 
are not slight.GST rates in India are fairly high and the prescribed framework is rigid in order to ensure compliance. Unless 
they pay the entire tax owed, a taxpayer cannot file returns. In addition, an input tax credit is granted to a customer to the 
extent that their supplier has paid taxes to the government. Moreover, unlike most of the GST world, India provides no leeway 
for adjusting tax liabilities in the event of bad debts.It is evident that such an interconnected ecosystem has the potential, and 
needs to be decoupled, to exacerbate the expected ensuing financial crisis.At present, both on their sales and on certain defined 
procurements (such as imports), a taxpayer needs to pay his tax liability. The tax payable on procurement is in most cases, 
similar to the advance payment of taxes, since taxpayers are entitled to receive an input tax credit.(Pimprikar, 2020). Despite 
various tax constraints posed by covid 19, Government of India has used taxation as pandemic control tool on revenue side 
by offering temporary cash flow relief to large taxpayers by allowing 15 days of delay in payment of taxes without interest 
and thereafter at a reduced rate of 9 percent (compared to 18 percent daily interest) until 30 June 2020, Government of India 
has considered an all-inclusive approach by allowing further relief to business entities with up to Rs 5 crore turnover from 
payment of any interest for tax period(Sapra& Kumar, 2020).Despite many efforts, covid 19 pandemic has seriously affected 
tax collection and this paper seeks to explain the impact of covid 19 in GST tax collection.
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REVIEW OF LITERATURE

 (Bansal et al., 2020)“observed that Indian economics has a pause for the present time due to COVID-19 a global 
pandemic situation and it will continue until national lockdown. During the lockdown period, each and every industry would be 
affected adversely. Revenue from economic activities will be reduced, ultimately adding to the Indian GDP deficit. Similarly, 
the Indian government’s tax revenue will decline. International currency reserves would also be negatively affected.”
 (Kimbonguila et al., 2019) “explored the effect on taxation in Indonesia of the covid-19 pandemic, the circumstances 
facing taxpayers, and the tax regulation in the midst of the covid-19 pandemic. The results showed that Indonesia implements a 
policy of tax amnesty through the provision of tax incentives and tax amnesty through some measures, such as the Government 
Regulation in Lieu of Law relating to the management of the financial state, the policy of the Minister of Finance and the 
Directorate General of Taxes relating to the pandemic covid-19.”
 (Li et al., 2020)“opinioned that increasing adequate tax revenue in the post-COVID-19 economy to pay for the cost 
of COVID-19 response measures may include the restructuring of the tax system, the reform of some specific taxes and the 
implementation of new taxes The rapid and massive fiscal reaction to COVID-19 indicates that governments can take action 
to address large and systematic risks.”
 (Steel, I., Phillips, 2020)“suggested that with the public health and economic impacts of the coronavirus pandemic 
increasingly increasing, as the situation of their country changes, tax officials need to be ready to update their predictions 
and policy responses. Therefore it would be helpful to improve mechanisms that promote this such as current forecasting and 
evaluation frameworks.”
 (Craig & Hines Jr., 2020) “commented that tax policies may be used to establish flexible incentives for individuals 
and companies, which is why environmental and other externalities are regularly regulated. They can be used to monitor the 
spread of disease in a similar way. Furthermore, taxes collect money that governments use to fund health expenditures and 
payments to the hardest affected by the economic fallout of a pandemic.”
 (Clemens & Veuger, 2020)“studied the effects of the Covid-19 pandemic on state government sales and income tax 
revenues. They forecasted that that the economic declines indicated by the latest Congressional Budget Office projections 
would lead to a sales and income tax revenue deficit of approximately $106 billion for the 2021 fiscal year. This corresponds 
to 0.5 percent of GDP and 11.5 percent of our sales and income tax estimates pre-Covid.”

Thus from the above available literature it is evident that very few researches were carried out on tax system and covid 
19 pandemic. Further these studies emphasize on how covid 19 disrupt tax system thereby affecting GDP of the country. Few 
studies focused on using tax reliefs as a solution for financial problems. However, it s clear that studies did not focus on tax 
collection and its relevance with covid 19. Thus there is a research gap which needs to be bridged and hence this study is 
carried out.

STATEMENT OF THE PROBLEM

Goods and Services tax is one of the major tax reforms in India. Upon analysing tax system of different countries, it is very 
much evident that indirect taxes contribution to government’s revenue is more than that of direct taxes. This conveys us that 
indirect tax collection plays a major role in deciding welfare and development schemes in a country. COVID 19 pandemic has 
disrupted various economic dimensions of a country. Tax system is no way an exemption to it. Thus there is a need to study 
the aftermath of covid 19 on indirect tax system and hence this study is carried out.   

OBJECTIVES OF THE STUDY

The objectives of the study were as follows

RESEARCH METHODLOGY

The data required for the study is collected with the help of secondary sources. To ensure fair comparison, equivalent period 
of tax collection is considered for pre-covid 19 period and post covid 19 period. The secondary data were collected for the 
period September 2019 to August 2020. Simple Average and Growth rate techniques were used for comparative analysis 



833
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

while Wilcoxon test is used to study the relationship between goods and services tax collection and covid 19 pandemic. The 
tax collection is used as a variable to study GST while pandemic cases were taken into account to study covid 19 pandemic.

SIGNIFCANCE OF THE STUDY

This study will benefit the researchers in the area of taxation. This paper will provide a fundamental understanding of chain 
effect of uncertainty on Indirect tax system thereby on other economic aspects of business.  This study will also benefit 
economists and other policy makers as the study suggest some measures to minimize the effects of tax revenue collection 
during pandemic and other uncertainties time.

RESULTS AND DISCUSSION

Table 1 show CGST Collection during Pre-Covid and Post-Covid 19 period

PRE-COVID ERA CGST % GROWTH POST-COVID ERA CGST %GROWTH

Sep-19 16629.68 14.43% Mar-20 19180.73 16.64%

Oct-19 17581.34 15.25% Apr-20 5065.60 4.39%

Nov-19 19591.90 17.00% May-20 10324.10 8.96%

Dec-19 19961.88 17.32% Jun-20 18975.00 16.46%

Jan-20 20943.77 18.17% Jul-20 16144.08 14.00%

Feb-20 20568.94 17.84% Aug-20 15905.78 13.80%

TOTAL 115277.51 100% TOTAL 85595.30 100%

AVERAGE 19212.92 16.67% AVERAGE 14265.88 12.38%

Source: Secondary Data Analysis
Interpretation
The table 1 shows Central Goods and Services Tax revenue collected during pre-covid and post-covid period. The above table, clearly 
communicates the dip in revenue collection due to covid 19. Lockdown was imposed in India in the last week of March 2020 where 
CGST revenue constitutes 16.64% of the total CGST revenue considered in post covid 19 era. After March 2020, there is a slowness in 
CGST revenue collected as much of the businesses were locked down. CGST revenue is very low in the month of April 2020 due to the 
intensive lockdown.  While making a comparative study, it is also clear that revenue fall from 16.67% to 12.38% in the post covid era.  

Table 2 show SGST Collection during Pre-Covid and Post-Covid 19 period

PRE-COVID ERA SGST % GROWTH POST-COVID ERA SGST % GROWTH

Sep-19 22597.66 14.51% Mar-20 25598.46 23.08%

Oct-19 23673.80 15.20% Apr-20 5949.67 5.37%

Nov-19 27144.82 17.43% May-20 12904.79 11.64%

Dec-19 26792.05 17.20% Jun-20 23965.13 21.61%

Jan-20 28223.35 18.12% Jul-20 21415.28 19.31%

Feb-20 27347.83 17.56% Aug-20 21063.89 18.99%

TOTAL 155779.51 100% TOTAL 110897.21 100%

AVERAGE 25963.25 16.67% AVERAGE 18482.87 16.67%

Source: Secondary Data Analysis
Interpretation
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The table 2 shows State Goods and Services Tax revenue collected during pre-covid and post covid 19 period. From the above 
table it is clear that States were able to ensure no dip in the revenue collected. However it can be noticed that average SGST 
revenue has been reduced from ₹25963.25 crores to ₹18482.87 crores.

Table 3 show IGST Collection during Pre-Covid and Post-Covid 19 period

PRE-COVID ERA IGST % GROWTH POST-COVID ERA IGST % GROWTH

Sep-19 22971.86 14.34% Mar-20 26449.91 21.97%

Oct-19 25071.09 15.65% Apr-20 7955.47 6.61%

Nov-19 28078.44 17.53% May-20 16060.08 13.34%

Dec-19 26803.96 16.73% Jun-20 24592.82 20.42%

Jan-20 29531.69 18.43% Jul-20 22266.20 18.49%

Feb-20 27757.59 17.33% Aug-20 23084.91 19.17%

TOTAL 160214.63 100.00% TOTAL 120409.40 100.00%

AVERAGE 26702.44 16.67% AVERAGE 20068.23 16.667%

Source: Secondary Data Analysis
Interpretation
The table 3 shows Integrated Goods and Services Tax revenue collected during pre-covid and post covid 19 period. From the 
above table it is clear that IGST were able to ensure no dip in the revenue collected. However it can be noticed that average 
IGST revenue has been reduced from ₹26702.44 crores to ₹20068.23 crores.

Table 4 show CESS Collection during Pre-Covid and Post-Covid 19 period

PRE-COVID ERA CESS % GROWTH POST-COVID ERA CESS %GROWTH

Sep-19 6891.84 15.74% Mar-20 7464.64 22.13%

Oct-19 6832.83 15.60% Apr-20 631.59 1.87%

Nov-19 6858.38 15.66% May-20 5578.03 16.54%

Dec-19 7484.25 17.09% Jun-20 7057.43 20.92%

Jan-20 7813.49 17.84% Jul-20 6458.22 19.15%

Feb-20 7906.55 18.06% Aug-20 6542.39 19.40%

TOTAL 43787.35 100% TOTAL 33732.30 100%

AVERAGE 7297.89 AVERAGE 5622.05

Source: Secondary Data Analysis
Interpretation
The table 4 shows CESS collected during pre-covid 19 and post covid 19 period. From the above table, its s clear that the 
CESS revenue collection decreased to ₹5622.05 crores from ₹7297.89 crores after COVID 19 Pandemic. This due to fall in 
the physical sale transactions and restrictions imposed trade and business during covid 19 period.
H0 – There is no significant relationship between CGST tax collection and COVID 19 Pandemic
H1 – There is a significant relationship between CGST tax collection and COVID 19 Pandemic
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Table 5 showing Wilcoxon Test Results

Ranks Test Statistics

N
Mean 
Rank

Sum of 
Ranks

CGST - covid19

CGST - 
covid19cases

Negative Ranks 5a 4.00 20.00 Z -1.992b

Positive Ranks 1b 1.00 1.00 Asymp. Sig. (2-tailed) .046

Ties 0c

Total 6

Source: Secondary Data Analysis

Interpretation

The table 5 shows the results of Wilcoxon test. From the above table it is clear that there is a significant 
relationship between CGST revenue and COVID 19 Pandemic. Since the computed value 0.046 is less than 
the significant value of 0.05, the null hypothesis which states that there is no significant relationship between 
CGST tax collection and COVID 19 Pandemic is rejected and the alternate hypothesis as stated above is 
accepted.

H0 – There is no significant relationship between SGST tax collection and COVID 19 Pandemic

H1 – There is a significant relationship between SGST tax collection and COVID 19 Pandemic

CONCLUSION AND RECOMMENDATIONS

To conclude, from various analysis of research study it is evident that covid 19 has disrupted the goods 
and services tax collection. Lockdown is one of the reasons for fall in tax revenue collection.  Though this 
could not be avoided, alternate measures have to be taken make business more digitalized rather than physical 
transactions. To make this infrastructural facilities needs to be developed to make businesses digitalized. 
Concept of digital currency framework can be developed to offset revenue loss.
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INTRODUCTION

The Purchase decision of consumers is largely influenced by their purchasing power. The Purchasing power of consumers, 
in turn, are influenced by the taxes imposed on them. Often taxes limits the purchasing power of consumers. Thus, in such 
conditions, a rational consumer will design his shopping behaviour in such a way that the resources available with him 
are utilized in a best possible way resulting in maximum benefits at a lower cost. The study of consumer behaviour is of 
fundamental importance to marketers as it helps them in understanding the buying pattern of consumers. Further, analyzing 
the consumer behaviour will also help the marketers to predict the future trend of the market. This information can be used 
for designing proactive marketing strategies so that the businesses are ready for change that is going to occur in future and 
capitalize the profit opportunities offered by the market. Further understanding consumer behaviour helps marketers and other 
stakeholders of businesses in the following ways

 ● It helps the businesses to understand the consumer’s price for the product.

 ● Understanding best consumer convincing promotion tools of business. 

 ● Understand the behaviourial characteristics of different groups in the population.

 ● Develop strategies for customer retention and so on.
Understanding the influences of taxes on purchasing behaviour is equally important for consumers. Indirect taxes play a major 
role in influencing the spending ability of consumers. Goods and Services Tax, often referred to as GST, plays a key role in 
purchase decision of Indian consumers. GST as an instrument of fiscal policy of government determines the price level of 
the country. GST is included in the selling price of the product. Thus the tax rates will have a huge impact on their purchases. 
Often taxes impact on purchase behaviour is reflected by reduction in quantity of goods bought by the buyer. However the 
behaviour directly dependent on price increase, importance of goods for customer, the level of customers’ wealth, the share 

GOODS AND SERVICES TAX AND CONSUMER BUYING 
BEHAVIOUR – A STUDY

Mr.Gowtham Ramkumar
Research Scholar, Department of Commerce, College of Science and Humanities,  

SRM Institute of Science and Technology, Kattankulathur, Chennai -603203 
Email ID:gr5013@srmist.edu.in

Dr.S.Chitra
Associate Professor and Head, Department of Commerce, College of Science and Humanities,  

SRM Institute of Science and Technology, Kattankulathur, Chennai -603203
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of goods in total consumption expenditure, etc. Thus the marketers needs to understand how taxes impact the consumers 
purchase decision. This can help them in framing pricing policies in such a way that the consumers do switch over from their 
products to another due to price changes. This research study seeks to identify the relationship between buying behaviour and 
GST with specific emphasis on Fast Moving Consumer Goods industry.

REVIEW OF LITERATURE

Gowtham Ramkumar and Chitra.S in their study titled “Role of Goods and Services tax in influencing disposable income 
of consumers” concluded that indirect taxes have a direct positive relationship with the disposable income of consumers. 
They suggested that businesses should design their marketing strategies according to the changes in the tax policies. Further 
consumers can reduce the negative impact of goods and services tax by tax planning.

Gowtham Ramkumar (2018) in his study titled “Consumer perceptions towards Goods and Services Tax Implementation 
– An Economic approach” 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 “A Study on consumer perception towards goods and services tax in 
Kanchipuram district” 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) Studied, “Role of products and Services Tax within the growth of Indian economy” and ended that 
that in overall GST is helpful for the event of Indian economyand this will jointly facilitate in up the Gross Domestic product 
of the country over 2 percent.” (Pradeep Chaurasia, 2016)

Jaiprakash ( 2014) in his analysis study mentioned that “the GST at the Central and thus the State level area unit expected 
to gift further relief to trade, trade, agriculture and customers through a further comprehensive and wider coverage of input 
tax set-off and repair tax set-back, subsuming of the many taxes at intervals the GST and phasing out of time. Responses of 
trade and in addition of trade ar thus encouraging. so GST offers USA the only option to broaden our assets which we have 
a tendency to mustn’t miss this opportunities to introduce it once the circumstances area unit quite favorable and economy is 
enjoying steady growth with entirely delicate inflation.” (Jaiprakash, 2014)

STATEMENT OF THE PROBLEM
Goods and Services Tax play a predominant role in influencing the buying behaviour of consumers. Consumers are considered 
as Kings of businesses. Without consumers, businesses cannot survive. Taxes influence the prices of the products. Thus it 
influences the shopping pattern of consumers. A rational consumer will always buy a product that best satisfies his requirements 
at a lower cost. Thus business needs to understand the relationship between indirect taxes and buying behaviour of consumers. 
Thus, this study seeks to identify the relationship between GST and buying behaviour of consumers with reference to FMCG 
sector.

NOVELTY OF RESEARCH
Various research studies were carried out by eminent researchers on goods and services tax. Similarly large number of research 
studies were carried out to understand the consumer behaviour. However very few studies were carried on relationship 
between indirect taxes and consumer behaviour. In Indian context, research studies relating to goods and services tax often 
focuses on its problems and prospects for different sector. Consumer behaviour research studies often focused on identifying 
factors contributing to purchase decision, customer satisfaction, customer perception and so on. The research studies did not 
focus on relationship between indirect taxes and consumer behaviour. Hence this research study is carried out and it is unique 
from other research studies relating to goods and services tax implemented in India.

OBJECTIVES OF THE STUDY
The objectives of the study are as follows
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 ● To analyze the demographic profile of the respondents.

 ● To portray consumer perceptions about goods and services tax and consumer behaviour.

 ● To identify the relationship between goods and services tax and consumer behaviour.

 ● To suggest measures on designing successful business strategies.

SIGNIFICANCE OF THE STUDY

This study seeks to benefit taxation researchers and FMCG companies. This research will provide 
a basic framework for taxation researchers on the mechanism in which the consumers alter their buying 
behaviour because of the changes in the indirect taxes. Further, FMCG companies can understand how indirect 
taxes critically impact their decisions and this will help to designing successful pricing strategies to win over 
their competitors in the market.

RESEARCH METHODOLOGY

Sources of Data Primary Data with Structured Questionnaire
Research Design Quantitative and Empirical
Sampling Design Simple Random Sampling
Sample Area Chennai
Sample Size 50
Statistical Design Descriptive Analysis, Multiple Regression Analysis
Independent Variables Goods and Services Tax, Spending Ability
Dependent Variables Purchase Decision

INSTRUMENTAL VALIDITY AND RELIABILITY

Table 1 showing Validity of the Instrument

Correlations

GST GSTPD GSTSP TotalGST
GST Pearson Correlation 1 .634** .015 .813**

Sig. (2-tailed) .000 .930 .000

N 50 50 50 50

GSTPD Pearson Correlation .634** 1 .020 .795**

Sig. (2-tailed) .000 .906 .000

N 50 50 50 50

GSTSP Pearson Correlation .015 .020 1 .474**

Sig. (2-tailed) .930 .906 .003

N 50 50 50 50

TotalGST Pearson Correlation .813** .795** .474** 1

Sig. (2-tailed) .000 .000 .003

N 50 50 50 50

**. Correlation is significant at the 0.01 level (2-tailed).
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Source: Primary Data Analysis
Table 1 shows the validity of the instrument used for the study. The Questionnaire used for the study is divided into three 
parts excluding demographic profile such as GST perceptions, purchase decision and spending ability. The results suggest 
that the questionnaire has a greater validity. The total correlation between the variables is highly significant i.e. 0.000, 0.000 
and 0.003 respectively

Table 2 showing Reliability 

Reliability Statistics
Cronbach’s Alpha N of Items
.883 26

The Table 2 shows the reliability of the instrument. The Cronbach Alpha value 0.883 indicates good reliability of the results 
of this study. 

RESULTS AND DISCUSSION

Table 3 shows Age of the Respondents

Age of the Respondents

Frequency Percent Valid Percent Cumulative Percent
Valid 21-30 42 84 83.8 83.8

31-40 8 16 16.2 100.0

Total 50 100.0 100.0

Source: Primary Data Analysis
The table 3 shows the Age of the respondents. From the above table it is clear that 84% of the respondents are in the age group 
of 21-30 and 16% of the respondents belong to 31-40 respectively.

Table 4 shows Monthly Income of the Respondents

Monthly Income of the Respondents

Frequency Percent Valid Percent Cumulative Percent
Valid Below 10000 30 60 59.5 59.5

10000-20000 8 16 16.2 75.7

Above 30000 7 14 13.5 89.2

20000-30000 5 10 10.8 100.0

Total 50 100.0 100.0

Source: Primary Data Analysis
The table 4 shows the monthly income of the respondents. From the above table it is clear that 60% of the respondents earn 
below Rs.10000 per month, 16% of the respondents earn between Rs.10000 and Rs.20000 per month and 14% earn above 
Rs.30000 per month while 10% employees earn Rs.20000 – Rs.30000 respectively. 

Table 5 shows Educational Qualification of Respondents

Educational Qualification of the respondents

Frequency Percent Valid Percent Cumulative Percent
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Valid Undergraduate 35 70 70.3 70.3

Post Graduate 8 16 16.2 86.5

Professionally Qualified 6 12 10.8 97.3

Others 1 2 2.7 100.0

Total 37 100.0 100.0

Source: Primary Data Analysis
The table 5 shows the educational qualification of the respondents. From the above table it is clear that 70% of the respondents 
are undergraduate, 8% of the respondents are post graduates, 6% of the respondents are professionally qualified while 1% of 
the respondents belong to other category respectively.

Table 6 shows the consumer perception about Goods and Services Tax

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Dual GST increased tax collection due 
to wider base and better compliance.

50 1.00 5.00 3.8108 .99549

It has increased inflation rates in the 
country.

50 2.00 5.00 3.6216 1.08912

Dual GST is a simple tax compared to 
previous tax system.

50 2.00 5.00 3.5946 .95625

Dual GST reduces cascading effects 
of taxes

50 1.00 5.00 3.5676 1.14359

Dual GST increases efficiency of the 
economic system.

50 1.00 5.00 3.4865 1.01712

It removes trade barriers and 
facilitates ease of doing business

50 1.00 5.00 3.4324 1.11904

Dual GST reduces transaction costs of 
taxpayers

50 2.00 5.00 3.4324 1.09394

ITC reduces price paid by consumers 
for goods and services.

50 1.00 5.00 3.3784 1.08912

Tax structure helps in attracting FDI 
and reducing cost

50 2.00 5.00 3.3784 .82836

Four tier GST system makes tax 
administration easier

50 1.00 5.00 3.3784 .98182

Valid N (listwise) 50

Source: Primary Data Analysis
The table 6 shows the consumer perception about goods and services tax. The results are shown in descending order of means. 
Highest mean indicate more favorableness to a statement and vice versa. The consumers feel that GST has facilitated the tax 
collection made by the government. Thus is indicated by the highest mean score of 3.81. Further consumers also feel that the 
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newly introduced goods and services tax has increased the inflation rates in the country. It is indicated by the mean core of 
3.62. Further it is also clear that goods and services tax made the indirect tax system simple, increased economic system’s 
efficiency and reduced the cascading effects. They are indicated by mean score of 3.59, 3.48 and 3.56 respectively.

Table 7 shows the consumer perception about purchase decision

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Price plays a major role in my brand selection decision. 50 2.00 5.00 4.2162 .78652
GST had made an impact on social behavior of consumers. 50 2.00 5.00 4.1081 .80911
GST has increased digitalized payments during purchases. 50 1.00 5.00 3.7568 1.06472
GST facilitates in understanding the target markets. 50 2.00 5.00 3.6757 .97337

Post sale services are available for high priced products and it is 
satisfactory.

50 1.00 5.00 3.6486 .91943

GST has increased the competitiveness of businesses. 50 1.00 5.00 3.5946 .92675
GST helps in understanding the external influences on businesses. 50 1.00 5.00 3.4865 1.04407
High GST products are available when demanded by customers 50 1.00 5.00 3.3784 1.08912
High GST products are of good brand image. 50 1.00 5.00 3.2162 1.29390

High GST products provide user convenience. 50 1.00 5.00 3.0000 1.08012
Valid N (listwise) 50

Source: Primary Data Analysis
The table 7 shows the consumer perception about role of goods and services tax in purchase decision. The results are shown 
in descending order of means. Highest mean indicate more favorableness to a statement and vice versa. Price of the product 
is a major factor in consumer’s purchase decision. Thus is indicated by the highest mean score of 4.21. Further consumers 
also feel that the newly introduced goods and services tax has modified their social behaviour. It is indicated by the mean core 
of 4.10. Further it is also clear that goods and services tax has increased digitalized payments, facilitated targeting and make 
customers satisfied about post sales services. They are indicated by mean score of 3.75, 3.67 and 3.64 respectively.

Table 8 shows consumer perception about Spending Ability after GST

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
GST has increased the cost of living. 50 2.00 5.00 4.1351 .91779
GST limits my spending ability. 50 2.00 5.00 4.0811 .92431

GST has increased the inflation 
level in the country leading to price 
changes.

50 1.00 5.00 3.8108 1.07595

Cost of health care services are 
increasing after GST implementation.

50 1.00 5.00 3.8108 .96718

Cost of Education has increased after 
the implementation of GST.

50 2.00 5.00 3.7838 .85424

GST has reduced the availability of 
consumer credits.

50 2.00 5.00 3.5676 .86732

Valid N (listwise) 50
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Source: Primary Data Analysis
The table 8 shows the consumer perception about spending ability after goods and services tax. The results are shown in 
descending order of means. Highest mean indicate more favorableness to a statement and vice versa. The consumers feel 
that GST has increased their cost of living. Thus is indicated by the highest mean score of 4.13. Further consumers also feel 
that the newly introduced goods and services tax has limited their spending ability. It is indicated by the mean core of 4.08. 
Further it is also clear that goods and services tax resulted in price changes thereby increasing cost of health care services and 
education. They are indicated by mean score of 3.81, 3.81 and 3.78 respectively.

Table 9 shows Kolmogorov-Smirnova test of Normality

Tests of Normality

Kolmogorov-Smirnova Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
TotalGST .088 50 .200* .976 50 .582

*. This is a lower bound of the true significance.

a. Lilliefors Significance Correction

Source: Primary Data Analysis
The table 9 shows the Kolmogorov-Smirnova test and Shapiro-wilk test of normality. Since the p-value is greater than 0.05 in 
both the cases 0.200 and 0.582 respectively, it can be concluded that the data follows normal distribution. Hence, parametric 
tools can be used for inferential analysis.

Table 10 shows model summary of multiple regression analysis.

Model Summaryb

Model R R Square
Adjusted R 
Square

Std. Error of the 
Estimate

Change Statistics
Durbin-WatsonR Square Change

1 .634a .402 .367 .51950 .402 2.393
a. Predictors: (Constant), GSTSP, GST
b. Dependent Variable: GSTPD

Source: Primary Data Analysis
The table 10 shows the regression analysis of the variables like Dependent variable: purchase decision and Independent 
Variables: goods and services tax and spending ability.  The R square change value is 0.402, which shows that 40.2% of the 
variation in purchase decision is explained by goods and services tax and spending ability. The Durbin-Watson 2.393 which 
is more than 1 and not greater than 3 also supports this regression model. Factor R of multiple cross-correlation 63.4 percent 
shows high cross correlation which is less than the acceptances level of 0.01.

Table 11 shows ANOVA

ANOVAa
Model Sum of Squares df Mean Square F Sig.
1 Regression 6.172 2 3.086 11.434 .000b

Residual 9.176 34 .270
Total 15.348 36

a. Dependent Variable: GSTPD
b. Predictors: (Constant), GSTSP, GST

Source: Primary Data Analysis
H0– Goods and Services tax does not influence the purchase decision of consumers.
H1 – Goods and Services tax influence the purchase decision of consumers.
The table 11 shows the ANOVA results. From the above table, it is clear that there is a significant association between 
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purchase decision of consumers and goods and services tax. Since the computed value i.e. .000 is less than the accepted level 
0.01, the null hypothesis is rejected and alternate hypothesis is accepted. 

Table 12 shows Regression Co-efficients

Coefficientsa

Model

B

Unstandardized Coefficients
S t a n d a r d i z e d 
Coefficients

T Sig.Std. Error Beta
1 (Constant) 1.581 .663 2.385 .023

GST .566 .118 .634 4.780 .000

GSTSP .011 .133 .011 .080 .937

a. Dependent Variable: GSTPD

Source: Primary Data Analysis
The table 12 shows regression co-efficient. From the above table, the regression equation is derived as follows

CONCLUSION AND RECOMMENDATIONS

To conclude, GST has a major impact on the purchasing power of consumers. Since price is the key focus of a rational 
consumer, GST to some extent creates a possibility of modifying the buying behaviour of consumers. Purchase decision is one 
of the outcomes of buying behaviour of consumers. Since, GST is included in the selling price, FMCG companies should take 
due care in formulating their pricing strategies. Market or on-going pricing will be more suitable under these circumstances 
as it offers dual benefit of customer retention and competition management.
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INTRODUCTION

Taxes are the compulsory payment made by individuals, corporates and other artificial persons to the government. Taxes are the 
major source of revenue for governments. Taxes are the backbone of public finance. Taxation policy are of utmost important 
consideration for government as development and welfare schemes success depend heavily on tax revenues generated. Thus, 
designing and implementing a tax policy is of crucial importance. There are always two perspectives in which tax policies are 
designed. They are macroeconomic and microeconomic perspectives. Macroeconomic perspective takes a holistic approach 
and deals with how taxes influences the economic growth rates of country. Micro economic perspective of tax policy deals 
with fairness of taxes (whom to tax and whom not to tax) and also discusses about how these taxes needs to be allocated based 
on efficiency level of various economic activities of the country. 

Indian taxation system cannot be kept outside this philosophy of taxation policy. The taxation in India is basically a three 
tier structure where we have taxes imposed by the central government, state government and local bodies. The taxes charged 
are classified as direct and indirect taxes. Direct taxes are administered by the central government and all the three bodies are 
given rights to impose indirect taxes. Since this study focuses on indirect taxes, we will discuss it in more detail.

Goods and Services Tax, often called as GST, is considered as a significant tax reform in the country. GST is a destination 
based tax where taxes will accrue at the place of consumption rather than the place of manufacturing and tax credit given at 
each stage of manufacturing. While GST may be a new concept for India, it is not new for the world. Countries like France, 
Canada and few other nations have proven successful by implementing GST way back in 1950s. But the Indian GST model is 
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quite different from the GST models adopted by other developed nations. Indian GST is a dual model where we have central 
goods and services tax (CGST) and state goods and services tax (SGST), the same in case of union territories, it is called as 
UTGST. We basically have 4 different rates like 5%,12%,18% and 28% for majority of our goods and services whereas for 
few specialised goods the tax rates varies.

Understanding the relationship between the tax policy and consumer spending pattern researches are not new to the 
research world but the quantum of researches on these areas are limited while comparing with that other researches on 
consumer spending and purchasing power. Taxation research are also important for academic community as enable us to 
understand the how taxes impact the demand side and supply side of the economy.

Goods and Services tax is just a three years old tax system for India and has made a tremendous impact on the consumers. 
(Kothiya, 2017)wrote that soon after the implementation of GST, the prices of essential items have gone up despite placing 
them under lowest slab and suggested that habitual window shoppers needs to be careful while making their purchases. 
Further they also indicated that GST has brought a change is consumer spending and lifestyle. Fast Moving Consumer Goods 
(FMCG) industry is the fourth largest sector of the Indian economy(Indian Brand Equity Foundation, 2020). GST has made a 
tremendous impact on FMCG sector. GST has reduced logistics cost and input costs in FMCG sector while transaction value 
and frequently charging tax rates are also the profit potential sector says (Bajajfinserv, n.d.). This research paper seeks to 
analyse the impact of GST both from consumer perspective and industry perspective quantitatively.

STATEMENT OF THE PROBLEM

Goods and Services Tax play a predominant role in influencing the price of the products. Thus it influences the shopping 
pattern of consumers. A rational consumer will always buy a product that best satisfies his requirements at a lower cost. Thus 
business needs to understand the relationship between indirect taxes and buying behaviour of consumers. Thus, this study 
seeks to identify the relationship between GST and spending ability of consumers, the understanding which will help FMCG 
companies to modify their products.

REVIEW OF LITERATURE

Taxes and spending ability

(Esmaeel, 2013) investigated the impact of direct and indirect taxes on consumers  and concluded that direct taxes 
collected by government are justifiable on account of it  being equitable and satisfying the condition of certainty whereas 
indirect taxes are solution  to externalities problems but plays a very significant role in influencing the purchase power  
which in turn decides the consumption pattern of the country.

(Steindel, 2001) studied the impact of tax changes on the consumer spending ability  and found that consumers will 
increase their spending as long as the changes in tax  liabilities are permanent and changes in tax rates do not impact 
their take home pay and  concludes that tax changes are always initiated by the government to modify the people’s  
consumption based on economic condition.

GST and FMCG Sector
  (Agarwal, 2018) investigated the implications of GST on the cost and distribution  strategy of FMCG sector. For this 
purpose, the researcher conducted a comprehensive  survey of the secondary sources and found that GST seemingly benefits 
the FMCG sector. The benefits accrues to the FMCG sector in the form of cost reduction, increased  operational efficiency 
and by adoption of redistribution strategy by larger players in the sector.   

(Ajeev & Somasekharan, 2019)studied the aftermath of GST on FMCG sector and analysed various stakeholders’ 
perspectives about implications of GST for the FMCG sector. They used convenience sampling to distribute the questionnaires 
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to collect their opinions on GST and concluded that GST has reduced cost, price and transportation time.Further they also 
found that technical and legal cost of companies have gone up in the post GST era.

(Barot, 2018) examined the effects of goods and services tax on FMCG sector. Through comprehensive survey of various 
secondary data related to GST, researcher found  that GST proves to be a favourable tax policy for this sector and the tax 
rates are not high. Thus, the consumers will be benefited as routine products are kept outside the GST tax  brackets.

 (Chavan, 2017) in his study examined the implications of GST for Indian Industries. The researcher further narrowed 
his focus on FMCG sector. The researcher through published and unpublished sources predicted that GST will have significant 
impact on supply chain management and accounting information system of FMCG companies and  concluded that GST will 
provide opportunity for these companies to redesign their supply chain models.

(Elavarasan & Jagadeesan, 2018) explored about the GST implemented in India  and its impact on FMCG sector.  Through 
thorough analysis of secondary data, they found  that GST will reduce the distribution cost and enable the companies to 
increase their product volume and benefit their customers by price reduction.

(Kotnal, 2017) analysed the takeaways of GST model for the FMCG sector.  Through exploratory research, the study 
advocated the development of effective vendor  system by ensuring that they comply with the requirements of GST law so as 
to ensure  smoother business operations for the companies. 

(Naik & Sudina, 2017) studied the perspective and experiential implications of GST  for the FMCG sector. Through 
comprehensive and in depth analysis of secondary sources,  they concluded that GST will impact every dimension of business 
and suggested that  businesses should take a ‘whole of business’ approach to smoothen their business  operations.

(Prof. Rekha D. M & Swathi, 2019) studied the relationship between GST and FMCG sector. They found that GST has 
substantially reduced logistics and warehousing cost however the working capital requirements of the companies have gone 
up in the post GST era. They further concluded that GST has left FMCG consumers with less money  which resulted in 
modified purchase decision. 

(Shinde, 2019) studied the framework of GST law and its implications for different sectors of Indian economy. They 
concluded that GST will remove economic backlogs and thereby making India a common economic market. They further 
stated that GST will  support Make in India and Digital India Initiatives.

GST and Consumer
(Chitra, 2019) investigated the relationship between the GST and consumer spending behaviour with the help of survey 
research. The researcher found that there is a strong relationship between GST and prices of electronic & sports equipment 
and concluded that GST made a significant impact on the prices of essential commodities as compared to comforts and luxury 
items.

(Jayalakshmi, 2018) studied the consumer perceptions towards GST through survey method in the state of Karnataka. The 
researcher concluded that consumers have a positive attitude towards GST and consumers do not have clarity with regard to 
the framework of GST implemented in India.

(Kumar, 2018) studied the factors influencing the consumer perception towards  GST in India through survey method 
by using convenience sampling. The researcher found that tax knowledge, tax morale and tax compliance as some of the key 
factors influencing consumer perception towards GST and concluded that government should take efforts to  eliminate lack 
of clarity on GST among consumers.

(Maheshwari & Mani, 2019) analysed the awareness among consumers about GST implemented in India. For this purpose, 
they analysed 200 respondents’ opinion on GST in Delhi and found that increasing the publicity of goods and services tax will 
increase its level of awareness among consumers.
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(Murugaiyan et al., 2017) studied the public awareness about GST implemented in India. Through survey of 100 
respondents, they found that GST will be able to achieve its intended objectives and concluded that it will bring down prices, 
reduce inflation and remove cascading effect of taxes in the long run.

(Ramkumar, 2018) studied the consumer perceptions about GST from the economic perspective and found that the 
consumers are happy with regards to goods and sservices brought under nil rate slab and lack of increase in personal income 
after GST implementation has curbed their spending ability and there by regulating their purchases cautiously. 

(Rathi & Sreeraj, 2018) attempted to study the consumer perception towards GST in Mannarkad district. They found that 
the consumer have a positive attitude towards GST and concluded that demographic factors do not play nay role in influencing 
the consumer perceptions about GST in India.

(Sudha & Kumaresan, 2018) analysed the impact of GST on electronic goods and especially from the consumer perceptive. 
They concluded that government should take necessary steps to bring the unregulated businesses in the GST preview so as to 
achieve  the dream of making India a “One nation and One market”.

NOVELTY OF RESEARCH

Various research studies were carried out by eminent researchers on goods and services tax. Similarly large number of research studies 
were carried out to understand the consumer behaviour. However very few studies were carried on relationship between indirect taxes 
and consumer spending ability. In Indian context, research studies relating to goods and services tax often focuses on its problems and 
prospects for different sector. Further, Hence, this research study will make unique contribution to taxation research arena.

OBJECTIVES OF THE STUDY

To study the impact of goods and services tax on consumers.
To study the relationship between goods and services tax on FMCG sector.
To suggest pricing strategies for FMCG companies based on GST’s impact on consumers. 

MATERIALS AND METHODS

Research Design
This research study is quantitative in nature. Quantitative research design involves comprehensive analysis of quantitative 
data and researcher through statistical, mathematical or computational models seeks to study the influence between two 
variables. This study is quantitative as it seeks to study the degree of influence among two or more variables.

Method of Data Collection
The data required for this study is collected through survey method. Survey method involves sending questionnaires to the 
respondents with a request to complete them and send them at the earliest. This method is often used in case of educated 
respondents only(Krishnaswami & Ranganatham, 1983).

Sources of Data
The Data required for the study is collected through both primary and secondary sources. Primary data includes data collected 
directly from the respondents. Secondary Data is collected from the government reports, journals, newspaper articles and 
magazines.

Sampling Plan
Convenience sampling technique was used to select the samples for the research study. The study is limited to the respondents 
in Chennai city. The sample size for this research study is 50
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Data Collection instrument
Data collection instruments for this study are questionnaire. For the purpose of this study, the questionnaire is divided into 
two parts. The first part consisted of statements relating to goods and services tax and second part consisted of statements to 
analyse the spending ability as a measure of purchasing power. 

Data Analysis 
The Data collected for the study is analysed with the help of correlation and simple regression techniques. Simple regression 
analysis is used to study the relationship between goods and services tax and its impact on consumers. Goods and Services 
tax is the independent variable while spending ability of consumer is the dependent variable for the study. Similarly, to study 
industry perspective, correlation is used to study relationship of GST in terms of overall market size, rural and urban market 
size and FDI inflows are dependent variables.

RESULTS AND DISCUSSIONS

Table 1 showing Model Summaryb

Model R

R 

Square Adjusted R Square Std. Error of the Estimate

Change 

Statistics Durbin-

WatsonSig. F Change
1 .717a .514 .491 .58899 .000 2.625
a. Predictors: (Constant), GSTR
b. Dependent Variable: Spending Ability

Source: Primary Data Analysis
The table 1 shows the model summary of regression analysis. GST has significant impact on the FMCG consumers. This is 
indicated by p-value 0.000. It is also indicated by R square change value 0.514, which means 51.4% variation in spending 
pattern of FMCG consumers is influenced by GST.

Table 2 showing ANOVAa

Model Sum of Squares Df Mean Square F Sig.
1 Regression 7.698 1 7.698 22.191 .000b

Residual 7.285 21 .347

Total 14.984 22

a. Dependent Variable: Spending Ability
b. Predictors: (Constant), GSTR

Source: Primary Data Analysis
The table 2 shows ANOVA which also indicate significant association between GST and FMCG Consumers’ spending ability.

Table 3 showing Coefficientsa

Model

B

Unstandardized Coefficients
S t a n d a r d i z e d 
Coefficients

t Sig.Std. Error Beta
1 (Constant) 1.449 .489 2.963 .007

GSTR .624 .132 .717 4.711 .000

a. Dependent Variable: Spending Ability

Source: Primary Data Analysis 
The table 3 shows the co-efficient table. It is clear that a change is GST rate will influence the spending ability of FMCG 
consumers by 62.4%. 
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Table 4 showing Correlations
Marketsize Ruralmarket Urbanmarket FDIInflows GSTR

Marketsize Pearson Correlation 1 -.650 .650 .666 -.827
Sig. (1-tailed) .275 .275 .268 .190
N 3 3 3 3 3

Ruralmarket Pearson Correlation -.650 1 -1.000 .134 .110
Sig. (1-tailed) .275 .000 .457 .465
N 3 3 3 3 3

Urbanmarket Pearson Correlation .650 -1.000 1 -.134 -.110
Sig. (1-tailed) .275 .000 .457 .465
N 3 3 3 3 3

FDIInflows Pearson Correlation .666 .134 -.134 1 -.970
Sig. (1-tailed) .268 .457 .457 .078
N 3 3 3 3 3

GSTR Pearson Correlation -.827 .110 -.110 -.970 1
Sig. (1-tailed) .190 .465 .465 .078
N 3 3 3 3 3

Source: Secondary Data Analysis
The table 4 shows the relationship between goods and services tax and variables used to measure FMCG sector performance. 
From the above table it is clear that there is no significant relationship between GST and parameters of FMCG sector. 
However, it is also clear that there is a negative relationship between the variables tested. For instance, there is a negative 
relationship between GST and urban market size, overall market size and FDI inflows. These are supported by a negative 
correlation values of -0.110, -0.827 and -970 respectively. However there is a weak positive correlation between GST and 
rural market indicated by Pearson correlation value of 0.110.

CONCLUSIONS AND RECOMMENDATIONS

To conclude, GST has a major impact on the purchasing power of consumers. Since price is the key focus of a rational consumer, 
GST to some extent creates a possibility of modifying the buying behaviour of consumers. Purchase decision is one of the outcomes 
of buying behaviour of consumers. Since, GST is included in the selling price, FMCG companies should take due care in formulating 
their pricing strategies. Further through correlation analysis, it is also clear that there is a adverse or negative relationship between 
GST and FMCG parameters. Therefore,  to minimize the impact of GST on FMCG sector’s profit potential, Marginal cost pricing 
will be best suitable for FMCG products so that fixed cost gets distributed and contribution margin increases the profit.
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INTRODUCTION

In the field of entertainment, firework is considered as one of the greatest invention by human being. In manufacturing the 
firework crackers the art of pyrotechnic is used. The pyrotechnic art form is a mixture of various effects that includes heat, 
light, smoke, noise, and motion. The art form is believed that it has a wide spread of manufacturing factories in countries like 
India and China. The pyrotechnic has a great Indian history. According to the source by the daily news paper the pyrotechnical 
aspects in India is made by Abdur Razzaq, “the ambassador of the Timurid Sultan Shahrukh to the court of the Vijayanagar 
king Devaraya II in 1443. In his writing the author has described about the events of the Mahanavami festival, “One cannot 
without entering into great detail mention all the various kinds of pyrotechny and squibs and various other arrangements 
which were exhibited”. Italian traveler Ludovico di Varthema who visited India in this period, made a similar observation 
while describing the city of Vijaynagar and its elephants: “But if at any time they (elephants) are bent on flight it is impossible 
to restrain them; for this race of people are great masters of making fireworks and these animals have a great dread of fire…”

FIREWORKS IN INDIAN SCENARIO

India was most likely the first inventor of gunpowder and a favorite theory says that someone built a fire on top, naturally 
mined nitrates and sulfur deposits in North India. In the 18th century, a real new effect to produce spark by the addition of 
iron powder to the mixture of gunpowder is known to Chinese fireworks was used in the manufacture of flowerpot or earth 
pot in India.

In the end of 19th century electrolysis was extracted from magnesium and aluminum metals. The mixture of pyrotechnic 
receives various colours with bright white sparks and white light.The modern pyrotechnic industry has developed much safer 
colored composition with the help of synthetic resin that is polyvinyl chloride.

Development of fireworks in Sivakasi.
In firework manufacturing Sivakasi town of Tamil Nadu is the biggest center for the production of firecrackers. Half of the firecrackers 
produced in the country are manufactured at sivakasi. Around 4 lakh employees are employed in the firecracker factories in Sivakasi. 
In the year of 1922, two pioneers namely Shri Ayya and Shri Shanmuga Nadar went to Calcutta to take training in the match industry 
and homemade fireworks. They pioneered the first semi-mechanized factory and they switched over to handmade match factory. 
This ultimatelymanaged to the manufacture of sparkles and other firework crackers. They established the first industrial fireworks 
factory jointly at Sivakasi in the 1923 Sivakasi has now become the hub of making fireworks. Gradual reduction and total ban on 
imports helped the indigenous fireworks industry to adopt and make all the items to import including the Chinese crackers. Post-
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IN STANDARD FIREWORKS AT SIVAKASI, TAMIL NADU

Dr.Thilagaraj A
Assistant professor, Department of Commerce, 

College of Science & Humanities, SRM Institute of Science & Technology Kattankulathur
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the organizational image, improve productivity, improve the concentration in work, and so on. Therefore, the FWIs should 
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independence, import of crackersin India was encouraged and the present condition is different from the past.

Statement of the problem
Industry development depends upon the satisfaction of the employees working in firework inductry. Sivakasi is a fast-growing 
town in Virudhunagar District with commercial and industrial activities comprising a large number of firework industries. 
Fireworks are one of the labor-intensive industries. This industry mainly depends on women than men. Most of the women 
workers come for work to tide over their economic difficulties and supplement their family income. They face many problems 
at work such as bad working conditions. Hence, in this study, an attempt has been made by the researcher to study how far the 
employees are satisfied with their job and their performance in the fireworks industry.

REVIEW OF LITERATURE

Several studies have been undertaken to study women workers in different units. The present study focuses on the problems 
and quality of work-life of women workers in fireworks in productions. An analysis of the literature review is as follows to 
study the job satisfaction of the employees at the standard fireworks industry in Sivakasi, the researchers have reviewed the 
important studies already undertaken on the subject area.

Jnaneswar .K. (2016) Study on the equal of quality of work-life expert by the employees of fireworks unit in Sivakasi”. 
The research has reveald the challenges faced by the women employees in Sivakasi. The author says that job satisfaction is 
not considered by many industries.  

Perumalammal (2015) in her study titled “women workers of fireworks industrial unit in Thayilpatti, Virudhunagar District” 
conducted a study among the employees in firework industry on quality of life. The sample is collected from 56 fireworks industries 
in the Kamarajar area. The investigator has suggested that the working situations of women workers in the industry taken up for 
study were unacceptable because they were troubled with long hours of work, low wages, and poor health, and the like.

S Mariappan, in his work entitled “ A study on job satisfaction of the women workers in the match industries in 
Elayirampannai,” the scholar has sketched the origin and development of match industry in general and analyzed the various 
factors that impacts on women workers in job satisfaction.

V. Kumaravalli (1991) in her study on “Job Satisfaction of women workers of match industries in Virudhunagar” has 
analyzed the various job satisfaction factors and suggested suitable measures for job satisfaction. The scholar has come up 
with the findings that lower-income is the crucial and main reason for job dissatisfaction.

K.Ganesan’s (1998) “ A study on the working and living conditions of women workers in match industries in Sivakasi 
area “ has provided the significant of work life conditionof match industries. The study provides information that unhealthy 
working condition may lead to job dissatisfaction.

Mr. Jayaraj, in his studies titled,” A study on job satisfaction of the women workers in fireworks industries at Virudhunagar 
District” has specified that most of the firework industry runs the units with women. This is due to the failure of education in 
early age of childhood. Theauthor hasrecommended some actions to promote their education in the region.

SCOPE OF THE STUDY

The present study has analyzed the job satisfaction of the employees at standard fireworks industries in Sivakasi. The study 
covers the history and growth of the fireworks industry and the opinion of employees about their job satisfaction.

OBJECTIVES OF THE STUDY

The main objectives of the study are:
To study the origin and growth of the fireworks industry.
To study the profile of the employees in the fireworks industry.
To identify the factors that influence the job satisfaction of employees.
To offer suitable suggestions based on the findings of the study
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Hypotheses
There is no significant relationship between social-economic factors and job satisfaction.
There is no significant relationship between welfare facilities and job satisfaction.

METHODOLOGY

The present study is based on secondary as well as primary data.

Primary data
       Primary data has been collected by conducting personal interviews using a structured interview schedule which has been 
prepared and adopted to study the demographic factors.

Secondary Data
      Secondary data has been collected from periodicals, test books, newspapers, and so on.

Sampling design
     To study the level of job satisfaction of the employees, a survey was conducted and for the survey, 150 employees were 
selected out of 500 workers, using the stratified random sampling technique. Each department is considered to be one stratum. 
A structured interview schedule was used for collecting the data.

Data processing
       The collected data were processed further to frame suitable tables for further analysis and interpretation.

Plan of analysis
         The data is analyses by using appropriate statistical tools like percentage analysis, weighted mean, and chi-square test.

Limitations of the study
       The study is confined to the employees of fireworks industries in Sivakasi.
        The Fireworks industry provides employment opportunities to men and women and this study is focused on women 
workers.
        The sample size is limited to 150 workers due to time constraints.

Inferential Analysis.  

SOCIO-ECONOMIC PROFILE OF THE RESPONDENTS  
Socio Economic Profile of         Respondents Frequency Percentage  Total

 Gender                       Male 65 43.33

Female 85 56.67 150

Age Less than 20 36 24.00

20-30 47 31.33

30-40 39 26.00
Above 40 28 18.67 150

Education Elementary 73 48.67

Middle School 31 20.67

High School 27 18.00
Higher Secondary 19 12.67 150

Marital

Status

Married 89 59.33

Unmarried 47 31.33
Window/Widower 14 9.33 150

 Family

Members

Less than 3 Members 78 52.00

3 – 5 Members 56 37.33

5 & Above 12 8.00 150
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Distance from 
Residence

Less than 5 Kms 61 40.67
5 -10 Kms 33 22.00

10 – 15 Kms 47 31.33

More than 15 Kms 9 6.00 150

Period of Service Below 5 Years 96 64.00

5 – 10 Years 35 23.33
Above 10 Years 19 12.67 150

Monthly Income

Below Rs.10,000 24 16.00

Rs.10,000 -Rs.15,000 18 12.00

Rs.15,000 - Rs.20,000 12 8.00

Rs.20,000 & Above         8            5.33        150

Source: Primary data
The above table provides the socio-economic profile of the respondents. From the above table, it was observed that out of the 
total respondents, 56.67 % of the respondents are female and their proportion or percentage is greater than the percentage of 
male respondents. 31.33% of stakeholders’ age lies between 20 to 30. Furthermore, 48.67% of the respondent’s educational 
qualification is at elementary level education. Out of whole respondents,59.33% of the respondent’s marital status is married. 
It was concluded that 52 % percent of the respondent’s family size is less than 3. Besides, it was observed that 40.67 % of 
respondents are traveling at least 5 kilometers from their residence to the work spot. 64% of the respondent’s service period 
is less than 5 years. 

Personal factors of satisfaction of employeesand Job Satisfaction
Job satisfaction also depends onworking environment likeventilation, lighting, washing and hygienic working conditions 
especially for the women workers in fire work industry. Any factor which is related to job as above are responsible job 
satisfaction. The responses are coded and weightage are given in the following order table shows that job satisfaction of the 
employee.A Likert scale is a rating scale used to assess opinions, attitudes, or behaviors. Likert scales are popular in survey 
research because they allow you to easily operationalize personality traits or perceptions. Response scale in which responders 
specify their level of agreement to the statement are typically in five points: (1) Strongly disagree; (2) Disagree; (3) Neither 
agree nor disagree; (4) Agree; (5) Strongly agree. Therefore, the five point Likert Sale is used in this study to analyze the 
opinion of the respondents with regard to above.
Opinion Strongly Agree(SA) Agree (A) No Opinion (N.O) Dis Agree (DA) Strongly Dis Agree (SDA)
Weightage 5 4 3 2 1

On the basis of these scores, the following responses of the respondents have been obtained, elucidated, presented and ranked.

Source: Primary data
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The above table elucidates personalfactors of satisfaction of employees, working in standard fireworks industry. The 
job satisfaction depends on the ventilation facility, lighting facility, safety facility, sanitation facility, disposal of water and 
effluents and industrial relation. These factors are equally important and to find out which factor is highly important, the 
researcher has calculated intensity value, washing facility has intensity score value, followed by least score is obtained by 
sanitation facility for employees.

The above table indicatesthat the ranking decision made by using the five pointlikert scale. According to respondents 
response, washing process rankedfirst, second rank provided for industrial , third rank given to lighting , fourth and fifth rank 
named as safety, ventilation respectively. In addition, Sixthfactor which was ranked for disposal of water and effluents and 
finally the seventh rank awarded to the factor that is sanitation.

Hypotheses testing
There is no significant relationship between socio-Economic factors and Job satisfaction.

Socio-Economic Factors Chi-Square Test Value Constructed Table Value @ 0.05

Gender 28.01 5.99

Age 11.52 5.99

Education 18.96 5.99

Marital Status   5.5 5.99

Monthly Income 8.3 5.99

Period of Service   6.6  5.99

Source: Primary data
From the above table, it is observed that the table Vale 5.99 @ 0.05 is less than the Chi-Square Test Value the Null Hypotheses 
is rejected. Therefore, it is established from the study that there is a significant relationship between socio-Economic Factors 
and Job satisfaction.

Suggestions
The detailed analysis of job satisfaction of employees in the fireworks industry has made the researcher to offer the following 
suggestions for the betterment of the employees in the fireworks industries.
Most of the employees are at the primary level, non-formal education may properly arrange in each factory after the working 
hours.
Depending upon the number of employees, the restroom and other facilities should be arranged.
To avoid the monotony in the work, the employer can provide recreational facilities like radio and tape recorder in the 
workplace.
The wages can be incremented to help the workers to improve their standard of living.
As far as the safety measures are concerned, the risk of the fire and explosion is ever-present in the fireworks industry besides 
health hazards. Installation of emergency doors, fire resistance, warning siren, and training in using them are necessary to 
minimize the damages of fire.
Loan facilities for an emergency requirement and marriage occasions may also be instituted by the industry.
As far as medical facilities, free medicals check-up should be provided to them. The employee’s health fund helps the 
productivity of the organization.
The employer can come forward to distribute notebooks. Books, bags, and boxes to the children of employees free of cost.
The management may also call for suggestions from the employees for the improvement of the fireworks industry and ask the 
opinion of employees while implementing working conditions, welfare measures in the fireworks industries.

CONCLUSION

In the study unit, most of the employees are satisfied with the working conditions, welfare facilities, safety measures, and 
industrial relations. They may be improved further. The job satisfaction of employees in the fireworks industries may also be 
further improved. They opined that this employment helps them to increase their income and standard of living.
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The Future of the Fireworks Industry
Firecrackers are enjoyed by most of the children during Diwali and other festivals. It is seen that due to crackers air pollution 
increases and affects health. Fireworks is a device that contains gunpowder and other combustible chemicals which causes 
striking effects and when ignited they explode. Used in celebrations, festivals, etc. Green crackers do not contain harmful 
chemicals and reduce air pollution. They are eco-friendly. That is green crackers are less harmful as compared to conventional 
firecrackers and reduces air pollution. CSIR came up with the solution and developed green crackers which are better than 
previous sound-emitting crackers and other fireworks. The green crackers developed by the Indian Council of Scientific and 
Industrial Research (CSIR) include flower pots pencils, sparkles, and Shankar. No doubt that green crackers are environment-
friendly and are developed to reduce air pollution that causes health hazards. Now it is for the Future of Fireworks Industry to 
adapt to the changes contemplated so that they contribute not only to the welfare of its employees but also the Nation as well. 
The future is “Global Environmentally Friendly Fireworks”. 
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What we know about the outbreak COVID-19 crossed an inflection point during the week of February 24, 2020. Cases outside 
China exceeded those within China for the first time, with 54 countries reporting cases as of February 29. The outbreak is most 
concentrated in four transmission complexes—China (centered in Hubei), East Asia (centered in South Korea and Japan), 
the Middle East (centered in Iran), and Western Europe (centered in Italy). In total, the most-affected countries represent 
nearly 40 percent of the global economy. The daily movements of people and the sheer number of personal connections 
within these transmission complexes make it unlikely that COVID-19 can be contained. And while the situation in China has 
stabilized with the implementation of extraordinary public-health measures, new cases are also rising elsewhere, including 
Latin America (Brazil), the United States (California, Oregon, and Washington), and Africa (Algeria and Nigeria). The US 
Centers for Disease Control and Prevention has set clear expectations that the United States will experience community 
transmission, and evidence is emerging that it may be happening already.

While the future is uncertain, it is likely that countries in the four mature transmission complexes will see continued case 
growth; new complexes may emerge. This could contribute to a perception of “leakage,” as the public comes to believe 
that the infections aren’t contained. Consumer confidence, especially in those complexes, may erode, and could be further 
weakened by restrictions on travel and limits on mass gatherings. China will mostly likely recover first, but the global impact 
will be felt much longer. We expect a slowdown in global growth for 2020. In what follows, we review the two most likely 
scenarios for economic impact and recovery and provide insights and best practices on how business leaders can navigate this 
uncertain and fast-changing situation.

Around the globe, societies are in lockdown, and citizens are asked to respect social distance and stay at home. As we are 
social beings, isolation may be harmful for us (Cacioppo & Hawkley, 2009). Feelings of loneliness have, among other things, 
been connected to poorer cognitive performance, negativity, depression, and sensitivity to social threats. There are indications 
that this is happening during the current pandemic, as there has been an increase in domestic violence, quarrels among 
neighbors, and an increase in the sales of firearms (Campbell, 2020). However, we have also seen an increase in other, more 
positive types of behavior caused by social distancing that have not been researched. People have started to nest, develop new 
skills, and take better care of where they live. For instance, they may learn how to bake, try to get fit, do a puzzle, or read 
more. There has also been an increase in purchases of cleaning products, and more trash is being recycled. At the same time, 
we are eating more junk food and cleaning ourselves less. People are also stockpiling essentials, panic buying, and escaping 
to rural areas. This is an indication that what is happening to us and our behaviors is complex, and it would be interesting to 
study this phenomenon further.
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Work Industries to thrive and face competition. When workers are satisfied with their jobs, there is a possibility of enhancing 
the organizational image, improve productivity, improve the concentration in work, and so on. Therefore, the FWIs should 
provide all the necessary facilities for a better quality of work-life of their employees. This study has made an attempt to 
study how far the employees are satisfied with their job and their performance in the fireworks industry and the researcher has 
made an attempt to study the opinions regarding the wages, satisfaction with job factors, opinions about factory sanitation and 
cleanliness, the working environment, the welfare facilities, the relationship with management and so on.
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Another consequence of the lockdowns is the extreme increase in the usage of Internet and social media. Previous 
research has indicated that humans who feel lonely tend to use social media more and, in some cases, even prefer social media 
over physical interaction (Nowland, Necka, & Cacioppo, 2018). Social media also may bring out the worst in us through 
trolling or sharing of fake news. This is, to some degree, not as damaging as the “real life” is lived in the physical world and 
the Internet is an “add on” with, in most cases, limited impact on the physical world. By this, we are able to compartmentalize 
and distinguish what matters and what does not matter. However, the current situation has made social media the main mode 
of contacting or socializing with others. In many cases, the Internet is at present also the main way to get essential supplies 
and receive essential services, like seeing a doctor.
The COVID-19 outbreak is likely to cause bankruptcy for many well-known brands in many industries as consumers stay at 
home and economies are shut down (Tucker, 2020). In the US, famous companies such as Sears, JCPenney, Neiman Marcus, 
Hertz, and J. Crew are under enormous financial pressure. The travel industry is deeply affected; 80% of hotel rooms are 
empty (Asmelash& Cooper, 2020), airlines cut their workforce by 90%, and tourism destinations are likely to see no profits 
in 2020. Furthermore, expos, conferences, sporting events, and other large gatherings as well as cultural establishments such 
as galleries and museums have been abruptly called off. Consulting in general and personal services, like hairdressers, gyms, 
and taxis, have also come to a standstill due to lockdowns. Finally, important industries like the car, truck, and electronics 
industries have abruptly closed (although they started to open up two months after their closure). There are an endless number 
of questions we could ask ourselves in connection to this rather abrupt close-down.
While some businesses are struggling, some businesses are thriving. This is true for a number of Internet-based businesses, 
such as those related to online entertainment, food delivery, online shopping, online education, and solutions for remote 
work. People have also changed their consumption patterns, increasing the demand for takeout, snacks, and alcohol as well 
as cleaning products as we spend more time in our homes. Other industries that are doing well are those related to healthcare 
and medication as well as herbs and vitamins. Typically, when studying markets, it is assumed that they are static, a natural 
conclusion since they tend to change slowly.
PREDICTED LASTING PERIOD.
Small businesses employ almost 50% of American workers. Yet, our results underscore the financial fragility of many small 
businesses, and how deeply affected they are by the current crisis.We found that 43% of businesses were temporarily closed 
and that employment had fallen by 40%. This represents a shock to America’s small firms that has little parallel since the 
Great Depression of the 1930s. Our results suggest that many of these firms had little cash on hand toward the beginning of the 
pandemic, which means that they will either have to dramatically cut expenses, take on additional debt, or declare bankruptcy. 
This highlights the ways in which the immediacy of new funding might impact medium term outcomes.
Small businesses’ responses to our survey suggest that many are likely to fail absent financial assistance. As of the last week of 
March 2020, 38% of businesses viewed it as unlikely or only somewhat likely that they would be open as of the end of 2020. 
While optimism increased when they were informed about the CARES loan program, it is unclear whether the CARES act 
will enable most of America’s small businesses to survive—or whether beliefs about its impact are overly optimistic.
THIS SPECIAL ISSUE.
The crisis duration plays a central role in the total potential impact. For a crisis lasting 4 mo instead of 1 mo, only 47% 
of businesses expected to be open in December compared to 72% under the shorter duration. There is also considerable 
heterogeneity in how sensitive businesses are to the crisis. In-person industries like personal services or retail reported worse 
prospects for riding out the pandemic than professional services or other sectors with minimal need for face-to-face contact.
Lastly, our analysis explores variants of stimulus packages that were being discussed at the time of the survey. The results 
show that over 70% of respondents anticipated taking advantage of aid when asked about a program that resembles the 
Paycheck Protection Program (PPP) that is part of the CARES Act. Moreover, they expected this funding to influence other 
business decisions—including layoff decisions and staying in business altogether. At the same time, many businesses were 
reluctant to apply for funding through the CARES Act because of concerns about administrative complexity and eligibility. 
A large number of respondents also anticipated problems with accessing the aid, citing potential issues such as bureaucratic 
hassles and difficulties establishing eligibility.
The fate of the 48% of American workers who work in small businesses is closely tied to the resilience of the small business 
ecosystem to the massive economic disruption caused by the pandemic. Our survey was conducted during a period of 
substantial policy uncertainty and before any federal response had been enacted. Our results provide a unique snapshot into 
business decisions and expectations at that time, while offering insight for policy designed to aid the recovery. Our results 
highlight the role the length of the crisis will play in determining its ultimate impact, which policy makers should consider as 
they contemplate the scale of the required interventions. We estimate that closures alone might lead to 32.7 million job losses 
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if the crisis lasts for 4 mo and 35.1 million job losses if the crisis lasts for 6 months.
DATA ANAYSIS AND RESULTS DISCUSSION

The firms were not particularly confident about their answers. Fifty percent of respondents reported their confidence level 
as 5 or less on the 1 to 10 scale. Sixteen percent gave their confidence a 2 or less. Their uncertainty highlights the broader 
uncertainty that was present throughout the world at the time. This chart shows the histogram of responses about whether 
firms will be open on December 31, 2020. Overall, more than 90% thought it is at least somewhat likely that they would be 
open. More than 63% reported that it is very or extremely likely that they would be open—which we later use as a measure 
of the probability of being open. A growing literature has found entrepreneurs to be overoptimistic about their prospects. This 
suggests that true survival rates may be even lower than predicted by businesses.

In addition to the lower demand and higher costs of safety measures, responding businesses shared other worrying concerns, 
including lessened production and productivity, reduced supply of inputs, and credit and liquidity constraints. Indeed, risks 
associated with COVID-19 have exacerbated preexisting credit and liquidity constraints among micro, small, and medium 
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enterprises (MSMEs). Indeed, 69 percent of businesses surveyed reported a decline in access to credit, with 34 percent 
experiencing severe decline (a more than 50 percent decline in credit) (Figure 2).

Our analysis also shows that the majority of small and medium businesses, particularly in manufacturing, have experienced a 
severe decline in access to inputs, alluding to the risk of overreliance on international rather than regional or domestic supply 
chains for raw materials and intermediates.This finding calls for firms to explore the possibility of regional or domestic value 
and supply chains to stabilize their sources of inputs, while also saving on scarce foreign exchange.

Table 1. Reported likelihood of remaining open by industry and hypothetical crisis duration

Industry n 1 mo     4 mo     6 mo  
Retailers, except grocery 490 0.68 0.35 0.34
Arts and entertainment 281 0.66 0.45 0.35
Banking/finance 148 0.78 0.61 0.60
Construction 383 0.72 0.43 0.45
Health care 395 0.78 0.47 0.35
Other 1,384 0.76 0.48 0.38
Personal services 168 0.57 0.40 0.19
Professional services 201 0.79 0.64 0.55
Real estate 93 0.74 0.57 0.58
Restaurant/bar/catering 163 0.74 0.29 0.19
Tourism/lodging 145 0.63 0.50 0.25
Total 3,851 0.72 0.47 0.39
Reweighted to Census bysize Retailers, except grocery andregion 485 0.69 0.35 0.34
Arts and entertainment 271 0.66 0.45 0.36
Banking/finance 144 0.78 0.64 0.62
Construction 372 0.72 0.42 0.46
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Health care 386 0.77 0.47 0.37
Other 1,361 0.76 0.48 0.39
Personal services 167 0.56 0.37 0.19
Professional services 197 0.79 0.62 0.56
Real estate 93 0.72 0.55 0.59
Restaurant/bar/catering 160 0.75 0.35 0.19
Tourism/lodging 143 0.65 0.52 0.23
Total 3,779 0.71 0.47 0.39

Table 1 displays the responses to this question by industry. When firms are told to expect a 1-mo crisis, the expectation of 
remaining open by the end of the 2020 hovers above 68% across all industries, with the exception of arts and entertainment, 
personal services, and tourism and lodging. In those industries, the expectation of remaining open drops to 66%, 57%, and 
63%, respectively. When firms are told to expect a 6-mo crisis, the average expectation of remaining open falls to 39%, and 
there is significant heterogeneity between sectors. The expected survival probability for firms in Arts and Entertainment drops 
precipitously to 45% under a 4-mo crisis, and 35% if the crisis lasts 6 mo. The expected probability of being open for Personal 
Services firms falls to 19% if the crisis lasts 6 mo.
The restaurant industry also seems particularly vulnerable to a long crisis. Restaurateurs believed that they had a 74% chance 
of survival if the crisis lasts 1 mo, but if the crisis lasts 4 mo, they gave themselves a 29% chance of survival. Under a 6-mo 
crisis, they expected to survive with only a 19% probability. Likewise, the chance of survival for firms in tourism and lodging 
drops to 25% by the 6-mo mark. Meanwhile, banking and finance, real estate, and professional services reported they will be 
able to weather extended disruptions far better than these more exposed sectors.

Table 2. Extensive margin separations arising from firm closures over different hypothetical crisis durations (all numbers in millions)

2017 Census if crisis lasts

January employees Firms Employees 1 mo 4 mo 6 mo

Under 5 3.7 5.9 1.6 3.1 3.6

6 to 24 1.8 18.1 4.8 10.5 12.1

25 to 49 0.3 9.5 1.6 4.4 6.9

50+ 0.3 26.8 5.8 14.6 12.5

Total 6.1 60.4 13.7 32.7 35.1

Table 3 estimates the impact of COVID-19 on aggregate job loss from small business closures and how businesses expected 
this to vary with crisis duration. The first row shows that there were 5.9 million workers in firms with fewer than five 
employees in 2017. In our survey, 43% of those smaller firms expected to be closed in December even if the crisis lasted for 
only 1 mo.These smaller firms are extremely fragile, but, since they represent a relatively small share of employment, their 
closures add only modestly to overall job losses. Firms with over 50 employees are more optimistic about their survival, even 
if the crisis lasts for several months. Yet, even among these firms, 54% expected to be closed in December if the crisis lasts at 
least 4 mo. Those closures would create 14.6 million separations. This figure may be an overestimate, because this firm size 
category is large, and the closure rates may be lower for larger firms.These results suggest that the damage to our economy and 
its network of small businesses will be far larger if the crisis lasts for many months. This suggests large potential economic 
benefits for policies that can safely lead to reopening the economy quickly.
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INTRODUCTION

The online shopping trend around the world spread very fast. ―The Neilson Company conducted survey in 2010 and 
polled over 27000 internet user in 55 market from as a in pacific, Europe, middle east, north America a to look at how 
consumers shop online‖(Neilson, 2010). Globally online shopping is made on books and cloths as per survey data. Most 
people are interested to purchase and bought usually books and cloths. Alternative names are: e-web-store, e-shop, e-store, 
internet shop, web-store, online store, online storefront and virtual store. Mobile commerce (or m-commerce) describes 
purchasing from an online retailer‘s mobile optimized online site or app. Internet makes life simple and innovative. People 
are doing business online and trade has become more easy and fast. Internet provides new ways to promote business. 
Website becomes the essence of online business as to show their services and products. Internet gathers all competitors 
and consumers in one place. It brings new lane to promote, advertise products and services in market. Online consumers 
are always seeking new products, new attractiveness and the most important  thingbeingpricecompatibilitywiththeirbudget.
Theinternetisbestwaytosavetimeandmoneythroughpurchasing online within their range of budget at home or in anywhere. 
Online consumers don‘t have limits to online shopping. They also use internet for comparison of prices of goods and services, 
news, visit social networks and search information and so on. Online shopping behaviors depends upon factors such as 
shopping motives, personality variables, internet knowledge and experience and last factor of shopping incentives ,etc,. The 
main purpose of this research is to analyse online consumer behaviour in a systematic way. What factors affect online shopper 
while making the decision to buy goods and services from internet, to buy more items and give information about the product 
from website. Online shopping is the process of buying goods and services through internet. Since the development of World 
Wide Web, retailers sought to sell their goods and services through internet.. It offers you to Access to products and services 
which are not handy in local market. Online shopping is described as a computer activity performed by a consumer via a 
computer based interface, where consumer's computer is connected to retailer's digital storefront through a network (Haubl 
& Trifts, 2000).

A STUDY ON CUSTOMER SATISFACTION TOWARDS 
FLIPKART

Karthik Raja.B
PG Student, Department of Commerce  SRMIST

The study focused on the purchasing pattern of the consumers, to evaluate the satisfaction level of services provided by 
Flipkart, Customer loyalty is usually viewed as the power force of the relationship between the attitude of individual’s 
relative and repeat patronage. Customer can buy anything from online such as books, household’s product, toys, hardware 
and software etc. Moreover, in just few decade the internet has become more popular to Adult and young shopper because the 
internet offers significant advantages. Customer loyalty is one of the most over used phrases in business today. For fulfilling 
these objectives descriptive research design has been used. The data from 50 respondents have been collected from the area 
of South Chennai city. Shoppers can visit web site and shop just sitting in form of computer. Ability of the internet contains 
wide range of collecting information, supplying a service or purchasing a product Flipkart should work towards them so that 
it can increase its customers and finally profit.

Keywords Customer Satisfaction, Purchasing Pattern, Customer loyality, Flipkart
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REVIEW OFLITERATURE

Wilson, Zeithaml, Bitner & Gremler’s （2008）view, the marketing is not like the traditional marketing anymore. It has 
turned into relationship marketing now which means customers also involve the whole business process. Who should take 
their customers into consideration and know what customers really needs (Wilson et al., 2008).

Oliva, Oliver & MacMillan (1992), primarily proposed the theory of “expectation inconformity”, that is, when the goods' 
practical situation is beyond their expectation the customers will feel satisfied. However, contemporarily come up with that 
the products and service quality will also directly affect the customers' Satisfaction.

Lee & Lin (2005) identified the main factors influencing the customer perception of the e-service quality online shopping: 
website design (degree of users friendliness), reliability (reliability and security), responsiveness (responsiveness and 
helpfulness), trust (trust and mechanisms provided by a website), and personalization (differentiating services to satisfy 
specific individual needs).

OBJECTIVES OF THESTUDY

 ● To study about customer satisfaction towardsFlipkart.

 ● To identify the offers andreplacement.

 ● To identify what type of product are sold inFlipkart.

 ● To determine the impact of factors towards online shopping experience ofFlipkart

 ● To know the price level issued by theFlipkart

NEED FOR THESTUDY

To know the customer satisfaction and the services done by the Flipkart to capture the customer and to determine the offer 
and discount issued by the amazon to atract the customer and to know the preference level of the customer towards Flipkart.

LIMITATIONS OF THESTUDY:

 ● The answer to the questionnaire largely depends upon the mind setup ofthe respondents.

 ● Respondent’s opinion may not be free frombais.

 ● The sample size was limited to100.

RESEARCHMETHODOLOGY

DESCRIPTIVE RESEARCH:
Descriptive research includes surveys and fact findings enquiries of different kinds. The major purpose of descriptive research 
is description of the state of affairs as it exists at present. In social science and business research we quite often use the term 
Ex Post Facto Research for descriptive research studies. The main characteristics of this method are that the researcher has no 
control over the variables; he can only report what has happened or what is happening. Most ex post facto research projects 
are used for descriptive studies in which the researcher seeks to measure such items as, for example, frequency of shopping, 
preferences of people, or similar data. The methods of research utilized in descriptive research are survey methods of all 
kinds, including comparative and correlationalmethods.
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DATA COLLECTION:

PRIMARYDATA:
The primary data are those which are collected afresh and for the first time, and thus happen to be original in character.

SECONDARYDATA:
The secondary data, on the other hand, are those which have already been collected by someone else and which have already 
been passed through the statistical process.

SAMPLING
Sampling may be defined as the selection of some part of an aggregate or totality on thebasis of which a judgement or 
inference about the aggregate or totality is made. In other words, it is a process of obtaining information about an entire 
population by examining only a part ofit.

SAMPLING SIZE
Direct questionnaire method was used to identify the sample for this study 100 samplefrom customers.

SIMPLE RANDOM SAMPLING:
Simple random sampling is the method of sample selection. which gives each possible sample combination an equal probability 
of being picked up and each item in the entire population to have equal chance of being included in the sample.

TOOLS APPLY:
The questionnaire was conducted by 20 questions framed according to objectives of the study; it is a closed ended model

Particulars Categories Frequency Percent Cumulative Percent
Age 15-25 36 36.0 36.0

26-35 20 20.0 56.0
36-45 36 36.0 92.0
Above 45 8 8.0 100.0

Gender Male 46 46.0 46.0
Female 54 54.0 100.0

Occupation Self Employed 36 36.0 36.0
Professional 12 12.0 48.0
Salaried 30 30.0 78.0
House Wife 6 6.0 84.0
Student 16 16.0 100.0
Total 100 100.0

Preference on Online Shopping Yes 100 100.0 100.0
Frequency of Purchase from 
Online Purchasing

Weekly 23 23.0 23.0
Monthly 41 41.0 64.0
Occasionally 36 36.0 100.0

Source: Primary Data
It is observed from the above table that majority of the respondents are from 15-25 years and 36-45 years age group. They 
each account for 36 percent of the total respondents. Male respondents were slightly more than female respondents with 54 
respondents and 46 respondents. Based on the occupation self-employed respondents dominated rest of the respondents. All 
the respondents preferred to use online shopping. The occasional purchasers were 36 percent, monthly purchasers were 41 
percent  and weekly purchasers were 23percent.
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Particulars Categories Frequency Percent CumulativePercent
Preference on Amazon Online
Shopping

Yes 100 100.0 100.0

Medium through which Amazon got introduced Advertisement 30 30.0 30.0
Internet 36 36.0 66.0
Neighbors 14 14.0 80.0
Friends/Relatives 20 20.0 100.0

Product Purchased from Amazon Clothing, Shoes & 
Jewellery

34 34.0 34.0

Electronics & 
Computers

36 36.0 70.0

Healthy & Beauty 
Products

22 22.0 92.0

Others 8 8.0 100.0

Source: Primary Data

Particulars Categories Frequency Percent CumulativePercent

Frequent Buyer of Amazon Yes 66 66.0 66.0

No 34 34.0 100.0

Total 100 100.0

Discount Offered Weekly 22 22.0 22.0

Monthly 36 36.0 58.0

Daily 8 8.0 66.0

Festival Season 34 34.0 100.0

Value of Purchase in a Year Below 1000 32 32.0 32.0

1000-3000 33 33.0 65.0

3001-5000 31 31.0 96.0

Above 5000 4 4.0 100.0

Problems Faced Out of Stock 20 20.0 20.0

Payment Issues 16 16.0 36.0

Replacement Issues 4 4.0 40.0

Delay in delivery 36 36.0 76.0

No issues 24 24.0 100.0

Source: PrimaryData
Particulars Categories Frequency Percent CumulativePercent

Mode of Payment on Amazon Credit/Debit Card 32 32.0 32.0

Cash on delivery 48 48.0 80.0

EMI 18 18.0 98.0

Gifts of Product 2 2.0 100.0
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Availing Offers from Amazon Yes 30 30.0 30.0

No 70 70.0 100.0

Replacement of Flipkart

Products

Yes 34 34.0 34.0

No 66 66.0 100.0

Reasons for preferring Amazon Fast Delivery 52 52.0 52.0

Easy Payment 14 14.0 66.0

Quality & Quantity 13 13.0 79.0

Time Saving 21 21.0 100.0

Delivery on mentioned date Perfectly Same 47 47.0 47.0

Same 20 20.0 67.0

Almost Same 17 17.0 84.0

Different 16 16.0 100.0

Delivery of the ordered products Mentioned Date 49 49.0 49.0

Before Mentioned Date 28 28.0 77.0

After Mentioned Date 23 23.0 100.0

FINDINGS&SUGGESTIONS

 ●  15-25 years and 36-45 years age group. They each account for 36 percent of the total respondents. Male respondents 
were slightly more than female respondents with 54 respondents and 46 respondents. Based on the occupation self-
employed respondents dominated rest of the respondents. All the respondents preferred to use online shopping. The 
occasional purchasers were 36 percent, monthly purchasers were 41 percent and weekly purchasers were 23 percent.

 ●  It is observed from the above table that F value (2.514) is not statistically significant at five percent level which indicates 
that there is no internal difference among male and female respondents towards product reliability onFlipkart.

 ●  The flipkart e-commerce sites should takes the primary issues really serious as well as thedelivery of product with 
better return policies to make themselves credible before the eyes of thecustomer.

 ● Consumer should be educated on online shopping procedures with proper steps to be followed while onlineshopping

 ● Can make very delivery to all pricedproduct

 ● Flipkart focused on the review given by customer for changes begin theproduct

CONCLUSION

A Study on online shopping is a new technology that has been created along with the development of the Internet. The 
study consisted with the aspects in which customers of Flipkart are satisfied and  the Customer satisfactions of the sites. The 
innovative thinking of online shopping sites to reach more and more consumers is appreciable. They increased their network 
as much as possible with ultimate aim of reaching more and more customers. Based upon customer‟s survey, However, 
Flipkart satisfies the customer in the aspect of quality ofproducts
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INTRODUCTION 

From the developed to the developing nations, the coronavirus has impacted differently with only one common denominator: 
no one had a clue as to how to react. In fact for a long time it may not be an exaggeration to say that governments were just 
whistling in the wind, not knowing what it was that hit them. Nine months into the pandemic there is the sad realization 
that the third spike in some countries is far deadlier than the first two; countries in Europe have resorted to a second shut 
down; and in a general feeling that governments have learnt very little from the first onslaught; and at the same time with a 
perception that governance in the aftermath of the full spread of the pandemic has been markedly different: that the response 
of a developing country like India has been more effective than developed countries of the West in Europe and Americas.

In the context of India and in the framework of governance, a number of questions are still being raised that would have 
to be effectively addressed if future pandemics are to be handled and governed in an efficient fashion so as to minimize loss to 
life and economy. This paper seeks to put a perspective on an issue that would have otherwise been snuffed out in the chorus 
of other so-called critical sectors. It puts the spotlight on the economy and that too in a highly focused manner as to how 
the Center and State governments have factored in Migrants—internal as well as migrants from India settled overseas who 
are being suddenly displaced and forced to return home, or in some cases wanting to return home for a number of reasons. 
Deprived of wages and salaries and without any basic ‘luxury’ of an ordinary resident worker like a ration card or a bank 
account do the government’s doles reach a migrant worker? 

That apart, in a post lockdown phase and in the absence of even a basic count of how many migrant workers there are 
to what extent has the State government organized transportation to facilitate the movement of this segment  back to their 
towns and villages? The answer to these questions should provide the backdrop for future planning as well as bring to terms 
the highly positive or deficient manner in which powers that be handled with a situation that is of critical importance to not 

COVID 19 AND MIGRANT WORKERS: LESSONS FOR INDIA

Dr. Archana Arul*
Associate Professor and Head of the Department of English of the School of Languages, SRM University, Sikkim. 

Dr. Sridhar Krishnaswami*
Professor in the Department of Journalism and Mass Communication; Deputy Dean SRMIST. .

There is a segment of the population that is always seen as critical for the economy; but a group that is often forgotten in 
the calculus of any calamity, not with any deliberativeness but somehow left out in the scheme of things—Migrant workers, 
formal and informal. In the context of India, migrant workers constitute a critical component of the workforce with particular 
concentration in industries, manufacturing, services sector like hotels and salons as well as domestic help by way of cleaning 
and cooking. These workers are transitional in that they do not seem to hold on to a permanent setting as was seen in the 
context of the COVID 19 pandemic when they wished to get back to their hometowns. There is yet another aspect to migrant 
workers—the constituency that leaves India in search of jobs overseas. This group is a critical backbone of the Indian economy 
because it provides the valuable foreign exchange remittances which in many cases go to shore up jobs within the country. 
The essential question that needs to be asked is if policy makers in India have learned anything out of the Covid 19 pandemic, 
especially as it pertained to the migrant workers. The lessons go far beyond providing short term succor to long term lessons 
that are to be learnt along with the wherewithal to deal with another pandemic that might come across in the future. The crux 
of the issue is the extent to which the Center and the State governments factored in the compulsions of the migrant workers 
when it came to lockdown and post lockdown issues. Is there a framework for the future, or are we going about in a pedestrian 
fashion-- moving from one crisis to another without a road map or even a clue of what is in front of us? 
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just the economy but society as a whole. On the one hand it is easy to blame the media for not focusing well on the plight of 
the migrant labor; yet on the other hand, had it not been for the media which had continually flashed stories on hundreds of 
people left high and dry and at times even starting on a journey of hundreds of miles by foot, migrants’ story would have been 
pushed to the back burner.

The issues pertaining to Migrants is different for each state in India. In fact the pattern of migration is quite uneven in 
this country with the South showing a different picture than that of the East or the West; and hence the economic loss to the 
migrant community will be different regionally and by state. For example it is said that for Tamil Nadu the economic loss to 
migrants as well as to the State by way of monetary spending on a group that is estimated to be about 500,000. Also in the 
context of this Southern state, other refugee groups who have been settled in Tamil Nadu—like for instance a small group of 
Rohingyas who have been moved from Kashmir and the Sri Lankan Tamil refugees settled in the state have taken up jobs that 
migrant labour from other states of India have; and in the process making them eligible to be considered as internal migrants.

 Migrants from India, especially in the Middle East and the Gulf States, whose sudden displacement by way of loss of 
jobs in the countries they are currently will impact overseas remittances and hence also the spending on development projects 
in states like Kerala and Tamil Nadu. In fact the migrant population from India also bears down in regions of South East Asia, 
but the fact remains that the Gulf states account for a predominant proportion of overseas migrants, one estimate putting the 
figure closer to 2 millions. This bears a lot of policy implications for the centre and the state governments by way of planning, 
management and governance for any future eventuality. In fact it will not be an exaggeration to say that the safety of overseas 
Indian migrants, especially in the Gulf and the Middle East, surfaces only when the military or security situation in those 
parts of the world gets heated up bringing into question the potential evacuation of Indian nationals by air or sea. To a far less 
extent, central and state governments have had to contend with “stranded” Indian nationals overseas, particularly in the Gulf 
areas for an assortment of reasons, and not the focus of this paper.

In search of a framework for study

A developing country like India with its huge heterogeneous population of 1.3 billion and with its own problems of 
geographical proximity between Center and States and within States, the Covid pandemic was expected to tear into the social 
and cultural fabric of the nation. But mercifully, statistics are showing that India seems to have escaped the ravages of the 
virus when compared to other parts of the developed world, the West in particular. In the United States as of the middle of 
November the Covid has taken the death toll of more than 240,000 lives; and infecting close to 11 millions in all 50 states. 
The third spike that began in October is now seeing a daily infection rate in the upwards of 10,000 with 1000 casualities. One 
mathematical model is projecting that by the middle of 2021 the fatalities in the United States could top 600,000 unless urgent 
measures are put in place. In India as of November 14 the death toll nationally is put at around 130,000 with an infection rate 
of over 9 million cases. Globally it is said that some 1.5 million people have died with an infection of some 55 million people. 

On the face of it some will make the argument that if India has posted smaller totals that is on account of fewer testings’ 
when compared to the world; yet others will make the point that India’s resilience against the virus has a lot of do with 
governance and management of the Covid. Taking the latter point of view any research will have to get into the micro aspects 
of governance and management—could New Delhi’s and Tamil Nadu’s “performance” been better if only certain segments 
of the population had been paid better attention? In this instance, it is that of migrant workers, the plight of transitional 
workers whose needs, if better taken care of, would not lead to a situation of a reverse movement back to their states. Is there 
a room for New Delhi and Chennai to improve its pandemic strategy so as to have a better elbow room in governance and 
management? And looking to the future and beyond any pandemics, what could be some of the lessons that the Center and the 
States can learn, not just in diagnostics, testing and cure but in management and governance.  

Different models or does one size fits all ? 

Indiais said to have an approximate number of 140 million Migrant workers (Guest Workers), that is people who officially 
are said to have moved out of one state to another looking for a job or work.  It is noted that India does not have proper 
registry of Migrant Workers despite passing Inter-State Migrant Workers Act, 1979, which is to safeguard migrants. It is a sad 
commentary that this has not been enforced anywhere in the Country. Indian states like West Bengal, Uttar Pradesh, Bihar, 
Madhya Pradesh, Rajasthan, Punjab, Uttarakhand and Jammu and Kashmir are the major sources of Migrant Workers, while 
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Delhi, Maharashtra, Tamil Nadu, Gujarat, Andhra Pradesh and Kerala are the major centers of destination. The top sectors of 
job for migrant workers in the urban region are Construction, Textile, Manufacturing, Hotel, Transportation, domestic works 
etc. The Covid-19 lockdown has made the Indian government to shine spotlight on the migrant workers, who are vulnerable 
to public health and economic crises.

Many internal migrant workers were initially stranded at their work places because of the lockdown because of which 
they faced a lot of difficulties, chiefly economic as the lockdown forced closure of economic activity leading to sudden loss 
of income and in many instances eviction from the places of work. To make matters worse, the shutdown of transportation 
facilities made matters worse as these migrant workers could not return to their homes where they could have enjoyed a basic 
living infrastructure. Pathetic still was that these migrant workers were at the mercy of government doles which in many 
instances did not reach them and some of it attributed to unscrupulous middle persons who sought to make a killing out of 
somebody’s misfortune. The criticism has been that media highlights are focussed on misfortunes of migrant labor—by the 
continued accent on the visuals-- but not sufficiently addressing the causes of the continued despair.

Traditional studies on migrant workers have often stressed the “Push-Pull” theory with the conceptual framework focussed 
on the reasons that push the workers out of their state and the factors that pull them to migrate. The push factors would include 
lack of job opportunity and insufficient wages; and the pull factor would see more job avenues and higher salary and wages 
as being the reasons. From a sectoral point of view, organisations seek to recruit migrant workers to make up for the acute 
labor shortage in their state as the existing labor may have moved away, in some instances overseas, for better employment 
opportunities. But to argue that migrant workers face a dream world in their new setting is as exaggerated as it is wrong. 
The struggles faced are enormous starting with a different cultural mileu and language and accentuated by non-payment or 
irregular payment of wages and salaries. These factors only worsened during the Covid pandemic with critics maintaining that 
lack of proper governance at the Center and State levels only made the problem more acute.
Innovation or path breaking aspect of any research on migrants

The World Bank and the Oxford Poverty and Human Development Initiative have said that the Coronavirus is going 
to further aggravate conditions of poor people in the world pertaining to health, education and living standards; and one of 
the regions is South Asia, especially India. The proposed framework is path breaking in that it has as its primary focus the 
migrant workers in developmental process. The research would uncover not just the numerical force of migrant workers 
which is by far unidentified but also the extent to which the Center and the State have acted to protect the interests of this 
segment of population that is living on the fringes of poverty.  The prescriptive part of the research should highlight on the 
measures that need to be taken to ensure if migrant workers of India are not to further burden the class of “new poor” that is 
said to be emerging as a result of the pandemic. Any study should also shed light into the key challenges faced by the internal 
and international migrants with respect to health, livelihood, and mobility; to explore weather the present policy options 
that are available to the government to address the above mentioned challenges are migrant-sensitive. The new analytical 
framework must reflect a new pattern through which future policies can be made inclusive of the migrant population for not 
just pandemics but factoring in any emergencies.

For a country like India the study of migrant labor is critical not just in terms of democraphic movement and its impact 
nationally but more importantly in the fact that migration is a part of the developmental process. Migrant labor is a part of 
development; and in some instances are reflective of the process of non-development or un-even development. The migration 
of labor from the north of India to the East, West and South may, in some instances, have contributed to a higher level of 
economic development to other regions; at the same time one cannot ignore intra-movement of migrants contributing to 
uneven development of some states as well. 

In a pandemic of this sort ravaging the country and the world at large, the analytic framework to study the problems 
faced by migrant workers should not merely focus on the economic angle as it has far reaching societal implications as well.
The complete shutdown of production in all forms has led to loss of income for a large section of the country’s population. 
Millions have lost their jobs as a result of closing factories/ manufacturing centres throughout the country. Shut down of state 
and district borders has resulted in uncertainty and hence in mass movement of people attempting to reach their hometowns, 
the surge only reminiscent of partition in post-independent India.
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There is no doubt that “the Great Lockdown is the worst recession since the Great Depression, and far worse than the 
Global Financial Crisis” as Gita Gopinath, writing for the International Monetary Fund puts it. This means there is going to 
a decline in people’s standard of living, reduced employment opportunities and overall social instability. In fact nearly every 
national and international economic organization has made the point that a new class impoverished running to the millions is 
going to be added and in the process further burdening economic growth and recovery. The framework of study may help ease 
the aforementioned burdens on the most vulnerable population of the society – migrant labourers and that too in the informal 
sectors.  

The story of the migrants is here to stay, be it for the rich or poor, the developed, developing or under developed. This 
group of people simply cannot be wished away as some kind of a wandering crowd of gypsies who need not be counted in 
the scheme of things. Developing nations like India are continuing to move up the ladder only because of the movement of 
people to help the developmental process; the hope is that eventually this group of people of people will move back to where 
they came from to help build their own societies. Rich countries in the Asia Pacific have looked up to migrant labor from parts 
of South Asia—India, Bangladesh, Nepal, Sri Lanka and Pakistan—to build their infrastructure. Likewise the United States 
that looks up to a vibrant Hispanic immigrant group to shore up its activities, primarily in construction and infrastructure. It 
does not require international organizations to remind nation states of their responsibilities to migrant groups as the onus is on 
every individual as well as on political parties and governments, not just at the time of the elections cycle!
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INTRODUCTION

The Concept of Financial Inclusion has become an important policy agenda of government, policy makers and central banks 
for sustainable economic growth and poverty alleviation. (Allen, Demirguc-Kunt, Klapper, & Martinez Peria, 2012).One of the 
financial inclusion goal is to encourage economic growth, poverty reduction acceleration and discrepancy in an individual and 
the society (Zia & p, 2018).The importance of financial inclusion for economic growth and poverty eradication was stressed 
by the president of the world Bank by setting  the objective of  achieving universal financial access by 2020 throughout the 
world (Mohan).Financial Inclusion makes an attempt to bring the unbanked population into the financial and banking system.
(Vincent & Sivakumar, 2019) The .In the absence formal financial system, the small and disadvantaged people have to depend 
on informal sources due to its timely availability and accessability (World Bank, 2008)

 Financial inclusion is generally understood as affordable access to formal financial products or services by marginalized 
sections of the society (Ramana, 2018).Financial inclusion is a powerful tool that can help reduce poverty and lower income 
equality (Park & Mercado, 2015)(Bakar & Sulong, 2018).Financial inclusion is often measured as percentatge of population 
with a bank account. Despite the bank account as measure there are other dimensions which should be considered.More 
than half(54%) of the adults in the poorest 40% of households remain unbanked.Access to credit from formal channels and 
use of insurnce solutions are significantly lower.(Manyika et al., 2019). Economic literature in finance shows that there 
exists a connection between a inlcusive finance and inclusive growth.(Islam et al., 2017)Inclusive finance is a curcial to 
sustain economic growth and social development. Financial Inclusion means that individuals and businesses have access to 
useful and affordable fianacial products and services that meet their needs-transactions,payments,savings,credit and insurance 
delivered in a responsible and sustainable way.

The Focus of Financial inclusion is set to meet the Sustainable Development Goals (SDG) Financial Inclusion makes an 
attempt to meet the following SDB 
SDG1-Eradicating Poverty
SDG2-Ending hunger, achieving food security and promoting sustainable agriculture
SDG3 –Profiting health and well-being
SDG5- achieving gender equity and economic empowerment of women
SDG8- promoting economic growth and jobs

FINANCIAL INCLUSION IN SOUTH ASIA- A CROSS-
COUNTRY ANALYSIS

Dr.G.Vincent
Associate Professor in Commerce CHRIST(Deemed to be University) Banglore

Dr.S.Sivakumar
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Financial inclusion has been extensively researched on a nation-by-nation basis. 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. This paper makes an attempt to find out the levels of financial inclusion 
among Asian countries. It was observed that Nepal, Bhutan and Indian are the three counties which shows progress in terms 
of financial inclusion.
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SDG9- supporting industry, innovation and Infrastructure
SDG10- reducing inequality
SDG17-strengthenign the means of implementation by encouraging greater saving for investment and consumption

REVIEW OF LITERATURE

On the demand side, there were many studies that discussed financial lieracy were condiered 

 (Sarma & Pias, 2011) analysed cross section data from several countries to study the factors associated with financial 
inclusion.It was found that levels of human developmnet and financial inclusion are possitively correlated. To be more precise, 
greater financial inclusion is associated with higher literacy levels,better physical and communication infrastructure an lower 
income inequality.

Rakibul et al. Made an attmempt to consturct an index of financial inclusion(IFI) South Asian Countries. It used sarma 
model(2008) which took three dimension of financial index which are:banking penetration,availabilty of banking services and 
useage of banking system. This paper concluded that India and Bhutan are in good position as far as IFI is concerned. 

(Mani, 2016) made an attmept to measure the  levels of financial inclusion  in the south Asian countries and it was 
observed that the level of financial inclusion among south Asian country was modest compared to other regions. It was 
conclued that use of debit card,credit cards,bank-borrowings,usage of banking services and deposits was at low levels and 
Mobile banking started picking up. 

Mohi-Ud-Din Sangmi(2013)made an attempt to analyse the state of financial inclusion in SAARC countries and to 
examine financial inclusion strategies adopted in India. It was  observed that financial inclusion remains an area of the 
concern. Only 30,000 habitations out of a total of 6,00,000 habitations have commercial bank branch and just about 40 of the 
population across the countrie have bank account. Only 10% of the people have life insurance cover and proportion having 
non-life insurance cover is abysmally as low as 0.6%.

A study ,conducted by Kumar(2013)  examined the status of  financial inclusion and provides the evidence of its 
determinants. The study observed that branch net penetration as an important dimension which has a significant impact on 
financial inclusion. It was identified that expanding branch network influences the financail inlusion to a greater extent. 

Mushta Ahmad Shaw&Mishra B.D(2018) did a empirical study on financial inlcusion using SEM approach it suggests 
that financial access,availabiltiy and usage of banking services are the significant predicators of financial inclusion  and these 
parameters can really boost the financial condition and standards of life of the poor and the disadvantaged population of the 
country. It furthers concludes that financial inclusion has the postive and significant impact on economic deveopment.

Ardic et al(2011) in their paper titled “Access to Fiancial Services and the Financial Inclusion Agenda Around the World:A 
Cross-Country Analysis, made an attmept to find out the relationship between fianancial inclusion and economic growth. It 
was found that fifty-percent adults in the world do not have the access to formal financical servcices and the stiuation is more 
worse in the deveping countries, where about 64 percent of the adults were unbanked. The reason the above is that getting 
formal financial services are costlier than informal financial servies. It suggested that making formal and affordable financial 
services available for the unbanked would definitley have postive effect on the lives of common folk. 

OBJECTIVE

 ● To give the comparative position of South Asian Countries in terms of financial inclusion.

 ● To trace the measures taken by government of South Asian countries to increase financial inclusion

METHODOLOGY 

Based on the existing literature review, it was decided to measure the financial inclusion by access indicator and usage 
indicator. The access indicator includes number of bank branches, number of ATMs per one lakh adults and having access 
to mobile banking; usage indicator includes  Number of depositors per 1000 adults, Number of borrowers per 1,000 adults,



877
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Number of Insurance policy holders per 1,000 adults and % of adults that use their mobile device to make a 
payment. The data have collected from secondary sources, namely Global Findex database, Financial Access 
Survey, Global Survey on Consumer Protection and Financial Literacy Of World Bank and Global Payments 
Systems, Survey of International Monetary Fund (IMF). The data have been collected for the year 2014-2018 
for the seven South Asian Countries.
Dimension -1: Access
Number of ATMs per 1, 00,000 adults
Number of Branches per 1, 00,000 adults
Number of registered mobile money accounts per 1,000 adults
Dimension-2: Usage
Number of Debit cards 
Number of Credit Cards
Outstanding loans with commercial banks
Outstanding Deposits with commercial banks
Results and Discussion
Number of ATM per 1,00,00,00:
The first variable for measuring the financial inclusion is the access by the adult population is the number of ATMs. 

Table:1

Number of ATMs per 1, 00,000 adult:
Countires Min Max Mean S.D CV
INDIA 17.73 21.98 20.42 1.756381 8.599543
PAKISTAN 7.27 10.45 9.12 1.278299 14.01168
BANLADESH 5.77 8.86 7.62 1.218671 15.98864
Bhutan 23.77 43.93 34.15 8.079268 23.66006
maldeves 22.92 31.81 26.59 3.964537 14.90741
Nepal 9.30 14.28 10.89 2.00665 18.42738
Afganistan 0.75 1.61 1.11 0.328655 29.59755
Srilanka 16.89 17.20 17.05 0.220205 1.291635

It is inferred that Bhutan has the highest mean value and Afgansitan has got a lower mean value. India has got a mean value 
20.42 and it is the third largest after Bhutan and Maldivies.
Variable: 2 Number of Debit Card
It is the common variable used and there is a tremendous increase as almost all the banks started giving ATMs while opening 
bank account and all the bank adopt core banking system

Table:2

Number of Debit card
Countires Min Max Mean S.D CV
INDIA 394421738 861076200 648426936 183108056 28.2388109
PAKISTAN NA 31380618 23131792.2 13055797 56.440923

BANLADESH
7798674 16681724 12196978.8 3904307.06 32.0104439

Bhutan NA NA NA NA NA
maldeves NA 431103 162903 223700.481 137.321278
Nepal 4131242 5544253 4769073 529496.145 11.1027058
Afganistan 137543 518411 280721 152048.059 54.1634074
Srilanka NA NA NA NA NA
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It is inferred that Bhutan has the highest mean value and Afgansitan has got a lower mean value. India has got a mean value 
20.42 and it is the third largest after Bhutan and Maldivies.
Varibale: 3 Number of Credit card
 Availing the credit is the main indicator of financial inclusion. Availability is the factor which helps make the access to 
financial inclusion. Therefore the credit card facility is provided to the customers to avail the credit. Asian Countries have 
shown progress in providing credit cards to provide this services.

Table:3

Number of Credit card
Countires Min Max Mean S.D CV
INDIA 19181567 37484955 26424925.8 7389101.17 27.96262
PAKISTAN 1208763 1522366 1374856.25 128739.761 9.363871
BANLADESH 620328 1228793 899004.4 271063.812 30.15156
Bhutan NA NA NA NA NA
maldeves NA 26854 9966 13715.2116 137.62
Nepal 43895 104721 65498.8 23752.5715 36.26413
Afganistan 750 2008 1278.4 492.63252 38.53508
Srilanka NA NA NA NA NA

The above table shows the number of credit card issued over the past five years. India has got the highest means score. Second 
comes Pakistan.
Variable: 4 Number of Commercial Branches per 1, 00,000 adults
Branch penetrations plays a very vital role in financial inclusion. Social, economic and commercial deepening of banking 
services has been considered as high priority for banking, financial institutions and policy makers.(Singh & Singh, 2016) 
Below able shows branch penetration of commercial banks across Asian countries.

Table: 4

Number of Commercial Branches per 1, 00,000 adults
Countires Min Max Mean S.D CV
INDIA 12.82 14.51 13.91 0.73177 5.260908
PAKISTAN 9.31 10.28 9.87 0.399259 4.043577
BANLADESH 8.45 8.94 8.71 0.18971 2.178579
Bhutan 16.46 18.39 17.26 1.017686 5.894715
maldeves 10.04 13.16 11.71 1.493973 12.75974
Nepal 8.88 15.47 11.24 2.663141 23.68825
Afganistan 2.04 2.30 2.17 0.10762 4.954655
Srilanka 18.47 18.63 18.55 0.113573 5.260908

 From the above table one can observe that Silence has performed well in the past 5 years in terms of extending the banking 
products and services by means of branch penetration. India ranks second followed by Maldives and Nepal. Afghanistan lags 
very behind as its mean score is just 2.17. 
Varibale:5 Number of  Registered Mobile money Accounts 
From the below table one can observe that Maldives ranks fist in terms of mobile money account penetration as it has hot 
highest mean score.  Pakistan is the second Asian countries as per our study as it the second highest mean score. 

Table:5

Number of Mobile money Accounts userrs
Countires Min Max Mean S.D CV
INDIA 224929 1421000 732798.2 443893.34 60.5751136
PAKISTAN 24207539 67707505 45208276 15925666 35.2273243
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BANLADESH NA NA NA NA NA
Bhutan 12152280 534730231 251605647 202266150 80.3901472
maldeves 34314795 167205578 75693407 49975142 66.0231115
Nepal NA NA NA NA NA
Afganistan 5414655 47164779 25025344 15127362 60.4481688
Srilanka 28075 28075 732798.2 443893.34 60.5751136

Variable: 6 Outstanding Deposits with Commercial Banks
Though there are many avenues of savings, bank deposits are considered as safe as it falls under less risk investment and 
assured return for the depositors. Nepal, India have attracted more number of deposits when compared to other countries.

Table:6

Outstanding Deposits with Commercial banks
Countires Min Max Mean S.D CV
INDIA 79557212 114344509 97283687.9 13895116 14.28309
PAKISTAN 7648521 11902682.6 9425849.92 1648588 17.49007
BANLADESH 7125966 10766137.4 8957807.5 1451058 16.1988
Bhutan 75343.99 143114.39 99882.4043 27747.27 27.77993
maldeves 24541.44 29515.966 27632.2188 1906.247 6.89864
Nepal 1204463 2471514.17 1799344.38 501618.5 27.87785
Afganistan 218847.1 273334.895 250887.879 23004.15 9.169094
Srilanka 3976867 4638976.12 4307921.56 468181.8 10.86793

ariable:7 Outstanding deposits with commercial Bank(% of GDP)
Below table shows outstanding deposits with commercial banks among Asian Countries taken for our study.  

Table:7 Outstanding deposits with commercial Banks (% of GDP)

Countires Min Max Mean S.D CV
INDIA 60.01 64.79 62.77 1.791177 2.853469
PAKISTAN 30.11 34.60 31.69 1.849827 5.836969
BANLADESH 47.84 53.03 51.14 2.190157 4.283009
Bhutan 59.19 82.55 66.64 9.269256 13.909
maldeves 36.37 43.63 40.51 3.082919 7.610754
Nepal 61.31 82.19 73.94 8.691309 11.75456
Afganistan 18.60 19.65 19.31 0.410109 2.123818
Srilanka 38.38 42.36 40.37 2.814285 6.971229

Nepal ranks number one with the mean score 73.94% , followed by Bhutan with the mean score of 66.63% and India with the 
mean score of 62.77%.Afganistan is the country with the lowest mean score of 19.31%.
 Variable:8 Outstanding loan with commercial banks
Financial inclusion does not just mean opening the bank accounts and it is the first step to include the unbanked. Further 
giving credit to the rural poor to start their small business is next major step as it will result in economic development and 
easy access to capital for the rural people.
Table:8

Outstanding loan with commercial banks
Countires Min Max Mean S.D CV
INDIA 62820824.3 87669725.8 74736081.5 9547883.75 12.7754674
PAKISTAN 4056645.73 7279550.94 5274905.4 1281629.23 24.2967244
BANLADESH 5412089.61 9779096.14 7352229.21 1760716.83 23.9480677
Bhutan 55318.0733 99542.63 74641.6075 17717.4804 23.7367347
maldeves 16323.78 24142.998 19913.55 3189.78116 16.0181442
Nepal 902162.02 2112201.86 1449183.69 485793.451 33.5218684
Afganistan 41258.2166 45408.786 42627.2622 1738.01869 4.07724682
Srilanka 3453879 4258329.52 3856104.26 568832.415 14.7514791
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Variable:9 Outstanding loans with commercial Bank(% of GDP)

Table:9

Outstanding loans with commercial Bank(% of GDP)
Countires Min Max Mean S.D CV
INDIA 46.01 50.39 48.33 1.826105 3.778757
PAKISTAN 15.96 21.16 17.63 1.891368 10.7304
BANLADESH 40.28 43.45 41.46 1.330937 3.210118
Bhutan 45.85 57.42 49.94 4.157308 8.324867
maldeves 27.94 29.75 28.89 0.641137 2.219054
Nepal 45.92 70.24 59.09 8.96521 15.17273
Afganistan 2.96 3.71 3.31 0.323185 9.778632
Srilanka 33.33 38.89 36.11 2.775877 7.687115

From the above table it is clear that Nepal ranks first with the mean score of 59.09%, followed by Bhutan and India with the 
mean score of 49.94% and 48.33%

Conclusion
The South Asian countries, namely, Afghanistan, Bangladesh, Bhutan, India, Nepal, Pakistan and Sri Lanka have been 
studied here in terms of financial inclusion and policy initiatives. It is found that the levels of financial inclusion in South 

Asian countries are drastically low as compared to other parts of the world. 
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INTRODUCTION

Consumer brand preference is an essential step towards understanding consumer choice behaviour, and has therefore always 
received great attention from marketers. However, the study of brand preference has been limited to traditional marketing 
focusing on functional attributes to maximise utility. But now the shift to experiential marketing broadens the role of the brand 
from a bundle of attributes to experiences. Technological advancements have helped to increase the similarities between 
brand attributes and product commoditisation. Consequently, consumers cannot shape their preferences among brands using 
rational attributes only. They seek out brands that create experiences; that intrigue them in a sensorial, emotional and creative 
way. This study seeks to develop a model that provides an understanding of how brand knowledge and brand experience 
determine brand preference and to investigate its impact on brand repurchase intention. The model therefore offers managers 
a new perspective for building strong brands able to gain consumer preferences.

Keywords: Branding, brand preference, brand experience, brand knowledge, mobile phones, mixed-method methodology.

STATEMENT OF THE PROBLEM

The study is mainly intended to ascertain customer satisfaction and factors influencing product selection. It is believed that 
such a study will throw light on the strength and weakness of the dealer on one hand, its opportunity and threats on the other 
hand. The scope is mainly focused on giving information to the company about what to do or what are the pitfalls or weakness 
that the company is presently having. These weaknesses can be studied in detail or in depth and good remedies can be taken 
to improve the company’s well being.

Consumer behavior 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.

THE EFFECTS OF ADVERTISMENT ON CONUSMER BRAND 
PREFERENCE IN CHENNAI CITY

Jagadeesh.A
M.com 2nd year, department of commerce, SRMIST

The proliferation of assorted brands of food drinks in the country has led to cutthroat competition for increased market share 
being witnessed among the operators in the food drink industry. When competition is keen and the consumers are faced with 
brand choice in the market, it becomes imperative for the manufacturers to understand the major factors that can attract the 
attention of buyers to his own brand. These then form the basis for marketing panning and action. Results revealed that both 
male and female and different age groups were equally influenced by advertising in their preference for the brand. 38.73% 
of the consumers showed preference for Bournvita out of the various brands of the food drink studied. The major reasons 
advanced for the preference are its captivating advertising (42.62%) and rich quality (40.16%). TV advertising was most 
preferred by 71.43% of the respondents of all the media used in advertising Bournvita. The need for high preference to 
advertising is therefore highlighted for companies that want to not only retain their market but take positive steps to increase 
their market share.

ABSTRACT
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OBJECTIVES OF THE STUDY

 ● To analysis the consumer preference towards puma brand in Chennai city.

 ● To identify the consumer perception towards puma brand in Chennai city.

 ● To analyze the factors influencing consumer behavior towards puma.

 ● To offer major findings, suggestions and conclusion.

METHODOLOGY

Research Design
A research design is a framework or blueprint for conducting the marketing research. It details the procedures necessary for 
obtaining the required information needed to structure or solve marketing research problem. Survey and observation are two 
important methods that can be used in case of descriptive research. The present study has been carried out by survey method 
through administration of structured questionnaire for obtaining information. However, observations of the researcher have 
been duly noted under qualitative information.

Scope of the study
This study is based on primary and secondary sources of information. It mainly concentrates on consumers’ ownerships, 
status symbols (necessity or luxury), perceptions and preferences of such white goods, their information sources and amount 
of time spent (high / low involvement), factors influencing their purchase decisions, and post purchase behavior, if any like 
brand switching.Data was collected from the actual as well as potential customers in three selected products categories of 
white goods industry namely entertainment, preservatives and cleaning. However, for certain questions like identifying the 
factors that influence consumer buying behavior, separate analysis was not carried as it was assumed that factors remain same 
irrespective of the selected product categories.

Sources of Data
The present study is mainly based on primary data.

Primary Data
Preliminary scanning of various secondary data sources preceded primary data collection. The primary investigation proceeded 
on the framed objectives of the present study. The research instrument consisted of a structured questionnaire. Measurement 
scales like ordinal, nominal, and Liker’s are used to collect first hand responses from households owning or intending to 
purchase selected categories of white goods. These primary data have been put to further statistical analysis so as to find out 
some useful information and generate inferences related to the objectives of the study.

Sample size 
The survey I took only 110 respondents due to lack of time I took a small survey.

Area of the study 
The present study covers the area of Chennai city.

Method of data collection
There are several methods of collecting primary data. In descriptive researches, collection of primary information is generally 
done through survey which can be further classified into (i) Observation method, (ii) Interview method, (iii) Questionnaire 
method, (iv) Schedules method and (v) Some other methods. The use of above classification depends on the type and objectives 
of the research.

REVIEW OFLITERATURE

Dr. Ramesh Sardar (2012) on his article “Brand Preference of Passenger Cars in Aurangabad District” detailed that the 
analysis of marketing, a consumer behavior and brand preference of passenger car is carried out in Aurangabad district of 
Maharashtra state. As a result, focusing on an industry where brands, marketing knowledge and distribution networks have 
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been important determinants in the growth and survival of firms. It reaches distinct conclusions. The article illustrates the 
analysis and interpretation of data. 

AttiyaKanwal (2011) on his study “Consumer preference of International brands over local brands” aimed at determining 
consumer preference of international brands instead if national or local brands. Consumer evaluates products based on 
information cues, which are intrinsic and extrinsic. If a consumer is satisfied with a product, he will buy it again, become loyal 
and over time develop a relationship with the brand. There are various factors which influence consumer purchase decision. 
The price of a brand plays a fundamental role in the consumer’s choice of brand. If a brand is priced too high then a consumer 
will avoid it. The price of a brand is an indication of the quality of the brand as well. Other factors include fashion, family and 
friends, brand name, availability, advertising campaigns etc. 

AnnamalaiSolayappan, JothiJayakrishnan (2010) on their article “Customer Preference for Branded Computers with 
Special Reference to Post Graduate Students” noted that purchase decision making is a complex amalgam of needs and desires. 
It is influenced by factors such as consumer’s societal role, social and cultural environment, aspiration and inhibitions. The 
Changing Perceptions of Consumers preference for branded computers. Exploratory research has been made with postgraduate 
students of various disciplines in leading institutions in Chennai to find out the most important factors influencing the purchase 
of branded computers. It was circulated to the postgraduate students of Arts, Science and Professional courses. Factor analysis 
and ANOVA have been employed to establish the important influencing factors on the purchase of branded computers and 
differences of opinion among the students. According to this study, Quality, Specification / Configuration, Reasonable price, 
Credit, Service, Experience person, Offers, Style, Guarantee, Warrantee and Product availability are the inducing factors for 
the purchase of branded computers among post graduate students of Chennai.

Prof. Praneti Shah Mehta Priyam and UmeshLukhi (2009) in their study  “Purchase Pattern of consumers for Consumer 
Durables along with Preference towards Organized & Unorganized Retail Formats” stated that the consumer durables market 
is expected to grow at 10-15% in 2007-2008. It is growing very fast because of rise in living standards, easy access to 
consumer finance, and wide range of choice, as many foreign players were entering in the market with the increase in 
income levels, easy availability of finance, increase in consumer awareness, and introduction of new models, the demand for 
consumer durables has increased significantly. The market share of MNCs in consumer durables sector is 65%. MNC’s major 
target is the growing middle class of India. 

Varun T.C. (2008) in his study “Consumption Behaviour of Coffee and Tea in Karnataka” mentioned Coffee and tea 
are drunk in most countries, but typically one predominates. Coffee is the preferred drink in Europe and America, and tea 
elsewhere. Until the early eighteenth century, coffee production and consumption was confined to the Islamic World and 
tea production to East Asia. European traders altered this pattern dramatically. The present pattern of coffee consumption is 
influenced by income per capita and that of tea is not. Coffee, of late has become relevant and contemporary. Coffee houses or 
bars have sprung up across the country, making coffee an important part of social gathering places. There is a wide variety of 
coffee offerings, from size, flavour, preparation and toppings and plenty of gourmet and specialty shops to provide them. For 
the last few years, new product trends have been driven specifically by consumer demand for more complex, upscale coffee, 
both in and outside of their homes.

Banumathy and Hemameena (2006) on their article “Analysis of brand preference of soft drinks in the global environment” 
while studying consumer brand preference with respect to soft drinks, found that after globalization most of the consumers 
like the international brands such as Pepsi and Coco-cola. Consumers preferred a certain brand or a particular drink mainly 
because of its taste and refreshing ability.

DATA ANALYSIS AND INTREPRETATION

Analysis and interpretation is the process by which sense and meaning are made of the data gathered in qualitative research 
and by which the emergent knowledge is applied to clients problems. This data often takes the form of records of group 
discussions and interviews, but is not limited to this.
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GENDER OF THE RESPONDENTS

TABLE 1- SHOWING GENDER OF RESPONDENTS

GENDER PERCENTAGE NO OF RESPONDENT

MALE 45.05% 50
FEMALE 54.95% 61

TRANSGENDER 0.00% 0
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table it is clear that 55% of respondents were female and 45% were male. Most of the respondents were 
female and it shows that female uses more branded products then male.

TABLE 2 - SHOWING AGE OF RESPONDENTS

AGE PERCENTAGE NO OF REPONDENTS
10-15 8.11% 9
16-25 70.27% 78
25 and above 21.62% 24
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table it is clear that 8.11% of the respondents are aged between 10-15, 70.27% are aged between 16-25 and 
21.62% are aged above 25. The majority of the respondents are from 16-25 aged that is all are youngster who are all interested 
in branded products.

TABLE 3 -  SHOWING QUALIFICATION OF RESPONDENTS

QUALIFICATION PERCENTAGE NO OF RESPONDENT
HSC 16.22% 18
UG     48.65% 54
PG 21.62% 24
EMPLOYED 13.51% 15
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table we come to know 16.22% were hsc students , 48.65% were undergraduate , 21.62% were postgraduate 
and 13.51% were employed people. Most of the students only prefer branded products.
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TABLE 4 - SHOWING TRUST IN PRODECTS OF RESPONDENTS

OPTION PERCENTAGE NO OF  RESPONDENT
YES 63.06% 70
NO 13.51% 15
SOMETIMES 22.52% 25
NOT ANSWERED 0.90% 1
TOTAL 100% 111

Source: primary data
INTERPRETATION
From the above table we come to know that 63.06% said yes they have trust in their products and 22.52% of them said that 
they sometimes have trust and 13.51% of the people they don’t have any trust on their products.

.FINDINGD AND SUGGESTIONS

FINDINGS:
 ● The research revealed that majority of the respondents are female(55%)

 ● Most of the respondents  belonging to the age of 16 to 25 years.

 ● It found that majority of the people are having under graduated  degree holder

 ● The research revealed that most of the respondents are feels that they have trust in the buying products.

 ● Its found that most of the people are buy the produdct through the advertisement(43%)

 ● Majority of the people prefer nike brand(33%)

 ● It revealed that most of the people take suggestion before buying the products for branded products(57%)

 ● Most of the respondents think that advertisement are need for  buying the products

 ● It revealed that most the respondent are prefer that  branding name itself(49%)

 ● Most of the consumer are prefer that customer satisfaction is much important for buying the products(60%)

 ● Most of respondents are buy only a branded produdcts regularly(38%)

 ● It revealed that most of the respondents are suggested the products to others (60%)

SUGGESTIONS:

Most of the brand products are having effective competitor they can consider for their competitor.
The study on the factors influencing consumer preference towards brand impact company brandings
To understand the consumer preference and behavior , markets needs to know what product and brand knowledge customer 
acquired and stored in the memory.
They may also wish to determine how consumer organize a product category and what types of knowledge are likely to 
activated by particular marketing strategies.

.CONCLUSION

 Brand extension are not a western phenomenon but have became prevalent in inedia too in the recent past. To conclude, this 
study on consumer preferences/perception for brand extensions and their impact on parent 169 brands’ image; their antecedents 
beyond the western experience would enable one to see patterns emerging in a country like India. The study signals the 
emergence of a pattern of consumer behaviour at least among the economically stable and educated consumers. This study 
is among the pioneer and micro analytic tests of hypothesis provides insights into important factors governing consumer 



886
Copyright ©2020 Authors

Proceedings

behaviour. An important contribution of this study is that it proposed and tested hypothesis establishing the relationship 
between the various factors affecting consumers and their preferences/perceptions for brand extension using a non western 
sample. Finally analyzing  all the factors responsible for increasing sales and the no. of customers in departmetal store through 
various data analysis percentage  analysis, I came to a conclusion that. So, the company should focus on the tools present to 
analysis its customer and various other factors.
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INTRODUCTION 

Economic growth is increasing in the output of economic goods and services when compared from one period of time 
to another. Usually, aggregate economic growth will be measured in terms of Gross National Product (GNP) or Gross 
Domestic Product (GDP). The increasing economic growth is very important to the economy as it brings more employment 
and income to the country. As a result, there will be rapid economic development in the country. In economic literature, 
it has been debated that there is a relationship between fiscal deficit and economic growth particularly, theories likeneo-
classical and Keynesiantheory. As per the neo-classical theory, the fiscal deficit couldadverselyaffect the growth whereas 
Keynesian economists argue that deficit spending is required to use the existing unutilized services. Standing apart from these 
two theories, Ricardiancorrespondence argues that there is no such relationship between deficit and growth. Moreover, the 
existing empirical 
works of literature have different conclusions on this.

In India, the literature on fiscal deficit’srelationship with macroeconomic variables like inflation, interest rate, economic 
growth rate,and current account deficit provide mixed evidence. The study has done by the Reserve Bank of India (RBI) and 
found that fiscal deficit is the major factor behind higher and persistentinflation and that it also adversely affects economic 
growth. Whereas the North Block (Central Government) in India counters that; higher governmentspending will boost 
economic growth though, there is no long-term analysis toassess this relationship withthe Indian economy. Hence, this paper 
tries to analyzethe effectiveness of (central) government expenditure on Gross State Domestic Product (GSDP) in India to 
make an appropriate economic decision and robust economic policy in India. 

OBJECTIVE OF THE STUDY 

 ● To study the effectiveness of fiscal deficit  on Gross State Domestic Product (GSDP) in India

AN EFFECTIVENESS OF FISCAL DEFICIT ON GROSS 
DOMESTIC PRODUCT (GDP) OF INDIA 

Y.Ebenezer
Assistant Professor of Economics, School Of Law, Vel Tech University, Chennai.  

yebenezer2@gmail.com)

The economic growth is rising in the output levels in the country over a while and the high economic growth will be an 
important aim of all the government economic policies due to which all governmentsneed to spend on the economy. Since 
independence, India has been spending on different sectors in the economy to attain economic growth. As a result of this, the 
county has been facing a heavy fiscal deficit.  The study aims to examine the effectiveness of fiscal deficit on Gross Domestic 
Product (GDP) in India. To do the same, the study has employed the regression model applied with the least-squares method 
by E-Views and the secondary data tables were used to show the trend of fiscal deficit and Gross Domestic Product of India. 
The study reveals that the coefficient is 12.41991and the chance of error with their coefficient (pro value) is 0.0000. The study 
confirmed that the coefficient is a significant value. So, if fiscal deficit increases by 1cr then GDP increases by 12.41991units, 
and the study has also been concluded that the independent variable will forecast 83.99 % true value of the dependent variable. 
Finally, the study recommends that India mustspend more on human capital formation, research & development, and other 
progressing technologies of all sectors to attain economic growth. 

Keywords: Gross Domestic Product, Effect, fiscal deficit, Economic Growth.
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MATERIALS AND METHODS OF THE STUDY 

This study is based on secondary data which has been collected from various issues like Central Statistics Organization, 
RBI Reports of different years, Handbook of statistics on the Indian economy Reserve Bank Of India -2019-20 and other 
web sources. The period of study is from the year 2011 to 2020. To examine the effectiveness of fiscal deficit on gross state 
domestic product (GDP), the study has employed statistical tools like correlation, descriptive analysis, and regression model 
applied with the least-squares method by E-Views. The available data have been processed and presented in a suitable table. 

RESULT AND DISCUSSION  

Value of GSDP (Rs. In Crores) and fiscal deficit incrores from 2011 to 2020 

Year Gross Fiscal Deficit 
cr GDP cr

2011-12 684966 5633050
2012-13 684395 9213017
2013-14 749711 9801370
2014-15 836563 10527674
2015-16 952410 11369493
2016-17 1064704 12298327
2017-18 997097 13179857
2018-19 1174823 14077586
2019-20 1247962 14778878

Source:  Handbook of statistics on the Indian economy Reserve Bank of India -2019-20.
Central Statistics Organization, RBI Reports-2019-20.
The table reveals India’s GDP and Gross Fiscal Deficitfrom 2011 to 2020. It is seen that the GDP and the Gross 
Fiscal Deficitincrease constantly from 5633050cr to 14778878cr and from 684966crto 1247962Cr respectively. 

Items GDP_CR C GROSS_FISCAL_DEFICIT_CR

GDP_CR 1 NA 0.9157793701520918

C NA NA NA
GROSS_FISCAL_

DEFICIT_CR 0.9157793701520918 NA 1

Correlation 

Table -2Relations between India’s GDP and Gross Fiscal Deficit from 2011 to 2020

Sources: the output of E-Views
The above table reveals the correlation between India’sGDP and Gross Fiscal Deficit. It is seen that there is a strong positive 
correlation between GDP and Gross Fiscal Deficit of India during the study period2011 to 2020. 
Descriptive statistics 

Items GDP_CR C GROSS_FISCAL_
DEFICIT_CR

 Mean  11208806  1.000000  932514.6
 Median  11369493  1.000000  952410.0
 Maximum  14778878  1.000000  1247962.
 Minimum  5633050.  1.000000  684395.0
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 Std. Dev.  2819359.0  0.000000  207884.8
 Skewness -0.629068  NA  0.158882
 Kurtosis  2.744730  NA  1.688030
 Jarque-Bera  0.618025  NA  0.683340
 Probability  0.734171  NA  0.710583
 Sum  1.01E+08  9.000000  8392631.
 Sum Sq. Dev.  6.36E+13  0.000000  3.46E+11
 Observations  9  9  9

Table –3 Descriptive statistics

Sources: the output of E-Views

Table-3 shows the descriptive statistics about India’s GDP and Gross Fiscal Deficit. Theaverage value (mean) between 
GDP and Gross Fiscal Deficit found that the 11208806cr has GDP and 932514.6cr hasGross Fiscal Deficit in India. Inthe case 
of the median,India’s GDPmiddle value is11369493cr and the Gross Fiscal Deficit middle value is 952410.0cr. 

On the other hand of maximum and minimum, it has seen that the maximum values have 14778878cr of GDP and 
1247962.0cr of fiscal deficit whereas the minimum value of GDP has 5633050.0cr and the fiscal deficit has 684395.0cr. The 
value of the standard deviation is 2819359.0cr for GDP and 207884.8cr for Gross Fiscal Deficit.

Skewnessvalue is -0.629068 for GDP and 0.158882 for Gross Fiscal Deficit. It indicates that Gross Fiscal Deficit 
is apositive Skewness and because the table Skewness value is more than 0 whereas the GDP value reveals a negative 
Skewness. On the other hand Kurtosis, the GDP, and gross fiscal deficit values have negative kurtosis (platykurtic). It means 
the distribution of the series is a flatter curve. On the base ofJarque-Bera and Probability value, the Gross Fiscal Deficit and 
GDP are normally distributed curvein the study period. 

The Effectiveness of fiscal deficit on Gross State Domestic Product   (GSDP) In India
Dependent Variable: GDP_CR
Method: Least Squares
Sample: 1 9
Included observations: 9

Variable Coefficient Std. Error t-Statistic Prob.
C -372942.6 1962018. -0.190081 0.8546

GROSS_FISCAL_DEFICIT_CR 12.41991 2.059020 6.031952 0.0005
R-squared 0.838652 Mean dependent var 11208806
Adjusted R-squared 0.815602 S.D. dependent var 2819359.
S.E. of regression 1210677. Akaike info criterion 31.04439
Sum squared resid 1.03E+13 Schwarz criterion 31.08822
Log-likelihood -137.6997 Hannan-Quinn criter. 30.94981
F-statistic 36.38445 Durbin-Watson stat 1.786983

Prob(F-statistic) 0.000525

Sources: output of E-Views
Regression Model
Generalised form of equation 
GSDP=a+b1gx+e
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GSDP-Gross State Domestic Product (dependent variable)
a-intercept 
b1GF-Gross Fiscal Deficit( independent variable )

Expected form of equation 
GDP=-372942.6+ 12.41991

 Interpretation of Least Squaresresult

The coefficient is 12.41991and the chance of error with their coefficient (pro value) is 0.0005. It means the pro value is 
less than 0.05 significant levels. It is indicating that the coefficient is a significant value.So, if the government Gross Fiscal 
Deficitby 1cr then GDPincreases by 12.41991unit keeping other factors to remain constant. 

The f-statistic shows the combined effect on all independent variables on dependent variable value i.e. 0.000525 and it 
shows the value is less than 0.05 significant levels. So it is confirmed that the combined effect of government expenditure 
is significant on GDP.  The R-squared and Adjusted R-squared value are 0.82and it can be concluded that the independent 
variable will forecast 83.00 % true value of the dependent variable. 

FINDING OF THE STUDY 

 ● The study reveals that the coefficient (Pro Value) is0.0005 and points out the coefficient is significant.

 ● It is established that the coefficient is 12.41991 during the study periods. 

 ●  The f-statistic shows the combined effect on all independent variables on dependent variable value i.e. 0.000525 and 
it established that the combined effect of Gross Fiscal Deficit is significant on GDP. 

 ●  The study reveals that the R-squared and Adjusted R-squared value is 0.83 and conformed that the independent 
variable will forecast 83.00 % true value of the dependent variable. 

CONCLUSION AND SUGGESTION 

Economic Growth is an important aim of all economic policy in a country. A country like India spends a lot of money on 
different sectors through the fiscal deficit. In the recent situation, India is attaining various levels of economic growth. The 
study establishes that the coefficient is 12.41991 during the study periods. Therefore, it is predicted that if fiscal deficit 
increases by 1cr then GDP increases by 12.41991cr unit keeping other factors to remain constant.India could investin various 
research and developments, human capital formation, and also technology progress sectors. Besides, the government must 
also ensure equal distribution of income and wealth in society to reachsignificant economic growth in the country.   
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INTRODUCTION

An investment is the purchase of goods that are not consumed today but are used for the future to create wealth. In finance, an 
investment is a monetary asset purchased with the intention that the asset will yield income in the future or will later be sold 
at a higher price. Investment is oriented toward future returns, and thus comes with some degree of risk.

Most investors want to make investments in such a way that they want to get sky-high returns in less time without the risk 
of losing any money. This is the reason why many are always on the lookout for top investment options where they can double 
their money in short period of time with little or no risk. In reality, risk and returns are directly related and go hand-in-hand, i.e., 
higher the risk, higher is the return, and vice versa. While selecting an investment avenue, one has to match the risk profile with 
the risks associated with the product. There are some investments that carry high risk but have the potential to generate higher 
returns than other asset classes in the long term while some investments come with low-risk and therefore fetch lower returns.

Coronavirus or COVID 19 was first identified in December 2019 in Wuhan, China, and has resulted in an ongoing 
pandemic. The first case of COVID-19 in India was reported on 30 January 2020 in Kerala. On 2 March  2020,  the BSE  
SENSEX witnessed a flash crash due to the Union  Health Ministry's announcement of two new confirmed cases. A UN report 
estimated a trade impact of US$348 million on India due to the outbreak, making India one of the 15 worst affected economies 
across the world. On 12 March 2020, the Indian stock markets suffered their worst crash since June 2017 after WHO's 
declaration of the outbreak as a pandemic. The lockdown has adversely have affected service sector like banks, restaurants, 
food vendors, and food delivery providers at par with providing health safety and medical sustenance.

The present research aims to study the investment pattern and preference of investment avenues of retail investors after 
the COVID 19 pandemic.

INVESTORS’ PREFERENCE TOWARDS INVESTMENTS 
(WITH SPECIAL REFERENCE TO MARCH 2020 –  

OCTOBER 2020 DURING PANDEMIC SITUATIONS IN INDIA)

Dr.S.Naresh
Associate Professor and Head, Department of Commerce and Business Administration 

SRM IST, Vadapalani Campus, Chennai, Tamil Nadu

Dr.K.Alamelu
Assistant Professor, Department of Commerce and Business Administration 

SRM IST, Vadapalani Campus, Chennai, Tamil Nadu

Investing is an important aspect of an individual’s life. Although majority of India’s population is the youth, there is a lack 
of awareness regarding investment avenues and its importance. Moreover, in March 2020, India was hit by the COVID 19 
pandemic. It had an impact across the globe and every sector was affected due to the same.
The basic aim of this research is to analyze the impact of COVID 19 on the investment preferences of retail investors and also 
on the investment industry in India. The returns up to July 31st, 2020 are taken for the study. Some of the financially aware 
investors have also grabbed this opportunity of the dip in the market and invested during the pandemic. The stock market has 
shown 70% recovery till the end of July 2020 from the dip in March 2020.To conclude, COVID 19 has a drastic effect not 
only on the investment industry in India but also on all the other aspects of human life. The Indian markets have shown good 
recovery in short span of time and will hopefully go back to normal soon.

Keywords: Investors’ preferences, Investor perception, Risk and Returns, Safety of investments, Tax benefits, Capital 
appreciation,Pandemic situations
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LITERATURE REVIEW

Rajagopalan, P., & Gurusamy, S. 2015, In his study relating to investors preferences about capital market in different investment 
avenues, and kinds of risk faced by investors. Questionnaire method to be used to collect the information from the investors. 
Descriptive research, sample method, various parametric and non- parametric techniques to be used to adopt and analyzing the data.
Arathy, B 2015, Investors mainly chosen by the short-term investment in capital market, who are forced to join by the 
guidance of the investors. He conducted a study with a main intention to determine the behavior and attitude of the investors 
belonging to north eastern region to the Investment Portfolio about mutual fund
Trang, P. T. M., & Tho, N. H. 2017, The study is published an output that the salaried persons and businessmen created the 
demand for mutual fund because of tax allowances. Derivative trading introduced in India 200 years ago. Various study states 
self-conscious is the most dominating trait in among the demographic variables.
Muthumeenakshi, M. 2017, The study justified the regulatory authorities to increase disclosure of financial information and to 
take action with the aim of increasing investors and their financial literacy to mitigate the phycological bias. In case of mutual 
fund, in India it has found not favourable alternatives as situation prevails in developed countries
Manimozhy, N., & Borah, N. 2018, In India the expiation of financial market has provided opportunities for the people to 
invest. In counties like Singapore the investment pattern has increased, and stock market has been sharply expanded.

Testing of Hypothesis
H1: There is association between factors influencing investment and Pandemic situations is found from the study.Null 
Hypothesis rejected

Results and Findings of the study
All the demographic variables such as gender, age, occupation, educational qualification and income were checked against 
the factors influencing the investment such as maturity period, capital appreciation, return on investment, safety of principal, 
tax benefits and risk. From the above chi- square analysis and ANOVA it is evident that, as all the p values are greater than 
0.05, there exists no relationship between the demographic variables and factors influencing investment which implies that 
it is insignificant. Therefore, Null Hypothesis is rejected. To understand the relationship or association between demographic 
variables and category of investment in the stock market A demographic variable includes gender and age group, against the 
category of investment in mutual funds

CONCLUSION
Investors are recommended to take a little risk in their portfolio so as to maximize their own returns since the markets have 
shown recovery now. It is a good time to invest now since the market will boost as soon as vaccine for COVID 19 will be 
available. Therefore, taking calculated risks should fetch them good returns.
Portfolio managers/Fund managers are recommended to diversify the risks and encourage risk averse
investors to take on some risk in their portfolio. Also, newer investment avenues can be explored which the investors are 
not aware of and can be encouraged to include those in the portfolio.Shifting back to the pre pandemic risk-taking abilities is 
recommended as the COVID
19 pandemic has almost come to an end and the chances of such a pandemic happening again in the life of the investor are 
almost nil.
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INTRODUCTION

Work is a central part of almost everyone’s life. Adults devote almost all of their waking time to work as career development 
makes up almost 70% of all human developmental tasks. Hence it is important that the employees feel a sense of satisfaction 
with their job or else it might lead to frustration, anger and in some cases even depression.Perceived satisfaction on the 
job is reflected by the needs of sense of fulfilment and expectation for the job to be interesting, challenging and personally 
satisfying. Job satisfaction is also an achievement indicator in career developmental tasks.There are numerous studies on job 
satisfaction, and the results are often valued for both humanistic and financial benefits. When employees are satisfied, they 
tend to care more about the quality of their work, they are more committed to the organization, they have higher retention 
rates, and they are generally more productive.The present times are very competitive and hence there is a lot of pressure for 
each organization to be the best for this reason, organizations now demand for the better job outcomes. In fact, modern times 
have been called as the “age of anxiety and stress”.

DEFINITIONS:

Siegal and Lance (1987) stated that ‘job satisfaction is an emotional response defining the degree to which people like their job.’
Vroom (1982) defined job satisfaction as workers’ emotional orientation toward their current job roles. Similarly, Schultz 
(1982) stated that job satisfaction is essentially the psychological disposition of people toward their work.
Finally, Lofquist and Davis (1991), defined job satisfaction as “an individual’s positive affective reaction of the target 
environment as a result of the individual’s appraisal of the extent to which his or her needs are fulfilled by the environment”.

The Concept of Job Satisfaction
During the earlier stages of researches, efforts were made to correlate job performance with job satisfaction and it came out with the 
complementary nature of these entities each other, implying a positive correlation among them. But later on, some studies revealed 
that good job performance leads to higher job satisfaction, however the reverse found non-significant. Evaluating the performance 
of an employee in an organization is not only having concern with how much satisfied he is with the job, but also with so many other 
factors like his professional independence, organizational commitment, emotional intelligence, disciplined nature, collaborative 
working style, organizational citizenship behavior, etc. Job satisfaction is a psychological attribute of the employee which he enjoys, 
whereas, job performance is the practical reflection of that employee’s aptness to that profession, which make the employer rejoice.

A STUDY ON JOB SATISFACTION ON JOB PERFORMANCE OF 
EMPLOYEES.

G.Karthikeyan 
M.com 2nd year,  Department of commerce, SRMIST

Job satisfaction refers to a person’s feeling of satisfaction on the job, which acts as a motivation to work. It is not the self-
satisfaction, happiness or self-contentment but the satisfaction on the job.Job satisfaction relates to the total relationship 
between an individual and the employer for which he is paid.Satisfaction means the simple feeling of attainment of any goal 
or objective. Job dissatisfaction brings an absence of motivation at work.
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  Objectives of the study
 ●  The main objective of the study is to investigate the impact of job satisfaction level of the respondents on their 

respective performance evaluation.

 ● The study tries to find out the relationship between the Job Satisfaction factors and the performance evaluation.

Job Satisfaction Importance
Job satisfaction is a frequently studied subject in work and organizational literature. This is mainly due to the fact that many 
experts believe that job satisfaction trends can affect labour market behaviour and influence work productivity, work effort, 
employee absenteeism and staff turnover. Moreover, job satisfaction is considered a strong predictor of overall individual 
well-being, as well as a good predictor of intentions or decisions of employees to leave a job.
Job satisfaction is also important in everyday life. Organizations have significant effects on the people who work for them 
and some of those effects are reflected in how people feel about their work. This makes job satisfaction an issue of substantial 
importance for both employers and employees.
As many studies suggest, employers benefit from satisfied employees as they are more likely to profit from lower staff 
turnover and higher productivity if their employees experience a high level of job satisfaction. However, employees should 
also ‘be happy in their work, given the amount of time they have to devote to it throughout their working lives’.

Three main factors of Job Satisfaction:
There are different factors on which job satisfaction.

(i) Personal Factors:

They include workers’ sex, education, age, marital status and their personal characteristics, family background, socio-
economic background and the like.

(ii) Factors Inherent in the Job:

These factors have recently been studied and found to be important in the selection of employees. Instead of being guided 
by their co-workers and supervisors, the skilled workers would rather like to be guided by their own inclination to choose jobs 
in consideration of ‘what they have to do’. These factors include- the work itself, conditions, influence of internal and external 
environment on the job which are uncontrolled by the management, etc.

(iii) Factors Controlled by the Management:

The nature of supervision, job security, kind of work group, and wage rate, promotional opportunities, and transfer policy, 
duration of work and sense of responsibilities are factors controlled by management. All these factors greatly influence the 
workers. These factors motivate the workers and provide a sense of job satisfaction.

Though performance and job satisfaction are influenced by different set of factors, these two can be related if management 
links rewards to performance. It is viewed that job satisfaction is a consequence of performance rather than a cause of it.

Satisfaction strongly influences the productive efficiency of an organisation whereas absenteeism, employee turnover, 
alcoholism, irresponsibility, non- commitment are the result of job dissatisfaction. However, job satisfaction or dissatisfaction 
forms opinions about the job and the organisation which result in boosting up employee morale.

REVIEW OF LITERATURE.

According to the researches’ outputs available so far, job satisfaction level is exposed maximum in the jobs like Physical 
Therapists, Authors, Psychologists, Fire fighters, Teachers, Educational Administrators, Painters, Sculptors, etc. The 
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professions where the job satisfaction is observed with least significance are Laborers (excluding those in construction field), 
Clothing salespersons, Furnishing Salespersons, Packagers, Food preparers, Food servers and material handlers, etc. (Schultz 
D, 2010.)

Evidently, job satisfaction, is been constituted with numerous facts and the major dimensions to this regard are pay, the 
work itself, promotions, supervision, work group, and working conditions mentioned in a study about the relationship in 
between job satisfaction and job performance has a controversial history (Luthans 1985). Saari and Judge (2004: 395). Soon 
after the disposals by the Hawthorne studies, the world wide researchers interpreted the happy worker, as a productive worker. 
In the earlier days of researches, a weak or somewhat inconsistent relationship was presumed in between job satisfaction and 
performance.

An employee stayed back in an organization for a long tenure was observed as investing mentally and physically in 
a better manner rather than a younger employee. Extensive researches could thereby prove a positive correlation between 
professional experience and job satisfaction (Lim and Teo, 1998). Even though the same inference could be matched up by 
the research of Smith et al, (1969), he could also conclude at the fact of highest satisfaction experienced by the workers with 
an experience of less than six months. In his study, Morgan et al (1995) brought to a close that there is a correlation between 
these two variables and job satisfaction seems to be greatly reduced in the older employees with many years of professional 
experience.

Another important demographic feature is the hierarchical level to which the employee belongs. According to the 
researches people who work at higher levels of management are more satisfied. Oshagbemi (1997) observed a positive 
correlation between job satisfaction and the hierarchical level to which an employee belongs to. In 2003, O Pors reached the 
same attention-grabbing end of finding a lesser degree of satisfaction among the lower tier employees, and the reasons being 
the lack of freedom and autonomy.

According to Skibba (2002) the underlying theory of reciprocal model is that if the satisfaction is extrinsic in nature, 
then it leads to performance, and the performance leads to satisfaction, in case of an intrinsic quality in satisfaction. Also 
she speaks about the relationship in between job performance and job satisfaction as a follow up of social exchange theory, 
in which the job performance is to be regarded as a return by the employee to the organization from which they get their 
satisfaction. This study also reminds that, to the best of industrial psychologists’ belief, there is no relationship between job 
satisfaction and job performance; although it is revealed that a positive mood would lead to higher levels of both the features.

Steps to improve Job Satisfaction.

The leaders of the organization have the responsibility for creating a high level of job satisfaction. Dr. Edwards Deming 
said, “The aim of leadership should be to improve the performance of man and machine, to improve quality, to increase 
output, and simultaneously to bring pride of workmanship to people.” A motivating environment is one that gives workers a 
sense of pride in what they do. To show supervisors and managers how to build a more productive work environment, I’ve 
created a five-step process called the PRIDE system. Leaders can improve motivation within their organizations by following 
this process:

Provide a positive working environment

Reward and recognition

Involve and increase employee engagement

Develop the skills and potential of your workforce

Evaluate and measure job satisfaction
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STEP 1: PROVIDE A POSITIVE WORKING ENVIRONMENT

Creating job satisfaction begins by first providing a positive work environment.  Fran Tarkenton says, to find what 
motivates people, “you  have to find what turns people on.”  This is the most important factor in the process.  A motivating 
working environment requires going over and beyond the call of duty and providing for the needs of the worker.

Walt Disney World Company provides an excellent work environment for their employees or “cast members.”  Employee 
assistance centers are spread strategically across the theme park.  Some of the services included employee discount programs, 
childcare information, money orders, postage stamps, check cashing, and bus passes.  The Walt Disney Company realizes that 
taking care of their employee’s needs keep them motivated,  on the job and loyal to the company.

STEP 2: REWARD AND RECOGNITION
Mark Twain once said, “I can live for two months on a good compliment.”  Personal recognition is a powerful tool 
in building morale and motivation.  A pat on the back, a personal note from a peer or a supervisor does wonders.  
Small, informal celebrations are many times more effective than a once a quarter or once a year formal event. 
Graham Weston, co-founder and CEO of Rackspace Managed Hosting, gives the keys to his BMW M3 convertible for a 
week to his top performing employees. This creative way to reward employees has a bigger impact than cash. He says, 
“If you gave somebody a $200 bonus, it wouldn’t mean very much. When someone gets to drive my car for a week, 
they never forget it.”  The important point is pay and money does not necessarily create job satisfaction. There has to 
be something more.

STEP 3: INVOLVE AND ENGAGE THE WORKFORCE

People may show up for work, but are they engaged and productive? People are more committed and engaged when there 
is a process for them to contribute their ideas and employee suggestions. This gives them a sense of ownership and pride in 
their work.

The Sony Corporation fosters the exchange of ideas within departments by sponsoring an annual Idea Exposition. During 
the exposition, scientists and engineers display projects and ideas they are working on. Open only to Sony’s employees, this 
process creates a healthy climate of innovation and engages all those who participate

STEP 4: DEVELOP WORKER’S SKILLS AND POTENTIAL

Training and education motivates people and makes them more productive and innovative.  At Federal Express, all 
customer contact people are given six weeks of training before they ever answer the first phone call.  Learning never stops and 
testing continues throughout their employment tenure.  Every six months customer service people are tested using an on-line 
computer system.  Pass/fail results are sent to each employee within 24 hours.  They receive a personalized “prescription” 
on areas that need reviewing with a list of resources and lessons that will help.  Federal Express’ intensive training and 
development program has resulted in higher motivation and lower turnover.

There are many reasons training and development makes sense.  Well-trained employees are more capable and willing to 
assume more control over their jobs.  They need less supervision, which frees management for other tasks.  Employees are more 
capable to answer the questions of customers which builds better customer loyalty.   Employees who understand the business, 
complain less, are more satisfied, and are more motivated.  All this leads to better management-employee relationships.

STEP 5: EVALUATE AND MEASURE JOB SATISFACTION

Continuous evaluation and never ending improvement is the final step of the PRIDE system.  Evaluation is a nonstop 
activity that includes a specific cycle of steps.  The primary purpose of evaluation is to measure progress and determine what 
needs improving.  Continuous evaluation includes, but is not limited to, the measurement of attitudes, morale, and motivation 
of the workforce.  It includes the identification of problem areas needing improvement and the design and implementation of 
an improvement plan.  Good organizations conduct a job satisfaction survey at least once a year.
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Businesses have searched far and wide for the competitive advantage, the best equipment, robotics, or the latest business 
technique.  These devices provide only temporary solutions.  The true competitive advantage is trained and motivated people 
proudly working together, contributing their vitality and energy toward the goals of the enterprise.

CONCLUSION:

Job satisfaction is an important aspect that helps organization improves their overall performance and productivity. Besides 
that, the employee turnover rate may have a dramatically decrease since the employees satisfy with their current job. The 
organization can also prevent wasting money in recruiting and training new employees. An employee with high level of 
job satisfaction may perform well and put in more effort in his/her job. However, the employees with low level of job 
satisfaction may bring a lot of effect to the organization. For example, the employees may have negative attitude, betray their 
organization and increase complaint and absenteeism. These negative effects may cause the company lose image and reduce 
their performance and productivity.

There are a lot of factors that influence employee job satisfaction. When the employees are affected by these factors, they 
will dissatisfy their current job, have poor performance and even retain the job. According the research of SHRM, the main 
five reasons are job insecurity, workload and opportunities to use abilities, relationship between manager and subordinates, 
pay and communication between manager and subordinates. These factors are usually effect employees have low level of job 
satisfaction toward the organization. The other factors like working condition, respect from co-worker and career advancement 
opportunities may also influence a minor part of employees. Manager and higher management should pay more attention in 
these areas in order to retain their employees.

The strategies that can be used in industries to ensure job satisfaction are Maslow’s hierarchy of needs theory, ERG 
needs theory and job characteristic model. Maslow’s hierarchy of needs theory can be used in construction industry to fulfill 
their needs and make their employee more satisfy with their job. This is because they are less educated and no further plan 
for their future. However, most of the industries are using ERG needs theory to satisfy their employees. ERG needs theory is 
more flexible and it can fulfill one or more employees’ needs in the same time. Lastly, job characteristic model can be used 
in production industry, restaurant industry, hospitality industry and nurse industry to improve employees’ job satisfaction. As 
their job are repeating and tedious, redesigns their job to increase their level of job satisfaction.
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INTRODUCTION 

In a consumer – driven like retail, the global economic turmoil affecting many nations has created a challenging environment 
while competition increased, consumer spending in many parts of the world dipped. The significance of retail as an industry 
which is examined and the reasons for the emergence of the retailer as a strong entity. Gaining an insight into global retail 
market is a key player help to understand the market they compete in and the format they operate in the dynamic of the global 
retail industry 

The dealer  as an image creator that an image is a mental picture in the mind of the consumer it is pivotal for the retailer 
and also for the producer or manufacture whose products are being sold in the store comes under marketing aspects. The image 
of a discount store will be distinguished from the image of a high-end fashion retailer which is come under merchandise. So, 
every retailer needs marketing

While modern marketing theory may have stemmed from procedure of fast moving consumer goods ( FMCG) manufacture 
recent development such as relationship marketing and interactive marketing have evolved from the need of service providers 
along with new marketing activities’  focus in the dynamic link between a specific supplier and their immediate customer it  is 
here the need of retailers coincide with the domain of marketing there are two specific dimensions to retail marketing first how 
the attract customer into retail environment that is shop restaurant , supermarket , internet store and second how to persuade 
those customer to make a purchase from the store , both are necessary .

The dealer  trade in India is highly fragmented in nature and it remarked that retail in India is new and mostly unorganized 
while the reality is that not only agriculture produce but also manufactured goods such as toiletries, tobacco products basic 
electronic devices are available in the remotest Conner of India. India retail sector is just tip of the ice berg and retail is not 
an industry in India, it is very difficult to find out the size of the sector. Probably the vegetable vendor who is very much part 
of Indian retail sector is termed by unorganized sector   moreover  they do not use technology and get aware of the needs and 

CONSUMER  BEHAVIOR TOWARDS DEALER PURCHASING 
PATTERN IN MALLIGHAIMANAGRAM
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Dealer is creating an essential role in the marketing because it encounters the end consumer by the purpose of exchange 
the goods and services in small level. the dealer is the last link between the manufacture and final consumer. in the present 
scenario the dealer has occupied their physical presence in the form of store and also generate the economic activities. dealer 
in business has emerged in easy way to meet requirement of customer demand and ensure the real time value in the from 
of product thereby providing an opportunities to customer to evaluate stores in a stipulated time hence dealer is not giving 
any material but assured the finished goods to consumer in the way of formulate the shop to express their preference under 
customer domain .The Research paper has revealed that area of Madurai city is called MallighaiManagram attempt to know 
customer attitudes towards Dealer purchasing pattern namely multi brand stores, single brand stores, e – retail,commodity 
accessibility under budget for buyer and so on. 
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wants of their customer at the same time they know what and how much to stock and are aware of their like and dislike many of 
them would also know their customer by name , offer , service like free home delivery and credit facilities this is a traditional 
form of retail business in India ,At this juncture it need to be noted that size of the unorganized sector is comparatively larger 
than organized trade . Additionally, total retail sales in India will grow from day to today. Strong economic growth, population 
expansion the increasing wealth of individuals and the rapid construction of organized retail infrastructure are key factors 
behind the forecast growth. 

Recent development of humanities and no restrictions also impact of media consumer mindset dramatically changed and 
formulates awareness of people in mallighaimanagram towards the purchasing pattern in the retail business it creates more job 
opportunity and student of performance and contribute the GDP in the Indian economy. In addition retail business in India is 
paramount one and creates en number of employment opportunity in around mallighaimanagram . as per local requirements 
of mallighaimanagram has been implemented by dealer business

Intentions of the research 
 ●  To analyze the social economic aspect of the consumer to choose different dealer dimension in and around the 

mallighaimanagram

 ● To determine the purchasing arrangement and name of the dealer brand store choose by consumer at mallighaimanagram

 ● To determine products availability within the budget of the consumer.

Purview of the study 
Dealer business growth has been enhanced in both urban and semi urban of mallighaimanagram and show the success and 
growth of marketing strategies has implemented by different competitors and ensure the kind of dimensions that attracted by 
customer mean while provide the information and generate the profit, keeping customer by ensuring various new reward and 
hasty grown over the past years and is anticipated have to have a same trends over the becoming year. 

REVIEW OF LITERATURE

East, R., Wright, M.&Vanhuele, M. (2013 presented a research titled “Consumerbehavior: Applications in Marketing “price 
represent another critically important element of marketing and four important types of pricing polices include  of economy, 
penetration, skimming, and premium pricing plan
Anne Findlay;Leigh sparks(2008) in their titled “Switched: store – switching behaviors”, Hence, locational convenience and 
travel time to a store comprise key factors affecting shopping at location
Philip Kotler , (2019) in his study titled on “principles of marketing “Many entities producers, wholesalers and retailers, 
perform the dealer  but the largest part of retailing is performed by dealer 

RESEARCH METHODOLOGY 

Primary Datahas been collected from the consumer attitude towards multi brand store, single brand store, E – retail were 
chosen for in Madurai mallighaimanagaram.
Secondary Data has been collected from various articles published along with reliable sources including journals,magazines,
reports,books,diary,periodicals,articles, research papers, websites, association publications and etc.
Identification of population
The present study is conducted in Madurai MallighaiManagaram . As it is a vibrant dealer  format attracted by customer been 
offered by dealer in Madurai. people dwelling in Madurai were considered as the respondents.

Sampling Technique and Sample Determination 
A sample of 100 dealer consumer is taken through non-probability convenient sampling. the research espouses to study the 
consumer behavior on the retail format 
Structure of the Questionnaire 
This research questionnaire consists closed ended questions that include dichotomous and multiple-choice questions 

Interpretation 
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Table 1 Gender wise classification

S.NO Marital Status Frequency Percentage 
1 Male 65 65
2 Female 35 35

Total 100 100

Source: Primary data
The table 1 apparently insistence that respondents of Gender it alleged that 65 % of the respondents were male and remaining 
respondents of 35 % come under female and determined that majority of respondents were male 

Table 2 Distribution of respondents based on the Age group of the consumer 

S.NO Age Group of consumers Frequency Percentage 
1 Below 25 Years 24 24
2 26 – 35 Years 45 45
3 36 – 45 Years 26 26
4 Above 45 Years 5 5

Total 100 100

Source: Primary data 
The table unveiled that distribution of consumer from the age group. it is demined that highest 45 % of the consumer belongs 
to under the age group of 26 – 35 years.followed by 26 % of the respondents of consumer are come under the age group of 36 
– 45 years and 24 % of the respondents were come to under the age group of below 25 years followed by 5 % of respondents 
depends upon the rest of years .

Table – 3 Distributions of respondents based on the Occupation of Consumers 

S.NO Occupation of consumers Frequency Percentage 
1 Private Employment 32 32
2 Government Employment 24 24
3 Business 38 38
4 Student 06 06
5 Others 0 0

Total 100 100

Source: Primary data 
Table interrupted that distributions of respondents based on the occupation of consumers it observed that 32 % of respondents 
are come under private employment and followed by 24 % of respondents come under government employment and 38 % of 
respondents have come with business along with 6 % of respondents are students.  

Table – 4 Distribution of Preferences of Consumers based on the dealer Format 

S.NO Preference of dealer Format Frequency Percentage 
1 Multi Brand Store 60 60
2 Single Brand Store 15 15
3 E- Retail 25 25

Total 100 100
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Source : Primary data 
Table appraised that distribution of dealer  format of consumers. it determined that that 60 % of the consumers were opted 
for multi brand store followed by 15 % of consumer were chooses for single brand store and 25 % of consumer were opted 
for E- retail store.

Table – 5 Distribution of respondents based on product availability under budget of consumers 

S.NO Price Frequency Percentage 
1 Flexibility in pricing 12 12
2 Price level is acceptable 18 18
3 Discounts offered 26 26
4 Term and conditions of the product 10 10
5 Differentiation of the product 24 24

Total 100 100

Source; Primary data 
The table explicit that distribution is based on product availability of consumers it indicates that 12 %  of customer were 
come under flexibility in pricing and followed by 18 % of consumer were come under price level acceptable and 26 % of 
consumer were expecting the discounts and 10 % of consumer were come under term and conditions of the product then 24 
% of consumer were come under differentiation of the product 

Results 
 ● Majority (65%) of the respondents were male.

 ● Majority (45 %) of the respondents were come under the age group between 26 – 35 years.

 ● Majority (55%) of the respondents were come under Unmarried.

 ● Majority (38 %) of the respondents were come under business. 

 ● Majority (60%) of the respondents were come under Multi brand stores.

 ● Majority (26%) of the respondents were expecting the discount.

Conclusion 
Ostensibly, consumer activities are one of most indispensable one for opt the purchasing pattern. Because No one can achieve 
the market domain without knowledge about consumer characteristics. With help of understand of the consumer unique that 
will aid significant impact regarding consumer wants. In this context study declare that the characteristics of buyer behavior 
such as demographic,Occupation of Consumers,Consumers based on the dealer Format,product availability under budget of 
consumers,product availability under budget of consumers. Even though Government has not been considering the dealer 
sector is worthy and formulate any preserved plan and most important part FDI in dealer sector is not fully permitted yet 
now but little bit policy changed due to liberalization therebydealer sector has brought a meager benefit. So the immediate 
requirements  dealer sector around the mallighaimanagaramto regulate the paramount policies   and license is essential for 
commencement of dealer market Hence dealer sector which will allow more foreign players into organized retail which lead 
to overarching competition and also improve performance of quality. 
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INTRODUCTION 

Customer satisfaction (often abbreviated as CSAT) is a term frequently used in marketing. It 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 (ratings) 
exceeds specified satisfaction goals. Customers play an important role and  are essential in keeping a product or service 
relevant so it is in the best interest of the business  to ensure customer satisfaction, and build customer loyalty. 

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. 

DISTRIBUTION CHANNEL: 
It can be defined as “the set of marketing institution participating in marketing activities  involved in the movement or the flow 
of godsend services from the primary product to  the ultimate consumer”.  

TYPES OF BUYING BEHAVIOR:  

COMPLEX BUYING BEHAVIOR: 
The consumers go through complex buying behaviour when they are highly inevolved  in a purchase and aware of significant 
among brands. Consumer are invalves when the  product is expensive, brought infrequently risky and highly self expressive.  
DISSONANCE REDUCING BUYING BEHAVIOR: 

Sometimes the consumer is highly involved in the purchase but sees the little dif-ference  in the product & service. The 
high involvement is again on the fact that the purchase is  expensive infrequently risky.  

HABITUAL BUYING BEHAVIOR: 
Many products are bought under conditions of low consumer involvement and  theabsence of significant product difference, 
consumer do not search extensivelyfor  information about the product, evaluate their characteristics and make weightily 
decision  on which product to buy. 

VARIETY SEEKING BUYING BEHAVIOUR: 
Some buying situation is characterized by low consumer involvement but significant  product difference. Here consumer is 
often observed to do a lot of product switching.  The buyer’s behaviour is influenced by four major factor cultural (cultural, 
sub cultural,  & social class), social (reference group, family, & roles & status) personal  Age & life stage, occupation, 
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economic circumstances. Life styles, personality, self  concept & psychological (motivation, perception learning& belief and 
attitude). All of  these provide clues to know reach and serve buyers more effectively.  

NECESSITY OF CUSTOMER SATISFACTION: 
The emerging consumer movement necessities markets to understand consumer  behaviour their needs, expectations and 
problems. It will be easier in exploiting  marketing opportunities meeting the challenges of the market. Thus marketers must 
try to offer the product wanted by the customers at the price he is prepared to pay, through  distribution channel convenient 
to him and with a proper promotional activities. A  consumer by nature is extrovert, a study of consumer behaviour helps to 
formulate  marketing program mix and policies.  

FACTORS: 
To understand consumer behaviour on the eventual buying decisions, the major factors  have to be clearly understood and 
analyzed. They are:  

1. Buyer characteristics: 
It deals with the individuals, personal, psychological, cultural and social characteristics.  2. Personal characteristics: 
It deals with the factors like age, sex, occupation, lifestyles, economic and financial  conditions, culture which affects the 
consumers purchase behaviour.  3. Seller characteristics: 
Influences the buying decision factor lies in the image of the facilities of-freed by the  companies or retail out lets etc affects 
the choice of the buyers. The buyer’s decision will  be based on the attitudes, behaviours’ and characteristics of the seller or 
sales person. 

4. Situational characteristics; 
This also plays an important role in influencing the decision of the buyer. The aspects  such as time, day, season, financial 
conditions, marketing situations, demand for the  products etc.  

Methods of tracking and measuring customer satisfaction: 
A customer is an individual or business that purchases the goods or services produced  by a business. Attracting customers 
is the primary goal of most public-facing businesses,  because it is the customer who creates demand for goods and services. 
Businesses often  compete through advertisements or lowered prices to attract an ever-larger customer  base. .  

CUSTOMERS CAN BE OF FOLLOWING TYPES: 
1. Loyal Customers- These types of customers are less in numbers but promote  more sales and profit as compared to other 
customers as these are the ones which  are completely satisfied. These customers revisit the organization over times  hence it is 
crucial to interact and keep in touch with them on a regular basis and  invest much time and effort with them. Loyal customers 
want individual attention  and that demands polite and respectful responses from supplier.  
2. Discount Customers- Discount customers are also frequent visitors but they are  only a part of business when offered with 
discounts on regular products and  brands or they buy only low cost products. More is the discount the more they  tend towards 
buying. These customers are mostly related to small industries or  the industries that focus on low or marginal investments on 
products. Focus on  these types of customers is also important as they also promote distinguished part  of profit into business.  
3. Impulsive Customers- These customers are difficult to convince as they want to  do the business in urge or caprice. They 
don’t have any specific item into their  product list but urge to buy what they find good and productive at that point of  time. 
Handling these customers is a challenge as they are not particularly looking  for a product and want the supplier to display all 
the useful products they have in  their tally in front of them so that they can buy what they like from that display. 
If impulsive customers are treated accordingly then there is high probability that  these customers could be a responsible for 
high percentage of selling.  4. Need Based Customers- These customers are product specific and only tend to  buy items only 
to which they are habitual or have a specific need for them. These  are frequent customers but do not become a part of buying 
most of the times so  it is difficult to satisfy them. These customers should be handled positively by  showing them ways and 
reasons to switch to other similar products and brands  and initiating them to buy these. These customers could possibly be 
lost if not  tackled efficiently with positive interaction.  
5. Wandering Customers- These are the least profitable customers as sometimes  they themselves are not sure what to 
buy. These customers are normally new in  industry and most of the times visit suppliers only for confirming their needs 
on  products. They investigate features of most prominent products in the market but  do not buy any of those or show least 
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interest in buying. To grab such customers  they should be properly informed about the various positive features of the  
products so that they develop a sense of interest.  
Customer satisfaction is important because it helps you solve problems, prevent churn,  and identify happy customers that 
can become your advocates and evangelists. 

FACTORS AFFECTING CUSTOMER SATISFACTION  
 ● Good value  

 ● Knowledgeable employees  

 ● Billing accuracy  

 ● Billing timelines  

 ● Competitive pricing  

 ● Service quality  

 ● Billing clarity  

 ● Quick service 

 ● Friendly emploees  

 ● Helpful employees  

REVIEW OF LITERATURE  

• Androulidakis ;G. Kandus (2011) correlated the brand of mobile phone to  users’security practices, Users show 
different behavior in an array of  characteristics, according to the brand of the mobile phone they are using. As  such, there 
is a categorization of areas, different for each brand, where users are  clearly lacking security mind, possibly due to lack 
of awareness. Such a  categorization can help phone manufacturers enhance their mobile phones in  regards to security, 
preferably transparently for the user.  

• Tajzadeh Namin A. A. ; Rahmani Vahid ; Tajzadeh Namin Aidin (2012) analysedthat the process of deciding over 
(choosing) a brand may be influenced  by situation and content. The findings suggest a significant relationship between  the 
variables “brand attitude”, “corporate attitude”, and “product (cell phone)  choice”. In addition, no significant relationship was 
found between individual  decision making processes (independent or mediated) and product choice.  

• Serkan Aydin, Gökhan Özer, Ömer Arasil, (2005) had focused on to measure  theeffects of customer satisfaction and 
trust on customer loyalty, and the direct  and indirect effect of “switching cost” on customer loyalty. The findings of this  study 
show that the switching cost factor directly affects loyalty, and has a  moderator effect on both customer satisfaction and trust.  

• Jonathan, Lee ,Janghyuk, Lee and Lawrence, Feick, (2001) analysed that  moderatingrole of switching costs in the 
customer satisfaction-loyalty link; and  to identify customer segments and to retain them. Thus the purposes of this paper  are: 
to examine the moderating role of switching costs in the customer  satisfaction-loyalty link; and to identify customer segments 
and then analyze the  heterogeneity in the satisfaction-loyalty link among the different segments. An  empirical example 
based on the mobile phone service market in France indicates  support for the moderating role of switching costs. Managerial 
implications of  the results are discussed. 

CONSUMERS DECISION STYLE  
 ● Brand conscious  

 ● Recreation conscious  

 ● Price conscious  

 ● Fashion conscious  

 ● Brand loyal  

 ● Prior experience  
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OBJECTIVES OF THE STUDY:  
 ● To study the consumer behavior on Samsung phone .  

 ● To identify the type of customer and their behaviours.  

 ● To know the customer taste and preference. 

METHODS OF DATA COLLECTION: 
Usually, two basic methods are used to collect primary data  
1) Observation  
2) Questionnaire  
Keeping in view the nature of this study, questionnaire method was found to be  most effective. The questionnaire is structured 
i.e. it is presented having form  question in sequence, and non-disguised.  

INSTRUMENT OF DATA COLLECTION: 
Structured Questionnaire will be used for the collection of primary data. Both open ended  question and multiple choice 
questions will be involved in questionnaire. In open ended  questions consumers will be free to answer and in multiple choice 
questions respondents  will be offered various options to choose from.  

DATA ANALYSIS TECHNIQUE: 
Simple tools of analysis like mean, Percentage, Frequency and Analysis would be used  to analyze data.  
Percentage = (No. of respondents/ Total Respondents) x 100 

LIMITATIONS OF THE STUDY:  

 ● The study is limited to only to mobile users in Chennai  

 ● The study is specifically more concentrated towards only customer satisfaction  of Samsung phone user  

FINDINGS OF THE STUDY  
 ● It is found that 33% of the respondents age group is 35-45 years(high) and 9% is above 45  years(less). 
 ●  73% of the respondents are male(high) and 27% of the respondents are female(less).  59% of the respondents are 

satisfied with the price(high) and 14 % of the respondents are  may be satisfied with it(less).  
 ● 46% of the respondents said they will not prefer new brand(high) and 9% of the  respondents said option 4(less).  
 ● 48% of the respondents said they like battery usage(high) and 4% of the respondents said  option 5(less).  

 ● 72% of the respondents are satisfied with the updates (high) and 9% of the respondents  said it maybe(less).  

SUUGESTION AND RECOMMENDATION  

company should come up with new handset models compared to others.    
The consumers feel that the prices of Samsung Phones should be reduced.    
The company needs to improve the sales promotional activities.  
Attractive schemes should be provided for the customer and also Samsung should  start giving more facility to its customer 
with much complications.  
Samsung customer are unaware of its schemes, other schemes, simply because  the lacks publicity, so it requires more 
advertisement.  

CONCLUSION  
Mobile has become an important part of human’s life and it is no more a luxury. The majority  of respondents who use mobile 
are quite young. There is a good scope for new entrants in this  circle as the service provided by the existing players are not 
up to the mark and subscribers  want to try out new ones provided they stand up to the customer’s expectations. As the circle  
comprises of mainly high standard areas with few big shopping malls, subscribers want that  the network coverage should extend 
up to shopping malls addition to the small markets and  roads. MMS and Bluetooth functions are fast becoming popular with the 
mobile users. In fact  these are becoming a criterion for choosing a mobile handset. Majority of respondents  perceives Samsung 
as the best colour mobile provider. It commands high respect and  favourable image amongst the mobile users.  



903
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

INTRODUCTION

Movies have always been the primary source of entertainment for many decades. The success of a movie depends on various 
factors such as casting, genre, reviews and ratings, director, budget and so on. Movie Analysts have never been able to predict 
a success of a movie before its release due to various factors. In today’s Social Media world, predicting the success of a movie 
has become more difficult. Additionally, the pandemic has caused unexpected restrictions on movies and theatres. During 
lockdownpeople have immersed themselves in watching movies of various genres, languages at the comfort of their time and 
space.With the restrictions on movie theatres being eased,theatre owners and producers are unsure of the return of audiences 
to theatres following strict safety measures. Online platforms have largely influenced the movie decisions of masses. In this 
paper we try to find the factors which play a major role in determining the movie decision and genre preference of people 
post lockdown.

LITERATURE REVIEW 

With over a million audience a day in theatres all over the world, the impact of movies in an individual’s life is immense. 
Literature survey has revealed only few studies which have attempted to predict the success of movies. A Data mining 
Technique for Analyzing and Predicting the success of Movie, K Meenakshi et al 2018 J. Phys.: Conf. Ser. 1000 012100, 
aims to develop a model based upon the data mining techniques that may help in predicting the success of a movie in 
advance thereby reducing certain level of uncertainty. The paper, A Data Mining Approach to Analysis and Prediction of 
Movie Rating 10.2495/DATA040331 M. Saraee, S. White & J. Ecclest, gathered a series of facts and relationships using a 
variety of data mining techniques. In 2006, Ramesh Sharda and Delen worked with predicting financial success of movies 
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The paper aims to develop a data mining method to analyse the various attributes influencing movie decisions of masses 
post lockdown imposed due to Covid’19 and rank them based on the response from audiences of various backgrounds. The 
attributes include cast, ratings and review, social media influence, budget, director and so on. The pandemic has changed the 
mindset of people about theatre visits. However, with the unlocking of theatres and plans of screening movies with new social 
distancing norms, we gather a series of interesting facts and relationships about the genre preferences of people post lockdown 
from different age groups, demographic locations, occupations, gender and income etc. The data mining technique used will 
enable us to discover information and details which affect the movie decision of the masses and help us determine the m that 
influence people to watch movies in theatres post pandemic.
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before the release date. Classification approach was used where the movies were categorized from flop to blockbuster. Movie 
Success Prediction using Data Mining for Data Mining and Business Intelligence (ITA5007) analyses key factors for movie 
profitability. “Performance Evaluation of Seven Machine Learning Classification Techniques for Movie Box Office Success 
Prediction” speaks about analyzes performance assessment of all these seven machine learning techniques 

METHODOLOGY
The proposed model deals with different stages of project which consists of data collection,data preprocessing model generation 
and results.These methods prevent us from getting any error during associating results. Here we collected data through circulation 
of google forms across population of diverse backgrounds. We recorded inputs with 18 attributes across 232 inputs.

DATA PREPROCESSING:

Data pre-processing methods like data cleaning,partitioning,variable transformation is applied before application of datamining 
techniques.Two sets-one for ranking attributes and another for finding association are processed. Attribute selection plays a 
crucial role in association rule mining. 

Data Analysis:
Data analysis is a process of inspecting, cleansing, transforming and modeling data with the goal of discovering useful 
information, informing conclusions and supporting decision-making

Aggregation:
Data aggregation is the process of gathering data and presenting it in a summarized format. The data here is gathered from 
multiple data sources with the intent of combining these data sources into a summary for data analysis. This is a critical step, 
since the accuracy of insights from data analysis depends heavily on the amount and quality of data used.
Association rule mining:

Association rules are statements that help to show the probability of relationships between data items, within 
large data sets in various types of databases. Association rule mining has a number of applications and is 
widely used to help discover correlation in data.

ARCHITECTURE DESIGN

RESULTS
i) Ranking attributes which Influence Movie Decision of People Post-Lockdown.
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Rank Attribute
1 Genre
2 Movie Reviews and Ratings
3 Music
4 Actor/Actress
5 Trailer
6 Occasion of Release
7 Social Media Influence
8 Price of tickets
9 Promotions
10 Budget of the movie

ii) Associations between attributes based on Genre.

  

ii. FP-Growth association algorithm ii.a) Association 1

The combination of Comedy and Romantic comedy is preferred by Females aged 16-25 of Urbandemographics. They prefer 
to visit the theatres once a month. 

ii.b) Association 2
The combination of Thriller and Comedy is preferred by Employed males aged 26-40 who earn more than 60000 per month. 
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ii.c)Association 3
The combination of Action and Romantic Comedy is opted by female students of the Urban population.

ii.d) Association 4
The combination of Romance and Thriller is opted by Housewives of Urban demographics aged 41-60. Theywish to visit 
movie theatres preferable once in six months.

CONCLUSION
From the experiment results, we found that Genre plays the most important role in influencing people to watch a movie in theatre 
or not post unlocking of theatres. Movie reviews, ratings and music follows accordingly. We also discovered using aggregation 
that the budget of the movie is of very little importance. Using Association algorithm- FP Growth with respect to genre people 
would prefer to watch in theatres post lockdown, we found various relations like the combination of Comedy and Romantic 
comedy is preferred by Females aged 16-25 of Urban demographics. They prefer to visit the theatres once a month. On the other 
hand, the combination of Thriller and Comedy is preferred by Employed men aged 26-40 who earn more than 60000 per month.
The combination of Action and Romantic Comedy is opted by female students of the Urban population while combination 
of Romance and Thriller is opted by Housewives of Urban demographics aged 41-60. They wish to visit movie theatres 
preferably once in six months.
Other interesting patterns can be identified by the same techniques used above.  This gives us an overall idea about the mindset 
of people who wish to visit theatres despite their apprehensions on safety measures. Hence, the factors which influence movie 
decisions of people ranked above must be kept in careful consideration during filming, pre-production, such as a change to 
a particular genre or music director, increased social media promotions which would be likely to increase the possibility of 
success or rating of a film. More importantly, we strongly believe that our research shows guarantee for further development 
in this area. A more accurate mining is also well within the realm of possibility, and could even lead to an intelligent system 
capable of predicting the success of movies based on these interesting factors, to further widen the scope of the study. Another 
possibility would be to include a wider range of algorithms and algorithm configurations
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INTRODUCTION

Online shopping has been a growing phenomenon in the world. Today internet is not only a networking media, but also a 
means of transaction for customers. Online shopping is a form of electronic commerce which allows consumers to directly buy 
goods or services from a seller over the internet using a web browser.It has been widely accepted in the recent years mainly 
because people find it easy and convenient. The internet with its wide information allows the customers to go through various 
reviews of the product or services before purchase. These online shopping websites also have daily deals for the customers.
Online shopping is the third most popular internet activity after e-mail uses and web surfing. However online shopping has 
got its own drawbacks such as reduced opportunities for sensory shopping, lack of face to face interactions, delay in goods 
ordered, postponement of consumption etc. More over that there is a trust factor that has a great impact on consumer buying 
motive. Online shopping has got certain potential risk factors that may become a curse in success of online shopping. There 
are various factors influencing consumer’s trust such as integrity, security and privacy

LITERATURE REVIEW

Kangis and Rankin (1996); “ Online marketing offers great opportunities for one- to- one marketing, it significantly reduced, 
or oven puts an end to the personal service (human-to-human contract) characterizing traditional commerce”.

Vassos (1996) ; “ In tangible product categories, any home-shopping method involves a delivery time which means that 
the internet is disadvantage to physical stores as it fails to meet the customers need for instant gratification. Consumers may 
thus be reluctance to wait for the delivery of ordered goods for days/weeks if the same product can be collected immediately 
in physical outlets”.

Harvard business review (2000); “The study concludes that some consumers accept to shop from the internet in principle 
but technical complexities or ineffective systems discourage them”.

Olson and Ol-son (2000); “The study argue the importance of one to-one inter- action to build trust among transacting 
parties since general wisdom is that trust needs touch”.

A STUDY ON TRUST AND PERCEIVED RISK IN ONLINE 
SHOPPING  WITH   SPECIAL   REFERENCE  TO  RAMAPURAM

Reshma Rajesh K

ӀӀM.Com, Department of commerce ,Faculty of Science and Humanities, SRM Institute of Science and Technology,  
KATTAMKULATHUR , Chengalpattu District, Tamil Nadu.

The Trust and perceived risk are the two vital components which determine the online shopping behaviour. The World Wide 
Web has propelled in no small extend of changes in the attitude and behaviour of people all over the world .Online shopping 
has merged which influenced the lives of ordinary people. From this study, the trust and perceived risk in online shopping 
can be analyses. This present study helps to provide suggestion that prove beneficial to ecommerce companies .This paper 
is an outcome of the primary survey of 40 respondents. They acquire online shopping information from websites especially 
from the social network and purchase apparels, accessories mostly through cash on delivery method of payment. The most of 
the consumers are concern about the security of the payment system, and their overall online shopping satisfaction is mixed.

KeyWords: perceived risk, trust , online shopping, ecommerce.
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Cheung and lee (2001); “Various attempts have been made to uncover the factors determining consumer trust in internet 
shopping, characteristics of trustworthy online transaction, and external manifestation of trust in offline environment s that 
can be used to build trust in an online context”.

Miyazaki and Fernandez (2001); “The study investigated the relationship among online consumer behavior, perceived 
risk and levels of the internet experience. Their findings indicated that the internet experience may help consumers reduce risk 
perception and in turn, increase online purchase rate”.

Cho (2006); “Customers are uncomfortable when they are physically separated from the sales persons and response is not 
rapid. These effects make e-commerce seem risky due to fear of monetary loss or privacy exposure”.

Smith, D.A &Rupp, T.W (2003); “Strategic online customer decision making; Leveraging the transformational power of 
the internet)”.

OBJECTIVES
 ● To study the trust factors involved in online shopping.

 ● To identify various risks involved in online shopping.

 ● To identify the factors influencing customers to participate in online shopping.

 ● To determine the most preferred site for online shopping.

STATEMENT OF PROBLEM
This study is mainly conducted for knowing that how many respondents have trust online shopping, what are the risk that 
has been faced by the respondents and whether they are satisfied with online shopping. It deals with the respondents who use 
online shopping for the consumption. To identify various risks involved in online shopping .To identify the factors influencing 
customers to participate in online shopping.

RESEARCH METHODOLOGY
The research methodology adopted for carrying out the study is mainly designed as on descriptive work based on primary and 
secondary data, obtained from the questionnaire.

SOURCES OF DATA

Primary data:

Study is mainly based on primary data and it is collected from 40 customers who conducted online shopping.

Secondary data:

Secondary data is collected from various books, magazines, journals, newspaper and internet.

TOOLS OF DATA COLLECTION
The primary data for the study is collected through structured questionnaire. The questionnaire is pretested and necessary 
modifications are made in the final draft.

SAMPLE DESIGN
Since the population of the selected locations for the research is very large and all the respondents could not be interviewed 
due to practical difficulties, only selected samples have been taken up for the study. Sample size of the study is 40. Here it is 
used convenience sampling technique for collection of primary data.

TOOLS OF ANALYSIS
To analyse the data obtained through primary data, mathematical and statistical tools like percentage is used. For presentation 
purpose, tables and diagrams are used.
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DATA ANALYSIS AND INTERPRETATION

Table 4.1 Gender classification of Respondents

SI.No Gender No. of respondents Percentage
1 Male 27 67.5

2 Female 13 32.5
Total 40 100

Source: Primary data
From the above table, it is clear that out of total respondents, 67.5% are male online consumers and 32.5% are female online 
consumers

Table 4.2 Age of Respondents
SLNo Age of Respondents No. of respondents percentage
1 Below 20 5 12.5

2 20-30 22 55
3 30-40 7 17.5
4 Above 40 6 15

TOTAL 40 100
Source: Primary data
Out of the total respondents, 12.5% of the respondents belong to the group Below 20, 55% belong to 20-30 
age group, 17.5% belong to 30-40 and 15% belong to Above 40.

Table 4.3 Educational background of Respondents
SI.No Educational background No. of Respondents Percentage
1 Up to SSLC 2 5
2 Plus two 7 17.5
3 Degree 22 55
4 Post Graduation 9 22.5

TOTAL 40 100
Source: Primary data
This table shows the educational qualification of the respondents. 55% are coming under degree level, 22.5% 
under post graduation level, 17.5% under plus two level and 5% under SSLC level.

 Table 4.4                                                   Occupation of the Respondent 

SI.No Occupation No. of respondents Percentage
1 Govt. 4 10
2 Private 7 17.5
3 Business 3 7.5
4 Others 26 65

TOTAL 40 100
CSource: Primary data

The table shows occupation of online consumers. 10% comes under Govt. sector, 17.5

% works in private sector, 7.5% are doing business and 65% comes under 

the classification other, which includes students and home maids.

Table 4.5 Family Monthly Income of the Respondents

SI.NO Monthly Income No. of respondents Percentage
1 Below 10000 25 62.5
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2 10000-30000 7 17.5
3 30000-50000 3 7.5
4 Above 50000 5 12.5

TOTAL 40 100
Source: Primary data

LIMITATION OF THE STUDY
Utmost care has been taken with regard to the data collection, classification and analysis of data. However, the study is 
subjected to the following limitations.

 ● Lack of effective response from respondents.

 ●  The respondents has to fill the questionnaire while busy with their day to day activities, many people were reluctant 
to answer.

FINDINGS
 ● From the study it is observed that the majority of the online shoppers are from male category (67.5%).

 ● The study shows that the age group 20-30 are playing major role in online shopping (55%).

 ● The study observed that graduate level customers are mainly using online shopping (55%). 
 ●  It is observed that the other category perform major part in online shopping among the different 

occupational groups (65%).
 ● It is found that income group less than 1000 is mainly performing online purchase (62.5%).

 ● It is observed that 39% of the online customers are spending in between Rs500 and Rs 1000 for online shopping.

SUGGESTION
 ● The online vendors should create website having informative contents to encourage online consumers.
 ● To provide clear exchange of refund policy to minimize the perceived risk in purchasing.
 ● To provide more information about the products to compare the price and features with similar competing products.

 ● To provide more delivery centers in semi urban areas also.

CONCLUSION
The study has been focused on trust and perceived risk in online shopping. It is found that the online buyers are predominantly 
male, young and educated. Internet usage pattern in terms of average time spent, place of accessing internet, and types of sites 
visited using internet between both buyers and non-buyers were almost same. The most popular purchases include clothes 
and electronic products. Majority of the customers also do recommend online shopping to others. This study is based on both 
primary and secondary data. The study has been focused on trust and perceived risk in online shopping, as well as the study 
also reveals the demographic and analytical features on the same topic
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INTRODUCTION

This research highlights those motivational tools which improves the performance of employees. It shows that how employees 
can help in achieving the goals of any organization. We cannot say motivation is only of a kind. We can classify it as positive 
motivation and negative motivation. The human resource manager always works for the employee’s welfare and for their job 
satisfaction, which can be achieved only if the employees of an organization are motivated enough.

Statement of the problem:  
In this world of competition, organizations are facing the challenges of employee retention, engagement, recruitment, 
commitment and beliefs. In the field of recruitment, organizations have been facing a lot of difficulties. Motivation basically 
means the process of making subordinate to act in a desired manner to achieve certain organizational goals. Motivation is 
the combination of “Motive” and “Action”. Motive is an inner state that energizes, activates and directs the behavior of an 
individual towards goals of an organization. Motives arise from the needs of an individual. Realisation of motive causes 
restlessness in the individual which prompts some of the actions to reduce such restlessness. Some of such motives are hunger, 
thirst, security, affiliation, need for comfort and recognition, etc. 
Motivation is the process of stimulating people to act to accomplish the desired goals. Motivation basically depends upon 
satisfying the needs of individuals. 
Motivator is the technique used to motivate employees in an organization. Managers do use diverse motivators or motivational 
tools like pay, bonus, perquisites, gratuity, awards, promotion recognition, etc.

Definition: 
Motivation refers to the way in which urges, drives, desires, aspirations, striving or needs direct, control and explain the 
behavior of human beings. 
It is the management who directs workers, motivates them and controls their actions or behavior to meet the organizational 
needs effectively and efficiently. Management plays a vital role in the performances of workers as well as the employees of the 
organization.  If the management don’t efficiently manage and guides the workers in the direction the overall organizational 
goals cannot be achieved. For this all the employees need to be motivated, rewarded and controlled by the managers.

THE EFFECT OF MOTIVATION ON EMPLOYEES 
PERFORMANCES: IN BANKING SECTOR

Priya Redhu
M.com, Department of commerce, College of Science and Humanities, SRM University, Kattankulathur, Chennai-73

Human resources or employees are an organization’s biggest asset. As it is rightly said that employees are the heart of any 
organization. To operate any organization efficiently and effectively, employees need to co-operate and should not be replaced 
by any other thing. The success of an organization in achieving its goals is determined to great extent on the competence, 
motivation and performance of its human resources. In today’s world it has become the first priority to keep the employees 
satisfied. Subsequently, they need to be trained and motivated enough to work in order to attain the goals of an organization. 
The research is conducted to find out how motivation affects employees performances in banking sector. In order to get the 
primary data, questionnaires were distributed among the employees of banking sector. On the basis of data obtained if the 
employees positively motivated, it improves the organizations performance and to achieve the overall organizational goals.

Keywords: Employee, employee motivation, Productivity, job satisfaction, organizational goals and employee performance, 
etc.
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Objective of the study 
The main objective of the study is to examine how different variables motivate employees in an organization. These are the 
main intention of the study
To investigate how motivation works in banking sectors.
To analyze the result of motivation on employees performances.
To study how motivation improves the performance of employees.
To suggest some new ways to use the motivational tools for the sake of both employees and organization. 
To examine the various form of motivation devices which management adopted. 

Research Question
How the work environment and communication with the top management affects employee’s performance?
Where the employee sees himself/herself in coming 10 years?

Scope of the study
The research was conducted on the 130 employees of five branches of Canara Bank. The study was conducted on employees of 
every level starting from the top level to the bottom level employees. We have used the closed-ended descriptive questionnaire 
for the data collection from the respondents. The data was collected primarily by distributing the questionnaire. 

Importance of the study
Why do we need to motivate employees? It is a competitive world where if we need to survive in the market we need motivated 
employees. In order to survive in this rapidly changing business environment the organization must require some motivated 
employees. The employees should be motivated timely so that it will become easy for the organization to accomplish the 
overall organizational goals. It also helps to change the negative or indifferent attitudes of employee to positive attitudes so as 
to achieve organizational goals. Motivation helps to reduce employee turnover and thereby saves the cost of new recruitment 
and training. It also reduces absenteeism in the organization. 

LITERATURE REVIEWS

Motivation: Motivation means the process of making subordinate to act in a desired manner to achieve certain organizational 
goals. Motivation can either be positive or negative. Positive motivation provides all the positive rewards for boosting the 
morale of the employees like pay, promotion, awards, perquisites, bonus, retirement benefits, trips to foreign, etc. Negative 
motivation uses negative means to motivate employees like punishment, stopping increments, threatening, disrespecting the 
employee in front of its colleagues. Motivation produces goal directed behavior or actions. 
Motivation does have to go through a certain process.  

Dissatisfaction can be reduced by increasing the psychological meaningfulness of work: increasing people’s quality of 
work life by allowing people to have a say in the organization, influence their work environment, see their path to success in 
the organization and even  have a share of the profit outside. 

Productivity: Productivity is termed as the ratio of output or production capacity of workers in an organization. The 
ultimate aim of motivating employees is to increase the productivity or the organization. 

Job Satisfaction: It is the core objective for any organization to achieve the organizational goal and organizational 
performance plays a vital role in attaining such goals. Organizational performance improves only if the employees performance 
is excellent. So it is necessary for every organization to motivate their employees in order to give their best in their performance. 
This is only possible with the correct direction and proper supervision of employees and workers of the organization. 

Theories of motivation
Maslow’s Hierarchy of Needs
Basic Physiological Needs: These needs are the most basic needs or primary needs in the hierarchy which includes hunger, 
thirst, shelter, clothes, food, sleep and sex. The basic salary helps to satisfy all these needs of an employee. 
Safety/Security Needs: These needs provide security and protection to the employees from certain physical and emotional 
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harmful things such as job security, stability, of income, pension, etc. 
Affiliation/Belonging Needs: These needs include affection, love, belongingness, acceptance and friendship.
Esteem Needs: These needs include self-respect, autonomy status, recognition and attention.
Self-Actualization Needs: It is the highest level of need in the hierarchy. It refers to the drive to become what one is capable 
of becoming. These needs include growth, self-fulfillment and achievement of goals. 

Individual example 
 ● Hunger 

 ● Stability of income

 ● Friendship

 ● Status

 ● Self-fulfillment

Organizational Example

 ● Basic salary

 ● Pension plan 

 ● Cordial relations with colleagues 

 ● Job title

 ● Achievement of goals

McGregor’s theory X and theory Y:
Theory X
This theory focuses on the employees who don’t like to work and always try to avoid. These employees are of rigid nature. 
They never want to change according to the environments changes. So, Managers have to control them, directs them and 
supervise them.
Theory Y
It assumes that workers exercise self- direction, desire responsibilities and like to work. People don’t naturally dislike work 
and work is natural part of their lives. They are motivated by themselves.

Financial incentives 
Financial incentives refers to incentives which are in direct monetary form or measurable in monetary term and serve to 
motivate people for better performance. 

 ● Pay and Allowances

 ● Productivity linked wage incentives

 ● Bonus

 ● Profit sharing

 ● Stock option

 ● Retirement benefits

 ● Perquisites

Non-Financial incentives
Non-financial incentives are those which cannot be measured in terms of money.

 ● Status

 ● Organizational climate

 ● Career Advancement Opportunity Job Enrichment
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 ● Job Security

 ● Employee Participation in management decision making

RESEARCH METHODOLOGY

Research design
The research design for this study was descriptive survey conducted through questionnaire. To collect detailed and factual 
information that describe an existing phenomenon is the main purpose of using descriptive questionnaire. The entire 
questionnaires were hand delivered to the employees of all five branches. There were total 130 employees chosen as the target 
employees for the survey. The questionnaires were made on the basis of review of literature.

Canara Bank Frequency Number of employees interviewed   
Branch 1 1 30
Branch 2 1 25
Branch 3 1 25
Branch 4 1 25
Branch 5 1 25
Total 130

Sample design and Size 
This sample was done using stratified random sampling method, under which the population are divided into groups based on 
factors that may influence the effects of motivation. 

Canara Bank Frequency Sample size Number of Respondent Sample population
Branch 1 1 1 30 30
Branch 2 1 1 25 25
Branch 3 1 1 25 25
Branch 4 1 1 25 25
Branch 5 1 1 25 25
Total 130

Questionnaire 
Please complete the section by ticking the correct option

 ● Name:

 ● Gender:  a. Male  b. Female

 ● Age: a. 20-30 years b. 31-40 years c. 41-50 years

 ● Education Qualifications:

 ● Number of years served in banking sector: a. 0-3 years b. 4-6 years 7-10 years

Factors that motivate employees
Factors that motivate Employees Strongly agree Agree Uncertain Disagree Strongly Disagree
Nature of work
Promotion in the organization
Opportunity for advancement
Responsibility
Appreciation for work done
Salary
Relationship with top management 
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Determinants of Employees performance 
Determinants of employees performance Strongly Agree Agree Uncertain Disagree Strongly Disagree
Qualification of employee
Experience of employee
Working environment
Compensation Packages
Job security
Support from other colleagues 
Retirement benefits

Analysis and interpretation
From the diagram above states that, among the 130 people we conducted our research on 42% that is 55 individuals were 
female and 58% that is 75 individuals were male.
From the above diagram we see that, among 130 people we conducted research on, 28 of age 21-30 years, 43 individuals age 
of 31-40 years, 40 individuals were of age 41-50 years, and 19 individuals are of age 51-60 years.

SUMMARY & FINDINGS OF THE STUDY 
 ●  Effect of Job enrichment and performance appraisal:  Job enrichment and performance appraisal are also a 

decent motivation factors. The effects of these factors are more on the psychological perspective. If the working 
environment is good, the employee will perform with more convenience and ease.

 ●  Effect of Relationships and security: Relationships with superiors and peers are also important as deducted from 
the survey above. Similarly job security has also a positive effect on employees’ performance as they feel more 
secured doing their job knowing that they are secured with their job. That’s why it is better to provide a legal 
agreement during joining.

CONCLUSION 

The researchers inferred to the  conclusion based  on the research  conducted above and the respondents  ‘repercussion  of  
the  questionnaire  supplied,  that  motivation  indeed  has  a momentous effect on employee performance. From the data 
analysis presented above we can clearly come to the decision that the factors taken into account during the survey (Extrinsic 
factors, Job enrichment and performance appraisal, Relationships and job security, Authority in  decision  making,  Growth  
opportunity  etc.),pragmatically  dominates  employees’  will  to perform  and  achieve  goals  of  the  respective  organization. 
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FUTURE SCOPE OF THE RESEARCH 

There is high scope for conducting research studies regarding motivation in the future. There are other sectors also like 
industrial, marketing and business sector.
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INTRODUCTION

The concept of Liquidity has been a source of worry to the management of firms of the uncertainty of the future. The liquidity of 
an asset means how quickly it can be transformed into cash. When referring to company liquidity one usually means its ability to 
meet its current liabilities and is usually measured by different financial ratios .The profitability of a company can by described as 
its ability to generate income which surpasses its liabilities. Profitability is usually measured by different ratios such as ROA and 
ROE (Efficient liquidity management involves planning and controlling current assets and current liabilities in such a manner that 
eliminates the risk of the inability to meet due short-term obligations, on one hand, and avoids excessive investment in these assets, 
on the other. This is due in part to the reduction of the probability of running out of cash in the presence of liquid assets. Liquidity is 
having enough money in form of cash, to meet your financial obligations. Alternatively, the case with assets can be converted in to 
cash. Profitability is measure of the amount by which a company`s revenue exceeds its relevant expenses. Liquidity and profitability 
are the two corners of a straight line. If you are on the line and move towards one, you automatically move away from the other. In 
other words, there is a trade – off between liquidity and profitability, Liquidity management is a concept that is receiving serious 
attention all over the world especially with the current financial situations and the state of the world economy. The concern of 
business owners and managers all over the world is to devise a strategy of managing their day to day operations in order to meet their 
obligations as they fall due and increase profitability and shareholder’s wealth. Liquidity management, in most cases, are considered 
from the perspective of working capital management as most of the indices used for measuring corporate liquidity are a function of 
the components of working capital. The importance of liquidity management as it affects corporate profitability in today’s business 
cannot be over emphasis. The crucial part in managing working capital is required maintaining its liquidity in day-to-day operation 
to ensure its smooth running and meets its obligation .Liquidity management is very important for every organization that means 
to pay current obligations on business, the payment obligations include operating and financial expenses that are short term but 
maturing long term debt. Liquidity ratios are used for liquidity management in every organization. That greatly effect on profitability 
of organization. Liquidity profitability relationship is linked with the continuance of the appropriate intensity of working capital. 
This concept tries to strike a level of liquidity that offers a relaxed balance of liquidity and profitability, that is to say, the investment 
of the company in working capital must be sufficient. It may generally be assumed that there is always a negative relationship 
between the two. But it is not true in all the cases. The existence of a linear relationship, though not continuous, between profitability 
and liquidity corresponding to the holding of current assets at least up to a certain level by firms.

 OBJECTIVES OF THE STUDY
 ● To learn about the activities of various departments. 

 ● To analyse the financial position of the company. 

 ● To understand about the organizational structure. 

A STUDY ON LIQUIDITY AND PROFITABILTY ANALYSIS OF 
SOUTHERN AGRO ENGINE PRIVATE LIMITED 

R.S. Joe Rachel
ӀӀ M.Com, Department of commerce ,Faculty of Science and Humanities, SRM Institute of Science and Technology, Kat-

tankulatur , Chengalpattu District, Tamil Nadu

Liquidity management and profitability are very important issues in the growth and survival of business and the ability to 
handle the trade-off between the two a source of concern for financial managers.The study is also aimed at finding the effect of 
changes in liquidity levels on profitability in an agro engine companies. Correlation and regression analysis were used in the 
analysis and findings suggest that there is a significant relationship exists between liquidity and profitability among the listed 
in an agro engine companies. Suggested that Inventory Sales Period (ISP), Current Ratio (CR)and are significantly correlated 
with Return on Asset (ROA), Operating Cash Flow Ratio (OCFR)are significantly correlated with Return on Equity (ROE) 5 
percent level of significance. At the same time ISP and OCFR also are significantly correlated with ROA, Creditors Payment 
Period (CPP) also is significantly correlated with ROE at 1 percent level of significance.

ABSTRACT
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NEED OF THE STUDY 
 ● To have an insight into the corporate environment. 

 ● To know about the accounting procedures and practices in the company. 

 ● To analyse the effective utilization of the company’s resources. 

LIMITATIONS OF THE STUDY
 ● The period of training is not sufficient to gather complete information about the company. 

 ● Owing to confidentiality, company is reluctant to provide certain documents. 

 ● Lack of exposure or prior working experience in the corporate world. 

ANALYSIS AND INTERPRETATION

TABLE SHOWING CALCULATION OF CURRENT RATIO
Particulars 2015-16 2016-17 2017-18

Current Asset (Rs.) 43,40,99,987 43,42,92,585 36,39,53,280

Current liabilities (Rs.) 32,81,09,667 31,50,39,946 25,59,19,448

Ratio (proportion) 1.323 1.378 1.422

INTERPRETATION:
The ideal current ratio is 2:1. From the above table, it is evident that the ratio is showing
an increasing trend which means that the company is in a safe zone.

TABLE SHOWING CALCULATION OF LIQUID RATIO
Particulars 2015-16  2016-17 2017-18
Liquid Asset (Rs.)  27,75,62,190 31,78,30,097 23,88,29,847
Current liabilities (Rs.) 32,81,09,667 31,50,39,946 25,59,19,448
Ratio (proportion) 0.845 1.008 0.933

INTERPRETATION:
The ideal liquid ratio is 1. The above table shows a fluctuating trend. Therefore, it is clear
that the company needs to strengthen its liquidity position.
TABLE SHOWING CALCULATION OF WORKING CAPITAL TURNOVER RATIO

Particulars 2015-16  2016-17 2017-18
Sales (Rs.) 43,68,50,619 34,60,80,531 25,90,85,885
working capital (Rs.) 10,59,90,320 11,92,52,639 10,80,33,832
Ratio (times) 4.121 2.902 2.398

INTERPRETATION:
The above table shows a decreasing trend which indicates the overtrading of the company
leading to lower profit.

TABLE SHOWING CALCULATION OF PROPRIETARY RATIO
Particulars 2015-16 2016-17 2017-18

Shareholder’s Fund (Rs.) 5,99,19,159  3,30,46,422 23,92,605

Tangible Asset (Rs.) 2,3,97,741 2,06,05,054 2,23,48,132

Ratio ( proportion) 2.507 1.603 0.107

INTERPRETATION:
From the above table, it is evident that the ratio is decreasing which means that the
creditors are at risk as the shareholder’s fund may be less.
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TABLE SHOWING CALCULATION OF EXPENSES RATIO
Particulars 2015-16 2016-17 2017-18

Finance Expenses (Rs.) 2,82,77,111 3,24,48,624 2,96,38,002
Net Sales (Rs.) 43,68,50,619 34,60,80,531 25,90,85,885

Ratio(percentage) 0.064 0.093 0.114

INTERPRETATION:
From the above table, we come to know that the expenses are increasing. Therefore, the
company has to try to reduce its expenses.

TABLE SHOWING CALCULATION OF CASH POSITION RATIO
Particulars 2015-16 2016-17 2017-18

Cash & Bank Balance (Rs.) 10,48,348 10,86,209 27,12,172
Current Liabilities (Rs.) 32,81,09,667 31,50,39,946 25,59,19,448

Ratio (proportion) 0.003 0.003 0.01

INTERPRETATION:
The above table indicates that the cash position is decreasing, the company does not
possess enough cash and cash equivalence to pay its current liabilities. Company has low liquid
and cannot fund its debt.

TABLE SHOWING CALCULATION OFFIXED ASSET TURNOVER RATIO
Particulars 2015-16 2016-17 2017-18

Sales (Rs.) 43,68,50,619 34,60,80,531 25,90,85,885

Net Fixed Asset (Rs) 2,38,97,741 2,06,05,054 2,23,48,132

Ratio (times) 18.27 16.79 11.59

INTERPRETATION:
A higher turnover ratio is indicative of greater efficiency in managing fixed asset
investment. From the above table we come to know that its decreasing. Therefore, the company
is not efficient in managing its fixed asset investment.

TABLE SHOWING CALCULATION OFTANGIBLE ASSET TO WORKING CAPITAL
RATIO

Particulars 2015-16 2016-17 2017-18
Tangible Asset (Rs.) 2,38,97,741 2,06,05,054 2,23,48,132
Working Capital (Rs.) 10,59,90,320 11,92,52,639 10,80,33,832
Ratio ( proportion) 0.225 0.17 0.206

INTERPRETATION:
A ratio of 1 is considered the middle ground. That is, it is neither risky nor safe. From the
above table, it is evident that the ratio is less than 1 and it is considered risky by creditors and
investors as it shows that the company isn’t running efficiently.

TABLE SHOWING CALCULATION OFWORKING CAPITAL TO CURRENT ASSET RATIO
Particulars 2015-16 2016-17 2017-18
Working Capital (Rs.) 10,59,90,320 11,92,52,639 10,80,33,832
Current Asset (Rs.) 43,40,99,987 43,42,92,585 36,39,53,280
Ratio (proportion) 0.244 0.274 0.296

INTERPRETATION:
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Normative to the working capital to the current asset ratio is the value of 0.1 and higher. A
high value indicates a good level of financial sustainability and ability to actively operate even in
the absence of access to the short-term loan capital and external source of finance and vice versa,
low ratio values witness a significant financial dependence from creditors fund. The above table
indicates an increase in the ratio. Therefore, it indicates low dependence on the loan capital.

TABLE SHOWING CALCULATION OF SOLVENCY RATIO
Particulars 2015-16 2016-17 2017-18
Total Debt (Rs.) 7,22,67,598 10,95,90,744 13,07,80,304
Total Tangible Asset (Rs.) 2,38,97,741 2,06,05,054 22,34,81,32
Ratio ( proportion) 3.024 5.318 5.851

INTERPRETATION:
Solvency ratio is used to measure a company’s ability to meet its long term obligations. The above table shows an increasing 
trend and therefore it indicates the company is financially stronger.

FINDINGS
 ● The liquid ratio is less than the ideal ratio 1, it is clear that the liquidity position of the company is weak. 
 ● The working capital turnover ratio indicates that the working capital is not being used efficiently.
 ● The proprietary ratio indicates that the creditors are at risk as the shareholder fund may be less.
 ●  The expenses ratio indicates that the expenses of the company are increasing; the company has to try to reduce its expenses.
 ● The cash position ratio is decreasing; Company has low liquid and cannot fund its debt.
 ● The fixed asset turnover ratio is decreasing; the company is not efficient in managing its fixed asset investment.
 ●  The tangible asset to working capital ratio is less than 1 and it is considered risky by creditors and investors as it 

shows that the company isn’t running efficiently.

SUGGESTIONS
 ● The company needs to use its resources efficiently.
 ●  The working capital of the company should be handled properly because it shows the efficiency and financial strength 

of the company.
 ● The company needs to increase the liquid assets by improving its sales.
 ● The company needs to improve their effective inventory management.
 ● The company has to improve its tangible assets to working capital so that the company can be run efficiently.
 ● The company must improve their shareholders so that the creditors of the company will be in the safe zone.
 ● The company needs to increase their utilization of usage of capital.
 ● To maintain an increasing trend the company should improve its sales.

CONCLUSION
The analysis of financial performance includes growth analysis on selected terms such as net sales, total assets, current 
liabilities, current assets etc, Performance of profitability, liquidity, solvency and activity ratios, relationship among ratios, 
and comparison between them. The study reveals that the financial performance of the Indian automobile sector is fairly 
satisfactory during the study period. Similarly, the analysis of profitability of the selected automobile companies shows that 
their performance during the study period is satisfactory. The study of all the three company groups (commercial vehicles, 
passenger car & multi utility vehicle and two & three wheelers) shows that the performance of these companies are fairly 
good. The financial performance plays a significant role in the successful functioning of a firm. Therefore, the financial 
stability and operational performance of all the three sectors shows that all are at the satisfactory level.
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INTRODUCTION 

Human resource management (HRM) is an operation in companies designed to maximize employee performance in order to 
meet the employer’s strategic goals and objectives. More precisely, HRM focuses on management of people within companies, 
emphasizing on policies and systems. In short, HRM is the process of recruiting, selecting employees, providing proper 
orientation and induction, imparting proper orientation and induction, imparting proper training and developing skills. HRM 
also includes employee assessment like performance appraisal, facilitating proper compensation and benefits, encouragement, 
maintaining proper relations with labour and with trade unions, and taking care of employee’s safety, welfare and health by 
complying with labour laws of state or country concerned.  

RECRUITMENT

MEANING:  
Recruitment is the process of finding and hiring the best qualified candidate (From within or outside of an organisation) 
in an effective manner. The recruitment process includes analysing the requirements of a job, screening and selecting the 
applicants, hiring the employees to the organisation. The employee recruitment process is one of the most critical aspects of 
running a successful business. Because every organisation’s performance is largely dependent on the quality of its workers.

FEATURES OF RECRUITMENT: 
It is a managerial and continuous process or a series of activities rather than a single act or event. 
2. It is a linking activity as it brings together those the jobs (employer) and those seeking jobs (prospective employees). 
 It is a positive function as it seeks to develop a pool of eligible persons from which most suitable ones can be selected.
It is a persuasive function as all organisations engage in recruiting activity.
It is a two way process. It takes a recruiter and recruitee. Just as the recruiter has a choice whom to recruit or not, similarly the 
prospective employee can choose for which organisation to apply for a job
It is a process of identifying sources of human force, attracting and motivating them to apply for the job in organisations.
As recruiting is the discovering of potential applicants for actual anticipated organisational vacancies, it fulfils the present and 
future manpower needs.
It is the first step of appointment is based on job description, job analysis and job specifications
Recruitment is a complex job because too many factors affect it and serve as constraints restricting the freedom of management 
in recruitment.

RESEARCH ON RECRUITMENT IN MAHINDRA RURAL 
HOME FIANANCE 

G.Deheswari
M.com 2nd year, Department of commerce, SRMIST

Human resource management (HRM) is an operation in companies designed to maximize employee 
performance in order to meet the employer’s strategic goals and objectives. More precisely, HRM focuses on 
management of people within companies, emphasizing on policies and systems. In short, HRM is the process 
of recruiting, selecting employees, providing proper orientation and induction, imparting proper orientation 
and induction, imparting proper training and developing skills. 

ABSTRACT
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FACTORS AFFECTING RECRUITMENT: 
 ●  .Size of the organisations: Large firms require more number of employees while small firms require less number 

of employees. A big firm can spend more in notifying vacancies, advertising in different media to encourage many 
candidates to apply.

 ●  Recruitment policy: A firm can recruit internally or externally. Internal recruitment among the employees of an 
organisation. External recruitment is recruitment from outside the organisation.

 ●  Salary structure: Firms offering higher wages would be able to attract more number of candidates. Firms offering 
lower wages find it difficult to attract and retain talented candidates.

 ●  Working conditions: A firm offering good working conditions would be able to attract more candidates. 

 ●  Image and reputation of the company: If a firm has good image and reputation, it can attract and retain employees.

 ●  Image of the job: Jobs with higher salary, career growth, comfortable working conditions etc., and more candidates 
would interested to apply for such jobs.

 ●  Competitors: Recruitment policies of competitors influence the recruitment policy of a firm.

 ●  Environmental factors: Political, economic and legal factors influence recruitment and selection. 

 ●  Human resource planning: Effective human resource planning determines the gap in existing manpower. 

 ●  Cost of recruitment: The cost of recruitment influences the type of recruitment. Fir s would use that type of recruitment 
which results in lower costs. 

PROCESS OF RECRUITMENT: 
 ●  Recruitment planning: It involves estimating the number of vacancies to be filled, preparing a job description, job 

specification mentioning the duties to be performed, qualifications and skills required, pay levels and nature of employment. 

 ●  Designing the recruitment strategy: The strategy should specify the number of candidates to be recruited, sources of 
recruitment, recruitment method to be used and the activities to be used and activities to be done.

 ●  Evaluation of recruiting sources: After deciding the recruitment strategy, the next step is evaluation of recruitment 
sources. There are two major sources of recruitment. They are; (a) internal sources and (b) external sources.

 ●  Implementation of strategy: The recruitment strategy should be implemented considering legal rules and regulations.

 ●  Advertising the vacancy: Vacancies are advertised for both internal and external sources of recruitment.

 ●  Evaluation: Recruitment is a continuous and important process. Firms spend considerable time and resources in 
recruitment. Therefore its effectiveness has to be evaluated and weakness eliminated.  

SOURCES RECRUITMENT: 
Recruitment sources are the medium of choosing candidates for the recruitment process. Basically, there are two main sources 
of recruitment, which are follows; 
1. Internal sources 
2. External sources 

 ●  INTERNAL SOURCES: Internal sources of recruitment means seeking applicants for the job positions from those 
who are currently employed within the firm following are the methods: 

 ●  Transfer: Transfer means shifting an employee from one job to another, without any change in his rank and 
responsibility. 

 ●  Promotion: Promotions are the most common form of internal recruitment wherein the employees are moved to the 
upper levels of the organisations with more responsibility and prestige. 

 ●  Employee referrals: the present employees can refer their friends and family to the job. They are well aware of 
the organisational culture, working conditions and job requirements. ➢ Former employees: former employees are 
rapidly becoming a viable recruitment source as employers increasingly contact former employees, striving to convert 
former employees into new hires.
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 2. EXTERNAL SOURCES:  External sources of recruitment mean hiring people from outside the organisation following are 
the methods; 

 ●  Campus recruitment: It is a method of recruiting by visiting and participating in college campuses and their placement 
centres. It also helps in saving time and efforts of the companies. 

 ●  Advertisement: Advertisement is the most common and preferred source of external recruiting. This helps an 
individual to self-evaluate himself against the job requirements and apply for the jobs which suits them.

 ●  Employment exchange: The employment exchange is the office run by the government wherein the details about the 
jobseekers is stored and is given to the employers who are searching for their organisations.

 ●  Direct recruitment: The direct recruitment also called as factory gate recruitment is an important source of hiring, 
especially the unskilled workers who are paid on a daily-wage basis. 

 ●  E-recruiting: The e-recruiting means searching and screening the prospective candidates electronically. There are 
several online job portals that enable the job seekers to upload their resume online which are then forwarded to the 
potential hires.

OBJECTIVES OF STUDY 

 ● To identify the effectiveness of recruiting sources and evaluation techniques. 
 ● To identify the area of improvement to make recruitment and selection procedures more effective. 

REVIEW OF LITRETURE 

1. SINGH S.K (2008) In his research entitled Interventions and challenges‖ examined that survival of the organizations in 
dynamic and complex environment require 60 employee involvement, productivity and this can be achieved with the help of 
quality targets, quality circles, training and development & suitable method of performance appraisal etc. Above these HRD 
interventions/practices should be implemented in a suitable way and HRD Climate should be conductive so that cooperation 
of employees can be achieved and conflicts can be sorted out which in turn increase the effectiveness of the organization.

 2. SINGH S.K (2008) - in his research entitled  HRD Climate: Interventions and challenges‖ examined that survival of the 
organizations in dynamic and complex environment require 60 employee involvement, productivity and this can be achieved 
with the help of quality targets, quality circles, training and development & suitable method of performance appraisal etc. 
Above these HRD interventions/practices should be implemented in a suitable way and HRD Climate should be conductive 
so that cooperation of employees can be achieved and conflicts can be sorted out which in turn increase the effectiveness of 
the organization .

3. SARMA (2008) employee referrals is one of the oldest sources of recruitment and it could save up to 70% of the costs 
to the company than other sources could do. Present employees are well aware of the skills, qualifications, behavior and 
experience of their friends or acquaintances as well as of the job requirements; and thus make a match between the vacancy and 
a candidate. Therefore, Sources of recruitment Internal Sources - Present Employees - Retired/Former Employees - Previous 
Applicants - Employee Referrals - Advertisement - Campus Recruitment - Recruiting Firms - Job Portals/Organizational 
Websites - Job Fairs/Exhibitions - Headhunting - Other Sources External Sources 8 most of the time applicants through 
employee referrals have a positive feel to an organization and are aware of the organizational culture; and would likely be a 
great asset for the company.

4. SHOKUNDU. SUBHASH C., DIVYA MALHAN (2009) “HRM Practices in Insurance Companies: A Study of Indian 
and Multinational Companies” opined that Competitive advantage of a company can be generated from human resources 
(HR) and company performance is influenced by a set of effective HRM practices. The results of this study shows d that both 
multinational companies and Indian companies have to significantly improve their practices regarding performance appraisal, 
training and financial benefits, and HR planning and recruitment. Service sector is human resource intensive business. To 
gain competitive advantage, service organizations should emphasize on human resource management practices, as has been 
shows d in the results. A well-defined framework of human resource management practices benefits not only the organization 
but also the employee. HR policies of an organization benefit the employee by providing better opportunities for growth in 
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terms of better compensation, benefits, training and development opportunities, and career management, in turn leading to job 
satisfaction a self-fulfillment should be implemented. 

5. According to RAO (2009) Human Resource Management (HRM) “is managing (planning, organizing, directing and 
controlling) the functions of employing, developing, compensating and utilizing human resources.” As a result, the human 
and industrial relations are created and developed; and with further practices are ready to contribute to the organizational, 
individual and social goals. Sarma (2008, 15) defines Human Resource Management (HRM) as: “an approach to the 
management of people, based on four fundamental principles”. First, managers should take into consideration that human 
resources are the main asset a company has. Second, the personnel’s attitude and procedures should be closely connected with 
the accomplishment of the corporate objectives and goals. Third, the organizational climate, company values and atmosphere 
at the work place have a major influence on the success of the corporation. Finally, it is very important that employees work 
together with a sense of common purpose and feel the integration. 

DATA ANALYSIS AND INTERPRETATION 

TABLE: 1 TABLE SHOWING DESIGNATION OF THE RESPONDENTS

PARTICULARS NO OF RESPONDENTS PERCENTAGE

PROFESSIONAL JOURNALS 22 44%
NEWSPAPER SOURCES 21 42%

COLLEGE RECRUITMENT 5 10%
EMPLOYEE REFERRAL 2 4%

TOTAL 50 100%

INTERPRETATION: 
From the above table it is inferred that 44% of respondents recruited in the organisation through Professional Journals, 42% of 
the respondents recruited in the organisation through Newspaper Sources, 10% of the respondents recruited through College 
Recruitment and remaining 4% of the respondents recruited through Employee Referral. 

TABLE: 2 TABLE SHOWING THE NUMBER OF ROUNDS FACED DURING  RECRUITMENT PROCESS 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
1 ROUNDS 8 16% 
2 ROUNDS 30 20% 
3 ROUNDS 10 60% 
4 ROUNDS 2 4% 
TOTAL 50 100% 

INTERPRETATION: 
Above table inferred the number of rounds faced during recruitment process. 60% of the respondents attended 3 Rounds, 
20% of the respondents attended 2 Rounds, 16% of the respondents attended 1 Rounds and remaining 4% of the respondents 
attended 4 Rounds. 
TABLE: 3 TABLE SHOWING THE TYPE OF INTERVIEW ATTENDED DURING  RECRUITMENT PROCESS 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
FACE TO FACE 43 86% 
TELEPHONIC 4 8% 
VIDEO CONFERENCING 1 2% 
PANEL INTERVIEW 1 2% 
OTHERS  1 2% 
TOTAL 50 100% 
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INTERPRETATION: 
Above table shows the types of interview attended by the respondents. At the time interview 
86% of the respondents attended Face To Face, 8% of the respondents attended Telephonic, 2% of the respondents attended 
Video Conferencing, 2% of the respondents attended Panel Interview and remaining 2% of the respondents attended others. 

TABLE: 4 TABLE SHOWING THE KINDS OF TEST ATTENDED DURING RECRUITMENTPROCESS 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 
PERSONALITY TEST 26 52% 
PSYCHOMETRIC TEST 11 22% 
JUDGEMENT TEST 7 14% 
ABILITY TEST 4 8% 
NOT ATTENDED 2 4% 
TOTAL 50 100% 

INTERPRETATION: 
Above table shows the kinds of test the respondents attended during recruitment process. 52% of the respondents attended 
Personality Test, 22% of the respondents attended Psychometric Test, 14% of the respondents attended Judgement Test, 8% 
of the respondents attended Ability Test and remaining 4% of the respondents attended Not Attended.

TABLE: 5 TABLE SHOWING THE SATISFACTION LEVEL OF ORGANISING THE RECRUITMENT PROCESS 

PARTICULARS NO OF RESPONDENTS PERCENTAGE 

VERY GOOD 18 36% 
GOOD 26 52% 
NEUTRAL 1 2% 
POOR 4 8% 
VERY POOR 1 2% 
TOTAL 50 100% 

INTERPRETATION: 
Above table inferred that 52% of the respondents said Good, 36% of the respondents said Very Good, 8% of the respondents 
said Poor and remaining 2% of the respondents said Neutral and remaining 2% of the respondents said Very Poor about the 
satisfaction level of organising the recruitment process by the organisation.  

FINDINGS 

 ● From the table 1 it was found that 44% of the respondents recruited through professional journals

 ● From the table 2 it was found that 60% of the respondents attended 3 rounds of interview during recruitment process. 

 ● From the table 3 it was found that 86% of the respondents attended face to face round during interview. 

 ● From the table 4 it was found that 52% of the respondents attended personality test during recruitment process. 

 ●  From the table 5 it was found that 52% of the respondents said that satisfaction level of organising the recruitment 
process is good. 

SUGGESTIONS 

Internet sites for the recruitment process: 
The organisation improve the utilization of the internet sites for recruiting talented candidates. E-recruitment process can help 
the organisation to improve the process of recruitment. 



926
Copyright ©2020 Authors

Proceedings

New methods in screening process: 
Adopting new methods in screening will improve the efficiency of recruitment process in the organisation. Complementing 
the interview with other selection techniques such as skill tests, work sample test, presentations and team observations will 
also increase the likelihood of identifying the best person for the position. \

CONCLUSIONS 

The researcher has made a study in effectiveness of recruitment process of the Mahindra rural home finance with the help of 
questionnaire as the part of the study. In this organisation the sources of recruitment is effective, the internal selection of the 
organisation also in an economical means which also reduce costs, only after looking the efficiency of the existing employee 
towards the company and his sincerity that employee will be selected. They are well aware about the various sources and 
methods of recruitment and selection. The result obtained was analysed using percentages. The researcher’s suggestions on 
the findings are also given. 
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INTRODUCTION 

Advertising is the means of informing as well as influencing the general public to buy a product or services through visual 
or oral messages. A product or service is advertised to create awareness in the minds of potential buyers through various 
advertising mediums such as Newspaper, Magazines, Television, Radio, Posters. In the present day world of production 
and distribution, advertising serves as a powerful tool in the marketing process. Advertising is used for communicating 
business information to the present and future customers. It usually provides information about the advertising firm, its 
product qualities, place of availability etc. Electronic advertising is an attempt to release information on the Internet in order to 
establish a relationship among vendors and buyers. Internet advertising can also aim at strengthening the position of a specific 
brand in the market. E-Advertising is a type of advertisement that uses in internet and other form of digital or social media in 
order to promote business and to sell or purchase of goods and services. 

SCOPE OF THE STUDY 

The scope of this project is to conduct a survey and understand the factors that determine the buying behaviour and attitude 
of the customers with regard to E- advertisement. 

RESEARCH OBJECTIVES 

Primary Objective 
To determine the factors affecting the online purchase behaviour of the consumers. Secondary Objective 
To study the consumers attitude and behaviour towards mobile phones. 
To determine whether the consumer needs are satisfied at all times through eadvertisement. 
To identify the reach of the product among customers through advertisement. 

A STUDY OF ELECTRONIC ADVERTISING EFFECTIVENESS 
ON CONSUMER PURCHASE DECISION IN INTERNATIONAL 

BUSINESS WITH RESPECT TO CHENNAI CITY

Yovan. I
Pg Student, Department Of Commerce, SRMIST

E-advertising is a new raised area for marketers to create awareness and influence purchase decision of the customers. It 
provides a way to invite people to visit the advertiser’s site by connecting on the banner or button on the web site. Purchase 
decision is that decision making processes undertaken by customers in respect to a prospective market transaction before, 
throughout, and later the purchase of a product or service. In this study, we emphasis on the use of e-advertising for online 
purchasing. The aim of this paper is to study the impact of 
e-advertising on purchasing decision. This research is based on study relating a survey of 185 professionals, under graduate, 
post graduate, entrepreneur and retired people. Firstly, factors affecting E-advertising are identified using data interpretation 
and then the impact of these factors on purchase decision is presented using percentage method.

KEYWORDS: Purchasing, Customers, Advertising, Professionals. 

ABSTRACT
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REVIEW OF LITERATURE 

AAKER AND BRUZZONE, 1985, has indicates that the “advertising may be useful to the consumers considering that 
dissemination of information is necessary when a buyer has to make a choice from various products and services” 

WILL ROGER said that, “Let advertisers spend the same amount of money improving their products as they do advertising, 
and they wouldn’t have to advertise it”.                    

POLLEY AND MITTAL STUDY (1993) indicated that, most respondents    had a conflict between an appreciation of 
advertising value and an appreciation of advertising effects on culture.  

Advertisers of children television used to appeal to parents-earlier, but now they directly appeal to children, who don’t 
have the emotional or cognitive tools to evaluate what is being sold to them .ANAND NAWATHE AND OTHERS, 2007

PRADEEP (2002) revealed that decision making is shifting towards the younger population. 

LONGMAN (2000) says that the “advertising is an act of telling people publicly about a product or service in order to 
persuade them to buy it.   

RASHID SAEED, ET AL (2013), has revealed about the internet advertisement on consumers attitude. According to 
his study, there is positive and significant relationship among the consumer attitude and advertising utility. Further, it also 
revealed a positive and significant relationship between consumer attitude and trust on advertisement. 

SENTHIL. M. DR. N.R.V PRABHU S.BHUVANESWARI (2013) explored 

customer’s perceptions towards advertising in the online shopping and social networking web sites. According to his 
study, it is suggested that most reputable and well-known companies may be more likely to meet these expectations and 
Consumers believe that advertisements on the Internet are more believable as compared to other mediums and very few 
people believe in magazine advertisements. . 

RESEARCH METHODOLOGY 

Research methodology is the detailed procedures or techniques used to identify, select, process, and examine information 
about a topic. In a research paper, the methodology section permits the reader to unfavourably evaluate a study’s overall 
validity and consistency. 

Qualitative research methodology: The major purpose of qualitative analysis is to find the underlying reasons and 
motivations of something. Sample selected for this method is usually a small number of non-representative cases. The findings 
are not conclusive and cannot be used to make generalisations about the population of interest.   

Quantitative research methodology: In this method we quantify data and generalise results from a sample to the 
population of interest. Sometimes this method is followed by qualitative research which is used to explore some findings 
further. Structured techniques such as online questionnaires, interviews are necessary in this method. Statistical data is usually 
in the form of tabulations. Findings are conclusive and usually descriptive in nature.   

SWOT ANALYSIS 

STRENGTHS 

 ● Easy to target and reach more spectators at a cheaper price.  

 ● Operations can be easily modified and made more targeted as per our business requirements. 

 ●  As the world is more dependent on the internet, it helps the business to reach out and connect with the people on a 
larger scale.  
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 ● Saves a lot of money as compared to the traditional way of marketing as it is cheaper and efficient. 

 ● Being recognized as a brand has become much easier. 

WEAKNESS 

 ● A challenge to reach the population which is still not using the internet.  

 ●  High chances of failure of digital marketing operations because of confusion due to the availability of many different 
marketing options. o Keeping pace with new trends and technology.  o Need of deep understanding of changing 
human behaviour and requirements.  

 ●  If your brand or product is not justifying the users need, then the chance of getting bad reviews in public is very high, 
which in turn might damage the reputation.  

OPPORTUNITY  

 ● More and More employment for the youth as this field is just growing and number of professionals are less. 

 ● Increase the reach of your brand, therefore, leading to direct profit. 

 ● There are lots of ways through which owners earn money apart from their primary business,  

 ●  If the digital marketing comes everywhere in a developed manner it will help the country itself to become digital that 
means major amount of our population will start leading a life which will be smarter and faster. 

 ● It will help our Indian Government Organizations to become digital. 

 ● All the operation from railways, municipal organization etc. will become faster and smoother. 

THREAT 

 ●  Due to ever changing trends of different marketing areas and ever changing rules of search engine for optimizing the 
content, continuous awareness is required, which is very difficult.  

 ● Storage of data with full security is still a big question mark.  

 ● Analysing the data in a wrong way can lead to damaging results which is found in a lot of companies.  

ANALYSIS AND INTERPRETATION 

TABLE REPRESENTING THE GENDER OF THE CONSUMERS
OPTION NO.OF RESPONDENTS PERCENTAGE % 
Male 129 70% 

Female 51 28% 

LGBTQ 3 2% 

Total 183 100 

INTERPRETATION: 
 From the above table we conclude that 129 male contributing are 70% and female respondents 51 are 28% and in addition 
LGPTQ 3 Respondents are 2% out of 183 responses.  
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TABLE REPRESENTING THE AGE OF CONSUMERS 

AGE NO.OF RESPONDENTS PERCENTAGE%

     UP TO 18 17 9.3% 

19-25 136 74.3% 

26-40 16 8.7% 

41-55 10 5.5% 

55+ 4 2.2% 

INTERPRETATION: 

From the above table we conclude that the 17 respondents (9%) are up to 18 years of age, 136 respondents 
(74%) are from 19-25 years of age, 16 respondents (9%) are from 2640 years of age, 10 respondents are from 
the age between 41-55 (6%) and very few are from 55+ age (2%) respondents out of 183 responses. 

TABLE REPRESENTING AREA OF THE CONSUMERS IN CHENNAI 

PLACE NO.OF RESPONDENTS PERCENTAGE 
EAST CHENNAI 16 8.9% 
WEST CHENNAI 52 29.1% 
SOUTH CHENNAI 72 40.2% 
NORTH CHENNAI 39 21.8% 
TOTAL 179  

INTERPRETATION: From the above table we may conclude that 9% are respondents are from east Chennai, 
29% respondents are from west Chennai, 40% respondents are from south Chennai, and 22% are from north 
Chennai out of 179 responses. 

TABLE REPRESENTING MONTHLY INCOME OF THE CONSUMERS 

INCOME IN RS. NO.OF RESPONDENTS PERCENTAGE 
UPTO 10,000 48 28.2% 
10000-20000 74 43.5% 
20001-30000 29 17.1% 
30001-40000 10 5.9% 
40000+ 9 5.3% 
TOTAL 170 100 

INTERPRETATION: From the above table we may conclude that the 28% respondent’s income are up to 
10000, 44% respondents income are 10000-20000 and 17%,6%,5% are 20000-30000,30000-40000,40000+ 
irrespectively out of 170 respondents. 
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TABLE REPRESENTING QUALIFICATION OF THE CONSUMERS 

QUALIFICATION NO.OF RESPONDENTS PERCENTAGE%  
SSLC 7 4% 
HSC 16 9% 
GRADUATE 83 45% 

POST GRADUATE 79 43% 

INTERPRETATION: 

From the above table we conclude that 4%, 8%, 43%, 45% are SSLC, HSC, Graduate, postgraduate 
irrespectively are the qualifications of the respondents out of 185 respondents.

FINDINGS  

 ●  In this research the majority of respondents are from 19-25 years of age, and 129 male respondents and 51 female 
respondents out of 183 responses 

 ●  From this survey, majority of the people prefer e-advertising that is 66%   Most of the preferred respondents are 
suggested that as informative. 

 ● Majority of the customers spend time on TV/radio and print ads is “between” less than 1 hour.   

 ● Majority of the customers spend time on social media is between 4-6 hours 

 ● Majority of the customers spend time on radio is between less than a 1 hour. 

 ● From the survey, the maximum customer preferred to watch ads during YouTube videos. 

 ● Most of the preferred customers suggested that as informative. 

 ● From this survey, customer prefer advertisement meant for depending on ad. 

 ● Majority of the customers checks online and mail on sometimes basis. 

SUGGESTIONS 

 ● Don’t use pop-up ads—everyone finds them troublesome 

 ● Online advertising is expensive, so try to charge at low cost so every kind of marketers will be beneficial. 

 ● Repeated ads must be avoided when once the customers is been ignored 

 ● Too many advertiser should be avoided so that customers may get confusion on particular product. 

CONCLUSION 

In conclusion, Advertising on the World Wide Web has many advantages and disadvantages. I believe that in my opinion, that 
the advantages outweigh the disadvantages. Having online advertisement, allowing your advertisement to be viewed globally 
all around the world, takes your business to a whole new level targeting much more audience. Its low cost, offers small 
business to invest in online marketing cutting down in initial cost of marketing. Internet’s vast scope also allows every day 
users to experience more services provided by business and makes it a convenient places for shoppers. It allows people get 
more time out of their life, that other traditional shopping methods such as driving to a store to pay bills. With the help of the 
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internet, it has helped us humans in many ways. There would most importantly always be disadvantages, but most importantly 
in my opinion, the advantages outweigh the disadvantages.   The World Wide Web is always be developing and in this instance 
it would create a even better place for online advertisement. It proves to be the foremost advertisement method along all other 
media, and guarantees results every time.   
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INTRODUCTION

When you empower a Man, you empower an individual
When you empower a Woman, you empower a nation1

 -   Tebelelo Mazile Seretse
In India, Women provide the powerful economically empowering place for Women community and for the nation through 
Entrepreneurship. Empowering Women in the society will provide a boost the economy for the growth and development. The 
word Empowerment means to bestow power to women where it leads to fulfilling Women desire, make them aware through 
education, access to the resource and obtain opportunities available, active control, their decision making position for the 
problems in the society and improve their economic status and rights. By entrepreneurial spirit, women are becoming more 
empowered personally and economically.

Entrepreneurs of rural women are recognized as a significant source of untapped economic growth.
However, women still need to be emboldened socially, economically and technologically to be able to survive in society. If 
properly applied, rural entrepreneurship for Women might allow a woman to be ultra - educated to gain grooming in business 
and trade information techniques, product improvement, and business development. 

In India, Rural Women who operate their own business are far less likely to be oriented by profit, while they seek their 
profit to reinvest them for education, social improvement and they provide a more flexible working arrangement and family 
friendly to employees. In addition, Women invest in local community projects as this willingness help to encourage more 
significant and sustainable growth.

WOMEN EMPOWERMENT THROUGH ENTREPRENEURSHIP 
IN TAMILNADU – A STUDY WITH SPECIAL REFERENCE TO 

RURAL WOMEN ENTREPRENEURS

Ms.Lavanya.V
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Dr.S.Chitra
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Entrepreneurship is one area where Women Entrepreneurs can actually define a unique identity for themselves. Rural Women 
Entrepreneurs are recognized as a significant source of untapped economic growth. Women must now be empowered 
socially, economically and technologically in order to be able to stand in society. Entrepreneurship is the critical driver of any 
economy’s innovation and growth in the current scenario. Fostering entrepreneurship is therefore the important part of many 
governments around the world’s economic growth strategies. The research paper aims to reveal the role of government and 
challenges in empowering rural women entrepreneurs and their benefits. The research work is empirical in nature and primary 
data are collected using random sampling techniques through a structured questionnaire. The study outcome will help the 
business community and empower rural women entrepreneurs.

Keywords: Rural, Women Entrepreneurs, challenges, benefits, empowering economy.
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The ambition among individuals tends to lead and pay greater attention to a country’s economic structural transformation. 
There are no gender prejudices between men and women throughout this move. In India, the government is taking numerous 
plans to encourage women entrepreneurs’ engagement and thereby make a provider for the nation’s development and 
advancement. Since then the 5-Year Plans are focused on women’s welfare, emphasizing female empowerment in particular 
through women’s entrepreneurship programmes. This study aims to assess the number of growth plans and programmes for 
empowering rural women in India.

Tamil Nadu has provided the country with valuable human assets. Many successful Women hail from this state. Apparently, 
there are only two types of Entrepreneurs in Tamil Nadu those that perceive the opportunity and engage in business because 
they like to, and those that have no other choice but to start a business. Due to limitations, only a few Tamil Women are able 
to “undertake risks” and “create wealth”. Women want to be recognized, prove themselves and most importantly, want to 
play a part in society’s improvement. India’s success becomes accessible only when Indians accept the importance of Women 
in Entrepreneurship and also Indian Women are found international trading from India. Thus, the study aims at Empowering 
Rural Women through Entrepreneurship. However, Women Entrepreneurs are struggling and facing many challenges in 
starting and managing a business. This research paper intends to study personal, financial, marketing, production problems of 
Women Entrepreneurs. Hence these challenges need to be addressed to enhance their business worth and also for the growth 
of society.

REVIEW OF LITERATURE

Pharm, and Sritharan, (2013) Challenges affecting rural women entrepreneurs was analyzed and it has been observed that 
most women entrepreneurs were categorized with lacking in effective leadership. Their leadership skills were not as strong 
as they needed to be a successful businessman. Many female entrepreneurs were faced with financial difficulties. Financial 
deficit was second category. The third level was the lack of organized planning and functioning, which was accompanied by 
medical problems, policy unconsciousness, representatives’ failure to repay loans, group leaders misuse their income, various 
problems and lack of understanding. 

Parveen, (2013) Rural female entrepreneurs have been researched through workshop trainings and workshops organised by 
different NGOs have been conducted for rural women to provide financial assistance, entrepreneurial training and professional 
development. The study shows a stronger business capability and skill for well-trained rural women entrepreneurs. This 
allows them quick access to multiple markets and profitable start-ups. For untrained rural women, they face several problems 
in their business administration.

Vinay Pal Singh and Hari Om Gupta, (2018) on Women’s entrepreneurialism in sparsely populated rural India is a pound 
in economic development highlighted the current status of female entrepreneurs and their valuable contributions to India’s 
sustainable rural economic growth and suggested strategies for empowering rural women.

Tshipama Laeticia, (2016) on ethnographic research in female startup entrepreneurs who often buy stuff in Thailand to 
start selling in Congo. Even this study aimed directly to collect and analyze challenges faced only by young entrepreneurs and 
therefore the resources then they also need to definitely recommend strategies and tactics to empower people among successful 
entrepreneurs. Now in actually providing new business opportunities, again the family unit actually plays out a more central role.  

OBJECTIVES OF THE STUDY

 ● To Identify Rural Women Entrepreneurs problems and prospects in Tamil Nadu.

 ● To understand the role of central and state government in the development of entrepreneurship 

 ● To suggest remedial action to overcome issues and empower women in society.

RESEARCH METHODOLOGY
The method of sampling used was convenient sampling. The sample size considered of 70 Entrepreneurs in Kanchipuram 
district and Thiruvallur districts. The primary data will be collected as a mode of data collection using digital survey and 
telephone survey. Separate sets of structured questionnaires prepared for rural women entrepreneurs to conduct surveys. 
Additional information is gathered from numerous books, newspapers, periodicals as well as business websites
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STUDY LIMITATION 

 ● This study focuses mainly on Kanchipuram and the district of Tiruvallur only. 

 ●  The study is based solely on data obtained from District Industries Center which include 70 rural MSME respondents 
only.  

DATA ANALYSIS AND INTREPRETATION

For study purpose, 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 and Chi square test and Anova.

Table 1 Problem of Rural Women Entrepreneurs 

Table 1 Kaiser-Meyer-Olkin and Bartlett’s Test of Sphericity

 Sampling Adequacy measure of Kaiser-Meyer-Olkin .                         .747

B a r t l e t t ’ s 
Test of 
Sphericity

Approximate Chi-Square value
433.597

Difference 105

Signi. .000

Total variance explained in below

Component Values of Initial Eigen Value of Rotation sums of squared Loadings

Total 
value

Variance % 
value

Cumulative value Total value
Variance 
% value

Cumulative 
value

1 4.132 27.549 27.549 2.533 18.886 18.886

2 2.058 13.721 41.270 2.456 16.377 35.263

3 1.389 11.261 52.531 1.900 12.669 47.932

4 1.125 7.502 60.033 1.815 12.101 60.033

Principal component analysis: Extraction Method

List of Rotated component matrix Comp 1 Comp 2 Comp 3 Comp 4 Communalities
Lack of social contact .722 .717
Lack of credit facilities from banks .679 .712

Difficult and lengthy funding procedure for obtaining loans .676 .677

 Inadequate technology .670 .662
Lack of technical knowhow involved .476 .613

 Lack of marketing strategy .781 .587

 Inadequate infrastructure .695 .574
 Lack of power .647 .566
lack of channels of distribution .544 .550
Male dominance .798 .537
Over burdened with responsibility .769 .517
Sufficient rebate and tax benefits are available to Women 
Entrepreneurs

.695 .505

Are you aware of all the state govt scheme available to 
Entrepreneurs 

.689 .499

Does State Government gives adequate follow up and support .593 .474
Does central Government gives adequate follow up and support .468 .427
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Source: computed data
In order to determine the problems of Rural Women Entrepreneurs, An exploratory factor analysis has been carried out on 
fifteen 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-Olkin Barlett 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 0.747, which at 5 percent is statistically significant. It can 
therefore be concluded that the sample size is sufficient for the factors to be derived.

The variables community ranges from.427 to.717 indicating large quantities of variance as extracted by factor solution. 
For the problems faced by Rural Women Entrepreneurs, the main component analysis is performed to verify whether the 
variables can be reduced to a few significant variables. All 4 extracted factors that are those with an own value of more than 1 
account for the variance in the matrix of the item variance-covariance. It can be noted that with the percentage value of 18.886, 
35.263, 47.932, and 60.033, the variables are reduced to predominant factors. From the rotated matrix table created as the first 
factor that can be appropriately named with grouping as “complex factors” with grouping of five variables. The second factor 
can be called “marketing factors” when grouping four variables. The third factor consists of two variables that can be called 
“personal factors.” The fourth factor consists of four variables that can be called “supporting factors.” This reveals that four 
predominant factors result in factor analysis. In other words, based on the inter-relationship between themselves, 15 variables 
are grouped into four factors. It can therefore be concluded that complex,marketing factors, supporting and personal factors 
are the four major factors that pose a major challenge to Rural Women Entrepreneurs from the outside force and government 
internal support.

Table 2: Showing the one way Anova between experience in business and benefits associated to rural women entrepreneurs 
in empowering economy. Anova test has been executed to test the assumption.

HO– There is no significant difference between experience in business and its benefits associated to rural women 
entrepreneurs in empowering economy. 

Benefits Of Rural Women Entrepreneurs F value P value

Developing risk taking ability 9.993 .002
Improved standard of living 8.552 .033
Increase in asset 7.851 .001
Improvement in leadership qualities 7.322 .026
Establishing own creative idea 6.347 .006
Equal status in society 5.726 .000

Increase in profit 4.809 .001

Increase in public image 3.757 .002
Business wisdom 3.471 .030
Expansion of the unit 3.234 0.022

Source: Computed Data 
It is inferred from the table above that the p-values are less than the level of the table value (0.05). Therefore, it rejects 
null hypothesis and accepts alternative hypothesis. Now it can be concluded that in empowering economy rural women 
entrepreneurs are associated with significant differences between business experience and benefits. 

Table 3: Showing association between respondent age and major issue for Rural Women Entrepreneurs is a lack of 
awareness of all the schemes that government has introduced to Women Entrepreneurs 

Ho – There is no significant association between age of Women Entrepreneurs and lacking in awareness of schemes 
available. Chi square test as been executed to test the hypothesis.
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Chi-Square Test table
Value difference As. Signfi. (2-sided)

Pearson Chi Square value 25.717a 16 .003
Likelihood Ratio value 32.923 16 .008

Linear-by-Linear Association 3.911 1 .048

Number of Valid Cases 234
 Source: Computed Data

It is inferred from the table above that the p-values .003 are less than the level of the table value (0.05). Therefore, it rejects 
null hypothesis and accepts alternative hypothesis. Now it can be concluded that in empowering rural women entrepreneurs 
are associated with significant differences in between age and lacking in awareness.

Table 4: Showing male dominance to show association between respondent marital status and being major problem for 
Rural Women Entrepreneurs.

Ho – There is no significant association exist in between marital status of rural entrepreneurs and male dominance. Chi 
square test as been executed to test the hypothesis. 

Chi-Square Test table
Value diff Asy. Sig. (2-sided)

Pearson Chi-Square value 22.940a 18 .115
Likelihood Ratio value 28.773 15 .057

Linear-by-Linear Association value 1.850 1 .174
Number of Valid Cases 234

Source: Computed Data
It is inferred from the table above that the p-values .115 is higher than the level of the table value (0.05). Therefore, it rejects 
alternative hypothesis and accepts null hypothesis. Now it can be concluded that in empowering rural women entrepreneurs 
are associated with no significant differences in between marital status and male dominance.

FINDINGS

In this study the researcher has examined some variables that are being challenges and some variables that influence the 
entrepreneurs to take advantage and to get benefited from them. So it can be concluded that rural women entrepreneurs 
are facing challenging in empowering the economy. Lack of social contact, Lack of credit facilities from banks, Difficult 
and lengthy funding procedure for obtaining loans, Inadequate technology, Lack of technical knowhow involved, Lack 
of marketing strategy, Inadequate infrastructure, Lack of power, lack of channels of distribution, Male dominance, Over 
burdened with responsibility, Sufficient rebate and tax benefits are available to Women Entrepreneurs, awareness of all the 
state govt scheme available to Entrepreneurs, adequate follow up and support given by Central and State. There is a significant 
difference between business experience and benefits associated with to rural women entrepreneurs in empowering economy. 
It can be concluded that in empowering rural women entrepreneurs are associated with significant differences inbetween age 
and lacking in awareness. In empowering rural women entrepreneurs are associated with no significant differences inbetween 
marital status and male dominance.

SUGGESTION

The key drivers of economic growth are generally seen as education and entrepreneurship. Investing in rural women has 
been shown to stimulate economic growth and in turn, to make families and communities stronger, wealthier and better 
educated, regarded.  The study confirmed that the Rural women entrepreneurship education and development programs in 
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Tamil Nadu have contributed to business growth and improving the life style of rural women. Researcher contribute to rural 
entrepreneurship in particular and stress the need for women entrepreneurs to increase networking. Social attitude toward 
entrepreneurship for women must be modified, stringent social expectations, attitudes and values often serve as barriers to 
the implementation of entrepreneurial schemes for rural women. The Women Entrepreneurs should receive special incentives 
and subsidies granted by the government, which can only be achieved through adequate monitoring and support systems. The 
government should therefore appoint a separate body to monitor entrepreneurs from rural women. 

 ●  Government and other support institutions should provide financial and non-financial support to build a strong 
economy and enrich the performance of rural women entrepreneurs.

 ● No collateral security should be imposed on rural women entrepreneurs by banks for working capital loans.

 ●  Women’s businesses should join forces to form a cooperative society to identify investment opportunities and ensure 
that their business operates effectively. 

 ●  In order to draw attention and awareness among women about the distinct areas of government site business, the 
organization of regular awareness initiatives and programs should be held out on a massive scale to empower them.

 ●   Women should embark on an outsourcing strategy to acquire business knowledge and take potential resources from 
government schemes.

CONCLUSION

Rural women’s entrepreneurship inevitably enhances the wealth of the nation in overall, and the family in particular, that it 
will encourage and empower the economic situation by providing more job opportunities and enhancing living standards.  
Women want members of the family, society and government support and encouragement, their counterparts with the right 
help of support and training from a number of groups to participate the main groups. A strategy must be created by the govt 
and the follow-up scheme implemented actually reaches the entrepreneurs. Indian Women Entrepreneurs may operate mostly 
on empowering women through training and capacity building programs. The rising focus on quality education of women, 
academic institutions are going to join this determination, so that more female entrepreneurs would be seen in the long term. It 
is quite real that it is impossible to construct rural entrepreneurial spirit without proper training. Therefore, in order to improve 
their entrepreneurial skills and give their enterprise a path of progress, it is essential to include government support to rural 
women.
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INTRODUCTION

Fastrack is one of the leading wrist watch brand in India, Fastrack was launched in 1998. The brand was aimed at the youth 
segment (15-25 years of age). The brand was promoted with the slogan “Cool Watches from Titan‖ Fastrack has an established 
brand image for quality, price and ranges of style it offers. However it is often found that customers have still certain issues 
with this brand, one of the issue is that the service after sales is not good. Customer often find it difficult to repair the watch or 
change the strap, dial etc. most of the retail stores doesn‘t keep spare parts reason being that Fastrack watches style changes at 
a faster rate, hence customers are forced to go with domestic brands straps which doesn‘t even suit the watch. Another issue 
is that all varieties of the brand is not available in all retail store, the customers are forced for online shopping to get their 
desired watches.Clocks and Watches are devices used to measure or indicate the passage of time. A clock, which is larger 
than a watch, is usually intended to be kept in one place; a watch is designed to be carried or worn. Both types of timepieces 
require a source of power and a means of transmitting and controlling it, as well as indicators to register the lapse of time 
units. Wrist watches were once a need, but now it has become a demand. Different brands with different technology, design 
and innovations have entered into the market.

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 201 
 Baker, Julie P.A, and Cameron, M. (1996), “The effect of the service environment  on the effect and customer perception 
of waiting time: An integrative review and research  propositions,” Journal of the Academy of  Marketing Science. 
 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  supermarket shopper. School of Management  Studies, Faculty of 
Commerce, University of  Cape Town, Act Commerce 
 Gobiraj, V(2008). (Customer Satisfaction  and Customer Loyalty: A case study of retail  super markets in United Kingdom 
(UK).   Lewis, R.C. and Booms, B.H. (1983), ``The marketing aspects of service quality’’, in Berry, L.L., Shostack, G. and 

A STUDY ON CUSTOMER SATISFACTION TOWARDS 
FASTRACK WATCHES

Swetha
PG Student SRM Instiute of Science and Technology

The report focuses on attitudes and behavior on the concept of the youth’s buying behavior towards Fastrack watches. 
Different consumers have got different decision making process. The buyer’s ultimate goal is to buy the product of qualitative, 
quantitative with low/best affordable price. To identify different kinds of consumer buying behavior towards different wrist 
watches and Fastrack, we have carried out survey of buying behavior of youth and different kind of consumer behavior 
models, literature and theory of consumer behavior. Finally we analyzed and concluded with research based on questionnaire 
of Fastrack watches at IBS Hyderabad. The research has been conducted to understanding the various important factors 
effecting the buying behavior patterns of consumers in particular the youth. The research findings could be used to enhance 
the features of product which could ultimately lead to profitability of the company.

ABSTRACT
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Upah, G. (Eds),  Emerging Perspectives in Service Marketing,  American Marketing Association, Chicago 
 Lin, G. T. R., and Sun, C. C. (2009). Factors influencing satisfaction and loyalty in  online shopping: an integrated model, 
Emerald  publishing group ltd, 33(03), pp.458-475 Miles.,  Miles, G., & Cannon. (2011). Linking  services ape 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. 
 Churchill, Jr. & Suprenant (1982) investigated whether it was necessary to include disconfirmation as van intervening 
variable  affecting satisfaction as was commonly argued,  or whether the effect of disconfirmation was adequately captured by 
expectation and  perceived performance. 
 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.

OBJECTIVES OF THE STUDY

 ● To understand the existing product quality in Fastrack watches.

 ● To investigate whether the product quality of Fastrack watches is capable of addressing all demands made by customer.

 ●  To identify the difference between Expectation & Perception of customers in product quality offered by Fastrack 
watches.

 ● To understand about the customer satisfaction for Fastrack watches.

RESEARCH METHODOLOGY

Once the problem has been carefully defined, the researcher needs to establish the plan that will outline the investigation to be 
carried out. The research design indicates the steps that have been taken and in what sequence they occurred. It is a systematic 
and purposive Investigation of facts with an objective of understanding the customer satisfaction for Fastrack watches. The 
methodology that will be applied by the study has been chosen in order to acquire information and deduce conclusions about 
the ‗Customer satisfaction for Fastrack watches‘. The main purposes of this study is to obtain an insight into the problems 
faced by the Fastrack watches customers in order to propose further recommendations for better customer satisfaction.

RESEARCH DESIGN

Research design is the arrangement of conditions for collection and analyze of data in a systematic manner that aims to 
combine relevance to research purpose with economy in procedure. The research study applied here is purely descriptive.

SAMPLING TECHNIQUES

The simple random sampling method was used for the primary data collection. Simple random sampling is the basic sampling 
technique where we select a group of subjects (a sample) for study from a larger group (a population). Each individual is 
chosen entirely by chance and each member of the population has an equal chance of being included in the sample. Every 
possible sample of a given size has the same chance of selection; i.e. each member of the population is equally to be chosen 
stage in the sampling process. There are two types of sampling technique they are Probability sampling and Non-Probability 
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sampling. The researcher adopted Non- probability sampling.

 NON PROBABILITY SAMPLING
Non-probability sampling procedure, which does not afford any basis for estimating the probability that each item in the 
population has been include in the sampling.

CONVENIENCE SAMPLING

The researcher has adopted convenience sampling method for this study.

SAMPLE SIZE
50 respondents are chosen as a sample size for the study.

DATA COLLECTION

PRIMARY DATA
Information obtained from the original source by research is called Primary Data. They offer much greater accuracy and 
reliability. The data was collected from the respondents through the questionnaire.

SECONDARY DATA
In means data that are already available i.e. it refers to the data which have already  been collected and analyzed by someone 
else. The data was collected from the websites and journals.

ANALYSIS AND INTERPRETATION
For evaluating the quality of customer satisfaction of Fastrack watches, a number of critical variables are selected for 
conducting an in depth analysis. The results of the analysis are presented in the following sections.

TABLE 1 OCCUPATION OF THE RESPONDENTS

S.NO OCCUPATION PERCENTAGE

1 Professional 14
2 Business 30
3 Employee 34
4 Student 22

Total 100

INTERPRETATION
From the above table, it shows that, 34% of the respondents were employee, 30% of the respondents were Business People, 
22% of the respondents were students and 14% of the respondents were professional.It inferred that Majority (34%) of the 
respondents were employees.

TABLE 2 EDUCATIONAL QUALIFICATION OF THE RESPONDENTS

S.NO EDUCATION PERCENTAGE
1 School Level 34
2 Under Graduate Level 50
3 Post Graduate Level 14
4 Others 2

Total 100

INTERPRETATION
From the above table, it shows that, 50% of the respondents were under graduates, 34% of the respondents studied up to 
school level, 14% of the respondents were post graduates and 2% were included in others.It inferred that majority (50%) of 
the respondents were under graduates.
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TABLE 3 AGE OF THE RESPONDENTS

S.NO AGE PERCENTAGE
1 Below 25 38
2 26 – 35 42
3 35 – 45 14
4 Above 45 6

Total 100

INTERPRETATION
From the above table, it shows that, 42% of the respondents belong to the age group 26 - 35, 38% of them were below 25, 14% 
belong to the age group 35-45, only 6% of the respondentswere above 45.It is inferred that, (42%) Majority of the respondents 
belong to the age group 26-35.

TABLE 4 GENDER OF THE RESPONDENTS

S.NO GENDER NO OF RESPONDENTS PERCENTAGE
1 Male 30 60
2 Female 20 40
3 Total 50 100

INTERPRETATION
The analysis shows that, 60% of the respondents were Male and 40% of the respondents were Female.

TABLE 5 COMPARISON OF FASTRACK WATCHES WITH ITS COMPETITORS
S.NO OCCUPATION PERCENTAGE
1 Excellent 30
2 Good 46
3 Satisfactory 20
4 Poor 4

Total 100

    INTERPRETATION
From the above table shows that, 46% felt that Fastrack watches are good than its competitors, 30% of them felt excellent, 
20% of them were satisfied and only 4% of the respondents felt poor.It inferred that majority (46%) of the respondents felt 
that Fastrack watches are good than its competitors.

TABLE 6 PERIOD OF USAGE OF FASTRACK WATCHES BY THE RESPONDENTS

S.NO PERIOD OF USAGE PERCENTAGE
1 More than 1 year 66
2 1 Year 20
3 6 Months 4
4 Recently 10

Total 100

INTERPRETATION
The above table shows that, 66%% of the respondents used Fastrack watches for more than 1 year. 20% of them used for 
1 year, 10% of the respondents used only recently & only 4% of the respondents used only before 6 months.It inferred that 
(66%) majority of the respondents used the Fastrack watches for more than 1 year.
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TABLE 7 AFFORDABILITY OF FASTRACK WATCHES

S.NO AFFORDABLE PERCENTAGE
1 Strongly Agree 32
2 Agree 56
3 Disagree 6
4 Strongly Disagree 6

Total 100

INTERPRETATION
From the above table shows that, 56%% of the respondents agreed that Fastrack watches are affordable. 32% of them strongly 
agreed it. Only 6% of them disagreed and strongly disagreed it.It inferred that majority (56%) of the respondents agreed that 
Fastrack watches are more affordable than.

SIGNIFICANCE OF THE STUDY
The watch industry is in the current scenario is booming and undergoing a rapid growth. The emergence of new generation 
private and foreign watches in the Indian watch market has raised the competitiveness in the industry. The study aims at 
identifying the extend to which the product quality of a watch affects its competitiveness. The outcome of the study reveals the 
current perception about the watches rooted in the minds of the customers which could be useful in formulating the strategies 
in future operations of the company, for the attainment of its goals in this competitive scenario.

LIMITATIONS OF STUDY
The following are the limitations of the study

 ●  Mobile phone has become the most necessary commodity/service, so it was difficult to define the population in a 
particular place.

 ● 50 respondents cannot represent the population, as a whole. So the findings may be biased.

 ● Time plays a havoc role in data collection. So, the sample is restricted to 50.

 ● Chances of biased responses from the customer.

FINDINGS AND SUGGESTION

FINDINGS
 ●  Majority of respondents are aware about the various range of products provided by Fastrack watches through 

advertisements‘.

 ● Majority of the respondents felt that Fastrack watches are good than its competitors

 ● Majority of the respondents used the Fastrack watches for more than 1 year.

 ● Majority of the respondents agreed that Fastrack watches are affordable.

 ●   Majority of customers are not satisfied with general behavior of customer service personnel because the product 
range of Fastrack is vast and it is difficult for the service personnel to give proper service aids to Fastrack watches.

 ●   Majority of customers use Fastrack watches only, this shows that loyalty of customers enjoyed by company. This 
strong customer loyalty is laying an effective foundation for Fastrack watches.

 ●   Most of customers are not satisfied with Fastrack‘s customers‘ enquiry, so Fastrack should give proper knowledge 
& awareness to their staff regarding their products & services so they can give sufficient clarification for all queries 
that arise from customers.

 ●   Most of respondents are demanded that Fastrack should better its customer care with more pleasing nature, willing 
to help them etc in order to attain the customer satisfaction.

 ●   Majority of customers disagree the fact that they will purchase rival brand, it show the Fastrack providing excellent 
service and products to their customers to keep its customer & to survive in competitive environment
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SUGGESTIONS

 ● Customer of Fastrack watches is well known about the product range provided by the brand.

 ●  From the survey it is clear that majority of the customers were young people and the advertisements, products offered 
by Fastrack watches exactly matches the demand of youth. This makes Fastrack watches ahead of its competitors

 ●  From the survey it is clear that service quality offered by the Fastrack brand has a good influence on customers. So 
Fastrack should improve its customer service quality to retain and satisfy customers

 ●  In order to improve its sales, ad promotion should be taken care, excellent customer care should be provided and also 
it should reduce its service time.

 ●  There is so much percentage of customer are dissatisfied with general behavior of customer service personnel, so they 
should be given proper training to improve the quality of service

 ●  Often the product range displayed in the ads are not available in stores, so it should be ensured that product ranges 
are available as soon as possible. Or the website should provide a solution like e-tailing.

 ●  Due to emergence & tough competition from rivals Fastrack watches should soon implement online ordering and 
selling. If cash on delivery scheme is implemented it can enhance sales

 ●  For common doubts & queries suitable recordings can be made. Queries & recommendations can be uploaded in 
website of Fastrack

 ●  Website of Fastrack can be improved again by including detailed information of new products, offers & promotions. 
It should also provide Customer‘s feedback option while they use online

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 t ime, 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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INTRODUCTION:

Background to Research
 24 March 2020, is a date which will be remembered by many Indians. It is the day when the Government of India announced 
a cross country lockdown for 21 days. The lockdown restricted movement of the whole 1.3 billion populace of India as a 
preventive measure against the ensuing COVID-19 pandemic. Previously, a 14-hour Janata (public) curfew was implemented 
on 22 March. The nationwide lockdown was announced when the quantity of affirmed positive Covid cases in India was came 
around 500. The lockdown affected the nation in so many ways. From exposing the migrant crisis to the vulnerability of the 
middle class, the lockdown exposed various snags that have been part of India to the public. 

Although these snags have been part of modern India, they have been unnoticed for this while. Media can be attributed as 
the primary guilty party in this case. The media is tasked with providing the information which the citizens can use to make 
responsible, informed decisions. The text that media provides thus play a very vital role in creating an informed citizenry. 
It is also to be remembered that language is both a major medium for communication and a social phenomenon, a means, 
according to Hodge and Kress (1993), by which reality is socially constructed. This paper focuses on editorials.  

Editorials’ aptitude lies in the progressions they make to social orders. These communicated opinions tackle current issues 
and attempt to discover proof to demonstrate speculations and answer genuine and complex inquiries. The ideas exhibited 
in editorials are very much the ideas exhibited by the author or of the idea exhibited by the institutions. Editorials allows the 
newspaper to address its readers directly by commenting on the news (Reah 2002).

RESEARCH OBJECTIVES:
The objective of this study is to identify the response of media to the 21 day nationwide lockdown that was 
imposed due to the COVID-19 pandemic. 

REVIEW OF LITERATURE:
The Representation of News: Folwer (1991). “In fact, what is being claimed about the news can equally be claimed about 
any representational discourse. Anything that is said or written about the world is articulated from a particular ideological 
position. Language is not a clear window but a refracting, structuring medium”

Editorials: The distinction between knowledge and opinion goes deep in the discipline of journalism. It is the same that 
goes between news and editorials. Where news can be relegated to beliefs, facts, and summaries of recent incidents, editorials 
concern themselves with opinions and evaluate reality. 

COVID 19 LOCKDOWN AND MEDIA:  A STUDY ON 
SELECTED EDITORIALS

Mr. Praveen Kumar, 
Assistant Professor, Department of Journalism and Mass Communication,  SRM Institute of Science and Technology.

Dr. Sridhar Krishnaswami,
Professor & Deputy Dean, Department of Journalism and Mass Communication,  SRM Institute of Science and Technology.

Editorials’ aptitude lies in the progressions they make to social orders. These communicated opinions tackle current issues 
and attempt to discover proof to demonstrate speculations and answer genuine and complex inquiries. This paper tries to 
understand the response of media to the nationwide lockdown that was announced to combat the ongoing pandemic. It uses 
Critical Discourse Analysis to identify the markers placed in the selected editorials to draw conclusion on their reaction. 

ABSTRACT
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The Role of Editorials: The function of Editorials isn’t just directed at perusing the general public, in addition to that 
it concentrates on the social and political elites. This elucidates why articles don’t just plan conclusions to be passed on to 
people in general, yet besides assault, safeguard, or offer guidance to the specialists.

RESEARCH METHODOLOGY:

The study is done using the Fairclough’s Critical Discourse analysis. The study includes two editorials and highlight their response 
to the announcement of the 21 day nationwide lockdown. Each of the editorials is from a different newspaper. The first one is taken 
from The Hindu and the second one from The Times of India. The Editorial on the Hindu was published on 26th March 2020 whereas 
the one selected from the Times of India was published on 25th March 2020.The method is explained in detail below:

Table 1. The details of the editorials selected for this study  

Sl.No Newspaper Date Title
1 The Hindu 26/03/2020 “A long road: On India’s 21-day coronavirus lockdown”

2
TheTimes of 
India 26/03/2020

“Hobson’s choice: The lockdown may have been necessary. But 
managing its side effects is a herculean task” 

It is essential to bring up that fact that the impact of language can’t be made without critical investigation. The process of text 
creation comprises of both production and interpretation. As a part of interpretation, Social conditions of the author and the 
pursuer also should be taken into account as they play a major role in the process of interpretation.
The figure sketched below provides a detailed description of the three dimensions of discourse analysis as professed by 
Professor Norman Fairclough.
The stages of Discourse analysis are:

 ● Description of the text:
 ● Vocabulary
 ● Grammar, and 
 ● Textual structures
 ● Interpretation of the text:
 ● Explanation of the text:

DATA ANALYSIS AND INTERPRETATION:
The Hindu “A long road: On India’s 21-day coronavirus lockdown”

Description of the text

VOCABLURY 
What experiential values do words have? 
The editorial points out the distress that was brought to during the previous curfew thus recalling the emotions that were 
related to the incident.
What classification schemes are drawn upon? 
The editorial deals with the class stratification that exists in the society. Example: “Vulnerable segments of the workforce face 
the immediate prospect of a lack of income”.
Are there words which are ideologically contested? 
Even though we can’t find any specific words that can be marked as ideologically contested, we can find enough phrases 
to prove the alignment. Example: “The onus is on the Central and State governments to provide for everyone during the 
lockdown.”
Is there rewording or overwording? 
Apart from the words describing the lockdown, we can find the editorial keeps on reminding us about the mistakes the 
government did during its previous curfew. Other than that, the significance of proper implementation of the curfew is echoed 
throughout the editorial
“The enforcement has left millions of people unprepared for the severe disruption.”
 “The challenge is to ensure effective implementation”.
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“Measures would need to be of an exceptional scale.”
What relational values do words have? 
We can see Collective relational values throughout the editorial. The statement, “Clearly, State agencies did not follow the 
order issued by the Home Ministry under the Disaster Management Act, 2005, spelling out provisions on essential services.” 
Caters the idea of creating collective relational values
Are there euphemistic expressions? 
The editorial changes tunes from “Mindless police violence” to a much softer language of “Police harassment”. Public 
transport services now ‘withdrawn’ instead of shutdown. 
What expressive values do words have? 
Expressive values refer to “text producer›s way of judging” (Fairclough, 2001). In the article the writer questions the 
government’s previous approach during the previous curfew and points out where the government failed.
What metaphors are used? 
The virus is referred as ‘fast-spreading scourge’ 

GRAMMAR 
Experiential values of grammatical features
What types of process and participants predominate? 
Declarative type, SVO. Example. The measures needed is reliable access to food, water, medicines and emergency assistance.
Is agency unclear? 
Agency is clear throughout the text. Example: “Allowing delivery of medicines by pharmacies is important and essential 
personnel must be given passes that protect them from police harassment and ensure movement of goods.”
Are processes what they seem? 
Processes are represented as they seem, events are represented as events and actions are represented as actions.
Are nominalizations used? 
Nominalizations are widely used in the text. 
Are sentences active or passive? 
Active sentences are predominant inside the text.
Are sentences positive or negative? 
As stated earlier, the editorial is quite critical of the idea of imposing lockdown because of the previous instance. Thus, many 
sentences are negative in nature 
Relational values do grammatical features
What modes are used? Are there important features of relational modality? 
The mode seen is imperative mode. When it comes to relational modality, the editorial signifies the important measures 
needed to be done from the government’s perspective.
Example: “The challenge is to ensure effective implementation.”
Are the pronouns we and you used and if so, how? 
No usage of the pronouns we and you
Expressive values grammatical features have 
Are there important features of expressive modality? 
Expressive modality is seen throughout the text.
Example: “Otherwise, people will be forced into a situation where breaking the curfew might seem the safer alternative to 
deprivation and suffering in isolation.”
How are (simple) sentences linked together? 
Sentences are linked together through logical, spatial, and temporal connectors
What logical connectors are used? 
Several logical connectors are used For instance, medical community ‘as’ a necessary measure
Are complex sentences characterized by coordination or/ subordination? 
Complex sentences are characterized by both coordination and subordinations.

 TEXTUAL STRUCTURES
What interactional conventions are used? 
The interactional convention used is the monologue.
What larger scale structures does the text have? 
The text primarily contents itself to the topic to which it has relevance. It doesn’t reference to any larger structures

Interpretation of the text / The Hindu
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In this second stage, answers to the following questions are extracted from the text:

“When and where was the text written; what is it about, and what is its purpose?”
The text was written on the date 26/03/2020. It was written a day after the nationwide lockdown was implemented. This was 
written as an editorial from The Hindu newspaper. 
“Who are the sender and receiver of the text, and what are the power relations between them?”
The sender of the text was the Hindu Group, headquartered in Chennai, Tamil Nadu, India.  The receiver of the text are the 
pursuers of the daily. The power relations between the sender and the receiver is quite unidirectional as the medium is mostly 
unidirectional. 
“What assumptions can be made about the background knowledge of the sender and the receiver that may have influenced the 
production and interpretation of the text?”
The sender seems to possess a collective knowledge on the topic that is being discussed. As the text beings a corpus of ideas 
along, it only directs the reader to follow them. 
“What do the intertextual references reveal about the intended receiver?”
As the text deals with something unprecedented, it tries to relate the idea to previous instances including Janata curfew.
“What is the language’s role, and how does it determine the genre or discourse type?”
Only declarative sentences were used. Apart from that, there was overwhelming reliance on complex sentences. It clearly 
shows that the intended readers are those who can crunch those complex sentences.

Explanation of the text / The Hindu
“What is the socio-historical context of the text”?
The nationwide lockdown was ordered by Prime Minister Narendra Modi on March 24 2020. The lockdown came after a 
14-hour voluntary Janata (public) curfew on March 22 2020. The confirmed cases in the nation was around 500 when the 
nationwide lockdown was initiated.
“What are the power relations at the social, institutional, and situational levels, and how do they shape the discourse?”
The power relation is direct as the medium doesn’t allow for any discourse. This results in the text being very declarative. 
The social power of the text can be analysed by studying the significance that medium holds in the eyes of the public. Hindu 
being a one of the oldest newspaper having a significant circulation in the southern states places plays a very significant role 
in disseminating ideology to the public.
“What aspects of the sender-receiver are ideological, and to what degree are they taken as common sense or natural?”
The message embedded in the text was declarative. It appeals to the common sense of the reader by showing previous 
instances of similar situation and tries to caution the reader and counsel the authority. 
“What are the effects of the overt or covert ideologies in the text in sustaining or changing power relations at the social, 
institutional, and situational levels of society?”
The text argues for sustaining the power relations by expressing its concern over the possibility of grievance among the 
public. It also overtly explicates the measures that have to be taken by the authority.

Description of the text – The Times of India “Hobson’s Choice: The lockdown may have been necessary. But managing 
its side effects is a herculean task”

VOCABLURY 
What experiential values do words have? 
The editorial points out the lockdown delay in Italy and its devastating effects to signify the importance of nationwide 
lockdown. Example: “Consider how delay in locking down has overwhelmed even advanced healthcare systems like Italy”.
What classification schemes are drawn upon? 
The editorial uses demarcation of first and third world countries. It does so by regularly pointing out the inefficiency of the 
first world nations against the virus and induces fear on the readers. 
Are there words which are ideologically contested? 
Even though we can’t find any specific words that can be marked as ideologically contested, we can find enough phrases to 
prove the alignment. 
Is there rewording or overwording? 
Apart from the words describing the lockdown, the editorial echoes the ‘shabby’ health infrastructure. Example: “Given the 
shabby health infrastructure available to its vast population”.
  What relational values do words have? 
We can see Collective relational values throughout the editorial. The statement, “It must put money in people’s hands” caters 
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the idea of creating collective relational value
Are there euphemistic expressions? 
The editorial uses several euphemisms. Example: ‘excesses’ instead of ‘brutality’.   
What expressive values do words have? 
In the article the writer expresses concern over the lockdown being ‘too literal’ and points out the possible fallout of such an 
act.    
What metaphors are used? 
Uses the term ‘lakshman rekha’ and ‘nuclear option’ to refer the lockdown

GRAMMAR 
Experiential values of grammatical features
What types of process and participants predominate? 
Mostly Declarative type, SVO. Example. “Most manufacturing, retail and service activity has been shuttered”.
Is agency unclear? 
Agency is clear throughout the text. 
Are processes what they seem? 
Processes are represented as they seem, events are represented as events and actions are represented as actions.
Are nominalizations used? 
Nominalizations are widely used in the text. 
Are sentences active or passive? 
Both active and passive sentences are used throughout the text.
Are sentences positive or negative? 
Even though the editorial shows concerns over the lack of infrastructure, it posts lot of positive sentences. 
Relational values do grammatical features
What modes are used? Are there important features of relational modality? 
The mode seen is imperative mode. When it comes to relational modality, the editorial signifies the important measures 
needed to be done from the government’s perspective. Example: “Other diseases will take root.”
Are the pronouns we and you used and if so, how? 
It uses pronoun ‘you’ to remind us about the negative effects of demonetisation. In the final sentence, the editorial uses the 
word ‘us’. By using the term us it reminds us that the medium itself creates a group identity for itself indulging its readers.      
Expressive values grammatical features have 
Are there important features of expressive modality? 
Expressive modality is seen throughout the text. 
How are (simple) sentences linked together? 
Sentences are linked together through logical, spatial, and temporal connectors
What logical connectors are used? 
Several logical connectors are used For instance, “Telangana CM K Chandrashekar Rao has gone so far as to suggest shoot-
at-sight orders”
Are complex sentences characterized by coordination or/ subordination? 
Complex sentences are characterized by both coordination and subordinations.

 TEXTUAL STRUCTURES
What interactional conventions are used? 
The interactional convention used is the monologue.
What larger scale structures does the text have? 
The text primarily contents itself to the topic to which it has relevance. It doesn’t reference to any larger structures

Interpretation of the text / The Times of India
In this second stage, answers to the following questions are extracted from the text:
“When and where was the text written; what is it about, and what is its purpose?”
The text was written on the date 26/03/2020. It was written a day after the nationwide lockdown was implemented. This was 
written as an editorial from The Times of India newspaper. 
“Who are the sender and receiver of the text, and the power relations between them?”
The sender of the text was The Times Group, headquartered in Mumbai, Maharashtra, India.  The receiver of the text are the 
pursuers of the daily. The power relations between the sender and the receiver is quite unidirectional as the medium is mostly 
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unidirectional. 
“What assumptions can be made about the background knowledge of the sender and the receiver that may have influenced the 
production and interpretation of the text?”
The sender seems to possess a collective knowledge on the topic that is being discussed. As the text beings a corpus of ideas 
along, it only directs the reader to follow them. 
“What do the intertextual references reveal about the intended receiver?”
- As the text deals with something unprecedented, it tries to relate the idea to previous instances including the virus spread 
happened in Italy
“What is the language’s role, and how does it determine the genre or discourse type?”
Only declarative sentences were used. Apart from that, there was overwhelming reliance on complex sentences. It clearly 
shows that the intended readers are those who can crunch those complex sentences.

Explanation of the text / The Times of India
“What is the socio-historical context of the text”?
The nationwide lockdown was ordered by Prime Minister Narendra Modi on March 24 2020. The lockdown came after a 
14-hour voluntary Janata (public) curfew on March 22 2020. The confirmed cases in the nation was around 500 when the 
nationwide lockdown was initiated.
“What are the power relations at the social, institutional, and situational levels, and how do they shape the discourse?”
The power relation is direct as the medium doesn’t allow for any discourse. This results in the text being very declarative. The 
social power of the text can be analysed by studying the significance that medium holds in the eyes of the public. Times of India 
being the largest English newspaper in terms of circulation plays a very significant role in disseminating ideology to the public.
“What aspects of the sender-receiver are ideological, and to what degree are they taken as common sense or natural?”
The message embedded in the text was declarative. It appeals to the common sense of the reader by showing previous 
instances of similar situation and tries to caution the reader and counsel the authority. 
“What are the effects of the overt or covert ideologies in the text in sustaining or changing power relations at the social, 
institutional, and situational levels of society?”
The text argues for sustaining the power relations by expressing its concern over the possibility of grievance among the 
public. It also overtly explicates the measures that have to be taken by the authority.

CONCLUSION 

The analysis proves that both the editorials are echoing similar points by insisting the need for better care from the government 
during the lockdown. They also take the same stand when it comes to need for relief packages for the vulnerable groups. 
One another place where both the editorials have voiced their objection regarding the mindless police violence to enforce 
lockdown. Whilst talking about the need for stimulus, both of them signify that as the need of the hour and also show great 
concern regarding the possible recession in the future. 

While editorials are generally observed as those articles that not just give raw data yet in addition mean to clarify and decipher 
different issues from ‘expert’s’ perspective. In spite of the editorial being credited to one specific individual these feelings and 
philosophies are impacted by various factors and are representative rather of the newspaper as an organization. They are additionally 
not ‘objective’, as editorials epitomize the convictions of the author, yet in addition those of the proprietor and those on editorial 
board. Influential people who own the institutions utilize their prevailing situations to propel their ideological perspectives. 

This paper proves us that a lot more investigation is needed in this area. We can also accept that there is a need to raise 
the attention among the newspaper readers regarding the connotations of editorials. Only through mindfulness and, especially, 
through critical reviewing the readers can confront media representations. 

REFERENCES:
[1] Norman fairclough. (2001). Language and Power
[2]  Irene Theodosia Lagonikos. (2005). Ideology in Editorials: A Comparison of Selected Editorials in English-Medium 

Newspapers after September 11.
[3] Foad Izadi. (2007). A Discourse Analysis of Elite American Newspaper Editorials
[4]  Verica Rupar. (2007). Newspapers’ production of common sense The ‘greenie madness’ or why should we read 

editorials?



951
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

INTRODUCTION

Economic development essentially means a process of upward change whereby the real per capita income of a country 
increases over a period of time. Entrepreneur plays a vital role in economic development. Entrepreneurs serve as the catalysts 
in the process of industrialization and economic growth. Technical progress alone cannot lead to economic development, 
unless technological breakthroughs are put to economic use by entrepreneurs.

It is the entrepreneur who organizes and puts to use capital, labour and technology. Accordingly, “development does not 
occur spontaneously as a natural consequence when economic conditions in some sense are right. A catalyst is needed and 
this requires entrepreneurial activity to a considerable extent, the diversity of activities that characterizes rich countries can be 
attributed to the supply of entrepreneurs.”

Growth of Entrepreneurship in India in Pre Independence era : The genesis of Indian entrepreneurship will be found 
back as early as Rig Veda, where we discovered that metal handicraft was prevalent within the primitive society. It indicates 
that handicrafts’s entrepreneurship in India is as old as human civilization itself. During those days the people in India were 
organized within the type of village community. This community was diversified by the workers consisting of artisans, 
farmers and spiritual priests. The status of artisans was recognized as village servants who fulfilled their duties towards 
the society. Reciprocally these artisans were protected by the society from the surface competition in ancient India. During 
these periods the artisans flourished because they had royal patronage. The’ Kahunas’ (workshops) were established and 
also the craftsman formed an association which is termed, ‘‘guild syste”. During the 18th century products and crafts were 
known everywhere on the globe, thanks to their art, durability and quality that appealed to the eyes of the individuals, like 
Bengal was known for Corah, Luck now for chintz, Ahmadabad for duppattas and Dhotis, Nagpur for Silk boarded cloths, 
Kashmir for shawls, Bananass for metal wares.

The Indian handicraft industry which is essentially within the type of industry and in small sector took a decline at the turn of the 18th    century.
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Most of the royal courts that were patronizing the crafts earlier disappeared in India. Century thanks to the subsequent reasons.
The attitude of nation Colonial government was biased and lukewarm.
Thanks to heavy duties imposed by the colonial government. The export of those crafts to England and other countries 
reduced.
 products couldn’t compete in price with the products of England which were cheaper in India 
The Indians were keen on and crazy about foreign products. Thanks to the change in habits and taste. 

SUCCESSFUL ENTREPRENEUR —– DEFINITION 

The researcher decided to depend upon the assessment of the success of the entrepreneur by the folks that are directly 
involved within the activities of entrepreneurship. Thus, within the present study, the standards followed for considering an 
entrepreneur as a successful entrepreneur are the following:
Running the unit continuously in profits for a minimum of 3 years and
Raising loans for expansion.
Prompt repayment of loans. 

STATEMENT OF THE PROBLEM:

Economic development is invariably amid industrialization. Economic development ends up in increase in national and per 
capital income, change within the demand and output pattern of business goods and increases employment opportunities. Thus, 
industrialization , and economic development is viewed as synonymous terms. In a developing country like India, wherein 
agriculture is the backbone of the vast population, there’s a bit choice but to allow priority to the event of industries. Only 
rapid industrialization of the country can effectively solve the issues of the efficient use of our vast human and natural 
resources, rising unemployment, inflation, removal of mass poverty and giving people satisfactory standard of living. Above 
all, it ensures the defense of the country. However, industrial development involves transfer of an element of the workforce 
from agriculture to secondary and territory sector activities. Further, the commercial development tends to possess more 
forward and backwards linkages with other sectors and sub-sectors than investment in agriculture. One among the principles 
of planned development in India is to make sure balanced regional development. Despite the efforts made by the government., 
under the Five-Year Plans to cut back regional imbalances, industrial units still come up within the already industrially 
developed Regions/States, with the result that regional disparities still be a heavy problem. Therefore, to beat the issues of 
unemployment, poverty, and to get rid of the regional disparities or imbalances, the event of small-scale industries could 
be a dire need of the hour. Small-scale industrial units are recognized as a ‘Golden’ mean, and may emerge as a crucial 
plank to tackle the issues of unemployment, underemployment, poverty, regional and economic disparities. Hence, the event 
of ISIS depends largely upon the entrepreneurial skills found within the people. Mere availability of land, labor , and capital 
is not sufficient for industrial development. Entrepreneurship is required to market industrial development of a district.

Entrepreneurs initiate and sustain the process of economic development in the following ways:

1. Capital Formation:

Entrepreneurs mobilize the idle savings of the public through the issues of industrial securities. Investment of public 
savings in industry results in productive utilization of national resources. Rate of capital formation increases which is essential 
for rapid economic growth. Thus, an entrepreneur is the creator of wealth.

2. Improvement in Per Capita Income:

Entrepreneurs locate and exploit opportunities. They convert the latent and idle resources like land, labour and capital 
into national income and wealth in the form of goods and services. They help to increase net national product and per capita 
income in the country, which are important yardsticks for measuring economic growth.

3. Generation of Employment:

Entrepreneurs generate employment both directly and indirectly. Directly, self-employment as an entrepreneur offers the 
best way for independent and honorable life. Indirectly, by setting up large and small scale business units they offer jobs to 



953
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

millions. Thus, entrepreneurship helps to reduce the unemployment problem in the country.

4. Balanced Regional Development:

Entrepreneurs in the public and private sectors help to remove regional disparities in economic development. They set up 
industries in backward areas to avail various concessions and subsidies offered by the central and state governments.

Public sector steel plants and private sector industries by Modis, Tatas, Birlas and others have put the hitherto unknown 
places on the international map.

5. Improvement in Living Standards:

Entrepreneurs set up industries which remove scarcity of essential commodities and introduce new products. Production 
of goods on mass scale and manufacture of handicrafts, etc., in the small scale sector help to improve the standards of life of 
a common man. These offer goods at lower costs and increase variety in consumption.

6. Economic Independence:

Entrepreneurship is essential for national self-reliance. Industrialists help to manufacture indigenous substitutes of 
hitherto imported products thereby reducing dependence on foreign countries. Businessmen also export goods and services 
on a large scale and thereby earn the scarce foreign exchange for the country.

Such import substitution and export promotion help to ensure the economic independence of the country without which 
political independence has little meaning.

7. Backward and Forward Linkages:

An entrepreneur initiates change which has a chain reaction. Setting up of an enterprise has several backward and forward 
linkages. For example- the establishment of a steel plant generates several ancillary units and expands the demand for iron 
ore, coal, etc.

These are backward linkages. By increasing the supply of steel, the plant facilitates the growth of machine building, tube 
making, utensil manufacturing and such other units.

Entrepreneurs create an atmosphere of enthusiasm and convey a sense of purpose. They give an organization its 
momentum. Entrepreneurial behavior is critical to the long term vitality of every economy. The practice of entrepreneurship 
is as important to established firms as it is to new ones.

Role of Entrepreneurs in Economic Development of India

Economic development essentially means a process of upward change where by the per capita income of a country 
increases over a long period of time.

The economic history of the presently developed countries like America, Germany, and Japan leads to support the 
fact that the economy is an effect for which entrepreneurship is the cause. The crucial role played by the entrepreneurs in 
the development of the western countries has made the people of under-developed countries too much conscious of the 
significance of entrepreneurship for economic development.

Now people have begun to realise that for achieving the goal of economic develo pment, it is necessary to increase 
entrepreneurship both qualitatively and quantitatively in the country. It is only active and enthusiastic entrepreneurs who fully 
explore the potentialities of the country’s available resources land, tech., capital, material etc.

The role of entrepreneurship in economic development varies from economy to economy depending upon its material 
resources, industrial climate and the responsiveness of the political system to the entrepreneurial function. The entrepreneurs 
contribute more in favourable opportunity conditions.

1.  In underdeveloped/developing regions, due to lack of funds and skilled labour, the atmosphere is less conducive for 
innovative entrepreneurs.

2.  Under the conditions of paucity of funds and the problem of imperfect market, the entrepreneurs are bound to launch their 
enterprises on a small scale. Also initiator entrepreneurs are preferred in such regions. Thus, initiation of innovations 
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introduced in developed regions on a massive scale bring about rapid economic-development in underdeveloped/
developing regions.

3. Further India aims at decentralized industrial structure to reduce regional imbalances in levels of economic development.

4. Generation of employment

5. Balanced regional development

6. Improvement in standard of living

7. Backward and forward linkages

8. Creator of wealth (securities, issues etc.).

Thus, small scale entrepreneurship in such industrial structure plays an important role to achieve balanced regional 
development, generation /creator of wealth etc.

Important role that entrepreneurship plays in the economic development of our economy (India) are:

1. Improvement in Per Capita Income:

Entrepreneurs locate and exploit opportunities. They convert the latent and idle resources like land, labour and capital 
into national income and wealth in the form of goods and services. They help increase Net National Product and Per Capita 
Income in the country.

2. Generation of Employment:

Entrepreneur generate employment both directly and indirectly. By starting their business they present an opportunity to 
others for work by offering jobs.

3. Balanced Regional Development:

Entrepreneurs help to remove the regional disparities in the economic development of areas. They set up industries in 
backward areas to avail various substitutes and bring up the development of that region.

4. Improvement in Living Standards:

Entrepreneur set up industry which introduce new products on a mass scale. They are at lower costs and this helps to 
improve the standard of life of a common man.

5. Economic Independence:

Entrepreneurship is essential for national self-reliance. Industrialists help to manufacture substitutes of imported products 
thereby reducing dependence on foreign countries. These businessmen also export products thereby earning foreign exchange 
for the country.

Entrepreneurship does not emerge and grow spontaneously. There are various factors having both positive and negative 
influence on the growth of entrepreneurship. (Positive influence imply facilitating and conducive conditions whereas negative 
influences refer to factors inhibiting the emergence of entrepreneurship).

Facilitating Factors:
 ● 1. Technical knowledge

 ● 2. Entrepreneurial training

 ● 3. Market contacts

 ● 4. Family business

 ● 5. Availability of capital

 ● 6. Successful role models

 ● 7. Local manpower
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 ● 8. Government and institutional support

Barriers:
 ● 1. Lack of technical skills

 ● 2. Lack of market knowledge

 ● 3. Lack of business knowledge

 ● 4. Time pressure and distractions

 ● 5. Legal and bureaucratical constraints

 ● 6. Patent inhibitions

 ● 7. Political instability

 ● 8. Non-cooperate attitude of banks and other institutes
I. Economic Conditions:
Economic environment exercises the most direct and immediate influence on entrepreneurship. Capital, labour, raw materials 
and markets are the main economic factors.

(a) Capital:
It is one of the most important prerequisites to establish an enterprise. Availability of capital facilitates the entrepreneur to 
bring together the land of one, machine of another and raw material of yet another to combine them to produce goods. With 
an increase in capital investment, capital-output ratio also increases.
This results in increase in profit which ultimately goes to capital formation. This suggests that as capital supply increases, 
entrepreneurship also increases (e.g., Russia – how lack of capital for industrial pursuits impeded entrepreneurship).
(b) Labour:
The quality rather than quantity of labour is another factor which influence the emergence of enterprise. Adam Smith 
considered division of labour as an important element in economic development. According to him, division of labour, which 
itself depends upon the sizes of the market leads to improvement in the productive capacities of labour due to an increase in 
the dexterity of labour.
(But it appears that one labour problem clearly does not prevent entrepreneurship from emerging, for example, the problem 
of low cost immobile labour can be circumvented by plunging ahead with capital intensive technologies, as Germany did.)

(c) Raw Materials:
The accessibility of raw material for establishing any industrial activity, is indisputable. In the absence of raw materials, no 
enterprise can be established. Of course in some cases technological innovation can compensate for raw material inadequacy 
e.g., Japan.

(d) Market:
The fact remains that the potential of the market constitutes the major determinant of probable rewards for entrepreneurial 
function. The size and composition of market both influence entrepreneurship in their own ways. Practically, monopoly in a 
particular product in the market become more influential for entrepreneurship than a competitive market.
However, the disadvantages of competitive market can be cancelled to some extent, by improvement in transportation system, 
facilitating the movement of raw materials and finished goods and increasing the demand for goods. For example, Germany 
and Japan are prime e.g., where rapid improvement in market was followed by rapid entrepreneurial activities.

II. Social Factors:
Social environment in a country exercises a significant impact on the emergence of entrepreneurship.
The various sub factors are:

(a) Legitimacy of Entrepreneurship:
The social factors give emphasis to the relevance of a system of norms and value, within a sociocultural setting for the 
emergence of entrepreneurship. This system is referred to as “legitimacy of entrepreneurship” in which the degree of approval 
or disapproval granted entrepreneurial behavior influences its emergence and characteristics if it does not emerge. Some 
scientists call it appropriate social climate for entrepreneurship and some call it cultural sanctions.
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(b) Social Mobility:
It involves the degree of mobility, both social and geographical and the nature of mobility channels within a system. Some are 
of the view that a high degree of mobility is conducive to entrepreneurship (e.g., openness of a system and need for flexibility 
in role relations imply the need for the possibility of mobility within a system for entrepreneurship development).
In contrast, there is another group of scholars who express the view that a lack of mobility possibilities promotes entrepreneurship. 
The third opinion is a combination of first two, i.e., the need for both flexibility, the denial of social mobility. Thus a system 
should not be too rigid nor too flexible. (If too flexible individual will move towards other roles, if too rigid, entrepreneurship 
will be restricted along with other activities).

(c) Marginality:
A group of scholars hold a strong view that social marginality also promotes entrepreneurship. They believe that individuals 
or groups on the perimeter of a given social system or between two social systems provide the personnel to assume the 
entrepreneurial role.
They may be drawn from religious, cultural, ethnic or migrant minority groups and their marginal, social position is generally 
believed to have psychological effects which make entrepreneurship particularly attractive for them.

III. Psychological Factors:

(a) Need Achievement:
E.g., David Mc Clelland’s theory of need achievement. According to him high need of achievement is the major influencing 
factor for entrepreneurship development therefore if the average level of need achievement in a society is relatively high, one 
would expect a relatively high amount of entrepreneurship in that society.
Mc Clelland says that need achievement can be developed through the intensive training programmes.

(b) Withdrawal of Status Respect:
Hagen attributed the withdrawal of status respect of a group to the genesis of entrepreneurship e.g., Japan developed sooner 
than any non-western society except Russia due to two historical differences.
First, Japan had been free from ‘colonial disruption’ and secondly, the repeated long continued withdrawal of expected status 
from important groups (like Samurai) in her society drove them to retraction which caused them to emerge alienated from 
traditional values with increased creativity.
This very fact led them to the technological progress entrepreneurial roles. Hagen believes that the initial condition leading to 
eventual entrepreneurial behaviour is the loss of status by a group.

 OBJECTIVES OF THE STUDY

 ● To review the Entrepreneurship development process in India

 ● To spotlight the role of Entrepreneurship development programs within the economic process of a nation.

 ● To ascertain the link between the characteristics and future of entrepreneurship in India.

 ●  To gauge and analyze the Entrepreneurship development in India 

METHODOLOGY OF THE STUDY: 
The data for the study has been collected through secondary sources, which mainly include websites.

REVIEW:
Singh. (1986) made an endeavor to produce an integrated picture of theoretical and empirical account of the role of 
entrepreneurship in promoting economic development. He highlighted the four main factors which influence entrepreneurship 
viz., the individual, the environment, the socio-cultural factors and therefore, the network. The author contends that the 
individual, the environment, and therefore, the network directly influence entrepreneurship and therefore, the socio-malice 
contributes through the individual and therefore, the network. He also identified the qualities which are important for a 
successful entrepreneur on the idea of the research and therefore, the experiments of Behavioral Science Center, Delhi.
Vinod and Towardi, (1990) undertook a study to look at the factors that motivate the entrepreneur to line up SSI units, selection 
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of products, problems faced and therefore, the efforts made to beat them. The study covered four districts of Karnataka, 
viz., Bangalore, Mysore, Dharma and Guevara. A sample size of 120 units was selected and was classified into (a) Very 
Successful Group (VSU), (b) Successful Group (SU) and (c) Average Group (AVU). The study revealed that the majority of 
the entrepreneurs were motivated by their own desire to line up SSI units instead of by the persuasion of their parents and 
relatives. Dissatisfaction with previous job was found to be a compelling consideration in some cases. Previous experience 
proved to be the foremost encouraging factor followed by success stories of other entrepreneurs. The study also revealed the 
facts that better performing entrepreneurs were relatively young and people with a business background.

 GROWTH OF ENTREPRENEURSHIP IN INDIA IN POSTINDEPENDENCE ERA :

 After the independence in 1947, the aim of devising a scheme for achieving balanced growth, the government came 
forward with the primary Industrial Policy in 1968 which was revised from time to time. Two important measures were taken 
by the Government towards entrepreneurship in her industrial resolutions: 

For this purpose the government laid stress on the event of ISISs within the country. The Third Five-Year Plans deserves a 
special mention. The government began to provide various incentives and concessions to the potential entrepreneurs to establish 
industries in industrially potential areas to get rid of the regional imbalances regarding development. Since the globe War 
II the entrepreneurs have increased at a brisk pace. The tiny entrepreneurship continued to be dominated by business 
communities though at some places new entrepreneurs too emerged. The family entrepreneurship units just like the Tata etc. 
grew beyond the expected size. Since liberalization acted as a catalyst for growth of entrepreneurship in India, the knowledge 
intensive entrepreneurship in sectors prefer it and biotechnology has also increased after 1991. Figures from Ministry of 
Corporate Affairs show that from 1980-1991, average number of companies formed every year was 14,379, while from 1992 
to 2000 average number of companies formed each year was 33,835. It’s believed that it was liberalization that kick started 
the expansion of entrepreneurship in India because it provided businesses within the country a new market opportunities. 
It also reduced the entry barriers for brand spanking new entrepreneurs by reducing the regulatory measures like industrial 
licensing. However, entrepreneurship could have grown much faster provided the capital market had been strengthened to 
support the system.

 GOVERNMENT INITIATIVES TO PROMOTE ENTREPRENEURSHIP IN INDIA;
It was Prof. David C. McClellan who was the one who for the primary time allotted Kannada experiment on entrepreneurship 
development training during the mid 1960s. He postulated that (i) the necessity for prime achievement was an important 
ingredient for the emergence of entrepreneurs , and also (ii) that it can be developed. He tested his hypothesis during a number 
of coaching programs in kakinanda, Hyderabad, erstwhile Bombay in India and therefore, the city of Barcelona in Spain. 
The results that came indicated that it was possible to develop even the illiterate, poor, disadvantaged and folks from non-
business communities into entrepreneurship, and help them to line up and operate their business enterprises with proper 
training and counseling. Thereafter a 3-month educational program referred to as entrepreneurship development program 
(EDP) was evolved in Gujarat, during the year 1969-70. It laid emphasis on (i) putting in place of a tiny low business (ii) 
managing it and (iii) earning profit out of it. This program was for brand spanking new and selected entrepreneurs who had 
latent entrepreneurial potential. This program began as an experiment by the Gujarat State Industrial Corporation which 
started gaining momentum at the national level within the early seventies. Thus, there was a desire to spread the program to 
any or all the districts of Gujarat which eventually led to the creation of the Centers for Entrepreneurship Development (CED) 
in Ahmadabad in 1979. This was the primary specialized institute of its kind within the country that was exclusively dedicated 
to the task of entrepreneurship development. 

ENTREPRENEURSHIP DEVELOPMENT PROCESS IN INDIA 
Prof. David C. McClelland was the one that for the first time distributed Kannadaa experiment on entrepreneurship 
development training during the mid 1960s. He postulated that (i) the need for prime achievement was a significant ingredient 
for the emergence of entrepreneurs and (ii) that it’d be developed. He tested hypotheses during some training programs in 
Kannada, Hyderabad, and Bombay in India and Barcelona in Spain. The results indicated that it was possible to develop 
even the poor, illiterate, disadvantaged, and other non business communities into entrepreneurs, and help them to line up and 
operate their enterprises with appropriate training and counseling interventions. 
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CURRENT SCENARIO OF ENTREPRENEURSHIP IN INDIA:
Global Entrepreneurship Monitor (GEM) ranks India ninth amongst entrepreneurial countries. It’s highest amongst 28 
countries in “Necessity based entrepreneurship”, while 5th from the underside in “opportunity based entrepreneurship”. 
Research indicates that chance-based entrepreneurs contribute more to the overall process than necessity based entrepreneurs, 
this is often an evidence thereto incontrovertible fact that entrepreneurship in India continues to be aloof from what it›d be. 
Further, amongst medium or low-income countries, while China’s nascent and new entrepreneurs appear to be the foremost 
growth-oriented, with quite 10% of them anticipating high growth, the primary stage entrepreneurial activity in India is 
marked by low levels of growth expectations. 

THE FUTURE OF ENTREPRENEURSHIP IN INDIA:
Recently, India is taken under consideration to be amongst the three top investment destinations. In keeping with a report released 
by Evalueserve research, over 44 U.S. based VC firms are now seeking to require an edge heavily in start-ups and early-stage 
companies in India. Reports from Price water house Coppers predict that between 2010 to 2024, 2219 multinational companies 
will emerge in India. Therefore, with a consistently growing local marketplace for indigenous products, supported by a reasonably 
efficient and transparent system, India could potentially emerge joined of the best 3 world economies within the globe by 2020.

 CONCEPT OF ENTREPRENEURSHIP DEVELOPMENT
 There’s a limitless literature on economic development; there›s still no clarity on its real meaning. This notwithstanding, it›s 
widely agreed that development must be seen because the overall improvement in living conditions of people.     It is not 
merely about the availability of necessitiess like food, clothing, and shelter, but also health, improvement of human capital 
and redistribution of wealth (Akhuemonkhan, raimiand sofolowese, 2013). Nayyar (2003) argues that conventional process 
theory tends to emphasize increases in per capital income as a measure for development ignoring other essential indicators of 
development like reduction in poverty, inequality and employment still as improvement in quality of life. Bartolly, (2000) argued 
that growth should be associated with social and institutional progress. It must assume a human dimension which encompasses 
the enhancement of cloth, wellbeing, health, education and dignity of life. Nambude (2002) and sarpur (2003) also claimed that 
the foremost effective means of improving economic performance in poor countries is through industrialization and this cannot 
be possible without significant rise within the amount of literacy and skills; investments and saving rate which could stimulate 
entrepreneurship and productivity. Hence, fostering growth requires supporting investments and accumulation of human capital 

CONCLUSION 
Entrepreneurship in India is not a replacement concept. It’s and still is an integral part of our culture. Right from the normal times 
of the Rig Veda period up till now we are going to see the influences of entrepreneurship. It’s deeply embedded in our culture and 
has thus been instrumental in shaping various business communities in our country. Even within the pre-independence era they are 
the entrepreneurs who shaped our economy although they were in minority. The need to develop entrepreneurship to boost economy 
and industrialization was felt even post independence. The govt. couldn’t afford to ignore the importance of entrepreneurship 
because it had seen its visible effect within the developed economies around the world. It could be seen that it is entrepreneurship 
that distinguishes a developed economy from a developing one. The reason is the responsibility of successfully tapping into the 
role of the government of a nation that’s promoting entrepreneurship becomes even more critical. For a nation like India where 
absorbing a government job is the first career objective of most of its citizens, the government must make several strides, so as to 
form entrepreneurship as even more lucrative option. The efforts of the government to push startups are yielding positive results 
as India stands 4th globally in having the utmost number of startups.  The startups are concentrated more in Bangalore and Indian 
capital. Therefore the government must make concerted efforts in other parts of the state so as to eliminate the economic disparity 
existing amongst various states of the country. These startups have even accounted for several job creations and appear to an honest 
solution to the unemployment scene of the country. The foremost focus of the majority of the startups has been technology which 
leaves greater scope for other fields. The contribution of women entrepreneurs within the startups is marginal and thus must be 
boosted so as to tap the untapped member of an outsized population of India. Therefore, with the economy opening up to such plenty 
foreign funds it is imperative for India to push entrepreneurship to stamp its authority on the worldwide market. 
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INTRODUCTION

A REIT is a company that ow ns, operates or finances income-producing real estate. REITs provide all investors the chance 
to own valuable real estate, present the opportunity to access dividend-based income and total returns, and help communities 
grow, thrive, and revitalize. REITs allow anyone to invest in portfolios of real estate assets the same way they invest in other 
industries – through the purchase of individual company stock or through a mutual fund or exchange traded fund (ETF). 
The stockholders of a REIT earn a share of the income produced through real estate investment – without actually having 
to go out and buy, manage or finance property. More than 80 million Americans invest in REIT stocks through their 401(k) 
and other investment funds. REITs were created in the United States after President Dwight D.Eisenhower signed Public 
Law 86-779, sometimes called the Cigar Excise Tax Extension of 1960.  The  law  was  enacted  to  give  all  investors  the  
opportunity  to  invest  in  large-   scale, diversified portfolios of income-producing real estate in the same way they typically 
invest in other asset classes – through the purchase and sale of liquid securities. The first REIT was American Realty Trust 
founded by Thomas  J.  Broyhill,  cousin  of  Virginia  U.S.  Congressmen Joel Broyhill in 1961 who pushed for the creation 
underEisenhower.

Since then, more than 30 countries around the world have established REIT regimes, with more countries in the works. 
The spread of the REIT approach to real estate investment around the world has also increased awareness and acceptance of 
investing in global real estate securities.

A comprehensive index for the REIT and global listed property market is the FTSE EPRA/Nareit Global Real Estate 
Index Series,[11]which was created jointly in October 2001 by the index provider FTSE Group, Nareit and the European 
Public Real Estate Association (EPRA).

As of December 2017, the global index included 477 stock exchange listed real estate companies from 35 countries 
representing an equity market capitalization of about $2 trillion (with approximately 78% of that total from REITs).

SCOPE OF THESTUDY
 ● Competitive long-term performance: REITs have provided long-term total returns similar to those of otherstocks.

 ●  Substantial, Stable Dividend Yields: REITs’ dividend yields historically have produced a steady stream of income 
through a variety of marketconditions.

 ● Liquidity: Shares of publicly listed REITs are readily traded on the major stockexchanges.

 ●  Transparency: Independent directors, analysts and auditors, as well as the business and financial media monitor 
listed REITs’ performances and outlook. This oversight provides investors with a measure of protection and more 
than one barometer of a REIT’s financial condition.

STUDY ON VALUATION OF REAL ESTATE INVESTMENT 
TRUST IN ETA STAR PROPERTY DEVELOPERS COMPANY

Tamilarasan P
II M.com SRM University Kattankulathur 

A REIT is a company that owns, operates or finances income-producing real estate. REITs provide all investors the chance 
to own valuable real estate, present the opportunity to access dividend-based income and total returns, and help communities 
grow, thrive, and revitalize. REITs allow anyone to invest in portfolios of real estate assets the same way they invest in other 
industries – through the purchase of individual company stock or through a mutual fund or exchange traded fund (ETF). A 
comprehensive index for the REIT and global listed property market is the FTSE EPRA/Nareit Global Real Estate Index 
Series,[11]which was created jointly in October 2001 by the index provider FTSE Group, Nareit and the European Public Real 
Estate Association (EPRA).

ABSTRACT
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OBJECTIVE OF THESTUDY
To examine how REITs can bevalued.
To arrive at the value of a real estatecompany.
To estimate the cost of capital of thecompany.
To arrive at a discount rate to value thecompany.

DATACOLLECTION
Primarysources:
Data were collected through personal interviews method.
Secondarysources:
The data are collected from the annual reports maintained by the company.

TOOLS USED IN THEANALYSIS
Discounted cash flow model.

PERIOD OF THESTUDY
This study has used data for a period of five years ranging from 2014 to 2018.

PLACE OF STUDY
This project is studied in ETA STAR PROPERTY DEVELOPERS LIMITED, which is situated in Chennai City Centre, 4th 
Floor, 10, & 11, Dr Radhakrishnan Salai, Mylapore, Chennai, Tamil Nadu 600004.

LIMITATIONS OF THESTUDY
 correctness of the data. Period of the study is limited to five years that is another constrain of the report. The result may get 
variation when the time period got extended or reduced.

CHAPTERSCHEMES
This study is divided by the following chapters,

 ● Introduction
 ● Review ofliterature
 ● Profile of ETA Star property developerscompany
 ● Performance analysis of ETA Star propertycompany
 ● Findings, suggestions andconclusion

REVIEW OF LITERATURE

INTRODUCTION
For the study of valuation of real estate investment researcher has studied much literature about the same topics. But still very 
few researchers have been made findings research on Real Estate Investment Trust. For the study purpose following literature 
for this paper has beentaken.

Rohit Kishore (1996) in “Discounted cash flow analysis in property investment valuations” employs discounted cash 
flow analysis as a valid method for valuing future cash flows from property investments. The conclusion made out was that 
the vendors using this method to calculate the exit value of their investments are actually accepting an incorrect lowerprice.

Wayne E. Etter (1994) in “Direct Capitalization Versus Discounted Cash Flow Analysis” examines whether the DCF 
method is superior to the direct capitalization method in valuing real estates. He points out that direct capitalization and DCF 
analysis are each appropriate in certain circumstances. In particular, direct capitalization is well suited for properties expected 
to have stable NOI; DCF analysis is well suited for properties expected to have fluctuatingNOI.

Pete H. Oppenheimer studies the criticism against Discounted cash flow (DCF) models for using risky discount rates 
and subjective estimates of future cash flows in his study “A critique of using real options pricing models in valuing real 
estate projects and contracts”. In addition, DCF models do not incorporate valuations of implicit options imbedded in capital 
projects. The study points out that Real options analysis and financial option pricing models can and should be applied to real 
estate valuation, because they improve the accounting for value andrisk.

Elaine Worzala, Margarita Lenk, Ana Silva (1995) applies neural network (NN) technology to real estate appraisal in the 
study “An Exploration of Neural Networks and its Application to Real Estate Valution” and compares the performance of 
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two NN models in estimating the sales price of residential properties with a traditional multiple regression model. The study 
concludes that NN is not a superior tool for appraisal analysis as pointed out by previousstudies.

Martin Hoesli, Elion Jani, Andre Bender (2006) in the “Monte Carlo Simulations for real estate valuation” tries to address 
formally the issue of uncertainty in valuing real estate andfindsoutthatThecentralvaluesofthesimulationsareinmostcasesslightlyless

than the hedonic values. The confidence intervals are found to be most sensitive to the long‐term equilibrium interest rate 
being used and to the expected growth rate of the terminal value.

Elli Pagourtzi, Vassilis Assimakopoulos, Thomas Hatzichristos, Nick French (2003) in their study “Real Estate Appraisal: 
a review of valuation methods” provides an overview of the methods used in real estate valuation and groups these methods 
as traditional and advanced. The traditional methods are regression models, comparable, cost, income, profit and contractor’s 
method. The advanced methods are ANNs, hedonic pricing method, spatial analysis methods, fuzzy logic and ARIMAmodels.

Stephen R Foerster and Stephen G Sapp (2005) made a study on “The Dividend Discount Model in the Long Run: 
A Clinical Study”. The study compares the actual share price to the expected price – calculated using several of the most 
commonly used fundamental valuation methods and found out that dividend-based models perform well at explaining actual 
prices; they perform better than commonly used earnings- basedmodels.

Stephen H Penman (1998) in his study “A Synthesis of Real Estate Valuation Techniques and the Terminal Value Calculation 
for the Discount cash flow Model” provides a synthesis of Real Estate Valuation techniques that forecasts stocks and flows and 
brings them under a unifying framework that highlights the differences between them. The study outlines how the valuation task 
is structured and provides the generic terminal value calculation that adjusts for the error that finite horizon truncationintroduces.

PROFILE OF THE COMPANY

ETA STAR PROPERTY DEVELOPERS LIMITED
Introduction

ETA star group is an investment company with its headquarters is Dubai, United Arab Emirates. It is a joint venture 
between AI Ghurair and Tamil entrepreneurs B.S.Abdul Rahman and Syed Ahmed Hussain. ETA star property developers 
limited’s annual general meeting (AGM) was last held on 30 September 2016, directors of ETA star developers limited are 
Ashraf Abdul Rahman Buhari, Mohammed Maraikayur, Ahamed Shakir, Buhari Abdul Khader Khalid, Nooriya Thahseen 
Anwar Hussain. ETA star group – emirates trading agency associated contractions and investments company. LLC group is a 
multi-dimensional and diversified organisation established in 1973 as a joint venture Ghurairgroup.

Head quartered in Dubai, ETA STAR PROPERTY DEVELOPERS that was formed in 2004 is an excellent progreria 
that was formed as multi-billion dollar ETA Ascon group. It pedigree is confirmed consistly through the stamps of quality 
across the millions of square feet it developers every gear ETA star is established in 1973 the company employers more 
than 70000 people is 23 countries and has annual sales of more than US$6-5 million. The ETA star group organisation 
encompasses 140 entities and associates office, with involvement is a number of industries including automobiles, 
building, maintenance, consumer electronics, construction, contracting engineering, information technology, shipping and 
transportation. The company’s authozized share capital is 500 crores and paid up capital is 418 crores. The company is 
involved in real estate activities, with own or leased property. The company registered office address is Chennai Citi Centre. 
ETA STAR property developers limited CIN U70102 TN2005 PLC 064766 IS 64766. It is  a company limited by shares of the 
projects pioneer standards for other developers. They have brilliant engineers who use excellent technology while designating 
the home. One of their projects  is ETA star verde at Valasaravakkam Chennai is not just another exceptional real estate 
development from the renowned ETA star, Chennai, which is redefining the meaning of modern living, an artistically crafted 
unit with equal importance to each space while designing them. ETA Star has earned immense goodwill and a reputation 
for the professional execution of projects. Their residential projects are spread out in best locations offering luxury and 
a premium flat, Chennai is the real estate investment destination for buyers. One more projects is ETA star heights is RA 
PuramChennaiwhichconsistsof3BHKand4BHKflatsforsaleinChennai,anongoingprojectis addition to this ETA star wing 
haven garden at Sholinganallur, OMR, ETA star Florence garden at Mambakkam in Chennai are ready to occupy project.

VISION
We strive to be the most preferred property developer by building better living environment and exceeding customer 
expectations.
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FUTUREPROSPECTS
ETA Star property developers limited process on future prospects for the benefits of the company. The company adopts various 
policies and procedure for increasing the transparency and customer’s confidence in the real estate market. Even a modern 
growth in the industry can bring about major positive impact on the overall company. ETA Star  property developers limited 
aims at constructing lines by satisfying consumers need and also by substantially improving its margin and profitability. The 
challenge is to achieve widespread adoption and paper traction. Whenever the new technologies have properly permitted this 
company. More or more construction project is incorporated with system of digital sensors, intelligent machines, mobiles 
devices and software application. ETA star property developers limited ain is to provide a service to their client that delivers 
exceptional quality workmanship combined provide housing at affordable prices and ensures good quality homes and focus 
on social housingdevelopments.

MAINOBJECTIVES

To developers or to assist in developing any land and property in joint venture or in partnership with builders, contractors, 
prepare architectural plans, to provide infrastructural facilities and amenities to sell and lease or otherwise dispose of such 
property.

To carry technical consultancy and advisoy services for architectural, engineering, designing, drawing, estimating, 
preparing bill of materials bill of cost required for construction bill of material and all types of other problem relating 
toarchitecture.

To purchase, take on or in exchange or otherwise acquire any lands with or without building or structure and any 
establishments or invest any rights connected with such land and buildings and structured to develop, turns to all out while 
laying and for preparing the same for building purpose and for with a video to form a colony or a society with all of the 
sanitary water, road, light, residential, commercial and public utilities.

INCIDENTALOBJECTIVES
 ●  To acquire by purchasing or otherwise in whole or part, the property and goodwill of any business and to amalgamation 

with any company having the like or any of the like objects.
 ●  To finance or assist in financing the sale of houses, building, flats either furnished or otherwise, by way of hire 

purchase or deferred payment or similar transactions and to institute, enter into, carry on subsidy finance or assist 
in subsiding or financing the sale and maintenance of any such houses, building, flats, furnished or otherwise as 
aforesaid upon any termwhatsoever.

 ●  To deal with manage direct the management of sell exchange, mortgage, change, lease, dispose of or grant and 
right or interest in over or upon and real or personal property of any kind whatsoever and carry on any business 
undertaking or transaction relating to suchproperty.

COMPANY’S ANCILLARYUNITS

 ● ETA star control system privatelimited.
 ● ETA star tech city privatelimited.
 ● ETA Techno Parklimited.
 ● ETA star power controlsystem.
 ●  Electricity supply in Ambattur, electricity goods in Ambaattur, manufacture and supply of low voltage switch gear 

assembly, control automation system services of engineering services.
 ● ETA builders privatelimited.
 ●  ETA builder private limited is a private incorporation on 12thJuly 2001. It is classified on Non-government Company 

and is registered at register of companies,Bangalore.

GROWTH ANDDEVELOPMENT

ETA Ascon star group-emirates trading agency associated construction and investment (ETA Ascon) company LLC group 
is a multi-dimensional and diversified organization established in 1973 as a joint venture with UAE’s AL GHURAI group. 
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ETA star property developer limited is committed to the high international standard of business. The group has a record of 
performance and growth that exceed even the most significant criteria is self itself as one of the Arabian Gulf’s outstanding 
business venture. The group’s tradition of building trustis evident from its single-minded vision of excellence and strives to be 
most preferred property developers contribution to a better living environment creation of landmark projects. The completed 
projects of ETA star property developers limited for residential purpose are jasmine court and Rosedale which is located in 
Chennai, Sitara in Madurai, the Garden in Bangalore, and Belvedere in Delhi. The complete projects of ETA star property 
developers limited for commercial purpose are Seethakathi business center in Chennai, ETA mall in Banglore and the summit 
in Dubai.

ACHIEVEMENTS ANDAWARDS

 ● ETA star property developers received the prestigious MOHAMMED BIN AL MAKTOUM businessaward.
 ● Voted a super brand third time in arow
 ● ETA star property receives ISO90012008certification.
 ● Quryat Qurum wins best real estate websiteaward.
 ● First developer to deliver residences at Jumrah Lake Towers with handling over the Palladium in2007.
 ● ETA star properties and partners score CNBC property awards2008.

PRODUCTS ANDSERVICES

The ETA property developer’s products and services are to promote more buildings, Their ongoing 

projects are

LILACHEIGHTS
ETA LILAC HEIGHTS is a 3-4 BHK apartment which is situated in Maudaveli, Chennai.
VERDE
ETA VERDE is a 2-3 BHK apartment which is situated in Valsaravakkam, Chennai.
LECHALET
ETA LE CHARLET is located in Bangalore-Chennai highway NHH Road, Chennai.

VALUATION OF REAL ESTATE

INVESTMENT TRUST (DISCOUNTED CASH FLOW METHOD)

INTRODUCTION
Data analysis and interpretation is the process of assigning meaning to the collected information and determining the 
conclusions, significance and implications of the findings. The steps involved in data analysis are a function of the type 
of information collected; however, returning to the purpose of the assessment and the assessment questions will provide a 
structure for the organization of the data and a focus for analysis.

METHODS OFVALUATION
When valuing a company as a going concern, there are three main valuation methods used by industry practitioners:
Discounted Cash Flowanalysis,
Comparable company analysis, and
Precedent transactions.

DISCOUNTED CASH FLOWMETHOD
Discounted cash flow (DCF) is a valuation method used to estimate the value of an investment based on its future cash flows.
DCF analysis attempts to figure out the value of a company today, based on projections of how much money it will generate 
in the future.DCF analysis finds the present value of expected future cash flows using a discount rate. A present value estimate 
is then used to evaluate a potential investment. If the value calculated through DCF is higher than the current cost of the 
investment, the opportunity should be considered.

INPUTS FOR COMPUTATION OF CASH FLOWS OF THE BUILDING
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Building space (in square feet) 15000

Vacancy rate 95% 97%
Rent/square foot 87.56%

Inflationratefor rents/expenses= 3.00% 3.00%
Inflation rate for real estate taxes 4.00% 3.00%
Inflation rate for ground rent 0.00% 3.00%
Unlevered beta 0.62% 0.50%
Levered beta 1.27% 1.27%
Risk free rate 6.55%

Risk premium 7.80%

ESTIMATION OF COST OF CAPITAL
 ● To make this estimate, we began with the unlevered beta of 0.62 of equity REITs with officeproperties.
 ●  We estimate a levered beta using the debt-equity mix proposed for the building: Levered beta= Unlevered beta [1+ 

(1-Tax rate)(Debt/Equity)]
 ● =0.62[A1+ (1-.30)(.6/.4)] = 1.27
 ● To estimate the cost of equity, a risk free rate of 6.55% and a risk premium of 7.8% is used:
 ● Cost of equity= Risk free rate + Beta * Risk premium
 ● =6.55%+1.27(7.8%) =16.46%
 ● Using the interest rate of 6.5% on the bank borrowing as the pre tax cost of debt, we estimate a cost ofcapital:
 ● Cost of capital= 16.46% (.40) + 6.5% (1-.30) (.60) = 9.32%

FINDINGS AND CONCLUSION
FINDINGS
Following are the findings from the previous chapter.

 ● We estimate a levered beta using the debt-equity mix proposed for thebuilding:
 ● Levered beta=1.27 therefore the beta is greater than 1 which indicates a stock’s risk is greater than the market risk.
 ● To estimate the cost of equity, we used a risk free rate of 6.55% and a risk premium of 7.8%:
 ● Cost of equity=16.46%, is the required rate of return on a particular project or investment
 ● Using the interest rate of 6.5% on the bank borrowing as the pre tax cost of debt, we estimate a cost ofcapital:
 ● Cost of capital= 9.32%
 ● Terminal value of the building=Rs29,881,500.37

CONCLUSION
The objective of the study was to examine how real estate investment trust can be valued and to arrive at the value of the ETA 
star Property Developer’s Ltd Co. Since all the items grow at 3% beyond year 5, the cash flow for year 6 as the Terminal year 
was estimated. The terminal value of the building was calculated based on this cash flow, a perpetual growth rate of 3%, and a 
cost of capital 6.49%. The sum of the present value of the cash flows is 29881500.4. This is the estimated value of thebuilding.
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INTRODUCTION

In order to sell their products, companies all over the world use celebrities. The actress Sarah Bernhardt appeared on posters 
for La Diaphane, a popular rice powder brand at the time, as early as 1890 (Lehu, 1993). Therefore, the use of celebrities in 
publicity is not a recent phenomenon, but it has become increasingly popular. Stars such as Michael Jackson, Madonna, or 
even the Spice Girls have been featured by brands like Pepsi, with varying effects (Erdogan, 1999). Pizza Hut has launched 
its restaurants. Some stars have multiple contracts with various brands: Michael Jordan, which appears in ads for Nike, Coke,  
Mc Donald’s, Hanes, Oakley, and Gatorade, is reported to have an impact on the American economy of around $14 billion 
(Erdogan & al., 2001). Similarly, French footballer Zinedine Zidane featured in a single week on posters for Dior perfume 
and Leader Price hard-discount supermarkets, as well as Dannon yoghurt TV commercials. For some types of products, such 
as perfume and cosmetics, stars have become a critical component of ads.

Although celebrity endorsement in advertising is not a new phenomenon, over the past twenty years it has definitely 
become much more common. For certain businesses, it has also been standard practise. Customers have actually been highly 
interested in celebrities (Masse-Stamberger, 2005): They are interested in individuals that are well-known simply because 
they have appeared on television, as the stars of reality shows and celebrity magazines are highly popular as people often want 
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The study aims to observe the role that, celebrity endorsement plays on consumer brand preference on the Fast-Moving 
Consumer Goods (FMCG) category of Energy Drinks. The energy drinks were chosen as a category to analyze because, they 
are one of the few sectors that heavily advertise and publicize their products and are on top the list of advertisement spending. 
The paper analyses the effect that celebrity endorsement has over purchase behavior, and perception of the consumers 
towards celebrity endorsement advertisements. The research method adopted for the study was survey, and questionnaire was 
employed as a research tool to collect the primary data from 450 respondents. The results of the research suggest that there is 
a strong influence that celebrity endorsements exert over the consumers. Additionally, celebrity endorsements emerged as top 
influencer among many factors that influence a purchase behavior of a consumer. Henry Murray’s personology theory was 
utilized to support the study and dominance need, exhibition need, affiliation need and achievement need were studied among 
the respondents with respect to celebrity endorsement advertisements. It was found that celebrity endorsements helped not 
only in creating new perceptions about energy drinks but celebrity endorsement were found to retain the existing perception 
and purchase behavior among consumers. 
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to know more about the lives of stars. In ads, the number of celebrities increased by 60% between 2000 and 2004 (Neumann, 
2006). As a consequence, almost 700 television commercials featured celebrities in 2004.

Research into the role of celebrities in ads has also increased since the 1990s, alongside this phenomenon (Pringle and 
Binet, 2005; Erdogan, 1999; Ohanian, 1991). More precisely, this study explores the notion of congruency between celebrity 
and brand, which is evidently a crucial factor. We will begin by defining terms such as “celebrity” and “endorsement” and then 
implement a two-dimensional congruence analysis to present the key models in this area. We will try to define this definition 
and its antecedents in more detail. We will then suggest a scale for measuring perceived congruence between celebrities and 
brands.

We must first describe what we mean in ads by celebrity endorsements.

Firstly, we consider advertising according to an extremely broad definition, in agreement with Pringle and Binet: 
“Everything that has a name on it is advertising”. This definition coincides with the understanding of ads by customers. It 
covers media advertising, as well as sales promotion, sponsoring, direct marketing, etc. Since customers typically do not 
make any distinction between these modes of communication (Ford-Hutchinson and Rothwell, 2002), in our research, it was 
necessary to follow this assumption as we discuss the problem from a consumer point of view.

Celebrities in Advertising

Stars, believed to form destinies, have had a tremendous impact. No, we don’t talk here about astrology. We’re talking 
about the influential influence of celebrities on the fate of brands. In brand sales, one approving nod from a famous face can 
translate into millions.

Perhaps that is why companies around the world have used stars to support everything from food to food chains, from soft 
and hard drinks to healthy drinks, from clothes and accessories to cars (and the tyres they run on).

“This strategy of persuasion, usually referred to as “testimonials” or “celebrity endorsements,” says that customers relate 
to the person(s) featured in the ad: if the product is used by the celebrity/athlete/star, then it must be fine, so I will buy it too. 
The use of celebrity ads for businesses in today’s world has become a trend and a perceived winning strategy for corporate 
image building and promotion of goods. The latest market research findings that 8 out of 10 TV advertisements scoring the 
highest recall are those with appearances of celebrities represent this phenomenon.

Aamir Khan for Coca-Cola, Toyota’s Innova, Amitabh Bachchan for Nerolac, Dabur, ICICI, Parker, Reid & Taylor, 
Shahrukh Khan for Omega, Hyundai Santro, Pepsi, Airtel, Videocon consumer durables, Sachin Tendulkar for Pepsi, Colgate 
Palmolive, ESPN-STAR Sports, MRF, Boost, TVS Victor, Fiat Palio, Visa, Adidas, Brittania, Aii Palio, Visa, Adidas, Brittania 
are some of the best known celebrities employed for advertising campaigns. And it just goes on with the list.

The explanation behind the success of celebrity ads is the assumption of advertisers that celebrity-built brand photos gain 
a higher degree of attention and recall for buyers, which would ultimately lead to higher sales. While there are major potential 
advantages of using celebrity ads to sell brand photos and goods, so are the costs and risks. The inherent benefit of adding a 
celebrity to a brand is that as opposed to a faceless corporate agency, the brand actually has a face, name and personality that 
instantly projects a picture of a living, breathing, credible individual. The downside is that people as corporate organisations 
are not as stable or as easily controllable. As fame comes and goes, so the brand goes.

LITERATURE REVIEW

Celebrities in Advertising

Advertisers pay celebrities millions of dollars, hoping that the stars can add their magic to the goods and services that they 
promote and make them more enticing and effective. Not only are there important questions, but questions that marketers and 
advertisers need answers to as they prepare and make decisions about their ads.

The Matchup Hypothesis and Balance Theory

It is well founded that the message expressed by the image of the celebrity and the message about the item should converge 
in efficient advertising, understanding the need for a celebrity to positively impact the endorsed product. Incongruence occurs 
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if the image or characteristics of the celebrity do not coincide with the known attributes of the brand, product or service. This 
incongruence creates uncertainty and creates the viewer’s strength to restore order. As a consequence, a positively viewed 
celebrity may boost a not-so-positively viewed brand or if the brand perception is highly negative, suffer negative perceptions 
of her-or-himself.

Audience Characteristics and Celebrity Influence 

Audience features often moderate the degree to which celebrities can be popular. Some studies have shown that celebrities 
may influence younger adults more than other groups. Users of a brand have also been more impacted than non-users of the 
brand by celebrity advertisements.

When the product was endorsed by a celebrity than it was endorsed by non-celebrity, as predicted, field-dependent 
consumers rated the product substantially higher and marginally higher purchasing intentions, and the ratings were also higher 
than for field-independent customers watching a celebrity business celebrity on brand perception.

2.4 The source attractiveness model

The attractiveness model suggests that the message’s efficacy depends on the source’s physical characteristics. The 
physical appearance of a celebrity spokesperson has a positive effect on brand recall, brand attitude, and buying intent (Kahle 
and Homer, 1985).

Here the physical attractiveness of the endorser is assumed to have an effect on the acceptance of the ads by the target, 
especially due to the identification phenomenon. The message’s efficacy depends on the similarity, likeableness and familiarity 
of the endorser. While there is no doubt that a celebrity endorser may improve attitude towards advertising and a brand, its 
impact on purchasing behavior is less clear (Erdogan, 1999). Source attractiveness is not the only feature to be taken into 
account by a celebrity (Friedman and Friedman, 1979) and is primarily important for physical appearance-related brands 
(Kamins, 1990).

2.5 The Source Credibility Model 
Hovland and colleagues (Hovland and Weiss, 1951) developed the source credibility model in the 1950s. The effectiveness of 
a message depends on a supporter’s perceived level of expertise and trustworthiness, according to this model (Ohanian, 1991).

Expertise refers to the degree to which the supporter is perceived as a valid information source (Erdogan, 1999). It is a 
question of determining whether the endorser is perceived by the advertising target as having a certain level of experience, 
knowledge, and know-how that makes a product and/or brand recommendation credible. The review of previous literature by 
Erdogan (1999) showed that a source perceived as highly trustworthy is more efficient and persuasive than a less trustworthy 
one as well as causing a more positive change of attitude towards the brand or product and more behavioural changes.

Trustworthiness refers to the honesty, credibility, and integrity of the supporter, as perceived by the goal. It is a matter of 
determining whether the source is trusted by the consumer for the honest, objective way in which the information is presented 
(Ohanian, 1991).

A three-dimensional scale for evaluating the credibility of a celebrity was developed by Ohanian (1990). Attractiveness, 
trustworthiness, and expertise are the three dimensions of this credibility scale. As McCracken (1989) and Erdogan (1999) 
noted, however, it may seem rather restrictive to limit an individual’s evaluation to certain dimensions.

These models may seem attractive, but on several levels (Erdogan, 1999, Bower and Landreth, 2001) they have been 
criticised. The multifunctional aspect of certain characteristics of the source is not properly taken into account and there is 
no evidence that the dimensions examined are the correct ones. Above all, however these models seem incomplete because 
they do not take into account all the significance and perceptions associated with a specific celebrity, simply focusing on 
certain features of the endorser, so we do not feel that they are capable of capturing what an individual, as a whole is capable 
of contributing to an advertisement. We believe that the meaning transfer model of McCracken (1989), which includes all 
celebrity cultural connotations, is more appropriate, as it explains the process of endorsement as a whole. We believe that the 
meaning transfer model of McCracken (1989), which includes all celebrity cultural connotations, is more appropriate, as it 
explains the process of endorsement as a whole.
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2.6 Henry Murray’s Perosonology
According to Henry Murray’s personology (Costa, 2017), humans are all motivated by secondary psychogenic needs. He 
describes around 17 needs belonging to different domains. Among these 17 different needs, 4 major needs were identified 
and studied for this research. Exhibition, affiliation, achievement and dominance, were the four needs that selected to be 
studied for the research. Exhibition is defined as the actions that they undertake in order to prove themselves to others and to 
impress them. Affiliation is defined as their loyalty towards the celebrity. Achievement is defined as a mixture of their personal 
achievements and that of the celebrity which they feel as their own. Dominance is defined as the manner in which they have 
control over others.

Research Objectives
The author tries to explore the attitude of the consumers towards Celebrity Endorsement. Through this paper the author 
tries to study the Consumer buying behaviour. The objective of the study is to find out the perception of Consumers towards 
Celebrity Endorsement for Energy drink. The author tries to find out the information on Purchase and Consumption pattern 
of the Consumer. Additionally, the research explores the relationship between celebrity endorsement and the effect it has over 
people using Murray’s personology by crossing it with demographic variables such as age, education and occupation of the 
respondents. 

Hypothesis: 
H01- there is no significant relationship between age of the respondent and Henry Murray’s need of the respondent. 
H02- There is no significant relationship between education of the respondent and Henry Murray’s need of the respondent. 
H03- There is no significant relationship between occupation of the respondent and Henry Murray’s need of the respondent. 

Methodology
Using a semi-structured questionnaire, the survey was performed and the questionnaire was then distributed among different 
population based in Tamil Nadu, Kanchipuram District. The study aims to collect knowledge about the perception of 
consumers about Celebrity Endorsement in Energy drinks Brands and the perceptions of different Energy drinks products. In 
this analysis, the investigator aims to analyse primary data assisted by secondary data. In order to determine the understanding 
of customers, the primary data was obtained from the population through a standardized questionnaire distributed among 450 
respondents. Secondary data from past documents, statistics and figures, reference books, records of the soft drink industry, 
newspapers, magazines and the internet are collected. 

Analysis and Findings of the Study:

Table : 1 Gender of the Respondent

Gender Frequency Percent Cumulative percent
Male 169 37.5 37.5
Female 281 62.5 100
Total 450 100.0

Majority of the respondents (62.5%) were from the female gender. Male respondents constituted 37.5% of the samples collected.

Table 2:  Preferred Choice of Health Drink Brand

Brand Frequency Percent Cumulative percent
Boost 176 39.2 39.2
Horlicks 154 34.2 73.4
Cadbury Bournvita 79 17.5 90.9
Complan 41 9.1 100
Total 450 100.0
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A lion share of respondents (39.2%) preferred Boost as their Health Drink, followed by Horlicks (34.2%), Cadbury 
Bournvita (17.5%) and Complan (9.1%).

Table 3: Preferred media Channel for watching Celebrity Endorsement

Medium Frequency Percent Cumulative percent
Electronic Media 229 50.8 50.8
Print Media 90 20.0 70.8
Friends & Family 71 15.8 86.6
Others 60 13.4 100.0
Total 450 100.0

Most of the respondents (50.8%) felt that electronic media was best suited for celebrity endorsements, followed by print 
media (20%). Word of mouth via friends and family (15.8%) and other methods (13.4%) had only very low impact as a 
preferred media channel for watching celebrity endorsements.

Table 4: Reason to like Advertisement

Likeness Frequency Percent Cumulative percent
Celebrity Endorsement 105 23.3 23.3
Creativity in Advertisement 86 19.2 42.5
Celebrity & Creativity 109 24.2 66.7
Product 150 33.3 100.0
Total 450 100.0

Though most of the consumers (33.3%) felt that they bought an energy drink because they liked a product, celebrity factor 
came in a close second when taking into consideration the factors that affected people purchase of an energy drink. Celebrity 
and creativity (24.2%) and celebrity endorsements (23.3%) were pretty much evenly match when it came to reasons why 
consumers liked the advertisements. But combined together celebrities impact was visible among 47.5% of the respondents.

Table 5: Favorite Celebrity for the Celebrity Endorsement

Likeness Frequency Percent Cumulative percent
Film Stars 206 45.8 45.8
Sports Person 131 29.2 75.0
Cartoon & Animated Characters 68 15.0 90.0
Common People 45 10.0 100.0
Total 450 100.0

Though most of the energy drinks are heavily endorsed by sports stars, shockingly the research revealed that film stars 
(45.8%) were the consumers favourite celebrity when it came to endorsements, followed by sports persons (29.2%), cartoon 
character (15%), and common people (10%).

Table 6: Rate the different attributes associated with Energy Drink

Likeness Frequency Percent Valid Percent Cumulative percent
Taste 26 5.8 5.8 5.8
Celebrity Endorsement 26 5.8 5.8 11.6
Brand 101 22.5 22.5 34.1
Quality 297 65.9 65.9 100
Total 450 100.0 100.0
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When assessing the different attributed that are associated with energy drinks quality (65.9%) emerged as a major attribute, 
followed by brand (22.5%). Celebrity endorsement (5.8%) and taste (5.8%) were equally placed and came last when assessing 
associations with energy drink among respondents.

Table 7 : ANOVA - Age vs Need

Dependent Variables Sum of Squares df Mean Square F Sig.

Exhibition Need
Between Groups 386.772 3 128.924 12.191 .000

Within Groups 4716.792 446 10.576
Total 5103.564 449

Dominance Need
Between Groups 142.911 3 47.637 7.155 .000

Within Groups 2969.409 446 6.658
Total 3112.320 449

Achievement Need
Between Groups 76.015 3 25.338 7.146 .000

Within Groups 1581.516 446 3.546
Total 1657.531 449

Affiliation Need
Between Groups 284.739 3 94.913 11.305 .000

Within Groups 3744.585 446 8.396
Total 4029.324 449

Analysis of Varience test was carried to test the relationship between age and the four different needs. The P value 
(P=0.000) states that  the null hypothesis can be rejected (since p value is less than 0.05)and there is a significant relationship 
between age and exhibition need (F=12.191), Dominance need (F=7.155), Achievement need (F= 7.146) and affiliation need 
(F=11.305).  With the help of the above values H01 can be rejected. There exists a statistical difference between the means 
stating that there is some sort of relationship between the Age and the different need of the person. The age of the respondents 
seems to have an effect on the type of need of the person. 

Table 8- ANOVA  Education vs need

Dependent Variables Sum of Squares df
Mean

Square
F Sig.

Exhibition Need

Between Groups 115.992 3 38.664

3.457 .016
Within Groups 4987.573 446 11.183
Total 5103.564 449
Within Groups 2828.490 446 6.342
Total 2881.031 449

Analysis of Variance test was carried to test the relationship between education and the four different needs. While the p 
value between needs and education were mapped, except exhibition need the null hypothesis was failed to be rejected among 
other needs. Hence for the exhibition need (F=3.457, p=0.016), p value is lower than 0.05, which results in the null hypothesis 
of H02 being rejected only for exhibition need. There seems to be a significant statistical difference between the means, 
resulting in some sort of relationship between the respondents’ education level and the exhibition need.



971
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Table 9 - Job vs need

Dependent Variables Sum of Squares df Mean Square F Sig.
Exhibition Need Between Groups 293.364 5 58.673 5.416 .000

Within Groups 4810.200 444 10.834
Total 5103.564 449

Dominance Need Between Groups 186.561 5 37.312 5.662 .000
Within Groups 2925.759 444 6.590
Total 3112.320 449

Achievement Need Between Groups 41.471 5 8.294 2.279 .046
Within Groups 1616.060 444 3.640
Total 1657.531 449

Affiliation Need Between Groups 267.156 5 53.431 6.306 .000
Within Groups 3762.169 444 8.473
Total 4029.324 449

Analysis of Variance test was carried to test the relationship between occupation and the four different needs. The different 
jobs categories that were used were agricultural worker, daily wage worker, government workers, private employees, self-
employed and students. When needs were tested with these 6 jobs, exhibition need (F=5.416, p=0.000), dominance need 
(F=5.662, p=0.000), achievement need (F=2.279, p= 0.046) and affiliation need (F=6.306, p= 0.000), since all of the p values 
are less than 0.05, the null hypothesis H03 can be rejected. There exists a relationship between the sort of employment of a 
respondent and the exhibition need, dominant need, achievement need, affiliation need. 

Age of the respondent and the occupation of the respondent have an effect on the respondent’s behavior towards a 
celebrity endorsement advertisement. Whereas when it comes to education only exhibition need of the respondent seems to 
play a role in affecting their behavior towards celebrity endorsement advertisement. Further research is needed to establish 
the nature of the relationship and it is beyond the scope of the present research paper.

CONCLUSION 

Advertisements in print and electronic media are the major backbone for the industry. It plays an important role to retain 
the customers. Celebrity advertising does deliver a premium in terms of impact and memo ability. There is evidence that 
well known celebrities do better, and it is important that advertisers facilitate the recognition in ads of any celebrities they 
use. There is also a positive influence on persuasion, through less strong. The major reason is the celebrity endorsement that 
creates a positive image among the consumers. In a country like India Health Drinks always have a Celebrity name attached 
to their face. Age, and occupation affect the achievement need, affiliation need, dominant need and exhibition need of the 
responded when it comes to their behavior towards celebrity advertise, whereas when it’s come to education only exhibition 
need plays a role in the manner in which a person responds to celebrity advertisements. Boost & Horlicks are the two major 
organizations which have a Popular Celebrity name always attached to the two rivals. In a country like India Cricket is 
considered as one of the religion and cricketers are celebrated like Gods and moreover people also use to worship film stars. 
That is the important reason many big Health drink industries spend crores of money on high profile celebrities over the year. 
So, these health Drink companies are used to sign up Cricketing Legends on one hand and famous film stars on the other side. 
Finally, celebrity endorsement determinants have significant effect on the consumers.
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INTRODUCTION 

In a highly competitive era, it seems to be an enormous explosion of rivalry among business organizations creates them to scale 
back waste the potential of their workforce. Hence, it is important for the organizations to concentrate on the improvement of 
the employees’ performance in to endure in the highly competitive market. One of main pillars of the organizations is taken 
into account by the high performance employees, therefore organizations are giving more effort and by using different human 
resource development strategies they struggle to spice up employees‟ abilities and competencies..

In the context of the Indian IT sector, customer satisfaction typically depends on the employees’ performance. Therefore 
organizations are giving more autonomy, employee empowerment, knowledge sharing in order to support employees’ [Karl 
KA, Peluchette JV, Harland L, 2000] and try to increase the employees’ perception of supportive work climate. According to 
[Eisenberger R, Huntington R, Hutchison S, Sowa D, 1986] argue that, if the organization creates supportive work climate 
to their employees that increase their positive perception regarding organization and physiological consequences, that induce 
the reciprocal behavior towards improving their work performance. In this context, fun at workplace play a critical role by 
socializing with coworkers, celebrating at work and personal freedom [Fluegge ER, 2008] to enhance the employees’ happy 
work climate and improve their work performance.

A STUDY ON WORK PLACE FUN AND JOB PERFORMANCE 
AMONG IT EMPLOYEES WITH REFERENCE TO  
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In the present cosmopolitan IT sector plays an indispensable role in earning massive revenue in each financial year. India is 
now being observed as powerhouse for aggregate development of computer software. With this anticipation, the organizations 
set different kinds of agendas to get the competitive advantage in the vicious market competition. Organizations have to 
establish a good corporate governance to attain their financial and nonfinancial objectives. Indian IT sector employment 
anticipates, both in the short and long-term are expected to be widely positive and promising for the future. Currently, Indian 
IT companies serve two thirds of the fortune 500 companies and have created 40 lakhs direct jobs in India. The demand for 
an employee is not just endurance and security, but something beyond that like respect, recognition, achievement, reward and 
so on. These are the motivators and satisfiers for employees at workplace. And these can be done by way of creating some 
kind of fun at work environment. Due to the paucity of skills and talents, the companies started adopting this new concept 
of motivating the employees. Hence, the employer must be complementary, co-operative and nourish their employees. This 
study focuses on the impact of work place fun in the Indian IT sector. The area chosen for the study is Chennai city as it will 
be convenient for the researcher to collect the data. The study highlight over the effects of workplace fun towards employees’ 
performance in IT field in Chennai city using the statistical tools such as correlation and regression analysis. Factor analysis 
also has been used to analyze the fun factors which influence the employee’s performance.

Keywords: Fun at workplace, task performance, recognition, social support, challenges
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In an upsetting workplace fun at the working environment is envisioned and even essential for eliminate the issues and 
stresses of ordinary unpleasant working life. The Fun accompanies sparkle, joy. It is important for representatives to be 
profitable at working environment and fun at working environment make employees‟ beneficial workers. Imprint Twain 
expresses that mankind has just a single truly viable weapon, and that is giggling. The second it emerges, all hardness’s 
yield, all aggravations and feelings of hatred sneak away and a radiant soul has their spot.” According to previous studies, 
cheerful work environment is that place where upbeat representatives are more faithful and profitable representatives. The 
non-appearance and lateness rate low as worker anticipate going to work. Fun is one kind of medication, in the event that 
worker takes it, at that point it expands their assurance, execution, builds representative energy, lessens grumble of weariness 
and most significant that make employees‟ cheerful on and off the clock. 

Due to the critical significance of the glad and fun working environment, in the course of the most recent thirty years, 
numerous assertions have been made in the executives and human asset writing with respect to the adequacy of fun in the 
working environment for advancing an assortment of hierarchical advantages or positive results. Particularly, it contains 
adaptability, upper hand and expanded inspiration, great client support, development, strengthening, inventiveness and 
profitability. Regardless of researchers outward the arrangement about the advantages and positive result from fun at working 
environment; fun itself, in a working environment setting, is infrequently adequately characterized. Fun is, notwithstanding, 
for the most part portrayed as shallow mingling, likened to virtuous play and silliness. At times representatives are likewise 
urged to „be themselves‟, construing conduct they would preferably participate in the event that they were not restricted by 
the imperatives and convention needed inside numerous working environments. There is a new insightful work planned to 
the wonder of fun at work, in any case, a set number of studies have discovered that fun at work can in fact advance positive 
work environment results. For instance fun at work has been found to improve efficiency, upgrade specialist perspectives and 
be gainful to work groups which can prompt higher occupation fulfillment, alleviate passionate weariness calm pressure and 
improve deals.

Aside from that, some studies have noticed representative reactions to fun at work environments. Such work environments 
incorporate changing working environments to make a more lively air, arranging occasions and grants and distributing fun 
pamphlets and actualizing fun deals crusades. Aftereffects of these examinations will in general uncover dubious and now 
and then taunting worker reactions to the executives activities, especially on the off chance that they are felt to be forced 
on staff. In view of the trouble of assembling fun, contends that genuine fun is destined to be experienced when laborers 
make their own fun, autonomous of, or even against, the executives. Interestingly, research by recommends that fun at work 
exercises are experienced most emphatically inside working environments where laborers feel they can confide in their 
bosses. The majority of the past specialists answer the topic of what decides the representatives work execution by just fun 
at work environment, for example, work environment fun as empowering occasion, it additionally assists with establishing a 
positive workplace and increment workers’ presentation. As indicated by business essayists fun in the working environment 
is significant for improving representatives’ inspiration and profitability, managing down pressure.

LITERATURE REVIEW

Fun at work includes any social, relational, or task exercises at work of a fun loving or silly nature which furnishes a 
person with delight, satisfaction, or joy. This definition is reliable with past conceptualizations, for example, [McDowell T, 
2005] who characterized fun at fill in as taking part in exercises not explicitly identified with the occupation that is charming, 
interesting, or perky. Such exercises are demonstrative of a great workplace, which, as indicated by [Ford RC, McLaughlin 
FS, Newstrom JW, 2003], purposefully energizes, starts, and supports an assortment of agreeable and pleasurable exercises 
that decidedly sway the mentality and profitability of people and gatherings [Heath Y, Gifford R, 2006]. Propose a hypothetical 
system for the investigation of the working environment, utilizing a climate conduct model. In this model, he distinguishes 
six fundamental segments: actual work setting, laborer qualities, work arrangements, specialist climate connection, mental 
cycles, and results. Wellbeing and Gifford‟s system was then adjusted to fill in as a model for this investigation of working 
environment fun. In this model, singular specialist attributes, actual work setting, and the board style all influence workplace 
connection. Notwithstanding, in this model, specialist climate collaboration is explicitly characterized as fun in the working 
environment. This pleasant then impacts innovativeness, which consolidates ability, imaginative reasoning aptitudes, and 
characteristic inspiration. The ultimate results are imaginative items, work fulfillment, and profitability. 

Further, work environment fun is thinking about key component for upgrading hierarchical execution and adequacy. The 
idea of working environment fun can be found in the distributions of [Cook K, 2009] and some others, who work to create 
hierarchical culture that advanced play, humor and fun. In today‟s workplace work environment fun has been advanced as a 
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vital component for the gainful climate [Karl K, Peluchette J, 2006]. Notwithstanding that, [Ching CY, 2007] distinguished two 
fundamental classes of working environment fun, for example, the unmistakable and immaterial nature of work environment 
fun. In an unmistakable fun, fun exercises having an actual presence like games and so on numerous authors had proposed 
distinctive fun exercises in the work environment. Spur and empower staff with exercises like games, challenges. Some 
common exercises likewise exists in work environments like bringing food, offer honors to extraordinary staff, structure a 
council for some great exercises. Theoretical fun, those exercises are included that have no actual presence, similar to an 
agreeable climate of working environments, sentiment of love, great associate’s relationship. At the point when individuals 
experience fun at their work environments, they are more roused and stimulated. They coexist with better execution, give 
better client administrations, confronting less pressure and having less truancy [Meyer H, 1999]. 

Working environment fun builds work fulfillment however it relies upon singular inclinations or demeanor towards 
fun, representatives who have an inspirational mentality towards work environment fun having a solid connection between 
working environment fun and employment fulfillment [Yovetich NA, Dale JA, Hudak MA, 1990]. As per [Karl K, Peluchette 
J, 2006], a greater part of laborers favor social fun exercises, for example, companywide trip and other social exercises, they 
additionally contend that people with an uplifting demeanor towards working environment fun are more beneficial than people 
having a pessimistic disposition towards work environment fun. Fun is a multi-dimensional idea, diverse fun exercises have 
been talked about over the examinations. While thinking about fun at work, it doesn‟t essentially mean „play time‟ where 
everybody jumps out into the yard and plays a game yet rather executing some extraordinary (not really business related) 
exercises into the working week can assist keep with focusing on levels down. Stress is a central question in many workplaces. 
Individuals get exhausted and they wear out. This causes pressure related diseases and missing representatives and that is 
awful for everybody, particularly the workers, those have their inclination to buckle down and not have any desire to allow 
individuals to down, so administrative guidance to take a large portion of a vacation day or to participate in a movement in 
work time assists with battling this pressure and burnout. 

Notwithstanding that, [Trumfio G, 1995] found that there is a positive outcome when humor is utilized in library guidance. 
Another case of the association that applies humor is Health works where the chief, Bob Czimbal characterized humor as 
passionate self-protection. Consequently, this shows humor can be used in workplace to lessen pressure and improve the 
exhibition of an association. There is solid proof that humor decreases broken pressure. When poking a fun at a distressing 
circumstance, one builds up a feeling of strength and command over it [Henman LD, 2001] which is incongruent with stress 
and nervousness [Smith RE, Ascough JC, Ettinger RF, Nelson DA, 2007]. Humor makes individuals quiet, without dread 
and feels a more noteworthy feeling of control. For instance, when introducing to a significant customer, humor can lessen 
pressure by making individuals not to be apprehensive and to ease strain 

OBJECTIVES

The current study is carried out:
 ● To analyze the demographic profile of the respondents
 ● To determine the influence of workplace fun on employees’ performance
 ● To identify the factors that affect the employees’ performance

METHODOLOGY

The study has been undertaken for the past six months in Chennai city. The data collected from primary and secondary sources 
are used for the study. The study adopted a convenient sampling method to select sample from the total population to conduct 
the research.

Primary data have been collected from the questionnaires distributed among the IT employees in Chennai city. The 
questionnaire designed for this study had two sections that include a normal scale for demographic information of respondents 
and 5-point Likert Scale questions. The questionnaires were distributed to 80 IT employees which were used for the analysis. 
Secondary data have been collected from books, journals, internet, etc.

Data gathered from the questionnaires were interpreted  with  “Statistical  Package for Social Science” (SPSS) version 
20.0. Descriptive Statistics were used to analyze the mean, median, mode, variant, the minimum and maximum variables 
and skewers Correlation coefficient analysis is a statistical analysis which has been used to identify the strength between two 
variables. Regression analysis has been used to examine the relationship among variables. Factor analysis tool has been used 
to identify the factors affecting work performance.
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ANALYSIS AND INTERPRETATION

Table No. 4.1 Demographic Analysis

Factors Frequency Percentage

Gender Male 38 47.5
Female 42 52.5

Age

18 – 28 42 52.5
29 – 38 24 30.0
39 – 48 10 12.5

48 and above 4 5.0

Marital status Single 42
52.5

Married 38 47.5

E d u c a t i o n a l 
qualification

Diploma 3 3.8
Undergraduate 46 57.5
Postgraduate 28 35.0
Others 3 3.8

Years of experience

Less than 1 year 20 25.0
1 – 3 years 39 48.8
3 – 6 years 14 17.5
More than 6 years 7 8.8

Monthly income

Less than Rs. 
20,000

21 26.3

Rs. 20,000 – Rs. 
40,000

38 47.5

Rs. 40,000 – Rs. 
60,000

14 17.5

More than Rs. 
60,000

7 8.8

Inference for the above table

The above table depicts the demographic factors and their distribution towards the study. Out of 80 respondents, 52.5% of 
respondents found to be women. As the today’s IT sector grabs the attention of youngsters, this study also has the maximum 
number of respondents from the age group of 18 – 28. Also, most the IT employees are undergraduates. 48.8% of the respondents 
are employed in IT sector with 1-3 years experience and their monthly income ranges from Rs. 20,000 to Rs. 40,000.

Research hypothesis
H0: Fun at workplace has no influence on employee performance
H1: Fun at workplace has positive influence on employee performance

Table No. 4.2 Correlation Analysis

Relationship Correlation P Value
Fun at workplace and Employees performance 0.318 0.001

Inference for the above table
Table 4,2 represents the correlations matrix for workplace fun and employees’ performance. Correlation is a technique for 
investigating the relationship between any two quantitative, continuous variables. The strength of association between the 
variables are very high, i.e. 0.318. Correlation between fun at workplace and employees performance implies that there is a 
strong positive significant (P<0.05) relationship between them. 

Table No. 4.3 Regression Analysis

 Hypothesis  R  R2 Adjusted R Std.Error
H1 (Simple regression) FAW-EP .517a .267 .253 .40244

a. Independent Variable: Fun at Workplace
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b. Dependent Variable: Work Performance
According to the above table the regression line between Fun at workplace and employee performance 26.7% fitted with the 
data. It means that there is a relationship between independent and dependent variable. 

Table 4.4 Reliability Analysis for the variables of Factor Analysis

Chronbach’s Alpha No. of Items
.774 28

Inference for the above table
The most widely used measure for diagnosing the reliability of the entire scale is the Cornbach’s alpha. The generally agreed 
upon lower limit for Cornbach’s alpha is 0.70. In the analysis of factors influencing factors of work performance for 28 
statements, the Cornbach’s alpha is .774 which is good according to the rule of thumb of reliability analysis.

Table No. 4.5 KMO AND Bartlett’s Test for Work Performance

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

C

Inference for the above table
After computing factor analysis for job motivation among the employees in IT sector 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. 

Table No. 4.6  Communalities

S. No. Variables Initial Extraction
F1 1.000 .758
F2 1.000 .793
F3 1.000 .701
F4 1.000 .807
F5 1.000 .850
F6 1.000 .692
F7 1.000 .817
F8 1.000 .673
F9 1.000 .649
F10 1.000 .797
F11 1.000 .729
F12 1.000 .704
F13 1.000 .856
F14 1.000 .660
F15 1.000 .574
F16 1.000 .784
F17 1.000 .698
F18 1.000 .669
F19 1.000 .782
F20 1.000 .681
F21 1.000 .764
F22 1.000 .766
F23 1.000 .713
F24 1.000 .537
F25 1.000 .683
F26 1.000 .779
F27 1.000 .817
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F28 1.000 .764
Extraction Method: Principal Component Analysis.

Inference for Communalities 
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 F4, F5, F7, F13 and F20 are loaded with the value greater than 0.8 which 
clearly shows the significance of current study.

Table No. 4.7 Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared Loadings Rotated Sums of Squared Loadings

Total
% of 
Variance

Cumulat ive 
%

Total
% of 
Variance

Cumulative 
%

Total
% of 
Variance

Cumulative 
%

1 10.594 37.836 37.836 10.594 37.836 37.836 4.091 14.610 14.610
2 2.512 8.971 46.808 2.512 8.971 46.808 3.871 13.827 28.437
3 1.963 7.012 53.820 1.963 7.012 53.820 2.831 10.109 38.546
4 1.666 5.951 59.771 1.666 5.951 59.771 2.666 9.520 48.066
5 1.468 5.244 65.015 1.468 5.244 65.015 2.550 9.109 57.175
6 1.282 4.579 69.594 1.282 4.579 69.594 2.481 8.862 66.037
7 1.010 3.606 73.200 1.010 3.606 73.200 2.006 7.163 73.200
8 .983 3.509 76.709       
9 .853 3.047 79.756       
10 .719 2.567 82.323       
11 .692 2.471 84.794       
12 .582 2.077 86.871       
13 .543 1.939 88.810       
14 .505 1.802 90.612       
15 .398 1.423 92.035       
16 .353 1.262 93.297       
17 .306 1.094 94.391       
18 .291 1.040 95.431       
19 .246 .877 96.308       
20 .197 .704 97.012       
21 .163 .581 97.593       
22 .158 .564 98.157       
23 .151 .538 98.695       
24 .108 .386 99.081       
25 .092 .329 99.409       
26 .071 .253 99.663       
27 .063 .224 99.887       
28

.032

.113

100.000

      

Extraction Method: Principal Component Analysis

Inference for the above table
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. Seventh factor consists of higher variance i.e., 73.200.
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Table No. 4.8 Rotated Component Matrix

COMPONENTS
1 2 3 4 5 6 7

F26 .796
F28 .717
F25 .671
F6 .612
F9 .552
F24 .501
F8 .466
F16 .832
F18 .763
F20 .711
F4 .576
F17 .567
F19 .554
F2 .526
F5 .835
F23 .606
F20 .631
F14 .589
F15 .584
F21 .580
F7 .792
F13 .766
F3 .576
F11 .805
F12 .658
F1 .438
F10 .714
F22 .672
Extraction Methods: Principal Component Analysis

Rotation Method: Varimax with Kaiser Normalization

Inference for the above table
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 28 variables, 7 factors were identified by the rotation method.

Grouping factor
1. The factor “Challenges” explains the 1st component.
2. The factor “Competitiveness” explains the 2nd component.
3. The factor “Recognition” explains the 3rd component.
4. The factor “Social support” explains the 4th component.
5. The factor “Positivity” explains the 5th  component.
6. The factor “Target attainment” explains the 6th component.
7. The factor “Interpersonal Citizenship Behavior” explains the 7th component.
From the above table, it is very clear that 3rd factor i.e., recognition for the task done has been recorded with highest factor 
loading of 0.835.

FINDINGS AND SUGGESTIONS

This exploration study presumed that there is a positive connection between fun at working environment and execution. 
As indicated by the current study, having a good time at work might be viewed as a positive occasion which consequently 
establishes a positive climate which advances execution. Simultaneously, another factor likewise effects on representative 
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execution which is the acknowledgment for the errand done. These discoveries unmistakably recommend that fun at working 
environment impact on the representative execution. Fun limits proof proposes that having a positive mental demeanor expands 
oxygen stream, endorphins and blood stream to the cerebrum, empowering more clear and imaginative reasoning. Agreeing 
this assertion fun at work environment help to lessen the pressure a large portion of the researchers’ unusually acknowledge 
the above idea. Be that as it may, as indicated by the discovering there are no critical between fun at work environment and 
stress. For the outcome there are a few reasons, this study direct is one area and one locale testing size is limited it could be an 
explanation, then again, a large portion of the IT organizations are not appropriately orchestrate the entertaining exercises in 
their organization climate. The vast majority of the organization utilizes fun at the working environment as one of the pressure 
controlling component however they don’t primarily rely upon it. 

CONCLUSION 

In general, the aftereffects of this investigation give proof to recommend that fun at work, straightforwardly and by implication 
influences worker execution. In particular, fun at work was decidedly and straightforwardly identified with the inventive 
execution. People detailing more prominent degrees of fun at work were likewise bound to be feeling better and furthermore 
more occupied with their work. Furthermore, people having some good times at work were likewise bound to be more 
occupied with their work, and hence display more prominent imaginative execution. Along these lines, the thought that a 
pleasant workplace brings about more noteworthy representative profitability may surely be valid and appears to be deserving 
of further studies.
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ABRIDGMENT — 

The Electronic scrap is the most endangered form of pollution, now this research paper is focus to know the understanding, 
cognizance, insight, and assertiveness of sophomore about existent, hazard and Electronic scrap administration which is the 
most prominent pollution of the current environment.  This paper makes to try to identify recent Electronic scrap administration 
experienced by the middle schoolers. To frame out the insight of sophomore regarding Electronic Scrap administration survey 
method of research was done.  A total no of 110 sophomore were selected, out of which 55 sophomore epitomize under the 
professional cluster and 55 students mobilized to the non-professional cluster from diverse colleges in Chennai. The collected 
data were analyzed using the Simple Random sampling technique. The data collection is processed through Electronic scrap 
Administration Awareness Questionnaire (ESAAQ). The data collection was designed to know the issues and situations 
respond towards Electronic scrap made by the sophomore.  It make a clear picture regarding understanding of Electronic 
Scrap were same irrespective to the sophomore in professional and non-professional. At the same time, this study clearly 
pointed out that regarding perception of hazardous which is difference among the sophomore of professional cluster with 
their non-professional counterparts. Both groups of sophomore streams are not acquiring with proper awareness of Electronic 
scrap administration.

Keywords— Electronic scrap, Electronic scrap administration, danger of Electronic scrap, effect of Electronic scrap

INTRODUCTION 

In recent times more technological developments has fetched luxury and simplicity to all human life style. The usage 
of electrical and electronic devices were couple like a life partner with current human life, which change the pattern of 

 WASTE ADMINISTRATION TOWARDS ELECTRONIC SCRAP 
ON THE FOCUS OF PERCEPTION AMONG SOPHOMORE IN 
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In the present cosmopolitan IT sector plays an indispensable role in earning massive revenue in each financial year. India is 
now being observed as powerhouse for aggregate development of computer software. With this anticipation, the organizations 
set different kinds of agendas to get the competitive advantage in the vicious market competition. Organizations have to 
establish a good corporate governance to attain their financial and nonfinancial objectives. Indian IT sector employment 
anticipates, both in the short and long-term are expected to be widely positive and promising for the future. Currently, Indian 
IT companies serve two thirds of the fortune 500 companies and have created 40 lakhs direct jobs in India. The demand for 
an employee is not just endurance and security, but something beyond that like respect, recognition, achievement, reward and 
so on. These are the motivators and satisfiers for employees at workplace. And these can be done by way of creating some 
kind of fun at work environment. Due to the paucity of skills and talents, the companies started adopting this new concept 
of motivating the employees. Hence, the employer must be complementary, co-operative and nourish their employees. This 
study focuses on the impact of work place fun in the Indian IT sector. The area chosen for the study is Chennai city as it will 
be convenient for the researcher to collect the data. The study highlight over the effects of workplace fun towards employees’ 
performance in IT field in Chennai city using the statistical tools such as correlation and regression analysis. Factor analysis 
also has been used to analyze the fun factors which influence the employee’s performance.

Keywords: Fun at workplace, task performance, recognition, social support, challenges
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consumption in electronic devices, it make an alarming situation on Electronic Scrap.  The form of Electrical and Electronic 
instruments resulted in a mammoth environmental challenge in the form of electronic Scrap or e-waste across the global. The 
approach with respect to Waste Electrical and Electronic Equipment (WEEE) is accumulated, when the electronic products 
turn into outmoded. The Automated sensible material is highly needed in the current environment, which is more frequent 
in the up gradation as a result more form of toxic substances accumulated as junks in the environment.  This study defines 
the necessity regarding of electronic scrap administration with proper disposal ways. Similarly, these have led to assorted 
hitches includes the problematic hazardous waste and other wastes caused after rechargeable goods. The harmful issues and 
other jumbles pose a great danger to the social condition and situation. Electronic scrap is the collective name for thrown 
out electronic devices that enter the waste brook from various sources.  The electronic devices were include  the items  like  
PCs, telephones, notebook computers, TV set, mobile Phones, electronic toys and electrical appliances like refrigerators, air-
conditioners etc. which have become superseded due to expansion in technology, modification in technique, elegance and 
grade, looming the end of its useful life period.

All the Electric and Electronic products which are used and spoiled such as computers, laptops, game devices, mobile 
phones, TV and video & audio players etc. it also have certain inclined by their unusual manipulators come in the sort of 
Electronic scrap. The electronic goods are classified under three major heads:

White goods which are known as Household appliances.

Brown goods were listed as TVs, camcorders, Cameras

Grey Goods commonly describe as Computers, printers, fax machines, Scanners.

The Electronic Scrap administration is intended for recycle of workstation which entails the complicated expertise and 
process, it also seems to be extremely luxurious, besides necessitate of explicit skills and guidance regarding the functions. 
Electronic administration is processed with the recyclers which is currently too costly with technology. However the recycle 
and removal of unwanted substance make impact due to emissions while extracting valuable materials. 

consequence on surroundings and human being potency

The way of disposal of Electronic scraps is a meticulous hitch face across the globe. Most of the electronic wastes which 
contaminate the soil and eventually pollute the water and other soil substances are the major problem on this administration. 
The substance such as acids and sludge get hold of melting computer chips. The prominent example for booming of illegal 
electronic scrap reprocess is in Guoyu, Hong Kong, and this area now facing serious water deficiencies due to the impurity 
of water resources. Burning of Electronic scraps can release toxic hazes and fumes, which result in the pollution of air. The 
inappropriate monitor in the soil fills which basis conservation perils. The substance of mercury will filter from certain 
electronic devices, such as destroy of circuit breakers. The endangered form of burning Electronic scrap is the open-air 
sweltering of plastics which will recover copper and other metals. 

The below Stall I reviews the constituents in Electronic scraps and its impact on certain health effects. When the electronic 
scrap are dismantled or destroyed with normal household rubbish, some toxics posture make a warning to both well-being and 
dynamic constituents of the ecosystem. 

Basis of Electronic scraps Component Impact on Fitness 

Fuse in circuit boards, glass 
panels and gaskets in computer 
monitors 

Lead (PB) 

It effects a heavy destruction to central and peripheral nervous systems, 
blood systems and kidney damage.

Brain development of children gets affected.

Electronic device -Chip resistors 
and semiconductors 

Cadmium (CD) 

Irreversible Toxic substance effects on health.

Hoards in kidney and liver. 

Neural damage. 

Teratogenic. 
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Cabling and computer housing Plastics including PVC 

The Scorching produces dioxin. It effects

Procreative and progressive problems; 

Immune system damage;

Obstruct with regulatory hormones 

Motherboard Beryllium (Be) 

Carcinogenic (lung cancer) 

Breathing of fumes and dust. Causes chronic beryllium disease. 

Skin diseases such as warts.

statement of the problem
In this present scenario the usage of electronic devices gets increased, it makes dump more electronic scrap as in the name of 
E-Waste. The present study has been commenced with a determination of “Electronic scrap administration on the subject 
of responsiveness of sophomore.”

Objectives of research
 ●  To know the responsiveness of the surviving of Electronic scrap in sophomore of professional and non-professional 

groups in Chennai Colleges.

 ●  To identify the perception of risk through Electronic scrap among the sophomore of professional and non-professional 
streams in Chennai Colleges.

 ●  To find out the awareness of Electronic scrap administration in sophomore of professional and non-professional 
stream in Chennai colleges.

hypotheses of research:
 The below are the statement framed as hypotheses for the study:

 ●  The awareness on the subject of surviving of Electronic scrap in  sophomore of professional and non-professional 
stream has no significant difference in their view.

 ●  Risk of Electronic scrap and its impact have same form of understanding among the sophomore of professional 
stream with their non-professional counterpart.

 ●  Electronic scrap administration and its disposal methodology awareness is same among the sophomore of professional 
and non-professional streams.

METHODOLOGY OF RESEARCH

DATA SELECTION OF SUBJECTS:
In this study 110 data subjects were carefully chosen using Simple Random Sampling Technique from the different Colleges of 
University of Chennai. 55 data were subject to representing the professional (B.E, B.Tech.,) and 55 data were subject to representing 
the non-professional stream(B.A., B.Sc., B.com). The illustration given below has shown the selection of subjects in brief:

administration of the questionnaire
Each subject was communicated individually & informed about the purpose of the study. Necessary with regard to follow up 
of questionnaire was imported and questionnaire was distributed. Questionnaire was categorized into 3 parts. Description of 
questionnaire has been designed as under.

Part A Questions on the subject of survival of Electronic scrap. Total no of questions 10. 
Part B Interrogations on the subject of danger of Electronic scrap. Total no of questions 10.
Part C Enquiries on the subject of administration of Electronic scrap. Total no of questions 10.

colletion of data
On the basis of the manual, the responses were evaluated and data was collected.
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Statistical Tools
This research study makes analyse using SPSS package, the tools such as Mean, SD and t-tests were the statistical tools used 
to construe the acquired data.

analysis and interpretation of data

Objective 1:
The awareness on the subject of surviving of Electronic scrap in sophomore of professional and non-professional stream has 
no significant difference in their view.
The null hypothesis was formulated and critical test ratio was calculated. t- value of the scores of the responsiveness on the 
subject of  surviving of Electronic scrap in  sophomore of professional and non-professional streams is 0.00724 which is less 
than the table values at .05 and .01 level of significance and null hypothesis is accepted. It shows that there is no significant 
difference in the responsiveness on the subject of surviving of Electronic scrap in sophomore of professional and non-
professional streams.
Counter 1
Comparison of responsiveness on the subject of surviving of Electronic scrap in  sophomore of professional and non-
professional streams

Group N Mean *Std. Std Error mean t-value
Professional 55 7.30 0.49089 0.06628

0.00724Non-Professional 55 7.03 0.50971 0.06871

Figure 1: Graphical Presentation of Responsiveness about Surviving of Electronic scrap between Professional & Non-
Professional Groups
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Objective 2:
 ●  To identify the perception of risk through Electronic scrap among the sophomore of professional and non-professional 

streams in Chennai Colleges.

 ●  To accomplish the objective a null hypothesis was framed and critical test ratio was calculated. t-value of the scores 
of the awareness on the subject of risk of Electronic scrap in college going sophomore of professional and non-
professional streams is 1.5075 which is greater than the table value at .01 level of significance and null hypothesis 
is rejected. It shows that there is significant difference in the alertness on the subject of risk of Electronic scrap in 
sophomore of professional and non-professional streams.

Table 2Comparison of alertness on the subject of risk of Electronic scrap in college going sophomore of professional and non-professional streams

Group N Mean *Std.
Std Error 
mean

t-value
Professional 55 7.10 0.454 .0357

1.5075
N o n -
Professional 55 6.21 0.858 .1347

Figure 2: Graphical Presentation of Alertness about risk of Electronic scrap between Professional & Non-Professional Groups
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Objective3:

To find out the awareness of Electronic scrap administration in sophomore of professional and non-professional stream 
in Chennai colleges.

The framed objective is analyzed using t-test through formulating the null hypothesis. T-value of the scores of the 
wakefulness regarding Electronic scrap administration among sophomore of professional and non-professional streams is 
0.31653 which is less than the table value at .05 and .01 level of significance and null hypothesis is accepted. It shows that 
there is no significant difference in the awareness on the subject of administration of Electronic scrap in sophomore of 
professional and non-professional streams.

Table 3

Comparison of awareness on the subject of administration of Electronic scrap in sophomore of professional and non-
professional streams

Group N Mean *Std. Std Error mean t-value
Professional 55 2.5633 0.769 0.1121

0.31653Non-Professional 55 2.4166 0.550 0.0840

Figure 3: Graphical Presentation of Wakefulness about Administration of Electronic scrap between Professional & Non-
Professional Groups
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Figure 4: Comparison between the Sophomore Of Professional & Non-Professional Stream. On the Subject of Surviving, 
Threat & Administration of Electronic scrap

0
1
2
3
4
5
6
7
8
9

meann

Su
rvi

al Risk

Administ
rat

ion

Professional
Non-Professional



986
Copyright ©2020 Authors

Proceedings

findings:
Overall findings of this study make a clear picture that the responsiveness of the sophomore irrespective of Professional or Non-
Professional have no significant difference on the survival of Electronic Scrap. The known factor of endanger risk on the Electronic 
scrap have difference of opinion that professional sophomore have more knowledge about the risk than non-professional sophomore. 
Regarding the third objectives the Administration of Electronic scrap in not well aware among the both group of sophomore.

conclusion and suggestions
The administration of Electronic scrap is highly required to manage the electronic devices waste; it is happen due to the up-gradation 
and advancement of technology. By considering the endangered risk and the problem, it is imperative that certain administration 
options to be adopted to handle risk of Electronic scraps. Following are some of the administration options suggested for the 
government, industries and the public. Governments should set up and maintain regulatory agencies; Governments should be 
responsible for providing good and strong system of laws, controls and administrative procedures for hazardous waste administration 
(Third World Network. 1991). Existing laws concerning Electronic scrap disposal be reviewed and revamped. A comprehensive law 
that provides Electronic scrap regulation and administration and proper disposal of hazardous wastes is required. Government should 
enforce certain laws with high description for the dismantling of electronic devices and methodology to disposal and reprocessing.  
Of course certain responsibility and role of industries were prevailing to overcome the problem of Electronic scrap administration.  
Generators of wastes should take responsibility to determine the output characteristics of wastes and if hazardous, should provide 
administration options. Companies can and should adopt waste minimization techniques, which will make a significant reduction in 
the quantity of Electronic scrap generated and thereby lessening the impact on the environment. As a normal human being each and 
every person has certain responsibilities as the Citizen to know about the hazardous of electronic scrap. They can donate electronics 
for reuse extends the lives of valuable products and keeps them out of the waste administration system for a longer time. But care 
should be taken while donating such items i.e. the items should be in working condition. 

Finally the study frames a clear picture on the responsiveness of the endangered risk and administration of Electronic scrap 
are extremely stumpy and imperative measures are mandatory to contemplate this subject. Be act as a responsible human being, 
everyone should performance a character in Electronic scrap administration as contributing electronics items for reprocess, 
which spread the range of the lives on valuable products and keep them out of the waste administration system for a long time. 

While the world is moving towards the technological revolution, countries like India are facing an imminent risk of 
Electronic scrap. Developed countries dispose their wastes to India, China, Pakistan and other Asian countries. 
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INTRODUCTION

The financial services business has seen far-reaching technology-led fluctuations over the past few years. Many directors look 
to their IT sectors to improve effectiveness and enable game-changing modernization while also lowering costs and supporting 
heritage systems. In the interim, FinTech start-ups are intruding upon recognized markets, leading with customer-friendly 
solutions advanced from the crushed up and imaginative by heritage arrangements. Customers have had their potentials set 
by other businesses; they are now challenging improved services, all-in-one skills regardless of channel, and more value for 
their currency. 

Fintechs in the banking industry and financial services normally offer their services in the form of products, applications, 
business processes and business models. The major target niche arears for fintechs in this sector are from the consumer and 
commerceial lending and payments  space. One of the core businesses of banks and financial servies is lending and borrowing 
money.  Many large forces sweep society, from demographic and social changes to shifts in global economic power. But one 
detail in particular name, technical innovations having a disproportionate effect on financial services. 

REVIEW OF LITERATURE

Hair J.R. (2011)1 stated that 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 maximized the explained variance (R2 values) of the dependent constructs. The method 
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Fintechs are generally start-up know-how and financial capability companies, provided that domain-specific products and 
amenities are delivering by numerous traditional financial organizations such as banks, asset management companies, and 
insurance enterprises. A Fintech is a financial savvy vessel that can term a developing financial service segment of the 
21st Era. The term initially applied to technology interrelated with the back end of recognized customer and trade financial 
organizations. After globalization, there has been a revolution with an incredible influence on the banking products/ service 
space. Globalization created great competition, a broader market, a large customer base, access to advanced technology and 
processes know-how, associated topographical gaps. It opened the doors of communication for various deals. The technology 
boom in developed and emerging nations has gradually stirred from internet banking to mobile banking and now captivating 
a new-fangled way towards digital banking. We can see a new uprising progressing with a growth in mobile gadgets, telecom, 
and data services at inexpensive costs. Hence, this study analyzes conservative banking through fintech services in Chennai 
city by using statistical tools like factor analysis and Structural Equation Model (SEM).
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therefore supported ‘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 made the PLS method particularly adequate for SEM applications that aimed at prediction or theory building.

Singh, (2015)2, India is also focusing on digitizing the payment system to become Digital India in all aspects of 
functioning. The country’s main aim is to reduce the currency’s value in circulation, which is greater than any emerging 
markets. “Government subsidies alone comprise estimated cash transactions worth Rs. 2.93 trillion.” India should build 
infrastructure to support digital transactions and spread digital literacy to digitize its payment system. 

According to PwC (2016)3, fintech is “the division at the node of the financial services and technology segments where 
technology-focused start-ups and new market applicants innovate the products and amenities presently as long as by the 
outdated financial services industry.” Blockchain is an open, distributed ledger technology capable of recording anonymous 
peer-to-peer transactions of value (e.g., money and other assets) in a verifiable, immutable way. The register can be planned 
to trigger transactions spontaneously.

Surya, (2016)4, The government initiatives started with the last budget to make digital cash usage within the economy. 
Cash has its own risk attached to it, such as the chance of getting misused and thoroughly promotes black money still; it has 
acceptability across the world. In a cash-heavy society like India, to promote digital money government needs to bring about 
the equivalence between the two. 

Gomber, Peter, et al. (2018)5 presented a new fintech invention mapping approach that enables the valuation of the 
extent to which there are changes and renovations in four financial services areas. They also discussed operations managing 
in financial services and the changes occurring; technology innovations that have started to leverage the implementation and 
shareholder value associated with payments, cryptocurrencies, blockchain, and cross-border payments; multiple designs that 
have affected lending and deposit services, peer-to-peer (P2P) lending, and social media use; issues concerning investments, 
financial markets, transaction, risk management, Robo-advisory and services prejudiced by blockchain and fintech inventions.

Priya Jindal (2019)6 discussed the banks are required to review the type of human resources they need in their organization, 
the impact of their ecosystem, and decisions regarding investment, disinvestment, acquisition, etc. Most of the Indian banks 
failed in the practices concerning the environment and human privileges. These operations make the Indian banking system 
susceptible concerning investments carried out by the customers as the risks arise due to atmosphere emergencies. Her study 
concluded that to survive in the long run, the banks must anticipate the starting stage events. Then the issue will likely increase 
over a while as they better understand the risk and control environment. 

Statement of the Problem

Intended for an extended period, new market applicants found it problematic to break into the financial services industry. 
They had robust acquiescence structures in place to accomplish ever-increasing guidelines, and they had the client base and 
possessions to prosper even in hard-hitting financial situations. Well, not anymore. FinTech disruptors have been verdict away. 
Disruptors are fast-moving companies, frequently start-ups, intensive on a specific pioneering technology or process in the 
whole thing from mobile payments to insurance. And, they have been criticizing some of the most money-making prerequisites 
of the financial services value chain. It has been mainly detrimental to the executives who have sponsored essential but 
less profitable amenity contributions in history. In the late 1990s, when corporations realized the Internet’s potential power, 
e-commerce investment and research circled. And in the face of the ‘dot com crash,’ it is doubtful that anybody would 
deny just how revolutionary the know-how has evidenced to be. Banks must start recognizing that, in the current situation, 
merely being organizers of business will not be adequate to get them concluded. They want to train themselves and renovate 
their business models to endure appropriate to their fast-evolving and tech-savvy consumer base. Today, there are curious 
similarities with blockchain, both in how corporations funded and how they discovered use cases.

Objectives of the Study
 ● To understand the revolutionizing conservative banking through fintech services.

 ● To determine the factors influencing the fintech services in banking.

 ●  To Develop a regression model for escalating digital payments with insurance, investment management, and market 
provisioning.
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Research Methodology 

Collection of data
This study’s primary data were collected from the respondents in Chennai City with the help of a well-structured questionnaire. 
This study is developed to understand the revolutionizing conservative banking through fintech services.

Sampling method
A simple random sampling technique was adopted to analyze the consumers’ perspective based on the Fintech Disruption in 
Financial Services; for this research work, 150 respondents were selected.

Tools used for analysis
The primary data have been analyzed using statistical tools like Descriptive Analaysis, Factor analysis, and Structural Equation 
Modeling.

Analysis and Interpretation

Table - 1 Demographic Profile of the Respondents

Demographic Profile of the 
Respondents

Frequency Percentage %

Residential area Tambaram 35 23
Maraimalai Nagar 40 27
Egmore 35 23
Chrompet 40 27

Gender Male 91 61
Female 59 39

Age 20-40 Years 23 15
41-60 Years 37 25
61-80 Years 55 37
Above 80 Years 35 23

Marital Status Married 103 69
Unmarried 47 31

Family Type Joint Family 37 25
Nuclear Family 113 75

Educational Qualification Uneducated 44 29
Primary 31 21
Up to Higher Secondary 22 15
Graduates 53 35

Occupation Agriculture 33 22
Housewives 40 28
Business 11 7
Professional 12 8
Government Employees 15 10
Private Employees 37 24
Others 2 1

Monthly Income Upto Rs.5000 27 18
Rs.5001-Rs.10000 46 31
Rs.10001-Rs.15000 42 28
Rs.15001-Rs.20000 20 13
More than Rs.20000 15 10
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Monthly Savings Upto Rs.1000 51 34
Rs.1001-Rs.5000 32 21
Rs.5001-Rs.10000 43 29
Rs.10001-Rs.15000 14 9
More than Rs.15000 10 7

Sources of Awareness Advertisements 12 8
Friends/Relatives 34 23
Agents 68 45
Investors associations 10 7
Fintech Companies 26 17
Total 150 100

Factor Analysis

Table 2 KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .754

Bartlett’s Test of Sphericity
Approx. Chi-Square 1990.277
Df 115
Sig. .015

Table 2 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) and 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 is 
statistically significant or not. With the value of test statistic and the associated significance level, it shows that there exists 
a high relationship among the variables  (Not >0.05). The value of KMO measure of sampling adequacy is 0.754, which 
shows that the factor analysis may be considered as an appropriate technique for analyzing the data. The value of chi-square 
= 1990.277, df = 105 is significant (p< 0.000) which further shows the appropriateness of data for factor analysis.

Table 3 Communalities
Initial Extraction

X1 1.000 .770
X2 1.000 .755
X3 1.000 .543
X4 1.000 .761
X5 1.000 .642
X6 1.000 .675
X7 1.000 .798
X8 1.000 .815
X9 1.000 .787
X10 1.000 .554
X11 1.000 .885
X12 1.000 .841
X13 1.000 .666
X14 1.000 .647
X15 1.000 .713
Extraction Method: Principal Component Analysis
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Table 3 Total Variance Explained

Component
Initial Eigen Values Extraction Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %

1 2.948 26.384 26.384 3.958 25.448 26.384
2 1.075 14.500 40.884 2.175 14.574 40.884
3 1.028 13.653 54.537 2.048 13.453 54.537
4 1.483 9.420 63.958 1.413 9.725 63.958
5 1.259 8.394 72.352
6 .812 5.536 77.888
7 .775 5.232 83.120
8 .676 4.105 87.225
9 .474 3.180 90.406
10 .444 2.887 93.293
11 .398 2.193 95.485
12 .279 1.786 97.271
13 .213 1.350 98.621
14 .177 .848 99.469
15 .097 .531 100.000
Extraction Method: Principal Component Analysis

Table 3 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 factor loadings. The value of the factor loadings, 
though indicates the relationships clearly, is unable to group all the variables clearly identified with the factors. Fourth factor 
consists of higher variance, i.e. 63.958. Hence, the researcher is unable to extract the orthogonal factors. By continuing with 
these extractions, the researcher is not able to fully eliminate the problem. So, the unrotated and rotated matrix is performed.

The analysis of the principal components and rotated factor loading method is used to identify the factors. From the above 
table, it is observed that out of 15 variables, 4 factors influencing namely Cashless World, Crypto Currency, Integrated billing 
and Mobile Payments were identified by the rotation method.

Outer Model Assessment for Reflective Constructs

The reflective constructs of study, namely Insurance, Market Provisioning and Investment Management are assessed:

Table 4 -Measurement of Reflective Constructs

Test I n d i c a t o r 
Reliability

Convergent 
Validity

Internal Consistency 
Reliability

Reliability D i s c r i m i n a n t 
Validity 

Construct Factor loading
AVE

Composite Reliability 
(R2)

Cornbach’s 
Alpha

Sq.Root of AVE

Insurance Connected Insurance 0.882
0.808 0.894 0.764 0.8988I n s u r a n c e 

Disaggregation
0.916

M a r k e t 
Provisioning

New Market Platforms 0.939
0.848 0.918 0.823 0.9208Smarter, Faster 

Machines
0.903

I n v e s t m e n t 
Management

Empowered Investors 0.904
0.772 0.871 0.707 0.8786

Process Externalization 0.852
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Table 5 - Outer Model Measures of Reflective Constructs

Discriminant Validity Sqrt of AVE should be > Correlations of latent variables
Insurance Market 

Provisioning
Investment 

Management
Sq.Root of AVE

Insurance 1 0.8988
Market Provisioning 0.808 1 0.9208

Investment Management 0.772 0.848 1 0.8786

Table 6 -Measurement Model for Formative Constructs

Construct Indicator Outer loading t-stat for outer loading Outer weight t-stat for outer weight

Digital 
Payments

Cashless World 0.843 15.743 0.565 4.917
Crypto Currency 0.499 4.493 0.043 2.362
Integrated Billing 0.863 17.392 0.606 7.342
Mobile Payments 0.447 3.926 0.050 1.983

As illustrated in Table 6, bootstrapping technique is applied to obtain the t-statistic value using 500 samples (as the sample 
size of the study is 150) and 450 resample (thrice the sample size) as prescribed by Hair et al. (2013).  

Table 7

Loadings (to be referred for reflective) Weights (to be referred for 
constructive) 

Path Path Co-efficient

(original sample (0))

t-statistics Path Co-
efficient

t-statistics

Reflective Constructs
Connected Insurance Insurance 0.882 32.241 0.511 19.933

Insurance Disaggregation Insurance 0.916 70.204 0.599 18.852
New Market Platforms Market Provisioning

0.939 109.751 0.601 20.454

Smarter, Faster Machines Market Provisioning 0.903 38.120 0.482 22.975
Empowered Investors Investment Management 0.904 60.798 0.625 13.788

Process Externalization Investment 
Management

0.852 22.002 0.510 13.927

Cashless World Digital Payments 0.843 15.743 0.565 4.917
Crypto Currency Digital Payments 0.499 4.493 0.043 2.362
Integrated Billing Digital Payments 0.863 17.392 0.606 7.342
Mobile Payments Digital Payments 0.447 3.926 0.050 1.983

From table 7, it is agreed that the t-statistics for both reflective construct paths and formative construct path are significant as 
their t-values are greater than 1.96 at 5 percent level of significance. Hence, the model developed supports the theory with the 
statistical proof.
Interpretation for R2, the coefficient of determination (Table 5): R2 is a measure of the model’s predictive accuracy. Here, 
the R2 value in Table 5 for the endogenous constructs Insurance (0.336), Market Provisioning (0.417), and Investment 
Management (0.300) proves that there is a moderate fit of the model. 
Interpretation of Q2, the predictive relevance (Table 5): Q2 is not to be calculated for formative endogenous construct (Hair B. 
B., 2013) (Hair J. R., 2011) (Joe F.Hair, 2014). Hence, it is not calculated for Digital Payments (Insurance, Market Provisioning, 
and Investment Management). Q2 values for Insurance (0.416), Market Provisioning (0.445) and Attitude (0.396) are greater 
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than zero, and hence, it is concluded that Digital Payments can be predicted. This accomplishes the research objective.
Interpretation of f2 and q2 (Table 6): The f2 and q2 are calculated using Cohen’s formula in table 6. The ultimate understandable 
results are depicted in the table. The effect values of endogenous constructs shown in the table explain that Digital Payments 
can be predicted by Integrated Billing, Cashless World and Mobile Payments with high accuracy, while Crypto Currency has 
medium accuracy. 

Fig.2  Inner Model

Interpretation

Reporting the inner model:
Adjusted R-Square: The adjusted R2 explains the coefficient of determinant and the variance in predicting the overall model 
(Hair et al., 2013; W.W.Chin, 2010), suggesting 0.25(weak), 0.50(Moderate) and 0.75(strong) indices respectively. In the 
current model, the adjusted R-square is 0.646 for Digital payments, which means that Insurance, Market Provisioning and 
Investment Management together explain up to 65% (with higher moderate) of variance of Digital payments.  
Effect Size f2: In the model developed, the f2 effect size is Digital payments to Cashless World (0.505- moderate), Digital 
payments to Crypto Currency (0.428 - Medium), Digital payments to Integrated Billing (0.714 –Highly Moderate) and Digital 
payments to Mobile Payments (0.565- moderate). Effect size for behavior (being formative construct) is not to be calculated 
(Hair et al., 2014).
t- statistics:   Bootstrapping is applied for the significance of the path coefficient with two tails at 5% level of significance. The 
t statistics for all the path coefficients are greater than 1.96, confirming the significant path relationship with the constructs.

Findings
 ● There is no significant effect of Digital Payments on Market Provisioning.

 ● Beta value shows that Market Provisioning has positive relationship with Digital Payments.
 ●  In the current SEM model, the adjusted R-square is 0.646 for Digital payments, which means that 

Insurance, Market Provisioning and Investment Management together explain up to 65% (with higher 
moderate) of variance of Digital payments.  

 ●  The t statistics for all the path coefficients are greater than 1.96, confirming the significant path 
relationship with the constructs.
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Suggestions
 ● The RBI should establish a mandatory MSME referral Programme to facilitate MSME lending by alternative lenders.

 ●  Banks should target the customer demand area with advanced customer relationship management (CRM) tools and 
customize their offerings to delight the customer continually. 

 ●  Banks should work on all the focus areas for having an edge above fintech; they should collaborate with fintech in 
areas where they cannot benefit from being alone.

CONCLUSION

The banks and financial services market worldwide is going through a revolutionary change in technology by reducing 
today’s banks and financial institutions and individuals to create better, faster, and cheaper services that make them an even 
more crucial portion of daily life. The necessity for open revolution, association, and investment in the exact path will lead 
traditional banks to the pathway of digital banking. Financial Institutes thus have a great set of experiments into the future of 
them, typically beginning with the overall user knowledge. As the environment endures to evolves and redefines itself, FIs 
have to safeguard that their core contributions of products and amenities have to change immensely. Creation with onboarding 
the customer, the experience of meeting out documents, and generating new financial records has to expand in line with 
customer potentials, which are, in turn, actuality redefined by the FinTech startups.
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INTRODUCTION

Hedge Equities Ltd is one in all the leading retail stock broking house that is running with success within the country. 
Hedge offers its customers a large vary of equity connected services as well as trade execution on BSE, NSE, Derivatives, 
repository services, on-line commercialism, investment recommendation etc. The firm has a web commercialism and 
investment website – WWW.hedgeequities.com. The location provides access to superior content and group action facility 
to retail customers across the country. Best-known for its jargon-free, capitalist friendly language and prime quality analysis, 
the location has registered base of over thousands customers. The content made and analysis adjusted portal has stood out 
among its contemporaries thanks to its steadfast dedication to providing customers best-of-breed technology and superior 
market info. The target has been to let customers create enlightened call and to modify the method of investment in stocks. 
Hedge Equities endeavor to become a well acknowledged money services super-mart occupation to the evolving desires and 
distinctive necessities of our shoppers and partnering with them to make, manage and grow their wealth. Hedge Equities have 
continuously believed in investment in technology to make its business.

Equity Trading 
Equity provides you the chance to own a partnership Equity gives you the opportunity to have a partnership with all the 
leading Business tycoons round the globe. Total capital contribution for a corporation includes of investments through equity 
share holdings by tiny and massive investors. 

Equity Market, at present, may be a profitable field for the investors and finance in Indian stocks are profitable for not 
solely the long and medium-term investors, however conjointly the position traders, short-run swing traders and conjointly 
terribly short term intra-day traders. essentially, securities market is associate avenue for business folks to satisfy shareholders. 
aside from bank loans, they currently have another choice to finance their business. They did it by giving their company’s 

PERFORMANCE EVALUATION OF SELECTED MUTUAL 
FUNDS WITH REFERENCE TO HEDGE EQUITIES  

COCHIN, KERALA.

Ms. Anju Paul, Ms. Chippy Francis
Assistant Professor Research Scholar Christ College Bharathidaasan University.

Hedge Equities Pvt. Ltd. is one amongst the leading stock broking house that is running with success within the country. 
Hedge offers its customers a good vary of equity connected services as well as trade execution on BSE, NSE Derivatives, 
deposit services, on-line mercantilism and investment website web.hedgeequities.com the location offers access to superior 
content and dealings facility to retail customers across the country. Legendary for its jargon- free, capitalist friendly language 
and top quality analysis the location incorporates a registered base of over thousands of consumers. The content wealthy and 
analysis oriented portal has stood out among its contemporaries thanks to its steadfast dedication to giving customers best–of–
breed technology and superior market info. The target has been to let customers build knowing call and to change the method 
of finance in stocks. Hedge equities have forever believed in finance in technology to make its business. This study helps to 
learn about the mutual fund industry, evaluate various mutual fund scheme provided by Hedge Equities, identify the problems 
faced by mutual fund industry and to analyze the importance of mutual funds in current scenario.

Keywords – Hedge equities, Investment, Mutual fund, Customers, Finance

ABSTRACT



996
Copyright ©2020 Authors

Proceedings

equities in exchange of shareholders money. the corporate isn’t needed to repay the capital, however the new shareholders 
have a right to future profits distributed by the corporate. Hedge Equities opens the door to the present extremely remunerative 
investment chance that might offer a possible resolution to all or any your monetary queries. 

Commodities Trading
Commodity “futures” are contracts to shop for or sell sure product at set costs at a planned time within the future. Futures 
commerce plays a key role within the selling of variety of vital  agricultural and nonagricultural commodities because it 
provides the economic and farming communities with a clear worth discovery platform, that conjointly permits them to hedge 
their worth risk and price volatility. The expansion of Indian commodities futures commerce towards associate economical, 
clear and well-organized market has thrown open a window of advantages and opportunities to Indian producers and traders. 
Besides the first advantages of its twin economic functions of worth discovery and price risk management, goods futures 
commerce has conjointly contend associate semantic role in integration varied fragmented parts of the commodity scheme, 
so developing the infrastructure of agricultural commodities selling within the country. At present, twenty four goods futures 
exchanges are operational in Republic of India, that embrace twenty one regional bourses and also the 3 national-level 
players, with another 3 projected exchanges on the cards. Whereas the interchange non-agricultural commodities, particularly 
bullion and crude, has exaggerated within the past 2 monetary years, the identical in agricultural commodities has declined. 

Depository services
Hedge Equities may be a member of the National Securities facility restricted (N SDL), supply facility services with minimum 
Annual Maintenance Charges and dealings charges. Account holders will read their holding position through the web. They 
conjointly supply the ‘easiest’ facility provided by NSDL (electronic access to securities data and execution of secured 
transaction) through that purchasers will offer delivery directions via the web. 

Currency Trading
Investments in Currency Derivatives will facilitate your to diversify your portfolio from ancient plus categories. Currency 
derivatives will be delineated as contracts between the sellers and consumers, whose values are to be derived from the 
underlying assets, the currency amounts. These are primarily risk management tools in effect and cash markets used for 
hedging risks and act as insurance against unforeseen and unpredictable currency and charge per unit movements. anyone or 
company expecting to receive or pay sure amounts in foreign currencies at future date will use these merchandises to choose 
a set rate at that the currencies will be changed currently itself. 

Mutual Funds
A fund might be a trust that pools the savings of variety of investors, the cash so collected is endowed by the fund manager 
in several styles of securities relying upon the target of the theme. These might vary from shares to debentures to securities 
industry instruments. The financial gain attained through these investments and also the capital appreciations complete by the 
theme are shared by its unit holder. So a fund is that the best suited investment for the investor because it offers a chance to 
speculate in a very diversified , professionally managed portfolio at a comparatively low price.

COMPARATIVE ANALYSIS OF MUTUAL FUND SCHEMES

TABLE SHOWN ABSOLUTE RETURN
SL NO: FUND ABSOLUTE RETURN

1 L&T MIDCAP FUND 278.3271962
2 CANARA ROBECO EMERGING EQUTIES FUND 279.894822

3 FRANKLIN INDIA SMALLER COMPANIES FUND 280.489178
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4 KOTAK EMERGING EQUITIES SCHEME 230.1838357
5 HDFC MID CAP FUND 209.246367

Interpretation: In this graph we can identify the five mutual fund for the past five years return measurement of absolute 
return. Franklin India Smaller Companies Fund has highest return that is 280.489178.
TABLE SHOWN COMPOUND ANNUAL GROWTH RATE: -

SL NO: FUND CAGR
1 L&T MIDCAP FUND 30.48888
2 CANARA ROBECO EMERGING EQUTIES FUND 30.59684
3 FRANKLIN INDIA SMALLER COMPANIES FUND 30.63768
4 KOTAK EMERGING EQUITIES SCHEME 26.98463
5 HDFC MID CAP FUND 25.3317

Interpretation: Here we can identify the five mutual fund scheme and their five years compound annual growth rate. The 
highest compound annual growth rate is 30.63% (Franklin India smaller companies fund).

CONCLUSION

Mutual funds relation to invests into stocks with associate degree intention to supply future growth opportunities to investors. 
Mutual funds are pools of cash that are managed by associate degree investment firm, advantages for investors include 
advanced portfolio management, dividend reinvestment, risk reduction convenience and fair pricing. They provide investors 
a spread of goals, counting on the fund and its investment charter. Some funds, for instance obtain to get financial gain on a 
daily basis. Different obtain to preserve associate degree investors’ cash. By having a diversified investment portfolio, which 
is to spread capital across more than just one investment category, investors can reap benefits. Diversification into multiple 
asset classes will help protect an investors capital in the event in segment of the financial markets does not perform well. This 
study concluded that, performance of five selected Indian mutual funds schemes gives more return and risk associated with 
selected mutual fund schemes and by evaluating past five years performance of mutual fund schemes, Franklin India Smaller 
Companies Fund have more absolute return.
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Dimensions of Investor Behaviour
The most fundamental change in investor behaviour in recent times is increased investor activism. However, there is a 
problem in defining investor activism. Merely taking the time to understand what’s going on in the company and vote is a form 
of activism, as is any kind of proactive approach to company mismanagement. But much of the action is done behind closed 
doors.  We define investor activism as the use of power by an investor either to influence the management processes of a given 
portfolio company or to evoke large-scale change in management processes across multiple companies through the symbolic 
targeting of one or more portfolio companies. All such actions can be described as the engagement process. Through these 
engagement processes, activist investors attempt to affect the strategic direction and performance of portfolio companies.

What has Behavioral Finance got to do with Investing? 
Just reflecting on our own investment decisions and the mistakes made in the past would highlight the essence of behavioral 
finance.  Most common of these mistakes involve selling winners too soon and holding onto losers, buying expensive stocks, 
getting anxious on seeing our investments quote at a discount to our purchase price translating into quotation losses, buying when 
others are buying and selling because others are selling.  These examples of investor behavior are not to be taken lightly.  Just 
as any game involves overcoming the opponents; the game of investing involves dealing successfully with one’s own emotional 
indiscipline to come out victorious.  It is not that the great investors do not suffer from these behavioral anomalies; it is just that 
they understand the importance of emotions while investing and train themselves out of acting emotionally.  As the legendary 
investor, Warren Buffet has observed, “It is only when you combine sound intellect with emotionally discipline that you get 
rational behavior”.  An understanding of how our emotions result in irrational behavior is indispensable for any investor.  

Investment Management of Individual 
Investment management is the art of selecting investments – such as stocks, bonds, and derivatives – and combining them 
in a way that compliments a client’s specific risk-to-reward requirements. It is often called “money management” or “asset 
management”. In other words, a wealth manager looks after the financial well-being of his client, but his efforts are not 
restricted only to achieving that goal. These inter alia include the following: 

Current Lifestyle needs: The income a client requires for meeting their living expenses, the needs of their children, and 
short-term or long-term financial/personal goals. 

Income tax considerations: Tax planning has always been at the core of the wealth management 
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Indian investor today have to endure a sluggish economy, the steep market declines prompted by deteriorating revenues, 
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investor’s irrational emotions like overconfidence, fear, risk aversion, etc., seem to decisively d rive and dictate the fortunes 
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proposition.  The timing of stock or bonds purchase and sales may have an impact on the total tax liability. 
Inheritance goals: To whom the client wants to entrust his/her money and how much control to confer 
upon probable successors(s). 
Humanitarian pursuits: The charitable clients would like to support as well as when and how they wish 
to donate their money or assets (a decision that determines any tax advantages to the client). 

Constraints in Individual Investment Process 

a) Time Horizon : Time horizon may be the most important factor of all since the time frame for accomplishing an 
objective tends to dramatically change the risk profile of investments.  The expected range of performance substantially 
narrows as the holding period is extended.  Thus, a crucial goal with a short-time horizon such as funding a child’s college 
education may require a relatively low-risk portfolio which may be very different from the one designed to fund a crucial 
longer term goal such as a comfortable retirement. 

b) Liquidity : Liquidity is an attribute of an investment that measures the ability of an investor to really convert that 
investment to cash, independent of any changes in the economy without significant financial loss.  Wealth managers should 
evaluate the degree of short-term liquidity that clients actually require.  Some clients may not need any special liquidity during 
the holding period, whereas others may require a large degree of liquidity perhaps after a certain point of time, e.g., retirement.  

c) Marketability :Marketability is an attribute that measures an investor’s ability to readily convert an investment to cash.  
Note that marketability does not come with the qualification, “without risk of principal loss”.  Marketable investments would 
include high-quality stocks, bonds, and open-end mutual funds.  They may be readily converted to cash, but with no assurance 
of returning the client’s investment. 

d) Risk : It is not sensible to talk about investment returns without talking about risk because investment decisions involve 
a trade – off between the two.  In other words, return and risk are opposite sides of the same coin.  There are different types, 
and therefore different definitions of risk. In simple words, risk may be defined as the deviation from expectations.  Or, this 
implies that the actual outcome of an event is different from the expected outcome. In financial terms, we may define risk as 
the chance that the actual return on the investment will be different from its expected return. Investors would like their returns 
to be a large as possible; however this objective is subject to constraints, primarily risk. The investment decision, therefore, 
must always be considered in terms of both risk and return.  These two are inseparable. 

Investment Avenues for Individuals: 

One can diversify his/her portfolio by investing in different asset classes rather than one particular asset class.  A wide 
range of investment alternatives are available to investors.  They fall into two broad categories, viz. financial assets and real 
assets.  Financial assets are electronic (or paper) claims on some issuer like governments or corporate bodies.  Some of the 
important financial assets include equities, fixed income securities or bonds (corporate bonds and government securities).  
Real assets are represented by tangible assets such as residential property, agricultural farms, precious objects, art pieces etc., 

Statement of The Problem

Investment behaviour is a complex subject in nature. The Investment decisions are linked with many factors like socio 
economic profile, investment objectives, investment climate, herd behaviour, rationality of the investors, market conditions, 
investment climate, interest rates, risk bearing capacity, motivating factors of investment, tax savings and its impact on tax 
burden, rate of return in the form of capital gains, investment advice etc. In addition income earning patterns and savings 
habits of the individuals and the interest towards a particular investment avenue and the natures of change in the investment 
behaviour also play a key role. In this parlance, what factors influences the investment behaviour of in the rural areas where 
the marginal income is very low and the savings potential is also low. But he interest towards investments is high.

In this view, it is necessary to have a detailed study on the profile of the investors, investment preferences, investment 
avenues availability and accessibility, risk bearing capacity, level of awareness on investment avenues, factors considered in 
investment decision making etc and other related dimensions of investments and investment climate, motivating factors can 
give a broad idea to understand the market and to take necessary steps to improve investments potential in the sample area. 
With this idea the researcher selected the above said problem to conduct a research.
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2.2: NEED FOR THE STUDY
 Economic development of the country depends on its savings potential and investment capacity. Savings potential 
and savings patterns depend on the individual spending patterns and attitude towards investments. Investment behavior and 
attitude of the investors depends on awareness, availability and accessibility of the investment avenues. These things can help 
many converting many individuals to an investors and there by savings and investments in the potential businesses. This can 
help in providing the initial investment to the entrepreneurs. Entrepreneurship improves the economic empowerment, social 
status at micro level. At macro level it helps an individual to link himself with the rest of the world and get the benefit of social 
justice, upgraded knowledge and technology for better living. The growth and development of entrepreneurship depends 
on the investment climate prevailing in the country. Investment environment and climate is associated with the investment 
behavior of the investors in an economy. Investor’s bevaiour depends on many factors associated with Investment Avenue, 
investment climate, investment motives, individual perceptions towards investment avenues, investor’s perception towards 
organized sector investments and business promotion, investment nature and associated returns etc. Hence, it is necessary to 
have a detailed study on the investment behavior of investors and to take the necessary steps to improve the same from time 
to time can help in smooth flow of funds for entrepreneurial activities and there by sustainable growth and development of 
an economy at large. At micro level it will pave a route map for employment opportunities; these employment opportunities 
can improve the income level, savings and investments of the individuals in the sample area. This can help in achieving the 
social justice and sustainable development of an economy in a balanced way. In this parlance, the researcher found a gap in 
investment behavior and investment potential of the sample area is an ideal and opt subject to take up for conducting research.

OBJECTIVES OF THE STUDY
The present study was undertaken with the following objectives. 

 ● To find out the influence of various demographical variables on investment behavior of investors in Chennai city.

 ●  To study the relationship between the demographical variables and level of awareness on investment avenues in the 
sample area.

 ● To assess the factors influencing individual investment behavior of the investors in the sample area.

 ●  To explore the relationship between the investment climate, motivating factors and investment behavior among the 
investors in the sample area.

 ●  To provide suggestions to improve the investment environment, individual investment behavior among the investors 
in the sample area.

HYPOTHESES USED FOR THE STUDY

The following Null Hypotheses (Ho) have been formulated and tested to find out the relationship between the demographics, 
dimensions of investment behavior among the individual investors in the sample area.

Ho: There is no significant difference between demographical variables of individual investors with regard to the 
perceptions on the awareness on investment avenues, individual investor behavior, investment climate, motivational factors 
to investments and suggestions to improve the investment climate in the sample area.

SAMPLING DESIGN

 The study is mainly based on primary data which was collected from the 394 investors selected from in through 
convenient sampling technique.  The sample respondents were selected from Chennai city. In order to improve the validity 
of the questionnaire the equal sample representation is taken from the sample area covering all the directions of the city. On 
the other side, it is also considered that the sample representing the all the potential investment age groups, income levels, 
occupations, and risk tolerance levels of the investors. The sample size is fixed by considering the appropriate population size, 
investment potential of the respondents. The sample respondents are having at least one investment at the time of responding 
the questionnaire. This is taken into consideration to test the level of awareness on investment avenues and to weigh the 
degree of awareness on modern investment avenues.  Conventional investments are common in nature, but the changing 
times made the investor’s preference towards modern investment avenues due to flexibility, lesser tenure of maturity and 
attractive growth rate of returns. The sample area profile is presented below for the better understanding of the geographical 
and demographical nature of the Chennai city. This can help in drawing the logical understanding of the investor’s level of 
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awareness, investment behavior, factors influencing investment behavior, motivating factors for investments, investment 
climate and investment environment improvement in the sample area.

SAMPLE PERIOD

The survey was conducted during the period starts from July 2019 and ends on Dec 2019. The observations made on the investment 
climate and environment for a span of four years i.e., 2016 to first quarter of 2020. It has helped the researcher to understand the 
investment environment and to draw appropriate findings and suggestions. The researcher feels that, investment industry is one among 
the dynamic sectors in terms of growth and upgrading of investment climate, investment avenues and investment motives, investment 
behavior from time to time in the sample area and in the context of financial sector reforms progress in the state of Tamilnadu.

STRUCTURE OF THE QUESTIONNAIRE

The Primary data required for the research were collected by conducting a survey among the sample. For conducting a 
survey, a structured questionnaire was prepared. The questionnaire consists of four parts. Part A deals with profile of the investors 
on various demographical attributes and investment related variables. Part B deals with measuring the level of awareness on 
various investment avenues among the sample respondents using five point Likerts scale. Part C deals with measuring the 
factors affecting investment behavior of the investors in the sample area using five point Likerts scale. Part D deals with level of 
agreement on the investment climate and environment prevailing in the sample area using Likerts scale. Part E deals with level 
of agreement on the motivational factors prevailing in the sample area for investments using Likerts scale. Part F deals with level 
of approval on the suggestions to improve the investment environment in the sample area using Likerts scale.

The questionnaire is ends with an open ended question asking the any other information likes to give by the respondent.

PILOT STUDY AND RELIABILITY TEST

Initially a pilot study was conducted with 100 investors (50 from urban and 50 from semi-urban and rural area). 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 0.87, which shows that the instrument is reliable. 

TOOLS AND TECHNIQUES USED FOR ANALYSIS

The analysis part of the present thesis was made by using the various parametric and non-parametric statistical tests 
namely, Percentage Analysis, Chi-square Test, ANOVA, t-Test, Factor Analysis, and Multiple Regression Analysis.

FRAMEWORK OF ANALYSIS

The analysis of the present study is made in two parts. Part-I deals with the analyzing the profile of the investors in 
demographic dimension using descriptive statistics and Part II deals with the studying the relationship between the investor’s 
demographics and the selected variables influencing investment behavior, namely, awareness on investment avenues, factors 
influencing investor behavior, investment climate and environment, motivational factors to investments etc. 

Percentage Analysis is used for the identification of the demographic profile of the investors in the sample area. It helps 
in identifying the basic characteristics of investor and income and savings patterns and investment background to the study. 

T-test is applied in the appropriate places for better under standing of the statistical results and to make the suitable 
interpretations. The various dimensions in which t-test is administered to test the  significant difference between male 
and female investors, marital status with regard to the dimension of awareness on investment avenues, investor behavior, 
investment climate, motivational factors to investments and suggestions to improve the investment climate in the sample area.

ANOVA- is applied to find out the relationship between the various multiple attributes between the demographics and 
investment behavior related variables. The dimension in which ANOVA is administered includes testing the significant 
relationship between the age groups, educational qualification, occupation,level of income of the respondents with regard 
to the perceptions on the awareness on investment avenues, investor behavior, investment climate, motivational factors to 
investments and suggestions to improve the investment climate in the sample area.

Friedman test is administered to find out the significant difference between the mean ranks between the levels of 
awareness on the investment avenues among the sample respondents, significant difference between the mean ranks of factors 
influencing investment behavior of the investors in the sample area, and significant difference between the mean ranks of 
motivating factors influencing the investment behaviour of the investors in the sample area.
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Chi-square Analysis is used to test the association between investment objectives and level of awareness on investment 
avenues, investment objectives and investment behavior, investment objectives and investment climate prevailing, investment 
objectives and motivational factors for investment prevailing in the sample area.

Principal Component Analysis with Varimax rotation is used to group the various factors influencing investment behavior 
in the sample area. In this part of the analysis, the scholar is trying to group the items into factors. Factors determining 
investment behaviour of the investors in the sample area The sample adequacy for the factor analysis is found by using Kaiser 
Mayer Olkin sample adequacy test and the result is found adequate at 0.869 i.e. (86.9%). Each of the items is measured with 
Lickert’s scale on the level of agreement and grouped by using the Principal component analysis. Each factor explains a 
different dimension of an investor, which influences the investment behaviour in the sample area. The factors are Operational 
factors, safety factors, risk factors, trust factors and contingency factors.

Finally multiple regression analysis is applied for the purpose of finding the various factors that are affecting the investment 
bahaviour of investors and the variables related to investment environment in the sample area. The dimensions of analysis 
include awareness on investment avenues, investment behavior, investment climate, motivational factors to investments and 
suggestions to improve the investment climate in the sample area.

2.12: scope for further research

 The present study covers the state of Tamilnadu. In future a comparative study can be made between any two different 
states in the country. At micro level independent business can be selected and can find the success routes of business in the 
selected field. It is also suggestible one can do a research between the success factors of entrepreneurship now and then. A 
similar study can also be conducted between various kinds of businesses namely, manufacturing and assembling, assembling 
and trading, trading and construction, construction and distribution etc. At macro level a comparative study can be made 
between the entrepreneurial climate of two different countries in a continent or two different countries belongs to different 
continents. Such studies can through a light on the entrepreneurial climate and success factors of entrepreneurship in different 
geographical locations at different points of time and in the different kinds of business.

IMPORTANT FINDINGS OF THE STUDY:
Findings Based on the Percentage Analysis: 

 ●  The study reveals that, 42.6 percent of the sample is belongs to 31-40 years age group and another 22.1 percent are 
belongs to 41-50 years age group. It accounts nearly one third of the sample is high level of income earning age and 
potential savings group. This indicates the savings potential and investment capacity of the sample area. The reasons 
behind high level of savings by these age groups may be matured level of thinking, planning for the future and 
protection to the dependents are the prime priorities of these age groups. 

 ●  It is found from the sample that, 38.8 percent are graduates, 33 percent are belongs to post graduates, 10.9 percent are 
belongs to profession and 17.3 percent are belongs to matriculation category. 

 ●  It is observed from that table 4.2.5, that 39.6 percent of the respondents are coming under the income level of Rs.10000 
and less group among the sample. Another 36.5 percent comes under the income level of Rs.10000-Rs.20000 group. It 
indicates that the 3/4th of the sample is coming under the lower and upper lower income earnings group in the sample area. 

 ●  The primary objective of the investments elected by the investors in the sample area is regular income with 52.5 
percent score, income and growth with 19.5 percent and capital appreciation with score of 14 percent among the survey. 

 ●  Land is the most preferred investment avenue to the investors in the sample area representing with 41.6 percent of the sample. 
It is followed by gold and silver with the 27.7 percent of the sample, 16.2 percent represents insurance and 14.5 represents 
other investment avenues as the preferred investment option in the sample. 

 ●  Risk tolerance of the investors is observed at 10-15 percent among the 39.6 percent of the sample respondents. 38.3 percent 
expressed the risk tolerance level of less than 10 percent and finally 10.7 percent of the sample represents high risk tolerance 
group with above 20 percent of risk level. It indicates that, the average risk tolerance capacity of the majority of the respondents 
is less than 15 percent.

Findings of the Inferential Analysis:
 ●  There is no significant difference between the age groups with regard to the perceptions on the awareness on investment 

avenues, investor behavior, investment climate, motivational factors to investments and suggestions to improve the investment 
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climate in the sample area. It is agreed due to the fact that  p value is greater than 0.05, the null hypothesis There is no 
significant difference between the age groups with regard to the perceptions on the awareness on investment avenues(0.147), 
investor behavior(0.554), investment climate(0.314), motivational factors to investments(0.972) and suggestions to improve 
the investment climate in the sample area(0.227) is accepted at 5% level of significance.

 ●  Since p value is less than 0.01, the null hypothesis, there is no significant difference between the qualifications with regard to 
the dimension of level of awareness on investment avenues in the sample area is rejected at 1% level of significance. Hence, 
there is a significant difference between the qualifications with regard to the dimension of level of awareness on investment 
avenues in the sample area. Based on the mean value the level of awareness is high among the investors belongs to post graduate 
qualification mean score of 42.92 and with the standard deviation of 13.271, when comparing to other groups in the sample.

 ●  Since p value is less than 0.001, the null hypothesis there is no significant difference between the occupations with regard to the 
perceptions on the awareness on investment avenues, investor behavior, motivational factors to investments and suggestions 
to improve the investment climate in the sample area is rejected at 1% level of significance. 

 ●  Since the p value is less than 0.001, the null hypothesis, There is no significant difference between the occupations with regard to 
the perceptions on the awareness on investment avenues, investor behavior and suggestions to improve the investment climate 
in the sample area is rejected at 1% level of significance. Hence, there is no significant difference between the occupations 
with regard to the perceptions on the awareness on investment avenues, investor behavior and suggestions to improve the 
investment climate in the sample area. 

 ● �The�most�influencing�factors�of�investment�behaviour of the investors in the sample area are:  Salary form my job and 
earnings is likely to grow significantly in the coming years with the mean score of 13.35; If I were to decide how to invest 
contributions in my retire plan, I would choose investments which give fixed yields and stability with the mean score of 11.56; 
I believe investing in today’s volatile stock markets is very risky with the mean score of 10.46; Based on the return from my 
investment avenue I will change my investment preference with the mean score of 10.07; Investments should be in a position 
to give financial protection to the family with the mean score of 11.18; Simplified procedures should be there in investments 
with the mean score of 10.38; and Small investment options are more attractive than bigger ones with the mean score of 11.32 
is observed in the sample survey.

 ● �Moderately�influencing�factors�of�investment�behaviour of investors in the sample area are: Return from the investment 
will have an influence on the degree of risk I am willing to take with the mean score of 9.59; Legal aspects and litigations are 
the prime concerns in investment decisions irrespective of duration with the mean score of 9.68; Government assurance on 
the repayment of principal and returns with mean of 9.6; and Free from anti social element activities like encroachments with 
mean of 9.61 is observed in the sample survey.

 ● ���Least�influencing�factors of investment behaviour of the investors in the sample area are: Investing with gilt edged securities 
is better in long run with mean of 9.28; Diversified portfolios are preferred than the single and large investments with the mean 
of 9.02; Local investments are better when compare to other places with the mean of 9.39; Investing through and with known 
people is the preferred option with the mean of 9.41;  Investing in the group investments is better when compare to others with 
the mean of 9.21in the sample area.

 ●  Factors determining investment behaviour of the investors in the sample area is emerged by rotating the item scores loaded 
using factor analysis. The sample adequacy for the factor analysis is found by using Kaiser Mayer Olkin sample adequacy 
test and the result is found adequate at 0.869 i.e. (86.9%). Each of the items is measured with Lickert’s scale on the level of 
agreement and grouped by using the Principal component analysis. Five factors are emerged in the analysis. The factors are 
Operational factors, safety factors, risk factors, trust factors and contingency factors. 

�4.0:�CHAPTERISATION:�The�total�study�is�divided�into�five�chapters.�The�first�chapter�discussed�about�the�back�ground�to�
the study. The second chapter deals with review of literature on the current topic. The third chapter explained the methodology 
and�frame�work�of�analysis.�Fourth�chapter�deals�with�Data�analysis�and�discussion�and�Last�Chapter�contains�the�findings,�
suggestions and conclusion to the topic of research.
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INTRODUCTION

Private label brands propagate because the price of private label brands is lower than the price of national or domestic 
manufacturer’s brands. Nowadays, consumers became more price conscious and paid more attention on private label brand 
products (Chakraborty, 2011).  Private label brands are more popular especially in the United States and European countries, 
where many retailers selling their own brands such as Tesco and Sainsbury in the United Kingdom. India may represent 
the least-developed retail market in Southeast Asia: modern trade perforation is 5%, compared to more than 50% for most 
Southeast Asian markets; but it is one of the most prosperous private-label markets in the region. Private label grew 27% 
between 2012 and September 2014. Factors that drive this growth are the new generation of consumers who are not loyal to 
the individual brands and more open to endeavoring new products. In this scenario, the present study is conducted with an aim 
to find out the impact of awareness, perceptions, motivation, and attitude on satisfaction towards PLBs by holding purchase 
intention and purchase decision as mediating variables.

Research Methodology
The descriptive research design was followed in this research with the aim of finding out the relationship among the variables. 
Perception, Attitude, Purchase behaviour and Satisfaction towards Private brand Apparels towards are studied in detail. In 
determining the size and nature of the sample, respondents have selected who had made the purchase inside the shops deals 
with private label brand apparels in Chennai City. A calculation was made to reveal how many respondents were needed for 
this research. In this research,Demerger’s table of Sample Size was used to arrive sample size. The resulted sample size was 
384. It was decided to collect as many samples as possible, above and beyond the estimated size.

Data Analysis and Discussion
Regression-I

In this study, the dependent variable is Satisfaction towards Private label brand apparels (PLBs), Independent variables 
are awareness, perception, motivation and attitude and analysis are discussed as follows: 
Null Hypothesis: Ho4.1: There is no impact of awareness, perception, Motivation and attitude on satisfaction 
of Private label brand apparels (PLBs) without effect of mediating variables.  
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Dependent variable  : Satisfaction towards Private label brand apparels (PLBs) (Y)
Independent variables  :  1.   Awareness (X1)
Perception (X2)
Motivation (X3)
Attitude (X4)
Multiple R value   : 0.643
R Square value   : 0.413
F value    : 98.072
P value    : <0.001**

Table4.57 Coefficients (a) of Independent variables on Level of satisfaction of PLBs

 Unstandardized Coefficients Standardized Coefficients T value P value
 B Std. Error Beta   
(Constant) 15.111 1.943  7.779 0.000
Awareness 0.049 0.061 0.036 .808 0.419
Perception 0.122 0.035 0.152 3.445 0.001**
Motivation 0.252 0.047 0.272 5.300 0.000**
Attitude 0.271 0.044 0.285 6.144 0.000**

a Dependent Variable: Satisfaction of PLBs

The multiple correlation coefficient is 0.643 measures the degree of relationship between the actual values and the 
predicted values of the satisfaction towards private label brands (PLBs). Because the predicted values are obtained as a linear 
combination of Awareness (X1), Perception (X2), Motivation (X3), Attitude (X4) the coefficient value of 0.643 indicates that 
the relationship between satisfaction towards PLBs and the independent variables is quite considerable 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 0.413 simply means that about 41.3 % of the variation in satisfaction towards private label brands 
(PLBs) is explained by the estimated SRP that uses Awareness (X1), Perception (X2), Motivation (X3), Attitude (X4) as the 
independent variables and R square value is significant at 1 % level.
The multiple regression equation is 
Y = 15.111 + 0.049X1 + 0.122X2   + 0.252X3 + 0.271X4   
Here the coefficient of X1 is 0.049 represents the considerable and partial effect of awareness on satisfaction towards private 
label brands (PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive 
that satisfaction towards private label brands (PLBs) would increase by 0.049 for every unit increase in awareness and this 
coefficient value is not significant at 5% level. 
The coefficient of X2 is 0.122 represents the partial effect of perception on satisfaction towards private label brands (PLBs), 
holding the other variables as constant. The estimated negative sign implies that such effect is positive that satisfaction 
towards private label brands (PLBs) would decrease by 0.122 for every unit increase in perception and this coefficient value 
is highly significant at 1% level.
The coefficient of X3 is 0.252 represents the considerable effect of motivation on satisfaction towards private label brands 
(PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction 
towards private label brands (PLBs) would increase by 0.252 for every unit increase in motivation and this coefficient value 
is highly significant at 1% level.
The coefficient of X4 is 0.271 represents the partial effect of attitude on satisfaction towards private label brands (PLBs), 
holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction towards 
private label brands (PLBs) would increase by 0.271 for every unit increase in attitude and this coefficient value is highly 
significant at 1% level.
Based on standardized coefficient, the factors influencing satisfaction towards private label brands (PLBs) observed are 
awareness (0.049), attitude (0.271), motivation (0.252), perception (0.1122) respectively influencing the satisfaction towards 
private label brands (PLBs) apparels in the malls. 
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Regression-II

In this study, the dependent variable is satisfaction towards Private label brand apparels (PLBs), Independent variables are 
awareness, perception, motivation, attitude and purchase intention and analysis are discussed as follows: 

Null Hypothesis: Ho4.2: There is no impact of awareness, perception, Motivation and attitude on satisfaction of Private 
label brand apparels (PLBs) with purchase intention as mediating variable.  

Dependent variable  : Satisfaction towards Private label brand apparels (PLBs) (Y)

Independent variables  :  1.   Awareness (X1)

Perception (X2)

Motivation (X3)

Attitude (X4)

Purchase intention (X5)

Model Summary

Model R R Square
Adjusted R 
Square

Std. Error of the 
Estimate Change Statistics

     
R Square 
Change F Change df1 df2

Sig.

F Change
1 .643(a) 0.413 0.409 8.980 0.413 98.072 4 557 0.000
2 .655(b) 0.428 0.423 8.871 0.015 14.716 1 556 0.000

a Predictors: (Constant), Attitude, Awareness, Perception, Motivation
b Predictors: (Constant), Attitude, Awareness, Perception, Motivation, Purchase Intention

Table4.58 Coefficients (a) of Independent variables and purchase intention as mediating variable on Level of satisfaction 
of PLBs
Model  Unstandardized Coefficients Standardized Coefficients T value P value
  B Std. Error Beta   
1 (Constant) 15.111 1.943  7.779 0.000
 Awareness 0.049 0.061 0.036 0.808 0.419
 Perception 0.122 0.035 0.152 3.445 0.001
 Motivation 0.252 0.047 0.272 5.300 0.000
 Attitude 0.271 0.044 0.285 6.144 0.000
2 (Constant) 9.072 2.482  3.655 0.000
 Awareness 0.022 0.061 0.016 0.358 0.720NS
 Perception 0.126 0.035 0.157 3.599 0.000**
 Motivation 0.202 0.049 0.219 4.167 0.000**
 Attitude 0.253 0.044 0.265 5.754 0.000**
 Purchase Intention 0.292 0.076 0.146 3.836 0.000**

a Dependent Variable: Satisfaction of PLBs 
**-indicates highly significant at 1% level. NS- Not significant at 5% level of significance.
Excluded Variables (b)

Model  Beta In t Sig. Partial Correlation Collinearity Statistics
      Tolerance
1 Purchase Intention 0.146(a) 3.836 0.000 0.161 0.707

a Predictors in the Model: (Constant), Attitude, Awareness, Perception, Motivation
b  Dependent Variable: Satisfaction of PLBs
The multiple correlation coefficient is 0.655 measures the degree of relationship between the actual values and the predicted 
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values of the satisfaction towards private label brands (PLBs). Because the predicted values are obtained as a linear combination 
of Awareness (X1), Perception (X2), Motivation (X3), Attitude (X4) and Purchase intention (X5)  ( the coefficient value 
of 0.655 indicates that the relationship between satisfaction towards PLBs and the independent variables and first mediating 
variable is quite considerable 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 0.428 simply means that about 42.8 % of the variation in satisfaction towards private label brands 
(PLBs) is explained by the estimated SRP that uses Awareness (X1), Perception (X2), Motivation (X3), Attitude (X4) and 
Purchase intention (X5)  as the independent variables and R square value is significant at 1 % level.

The multiple regression equation is 
                                        Y = 15.111 + 0.022X1 + 0.126X2   + 0.202X3 + 0.253X4   + 0.292 X5   
Here the coefficient of X1 is 0.022 represents the considerable and partial effect of awareness on satisfaction towards private 
label brands (PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive 
that satisfaction towards private label brands (PLBs) would increase by 0.022 for every unit increase in awareness and this 
coefficient value is not significant at 5% level. 
The coefficient of X2 is 0.126 represents the partial effect of perception on satisfaction towards private label brands (PLBs), 
holding the other variables as constant. The estimated negative sign implies that such effect is positive that satisfaction 
towards private label brands (PLBs) would decrease by 0.126 for every unit increase in perception and this coefficient value 
is highly significant at 1% level.
The coefficient of X3 is 0.202 represents the considerable effect of motivation on satisfaction towards private label brands 
(PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction 
towards private label brands (PLBs) would increase by 0.202 for every unit increase in motivation and this coefficient value 
is highly significant at 1% level.
The coefficient of X4 is 0.253 represents the partial effect of attitude on satisfaction towards private label brands (PLBs), 
holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction towards 
private label brands (PLBs)would increase by 0.253 for every unit increase in attitude and this coefficient value is highly 
significant at 1% level.
The coefficient of X5 is 0.292 represents the considerable effect of purchase intention on satisfaction towards private label 
brands (PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that 
satisfaction towards private label brands (PLBs) would increase by 0.292 for every unit increase in purchase intention and this 
coefficient value is highly significant at 1% level.

Regression-III
In this study, the dependent variable is satisfaction towards Private label brand apparels (PLBs), Independent variables are 
awareness, perception, motivation and attitude and analysis are discussed as follows: 
Null Hypothesis: Ho4.3: There is no impact of awareness, perception, Motivation and attitude on satisfaction of Private label 
brand apparels (PLBs) with purchase intention and purchase decision as mediating variables.  
Dependent variable  : Satisfaction towards Private label brand apparels (PLBs) (Y)
Independent variables  :  1.   Awareness (X1)
Perception (X2)
Motivation (X3)
Attitude (X4)
Purchase intention (X5)
Purchase Decision making (X6)

Model Summary

Model R R Square
Adjusted R 
Square

Std. Error of 
the Estimate Change Statistics

     
R Square 
Change F Change df1 df2

Sig. F 
Change

1 .643(a) 0.413 0.409 8.980 0.413 98.072 4 557 0.000



1009
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

2 .655(b) 0.428 0.423 8.871 0.015 14.716 1 556 0.000
3 .745(c) 0.554 0.550 7.840 0.126 156.855 1 555 0.000**

c  Predictors: (Constant), Attitude, Awareness, Perception, Motivation, Purchase Intention, Purchase Decision Making of PLBs

Excluded Variables(c)

 Beta In t Sig. Partial Correlation Collinearity Statistics

     Tolerance
Purchase Intention .146(a) 3.836 .000 .161 .707
Purchase Decision Making of PLBs .513(a) 13.059 .000 .484 .523

Purchase Decision Making of PLBs .499(b) 12.524 .000 .469 .506

a Predictors in the Model: (Constant), Attitude, Awareness, Perception, Motivation; b Predictors in the Model: (Constant), Attitude, 
Awareness, Perception, Motivation, Purchase Intention; c Dependent Variable: Satisfaction of PLBs.

Table4.59 Coefficients (a) of Independent variables, mediating variables on Level of satisfaction 

Model  Unstandardized Coefficients Standardized Coefficients T value P value
  B Std. Error Beta   
1 (Constant) 15.111 1.943  7.779 0.000
 Awareness 0.049 0.061 0.036 0.808 0.419
 Perception 0.122 0.035 0.152 3.445 0.001
 Motivation 0.252 0.047 0.272 5.300 0.000
 Attitude 0.271 0.044 0.285 6.144 0.000
2 (Constant) 9.072 2.482  3.655 0.000
 Awareness 0.022 0.061 0.016 .358 0.720
 Perception 0.126 0.035 0.157 3.599 0.000
 Motivation 0.202 0.049 0.219 4.167 0.000
 Attitude 0.253 0.044 0.265 5.754 0.000
 Purchase Intention 0.292 0.076 0.146 3.836 0.000
3 (Constant) 5.287 2.214  2.387 0.017
 Awareness 0.061 0.054 0.044 1.131 0.259NS
 Perception 0.046 0.032 0.057 1.457 0.146NS
 Motivation 0.109 0.044 0.117 2.491 0.013*
 Attitude 0.155 0.040 0.163 3.916 0.000**
 Purchase Intention 0.140 0.068 0.070 2.046 0.041*
 Purchase Decision Making 

of PLBs
0.767 0.061 0.499 12.524 0.000**

a Dependent Variable: Satisfaction of PLBs

The multiple correlation coefficient is 0.745 measures the degree of relationship between the actual values and the 
predicted values of the satisfaction towards private label brands (PLBs). Because the predicted values are obtained as a linear 
combination of Awareness (X1), Perception (X2), Motivation (X3), Attitude (X4), Purchase intention (X5) and Purchase 
decision making (X6) ( the coefficient value of 0.745 indicates that the relationship between satisfaction towards PLBs and 
the independent variables and first mediating variable is quite considerable 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 0.554 simply means that about 55.4 % of the variation in satisfaction towards private label brands (PLBs) 
is explained by the estimated SRP that uses Awareness (X1), Perception (X2), Motivation (X3), Attitude (X4) and Purchase 
intention (X5) and Purchase decision making (X6) as the independent variables and R square value is significant at 1 % level.
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The multiple regression equation is 

                    Y = 15.111+ 0.061X1 + 0.046X2   + 0.109X3 + 0.155X4   + 0.140 X5   + 0.767 X6   
Here the coefficient of X1 is 0.061 represents the nominal positive effect of awareness on satisfaction towards private label 
brands (PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that 
satisfaction towards private label brands (PLBs) would decrease by 0.061 for every unit increase in awareness and this 
coefficient value is not significant at 5% level. 
The coefficient of X2 is 0.046 represents the partial effect of perception on satisfaction towards private label brands (PLBs), 
holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction towards 
private label brands (PLBs) would decrease by 0.046 for every unit increase in perception and this coefficient value is not 
significant at 5% level.
The coefficient of X3 is 0.109 represents the considerable effect of motivation on satisfaction towards private label brands 
(PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction 
towards private label brands (PLBs) would increase by 0.109 for every unit increase in motivation and this coefficient value 
is significant at 5% level.
The coefficient of X4 is 0.155 represents the partial effect of attitude on satisfaction towards private label brands (PLBs), 
holding the other variables as constant. The estimated positive sign implies that such effect is positive that satisfaction towards 
private label brands (PLBs) would increase by 0.155 for every unit increase in attitude and this coefficient value is highly 
significant at 1% level.
The coefficient of X5 is 0.140 represents the considerable effect of purchase intention on satisfaction towards private label 
brands (PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that 
satisfaction towards private label brands (PLBs) would increase by 0.140 for every unit increase in purchase intention and this 
coefficient value is significant at 5% level.
The coefficient of X6 is 0.767 represents the high level of effect of purchase decision on satisfaction towards private label 
brands (PLBs), holding the other variables as constant. The estimated positive sign implies that such effect is positive that 
satisfaction towards private label brands (PLBs) would increase by 0.767 for every unit increase in purchase decision and this 
coefficient value is highly significant at 1% level.

SUMMARY AND CONCLUSION

Based on standardized coefficient, the factors influencing satisfaction towards private label brands (PLBs) observed are 
awareness (0.061), attitude (0.155), motivation (0.109), perception (0.046) Purchase intention ( 0.140) and Purchase Decision 
making(0.767) respectively influencing the satisfaction towards private label brands (PLBs) apparels in the malls. This clearly 
indicates that the majority of the buyers of PLBs are highly satisfied with the quality attributes expected by the customers. 
Hence, PLBs will be the best alternative to national brands in terms of quality and value for money.
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INTRODUCTION TO THE STUDY

Origin and growth of E-marketing
In a world where over 170 million people use social media on a regular basis, every working professional is expected to be 
familiar with at least the core tenets of Digital Marketing. In simple terms, Digital Marketing is the promotion of products 
over the internet or any form of electronic media. According to the Digital Marketing Institute, “Digital Marketing is the use 
of digital channels to promote or market products and services to targeted consumers and businesses.”

The Internet is nearly 50 years old. It has started in 1969 as the ARPANET, it was commissioned by U.S. Department 
of Defense’s Advanced Research Project Agency (ARPA) as a network for academic and military use. The first online 
community, the USENET, began 10 years later and over 800 million messages are now achieved in Google groups. The first 
web pages and internet browsers appeared in 1993 and that was the internet’s tipping point. This was web 1.0. Companies, 
media and users flocked to this new web and it grew more quickly than had radio, television or any other medium. This first 
generation of e-business was like a gold rush. New start-ups and well established business alike created web presence and 
experimented plenty.

The term Digital Marketing was first invented and used in the year 1990. At that time Web 1.0 platform was developed 
which helped users to find out their necessary information. But, it did not allow them to share this information over the web. 
This time the marketers and the experts are unaware the uses of digital marketing. They were not sure whether their strategies 
would work or not because at that time the internet had not yet seen widespread deployment.
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Today’s world is based on the internet. It’s tough for the consumers to imagine their life without the internet because 
e-marketing has revolutionized the market and the minds of the consumers, as they can browse through the internet to source 
information for whatever they want, whenever they want. Today businesses around the world recognize that “the consumers 
are not the king but they are the soul mate”. Without customer satisfaction, organizations are unlikely to increase sales and, 
without increased sales, organizations won’t have resources to invest in anything. the Internet and Mobile Association of India 
(IAMAI) reports that the total value of e-Commerce transactions is expected to reach a minimum of $70 billion by 2024-25 - a 
massive market for merchants to engage with. This clearly demonstrates that India is growing fast and people are of using the 
internet as the evaluation of human society. The improvements in communication process and digital convergence open up 
innovative opportunities for marketing. Subsequently, the internet has moved ahead to play a significant role in consumer life.
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Then, in 1993, the first clickable web-ad banner went live.  At that time, HotWired purchased a few banner ads for their 
promotion and advertising. This marked the beginning of the digital marketing era. In 1994, some new technologies (First 
e-commerce transaction was done over the internet) were invented and entered the market with a new mission. Because of 
this gradual shift, the year 1994 saw new technologies enter the digital marketplace. The very same year, Yahoo was launched. 
Also known as “Jerry’s Guide to the World Wide Web” after its founder Jerry Yang, Yahoo received close to 1 million 
hits within the first year. This prompted wholesale changes in the digital marketing space, with companies optimizing their 
websites to pull in higher search engine rankings. Yahoo has changed the definition of digital marketing, and the companies 
have tried to optimize their websites so that they can get a better rank in search engine.

In 1996, some more search engines and tools like HotBot, LookSmart, and Alexa were launched. The first social media 
site Sixdegrees.com was launched in the year 1997. In 1998 saw the birth of Google. Microsoft launched the MSN search 
engine and Yahoo brought to the market Yahoo web search. Two years later, the internet bubble burst and all the smaller search 
engines were either left behind or wiped out leaving more space for the giants in the business. Moreover, in this year also 
Microsoft launched MSN, and Yahoo launched Yahoo web search.

Two years later (in 2000), the internet bubble burst and all the smaller search engines were wiped out. This creates more 
space and opportunities for the giants in the business. Then, the professional social media network LinkedIn was launched 
in 2002. The year 2003 was witnessed the release of WordPress and the launch of MySpace. In 2004, Gmail was launched. 
The same year Facebook has gone live, and Google went public. Then came Web 2.0, where people became more active 
participants rather than remain passive users. Web 2.0 allowed users to interact with other users and businesses. Labels like 
‘super information highway’ began to be applied to the internet. As a result, information flow volumes –including channels 
utilized by digital marketers- increased manifold, and by 2004, internet advertising and marketing in the US alone brought 
in around $2.9 billion. Soon, social networking sites began to emerge. MySpace was the first social networking site to arrive, 
soon followed by Facebook. Many companies realized all these fresh new sites that were popping up were beginning to 
open new doors of opportunities to market their products and brands. It opened fresh avenues for business and signaled the 
beginning of a new chapter to business. With new resources, they needed new approaches to promote their brands & capitalize 
on the social networking platform.

The cookie was another important milestone in the digital marketing industry. Advertisers had begun to look for other 
ways to capitalize on the fledgling technology. One such technique was to track common browsing habits and usage patterns 
of frequent users of the internet so as to tailor promotions and marketing collateral to their tastes. The first cookie was designed 
to record user-habits. The use of the cookie has changed over the years, and cookies today are coded to offer marketers a 
variety of ways to collect literal user data. Next, YouTube was launched in the year 2005. 

The year 2006 was another remarkable year because search engine traffic was reported to have grown to about 6.4 billion 
in a single month. This year Microsoft launched an MS live search and simultaneously, Twitter was also launched. Not one to 
get left behind, Microsoft put MSN on the backburner and launched Live Search to compete with Google and Yahoo.

At the same time, Amazon e-commerce sales have crossed near about $10 billion. In 2007, Tumblr was launched. 
Moreover, web streaming service Hulu was also founded in this year. Mobile giant Apple launched its iPhone in the same 
year. In the year 2008, Spotify was launched and Groupon went live. In 2009, Google launched Instant for real-time search 
engine results. Google introduced products like AdWords, which are 3 line ads that show up at the top or to the right of search 
engine results, and AdSense which is a cost-per-click advertising scheme. In time, Google started to target ads based on the 
interests of the customers and thus became a key player in the world of digital business.

In 2010, Whatsapp was launched along with Google Buzz. In 2011, Google+ and Google Panda were launched. People 
have already started to spend time on these mediums, and these mediums have surpassed the television viewership too. 2012 
is the year of social media. The companies have increased their social media budget up to 64%, and Google knowledge 
graph has also launched. Myspace and Facebook are the popular social media sites among the people. The companies have 
realized that these sites will help them in spreading up their businesses over the internet and thus, they were desperately 
trying to promote their products and brands on various social media channels. They have also tried to leverage social media 
to their businesses. In 2013, Yahoo acquired Tumblr. In 2014, the number of mobile and smartphone users had surpassed the 
number of PC users. Facebook messenger app along with tailored ads on LinkedIn and iWatch was launched. During this year, 
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Facebook acquired Whatsapp. Products marketed digitally are now available to customers at all times. Statistics collected by 
the Marketingtechblog for 2014 show that posting on social media is the top online activity in the US. The average American 
spends 37 minutes a day on social media. 99% of digital marketers use Facebook to market, 97% use Twitter, 69% use 
Pinterest and 59% use Instagram. 70% of B2C marketers have acquired customers through Facebook. 67% of Twitter users 
are far more likely to buy from brands that they follow on Twitter. 83.8% of luxury brands have a presence on Pinterest. The 
top three social networking sites used by marketers are LinkedIn, Twitter, and Facebook.

In 2015, Snapchat has launched its Discover feature. In this year several new technologies like analytics, wearable tech, 
and content marketing have also invented. Facebook has also launched its “Instant articles” in this year. The cookie was 
another significant milestone in the field of digital marketing. The first cookie was designed to record user habits. The use of 
the cookie has changed over the years, and cookies today are coded to offer marketers a variety of ways to collect literal user 
data. Popular social networking sites in 2017 are Facebook, YouTube, Instagram, Twitter, Reddit, etc. Facebook has a user 
base of 2.01 billion (as per the record of June 30, 2017). Based on the same, it can be concluded that the digital marketing is 
growing exponentially and every day it brings a chunk of opportunities to the users as well as the company owners. If you 
want to establish your presence firmly in this digitalized era, then you need to use all these opportunities meticulously for the 
benefit of the society at large.

Factors influencing consumer purchase decisions in online marketing
Gilmore, D. Gallagher, and S. Henry, (2007), Studies show that e-marketing acceptance has opened a new arena in the 
competition due to its various features and benefits such as trade globalization, elimination of temporal and geographical 
constraints, speed, efficiency, significant cost reduction, improved product quality, finding new customers or suppliers, 
creating new ways of selling current products, and exploiting opportunities among others. The Internet has affected many 
barriers to imports and exports, giving a lot of hopes to millions of SMEs.

S.D. Chaffey, R. Mayer, K. Johnston, and F. Chadwick,(2000),  E-marketing, refers to the application of the Internet and 
other related digital technologies in order to achieve marketing goals.

T. Mazzarol (2015),  Moreover, e-marketing has been defined to include the use of the Internet as well as its related 
technologies and features such as the world wide web, web presences, e-mails, real-time communication, and delayed 
and mixed time communication. These, and other marketing tools enable marketing objectives to be achieved. The term 
‘e-marketing’ refers to the use of ICT by firms in order to carry out activities thatserve to complete commerce and ebusiness 
strategies.

e-marketing Indian prospective
Emerging as one of the most rapidly developing economies worldwide, India offers tremendous opportunities for the growth 
of businesses. This rings true, especially for digital marketing. Currently, there are of 35% of the Indian population that has 
access to the internet. This figure may seem low, but considering that India’s population exceeds a billion, this means that 
there are about 462 million internet users in the country. In addition, the internet penetration rate is expected to reach above 
55% by the end of 2025 due to the fast development of telecommunications infrastructure. According to the Mary Meeker 
Annual Internet trends report for 2017, the country’s rate of internet use is quickly growing indicating that the Golden Age of 
digital marketing is yet to come in India.

Table-1: Showing the digital marketing growth potential in India

Particulars 2017 (in Milllions) 2025 (estimates)
No. of people using digital marketing 462 Million 850 Million
% of internet penetration 35% 55%
% of internet users from India in the world 13.5%
Salient feature of Indian users 65% of he users are from the age group of above 25 years of age
World rank II ( next to China)

Adapting to digital marketing has always been a point of skepticism for Indian marketers. This is mainly due to the 
inadequate reach of digital channels to prospective audiences. However, marketers are beginning to open up to the idea of 
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digital marketing with the internet becoming an indispensable part of people’s lives. As a matter of fact, the average budget 
allocated to digital marketing grew to 21% in 2017 from 19% in 2016. This is anticipated to have a massive surge in succeeding 
years. According to We Are Social’s Global Digital Report for 2019, there are 1.190 billion mobile subscriptions in India, 
which accounts for 87% of the population. As mobile data plans in the country become more affordable and pervasive, the 
populace’s access to the internet is expected to become more widespread in the coming years.

Table-2: Key digital statistical indicators of Indian market as on January 2018

Particulars Total population in Million Penetration rate in %
Total Population 1347 34%
Internet users 462 34%
Active social media users 250 19%
Unique mobile users 844 63%
Active mobile social users 230 17%

Source: https://www.slideshare.net/DataReportal/digital-2019-india-january-2019-v01
Furthermore, there are over 310 million active social media users in India. The biggest social network in the country is 
Facebook with around 300 million users in 2018. Instagram follows this with about 75 million users. LinkedIn has 54 million 
users, Snapchat has 11.15 million users and Twitter has 7.65 million active users.

2.1 Research Gap Identified
On the basis of the review of literature, the scholar identified many dimensions of factors influencing the usage patterns and 
level of satisfaction of customers using the e-marketing and buying the goods and services from the online marketers. In 
e-marketing retail sector, service providers find it increasingly difficult to create a differential advantage in service delivery 
due to huge infrastructure cost associated with the facility creation and maintenance of delivery systems. Simultaneously, 
the customer’s expectations towards service quality are highly diverse and demanding. The two major areas of factors 
affecting the satisfaction of e-marketing customers is service physical features of the e-marketing sites (service scape) and 
service quality in terms of quality of goods, designs display, price, discounts, delivery modes and payment options. The 
first dimension is physical environment of sites and its user friendliness with customized options and other one is intangible 
service environment. The combined effect of these two factors affects the usage patterns and satisfaction towards the adoption 
and usage of e-marketing as a channel to buy. The online customers choose the best system by comparing with the other sites 
available in the web and in the sample area. Hence, it is necessary to the e-marketing companies to know and have customer 
preferences in hand to make a policy and strategic plan to meet the expectations of the online marketing users from time to 
time. This can help to improve the online customer’s satisfaction for the business continuity and sustainability in the days to 
come.   On the other hand, it also helps to attract the potential youth towards e-marketing sites and to buy goods and services 
and there by business continuity and sustainability can be optimized. Hence, the present study is proposed to examine the 
service scape (physical environment of online sites) and other motivating factors influencing the customers to use e-marketing 
as a channel to buy goods and service in the sample area. 

Statement of the Problem
Rapid urbanization, changing trends in the life style and the traffic in cities making the urban life miserable. Individuals prefer 
to go for shopping in a relaxed manner and the organized retail malls are serving the segment very comfortably. The recent 
issues like safety, communicable diseases making the elderly and working class to look for alternative options. The digital 
marketing becomes an option to them to choose the utilities required by them online food aggregators are the first initiators 
to supply food items at door steps. Later slowly, the international players like amzon, flipkart, alibaba and many more entered 
into picture with virtual reality and augmented reality and standardization of products to the Indian customers. This has 
brought a drastic change in the minds of the people to prefer e-marketing channel as an option to buy goods and services. 
But, in a conglomarative open market environment and cosmopolitan customer base, the primary expectations from the 
e-marketing channels could be look and feel good appearance of the sites and the options provided in the site as attributes to 
attract the customers in a large scale and there by trade off will be easy. Once, the e-marketing retail firm gets trade off point, 
and then it can focus on customer delight service quality aspects. Hence, it is necessary to know the basic features expected 
by the customers in a e-marketing site and physical infrastructure aspects of e-marketing channel. Here, the delivery points, 
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delivery channels and payment options could be more appropriate to study. Hence, the current study is titled as: Impact of 
service scape factors on the e-marketing in Tamilnadu: a study with special reference to selected customers from Chennai city.

Scope of the Study
The scope of the current study is limited to the online buyers from Chennai city. The study covers the online buyers from all 
segments namely, age groups, occupations, income levels, gender, family back ground, and having different opinions with 
regard to e-marketing and its services. The sample customers are selected in a justified manner; a respondents could have been 
purchased at least once through online and experienced the attributes on service quality of e-marketing channel. The study 
covers the set of factors namely servicescape covering five variables namely, Comfortable accessibility of the e-marketing 
channel, Technology friendliness, safety e- environment free from virus and cyber threats, safety provisions for payment 
modes and channels as service scape factors. The mediating factors are motivating factors of e-marketing, cyber safety 
environment and usage patterns. And finally, the dependent factor is level of satisfaction of the e-marketing users and buyers. 
The study focused on the identification of the degree of influence of each of the independent and mediating variables on the 
dependent variable in the study. This can help in taking necessary steps to improve the usage level of e-marketing and the level 
of satisfaction towards e-marketing channels in the sample.

Need for the Study 
Chennai is one of the fastest growing cities in south India. Chennai is the 4th largest city in India The city and its surrounding 
metropolitan area has a population of nearly 8-10 million. India will likely see the golden period of the Internet sector between 
2013 to 2020 with incredible growth opportunities and secular growth adoption for E-marketing, Social Media apps, Search 
engines, Online Content, and Services relating to E-Commerce and Internet Advertising. As we all know, India has a long 
way to go in the world of Digital Marketing as more and more Indians are spending time on the internet as compared to China 
and US. Hence, the customers’ expectations with regard to physical scape and service environment and its attributes are need 
of the hour.

The role of service scape environment in e-marketing channels not only helps to improve the customers fall out but 
also has commercial and business value in it. The services of scape in the form of delivery points, logistics and the packing 
and transshipment centres adds value to the business model and there by earnings from the physical facilities will increase 
to break even at shorter span of time. In a way, these service scape facilities create employment and back end supply chain 
jobs in a large scale. The service quality is needed to attract the e-marketing customers to the online shopping service. This is 
also a factor having close association with the business consistency and sustainability in the long run. The customer loyalty 
towards e-marketing service is influenced by the physical appearance and e-service quality in display and sale of goods and 
services. Hence, it should be measured from time to time and take necessary corrective actions to keep the new age customers 
delighted. The permanent changes in the system design also to be considered as a dynamic solution to the issue. This is 
possible only through collection of heterogeneous customer group perceptions and analysing the same from time to time. 
Hence, the detailed study on newage customer’s perceptions towards e-marketing, in the sample area is need of the hour. 
Hence, the two aims of the study is to assessment of commuters perceptions and expectations towards e-marketing or online 
marketing  and to design the strategies to optimize the usage patterns and level of satisfaction of online buyers in Chennai city.

Objectives of the Study
The specific objectives of the study are:

 ●  To Study the profile of the online customers and their perceptions towards the service scape role in e-marketing 
adoption and implementation.  

 ● To examine the usage patterns, preferences and expectations towards e-marketing among the users in the sample. 

 ●  To analyse the perception differences of customers of different groups towards the service scape impact on the usage 
and satisfaction of e-marketing practice in the sample.

 ●  To distinguish the level of awareness, usage and satisfaction towards e-marketing among the online buyers in the 
sample

 ●  To find out the relationship between the servicescape, motivation, awareness and level of satisfaction towards 
e-marketing among the sample.
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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 demographical variables and perceptions with regard to the role of service scape 
as independent variable influencing the usage and level of satisfaction of online buyers towards e-marketing in the sample.
There is no significant difference between demographical variables and perceptions with regard to the role 
of usage, motivation and e safety or cyber climate environment as mediating factors influencing the online 
customer’s level of satisfaction towards metro rail services in the sample.
There is no association between the demographical variables and the perceptions with regard to variables 
influencing the usage and level of satisfaction towards e-marketing among the sample.  
There is no significant relationship between the service scape as independent factor and usage motivation and cyber 
safety environment as mediating factors and online customer’s satisfaction towards e-marketing among the sample.

Variables Used Are

1. Independent Factors: Service scape Factor: Comfortable browsing, Technology, cyber safety environment safety of 
data and personal information provided to the online buyers as service scape factors 

2. Mediating Factors: Factors of usage, included the availability, accessibility and affordability as related aspects of usage  
and Motivating factors of usage in the form of price, discounts, quality of goods and services, comparison of fares, free from 
traffic, value added services, Existence of cyber safety environment includes the frauds and data safety and payment models.

3. Dependent Factor: Customer’s level of satisfaction towards e-marketing including the value added services like packing 
and design as required by the online buyers.

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 information technology companies in the 
sample area. The electronic sources includes, data bases, e-journals, web sources, websites of research companies, industry 
associations, government websites and other media sources. Both primary and secondary sources are chooses through the 
official and verified sources. The authentication of data is based on the sources of observation and data collection. No personal 
and separate opinions are included in the study. But, the analysis of data is done in the light of consideration of socioeconomic 
climate and by considering the perceptions and behavioural aspects of the new age customers in the sample area.

Conceptual Frame Work

Numerous studies have investigated the influence of servicescape in customer attraction, customer perceptions, behaviour; 
repurchase intentions and satisfaction of the online buyers. No comprehensive study is focused to do an exhaustive and 
comprehensive study of assessing the role of service scape five dimensions considering as independent variable, usage, 
motivating factors on e-marketing and cyber safety systems environment as mediating variables and the online customer’s 
level of satisfaction as dependent variables in the literature. 

Data Collection Tools

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. The detailed structure of 
the questionnaire along with the various parts and its description is presented in the following pages.

Structure of the Data Collection Instrument

The questionnaire is prepared to cover all the aspects related to the problem statement of the study. The questionnaire is 
made in a comprehensive format using bipolar, dichotomous scaling, multiple choice scaling with single response, Likert’s 
scales with numerical labels.  



1017
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Table 3.1 Showing structure of the Questionnaire Design used in the study

S.No Sections of the data collection instrument Total
MCQs Likert’s 5-point

1 Demographic Profile 21 - 21
2 Independent Factor-: e-marketing scape environment( 

Physical)
Comfort ability of use of e- marketing - 10 10
Technology friendliness 10 10
Free from risks 10 10
Cyber safety Environment 10 10

3 Mediating Factors
Usage 10 10
Motivation factors 15 15
e-marketing Environment 25 25
Awareness 25 25

4 Dependent Factor
Online buyer Satisfaction 10 10

Total 21 135 156

Pilot Study and Reliability Statistics of the data collection tool
The pilot study was conducted by distributing 150 questionnaires to metro rail commuters at three divisions in the sample 
area. Cronbach Alpha Test was used to determine the degree of consistency among the multiple measurements of each factor 
and found the overall score of 0.896 as reliable when compared to standard alpha above 0.7 is considered sufficient (George 
and Mallery, 2001; Pallant, 2005).  The quality of research finding depends on the reliability and validity and relevance of the 
variables used in the research data collection. 

Research Methodology
The present study is perceptional and qualitative in nature. The present study is described the profile of the e-marketing 
customers and to study the perceptions, usage, preferences, expectations and the level of service quality received and the 
satisfaction derived from e-marketing and online purchases is assessed among the heterogeneous group of customers. For 
the purpose of collecting the data from the sample respondents, a research data collection instrument is designed and tested 
with the pilot study. For the purpose of study Chennai city is selected as a sample. The data collection purpose, a structured 
questionnaire is prepared by consolidation of the variables and factors from the literature. In order to test the reliability and 
accuracy and coverage of the scope, Initially a pilot study was conducted with 150 questionnaires and the reliability for 
the same was calculated by using Corn Bach’s Alpha Score and found at 0.893 (89.3 Percent) as reliable by comparing the 
standard alpha above 0.7 is considered sufficient (George and Mallery, 2001; Pallant, 2005). 

The large number of customers is from BPO employees, college students and office goers. The employees are coming 
for different sectors and students and households from different areas are included in the study. Women representation in the 
sample is ensured at all points of time. The total number of questionnaires distributed to the online buyers is around 1000 and 
collected back only 785. On completion of the survey and collection of 785 data sheets, it is found that, 102 questionnaires 
in total found unusable due to errors of omission and dual entries and 683 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 2019 and few 
are related to 2020.

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 zones in Chennai city. 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 150 respondents, by allowing 
the standard error at 5% level.  The adequate sample size obtained by the scientific method is observed at 635 and the actual 
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number of questionnaires available for data analysis is found at 683 as above the level of adequate sample size, and the 
analysis is carried out with the actual sample size of 683.

Frame Work of Analysis

To understand the demographic features of the online buyers, and to know the perceptions on usage, preferences, 
expectations and the level of satisfaction, descriptive statistics and frequency distribution are worked out. Simple correlation 
has been used to establish the associate relationship among the identified independent, mediating and dependent factors used 
in the study.  In order to identify the degree of influence of independent and mediating factors on the level of satisfaction 
towards e-marketing among the sample, the appropriate statistical tools are applied based on the nature of the data. In order 
to group the variables used in the study the factor analysis is grouped and the broad factors are emerged. In order to find out 
the perceptional difference among the demographical groups with regard to the role of independent and mediating factors on 
the usage and level of satisfaction towards e-marketing among the respondents, t-test and one way ANOVA is administered 
by considering the nature of data and dimensions of the study. The association between the demographics and perceptions 
with regard to the role of service scape on the usage, level of satisfaction among the sample is tested through chi-square test. 

A multiple regression is carried out to find out the role of independent factors and mediating factors role on the usage 
and level of satisfaction towards e-marketing is carried out separately.  Besides, mean score have been worked out for 
identifying the key dimensions of both independent and mediating variables used in the study. Finally, in order to find out 
the comprehensive relationship between the independent, mediating and dependent factors used in the study, a SEM model is 
proposed and found fit when compared to the standard values of the model fit measurements of the standard statistical values.

Organization and presentation of the study:
The thesis is presented in five chapters and detailed description of each chapter is as follows.

Chapter-I, titled as Introduction and it deals with explaining the theme of research, the dimensions of the study, and 
implications of e-marketing narrated in brief. 

Chapter-II, titled as Review of Literature and deals with review of existing literature and different dimensions of factors 
affecting the online buyer’s level of satisfaction and the role of comprehensive studies in measuring the level of satisfaction, 
presenting the contemporary research and identification of research gap, framing the research problem is exercised in a 
systematic manner. 

Chapter-III, titled as Research Methodology and deals with the systematic procedure adopted in administering the present 
research work including the methodology, design of data collection tool, selection of sample, fixation of size and method of 
sample, frame work of analysis, organization and limitations of the study is presented. 

Chapter-IV titled as Data analysis and Results Discussion, deals with Analysis of Profile of online buyers, usage levels, 
preferences and perceptions of customers towards e-marketing in Chennai city. In addition, inferential statistics deals with 
Analysis of data on the role of servicescape factors in the usage and satisfaction of customers towards e-marketing in Chennai 
city. 

Chapter-V titled as Summary of Findings, suggestions, conclusion and Scope for further research and presented the 
findings of the study in the order of analysis and suggestions are drafted in the light of findings of the study. The study is 
summarized and presented as conclusion. 
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Theories of Entrepreneurship
	 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. In the light of the above background, the 
understanding of some important theories of entrepreneurship propounded by Schumpeter, Weber, Hagen, Cochran, Young, 
Kunkel, Mc Clelland, Harbison and Hoselitz is quintessential. 

Innovative theory of entrepreneurship of Schumpeter: Joseph Schumpeter, who in turn brought the conceptual changes in 
the	definitions	and	functions	of	entrepreneur,	propounds	the	most	elaborated	theory	on	entrepreneurship.	According	to	him,	
entrepreneur is key functionary of economic development.

Max Weber’s social change Theory of Entrepreneurship: The core aspect of the Weberian theory of social change consists 
in	his	treatment	of	the	protestant	ethic	and	the	spirit	of	capitalism.	He	said	that	the	inducement	of	profit	results	in	greater	
number of business enterprises and complete re organization of the industry occur.

Everett E.Hagen’s Theory of Social Change: Hagan made an attempt to formulate a theory of social change, which 
explains how a traditional society becomes one in which continuous technical progress takes place. He supports the idea 
that economic growth occurs intur woven with political and social change. Besides, he rejected the idea that the solution to 
economic under development lies in imitating Western technology.

Thomas Cochran’s Sociological Theory of Entrepreneurial Supply: Cochran propounded a sociological theory of 
entrepreneurial supply. The basic assumption is that fundamental problems of economic development are non-economic. 
He emphasizes that cultural values, role expectation and social sanctions are the key elements that determine the supply 
entrepreneurs. According to him, an entrepreneur is neither a super normal individual nor a deviant person but represents 
a	society’s	model	personality.	He	also	held	that	the	performance	of	an	entrepreneur	will	be	influenced	by	his	own	attitude	
towards his occupation, the role expectations held by sanctioning groups and the operational requirements of the job.

Psychological	Drive	Theory:	Kilby	observed	that	psychological	drive	for	pecuniary	(desire	to	maximize	profits)	is	an	
exogenous	factor	taken	to	be	given	which	is	supposed	to	be	operative	in	all	societies.	He	further	was	of	the	opinion	that	profit	
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The	word	 ‘entrepreneur’	first	 appeared	 in	 the	French	 language	 and	was	 applied	 to	 leaders	 of	military	 expeditions	 in	 the	
beginning of sixteenth century. Later on, it was extended to cover other activities like agriculture, engineering, etc. in fact, 
Richard	Cantillon,	 an	 Irishman	 living	 in	France,	was	 the	first	person	 to	use	 the	 term	 ‘entrepreneur’	 to	 refer	 to	economic	
activities.	He	defined	entrepreneur	as	“the	agent	who	purchase	means	of	production	in	order	to	combine	them	to	produce	a	
product to sell prices that are uncertain at the moment at which he commits himself to his cost”. Thus, all classical economists 
recognized the importance of entrepreneurial functions but did not incorporate in their theories. As a result, entrepreneurship 
could not become a popular concept. Liberalization-Privatization-Globalization, the interest in entrepreneurship as a subject 
is growing steadily in the entire world.
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motive	combined	with	a	particular	definition	of	entrepreneurial	 role	provides	 the	highly	elastic	 supply	of	entrepreneurial	
services. He strongly believed that given a favorable economic setting, the main function of an entrepreneur is to make 
decisions under uncertainty.

Hagen’s theory shows that entrepreneurial supply can be expected from groups, which experienced ‘status withdrawal’. 
Hoselitz’s	theory	reveals	the	importance	of	minority	(marginal)	groups	which	in	turn	display	considerable	entrepreneurial	drive.	
The theories of Cochran, Young and Kunkel provide good insight into the social processes responsible for the development 
of	entrepreneurial	skills	in	the	people.	Finally,	Kilby’s	model	highlights	the	environmental,	economic	variables	present	are	
responsible for the demand side of market for entrepreneurship.

Thus, there being multi-faceted dimensions to understand the concepts of entrepreneurship, no single theory can provide 
all the data or conceptual apparatus necessary to develop the ‘Half a Lump’ policy and program. Therefore, policy-makers, 
administrators, organizational theorists, existing entrepreneurs, academicians including researches should consider this and 
device suitable measures to identify the right type of person, give him the right type of training, provide effective institutional 
support and device suitable modes of evaluating the impact of such efforts on the development of successful entrepreneurship.

Women Entrepreneur

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. However, the need for more 
women	entrepreneurs	has	to	be	studied	separately	for	two	main	reasons.	The	first	reason	is	that	women’s	entrepreneurship	in	
an important untapped source of economic growth. The second reason is that the women entrepreneurs create new jobs for 
themselves and others. They can provide different solutions to management, organization, and business problems. Empirical 
studies	show	that	women	contribute	significantly	to	the	running	of	family	business	mostly	in	the	form	of	unpaid	effort	and	
skills	(India	Together	News,	2008).

Today business is built around human capital, and women are one of the valuable factors in the task of setting industries. 
The	21st	century	has	become	a	knowledgeable	society	and	women	are	taking	part	virtually	in	every	field	including	Information	
Technology	(IT),	biotechnology,	tourism,	banking,	manufacturing,	and	service	sectors.	It	is	realized	that	there	is	an	increased	
need of economic independence for women. Their participation in remunerative work in the formal and non-formal labor 
markets	has	increased	significantly	in	the	past	decade.	Women’s	income	is	becoming	very	necessary	to	households	of	all	types	
in the wake of globalization and changing economic scenario. Many of the enterprises run by the women are able to create a 
successful business out of something as mundane as cooking. Despite being untrained, they were able to make their business 
a	success	because	of	their	discipline	and	commitment	(India	Together	News,	2008).

REVIEW OF LITERATURE

Michael	H.	Morris,	Nola	N.	Miyasaki,	Craig	E.	Watters,	and	Susan	M.	Coombes(2012)	states	that,	In	recent	years	the	
number	 of	women-owned	firms	with	 employees	 has	 expanded	 at	 three	 times	 the	 rate	 of	 all	 employer	 firms.	Yet	women	
remain	underrepresented	in	their	proportion	of	high-growth	firms.	A	number	of	plausible	explanations	exist.	To	develop	richer	
insights, a two-stage research project was undertaken. The results of both stages suggest that growth is a deliberate choice and 
that	women	have	a	clear	sense	of	the	costs	and	benefits	of	growth	and	make	careful	trade-off	decisions.

Candida	g.	Brush,	Nancy	m.	Carter,	Elizabeth	j.	Gate	wood,	Patricia	g.	Greene,	&	Myra	m.	Hart	(2012)	state	that	the	
number	of	women	entrepreneurs	is	rising	rapidly	and	many	are	creating	substantial	businesses.	For	most	women-led	ventures,	
growth is funded by personal investment and debt, although a small percentage draws on private equity investment to fuel 
high growth. The analysis examines the correspondence between bootstrapping and stage of business development. Results 
show	significant	differences	in	the	use	of	bootstrap	options	utilized	by	women-led	ventures	depending	on	stage	of	business	
development. Companies that have not achieved sales were more likely to emphasize bootstrapping to reduce labour, while 
those companies with greater sales were more likely to minimize cost of operations. Implications for future research and 
education are suggested.

Kathleen	dechant,	 asya	al	 lamky(2011)	pointed	 that	Entrepreneurship	has	become	a	defining	business	 trend	 in	many	
countries throughout the world. The ranks of entrepreneurs contain a sizable contingent of women. This study of the business 
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start-up experiences of ten Arab women from Bahrain and Oman can serve as a starting point for such research. Although 
based on a non-representative sample, it suggests that the experiences of the Arab women entrepreneurs studied generally 
parallel those of their counterparts from other parts of the world with a few distinct differences. These differences relate to 
securing start-up capital and other resources, networking, and work/family balance. Infused with Arab and Islamic values, 
the unique cultural milieu played a major role in shaping the entrepreneurial experiences of the Bahraini and Omani business 
owners studied.

The review of literature reveals that until now the studies have concentrated on issues such as women and problems of 
gender discrimination, empowerment of women, women education, employment, family living, women and development and 
analyzed the two roles of women in production and reproduction. However, the assessment of the value of training need and 
the	requirement	of	women	entrepreneurs	have	to	be	studied	in	detail	to	find	out	the	strengths	and	weaknesses	of	the	present	
entrepreneurship education and training. This study is expected to identify the barriers and success factors of women in utility 
service businesses.

RESEARCH METHODOLOGY

Statement of the problem
Entrepreneurship is something should be taken up with passion and courage. It also requires some special skills like doing 
things preplanned, innovative way and with lot of care and professionalism. The present study is focused on entrepreneurial 
barriers	and	success	factors	in	utility	services	business	in	Chennai	city.	It	is	specific	and	linked	with	the	natural	capacity	of	
women and also not capital intensive. Most of the studies indicated that, Service intensive businesses women are highly 
successful due to their natural capacity to handle things in a soft way. There are studies on limited services like beauty care, 
health care diagnostics, Petty shops like tailoring etc. There is no comprehensive study is found covering ten common utility 
services run by women. Hence, the present study is selected to focus on wide range of  utility services engaged by women as 
an entrepreneurial ventures and study comprehensive issues associated with those and identifying success variables. Hence, 
it is further a value addition to the existing literature and gives broad understanding on entrepreneurial barriers and success 
factors in utility services business in Chennai city.

Objectives of the study
 ● To identify the barriers of women entrepreneurs in utility service businesses.

 ● To study the factors motivating the women, to start a business.

 ● To	find	out	the	success	factors	of	women	entrepreneurs.

 ●  To assess the relationship between demographical variables of women and dimensions of women entrepreneurship in 
service sector businesses in the sample area.  

Scope of the study
The	study	covers	only	 the	entrepreneurs	operating	 in	Chennai.	All	 these	entrepreneurial	firms	are	owned	and	operated	as	
sole proprietorship concerns. In utility services competition ods emerging from corporate brands, but still , this business is 
dominated by reasons like cost economies and proximity to the residents. In addition, the trust factor is less on corporate 
entities with regard to personalized utility services. Word of mouth advertisements are better worked in utility services 
business rather than media ads. The study covers ten types of utility services like Child care and Day care , Beauty care 
centers,  LIC agency , Tailoring and decorative paintings, Playschool/ nursery school, Currier services,  Small savings agency 
(10),	DTP,	Xerox	and	Typing	centres,	Telephone,	STD	and	Cell	Recharge	and		Catering	and	event	management.	These	are	all	
requires	lot	of	specialized	skill	and	passion	to	take	up	and	do	in	a	professional	way.	These	services	can	have	direct	reflection	
from the customers. The study covers the whole Chennai. 

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.	For	the	purpose	of	
survey, women entrepreneurs are met in person and tried to explain the need for the study. In some occasions, SHG groups 
also involving in such businesses, but not included in the study. The references were taken from women associations, banks, 
training	centers,	district	 revenue	office,	block	development	cell,	 and	utility	 service	providers	 associations.	The	 sample	 is	
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collected from the entire city, by notifying the prominent places in the city. The equal distribution is not ensured and location 
importance or priority is not given. The time, cost and proximity to the topic is considered while collecting the data. Modern 
utility cum health care services centres like Spa, ultra modern saloons are exempted from the study. In a similar way franchisee 
pre	schools,	nursery	schools	and	day	care	centers	are	exempted	due	to	influence	of	brand	and	corporate	image.

Data collection tools and reliability 
The data required for the analysis is collected from the women entrepreneurs in the sample area through a structured 
questionnaire. The structured questionnaire is prepared on the basis of review of literature and in consultation with the women 
entrepreneurs in the utility services business. Initially, a rough draft of the questionnaire is prepared pilot study is conducted 
with 70 questionnaires. The reliability of the instrument is tested through Corn Bach, Alpha and the value is recorded at 0.92 
and found reliable. The individual sections also tested through the same and presented in the following table. The sample size 
of the study is 478.

Frame work of study:
The data collected from the women entrepreneurs through a structured questionnaire is tabulated by using MS-Excel spread 
sheets and uploaded in to SPSS master data sheet and labeled the variables in a clear manner. Later the descriptive statistical 
tool frequency analysis is made to calculate and grouping the entrepreneurs on the basis of demographical variables. Similarly, 
for	the	questions	following	likert’s	scale	mean	values	are	calculated	to	measure	the	significance.	In	part	two	of	the	analysis,	
inferential statistical tools is used to establish the relationship between the demographic variables and the barriers faced, 
entrepreneurial gaps, success factors, motivating factors of women entrepreneurs in the utility services business in the sample 
area. A factor analysis is used to group the barriers, entrepreneurial gaps, success factors and motivating factors of women 
entrepreneurs in utility service business for better representation of the outcomes. The independent analysis is made to identify 
the gaps, barriers, success factors associated with the demographical variables among the women entrepreneurs in the utility 
services business.

Chapter organization
The	present	study	is	divided	into	five	chapters	and	included	the	relevant	information	in	a	systematic	manner.	The	detailed	
description of the chapters is as follows.
The	 first	 chapter	 titled	 as	 Introduction,	 includes,	 the	 concept	 of	 entrepreneurship,	 theories	 of	 entrepreneurship,	 women	
entrepreneurs, issues in women entrepreneurship. The second chapter deals with Review of Literature, includes the research 
related	to	women	entrepreneurship,	business	models	followed	by	women	entrepreneurial	ventures	and	finally	the	chapter	is	
concluded	with	the	research	gap	identification.	The	third	unit	deals	with	Research	Methodology,	having	standard	items	like	
statement of the problem, objectives of the study, methodology adopted, sample frame and size determination, frame work 
of analysis, tools used for data analysis, limitations of the study and the scope for further research. Chapter four is titled as 
Data Analysis and Results Discussion. The present chapter contains introduction to the data analysis, descriptive statistics 
and	inferential	statistics	used	to	study.	Chapter	five	titled	as	Summary	of	findings,	Suggestions	and	Conclusion.	This	chapter	
contains	the	findings,	suggestions	and	conclusion	of	the	study.

DATA ANALYSIS AND RESULTS DISCUSSION
On the basis of data collected from the sample survey, tabulation was done by using SPSS. Version 23.0, and the necessary analysis are carried out for 
effective presentation and findings of the research. The basic purpose behind this to found the statistical evidences for the objectives framed and to test 

the hypothesis formulated for the study. The detailed analysis is done in two parts. 

Table 4.1: Distribution of sample on the basis of marital status of women

Marital Status of women Frequency Percentage
Married 267 55.9
 Unmarried 211 44.1
 Total 478 100.0

Source: Primary data/Questionnaire.
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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. The supporting environment 
from family and social structure existing in the market. Encouraging women in business is a positive node towards social 
development. Economic empowerment of women can bring lot of value addition to the family and to the society at large. The 
existing trend in the market is well appreciable and note worthy.

Table 4.2: Distribution of sample on the basis of Level of Education

Level of Education Frequency Percentage
Middle school 50 10.5
 SSLC 65 13.6
 HSc 130 27.2
 UG 79 16.5
 PG 99 20.7
 Vocational training 55 11.5
 Total 478 100.0

Source: Primary data/Questionnaire.
It	is	noted	from	the	table	4.2	that	the	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.	The	individual	attitude	and	risk	taking	
nature	based	on	his/her	financial	risk	bearing	capacity.	Educational	qualification	may	give	additional	level	of	knowledge	and	
information on the markets and its opportunities. Similarly work experience gives lot of practical inputs on business and 
its processes. Both are good for its own reasons. The existing climate of entrepreneurial behavior among women is quite 
appreciable.

Table 4.3: Distribution of sample on the basis of work experience and training status

Work experience Frequency Percentage
No work experience 134 28.0
	Not	in	the	relevant	field 62 13.0
 Basic training is given 34 7.1
 Intensive training is taken 87 18.2
 Work is relevant to study 161 33.7
 Total 478 100.0

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. It may 
be due to ancestral business taken up by the women. Basic training taken from the training institutions and starting business 
is very low is recorded in the sample. It indicates that training programmes on women entrepreneurship may not be providing 
good output in terms of converting job seekers to job creators.

Table 4.4: Distribution of sample on the basis of reason for starting business

Reason for starting business Frequency Percentage
Employ and engage my self 97 20.3
	Financial	empowerment 117 24.5
 Gain business knowledge 177 37.0
 Use the learning skills 49 10.3
 Employment avenue 38 7.9
 Total 478 100.0

Source: Primary data/Questionnaire.
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It	is	noted	from	the	table	4.4,	that	the	reasons	for	starting	business	are	recorded	financial	empowerment	at	24.5	percent,	37	
percent to gain business knowledge, 20.3 percent as employ and engage. On the other hand the least reasons quoted by the 
firms	are	Employment	Avenue	to	choose	the	entrepreneurship.	What	so	ever	may	be	the	reason	quoted	the	regular	engagement	
of business is ensured and it is the indicator of success of business.

Inferential Statistics:
Null hypothesis: There is no relationship between work experience and entrepreneurial barriers, success factors of women 
among the sample.

Table 4.8: Association between work experience and success rate among the women 

 Work experience / Training status Level of success Chi value P value
  Low Average High
No work 

experience

 

Count 34 41 59

109.56 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 

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 the p value is less than 0.001, the null hypothesis there is no association between work experience and success 
rate	among	the	women	in	utility	services	industry	is	rejected	at	1%	level	of	significance.	Hence,	it	is	inferred	that,	there	is	an	
association between work experience and success rate among the women in utility services industry. Based on mean value 
high	level	of	success	is	observed	among	the	no	work	experience	category	of	women	entrepreneurs	among	the	sample.	Further	
it is inferred that the entrepreneurs engaging work relevant to study observed low and average level of success rate in the 
business.

Null hypothesis: There is no relationship between nature of business and entrepreneurial barriers, success factors of 
women among the sample.

SUMMARY OF FINDINGS, SUGGESTIONS AND CONCLUSION

Based	on	 the	 result	analysis	some	of	 the	findings	are	presented	 in	 the	 following	pages	 for	 the	brief	understanding	of	 the	
women entrepreneurial barriers and success factors in utility service businesses in the sample area.

FINDINGS OF THE STUDY:

 ●  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. The supporting environment from family and social 
structure existing in the market. Encouraging women in business is a positive node towards social development. 
Economic empowerment of women can bring lot of value addition to the family and to the society at large.



1025
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

 ● 	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.	The	individual	attitude	and	risk	taking	nature	
based	on	his/her	financial	risk	bearing	capacity.	Educational	qualification	may	give	additional	level	of	knowledge	and	
information on the markets and its opportunities. Similarly work experience gives lot of practical inputs on business 
and its processes.

 ●  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. It may be due to ancestral business taken up 
by the women. Basic training taken from the training institutions and starting business is very low is recorded in the 
sample. It indicates that training programmes on women entrepreneurship may not be providing good output in terms 
of converting job seekers to job creators.

 ●  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. The prime reason for this may be the group loans issued by banks to SHGs in easy way. In addition, the 
government is also encouraging the SHG model for entrepreneurship ventures due to risk mitigation.

 ●  53.1 percent of the sample respondents are established their ventures between 2006-2010 and it was fallen down after 
2015. This may be due to heavy establishment expenditure and maintenance costs of the businesses. The primary 
reason behind the sudden up and fall indicates the environmental changes happening in the business climate in the 
sample area. Business cycles and the economic slowdown all over the country after 2016 had impact on business 
firms	and	also	on	the	entrepreneurial	environment.

 ● 	The	reasons	for	starting	business	are	recorded	financial	empowerment	at	24.5	percent,	37	percent	to	gain	business	
knowledge,	 20.3	 percent	 as	 employ	 and	 engage.	 On	 the	 other	 hand	 the	 least	 reasons	 quoted	 by	 the	 firms	 are	
Employment Avenue to choose the entrepreneurship. What so ever may be the reason quoted the regular engagement 
of business is ensured and it is the indicator of success of business.

SUMMARY AND CONCLUSION

A prerequisite for nurturing Entrepreneurship is the creation of a favorable business environment. This goal is at the heart of 
India’s	economic	liberalization	initiatives.	The	key	parameters	of	a	conducive	business	environment	include	smooth	flow	of	
information;	ease	of	starting	a	business	and	obtaining	various	clearances	and	permits;	ease	of	filling	taxes;	an	efficient	legal	
system; enabling legislations and regulations; absence of corruption; and world-class infrastructure facilities. The present 
study	finds	that,	majority	of	the	women	entrepreneurs	are	selecting	the	business	relevant	to	their	study	(33.7	percent);	The	
number of women ventured into business is between 2016-2020. It can be called as golden period for women entrepreneurial 
ventures. One key observation is 60 percent of the utility service businesses run by women entrepreneurs are reported very 
low level of annual turnover of below Rs.50000 among the sample. Child care and day care centres occupy the major choice 
of	utility	service	firms	in	the	sample	area.	34	percent	of	the	firms	registered	as	private	limited	firms	and	64	percent	of	the	firms	
have no employees, and started with an intention to gain business knowledge.

Registered	proprietorship	firms	are	highly	motivated	entrepreneurs	and	gave	many	suggestions	for	 the	success	of	 the	
women	 in	utility	 services	 industry.	High	 level	 of	 entrepreneurial	 gaps	 is	 observed	 among	unregistered	partnership	firms.	
Private	limited	firms	and	SHG	model	firms	are	getting	more	supporting	measures	form	different	sources	among	the	sample.	
The	over	all	success	is	observed	at	high	among	the	registered	proprietorship	firms	among	the	sample.	High	level	of	success	
is	observed	among	the	no	work	experience	category	of	women	entrepreneurs	among	the	sample.	Further	it	is	inferred	that	the	
entrepreneurs engaging work relevant to study observed low and average level of success rate in the business. Unregistered 
proprietorship	firms	are	observed	high	level	of	success	in	utility	services	industry.	And	finally,	high	level	of	success	is	observed	
among	the	women	engaged	business	with	an	intention	to	get	financial	empowerment	among	the	sample.
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INTRODUCTION

The Indian banking has come a large way from being a sleepy business institution to a highly proactive and dynamic entity. 
This transformation has largely brought about by the large dose of liberalization and economic reforms that allowed banks 
to explore new business opportunities rather than generating revenues from traditional streams. Indian economic policy has 
been founded on the philosophy of economic growth with social justice. India’s banking system has several outstanding 
achievements to its credit. The prime feature is its reach. According to traditional banking theory, the credit worthiness of a 
person is based on the tangible assets owned by him. The result is that the people who have money can get more money from 
the banks. This concept does not fit in without objective of social justice which states that the importance of bank finance 
should go to make people credit worthy through productive efforts. In fact, technical competency of the borrower, operational 
flexibility and economic viability of the project rather than the security which the borrower can offer are gradually becoming 
popular among the banking industry in evaluating loan proposal. The journey of the origin of the banking industry in India 
has established in 1786. 

OVERVIEW OF PUBLIC SECTOR BANKS (PSBS)

As per the Reserve Bank of India (RBI), India’s banking sector is sufficiently capitalised and well-regulated. The financial 
and economic conditions in the country are far superior to any other country in the world. Credit, market and liquidity risk 
studies suggest that Indian banks are generally resilient and have withstood the global downturn well. Indian banking industry 
has recently witnessed the roll out of innovative banking models like payments and small finance banks. RBI’s new measures 
may go a long way in helping the restructuring of the domestic banking industry. The digital payments system in India has 
evolved the most among 25 countries with India’s Immediate Payment Service (IMPS) being the only system at level five in 
the Faster Payments Innovation Index (FPII). 

CREDIT RISK MANAGEMENT OF BANKS IN INDIA: A 
PERCEPTIONAL STUDY AMONG THE SELECTED BANK 
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The global economies feel that the financial institutions have been equivalent of a high velocity roller coaster ride for the 
past couple of years. We have seen major ups and downs, with twists and turns along the way. The Indian banks are not 
an exception. The issue of Non Performing Assets (NPAs), the origin of the global financial crisis just like a roller coaster 
ride does, has left some with a rush of adrenaline and others feeling sick. The increasing level of credit risk demands the 
necessity of provisions at the cost of profit margin and banks market value. The various studies had discussed the issue of Non 
Performing Assets under many deliberations all over the world the problem is not only affecting the banks but the economy 
as whole. The wealth, health & financial status of the industry and trade is the reflection of Non Performing Assets in Indian 
Banks. The accumulating credit risk exposes the banks to the credit risk, arising due to the failure of non recovery of loans 
from the borrowers. Though complete elimination of losses due to credit risk is not possible but banks can always aim to keep 
the losses at a lower level. 
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Merger of Public Sector Banks in India 
Government of India (GoI) has consolidated 10 Public Sector Banks into 4 banks. The announcement of this 
mega-merger was made by Union Finance Minister Nirmala Sitharaman in 2019. However, RBI notified it in 
the late March through its circular to merge banks in the new financial year (1st April 2020). As per the finance 
minister, the merger would help to manage the capital more efficiently. The amalgamation of the PSBs is based 
on bad loans intensity and regional factors.  After these mergers, the country is having a total of 12 public sector 
banks, including State Bank of India (SBI) and Bank of Baroda. This will result in seven large public sector 
banks and five smaller ones. There were as many as 27 PSBs in 2017. What’s also noteworthy is the fact that 
the government had infused capital worth more than Rs 55,000 crores into public sector banks (PSBs). The 
government move to reduce the number of Public Sector Banks from the existing 21 to 12 is for creating 3-4 
global sized banks. Also, customers including depositors of merging banks will be treated as customers of the 
banks in which these banks have been merged.

Table-1: Merger List of PSU Banks in India 2020

Sl. No Acquirer Banks Banks to be Merged
1. Punjab National Bank(PNB) Oriental Bank of Commerce and United Bank of India
2. Indian Bank Allahabad Bank
3. Canara Bank Syndicate Bank
4. Union Bank of India Andhra Bank and Corporation Bank

Non-Performing Assets of Public Sector Banks

The quality of Indian banks assets is likely to deteriorate over the next two years. This will be driven by the slowdown 
in the economy, and by the aging of loans made in recent years. The NPAs are considered as an important parameter to judge 
the performance and financial health of banks. The level of NPAs is one of the drivers of financial stability and growth of 
the banking sector. The Financial companies and institutions are nowadays facing a major problem of managing the Non 
Performing Assets (NPAs) as these assets are proving to become a major setback for the growth of the economy. NPAs in 
simple words may be defined as the borrower does not pay principal and interest for a period of 180 days. However, it is taken 
into consideration now that default status would be given to a borrower if dues are not paid for 90 days. If any advance or 
credit facility granted by the bank to a borrower becomes non-performing, then the bank will have to treat all the advances/
credit facilities granted to that borrower as non-performing without having any regard to the fact that there may still exists 
certain advances / credit facilities having performing status.

Credit risk Management
According to the Basel Accord, a global regulation framework for financial institutions, credit risk is one of the three 
fundamental risks a bank or any other regulated financial institution has to face when operating in the markets (the two other 
risks being market risk and operational risk). As the 2008 financial crisis has shown us, a correct understanding of credit risk 
and the ability to manage it are fundamental in today’s world. Credit risk refers to the probability of loss due to a borrower’s 
failure to make payments on any type of debt. Credit risk management is the practice of mitigating losses by understanding the 
adequacy of a bank’s capital and loan loss reserves at any given time – a process that has long been a challenge for financial 
institutions. 

Credit risk is the potential that a bank borrower or a group of borrowers will fail to meet its contractual obligations and 
the future loss associated with that. For most banks, loans are the largest and most obvious source of credit risk. However, 
other sources of credit risk exist throughout the activities of a bank, including the banking book and trading book, and both 
on and off the balance sheet. Banks are also increasingly facing credit risk in various financial instruments other than loans, 
including acceptances, interbank transactions, trade financing, foreign exchange transactions, financial futures, swaps, bonds, 
equities and options, in the extension of commitments and guarantees, and the settlement of transactions. Since the exposure 
to credit risk continues to be the leading source of problems in banks worldwide, banks and their supervisors should be able to 
draw useful lessons from the experiences. Banks should now have a keen awareness of the need to identify, measure, monitor 
and control credit risk as well as to determine that they hold adequate capital against these risks and that they are adequately 
compensated for risks incurred.
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Credit Risk Management of Banks in India 

Credit Risk Management (CRM) has a systematic analysis of various forms of risks that influence or has likely to 
influence the repayment of loan given by the bank. The issue of effective credit risk management in banks has brought in 
focus due to global financial crisis. It has imperative for a bank in particular and for banking system in general to regularly 
monitor and review the CRM practices (Colquitt, 2007). A sound credit risk management has built upon a good-quality 
portfolio of performing assets. CRM of financial institutions represents all policies and procedures those financial institutions 
have implemented to manage, monitor and control their exposure to risk (Vasile and Nechif, 2010). The proper credit risk 
architecture, policies and framework of credit risk management, credit rating system, monitoring and control has been 
contributed in success of credit risk management system (Bodla & Verma, 2009). According to them, market conditions and 
company structures are different; credit risk management should be adjusted by institutions to comply with their needs and 
circumstances. 

Need of credit risk management: There are many existing tools and basic principles of management theory of credit risk 
management in Indian Commercial Banks; there is always scope for improvement and correction. Banks are investing a lot of 
funds in credit risk. Credit risk management is very important to banks as it is an integral part of the loan process. It minimizes 
bank risk, adjusted risk rate of return by maintaining credit risk exposure with view to shielding the bank from the adverse 
effects of credit risk. So strong and depth study of credit risk management give strengthening the risk control management in 
Indian commercial banks.

Recent Developments and Ways to Tackle CREDIT RISK and Bad loans  
 ●  Insolvency and Bankruptcy Code (IBC) – With the RBI’s push for the IBC, the resolution process is expected to 

quicken while continuing to exercise control over the quality of the assets. There will be changes in the provision 
requirement, with the requirement for the higher proportion of provisions going to make the books better.

 ●  Credit Risk Management – This involves credit appraisal and monitoring accountability and credit by performing 
various analyses on profit and loss accounts. While conducting these analyses, banks should also do a sensitivity 
analysis and should build safeguards against external factors.

 ●  Tightening Credit Monitoring – A proper and effective Management Information System (MIS) needs to be 
implemented to monitor warnings. The MIS should ideally detect issues and set off timely alerts to management so 
that necessary actions can be taken.

 ●  Amendments to Banking Law to give RBI more power – The present scenario allow the RBI just to conduct an 
inspection of a lender but don’t give them the power to set up an oversight committee. With the amendment to the 
law, the RBI will be able to monitor large accounts and create oversight committees.

 ●  More “Haircuts” for Banks – For quite some time, PSU lenders have started putting aside a large portion of their 
profits for provisions and losses because of NPA. The situation is so serious that the RBI may ask them to create a 
bigger reserve and thus, report lower profits.  

 ●  Stricter NPA recovery – It is also discussed that the Government needs to amend the laws and give more power to 
banks to recover NPA rather than play the game of “wait-and-watch.”

 ●  Corporate Governance Issues – Banks, especially the public sector ones, need to come up with proper guidance and 
framework for appointments to senior-level positions.

 ●  Accountability – Lower-level executives are often made accountable today; however, major decisions are made by 
senior-level executives. Hence, it becomes very important to make senior executives accountable if Indian banks are 
to tackle the problem of NPAs.

 ●   The banks should also consider “raising capital” to address the problem of NPA.

 ●  Using unclaimed deposits – Similar to provisions for unclaimed dividends, the government may also create a 
provision and transfer unclaimed deposits to its account. These funds, in return, can be transferred to banks as capital.

 ●  Monetization of assets held by Banks – In this case, banks with retail franchisees should create value by auctioning 
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a bank assurance association rather than running it themselves as an insurance company. The current set-up blocks 
capital inflows and doesn’t generate much wealth for the owners.

 ●  Make Cash Reserve Ratio (CRR) attractive – At present, the RBI asks Indian banks to maintain a certain limit on 
CRR on which the RBI doesn’t pay interest. Hence, banks lose out a lot on interest earnings. If the CRR is made more 
financially rewarding for banks, it can reduce capital requirements.

 ●  Refinancing from the Central Bank – The US Federal Reserve spent $700 billion to purchase stressed assets in 2008-
09 under the “Troubled Asset Relief Program.” Indian banks can adopt a similar arrangement by involving the RBI 
directly or through the creation of a Special Purpose Vehicle (SPV). 

 ●  Structural change to involve private capital – The compensation structure and accountability of banks creates a 
problem for the market. Banks should be governed by a board while aiming to reduce the government’s stake and 
making the financial institutions attractive to private investors.

 With the potential solutions above, the problem of NPAs in Indian banks can be effectively monitored and controlled, thus 
enabling the banks to achieve a clean balance sheet.

 REVIEW OF LITERATURE

The researcher had reviewed 240 reviews of literatures and various studies to identify the gap and observations of other 
authors on the issue of Non Performing Assets an agenda which is the need of the hour for the banking industry. The news, 
statements and research works related to the NPAs management is still being an agenda for discussion and many had put forth 
their recommendations to curb, manage and to minimize the level of NPAs in Indian banks with special note to public sector 
banks. RBI has been insisting on banks to utilize various measures on recovery of bad loans and strengthen due diligence. A 
major reason for deterioration in the asset quality of banks is the lack of effective timely information exchange among banks 
on credit, derivatives and un-hedged foreign currency exposures. (Sashidaran 2013). The accumulated and enormous level of 
NPA in post-liberalization period forced policy makers to reform banking sector. 

Kumar (2006) studied the bank nationalization in India marked a paradigm shift in the focus of banking as it was intended 
to shift the focus from class banking to mass banking. Internationally also efforts are being made to study causes of financial 
inclusion and designing strategies to ensure financial inclusion of the poor disadvantaged. The banks also need to redesign 
their business strategies to incorporate specific plans to promote financial inclusion of low income group treating it both a 
business opportunity as well as a corporate social responsibilities. Reddy (2004) critically examined various issues pertaining 
to terms of credit of Indian banks. In this context, it was viewed that µthe element of power has no bearing on the illegal 
activity. A default is not entirely an irrational decision. Rather a defaulter takes into account probabilistic assessment of 
various costs and benefits of his decision.

Amran, et al. (2009), explored the availability of risk disclosures in the annual reports of Malaysian companies.. The 
findings of the research revealed that the strategic risk came on the top, followed by the operations and empowerment risks 
being disclosed by the selected companies. The regression analysis proved significantly that size of the companies did matter. 

Hassan, (2009), made a study “Risk Management Practices of Islamic Banks of Brunei Darussalam” to assess the degree 
to which the Islamic banks in Brunei Darussalam implemented risk management practices and carried them out thoroughly 
by using different techniques to deal with various kinds of risks. The results of the study showed that, like the conventional 
banking system, Islamic banking was also subjected to a variety of risks due to the unique range of offered products in addition 
to conventional products. The results showed that there was a remarkable understanding of risk and risk management by the 
staff working in the Islamic Banks of Brunei Darussalam, which showed their ability to pave their way towards successful 
risk management. 

Thiagarajan et al., (2011) analyzed the role of market discipline on the behavior of commercial banks with respect to 
their capital adequacy. The study indicated that market forces influence the bank’s behavior to keep their capital adequacy 
well above the regulatory norms. The Non-Performing Assets significantly influenced the cost of deposits for both public and 
private sector banks. The return on equity had a significant positive influence on the cost of deposits for private sector banks. 
The public sector banks could reduce the cost of deposits by increasing their tier-I capital.

Research gap:
In India, NPA were very high in the beginning of 90’s. Over a period of time there is considerable decline in the NPA’s of all 
banks. As of March 31, 2018, provisional estimates suggest that the total volume of gross NPAs in the economy stands at Rs 
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10.35 lakh crore. About 85% of these NPAs are from loans and advances of public sector banks. For instance, NPAs in the 
State Bank of India are worth Rs 2.23 lakh crore. The government said the Non Performing Assets (NPAs) of Public Sector 
Banks (PSBs) stood at Rs 7.27 trillion as on September 30, 2019. Union Minister of State for Finance Anurag Thakur also said 
in Lok Sabha that scheduled commercial banks and select financial institutions have reported frauds to the tune of Rs 1,13,374 
crore in the first half of the current financial year. 

As a result of transparent recognition of stressed assets as NPAs, gross NPAs of PSBs, as per RBI data on global operations, 
rose from Rs 2,79,016 crore as on March 31, 2015, to Rs 6,84,732 crore as on March 31, 2017 and Rs 8,95,601 crore as on 
March 31, 2018. As a result of Government’s strategy of recognition, resolution, recapitalization and reforms, have since 
declined by Rs 1,68,305 crore to Rs 7,27,296 crore as on September 30, 2019. systematic and comprehensive checking, 
including of legacy stock of NPAs of PSBs, for frauds under the framework has been taken note of by the Reserve Bank of 
India (RBI) in its Financial Stability Report of December 2019, where it has observed that this has helped unearth frauds 
perpetrated over a number of years. This is reflected in the increased amount involved in frauds of Rs. 1 lakh and above, 
reported by Scheduled Commercial Banks and select financial institutions, from Rs 23,934 crore in the financial year (FY) 
2016-17 to Rs 41,167 crore in FY2017-18, Rs 71,543 crore in FY2018-19, and Rs 1,13,374 crore in the first half of the current 
financial year. This indicated the quantum of loan assets become NPAs and credit risk associated with it. Hence, an effective 
credit risk management is need of the hour apart from the comprehensive review of the existing credit risk management in 
the public sector banks. 

RESEARCH METHODOLOGY

Need for the study
The various authors have done their research on the management of Non-performing assets of public sector banks, private 
sector banks, cooperative banks, NBFCs. Indeed the researcher has noticed similarities and dissimilarities in the various 
studies mostly following the same pattern of analyzing the cause and impact of NPAs of banks in India. All the studies are with 
reference to the factors which are already identified by the RBI and BIS. Moreover, the authors had used mostly the secondary 
data from the banks statements and RBI publications for analyzing the NPAs of PSBs. In spite of legal framework and 
regulatory bodies dictating and governing the bank’s asset portfolio quality, still the level of the NPAs are high comparatively 
in PSBs than private and foreign banks. As the need of the time it is necessary to regain the trust of financial institutions the 
study on the origination and the management of such NPAs is taken up. The thumb rules of Indian public sector banks are 
that “the NPAs cannot be eliminated but it can be minimized if carefully handled.”  The researcher wants to take up a study to 
identify the areas of carelessness generating the NPAs of the bank and analyze such factors to get a fair view of these related 
issues.   

Statement of the Problem
In a fast changing banking environment of today the very survival of a banking organization depends on level of the income 
generated through optimum use of assets after paying the cost of funds for acquiring them and other administrative costs 
involved therein. Once the assets cease to contribute the income, they are termed as Non Performing Assets, which not only 
have cost of funds involved but also require to be operated as per prudential norms. One of the major problems being faced 
by banks and financial institutions in India is that of bad debts termed as “Non Performing Assets” (NPA).  There are many 
reasons for the sorry state of affairs and major among them are 1) Indirect Political interference, 2) Poor enforcement of 
policies 3) Archaic laws and procedures,4) Corruptions at various levels and competition in various banking institutions. 5) 
Flow of Funds etc. After considering the importance of various strategic affairs in Indian banking industry it is felt necessary 
to carry out a study entitled “Credit Risk Management of Banks In India:  A Perceptional Study among the Selected Bank 
Executives from Chennai”.

Objectives of the Study
The study basically aims at establishing a linkage between internal efforts of bank in the form of credit risk practices and 
growth of NPAs and credit risk. In other words, growth in NPAs can be checked considerably if bank and financial institutions 
have suitable internal credit risk management arrangements. The study is related to internal systems, procedures and practices, 
for monitoring of NPAs and mitigation of credit risk from the same. The research work has undertaken to identify the strategies 
to manage and mitigate the credit risk of selected public sector banks with the specific objectives, they are as follows:

 ● To examine the status of credit risk in banking sector in India.

 ● To find out the factors /reasons for higher level of credit risk in the public sector banks.
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 ● To know the issues in the implementation of credit risk management among Public Sector Banks.

 ● To study the organizational factors of credit risk management of public sector banks.

 ● To identify the best measures to control credit risk among the public sector banks.

RESEARCH METHODOLOGY 

A hybrid research methodology is adopted for the purpose of this study. Descriptive research methodology is adopted to know 
the banking sector climate and credit risk management practices of banking sector. An exploratory approach is followed to 
dig out the internal affairs of banking to know the difficulties in the credit risk management in banks. Methodology relates to 
plan of study, which includes steps of data collection, types of questionnaires, process of data and finally interpretation of data. 
Data is collected from Public sector bank branches located in and around Chennai. Present study is an outcome of survey in 
the sample area. The sample for survey is public sector bank branches presently functioning in Chennai Tamilnadu have been 
selected on the basis of convenience of the respondents.

Sampling of Banks:
The number of total scheduled commercial banks in India is 57, in which Public Sector Banks are 27. The total number of 
Public Sector Bank branches located in Chennai is 1266. The study covers 200 branches including all the public sector banks 
on convenience sampling basis aggregating 15.80% public sector bank branches functioning in Chennai, Tamilnadu. One 
fourth of the banks operating in Chennai city is taken up for the study i.e (1266X25%)= 316.5 and rounded off to 317.

Data collection methods and instrument design
Primary data was collected through structured questionnaire from the executives of a bank from public sector banks. The 
instrument is tested through pilot study is conducted to improve the validity of the questionnaire with 95 samples and the 
reliability is measured with Corn Bach’s alpha and found as 0.8953 suitable for the purpose of study. The detailed results of 
the reliability test are presented below.

Table-2:  Data collection instrument and Reliability 

S.No Description No.ofitems Alpha value
1 Part-I profile of the banking sector and credit risk management climate. 12 0.8817
2 Part-II credit risk management related information and follow up 12 0.8999
3 Part-III Appraisal Reasons for credit risk management in banks 17 0.8715
4 Part-IV Sanction and disbursement reasons for credit risk in banks 08 0.8722
5 Part-V Post disbursement reasons for credit risk in banks 13 0.8594
6 Part-VI difficulties in the credit risk management practice in banks 15 0.8975
7 Part-VII Perceptions on suggestions of credit risk  issues in banks 15 0.8358

The overall reliability of the questionnaire is represented by the Corn Bach’s alphas is 0.8953 and found reliable to proceed 
with the data collection. Since the study is related to credit risk concerning banks it was obvious to rely on the secondary data 
in the published form which is extensively used for the purpose of the study. The Annual reports from 2011 to 2019, RBI 
publications, Notifications, Journals, circulars on credit risk management, Websites etc. 

Statistical tools used
Entire data related to credit risk management is financial in nature which required careful scrutiny for which relevant statistical 
tools have been utilized as per the need of the study. The data is analysis is carried out by using SPSS version 17.  In the 
process of the above analysis, the study has adopted statistical techniques in order to get the interpretable solutions. Both 
parametric and non parametric tests are used in the study. Chi-Square test has been made in order to record the variation in the 
level credit risk management adoption and implementation in banks in the sample. 

Limitations of the study
The study covers only Chennai and its suburban branches for the purpose of survey. The survey is restricted to normal 
affairs of the credit risk management in banks. The sample size is ensured to relay on the findings of the study. However the 
policy of the government and RBI is keep on changing and there by a concrete answer is not able to given by majority of the 
respondents in the survey. The level of accuracy of the data given in questionnaire may have some percentage of personal bias.
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Scope for further Research
The present study covers all the aspects relating to credit management and internal affairs of the NPAs management in banks. 
The types of risks covering in the banking sector may have some degree of influence on the banking and its relevance to level 
of NPAs. A comprehensive study on that dimension can be a value addition to the existing literature. The behavioural aspects 
of  banking and administration, policy making and collection of credit can also be the interesting areas of research pertaining 
to credit risk management in banks. A cross country comparison of the Asian countries can help to understand the deficiencies 
in the management of loan accounts among PSBs in the county.

Data Analysis and Results discussion

Findings of the Study
Based on the data analysis of selected public sector banks the researcher has observed the following findings -   
According to the feedback from senior Bank officers the incomplete loan appraisal system, the type of loan to the category 
of borrowers, improper verification of documents as per KYC, and short of post disbursement activities are the major factors 
contributing to NPAs in the banks. The percentage of NPAs that recovered through Lok adalats, DRTs, SARFESI act and one 
time settlement is found increasing in recent times. The collateral securities accepted by the banks against the loans sanctioned 
are inadequate and in many cases the property are not viable and saleable. The reason why the banks are not able to analyze 
the worth of the property given as collateral for the loan taken is lacking of knowledge on the appraisal of various kinds of 
assets, securities and market value fluctuations of collateral properties. 
The PSBs majority of the loan is extended to the corporates, and most proportion of 76% to the priority sector, where 
the government schemes and subsidies are high and 90% chance of getting default. The corporate loans are immediately 
approaching the Asset restructuring cells immediately on the alert signal of going default. The research has also found that 
the PSBs are able to recover the outstanding loan above 1-3 years at a level of 21% through appointing the recovery agents 
and only 9% in case of filing the suit against the borrower but it significantly success in recovering the loans at 56% when the 
banker meet the borrower in person and discussion the compromise settlements schemes.
The PSBs are yet to build a strong Credit department team with skill and experience and also with proper training in processing 
the loan documents, sanctioning and post sanction monitoring. Credit to priority sector have higher NPAs, due to increase in 
outstanding amount in priority sector the banks face problems in further disbursement and increase their profitability.
Suggestions, Recommendations and Conclusion
The PSBs have to study the problems of NPAs branch wise and age wise, should prepare a loan recovery policy for NPA. 
Each bank should create special recovery cell at various levels for effecting timely recovery to improve the recovery status 
of the account. The banks have to maintain a regular contact with borrowers to ensure close monitoring of loan accounts and 
updating of clients profile with strong management information system among loans, operations and recovery departments. 
The banks have to be careful on the doubtful nature of operations in the account, overdraw,   low rating score and persistent 
default which are considered as early warning signals (EWS).

Bank should adherer (Know Your Customer) Norms for identification of borrower, guarantor and verification of their 
address to minimize the risk of default in case of housing sector lending. In respect of agriculture advances, recovery camp 
should be organized during the harvest season. The RBI and the other regulatory bodies should relax the provisioning norms 
on the standard assets as the provisions are made out of the current profit.

 The credit monitoring system need to be improvised to handle compromise settlement processes for the recovery of the 
outstanding loans categorized as NPAs. The system should develop a strategy wherein to identify the borrowers deliberately 
calling for compromise to get the benefit of cut down interest rate. The Public Sector Banks should avoid outsourcing the 
scrutinisation of loan applications and the recovery process as leads to enormous careless, mistakes ending with bad borrowers 
becoming bad. To avoid the cause of such recovery agents the bank should design a strategy of introducing incentives and 
rewards for the team of employees achieving the said recovery targets. 

The credit department of the Public Sector Banks should be revamp with skilled and specialized officers   trained in credit 
appraisal, recovery of dues to avoid external recovery agents.  A credit audit system should be implemented by the banks start 
from review of loan application till the recovery of the loans.  The public Sector banks should have internal rating agencies to 
rate the borrowers in all aspects of credit proposal. The banks should design a new MIS on performance of various sector of 
economy for better credit appraisal system.
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Conclusion
Non Performing Assets are global issue for all banks irrespective of the sector. It originates from lethargic sanction of loans and failure in 
recovery. In the study undertaken, it is found the major loss on account of credit risk is caused by public sector banks compare to private 
sector banks. There are common features responsible for credit risk in selected banks are observed as  lack of supervision, political 
interference, willful defaulters, diverted use of funds, internal and external causes, fraudulent approach of borrowers, irresponsible 
attitude of officers and poor appraisal system. Thus credit risk is a threat to the existence of bank. Default on account of big borrowers 
is a problem in recovery for public sector banks. The quality of standard assets is important factor in determining NPA. The process of 
maintaining the quality of the assets starts from appraisal stage, sanctioning of loan, post disbursement activities, efficient use of legal 
norms, which strengthen the recovery process resulting in minimum level of credit risk in banks. 

The legal environment and the norms of RBI, BIS, credit risk management and BASEL should strongly support and 
effectively monitor the follow-up of such norms by the public sector banks. It is preferable to opt for a structured model to 
handle risky assets separately. The crucial factor is to quickly identify the problem and approach professionally utilizing the 
effects and impacts out of the past experience prudently and pragmatically.   
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 INTRODUCTION TO THE STUDY 

The online business industry is well established in India. And, everyday some or the other new player is taking a plunge. 
Though, a major contribution to its growth is provided by e-commerce industry. Even so, not many understand the intricacies 
involved in e-commerce industry. By definition e-commerce stands for electronic commerce. Dealing in goods and services 
through the electronic media and internet is called as E-commerce. E-Commerce or E-business involves carrying on a 
business with the help of the internet and by using information technology like Electronic Data Interchange (EDI). It relates 
to a website of a vendor selling or providing services directly from its portal to the customers. They use a digital shopping 
cart system and allow payment through credit card, debit card or electronic fund transfer payments. The e-commerce industry 
helps in reducing costs in managing orders while also interacting with a wide range of suppliers and trading partners. It also 
involves any form of business transaction in which the parties interact electronically rather than by physical exchanges or 
direct physical contact.

With the evolution of technology and increase in consumerism all over India, e-commerce is riding the high tide in online 
business. Today, the total number of internet users in the world is close to 3 billion, out of this India has a total of 259.14 
million internet and broadband subscribers. Easy access to internet via mobile devices coupled with increasing confidence 
of the customers to purchase online is leading the way. Because of this, increasing number of people are registering on 
e-commerce websites and purchasing products through the use of cell phones. According to a report, annual growth rates in 
leading e-commerce markets of Japan, South Korea and Australia will run at 11% to 12% over the few years. In retrospect, 
the rapidly growing market of China and India is 25% and 57% respectively.
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Concept of E–commerce in India
Multi product E-commerce – Some e-commerce portals provide almost all categories of goods and services under one roof, 
targeting customers of every possible products and services. Indian e-commerce portals provide products like apparel and 
accessories for men and women, health and beauty products, books and magazines, computers and peripherals, vehicles, 
collectibles, software, consumer electronics, household appliances, jewellery, audio/video entertainment goods, gift articles, 
real estate and services, business and opportunities, employment, travel tickets, matrimony. Single Product E-commerce – 
Automobiles sector portals providing selling and buying of vehicles including two wheelers, comes under this. Stocks and 
share market sites, also offers their services through these types of portals, with options for comparisons and research. Other 
major industries offering their products and services are real estate and travel and tourism. Besides these, matrimony and 
employment websites are a big hit across India.

Origin and growth of E-Commerce Portals
E-commerce has transformed the way business is done in India. The Indian E-commerce market is expected to grow to US$ 
200 billion by 2026 from US$ 38.5 billion as of 2017. Much of the growth for the industry has been triggered by an increase 
in internet and smart phone penetration. The ongoing digital transformation in the country is expected to increase India’s total 
internet user base to 829 million by 2021 from 636.73 million in FY19.  India’s internet economy is expected to double from 
US$ 125 billion as of April 2017 to US$ 250 billion by 2020, backed primarily by E-commerce. India’s E-commerce revenue 
is expected to jump from US$ 39 billion in 2017 to US$ 120 billion in 2020, growing at an annual rate of 51 per cent, the 
highest in the world. Propelled by rising smart phone penetration, launch of 4G net work and increasing consumer wealth, 
the Indian E-commerce market is expected to grow to US$ 200 billion by 2026 from US$ 38.5 billion in 2017. Online retail 
sales in India is expected to grow 31 per cent to touch US$ 32.70 billion in 2018, led by Flipkart, Amazon India and Paytm 
Mall. Smartphone shipments in India increased eight per cent y-o-y to reach 152.5 million units in 2019, thereby making it 
the fastest among the top 20 smart phone markets in the world. Internet penetration in India grew from just 4 per cent in 2007 
to 52.08 per cent in 2019, registering a CAGR of 24 per cent between 2007 and 2019. The number of internet users in India 
is expected to increase from 687.62 million as of September 2019 to 829 million by 2021.

Investments/ Developments
Some of the major developments in the Indian e-commerce sector are as follows: In January 2020, Divine Solitaires launched 
its E-commerce platform. In February 2020, Flipkart set up a ‘Furniture Experience Center’ in Kolkata, its first offline presence 
in eastern India. In April 2020, Reliance Industries (RIL) started home delivery of essentials in partnership with local kirana 
stores in Navi Mumbai, Thane and Kalyan. In April 2020, Swiggy received an additional US$ 43 million funding as part of 
its ongoing Series I round. In May 2020, PepsiCo India partnered with Dunzo for its snack food brands that include Lay’s, 
Kurkure, Doritos and Quaker. In May 2020, chocolate maker Hershey India partnered with Swiggy and Dunzo to launch their 
flagship online store in order to increase reach. In Union Budget 2020-21, Government has allocated Rs 8,000 crore (US$ 1.24 
billion) to BharatNet Project to provide broadband services to 150,000-gram panchayats. In August 2019, Amazon acquired 
49 per cent stake in a unit of Future Group. Reliance will invest Rs 20,0000 crore (US$ 2.86 billion) in its telecom business 
to expand its broadband and E-commerce presence and to offer 5G services. In September 2019, PhonePe launched super-app 
platform ‘Switch’ to provide a one stop solution for customers integrating several other merchants apps. In November 2019, 
Nykaa opened its 55th offline store marking success in tier II and tier III cities.

Achievements in E-Commerce in India
Internet subscribers reached 687.62 million till September 2019. In the festive sale (September 29-October 4, 2019), E-tailers 
in India achieved US$ 3 billion of Gross Merchandise Value (GMV). Unified Payments Interface (UPI) recorded 1.25 billion 
transactions in March 2020, valued at Rs 2.06 lakh crore (US$ 29.22 billion). Internet Saathi project benefitted over 26 million 
women in India which reached 2.6 lakh villages and 20 states. Under Digital India movement, Government launched various 
initiatives like Udaan, Umang, Start-up India Portal. Udaan, a B2B online trade platform that connects small and medium size 
manufacturers and wholesalers with online retailers and provide them logistics, payments and technology support, has sellers 
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in over 80 Indian cities and delivers to over 500 cities. The Government introduced Bharat Interface for Money (BHIM), a 
simple mobile based platform for digital payments.

Future Prospects
The E-commerce industry has been directly impacting micro, small & medium enterprises (MSME) in India by providing means 
of financing, technology and training and has a favourable cascading effect on other industries as well. Indian E-commerce 
industry has been on an upward growth trajectory and is expected to surpass the US to become the second largest E-commerce 
market in the world by 2034. Technology enabled innovations like digital payments, hyper-local logistics, analytics driven 
customer engagement and digital advertisements will likely support the growth in the sector. The growth in E-commerce 
sector will also boost employment, increase revenues from export, increase tax collection by ex-chequers, and provide better 
products and services to customers in the long-term. Rise in smart phone usage is expected to rise 84 per cent to reach 859 
million by 2022. Online retail sales in India are expected to grow by 31 per cent to US$ 32.70 billion in 2018, led by Flipkart, 
Amazon India and Paytm Mall. Electronics is currently the biggest online retail sales category with a share of 48 per cent, 
followed closely by apparel at 29 per cent. E-Commerce has made it easier for top American brands to reach Indian customers 
and has emerged as one of the fast-growing trade channels available for the cross-border trade of goods and services. Several 
categories including lifestyle products, consumer electronics, clothing, footwear, jewelry and accessories, health and beauty, 
household goods, art and collectibles, event tickets and online music are doing well for online sales. 

E-Commerce Services
There is a new trend of emerging e-Commerce aggregators aiming to digitize several offline services to create a convenient 
ecosystem for consumers. The following table shows the major players in e-commerce portals

Table-1: Major E-commerce portals in India

Sector/product e-commerce portals
Tourism: MakeMyTrip; Goibibo; Yatra; IRCTC
Education EduKart; Meritnation, rankguru,khan academy, coureera, mycourses,
Healthcare Portea; Healthkart, practo,
Entertainment Netflix; bookmyshow, youtube, Firstshow, Cinemaone.
Real estate MagicBricks; Housing, 

99 acres, Indiaproperty, nobroker.com, olx
Fin-tech PayTM, Freecharge, PayUmoney, Mobikwik, PhonePe
Fashion and accessories Myntra, Koovs
Baby products FirstCry, babysWorld, Hopscotch, Babyoodles, justborn, newborn
Groceries Bigbasket
Home furnishings Pepperfry, Urban Ladder, Engrave, MaddHome, The Décor Kart, amzon, snapdeal,Flipkart
Health and personal care Netmeds, 1mg, HealthKart, Nykaa
General B2C

B2B

Flipkart, Snapdeal, ShopClues, Infibeam, Paytm Mall, Myntra, Jabong, Amazon, eBay, 
PayTM, Pepperfry, Zomato, BigBasket, Alibaba. Tolexo, Industrybuying, moglix, 
msupply, amazonbusiness

Beauty products Nykaa and Purplle, lakeme, Loreal, My Glamm, Belita, Big Stylist, Vanity Cube

E-commerce Sector Composition
Currently there are 1 to 1.2 million transactions per day in e-Commerce retailing.  Given below is the split of sectors according 
to popularity:
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Table-2: Composition of E-commerce portals usage and products purchase

Sector Percentage
Electronics 48%
Apparels 29%
Home and furnishing 9%
Baby, beauty and personal care 8%
Books 3%
Others 3%
Footwear Internet Retailing 24.21%
Eye wear 5.83%

Source: https://www.ibef.org

Online Payment
Cash on Delivery quickly changed into Card on Delivery (COD).  Cash transactions resulted in high 

administration costs for eCommerce companies which reduced their margins; however, digital payment 
solutions are evolving fast to address these challenges. According to the Reserve Bank of India, in June of 
2018 Indians had 944 million debit cards that could be used for online payment.  E-Commerce companies 
report that 61 percent of customers use debit cards for payment.  This clearly reflects that people are getting 
comfortable with using debit cards for activities other than withdrawals at ATM and many online retailers 
insist on debit card payment for high value transactions, which will help e-tailers to increase their reach. 
According to industry experts, digital payments will act as a game changer for the domestic e-commerce 
business and the current trend of dominance of cash-on-delivery would be reversed in the next five years. 
According to a Google India and BCG report, increases in purchasing by women and new internet users from 
smaller cities the digital spending is expected to increase to $100 million by 2020.  The launch of a Unified 
Payments Interface (UPI) by the Reserve Bank of India is expected to be a game changer. The UPI will enable 
eCommerce delivery staff to collect money electronically for even COD transactions. Mobile e-Commerce 
(m-commerce) is growing rapidly as a secure supplement to the e-Commerce industry.  Industry leaders 
believe that m-commerce could contribute up to 70 percent of their total revenues.  India has topped the 
U.S. to become the second largest market for smart phones after China.  The number of smart phone users is 
expected to reach 650 million by 2019, 700 million by 2020 and 829 million by 2021. 

Research Gap Identified
On the basis of the review of literature, the scholar identified many dimensions of service quality of 
e-commerce portals in India. Service quality dimensions like tangibility, responsiveness, assurance, empathy 
and reliability is fixed. In e-commerce business retail sector, service providers find it increasingly difficult to 
create a differential advantage in service delivery due to huge technology infrastructure cost associated with 
the facility creation and maintenance of delivery systems. Simultaneously, the customer’s expectations towards 
service quality are highly diverse and demanding. The two major areas of factors affecting the satisfaction 
of e-commerce portals used customers is network service and service quality in terms of quality of goods, 
designs display, price, discounts, delivery modes and payment options. The online customers choose the best 
system by comparing with the other sites available in the web and in the sample area. Hence, it is necessary 
to the e-commerce companies to know and have customer preferences in hand to make a policy and strategic 
plan to meet the expectations of the online marketing users from time to time. This can help to improve the 
customer’s satisfaction towards e-commerce portals and there by the business continuity and sustainability in 
the days to come.   On the other hand, it also helps to attract the potential youth towards e-commerce sites and 
to buy goods and services and there by business continuity and sustainability can be optimized. Hence, the 
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present study is proposed to examine the service quality of e-commerce portals in India: a study with special 
reference to women customers from Chennai and other factors influencing the customers to use e-commerce 
portals in the sample area. Here, the special focus in given to women users and the personal, health and beauty 
care and accessories used by the women in day to day life.

Statement of the Problem
The digital marketing becomes an option to them to choose the utilities required by them online food 
aggregators are the first initiators to supply food items at door steps. Later slowly, the international players 
like amzon, flipkart, alibaba and many more entered into picture with virtual reality and augmented reality 
and standardization of products to the Indian customers. This has brought a drastic change in the minds of the 
people to prefer e-commerce channel as an option to buy goods and services. But, in a conglomarative open 
market environment and cosmopolitan customer base, the primary expectations from the e-marketing channels 
could be look and feel good appearance of the sites and the options provided in the site as attributes to attract 
the customers in a large scale and there by trade off will be easy. Once, the e-commerce firm gets trade off 
point, and then it can focus on customer delight service quality aspects. Hence, it is necessary to know the 
basic features expected by the customers in a e-commerce portal site and service quality infrastructure aspects 
of e-commerce portal. Here, the e-commerce portal appeal, tangibility, responsiveness of the site through 
artificial intelligence systems, reliability of the sits or portal, assurance for the dealings and the empathy 
towards the users’ delivery points, delivery channels and payment options could be more appropriate to study. 
Hence, the current study is titled as: Service quality of e-commerce portals in India: a study with special 
reference to women customers from Chennai. 

Scope of the Study
The scope of the current study is limited to the e-commerce portal users from Chennai city. The study covers 
the e-commerce portal users from all segments namely, age groups, occupations, income levels, gender, family 
back ground, and having different opinions with regard to e-commerce portals and its services. The sample 
customers are selected in a justified manner; respondents could have been used the e-commerce portal at least 
once through online and experienced the attributes on service quality of e-commerce portal channel. The study 
covers the set of factors namely, e-portal tangibility, responsiveness, reliability, assurance and empathy as a 
set to measure the service quality of e-commerce portal. The mediating factors are motivators of e-commerce 
portal, technology safety environment and usage practices of e-commerce portals by the women . And finally, 
the dependent factor is level of satisfaction of the women towards e-commerce portals in the study area.  
The study focused on the identification of the degree of influence of each of the independent and mediating 
variables on the dependent variable in the study. This can help in taking necessary steps to improve the usage 
level of e-commerce portals and the level of satisfaction towards e-commerce portal as a channel to buy the 
goods and services by the women in the sample.

Need for the Study 
Chennai is a cosmopolitan city with the diverse cultural environment and huge purchasing potential and 
demand for all types of marketing. It is also one of the fastest growing cities in south India. Chennai is the 4th 
largest city in India The city and its surrounding metropolitan area has a population of nearly 8-10 million. 
India will likely see the golden period of the Internet sector between 2013 to 2020 with incredible growth 
opportunities and secular growth adoption for E- e-commerce portal usage, Social Media apps, Search engines, 
Online Content, and Services relating to e-commerce portals and Internet Advertising. As we all know, India 
has a long way to go in the world of Digital Marketing as more and more Indians are spending time on the 
internet as compared to China and US. Hence, the customers’ expectations with regard to e-commerce portals 
service environment and its quality attributes are need of the hour.
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The service quality is needed to attract the e-commerce portal users to the online shopping service. This is also a factor 
having close association with the business consistency and sustainability in the long run. The customer loyalty towards 
e-commerce portal users service is influenced by the physical appearance and e-service quality in display and sale of goods 
and services. Hence, it should be measured from time to time and take necessary corrective actions to keep the new age 
customers delighted. This is possible only through collection of heterogeneous customer group perceptions and analysing the 
same from time to time. Hence, the detailed study on new age women customer’s perceptions towards e-commerce portals, in 
the sample area is need of the hour. Hence, the two aims of the study is to assessment of women customers perceptions and 
expectations towards e-commerce portals or online marketing  and to design the strategies to optimize the usage patterns and 
level of satisfaction of e-commerce portal users in Chennai city.

Objectives of the Study
The specific objectives of the study are:

 ● To examine the status of e-commerce portals and online marketing in India.

 ● To find out the reasons for higher level of use of e-commerce portals by the women.

 ● To know the awareness, motivators of e-commerce portal users in the sample.

 ● To study the role of e-commerce portals in digital payments and factors associated with it.

 ● To measure the level of satisfaction of customers of e-portals in the sample area, Chennai city.

Conceptual Frame Work
Numerous studies have investigated the influence of service quality in customer attraction, customer perceptions, behaviour; 
repurchase intentions and satisfaction of the e-commerce portal users. No comprehensive study is focused to do an exhaustive 
and comprehensive study of assessing the role of service quality of e-commerce portals and its five dimensions namely, 
tangibility, reliability, responsiveness, assurance and empathy considering as independent variable, usage practices, motivating 
factors on e-commerce portal and digital payments environment as mediating variables and the level of satisfaction of women 
towards e-commerce portals as dependent variables in the literature. 

Data Collection Tools
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. The detailed structure of the 
questionnaire along with the various parts and its description is presented in the following pages.

Structure of the Data Collection Instrument
The questionnaire is prepared to cover all the aspects related to the problem statement of the study. The questionnaire is made 
in a comprehensive format using bipolar, dichotomous scaling, multiple choice scaling with single response, Likert’s scales 
with numerical labels.  

Table 3.1 Showing structure of the Questionnaire Design used in the study

S.No Sections Total
MCQs Likert’s 5-point

1 Demographic Profile 21 - 21
2 Independent Factor-: e-commerce portals service quality

Tangibility - 07 07
Reliability 07 07
Responsiveness 10 10
Assurance 06 06
empathy 05 05

3 Mediating Factors
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Usage practice 10 10
Motivation factors 15 15
Digital payments Environment 25 25
Awareness of e-commerce 25 25

4 Dependent Factor
Satisfaction towards e-commerce portals 10 10

Research Methodology
 The present study is perceptional and qualitative in nature. The present study is described the profile of the women 
using e-commerce portals and to study the perceptions, usage, preferences, expectations and the level of service quality 
received and the satisfaction derived from e-commerce portals is assessed among the heterogeneous group of customers. For 
the purpose of collecting the data from the sample respondents, a research data collection instrument is designed and tested 
with the pilot study. For the purpose of study Chennai city is selected as a sample. The data collection purpose, a structured 
questionnaire is prepared by consolidation of the variables and factors from the literature. In order to test the reliability and 
accuracy and coverage of the scope, 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 0.815 (81.5Percent) as reliable by comparing the 
standard alpha above 0.7 is considered sufficient (George and Mallery, 2001; Pallant, 2005). The large number of customers 
is from women working in BPO employees, college students and office goers. The employees are coming for different sectors 
and students and households from different areas are included in the study. Women representation in the sample is ensured at 
all points of time. On completion of the survey and collection of 800 data sheets, it is found that, 117 questionnaires in total 
found unusable due to errors of omission and dual entries and 683 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 2019 and first quarter of 
the year 2020.

Frame Work of Analysis
 To understand the demographic features of the e-commerce portal users among the women, and to know the 
perceptions on usage, preferences, expectations and the level of satisfaction, descriptive statistics and frequency distribution 
are worked out. Simple correlation has been used to establish the associate relationship among the identified independent, 
mediating and dependent factors used in the study.  In order to identify the degree of influence of independent and mediating 
factors on the level of satisfaction towards e-commerce portals among the sample, the appropriate statistical tools are applied 
based on the nature of the data. In order to group the variables used in the study the factor analysis is grouped and the broad 
factors are emerged. In order to find out the perceptional difference among the demographical groups with regard to the 
role of independent and mediating factors on the usage and level of satisfaction towards e-commerce portals among the 
respondents, t-test and one way ANOVA is administered by considering the nature of data and dimensions of the study. The 
association between the demographics and perceptions with regard to the role of service quality of e-commerce portals, level 
of satisfaction among the sample is tested through chi-square test. A multiple regression is carried out to find out the role of 
independent factors and mediating factors role on the usage and level of satisfaction towards e-commerce portals is carried out 
separately.  Besides, mean score have been worked out for identifying the key dimensions of both independent and mediating 
variables used in the study. Finally, in order to find out the comprehensive relationship between the independent, mediating 
and dependent factors used in the study, a SEM model is proposed and the fitness is compared with the standard values and 
the model is found fit.

Organization and presentation of the study:
The thesis is presented in five chapters and detailed description of each chapter is as follows.
Chapter-I, titled as Introduction and it deals with explaining the theme of research, the dimensions of the study, and implications 
of e-commerce portals and digital payments narrated in brief. Chapter-II, titled as Review of Literature and deals with review 
of existing literature and different dimensions of factors affecting the e-commerce portal users level of satisfaction and the role 
of comprehensive studies in measuring the level of satisfaction, presenting the contemporary research and identification of 
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research gap, framing the research problem is exercised in a systematic manner. Chapter-III, titled as Research Methodology 
and deals with the systematic procedure adopted in administering the present research work including the methodology, 
design of data collection tool, selection of sample, fixation of size and method of sample, frame work of analysis, organization 
and limitations of the study is presented. Chapter-IV titled as Analysis and Interpretation of Data, deals with Analysis of 
Profile of women using e-commerce portals, usage practices, preferences and perceptions of customers towards e-commerce 
portals in the sample area. In addition, inferential statistics deals with Analysis of data on the role of service quality factors in 
the usage and satisfaction of women users towards e-commerce portals is studied.Chapter-V titled as Summary of Findings, 
suggestions, conclusion and Scope for further research and presented the findings of the study in the order of analysis and 
suggestions are drafted in the light of findings of the study. The study is summarized and presented as conclusion. 
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INTRODUCTION TO THE STUDY

Traditionally Indian women had been home makers but in the recent decades, proper education and better awareness, in 
addition to the ever increasing cost of living has made them to go out and choose careers. In a patriarchal society like India it is 
still believed that a man is the primary bread winner of his family. Although Indian women have started working outside their 
homes but still they have a long way to go both culturally, socially and economically, to bring in positive attitudinal changes 
in the mind-set of people. Most of the Indian men are not ready to accept that women are capable enough to work side by side 
with men in all the sectors, other than in a few limited ones like teaching, nursing and in clerical sectors. Their capabilities are 
generally underestimated as a result of which Indian women have a tendency to opt for less demanding jobs even if they are 
highly qualified. Women have the responsibilities to effectively manage their multiple roles in domestic as well as employee’s 
lives. Men generally do not offer any help in the households work. This makes the life of working women extremely stressful.

There are innumerable challenge and problems faced by them both at home and workplace. What we generally see 
today, in addition to various media and journal reports is that in the workplace women generally face mental stress, sexual 
harassment, discriminatory practices, safety and security issues etc (Martin, 1989). India’s patriarchal society thinks of women 
only as homemakers and sexual objects and is generally subjected to exploitation and torture (Dube, 2001).

Women have been playing vital roles in households since ages. Now women are also recognized for their value in the 
workplace and are engaged in wide range of activities of work in addition to their routine domestic work. Building a society 
where women can breathe freely without fear of oppression, exploitation, and discrimination is the need of the hour, to ensure 
a better future for the next generation. Women have special abilities and poss by nature. In fact, nowadays what is much 
accepted by organizations is the democratic leadership and sensitivity to the needs of individuals. Furthermore, the presence of 
women in organizations results in the development of a healthy and moral culture. Moreover, their presence in governmental 
positions facilitates the organization inter communication improvements and innovation promotion. Besides, the information 
technology paved the ground for the women presence in the social affairs (Babaee Zekliki, 2005; Gopal,2008).

CONTEMPORARY FACTORS INFLUENCING THE STATUS 
AND SUCCESS OF WOMEN AT WORK:  A STUDY AMONG 

THE SELECTED WOMEN FROM  
CHENNAI CITY, TAMILNADU

Sandhiya.V 
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Dr.Y.Lokeswara Choudary
PG& Research Department of Commerce, Government Arts College for Men  
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The online business industry is well established in India. And, everyday some or the other new player is taking a plunge. 
Though, a major contribution to its growth is provided by e-commerce industry. Even so, not many understand the intricacies 
involved in e-commerce industry. By definition e-commerce stands for electronic commerce. Dealing in goods and services 
through the electronic media and internet is called as E-commerce. E-Commerce or E-business involves carrying on a business 
with the help of the internet and by using information technology like Electronic Data Interchange (EDI). 
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Identification and recognition of outdoor and indoor variables which affect women in attaining key position is very vital 
and important (White,2003; Adingar , 2004; Chugh & Sahgal,2007).On the other hand, women have special capabilities 
and poss. “soft” skills in human sources management which are more needed currently than before in organizations. In fact, 
nowadays what is much accepted by organizations is the democratic leadership and sensitivity to the needs.

Recent years more and more women have appeared on the international arena as successful leaders. This Trend is a good 
sign for leadership in the world which can be interpreted as a great step towards equal opportunities and the ability of public 
to overcome prejudices against women abilities to lead and rule (Sandon, 2006). Although we’ve come a long way throughout 
history by gaining the right to work and vote, there is still an obvious gender bias that lingers within the workplace. 

Working patterns of women in India:
 It has often been said that the Woman employees has not fully utilized her talent at the workplace. This is reiterated by the 
fact that according to the UNDP, at 28% the women workforce participation rate is among the lowest in the world. A few 
key aspects which complicate career choices for the women employees are the Indian joint Family system, Indian society’s 
collectivist outlook and the fact that the average age at which Indian children leave home is among the highest in the world. 

Many studies point to the fact that despite women’s investment in their own education, their commitment to their 
management career, the shortage of international executives, and equal opportunity legislation, even today women hold no 
more than a small fraction of management posts. Opportunities for women to avail of more generous life choices seem to 
be lacking. And this situation persists despite research both Indian and global - pointing to a link between gender balance 
in management and corporate profitability. Every organization that is following an aggressive growth agenda is keen on 
understanding the unique factors of success of women at work which propel the workforce participation of women in the 
Indian workplace. As such, there are many studies about engagement drivers which help employees stay retained in their 
workplace. However, there are no studies which speak about the career inhibitors and enablers specific to women employees. 

The objective of this study is to outline the different factors of success of women at work which empower Indian women 
to stay engaged in the workforce and manage the interruptions to their career with the support of their employer. The primary 
focus of this study is to ascertain the impact of Flexible Working methods as a career enabler for women to prevent their 
attrition from the workforce and act as a deterrent to career interruptions. 

Research Methodology

Statement of the problem and research questions
Women play a key role in the development of a family as well as an economy of the country. But, the women are not given 
such priority at work place for many decades. The recent amendments in the various acts related to industrial administration 
and social governance, paved the way to create a safe and secured environment to women along with reserved positions at 
work place and in constitutional establishments of the country. Women at work and her status and success at work place 
is undoubtedly is at stake. Many organizations do not prefer women to choose an employee. Many are discriminate in 
employment and pay scales in both organized and unorganised set ups in the sample area is observed. the reasons for not 
preferred to select women and deploy at work are women needs special work environment, women are not soo potential to 
work like men, women seeks frequent leave facility to handle family responsibilities, safety and security reasons. Beyond that, 
women potential is not at all recognized as a good mother, good employee, and good manager at work place, good problem 
solver and having potential to learn and grow in career faster than men. 

After many decades, women are considered with the advent of liberalization and globalised success trends of women 
leaders in many MNCs. The women reservation Bill and amendments of companies Act 2013 created a lot of change in the 
mind set of the corporate and organised firms. Today, women is preferred by many service firms for many reasons like low 
salary, no union issues, works for long hours, committed to work, and of course having a good communication and potential 
to manage problems in an effective manner is the mind set. Still the status of women at work and success of women is at stake 
for many reasons like, gender discrimination, inability to provide agile work environment, training and development, lack of 
commitment to employee engagement, work culture issues and lack of top management willingness to change the mindset. 

In such, environment, the present study is taken up to study the factors influencing the working status and success of women 
at work in Chennai city. The reason behind choosing Chennai city is, due to migrated population, the unskilled and semiskilled 



1045
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

women labour availability is plenty. Similarly, both organised and unorganised service firms operating from retail to hospitals 
prefers women employees by fixing low salary packages. Hence, the present study is focus to identify the factors influencing 
the working status and success of women at work in Chennai city as a comprehensive study. The reason behind, explaining as 
comprehensive study is the sample respondents are included from unskilled, semi skilled and skilled professionals in the study. 
The study also covers the all the sectors of services and some of the assembling and production sector.

Objectives of the study
The specific objectives of the study are as follows. The objectives are more focused on work place and organizational variables 
and hence fixed as independent variables. Similarly, the role of behavioural variables is also included in the study and the 
objectives are framed accordingly. 

 ●  To find out the factors affecting the working status and success of women at work among the sample respondents 
from Chennai city.

 ● To assess the dimensions of impact of each of the factors on the working status and success of women at work.

 ● To study the relationship between the organizational factors and working status and success of women at work.

 ● To study the relationship between the behavioural factors and working status and success of women at work.

 ● To fix the SEM model explaining the comprehensive relationships between the organizational, behavioural and 
dependent factors and validate the model.

Hypotheses framed and administered/tested
The study is framed the following hypothesis and administered on the sample data and results are interpreted in the light of 
the work environment and culture prevailing among the sample area.

 ●  There is no significant difference between mean ranks of agile work environment as a factor in the working status of 
women in the sample.

 ●  There is no significant difference between mean ranks of variables of employee engagement as a factor in the career 
growth and success at work of women in the sample.

 ●  There is no significant difference between mean ranks of career growth opportunities as a factor in the career growth 
and success at work of women in the sample.

 ●  There is no significant difference between mean ranks of Tenure of employment (Job security) as a factor in the career 
growth and success at work of women in the sample.

 ●  There is no significant difference between mean ranks of Work life balancing as a factor in the career growth and 
success at work of women in the sample.

Scope of the study
The present study is conducted in Chennai city by considering both organized and unorganised business firms operating in 
service sector and few in operations. The firms include retail financial services, operations, hospitals, health care, service 
centres, and hospitality sectors. The women employees covered from diploma to post graduates and professional certificate 
holders in few cases. The women employees are working in full time, part time, project based and assignment and consultancy 
mode are also considered for study. The women employees having less than 5 years work experience to above 20 years work 
experience is also considered for the study. Both married and unmarried, hailing from joint family and nuclear or independent 
family set up is considered in the respondents group for study. The respondents include, having worked in a single company 
to work for more than 10 companies also include having a wide range of perceptions and opinions. The functional areas of the 
women executives participated in the study includes, Finance & Accounts, Sales- field and online, Marketing-planning and 
execution, Human Resource , Administration, IT-Information technology, Production process, Quality Control , Operations 
overall, Others- administrative support, Production support, Medical services, Front Office services, and Guest Relation 
Executive (GRE), Research, Diagnostic, Media services. The women working in junior level management positions consists of 
65 percent and the remaining 35 percent are from middle, senior and strategic level management positions. Finally, the women 
taken career break and not taken the career break also included in the study. Hence, a conglomarative and comprehensive 
working population is covered and perceptions pertaining to the role of organizational and behavioural factors in the working 
status and success of women at work are studied.
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Need and social relevance of the study

With the increased level of migration to cities and increased level of higher education institutions, the number of graduates 
coming out of from the higher educational institutions is significantly increased in the past one decade. In addition, the 
imitated life style and family structure makes both the family members is preferred to go to work. The increased level of 
financial needs for needs and comforts are increasing with the inflation trends. All these put together women going to work 
is increased in cities and metro cities in the recent past. The traditional and modern firms operating in both organized and 
unorganized sectors in the sample area are many from traditional family based entrepreneurial set ups. The work environment 
is driven by the autocratic format of leadership and the degree of implementation of industrial acts and health, safety and 
welfare provisions are nominal. The emerging trends in IT and ITES, Financial services, Organised Retail malls gave a 
another kick back to the work place environment standards deterioration, by not following the time frame, and salary ranges 
and work place standards for employees. 

Many of IT, ITES and Organised retail firms, hospitals are not covered and governed by in any one of the industrial laws 
except shops and establishments Act provisions which are nominal in nature and never talks about the employee aspects of the 
provisions. This is used as a weapon to slice the employee health, safety and welfare to the extent possible.  Increased level 
of competition and rapid changing technology platforms added fuel to the unemployability trends of the women in the sample 
area. But, many firms prefers women to select for unskilled and semi skilled jobs at floor level positions by fixing lower pay 
scales for long working hour jobs. In some of the hospitals and hospitality sector firms this trend is observed more and it is 
followed by retail firms. In order to document it’s and represent in proper forums, a detailed and comprehensive systematic 
study is required and need of the hour. The potential women employees are exploited and the health, safety and welfare of 
the women are at stake. In this scenario, the researcher feels, it is necessary to have a comprehensive study covering both 
organized and unorganized firms covering all segments and all levels of women employees and to find out the factors affecting 
the working status and success of women at work. Hence, the present study is socially relevant and contemporary in nature 
and taken up for research.

Research design and methodology
The present study is perceptional and qualitative in nature. It follows descriptive research methodology in exploring the facts 
related to research problem and theme in the light of set objectives and hypotheses. The sample area is Chennai city and data 
collection is done through a structured questionnaire tested with pilot study and reliability. The study uses both first hand 
sources data and secondary sources. The sample area covers the wide area covering north Chennai, central Chennai, and south 
Chennai city. The prominent business units like Saravana stores, Vijaya hospitals, RR Dollenary, Pheonix market city, SRM 
Hospitals, RBS bank, Diamond Engineering services, Mehatha Health care, Prashanth hospitals, The Chennai silks, Just dial, 
LEmetropolis, Times coaching centre, SSS home Care, Bajaj finance, L&T Home loans, Ashok Leyland Motors, Radience 
infra, Pothys Garments, LUX Leathers, Zamba readymade, MEPZ associates, CRL Firms, Murugan dealers, Abdul Ghafer 
traders, Pioneer audio, supreme computers to name a few, located in both commercial and business centres. Initially a pilot 
study was conducted with 150 questionnaires and the reliability for the same was calculated by using Corn Bach’s Alpha 
Score and found at 0.772 (77.2 Percent) as reliable by comparing the standard alpha value mentioned in the literature by 
Pallent. 2005, as above 0.700 is considered as good and reliable. Based on the same HR Managers are met to get permission 
for the survey in the premises. Later final survey was started using the convenient sample technique (1800 Questionnaires 
were distributed and collected personally from the various business firms and entities by personal visit. The women executives 
were not willing to share any information about the individual data are not considered for the study. The primary reason 
behind the adoption of convenient sampling technique is time and co-operation from the sample respondents. 

Sources of data

For the purpose of study, data required is collected from both primary and secondary sources. The primary data is collected 
through a questionnaire prepared and tested through pilot study. The secondary data is collected from both manuscripts, 
print and electronic media sources. The manuscript, print sources includes, magazines, newspapers, books, journals, reports, 
research based thesis, review reports, policy documents and other unpublished data from the libraries and business firms, 
service sector establishments in the sample area. The electronic sources includes, digital platforms, data centres, e-libraries, 
data bases, e-journals, web sources, websites of research companies, industry associations, government websites and other 
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media sources.
3.9 Conceptual frame work

The conceptual frame work designed and proposed from the literature review is presented in the following figure.

Fig 3.1: Conceptual frame work model

Variables and factors 
There are three types of variables used in the study. 

The first sets of variables are organizational in nature and fixed as independent factors.
The second set of factors is behavioural in nature and fixed as behavioural factors.
The third sets of factors are dependent variables namely, working status of women and success at work.

Jargons used in the study and explanation 
Working status: The term working status refers to the continuity of employment without any career breaks due to organizational 
issues. The personal reasons for taking voluntary sabbatical or a maternity leave or shift of place and any kind of break due to 
personal and family reasons is not included as a career break. Working status is considered as organization influencing factor 
and individual employees does not have any control on that. A change of employment due to termination, unwilling lay off 
or forced resignation affecting the working status of women in many cases due to work place pressure, work culture, work 
requirements (like on site work and relocation, night shifts on regular basis ),lack of flexibility and peer support and unable to 
adjust with the work environment (physical and ergonomic issues, behavioural issues) are considered to be the organizational 
factors affecting the working status (continuity of work) of women in the sample.
Success of women: Success is defined by taking the perceptions of working women towards certain job satisfaction aspects 
namely. Equal pay, fair promotions, equal opportunities to all, recognition of achievements, considerations given, job security 
and welfare measures provided to employees and family, social security measures offered by the company. If these aspects are 
satisfied by women, it is considered as women id successful in the jobs and by having continuity of employment and career 
growth.

Sample frame and sample method and size
 The respondents suitable for the study are the women employees and executives working in the business firms 
and service sector firms in the sample area. For this a detailed chart is prepared with the list of institutions to be visited and 
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approached. Initial survey is conducted at the job fair conducted exclusively for women every year at Chennai Trade Centre, 
Nandambakkam, Chennai. The fair continues for 3 days and extends based on the crowed. Pre registrations are encouraged 
to have a smooth conduct and safety and risks associated with the crowed. As maximum as 5000 women form all paths of 
life and cadres of jobs are participating. The survey is conducted separately for both freshers and second inning job seeking 
women. The job fair offers opportunities for both fresher and career break candidates based on the field of specialization. 
It is also observed that women attend the job fair for top level positions too. This indicates that, the employment of women 
is not secured at all levels of management in the organizations. Many participate for extra mileage and career jump in the 
employment. Many are not willing to allow to do survey of the women employees. In such cases, the women employees 
are met at private parking lots and restaurants nearby place, where women visit for refreshments. Some of the firms and 
hospitals are allowed to meet and some of them collected the data collection instrument and given it back later by circulating 
to employees and collected back by the HR or administration teams. 

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 firms in various sectors in Chennai 
city. The convenient sample technique is adopted to survey the employees working in the sample companies. 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, (non probability sampling category) by using the pilot study standard deviation of the sample of 
150 respondents, by allowing the standard error at 5% level. The sample size was determined by using the following formula 
and found at 942 and the actual sample available is 1064. The adequate sample size obtained by the scientific method is 
observed at 942 and the actual number of questionnaires available for data analysis is found at 1064 and the analysis is carried 
out with the actual sample size of 1064.

Data collection tools and techniques
For the purpose of data required for the analysis and to test the hypotheses, primary data is collected by using a structured 
questionnaire prepared on the basis of review of literature and tested through pilot study. The personal and physical visit of 
the various business firms and service sector establishments are approached in the sample area. The period of data collection 
is 8 months from April 2019 to January 2020.
Pilot Study and Reliability Test

 The pilot study was conducted by distributing 150 questionnaires to women employees and executives from various 
business firms in the sample area. Cronbach Alpha Test was used to determine the degree of consistency among the multiple 
measurements of each factor and found the overall score of 0.772 as reliable when compared to standard alpha above 0.7 is 
considered sufficient (George and Mallery, 2001; Pallant, 2005).  The quality of research finding depends on the reliability 
and validity and relevance of the variables used in the research data collection.
Data Analysis Results and Discussion

 The analysis of the present study is made through the appropriate statistical tools in consultation with the expert 
statistician. The study is presented at two stages for better understanding of the reader. This study can gives a real picture of 
the working conditions prevailing in the business firms and how these factors affecting the working status and the success of 
women at work in the sample area. This can help the policy makers to review certain policy matters and to device operational 
strategies for the betterment of the working conditions and to aid the working status and success of women at work in the 
business firms and to provide the quality service to the public at large. The study is descriptive in nature and the results are 
discussed based on the results of the survey.

Summary of Findings, Suggestions and Conclusion
 ●  The primary influencers of agile work environment factor in the working status of women are Work place comfort 

is ensured universally across the verticals; Allow people to work from anywhere at any time with mutual concern; 
encourage collaboration and open communication, which allows people to be more proactive and accountable; 
Employees are asked to develop innovative solutions to problems and work with their teams to accomplish a diverse 
range of goals; Provides a fair level of privacy, peace, and quietness at work place; Employees  are allowed to 
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seamlessly move into and out of spaces; Provides employees with far greater levels of independence and autonomy 
respectively in the order of priority.

 ●  The primary variables acts as influencers of employee engagement factor in the working status of women are 
Existence of connection between individual and company performance; Emotional engagement is taken care by the 
firm; Nature of my job is quite satisfied; Behavioural engagement is handled smoothly; Cognitive drivers for learning 
and development; Feeling valued and involved in the decisions of the team; and Work place is free from Stress and 
monotony respectively.

 ●  The primary influencers of career growth opportunities factor in the working status of women are Gender discrimination 
in the work with the mean score of 3.22  and SD of 1.307; Support from family and office with the mean score of 
3.19 and SD of 1.122; Individual’s skills and abilities, hard work, reputation, and performance with the mean score 
of 3.18 and SD of 1.355; Attribution and human capital theory adoption in the form with the mean score of 3.18 and 
SD of 1.288; Power politics and networking systems in the firm with the mean score of 3.16 and SD of 1.193; Career 
movement and career types with the mean score of 3.13 and SD of 1.264;and External and internal locus of control 
with the mean score of 3.12 and SD of 1.156 respectively.

 ●  The primary influencers of tenure of employment factor in the working status of women are Structure of internal 
labour markets with the mean score of 3.26 and SD of 1.342; Higher educational attainment with the mean score of 
3.26 and SD of 1.18; Support and encouragement with the mean score of 3.21 and SD of 1.173; Education, work 
experience and Personality with the mean score of 3.17 and SD of 1.267; Personal and social demographics with 
the mean score of 3.17 and SD of 1.332; Work stress and health with the mean score of 3.16 and SD of 1.235;and 
Personal traits and up skilling capacity with the mean score of 3.15 and SD of 1.309 respectively.

 ●  The primary influencers of work life balance factor in the working status of women are Family issues are concern to 
me every day with the mean score of 3.16 and SD of 1.270; Fair level of Social support from the family and friends 
with the mean score of 3.15 and SD of 1.266; Work overload is very high with the mean score of 3.14 and SD of 
1.279; Social issues like personal security and teasing is with the mean score of 3.13 and SD of 1.270; Organization 
support is good and appreciable with the mean score of 3.13 and SD of 1.240; Stress issues are moderate with the 
mean score of 3.12 and SD of 1.215; I am familiar to Information technology is available at work with the mean score 
of 3.10 and SD of 1.197;and Individual issues like health and responsibilities are more with the mean score of 3.10 
1.241 respectively.

 ●  The primary influencers of supporting services factor in the working status of women are My organization provides 
transport facilities with the mean score of 3.23 and SD of 1.358; Providing medical and health care for employees 
with the mean score of 3.07 and SD of 1.261; Safety is ensured to women employees with the mean score of 3.05 
and SD of 1.228; Welfare measures are taken care of by the company with the mean score of 3.03 and SD of 1.184; 
Organization allows sabbaticals to do higher studies with the mean score of 3.02 and SD of 1.227;and Organization 
has the child care and day care centre with the mean score of 3.01 and SD of 1.173 respectively.

 ●  Role of independent factors on the working status and career growth of working women: The co-efficient of 
agile work environment is 0.487 and p value=0.001; Employee engagement practices is .361; Work life balance is 
.902; Career growth opportunities is .303; Tenure of employment is .530 respectively showing the highly positive 
and direct influence on the working status and career growth of women in the sample by holding all other variables 
as constant. The co-efficient values observed for agile work environment, employee engagement practices, work life 
balance, tenure of employment and career growth opportunities are observed a calculated p value of 0.001 as less 
than the 0.01 and hence, highly significant relationship is confirmed statistically.

 ●  Role of independent factors on the success of women at work: The co-efficient of agile work environment is 0.386 
and p value=0.001; Employee engagement practices is .255; Work life balance is .486; Career growth opportunities is 
.231; Tenure of employment is .499 respectively showing the high level of influence on the success of women at work 
in the sample by holding all other variables as constant. The co-efficient values observed for agile work environment, 
employee engagement practices, work life balance, tenure of employment and career growth opportunities are 
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observed a calculated p value of 0.001 as less than the 0.01 and hence, highly significant relationship is confirmed 
statistically.

 ●  Role of Mediating factors on the working status and career growth of working women: The co-efficient of 
work culture and peer support is 0.731 and p value=0.001; training, mentoring and development is 0.566 and welfare 
measures and service facilities is 0387 respectively showing the highly significant and positive influence on the 
working status and career growth of women in the sample by holding all other variables as constant. The co-efficient 
values observed for work culture and peer support, training, mentoring and development and welfare measures 
and service facilities are observed a calculated p value of 0.001 as less than the 0.01 and hence, highly significant 
relationship is confirmed statistically.

 ●  Role of Mediating factors on the success of women at work: The co-efficient of work culture and peer support is 
0.822 and p value=0.001; training, mentoring and development is 0.611 and welfare measures and service facilities 
are 0.411 respectively showing the highly significant and positive influence on the success of women at work in the 
sample by holding all other variables as constant. The co-efficient values observed for work culture and peer support, 
training, mentoring and development and welfare measures and service facilities are observed a calculated p value of 
0.001 as less than the 0.01 and hence, highly significant relationship is confirmed statistically.

 ●  The key factors influencing the working status and career growth of women are agile work environment, work life 
balancing initiatives and tenure of employment as independent factors, work culture and peer support, training, 
mentoring and development as mediating organizational factors is identified through the analysis. The success factors 
of women identified are work life balance, tenure of employment and agile work environment from the independent 
variables; work culture and pper support, training and mentoring from mediating factors are identified as factors 
influencing the success of women at work among the sample.

Suggestions and Recommendations
In this section, the suggestions and recommendations to improve the working status and success of women at work is presented 
on the basis of the issues faced by the women and by suggesting the steps to be taken to overcome such issues. The strategies 
are presented as workable and possible and feasible solutions along with the modus operandi applicable to the sample area and 
to the sample unit. The suggestions drawn are based on segment wise applicable to the women working in different sectors in 
the sample area. The possibility and feasibility of the strategies are considered in consultation with the employers and the free 
lance writers and journalists and the Delphi group (Expert Group) in the area of human resources management and business 
management from the sample area.

 ●  Strategies to resolve the issues with Agile work environment: agile work environment is broadly divided into two 
classes, namely physical and behavioural or psychological in nature. The physical environment should be designed 
in a ergonomically suited and by considering the employee average demographical physical structure values. The 
height, weight, the body flexibility and the physical alignments are considered in designing the office furniture and 
equipments. The safety, health is influenced by the office environment to a greater extent. 

 ●  In addition, the work place should be properly ventilated and have proper air inflow and outflow. Hence the first 
part of the agile work environment should be free from congested office space. The office should be well ventilated 
with good air flow and privacy to the women employees to work independently. These facilities may be one time 
investment and have long run impact on the productivity and performance of employees at work in general and 
women in specific. Women prefer to have privacy and in many firms it is not followed and the work performance is 
affecting accordingly. Hence, physical agile work environment creation is the primary factor helps to improve the 
working status, performance and there by success of women at work.

 ●  The behavioural aspects of work environment are mostly associated with the groups and sharing the work. This can 
be resolved by way of establishing job rotation to all the employees irrespective of the department. The job requires 
special skill needs to be filled with extra employees as reserve and train as many employees as possible in a particular 
domain. The women need to be developed as multi skill and adopt the women from day one to work on multiple 
platforms. This can boost the confidence level and also the interpersonal; communication with different teams 
working in different verticals. This needs to be inculcated in the IT firms and core sector too. The role of team leaders 
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should be co-ordination and facilitating. All team managers should be trained to be the good facilitators and the team 
players. Empathy, share and care, Equality, fairness and friendliness should be the prime principles of work place. 
Growing together should be taught at every moment to all the employees irrespective of the level of management. 

 ●  Power politics and group politics should be treated with strict and stringent HR policies. Effective life skills training, 
spiritual education and moulding the employees as good human beings rather than mere workers can bring a 
behavioural change in the mind sets of the employees hailing from different streams and walks of life. The long 
run effects of these changes could be business success, sustainability and continuity with higher rates of growth. 
Work place flexibility and agile work environment are two eyes to a successful business firm for the growth and 
development of the firm and to the employees and to the stake holders at large. 

 ●  Employee engagement practices: the set of activities to keep the employees delighted at all points of times at work 
place are called engagement. In other words, right person, right job and the recognition of talents and assigning the 
jobs to the teams and making them to enrich in the selected field of specialization can help in improving the creativity 
and innovation at work. These are very nominal practices in many firms due to outsourcing projects with time frame 
and tight schedules with lack of sufficient number of employees. A good HR team should work in manpower planning 
and work scheduling of a firm in consultation with the teams. 

 ●  Inspiring the employees by providing the diversified work culture and team spirit along with flexible work plan 
should be the first step in doing practicing the effective employee engagement practice. Allowing employees to work 
in an independent manner with liberty and freedom is another step in employee engagement practice. Time frame to 
complete the jobs and to think on alternative methods design and development and relaxation time should be imbibed 
in the office time frame itself sends the positive signals of effective engagement to all the teams across the verticals 
and segments of projects and work places.

 ●  Openness and equal treatment and honesty should be represented in all walks of life irrespective of the functional and 
official relationships between the employees and the management. This can be the best gesture to represent the firm’s 
employee friendliness and engagement. Fairness in recognition and openness in policies and promotions and taking 
care of employees through welfare measures are the best practices in employee engagement. The women are special 
and her presence at work is more than special. Such approach is adopted in many hospitality firms, hotels, restaurants, 
health care, neonatal hospitals and some service centres like spa, saloon and day care centres where, men cannot be 
engaged or not suitable. Hence, in service sector women is the king maker and no substitute. Hence, engagement of 
women is highly important. It is not that easy to get trainined women to engage such services and hence, women have 
lot of scope to grow in service sector. For that flexible environment, effective planning and broadmindedness are the 
key ingredients in the value system of a company.

 ●  Work life balance practices of women employees: The facilities and rules and policies related to work time and 
work place are generally affects the work life balance of employees. The time sharing between the professional 
life and family cum personal life is affected due to rigid work schedules framed and practiced by many firms in the 
service sector. In such scenario, the productivity and performance of the employees will comes down due to pressure 
and stress undergone by the employees. Hence, organizations objective of high level productivity and delighted level 
of service quality to the customers and clients is possible through allowing people to work independently without 
time frames and rigid schedules. This requires lot of home work and pre-preparedness from both employee and 
employer side. The employer should plan the work schedule by allowing a reasonable and possible reserved time to 
adjust the lack of work and to be completed tasks. The project manager should consider the productivity levels and 
contingencies in the time schedules of individuals and plan the project implementation or service delivery schedules 
accordingly. 

 ●  Work place volunteering, conducive office environment and behaviour, culture, encouraging social events and 
participation of employees in all the leisure activities and relaxation can help in boosting the moral strength of the 
employees to come forward and to share the difficulties. An empathetic mentorship culture should be brought into 
practice and inculcate the same on regular basis. Such employee friendly practices can help in improving the work 
life balance of the women at work.
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 ●  Tenure of employment: Job security is a major issue in case of employees in India. Thanks to liberalization and 
free movement trends of the employees from place to place for employment and living. The traditional mind sets 
are slowly erasing out of the minds and people look for best places to work and live and planning accordingly. It is a 
positive trend in the mind set of the people. The risk is due to outsourced projects with lack of clarity on the continuity 
of contracts or services. If one project is completed another project should take off them the employability is not an 
issue. No company is having such regular contracts for service provision due to competition and alternative solutions. 
Hence, tenure of employment is linked with the design and development of innovative and alternative, compatible 
and ease of operation mode solutions to the business and personal life. 

 ●  In service sector , physical services and the availability employees from such blue colour jobs is ever green in the 
country, dignity of labour and everyone is looking for soft jobs is creating the unemployment. Hence, migration, 
lack of skills is reasons for un-employability and jobless in the sample area. To resolve the job security issues, an 
individual should be multi skilled and trained in both blue colour jobs and white colour jobs and upgrade his/her skill 
from time to time to handle new business issues can be one feasible solution. 

 ●  Career growth opportunities: organizations should offer equal career growth opportunities to all irrespective of 
gender. It is observed that, in many companies, women are not considered for night shifts and senior management 
positions. After, companies act 2013 amendments, the women in the management of board of directors of a company 
is made as mandatory. Similar, trends are observing at all levels of employment opportunities and career growth 
opportunities in the form of reservations for women in education, employment, political, statutory and constitutional 
establishments in the country. Coming to the career growth opportunities for women is affecting due to the personal 
reasons like, marriage, relocation, and maternity, responsibility of family, kids and elders at home.

 ●  Work culture and peer support: work culture has a positive and direct relationship with the working status and 
success of women at work in general in the country and in specific the sample area. The increased work pressure and 
work place commitment and service quality demand expected from the employees of the organizations, pressurizing 
the women to face many trouble at work. In some cases, women either quit the job or to shift to lower level of jobs 
within the organization or in the some other organization. This leads to affect the working status and success of 
women at work. 

SUMMARY AND CONCLUSION OF THE STUDY

The key factors influencing the working status and career growth of women are agile work environment, work life balancing 
initiatives and tenure of employment as independent factors, work culture and peer support, training, mentoring and 
development as mediating organizational factors is identified through the analysis. The success factors of women identified 
are work life balance, tenure of employment and agile work environment from the independent variables; work culture and 
peer support, training and mentoring from mediating factors are identified as factors influencing the success of women at 
work among the sample. This indicates that the women needs special work environment and it is available to some extent in 
the sample area. Many of the firms are located within the urban limits and having very good connectivity. The issues with 
work life balance are observed due to independent and nuclear families by not having the elderly people to look after the 
children at home. In some cases, it is noted that, the elderly care is required to take care of the elders at home. In both the 
cases, women are held up and unable to resume the work, though qualified and the job opportunities are available. In some 
cases, women are unable to cope with the latest and current technology base and hence, quit the job and taking care of the 
family. The training and up gradation is another neglected area of women in the sample area. This is revealed that, women 
find no time and resources to attend training along with the family responsibilities and work life balancing issues. an elderly 
women feels that, the promotions at work after certain age may not yield much of benefits rather improves the responsibility 
and accountability and hence, women prefers to be at bottom of the pyramid as one among the floor level executives and shy 
away from the managerial responsibilities. 

Hence, the working status and success of women is also depends on the both organizational and personal reasons.  A mutual 
discussion on vision and mission of the company and the preparedness of the employees before taking up the assignments can 
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have a better idea about the future plans and responsibilities and to be prepared for the same. Such, arrangements can help in 
understanding each other and to have a better level of working status and success of women at work.

The role of organizational and behavioural variables influencing the status of work and success of women has definitely 
play a role, the Delphi technique (Expert opinion) based strategies design and development and implementation in consultation 
with the women employees co-operation can pave better work environment, culture and there by improved level of status of 
women at work and the success rate of women in the employment positions and career. The role of regulatory and the industry 
associations, management advisory consultancy institutions and government in making the vision of providing the agile work 
environment and empowerment of women at work place is indispensible. 

The possible things can be speedup  by the regulatory measures like Companies Act 2013 amendments and protection 
of women and women employees through separate Acts like Disha Act of the Government of Andrapradesh, Women police 
stations, women police patrol, separate control rooms for women harassment control, dial free and CCTV surveillance in 
public places and transport models of the Government of Tamilnadu and the Government of India can definitely help in 
making the comfortable work place to the women employees. A comfortable and convenient work place with positive work 
culture and peer support a women can create records in terms of productivity and the performance and there by many women 
managers, leaders can be blossom and there by the ultimate goal of success of women can become from dream to a reality in 
the sample area.

The implementation of existing Industrial relation acts and the other Acts and provisions government the work place 
health, safety and welfare facilities, workmen protection, workmen compensation, payment of wages act are also important 
to implement at the best possible degree to improve the physical environment at work place. This can be additional value 
addition to the comfortness of women at work and there by the working status improvement and success rate can be improved 
to other level from the existing. All such collective measures can help to improve the working status and success of women 
at work in the sample area.
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INTRODUCTION

Audit is a process of systematic check on the various aspects of intellectual capital management in an organization. The role of 
intellectual capital in Information technology firms is very high due to foreign clients and the service quality expectations of the 
delicate institutional clients. In addition, the costs associated with the projects are huge and irreversible in software projects. 
A product designed by a firm should be in a position to satisfy many clients in the world in terms of simplicity, compatibility, 
change, up gradation and flexibility to shift the operating system. All these imbedding in a single product requires multiple 
skills and all those are supported by the different teams. An HR audit is an investigative, analytical, and comparative process 
that attempts to measure the effectiveness of the HR function. Like financial auditing, it involves compiling and analyzing 
data for an extended period (usually a year) to reveal how well or how poorly HR is performing. An audit process can help 
in identifying the errors at what level and in which function. This can be a caution notice for the next level planning and 
implementation. Error is human but the costs of errors are irreversible in software projects and also lead to waste of productive 
hours of intellectual capital. Hence, human resources audit is closely associated with the quality of work, design, development 
of the products with the optimization of time and physical resources of software firms. With this motive, the current research 
is taken for the study to review, the HR audit environment, climate prevailing among the IT firms located in Chennai. This can 
pave a way to create awareness among the IT professionals on the importance of HR audit and also its importance in career 
development. A win-win and mutual understanding on the need and importance of HR audit practice is possible in the years 
to come. Hence, the present study is relevant and contemporary in nature.

Human Resource (HR) Audit 
Human resources are the people in an organization, so a human resources audit is a look at those people and the processes 
that put them in place to make sure the system is working efficiently. An HR audit also goes beyond looking at the hiring 
process into areas like employee retention, budgeting, training, employee compensation, management/employee relations 
and virtually any process or practice within the company that affects its people. A periodic Human Resource audit can qualify 
its effectiveness within an organization. Human Resource audits may accomplish a variety of objectives, such as ensuring 
legal compliance; helping maintain or improve a competitive advantage; establishing efficient documentation and technology 
practices; and identifying strengths and weaknesses in training, communications and other employment practices. 

Need for the Study 
There is both practical and theoretical significance of conducting a research study of this nature. The potential gains that can be 
realized if the human resources audit practices are conducted at frequent intervals and identify the strengths and weaknesses of 
human capital and taking measures to improve the same. It also helps in establishing employer -employee relationship within 
the IT firms represents the practical significance of this study. It has already been alluded to such a relationship which would 

EFFECTS OF AUDITING OF HUMAN CAPITAL AND ITS 
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SERVICES SECTOR:  AN EMPIRICAL STUDY

Dr.Y.Lokeswara Choudary
Assistant Professor & Research Supervisor 

PG& Research Department of Commerce, Government Arts College for Men(Autonomous) , Nandanam,Chennai-600035

The word “audit” comes from the Latin verb audire , which means, to listen. Listening implies an attempt to know the state 
of the affairs as they exist and as they are expected/ promised to exist. Auditing as a formal process is rooted in this feature 
of listening. Consequently, it is a diagnostic tool to gauge not only the current status of things but also the gaps between 
the current status and the desired status in the area that is being audited. Auditing has been a routine exercise in the area of 
finance, especially because it is a statutory obligation. However, in case of Human Resource, there is no legal binding to adopt 
auditing. Some of the companies nevertheless prefer to have Human Resource audits.

ABSTRACT



1056
Copyright ©2020 Authors

Proceedings

be extremely beneficial for both parties. HR audit needs to be done as a holistic process and to find fault with the process 
and systems and mild indications to the employees about their performance gaps and highlighting the performance  and 
potential skills of them in appositive note. Such holistic process needs to be performed by the behavioural and experienced 
experts can yield better results in both short and long run. In a way, it helps to optimize the resources utilization with possible 
minimum cost. The importance of this topic to the employees was demonstrated by many people who worked in both Indian 
and Foreign managed IT firms. This whole concept evolved into two key ideas that formed the basis of this research endeavor. 
The purposes of this study were to:

(a) Gain insight into the current state of HR Audit climate and Practices among the  IT firms 

(b) Develop a greater understanding of the issues currently affecting HR Audit and its impact on the performance of the 
employees and the firms in IT Sector. 

Objectives of the Study 

To find out the relationship between HR Audit Practice and Performance of the IT Professionals in the sample./Sample area.

Research Methodology

The present study is perceptional and qualitative in nature. The present study is described the profile of the IT firms and 
the environment prevailing and explore the some of the facts relating to HR Audit climate and Practice and the employees 
perceptions on the same and its relevance and relationship with the performance of the employees and the firm. . Among the 
different IT hubs in Tamil Nadu, the Chennai city has been selected for the present study. A few and prominent IT firms in the 
sample are IBM, CTS, Accenture, Oracle, HP, Polaris , Infosys, HCL, Wipro, TCS, Tech Mahindra, Steria, iGate, Inautix and 
Saskan. In addition to that small and niche but competitive in nature and specialized in services are rendered by some other 
are considered for the purpose of study and data collection.  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). 

Based on the same other IT firms were approached and met Human Resources Managers to get permission for the survey. 
Later final survey was started using the convenient sample technique (500 Questionnaires were distributed). The employees 
in the IT firms are not willing to share any information about the company and its practices. The myth of employees on the 
surveys is observed during the survey. Unless the purpose is clearly explained, majority of them are reluctant to respond. The 
employees are willing to express the reasons for change from one to other, the merits of the previous company where they 
employed and the other best practices of the competitor companies etc. In some of the IT firms, allowed to meet the employees 
during training sessions and relaxation centres. IT helped us to meet and explain the purpose of the survey to many at a time 
and create awareness and to obtain the data with ease.  

The primary reason behind the adoption of convenient sample 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 IT 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, 58 questionnaires in total found unusable due to errors of 
omission and duel 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.

Frame work of Analysis:

To understand the demographic features of employees of IT industries, descriptive statistics and frequency distribution are 
worked out. Simple correlation has been used to establish the associate relationship among the identified demographic features 
with performance of the employees and the performance of the firm dimensions. In order to identify the factors affecting 
individual performance and the performance of the firm, factor analysis has been adopted. In order to find out the role of 
individual factors on the performance of the firm and organizational factors impacting the performance of the employees, t-test 
and ANOVA is conducted. Similarly, to find out the relationship between the HRA practices and its impact on the performance 
of the employees and the firm is tested. The association between the demographics and the performance of the employees, the 
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association between the organizational and HRA practices and the performance of the firm is tested through chi-square test. 
A factor analysis is administered to group the variables influencing the HR audit climate, practice and perceived benefits of 
the HR Audit and dimensions of impact of HR audit on the performance of the employees and the performance of the firm.  
With a view to analyze the effect of demographic, organizational and HR audit practice dimensions on the performance of 
the employees and the performance of the firm, the multiple-regression model was formulated and carried out. Besides, mean 
score have been worked out for identifying the key dimensions of both demographic and organizational factors

REVIEW OF LITERATURE

P.Krishnakumar & B.Elakiya (2014)  The authors with main objectives  to explain how Human resource auditing is 
necessary to protect the employee’s interest, to motivate employees, to meet the challenges of trade unions, to improve the 
performance of human resources in the organization. An HR audit often involves gathering employee feedback and employees 
often find it easier to talk openly and share their opinions when talking to an external third party. According to Gary, 
“the primary purpose of personnel audit is to know how the various units are functioning and how they have been able to meet 
the policies and guidelines which were agreed upon; and to assist the rest of the organization by identifying the gap between 
objectives and results for the end-product of an evaluation should be to formulate plans for corrections or adjustment.” 

F.R. Alexxander pravin Durai, I.Adaikalasamy,(2014) the study identified the existing HR Audit practices and perception 
of Operating Engineers in Mando Automotive India LTD., The study sates that HR Audit is a periodic review to measure the 
efficiency and effectiveness of Human Resource Management. Although there is no legal obligation to conduct HR Audit, 
it is considered important for improving the performance of human resource, controlling the cost of labor and meeting the 
challenges of the trade union. It is clear that study in the HR Audit sector is very limited. So it is necessary to find out the 
organizations that have HR Audit practices and to study on HR Audit practices perception of employees

The existing literature describes different approaches to HR auditing, including the legal approach, the function-based 
approach, and the strategic approach. All of them have been analyzed in this work. The legal approach centers on finding 
out if the company is complying with the current labor laws. Presently, it focuses mainly on the evaluation of the company’s 
efforts in the prevention of work-related risks. The function approach analyzes the application of different HR policies. 
Several measurement systems have been presented with the same basic ideas, which include the study of planned measures, 
the method of implementation, and the results obtained. Yet, these two approaches are limited to the operational and tactical 
Fields, and do not evaluate if HRM supports or aids in the achievement of the company’s strategy. This is why the strategic 
approach has been developed as a means of determining if the HR function is a source of competitive advantage for the 
company. This third approach, through the use of several systems such as the client-employee-benefit model or Brown’s 
human capital index, can make the company’s management aware of the true importance of its employees by identifying them 
as a key resource worth optimizing. 

Research Gap identified:
In all the above said literature, it is noted that, HR audit Practice, methods, process, issues and success factors and the benefits 
and limitations are studied. There is no concrete study measuring the impact of HR Audit on the performance of individual 
employees and the organization. Hence, the current study is relevant and contemporary for the study. The study is titled as 
“Impact of HR Audit Practices on the Performance of Employees in IT Firms, Chennai”.

Analysis & Findings of the Present Study:

Major findings of the study on the basis of descriptive statistics is presented below
 ●  It is found from the analysis of table 4.9, that 65.8 percent (approximately 2/3rd ) of the IT firms in the sample are 

practicing the HR audit and the 34.2 percent of the firms are not practicing the HR audit. 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.

 ●  It is inferred from the table 4.11, that 15.8 percent of the employees in the sample survey perceived that the human 
resources audit influences the performance of the employees is strongly agreed, 47.5 percent are agreed for the same, 
13.8 percent are somewhat agreed on the perception, 7 percent of the employees are not agreed the impact of HR 
audit on individual performance and 15.8 percent of the employees are not at all agreed for the perception of influence 
of HR audit on the individual performance among the employees in IT forms in the sample. It indicate that majority 
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of the employees agreed that the Human resources audit influences the individual performance in the IT firms. The 
disagreement of others may be due to lack of awareness and myth of loss of job and other individual attitude issues. 

 ●  The perception on the impact of HR audit 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 HRA practices on the performance of the firm. IT indicates that it is agreed that the Human resources audit is 
a motivating and control tool to improve the performance of the employees and the firm.

 ●  It is understood from the table 4.13, that out of 442 sample respondents, 62 (14%) of them perceived that the practices 
of HR audit in their firm as The best and on par with the industry standard, 199 respondents felt that very good and 
suitable HR audit practice as their opinion, 83 respondents felt that the HR audit practice adopted in the company is 
good and customized to the requirements, 35 respondents perceived that as not so good like other competitors, and 
finally 63 respondents in the sample reveals that the need for improvement in the HR audit practices and no way 
comparable with the industry standards. It indicates  a mixed opinion on the HR audit practices of the IT 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 HR audit practice.

 ●  It is noted from the table 1.14, that the prime factors influencing the adoption and practice of HR audit practices 
among the It 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 adoption and practice of HR 
audit practices among the IT firms in the sample area.

 ●  It is noted from the table 4.17, that the primary motive to focus on Human resources audit is perceived as to have self 
evaluation by 10.2 percent of the sample, to satisfy clients requirements by the 30.8 percent of the sample, to assess 
future preparedness by 14.3 percent, to eliminate the unskilled staff by 11.3 percent and to improve the standards in 
quality of work by 33.5 percent of the employees in the sample working in IT firms in Chennai. IT indicates that HR 
audit is used as a tool to planning a controlling the performance of the employees and the performance of the firm in 
IT sector.

 ●  The reasons for preferring HR audit by the employees working in IT firms in the sample are quoted in the table 
4.19 that, 76 respondents (17.2 percent of the sample) as it helps to identify SWOT of the individual employee, 
223 respondents(50.5 percent of the sample) perceives that HR audit reports helps to grow in the career ladder, 75 
respondents (17 percent of the sample) perceived as HR audit is a bench mark for performance, 2.5 percent of the 
sample respondents perceived as grade points and pay scale goes up with the audit rank, and finally 12.9 percent of 
the sample respondents felt that HR audit helps to shift to better career opportunity. Hence, it is noted that HR audit 
serves many purposes of the employees working in It firms and it is all in the hands of the employees, how they want 
to use the HR audit tool to improve them in career growth and development. 

 ●  The primary factors influencing the HR audit practices among the IT firms in Chennai are Executive Leadership/ 
leadership co-operation(middle level ) with the mean score of 3.84 and standard deviation of 1.327, Employee 
Engagement and preparedness with the mean score of 3.90 and standard deviation of 1.249, Technology and company 
culture with the mean score of 4.03 and standard deviation of 1.199, Competitiveness and future planning attitude 
of management with the mean score of 4.04 and standard deviation of 1.183, Productivity of the employees and 
service quality with the mean score of 4.11 and standard deviation of 1.216, Economic/ financial irregularities-
scams with the mean score of 3.97 and standard deviation of 1.218, Political interference and involvement with the 
mean score of 3.81 and standard deviation of 1.215, Social factors and media pressure on the HRA with the mean 
score of 3.82 and standard deviation of 1.292, Stakeholder initiatives- transparency with the mean score of 3.81 and 
standard deviation of 1.262. Indicates the influence of organization control variables like leadership, attitude of the 
management, stakeholders’ protection policy and practice etc. Hence, it is inferred that organizational factors are the 
prime factors influencing the HR audit practices among the IT firms in the sample area.

 ●  With the practice of HR audit, highly influencing dimensions of performance of the employees are Self evaluation 
and change in attitude towards organization and its importance among the employees with the mean score of 3.98 
and standard deviation of 1.239, Practicing the skill development exercises with the mean score of 3.90 and standard 
deviation of 1.262,Improvement in the efficiency through Training and development with the mean score of 3.86 and 
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standard deviation of 1.238,Developing communication skills with the mean score of 3.99 and standard deviation 
of 1.197,Focus on interpersonal skills and team building with the mean score of 3.84 and standard deviation of 
1.249,Focus on target completion and work culture and ethics with the mean score of 3.83 and standard deviation of 
1.301,Performance in terms of quality of work completed/service quality with the mean score of 3.81 and standard 
deviation of 1.289,Overall job satisfaction is improved with the mean score of 3.87 and standard deviation of 1.257, 
indicates that, overall personality development of the individuals along with improvement in skill set and productivity 
is a positive note.

 ●  Moderately influencing dimensions of employee performance by the HR audit among the sample firms are Learning 
and equipping the self for future challenges with the mean score of 3.72 and standard deviation of 1.332, Innovation 
and creativity at work is improved and client satisfaction with the mean score of 3.60 and standard deviation of 1.384 
indicates that individual involvement and personal interest related aspects of learning and development.

 ●  Impact of HR audit on the performance of the firms is impacted on the dimensions of stability and consistency of 
business growth indicated with the mean score of 3.88, improved level of competitiveness with the mean score of 
3.86, venturing into new domains with the mean score of 3.92, venturing into new locations with the mean score 
of 3.81, risk management and control with the means core of 3.81, management attitude towards human capital 
development with the mean score of 3.86 and preparedness for the future with the mean score of 3.98 among the 
sample.

FINDINGS OF INFERENTIAL STATISTICS OF THE THESIS IS PRESENTED BELOW

 ●  There is a significant relationship existing between the demographic factors with performance of an employee among 
the It companies in the sample area with 5 % level of significance.

 ●  There is no significant relationship existing between the demographic factors with performance of a firm and the 
hypothesis is accepted at 5% level of significance.

 ●  There is a highly significant relationship existing between the organizational factors with performance of an employee 
at 1% level of significance.

 ●  There is no significant relationship existing between the organizational factors with performance of the firm among 
the sample It firms and significant at 5% level.

 ●  There is a highly significant relationship existing between the HR Audit practices with performance of an employee 
at 1% level of significance the hypothesis is rejected.

 ●  There is a highly significant relationship existing between the HR Audit practices with performance of the firm and 
the hypothesis is rejected at 1 % level of significance.

 ●  There is a significant difference between the perceptions of the employees with regard to factors influencing HRA 
Practices among the IT firms and the hypothesis is rejected at 5% level of significance.

 ●  There is a significant difference between the perceptions of the employees with regard to barriers in conducting the 
HR Audit practices among the IT firms.

 ●  There is a highly significant difference between the perceptions of the employees with regard to perceived benefits 
HR Audit practices among the IT firms and the hypothesis is rejected at 1% level of significance.

SUGGESTIONS AND CONCLUSION

The performance of the firm is necessary to serve and gain the trust and confidence of the stake holders. It is the duty of 
the employees and management together to act and proactive in accordance with the market demands and retain the good 
client base along with sustainable development of revenues, client base and market share. To do the same contribution from 
the employees, organization and HR audit practices can help in their own way. Hence all the three needs to be focused 
simultaneously.

 ●  Design and development of best HR policies: Design and development of HR polices to attract the talented youth 
and to recruit, train and engage in business. HR audit acts as a pre-checker on the quality of resources and intellectual 
capital procuring and using in business.

 ●  Dedicated and expertise HR team: Human resources is a key function in an organization. The duty of HR team is to 
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take care of the individual needs from basic and physiological to self actualization needs from time to time. As long 
as this happens in a clear manner the employees contribute the best to the firm and to the society in a way. Hence, HR 
team should act as a sensitive missionary and serve all with smile.

 ●  Effective employee communication system: Communications ina formal organizations play a major role in improving 
the performance and to improve the co-ordination and smooth functioning of the firms. Sometimes informal 
communications try to spoil the regular and smooth work flow. This can be avoided only through effective and good 
formal and effective communication system.

 ●  Planned programmes for career growth and business sustainability: planned development is a permanent development. Hence, 
systematic and planned career development for employees and long terms and medium term plans for the firm and working 
accordingly can help to grow better, better and better in business. This lack among many leads to failures in business.

Conclusion
It is noted that contribution of employees, organization environment and HR Audit practices are indispensable for the sustainable 
growth and development of the business in long run. Hence, a systematic planning and adoption of development schemes, 
effective implementation and follow up, revision of the schemes and plans from time to time can help in growing much faster, 
better and sustainable. Hence, HR audit can act as a catalyst for the individual growth and the organization development. Hence, 
Human resources audit can definitely help to improve the performance of the employees and the performance of the firm.
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INTRODUCTION

Health care is important  on practical, systematically sound and socially satisfactory methods and technology made universally 
accessible to human beings and their families in the country. The human beingscontribution 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 Essential part of the country’s health system and replicates 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 caresystem.

REVIEW OF LITERATURE

Nural Fadly Habidin (2015) studied to increase the understanding about customer relationship management (CRM), Service 
quality instrument (SQI) and Outpatient (OP) measures in Malaysian healthcare industry. A research model has been proposed 
through path analysis by Structural Equation Modeling (SEM) technique. Quantitative survey was used in the Malaysian 
healthcare industry. Questionnaires were distributed to healthcare managers in Malaysian healthcare industry. Statistical tools 
such as mean, standard deviation and frequencies and exploratory factor analysis, reliability analysis and confirmatory factor 
analysis were used to test the data for conclusion. It was found out that, CRM is viewed as one of the organization strategy 
to manage the relationship between healthcare providers and patient. Many authors found that there was a gap between CRM 
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Health treatments were helping people with health-related issues and illness. For the example, special counselling, 
psychotherapies to change behaviour, feelings, reactions, and how the patients see and understand situations. Drugs for 
cerebral and material use disorders provide significant relief for many people and help manage indicators to the point where 
people can use other approaches to pursue recovery. For many of them, the most effective behavioral health approach involves 
a combination of counselling and medication. Early treatment is best. A trained professional should do a full evaluation to 
make the diagnosis. No single treatment works best. Treatments must address each person’s needs and signs. Health services 
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throws light on accent the health services by PHCs of Kanchipuram district with a comprehensive analysis and suggested 
measures for furtherresearch.
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and organizational performance. But with the support from service quality improvement as a mediator, organization could 
improve their quality of organizational performance.

Shaik Mohamed (2015) the study conducted on consumer’s opinion about the private hospitals OPD (Out-patient 
Department). The study focused on various dimension such as services, consumer satisfaction on the physical facilities and 
general facilities present in the Hospital. The study also assessed the patient’s opinion on services provided by the doctors and 
Paramedical staff. The study consists of 100 patients as samples based on non-probability sampling method of convenience 
sampling technique. Statistical tools such as Mean value and standard deviation were used using SPSS package. The study 
revealed that most of the patients were satisfied with the communication and treatment of the doctors and also with the time 
taken to consult the doctor but there must be a reduction in the time spent in the pharmacy and also the cost of investigations 
to improve customer satisfaction. 

Bhupesh Umath (2015) used the SERVQUAL model to analyze the gap between perceptions and expectations of the 
patients, with regards the services at hospitals in cities such as Ujjain, Dewas and Indore of Madhya Pradesh. This study was 
conducted to know the critical factors that lead to patient satisfaction using SERVQUAL model. Cross sectional data was 
collected from 270 respondents using simple random sampling method and analyzed for reliability test, correlation analysis, 
descriptive analysis and service index. It was found that the two hospitals had good service quality because the gap between 
perception and expectation are less in reality. Reliability and assurance, responsiveness and reliability, reliability and empathy 
had good correlation with each other.

Dhyana Sharon Ross (2015) analyzed factors influencing quality in healthcare and patient satisfaction and to study patient 
perception towards factors influencing quality and to assess the role of hospital administrators towards quality and patient 
satisfaction. 272 samples were collected, 208 from patients and attenders and 64 from hospital administrators using simple 
random sampling technique. Friedman test and chi-square test were used for statistical analysis. The study revealed that 
physical facilities are the most important factor on quality, followed by food and behaviour of staff and admission procedure. 
The level of understanding on healthcare quality differed widely with highly experienced staff with more knowledge on 
healthcare quality. Quality improvement initiatives helped the administrators to work towards quality of the services.              

Daprim S Ogaji (2015) researched on the systematic review of patients’ views on the quality of primary health care in sub-
Saharan Africa. The conduct and reporting of this systematic review followed the recommendations of the preferred reporting 
items for Systematic Reviews and Meta-analysis (PRISMA). This study constructs of 372 samples, weighted average and 
standard deviation tools were used for analysis. The study recommends for improvement in the methods used to examine 
patient views on quality of primary health care.

Saira Azhar (2015) explored the role and perception of academic pharmacists regarding their role in the healthcare system 
of Pakistan.  Qualitative methodology was used to explore perception of academic pharmacists. Semi-structured interview 
was used and data collected from the cities of Islamabad and Lahore, Pakistan. From the interview, it was found that there 
was a necessity for curriculum alignment, as it was considered important to enhance pharmacy practice activities. It would 
ultimately yield several benefits of pharmacists, including job satisfaction

OBJECTIVES OF THE STUDY

 ● To Identify the Important health services provided by PHCs and group the services of PHCs 

 ● To analyze the Patients’ satisfaction on Health services in PHC’s of KanchipuramDistrict.

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 
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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 KanchipuramDistrict.

Need of the Study
Thestudy can help to display the Patients’ satisfaction on Health services of PHC’s in Kanchipuram District. The Data drawn 
from this study can serve as guidelines to organization/improve existing Health centers policies, patients satisfaction level 
and expectations.

Methodology of the study
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
 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

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
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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

Table 2 - Model Summary of Patients’ Satisfaction on other Health Services and Treatment Services 

Model R R Square Adjusted R Square Std. Error of the Estimate
Dietary  .688 (a) .498 .485 8.52365
Nursing And Staff  .763 (b) .558 .566 7.84335
Relation with Patients  .777 (c) .568 .583 7.66622
Doctors Services  .782 (d) .585 .592 7.61240

From the above table, it is found that r = 0.688, r2 is 0.498, adjusted r2 =0.485 and SE of the estimate is 8.52365. 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 = 0.763, r2 is 0.558, adjusted r2 =0.566 and SE of the estimate is 7.84335. 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 = 0.777, r2 is 0.568, adjusted r2 =0.583 and SE of the estimate is 7.66622. It could be seen from 
above statistical result that the variable on Relation with Patient at 5% level. This shows that there is good fit of regression 
on these variables. It analyzes that r = 0.782, r2 is 0.485, adjusted r2 =0.492 and SE of the estimate is 7.61240. It could be seen 
from above statistical result that the variable on Doctors services at 5% level. This shows that there is good fit of regression 
on thesevariables.

Table 3 - ANOVA of Patients’ Satisfaction on Other Health Services

Model
Sum of 
Squares

Df Mean Square F Sig.

D i e t a r y 
Service

Regression 2264.023 1 2264.023 303.682 .000(a)

Residual 2736.164 99 72.653

Total 5000.187 100

N u r s i n g 
and Staff

Regression 2577.427 2 1238.713 208.686 .000 (b)

Residual 1962.760 98 61.518

Total 4540.187 100

R e l a t i o n 
w i t h 
patients

Regression 2609.823 3 8869.941 150.934 .000 (c)

Residual 1830.364 97 58.771

Total 4440.187 100
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D o c t o r s 
Services

Regression 2628.412 4 6732.103 116.147 .000 (d)

Residual 1811.775 96 57.949

Total 4440.187 100

From the Table No.2, it is found that Dietary Service ( F value = 303.692, P = .000), Nursing and Staff services (F value 
= 208.698, P = .000),  Relation with Patients (F value = 150.924, P = .000), Doctors Services (F value = 116.174, 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., Dietary Service, Nursing and Staff, Relation with Patients and Doctors Services are 
highly significant in explaining the patients’ satisfaction on Treatment. Further, the individual impact is measured 
through t test and the values are shown in Table No.3 indicating the co-efficient explain the influence on the patients’ 
satisfaction on Treatment.

Table 4 - Influence of Patients’ Satisfaction on other Health Services

Model

B

Unstandardized Coefficients Standardized Coefficients
T Sig.

Std. Error Beta

1
(Constant) 23.680 3.296 7.185 .000

Satisfaction on dietary service .704 .040 .698 17.427 .000

2

(Constant) 13.111 3.332 3.935 .000

Satisfaction on dietary service .513 .045 .509 11.483 .000

Satisfaction on nursing services and 
staff services

.337 .044 .340 7.664 .000

3

(Constant) 14.067 3.265 4.308 .000

Satisfaction on dietary service .349 .060 .347 5.821 .000

Satisfaction on

nursing services and staff services

.314 .043 .753 7.245 .000

Satisfaction on environment services .177 .044 .228 3.983 .000

4

(Constant) 8.294 4.071 2.037 .042

Satisfaction on dietary service .307 .062 .305 4.943 .000

Satisfaction on nursing services and 
staff services

.281 .045 .283 6.181 .000

Relation with Patients .168 .044 .215 3.779 .000

Satisfaction on doctors’ services .145 .062 .113 2.345 .020

a. Dependent Variable: Satisfaction regarding treatment

From the Table4, it is found that Dietary Service (t = 17.427, P = .000), Nursing and Staff Services (t = 7.664, P = 0.000), 
PHC Environment (t = 3.983, P = 0.000), Relations with Patients (t = 3.779, P = 0.000), Doctors Services (t = 2.345, P = 
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0.020) are statistically significant at 5% level. In the same way Dietary Service is also highly Influence the satisfaction of the 
patients on Treatment. Therefore, it may be concluded that these health-related issues inferences, the application of multiple 
regressions test discloses that the patients’ satisfaction on Treatment is influenced by Dietary Service, Nursing and Staff 
Services, PHC Environment, Relations with Patients and Doctors services.
Influence of Patients’ satisfaction on other Health Services and Environmental services
The other services viz., Dietary services, Awareness programs and Treatment are considered as independent variables and the 
patient satisfaction on PHC Environment is taken up as dependent variables. 

Table 5 Model Summary of Patients’ Satisfaction on other Health   Services and Environment Services

Model R R Square Adjusted R Square Std. Error of the Estimate
Dietary Service .771 (a) .595 .594 9.73755
Awareness Programs .811 (b) .657 .655 8.96456
Treatment .822 (c) .676 .673 8.73499

From the Table 5, it is found that r = 0.771, r2 is 0.595, adjusted r2 =0.594 and SE of the estimate is 9.73755. It could be inferred 
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.From the Table No. 5.28, it is found that r = 0.811, r2 is 0.657, adjusted r2 =0.655 and SE of the estimate is 
8.96456. It could be inferred 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.From the Table No. 5.28, it is found that r = 0.822, r2 is 0.676, adjusted 
r2 =0.673 and SE of the estimate is 8.73499. 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.

Table 6 - ANOVA of Patients’ Satisfaction on Environmental Services

Model
Sum of 
Squares

Df Mean Square F Sig.

Dietary Service

Regression 4736.629 1 4736.629 468.313 .000 (a)
Residual 3027.932 99 94.758

Total 7764.561 100

Awareness Programs
Regression 4949.033 2 2424.516 305.171 .000 (b)
Residual 2555.528 98 80.363
Total 7504.561 100

Treatment
Regression 5217.424 3 1605.808 220.259 .000 (c)
Residual 2487.136 97 76.300
Total 7704.56 100

From the Table No.5.29, it is found that Dietary Service (F value = 468.313, P = .000), Awareness Programs (F value = 
305.171, P = .000), Treatment Services (F value = 220.259, 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., Dietary Service, Awareness 
programme, and Treatment are highly significant in explaining the patients’ satisfaction on PHC Environment. Further, the 
individual impact is measured through t-test and the values are shown in Table No 6indicating the co-efficient explain the 
influence on the patients’ satisfaction on PHC Environment.

Influence of other services on Patients Satisfaction of PHC Environment
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Model
Unstandardized 

Coefficients
Standardized 
Coefficients T Sig.

B Std. Error Beta
(Constant) 1.350 3.764 -.359 .720

Satisfaction on dietary service .998 .046 .771 21.641 .000
(Constant) 3.581 3.526 1.016 .311

Satisfaction on dietary service .707 .057 .546 12.377 .000
Satisfaction on awareness programme 
services

.253 .033 .337 7.625 .000

(Constant) -2.471 3.721 -.664 .507

Satisfaction on dietary service .551 .067 .426 8.255 .000
Satisfaction on awareness programme 
services

.239 .032 .754 7.362 .000

Satisfaction on treatment .244 .058 .190 4.235 .000

a. Dependent Variable: Satisfaction regarding environment services

From the Table No., it is found that Dietary Service (t = 21.641, P = .000), Awareness Programs (t = 7.625, P = 0.000), 
Treatment (t = 4.235, P = 0.000)   are statistically significant at 5% level. In the same way Dietary Service is also highly 
Influence the satisfaction of the patients on PHC Environment.  Therefore, it may be concluded that these health-related 
issues inferences, the application of multiple regressions test discloses that the patients’ satisfaction on PHC Environment is 
influenced by the services of Dietary Service, Awareness programs and Treatment.

FINDINGS OF THE STUDY

 ● The majority of 63 per cent of the patients aremale.

 ● The most of the respondents (72%) aremarried.

 ● The 53% of the respondents are in the age group of 19 - 40years.

 ● 43% of the respondents areagriculturalist.

 ● 62% of respondents are in the income group of up to Rs 1,00,000 peryear.

 ●  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

The PHC may extend bed facilities to all types of patient in sub centers.The Govt. may provide all the equipment’s (x-ray, 
surgical equipment’s etc.) to sub centers for the purpose of people welfare.The PHC will take initiative to start dietary service 
in sub centers of PHC.The Govt. will take sufficient action to maintain medicines availability in sufficient level at sub centers 
of PHC
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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 KanchipuramDistrict
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INTRODUCTION

The digitalization in the developed nations was witnessed years before but the digitalization of the developing countries 
was on a higher rate during this Pandemic period. But both the developed as well as developing countries was going in a 
slow pace towards the new trends in the technologies viz; Blockchain  or AI or Machine Learning etc…Everything changed 
when the people were asked to work from home, the contact tracing of the people, the consultation in the clinics or hospitals, 
students were asked to attend their classes from home, the government officials used to conduct their meetings from their 
place of residence or at their offices etc..  Almost all the sectors were in need of the technology and to do their work in an 
easy and efficient manner even the sectors or the industries needs to be digitalized. Sticking on to the older technologies may 
not find a fruitful solution and that’s where the implementation of the newer technologies took place abundantly during this 
pandemic period across the world. And one such technology is the Blockchain technology. When the normalcy of the people 
was affected it further pushed the era of digitalization much faster than ever before.

The whole world is under the catch of an unseen Virus named “COVID -19”. The growth of the virus took a roller coaster 
ride in almost all the regions across the globe. The number of cases reported went on increasing from the Day -1and it is still 
counting. The stringent measures imposed by the countries have helped to curb the spread of the virus up to an extent. But 
still the people and the government are afraid to ease the restrictions foreseeing the second wave of the virus. At the same 
time on other side the lockdowns & restrictions imposed on the lives of the people and on the businesses has affected the 
economy badly. The unemployment rate is on a higher scale witnessed in this century. Almost all the people sit at home and 
work remotely except the medical practitioners, volunteers, govt. authorities etc. The Vaccine’s which is been in the stage of 
developing is the only hope for the common man to lead a fearless life. To evaluate the risk associated with Covid 19; there 
are basically three criteria to look into:
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None of them in the world ever dreamt of the time spending with the family and working from home for months. And that 
dream is a reality now with the outbreak of Covid 19 virus in China and still spreading across the world. Many countries have 
battled against the virus and curbed the spread but the normalcy of the people is still affected. During the initial spread of the 
virus most of the countries used analog leather methods to track the patients and their contacts. But as the spread was taking 
a turbulence mere analog method didn’t work well. So, most of the countries dived into the technologies to have a closer look 
at what can be reaped from them. Among the most modern technologies Blockchain is considered as one of the most trusted 
due to its P2P networks. The implementation of the Blockchain technology in the healthcare sector will create revolutions in 
the near future. With the help of this Blockchain technology the governments along with the healthcare workers are trying 
to curb the spread of the virus. This paper deals with the opportunities & challenges of blockchain technology in curbing the 
spread of the virus and some real-life examples of the blockchain technology. 
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 ●  Transmission rate – The number of newly infected individuals from a single case. To identify the transmission rate 
most of the countries implement contact tracing methods. So, when a person tests positive all the persons who came 
in primary contact with that person preceding to 14 days must go in quarantine for the next 14 days to curb the spread 
of the virus. Different countries use different methods of contact tracing ranging from analog shoe leather method to 
those that leverage technologies.

 ●  Case Mortality Rate – The frequency of deaths. The mortality rates arising out of the spread of Covid 19 could be 
reduced only if adequate medical kits are supplied when it is essentially needed.

 ●  Assessment whether asymptomatic transmission is possible – Whether there is a possibility of asymptomatic 
transmission is possible or not is a great deal because the medical practitioners or the volunteers focuses only on the 
symptomatic patients rather than asymptomatic ones. Even the person carrying the virus may not knew he or she is 
the carrier unless & until the person is tested positive. (Khatoon, 2020)

From the Day 1 of the outbreak of the virus till this day, the people in the medical field in collaboration with government 
and other well-wishers is trying to curb the spread of the virus. Monitoring the patients, contact tracing, supplementation of 
medical products etc… takes time if done through the traditional methods and eventually it results in the spread of the virus. 
This is where the possibility of using the modern technologies comes into the picture. Among the most modern technologies 
available in this world this paper will examine the potentials of Blockchain technology in curbing the spread of the virus. 

The innovative Peer 2 Peer (P2P) technology without any intermediaries is the core element of the Block chain technology 
which emerged as an alternative to the existing paper currencies during the year 2009; the year immediately after the global 
recession. Blockchain can be considered as a technology which gets a rich quick scheme. The structure of the blockchain 
technology is what it attracted many but at the same time most of them were afraid to use it because of the non-centralized 
authority in the transaction created a buzz among the stakeholders. The technology was originally created to support the 
Bitcoin; one of the famous Crypto currency. But, at present the opportunities of Blockchain has flourished from the mere 
development of crypto currency to support the functions of almost all the industries across the globe. The possibilities of the 
Blockchain is never ending and at the same time the challenges towards this technology piles up like anything. As most of the 
experts state the technology is like a trial & error method. If it is successful it will be proclaimed across the industries if not it 
will be remodified to suite the industry.

The COVID 19 and the Blockchain technology will last longer (Jamet, 2020). The implementation of the Blockchain 
in the health care sector will help to curb the Covid 19 as early as possible. There is a possibility of in efficiency & non – 
transparency creeping up while doing the contact tracing or identifying the case mortality rate using the analog shoe leather 
method. This situation can be eliminated with the introduction of Blockchain technology. This paper tries to explore the 
potentials of Blockchain in the healthcare industry, the opportunities & challenges of Blockchain in curbing the Covid 19.

Objectives of the Study
 ● To explore the potentials of Blockchain in the Healthcare industry.

 ● To identify the opportunities of Blockchain in curbing the Covid 19.

 ● To evaluate the challenges of Blockchain in curbing the Covid 19. 

1. Potentials of Blockchain in the Healthcare industry.

Blockchain technology is in its way to have potential changes in the healthcare industry. Even though Blockchain technology 
had its potentials in other industries researchers were keen enough in observing the changes that the technology can bring into 
the healthcare sector. The increasing hospital expenses, inefficient practices and the data loss could be eliminated from the 
traditional hospitals if the hospitals are digitized with the help of Blockchain technology. Fig.1below illustrates the Blockchain 
technology in the healthcare system which will basically have four layers; viz; sources of data, the blockchain technology, 
applications in the healthcare and stakeholders. 

 ●  Layer 1 Healthcare Raw Data – In this layer the raw data of a patient is collected from different sources viz; the 
existing data sources, Clinics, Labs, Claims from the insurance companies or other government agencies, Medical 
images from the laboratories, the information generated by patients in online or offline platforms etc.. forms the 
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source of collecting the raw data. Once the raw data is collected now ill move on to the next layer that’s the adding 
up of blockchain technology layer into the raw data.

 ●  Layer 2 Blockchain Technology – In this layer based upon the raw data collected the type of blockchain is selected 
whether it should be Private, public or a Hybrid one. The networks & protocols to be maintained in the blockchain 
and if all the other nodes accept this as a block then the block will be added into the blockchain. If there is no 
preexisting blockchain then we should start from the Genesis block.

 ●  Layer 3 Healthcare Applications – Based on the developed Blockchain now the various applications can be rolled 
out to check the efficiency of the blockchain technology as well as on to the patients for getting a live update on their 
health status.

 ●  Layer 4 Stakeholders – The stakeholders who can view the data can be determined by the authorities in the blockchain 
or as mentioned by the hospital or the healthcare sector. (Khezer, Moniuruzman, Yassine, & Benlamri, 2019)

When the Blockchain technology is implemented a patient with a private key can authenticate a medical practitioner to access 
the records anywhere across the world in which blockchain is implemented. This helps the patient to have a digitized heath 
reports rather than the paper-based ones which is easier to be lost. Most of the governments in the West have approved for 
the Blockchain technology to be implemented in their Health sector; US have gone a one step forward and declared it as an 
essential technology to be implemented in the healthcare sector. The initial cost of setting up the technology might be on a 
higher side but the results that it provides is of great. Some of the hospitals do hesitate to implement this technology because 
they will lose their regular patients and they will incur loses if there are no good practitioners. Since almost everything 
is moving towards a digital environment, we can expect that even the healthcare sector including the hospitals will be 
digitized and the sky rocketing costs charged by them will decline after the implementation of the blockchain technology. The 
digitalization in the healthcare sector is in a nascent stage. 

Opportunities of Blockchain in curbing the Covid 19
As the whole world is fighting against the Covid 19 it is essential to look into the opportunities that the technology can bring 
into curb down the viruses. When the restrictions were imposed upon the normal lives of the people everyone was forced to 
work from home and to attend the classes from home. As WHO chief stated there is no return to old normal for foreseeable 
future made everyone to check for the alternatives which can be implemented in all the fields across different industries. 
Choosing the analog methods to curb the viruses will obviously result in a widespread of the viruses because the real data 
can’t be analyzed immediately in order to overcome this situation the help of a technology is essentially needed. Now, will 
look into what ways the blockchain technology can help the society in curbing down this spread of the viruses.

 ●  Contact Tracing – One of the most difficult methods in curbing the spread of the virus is to trace the contacts of a 
Covid Positive patient. When a person gets positive it is difficult to identify all of them who had a primary contact or a 
secondary contact with the patient. And in turn it makes difficult for the health workers to identify the person affected 
with the virus. Using an analog leather method might even take days or weeks in order to identify the primary & 
secondary contacts. 

 ●  This is where the role of the blockchain technology comes into the picture. With the help of blockchain technology 
installed in a smartphone the user as well as the government or the health care sector can identify whether he or she 
has come in contact with an infected party. If he or she have come in contact with the infected person immediately 
it will be notified to the smartphone holder and the government or the healthcare sector to take further steps. The 
blockchain technology will never look into the personal details which is present in the smartphone rather it uses the 
location based and the Bluetooth or data services to identify whether they have come in contact with the infected 
party. Some of the governments have implemented this technology to curb the viruses down and they have found 
it successful too. The people have also gained confidence enough to step out to the streets to have their groceries 
or heading towards their work because of the contact tracing apps developed by the Blockchain technology (World 
Economic Forum, 2020) (Daly, 2020) (IDCUK, 2020) (Civilsdaily, 2020).

 ●  Supply Chain Management – The flow of the information in the medical field is still in its nuance stage and in an 
unorganized manner which in turn delays the response of the government during this pandemic times. When there 
is no vital and real time information of the Covid patients it further makes it difficult in order to be equipped with 
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the medical supplies. Initially when there was an outbreak of the virus almost all the governments faced a shortage 
in their medical supplies of PPE kits and ventilators. There were times when even the hospital ran out off beds due 
to the large number of Covid patients. To manage the crisis its better to have a single database management system 
wherein the demand and supply of the medical supplies could be recorded. 

 ●  The blockchain technology can be used to create a single, trusted & transparent view of the supply and demand 
information across the multiple stakeholders, geographical boundaries and the legal entities. Not only the dedicated 
firms for manufacturing medical supplies manufactured the PPE kits and ventilators. There was n number of firms 
which came up to produce PPE kits and ventilators. Since most of there normal production was affected, they turned 
into the production of medical supplies among them includes Ferrari too. The blockchain technology serves as a 
platform for the stakeholders and the manufacturers to knew the demand and the inventory which readily helps the 
government to curb down the viruses. (Kutty, Bremer, & Seeger, 2020) (IDCUK, 2020).

 ●  Crisis Management – The management of the Crisis like Covid could be notified to the public immediately if the 
blockchain technology is implemented. The public can also participate in this and they can give suggestions to the 
government to curb down the viruses. This acts as an open forum for the people to intimate the government with 
regarding to the places where the spread is more or to inform about a Covid positive patient. The government will 
look into the issue soon and necessary steps will be taken immediately. This is more helpful for the people where 
it is hard for the government or the healthcare volunteers to check upon the lives of the people. (Civilsdaily, 2020).

 ●  Tracking of Donations – As the Covid is spreading across the world the nations and the well-wishers do donate 
the funds to the needy at this time. But, as a donor he or she or even the government is concerned whether the 
donations are been benefitted in the right manner or not. To overcome this the Blockchain technology will enable the 
donors to track the funds from the moment it has been donated and till it reaches the hands of the needy. The crypto 
currency method which we usually use in the blockchain technology is also used in order to track the donations. The 
blockchain creates a database of the people or the government who needs the fund and the donor who is willing to 
contribute can identify it from the blockchain database and can contribute it by watching whether the contribution 
reaches the right hand or not (Banafa, 2020) (Civilsdaily, 2020). 

 ● �Immunity�Certificates – It is a type of document which is issued by the government or the health authorities 
certifying that the individual has been affected and immune to Covid 19. This certificate holder can go anywhere in 
to the public places or stadiums or clubs etc… but giving an immunity certificate in the traditional or just normal 
computer-generated certificates may in turn gives the rise for forgeries that can happen to develop such certificates. 
In order to avoid this forgery all the hospitals or the government must implement a blockchain technology in which 
the moment a patient enters into the hospital and tests with Covid positive, the antigen tests done and the immune 
all are recorded into the blockchain network. This system can be used to extract the information of the patient from 
a blockchain technology and he or she may not be denied entrance in any of the public gatherings because of the 
immunity certificate which he or she possess. A date of expiry is also attached to the immunity certificates since there 
is a chance for the second wave of the Covid 19 (Bansal, Garg, & Padappayil, 2020). 

Above are the opportunities that the blockchain technology have in order to curb down the viruses. If these opportunities can 
be met at the real time with the help of the technologies then it will result in early eradication of the Covid 19 virus from at 
least some parts of the world.

Challenges of implementing the Blockchain technology in curbing the Covid 19
Apart from the normal challenges which a blockchain technology have with regarding to the Security and Standardization. 
Implementing the blockchain in order to curb the virus do poses some challenges. They are:

 ●  The vulnerability of the global supply chains – Even though everyone is concerned about the supply chain and 
even if blockchain is taking over the supply chain for the medical supplies there is an element of trust which cannot be 
ascertained by the blockchain. Blockchain can only value on the numbers but the quality of the medical supplies can’t 
be checked which creates a greater challenge in order to curb the virus. If good quality materials are not available for 
the medical supplies it in turn affects the fight against Covid 19 (Jamet, 2020). 
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 ●  Re opening high density venues – The people might rush into a stadium or a park or for a public gathering 
immediately after the release of stringent measures imposed upon them. At this time the government may give 
immunity certificates for those who are with there good health but for those who are affected might be asked to leave 
the place making it as another form of racism between the positive and the negative (Jamet, 2020).

 ●  Ongoing Perspectives in Curbing the Spread Of The Virus
The implementation of this technology could be traced out in the developed countries at a growing stage. The blockchain 
technology keeps on updating as and when a problem arises. The technology will last for a longer period overcoming the 
hurdles which it have in facing the real life problems. The blockchain technology along with Artificial Intelligence (AI) and 
Internet of Things (IoT) will make a revolution in the upcoming years across the world. Already during these pandemic 
industries across the globe is identifying the potentials which these technologies can do. The blockchain technology in curbing 
the spread of the viruses have been implemented by different countries across the world. Now will look into the real-life 
examples of blockchain technology implemented for curbing the virus. They are:

 ●  MiPasa – The tagline of MiPasa is “Because I Care”. The MiPasa is a data sharing ecosystem which address the 
Covid 19 outbreak challenge and gives the real time data needed for the countries or the stakeholders. The data will 
be protected and it cannot be hacked at any case that’s what they promise. This can be considered as a sharing hub 
of information’s related to Covid 19. MiPasa is supported by IBM, Oracle and Hacera to develop the best out of the 
scratch (MiPasa, 2020).

 ●  Civitas – A public safety system app developed by Emerge a blockchain based startup company in Toronto. This app 
is used by the Latin American government to curb down the virus. The app actually takes care of the individual and 
intimates him or her on what all days he or she can go out and  whether the places are crowded, the waiting time in a 
nearby grocery store etc… can be identified with the help of this app (Civitas, 2020).

 ●  Tymlez – They have volunteered their services to the Dutch government. In a technological consortium formed by 
the government even Tymlez is part of it. The Tech to fight against Corona was the initiative of the Dutch government. 
The Tymlez will help the government in providing the supply chain solutions of medical supplies matching the 
demand and supply of the goods. The blockchain helps in transparency in the supply chain which will control the 
prices (Unlock, 2020).

 ●  Rapid Supplier Connect – It is a blockchain technology from the house of IBM which provides the solutions in 
supply chains meeting demand and supply in various countries. It encourages even the non-traditional ones to join as 
a supplier to help fighting the Covid 19. It combines a scalable blockchain for business network, proven supply chain 
solutions and a network of dedicated industry and technical experts (IBM, 2020).

There are many more blockchain technologies which is under construction and waiting for the test runs, if at least a few can 
make success the possibility of eradication of the virus is on a higher side. Hope that each and every country collaborates well 
enough to curb the spread of the virus and developing the vaccine.

CONCLUSION

We believe that the blockchain technology have enormous potential in curbing the spread of the virus and in the healthcare 
ecosystem. The blockchain in the healthcare structure will create revolution similar to that of the Bitcoins developed in 
the same platform. Identifying the real opportunities of the blockchain and implementing it in the real-life scenarios is a 
challenging task. By this time people might have identified the potentials of the most modern technologies with the help of 
the internet or the educational platforms viz; Coursera, EdX etc… The growth of these technologies was expected to be in a 
growing stage till the year of 2023 but the outbreak of the virus have changed everything and have pushed the digitalization 
across the globe in a faster way. The blockchain solutions with real life problems will generate trust in the minds of the people 
in the near future. There is a long way to go for blockchain technologies in the field of healthcare eco system.  We do hope 
that the healthcare sector will implement blockchain technology across the globe for a speedy and transparent transactions.
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INTRODUCTION

Investment means application of funds on assets with an intention to earn income or capital appreciation or both income and 
appreciation. The two main factors that influence the investment decisions are time and risk. An Investment is defined as the 
“commitment of current financial resources in order to achieve higher gains in the future”. An investor is a person who employs 
money in investment products with the expectation of financial return in the future. There are a wide range of investment 
opportunities available to the investors, which pose a challenging question like, why, where, how, how much and when to invest. 
Hence, an investment involves the challenge and hardship in their decision-making process. The return on such investment depends 
on the investor’s preference towards various investment avenues, his/her ability to take risk and also on his/her demographic 
characteristics. Hence this study is intended to focus on the variables which determine the suitable and right investment avenues.

REVIEW OF LITERATURE

Pandian (2012) in his study explored that since the evolution of mankind, the need for biological and physical fulfillment has 
emerged. Over the long span of development of mankind there is a very high advancement in technological and industrial growth. 
The world has gradually shrunk into global village. Due to technological advancement and growth in population there has been an 
increase in demand for goods of various kinds. Availability of options has increased competition and have led to the need for proper 
financial planning. The emergence of investment options is mainly driven by people’s social and demographic variables and needs 
are generally classified into protection needs and investment needs. From the results of the study, it can be concluded that employees 
have shown that they are following good investment policies and are satisfied with their investment practices. Employees contribute 
to the respective organization by their labour contributions, and also contribute to the development of the economy.

Buchaiah. M., 2014 in the study collected responses from 300 respondents from the Hyderabad city to understand their 
perception of investments. Convenience sampling was used to choose the sample. The questionnaire was framed in such a way 
to collect their demographic details and their investment perception towards mutual funds. Statistical tools like percentage and 
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investment avenues. Structured Questionnaire method is used as an instrument for collecting primary data from the respondents 
and books, magazines, journals, websites, etc. were used for collecting secondary data. Therefore, part of the population is 
taken for analyzing and generating the findings, which may be applicable for total market.
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weighted mean average were used for the analysis. It was found that the investors below the age of 40 years were cautious in 
their investment decisions. They preferred growth fund to a great extent, followed by balanced fund and income fund.
Kaur, I. (2018) The fund selection process of investors in a mutual fund needs to be understood for designing better marketing 
strategies. Knowledge and perception about the mutual funds can affect investor’s behaviour towards information search and 
selection criteria during the decision process. Therefore, this study aims to examine Indian mutual fund investors under the 
framework of Theory of Planned Behaviour and Consumer’s Behaviour Model. The data have been collected from mutual 
fund investors in the National Capital Region–Delhi, India, through a  structured questionnaire. The collected data were 
examined with relevant statistical tools. Investors having better knowledge of mutual funds access impersonal sources of 
information and performance of fund affects their choice, whereas investors having lesser knowledge take advice of experts 
and select funds based on fund characteristics. This paper shows the unique effect of knowledge and perception on information 
search behaviour of investors towards mutual funds. 
Senthilkumar et al. explored that developing countries like India need to handle a lot of enormous tasks in finding capital for 
its developmental efforts. Such countries find it difficult to manage people with low income, low savings, and low investment. 
In addition there exists the problem of unemployment. With a high capital output ratio, India has to generate high rate of 
investments to attain high growth levels. The two main things to concentrate is to take responsibility in investments of postal 
schemes and generate funds for the overall benefit of the society. 
Syed Tabaasum Sultana, 2010 explored to find the relationship between the risk tolerance, age and gender of individual 
investors. It was found that investors were educationally qualified and earned well but did not involve in investment in risky 
assets. This supported the study taken by Srinivasan, Sakyhi. K and Lakshmi Devi. S in 2006. Television was the main source 
of information for the investors and that they have a very low risk tolerance level.

OBJECTIVES OF THE STUDY

Primary Objective
To analyze the investment pattern of the working women towards various investment avenues.

Secondary Objectives
 ● To understand the profile of investors.
 ● To study the investors perception and attitude towards various investment avenues.
 ● To analyze the factors influencing the investor in Gold, land and buildings etc.
 ● To analyze investors risk appetite towards the investment options.
 ● To analyze the level of investment awareness among the investors.

SCOPE OF THE STUDY

The aim of this study is to evaluate the need and importance of investment in today’s world of uncertainty. The study 
emphasizes the investment pattern of investors and focuses on their preferences and pattern. The study measures and identifies 
the investment pattern based on their demographic factors, objectives of investment and the level of risk involved. The 
challenges encountered by investors are many and it is essential to create awareness among them to understand the need and 
importance of savings and investment. There are also opportunities which are not fully explored by the investors. A case study 
for this research was undertaken from various employed investors in the Chennai city. The most valuable recommendation 
was proper and simple process of investing their funds. This will ensure that they manage their investments in a wise manner 
and contribute to the development of the economy.

SAMPLING DESIGN
The population of consumers of investment instruments are large in number. Due to time constraint and lack of mobility in 
this pandemic situation, the researcher was able to collect information from about 100 respondents by using the method of 
convenience sampling. Therefore, part of the population is taken for analyzing and generating the findings, which may be 
applicable for total market.

TOOLS AND TECHNIQUES OF DATA COLLECTION

Methods of Data Collection
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Structured Questionnaire method is used as an instrument for collecting primary data from the respondents and books, 
magazines, journals, websites, etc. were used for collecting secondary data.

Sample Size
The sample size taken for the study is 100.

Table 1: Demographic Profile of the Respondents

Demographic Variables Frequency Percentage
Age Less than 30 years 36 36.0

31- 45 years 50 50.0
Above 45 years 14 14.0
Total 100 100.0

Educational Qualification No Formal 
Education 11 11.0

School Level 21 21.0
Undergraduate 42 42.0
Postgraduate 17 17.0
Professional 9 9.0
Total 100 100.0

Occupation Private 74 74.0
Government 9 9.0
Self-employed 17 17.0
Total 100 100.0

Monthly Income (Rs.) Less than 20000 33 33.0
20000- 40000 45 45.0
40001-60000 9 9.0
Above 60000 13 13.0
Total 100 100.0

Source: Compiled by the researcher.
It is clear from the above table that 50% of the respondents belong to 31 – 45 years of age group, 74% of the respondents 
belong to private sector, 45% of the respondents earn Rs. 20000 - 40000 pm and show interest to invest for a secured future.
Null Hypothesis: Income of the investors does not influence the choice of investment avenues.

Table 3 Objectives of Investment: Ranking Method

To explore the objectives of investment by the samples, the researcher listed various objectives of investment in the 
questionnaire, to the samples. Based on the information collected from the respondents the ranking method were applied, and 
it is presented in the table below:

FACTORS MEAN RANK
Safety 4.987562 1
Liquidity 4.139303 2
Return 3.554726 4
Reliability 3.875622 3
Low risk 2.470149 5
Other factors 1.977612 6

From the above table it is observed that the respondents have ranked SAFETY as the first and LIQUIDITY as the second 
aspect for investment. The investors must know about the organization where they are going to invest and must get accurate 
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information from reliable sources to invest their funds, so it stands in the third rank.  The investors get RETURNS for their 
investment and it stands in fourth rank.  The other aspects ranked fifth and sixth by the respondents are LOW RISK and 
OTHER FACTORS.  If the above objectives are taken care while investing, the investment will be fruitful to the investors.

RESULTS AND DISCUSSION
The study ascertained that on the whole the respondents preferred to invest in land, building and gold.
It is identified that majority of the youngsters and aged respondents intend to invest in land and buildings and the middle-aged 
respondents prefer investments in gold.
It is also found that the male members preferred to invest in land and building whereas female is attracted to buy gold or gold 
ornaments.
The respondents working in private concern wish to invest in gold, the respondents in government sector favored to invest in 
land and buildings and the self-employed respondents preferred savings.
Low income group desired to buy gold and high-income group wished to invest in land and building.
General awareness is to be created among all the age group people with regard to varied investment avenues. Respondents 
who have less knowledge in investment must be properly guided to make investments in a wise manner.
Extra care and support are required to make investments and hence proper information sharing by companies, periodic market 
assessments, and company recognition is to be informed to investors on a regular basis.
Investment in mutual funds is comparatively less and hence information is to be provided to investors about the benefits of 
mutual fund investments.

CONCLUSION
The study on investment pattern was conducted in the city of Chennai. The study revealed that the investors have the most 
preference for safety.  Most of the respondents have retained their savings in the form of cash and cash equivalents.  The 
level of awareness of market among the investors is high, but not interested in investing in them because of high level of 
risk.  Since many investors expressed their interest in learning more about market, the companies, stock brokers and the 
government has to conduct programmes to educate them on the same.  The statistical analysis of data has given insight into 
investor demographics and their investment preferences.  Based on the investor profile and investor preferences, suggestions 
have been made for the companies to increase its market penetration.
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INTRODUCTION

The word investment has many interpretations as it means different understanding to different persons. For a person who has 
lent money to another, it may be an investment for a return.  Similarly, if a person purchases shares of a company, bullion or 
real estate for the purpose of price appreciation, it is also a type of investment. Likewise, an insurance plan or a pension plan is 
an investment to its purchaser. From these illustrations, it is clear that investment is a commitment of funds for earning future 
additional income. In other words, investment is considered the sacrifice of certain present value of money in anticipation of 
future reward.

For making proper investment involving both risk and return, the investor has to make a study of the alternative avenues 
of investment - their risk and return characteristics and make proper projection or expectation to preferences of the risk and 
return for making proper investment decision.

LITERATURE REVIEW 

In the past, some studies relating to investments have been conducted. Literature on the different investment avenues and their 
benefits are massive. By a hair’s breadth any research studies that have influenced the preparation of this paper significantly 
are discussed in this part.

Anand and Murugaiah (2014) considered The Strategic Issues related to the Marketing of Financial Services along with 
satisfaction with the idea of today’s financial services industry have a need for innovative strategies in adding together to 
course of action with the aim of allow them in the course to detain most prospects. To enable them towards enduring with an 
assemble the dangerous competition from international company of domestic as well as foreign resource.

Gaur Arti et al. (2011) considered women investors to be better decision makers of investment. They decide as to whether 
to invest in stocks, bonds or real estate. There is a huge difference in the investment decisions between male and female 
members. The study concluded that male have a high level of knowledge than women. In general, the female investors show 
less confidence level in their investment decisions which result in low grade of satisfaction level among the investors. 

Jothilingam et al. (2013) conducted the research study based on the available literature and questionnaire i.e., both primary 
and secondary data were used for the study. It was to study the investors attitude towards different investment avenues. At 
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present the women investors invest in gold and that they need to explore other avenues like mutual funds, shares, currency, 
etc. The study showed that investors were in for investment avenues which are less risky. They were keen on avoiding risks 
by choosing to invest in gold, mutual funds and bank deposits.

Ramamurthy and Reddy (2015) approved out a study to analyze the Recent Trends in Mutual Fund Industry and finished 
that the major benefits delivered to the small investors by mutual funds are professional management, diversification of 
investment, suitable administration, return potential, liquidity, transparency, flexibility, affordability, wide choice and proper 
regulation. They also analyzed certain modern trends in the mutual fund trade such as, entry and exit of mutual fund companies, 
compulsory certification of mutual fund sales / marketing personnel, mutual fund schemes related to real estate, commodity, 
bullion and precious metals, etc., shift from income funds to money market funds, shift from banks to mutual funds and 
buying and selling of mutual funds through online mode.

Sellappan et al. followed a descriptive approach method and primary data to study the investment attitude of women 
investors. It was shown that young and unmarried persons were high risk takers, while the elder and married did not want 
to take risks. The married women were more involved in making investments then the unmarried. The young preferred to 
invest in shares, mutual funds, and other instruments of high risks. The married women chose to invest in fixed deposits and 
insurance. They favoured to invest in government and its related domain basis of assets. 

OBJECTIVES OF THE STUDY
 The Indian financial market conscientiousness is an extremely outsized industry consisting of number of investors. As the 
human behavior is spontaneous, this revised study helps in finding out the necessary essentials on the area under argument of 
investors’ outlook and opinion regarding investments. The objectives of the study are:

 ● To identify the women investors’ familiarity and awareness regarding investment in various avenues.

 ● To study about the women investors’ attitude towards various investment options.

 ● To analyze those factors that influence the investment habit of the investors.

 ● To study the investment preference of women investors.

LIMITATIONS OF THE STUDY
There is no complete research study without limitations. This study is also not free from drawbacks. Some of the limitations 
of the study are:

 ● Limited time period prevented a detailed study and analysis

 ● All respondents were not able to provide their feedback due to various reasons

 ● The results are based on the views of the women investors in central Chennai alone

 ● The statistical tools have its own built-in limitations.

METHODOLOGY

Sample Details
To achieve the objective of studying the investors attitude and awareness of various investment avenues, required data has 
been collected. The sample size for the study is limited to 60 respondents. A convenient sampling method was used to select 
and make the sample representative of the population.

Data Collection Methods
The Primary data for the purpose of study is collected through a structured questionnaire method. The questionnaire consists 
of questions relating to demographic details, investor attitude about various investment avenues, and investor awareness 
programs.

Secondary Data
The secondary data are collected from relevant books, journals, magazines and websites. These data are used to support and 
substantiate the research study.
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Statistical Tools
To analyze the responses of the respondents’ appropriate and relevant statistical tools are used. The statistical tools used in this 
study are percentage, chi-square, ANOVA, t-test, Friedman test and factor analysis.

RESULTS AND DISCUSSION

The questionnaire was divided into three segments. They are as follows:
 ● Demographics

 ● Investor Perceptions 

 ● Investor Awareness Programs 
The procedure of analysis is essential to interpret the result obtained, to draw up inference, and to give a meaningful conclusion 
for the study. Each question from the questionnaire which is in the source of primary data collection is converted in the form 
of table and various statistical tools such as percentage, chi-square, ANOVA, t-test, Friedman test are used to draw inferences.

TABLE 1 – AGE GROUP OF THE INVESTORS

S No. Age (years) Frequency Percentage
1 Below 30 14 23.33
2 31-40 17 28.33
3 41-50 18 30.00
4 Above 50 11 18.34

Total 60 100

Source: Primary Data
Table 1 above point that 30 percentage of the respondents belong to the age group of 41-50 years, 28.33 percentage of the 
respondents belong to the age group of 31-40 years, 23.33 percentage of the respondents belong to the age group of below 30 
years, and 18.33 percentage of the respondents belong to the age group of above 50 years. This shows that a greater number 
of the respondents belong to the age group of 41-50 years who are experienced and have knowledge about investments and 
the avenues for investment.

TABLE 2 – EDUCATIONAL QUALIFICATION OF INVESTORS

S No. Educational Qualification Frequency Percentage
1 Under-graduation 10 16.67
2 Post-graduation 25 41.67
3 Professional 17 28.33
4 Others 8 13.33

Total 60 100

Source: Primary Data
Table 2 explains that 41.67 percentage of the respondents are postgraduates, 28.33 percentage of the respondents are 
professionally qualified, 16.67 percentage of the respondents are under graduates, and 13.3 percentage of the respondents 
belong to the category of “Others”. From the above it can be inferred that a good number of the respondents are postgraduates 
and are capable to take wise investment decisions.

HYPOTHESIS
Null Hypothesis: There is no significant difference between percentage of investment with respect to perception of investors.
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TABLE 3 – SIGNIFICANT DIFFERENCE BETWEEN PERCENTAGE OF INVESTMENT WITH RESPECT TO PERCEPTION OF 
INVESTORS

Source Degrees of Freedom Sum of Squares Mean Squares F Ratio Table Value
Between Groups 2 1070.4373 535.2187

15.1728 3.03
Within Groups 58 4127.1543 35.2748
Total 60 5197.5917

Source: Primary Data
 Since the calculated value of F (15.1728) is greater than the table value of F (3.03), the null hypothesis at 5% level 
of significance is rejected. Hence, it is concluded that there is a significant difference between percentage of investment with 
respect to perception of investors. The results from the above table show, the more perception of investors towards various 
avenues leads to more investments. 

FACTORS OF INVESTOR GROUP AND ASSESSMENT OF RISK ASSOCIATED WITH INVESTMENTS

COMPONENT INITIAL EIGEN VALUES EXTRACTION SUMS OF SQUARED 
LOADINGS

ROTATION SUMS OF SQUARED 
LOADINGS

TOTAL % OF 
VARIANCE

C U M U L 
ATIVE %

TOT % OF 
VARIANCE

CUMULA 
TIVE %

TOTAL % OF 
VARIANCE

C U M U L A 
TIVE %

1 3.879 24.245 24.245 3.879 24.245 24.245 3.667 22.919 22.919

2 2.496 15.597 39.843 2.496 15.597 39.843 2.329 14.559 37.477

3 1.402 8.766 48.608 1.402 8.766 48.608 1.487 9.297 46.774

4 1.122 7.014 55.622 1.122 7.014 55.622 1.416 8.848 55.622

5 0.942 5.890 61.512

6 0.877 5.483 66.995

7 0.797 4.982 71.977

8 0.766 4.789 76.765

9 0.675 4.216 80.981

10 0.588 3.673 84.654

11 0.510 3.186 87.841

12 0.489 3.056 90.897

13 0.449 2.809 93.706

14 0.417 2.607 96.312

15 0.324 2.027 98.339

16 0.266 1.661 100.000

The employees are requested to express their opinion about risk associated with investment at the point of inception. 
Their responses are obtained in Likert’s 5-point scale which range from highly risky to riskless. Sixteen investment avenues 
have been posed to them to obtain responses suitable for the investor groups.  Factor analysis, (the principal component 
method) is applied and the following results are obtained.  

TABLE 4 - KMO AND BARTLETT’S TEST FOR ASSESSMENT OF RISK ASSOCIATED WITH INVESTMENT

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.765

Bartlett’s Test of Sphericity

  

Approx. Chi-Square 1737
df 120

Sig. 0

Source: Computed Data
 Kaiser – Mayer – Olkin measure of sampling adequacy was estimated at 0.765, Bartlett’s test of Sphericity and Chi-
Square value was noted at 1737 are statistically significant. This shows that the investor’s behavior noted from 60 samples 
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are significant explaining risk associated with investment. The following table gives the number of factors deduced into 4 
predominant factors.

TABLE 5 - ROTATED COMPONENT MATRIX (A)

Responses Component
1 2 3 4

AR14 0.53
AR9 0.58
AR11 0.68
AR3 0.708
AR6 0.752
AR7 0.763
AR15 0.765
AR16 0.578
AR8 0.585
AR13 0.672
AR10 0.678
AR12 0.729
AR1 0.738
AR2 0.777
AR5 0.611
AR4 0.759

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
A Rotation converged in 6 iterations.
Source: Primary data

 From the above table it is identified that the first factor consists of seven variables namely  Compulsory savings 
(0.53), Insurance products including ULIPs (0.58), Gold (0.68) Government securities (0.708), Fixed deposits of public sector 
banks (0.752), Post office savings (0.763),  Bank savings account balances (0.765). Therefore, the first factor is named as 
‘RISK LESS INVESTMENTS’.

The second factor consists of five variables namely any other investments (0.578), Mutual funds (0.585), Private financing/
temporary loans (0.672), Real estate investment (land/building) (0.678) and Chits (0.729). Therefore, the second factor is 
named as ‘RISKY INVESTMETNS’. 

The third factor consists of two variables namely Shares (0.738), and Debentures/bonds (0.777). Therefore, the third 
factor is named as ‘HIGH RISK INVESTMENTS’.

The fourth factor consists of two variables namely Fixed deposits with private sector or foreign banks (0.611), and 
Derivative segments (futures/options) (0.759). Therefore, the fourth factor is named as ‘LOW RISK INVESTMENTS’.

 The researcher has classified the investment avenues based on risk such as risk less, risky, highly risky 
and low risk investments.  

CONCLUSION

This study has made an attempt to understand the women investors responsiveness towards various investment options in 
relationship with various choices and standards. It is found from the study that most of the people are educated and employed 
with logical salary come forward to invest in financial instruments. More than a few people who have not invested in mutual 
funds are due to lack of awareness, although they have money to invest. In addition, distribution channel is important for 
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investment in mutual funds. Financial advisors are the most preferred channel for investment in mutual funds as they can 
modify investors mind from one investment preference to another, and people who have invested directly are who know well 
about mutual funds and its operations and having time to do a lot of research. Moreover, this investment in equities by the 
investors leads to the capital flow into the corporate organizations which in turn help in the development of the nation in the 
path of the economic progress. These changes consist of introduction of new products, upgrading in mutual fund distribution 
by providing training to the financial advisers / brokers and using simple language with minimum procedures. The findings of 
the study indicate that investor groups perception has led to the investment appreciation exhibited through various factors. A 
similar kind of investor group perception will enhance investment effectiveness in any situation.   
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WOMEN AND WORK

The 21st century promised to be an age where opportunities will be shared equally for men and women in social, economic, 
political and personal areas (Rajadhyaksha, 2004). There is an increase in the number of women who work full time and have 
the aspiration to climb up ladders as equal to their male counterparts (Davidson and Cooper, 1984). The reason for married 
women working full time is may be because of the awareness that is given about having only two children or less than two. 
By having fewer children, women get a lot free time which in turn helps them to look out for jobs outside. On the other hand, 
unmarried women find it easy to be employed without many problems as she doesn’t have many roles to play in the family. 
Whereas married women, have multiple roles to play at family from being a wife, mother, to in law, etc. Married working 
women should share her energy between family and work. In the process, she strains herself to balance both and family and 
work. The roles and responsibilities of a man are completely different from a woman at both home and work place. As far as 
our society is concerned, women is employed she is expected to prioritize roles at home than their employment role. Based on 
a UN study conducted in 2010, Indian women spend about 35 hours each week only on doing household chores and family 
responsibilities whereas men only spend 4 hours each week. So having a balance between work and home is one of the biggest 
challenges of women. The two directions of work-family conflict according to Greenhaus and Beutell, (1985) are work 
interfering with family and family interfering with work. Work-family conflict has multiple numbers of negative outcomes 
on women which is stress, reduced quality of life and also lack of commitment at both work and also at home. A rewarding 
work-life balance is attained with both high quality in work and also high quality family life. Work-life balance varies from 
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individual to individual in different stages of life. A fresher and a spinster will have a different opinion on work-life balance 
in comparison with a married woman who has multiple roles to play. Now, the importance of work-life balance is the prime 
focus of companies in this age technological era. In this paper, the researchers have made an attempt to analyze the work-life 
balance of the print media Journalists in Tamilnadu.  

Matter (2012) said that the issues related to women in the media industry were job demands, role overload, and work-
family conflict. The major issues that are highlighted for women working in media were recruitment bias, sexual harassment, 
lack of training and development at the workplace (The National Commission of women, 2016). The working conditions had 
worsened in small towns and regional language press in India (Bhavani & Vijaya Lakshmi, 2005). Issues which hinder women 
from moving up are irregular working hours and conditions, difficulty in balancing work and family. Since the role of women 
is relegated to doing domestic chores and other house works in a restricted society like India, even after many women finding 
employment are still expected to take care of house hold and work in a manner similar to an un employed (but still working 
for the family within the household) women is the society, because of the stringent gender roles predefined by the patriarchal 
traditions.

Objectives
The objective of the study is to examine whether the working women journalist have a work-life balance.

Hypothesis:
H0 1 – There is no relationship between work-life balance and the area of educational specialization.
H0 2 – There is no relationship between work-life balance and the organization of their employment.
H0 3 – There is no relationship between work-life balance and the designation that they hold.
H0 4 – There is no relationship between work-life balance and the marital status of the journalist.
H0 5 – There is no relationship between work-life balance and the number of years of experience.
H0 6 – There is no relationship between work-life balance and the number of children that the journalist have.
H0 7 – There is no relationship between work-life balance and the type of family that the journalist live in (small/nuclear/join 
families).

Methodology
This research adopted qualitative and quantitative methods to identify and analyze the current status of women journalist 
who are working in print media in the state of Tamilnadu. Working Women Journalists are the respondents of the study. 
Quantitative survey was performed using questionnaire as a tool and in depth interview were conducted to collect qualitative 
data from 118 respondents. Snow Ball sampling method was used to identify the respondents. 

Data Analysis 

This chapter quantitatively analyses the data of 118 print media women journalists. The organizations selected for 
the study include newspapers and magazines in English and Tamil. Both the newspapers and magazines covered are from 
metropolitan and two tier cities. The organization includes newspapers and magazines in English and Tamil. Both the English 
and Tamil newspapers covered are from metropolitan and two tier cities. English print includes The Hindu (X1), Times of 
India(X2), Deccan Chronicle (X3), The New Indian Express (X4), DT Next (X5), and Economic Times(X6). Tamil print 
includes Dinakaran (Y1), Dinamalar (Y2), Aval Vikatan (Y3), Kovai Express (Y4), Simplicity (Y5), Junior Vikatan (Y6), 
Kungumam (Y7) and The Hindu Tamil (Y8). 

Work life balance

Description Always Often Sometimes Seldom Never
N % N % N % N % N %

I am able to balance my work and family life 29 24.6 19 16.1 65 55.1 - - 5 4.2
My work schedule often conflicts with my family life 18 15.3 66 55.9 31 26.3 - - 3 2.5

Due to my responsibilities at home, I am not able to 
complete my daily tasks at workplace

- - 5 4.2 - - 9 7.6 109 92.4

Family-related stress hampers my performance in office - - - - - - 4 3.4 109 92.4
I am preoccupied with my work at home 2 1.7 1 0.8 107 90.7 1 0.8 7 5.9
My working hours make it easy to complete my family 
responsibilities

59 50 - - 6 5.1 29 24.6 24 20.3

55.1% respondents are able to balance their work and family life. 55.9% of the respondents said that work schedule often 
conflicts with family life. Majority of the respondents (92.4%) denied statements that responsibilities at home, were not 
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allowing them to complete their daily tasks at workplace; and family-related stress hampers performance in office. 90.7% of 
the respondents are always preoccupied with work at home. 50% of the respondents feel that their working hours make it easy 
to complete family responsibilities. 

ANOVA
Sum of Squares df Mean Square F Sig.

Work Life Balance Vs.

Specialization

Between Groups 7.608 1 7.608 9.349 0.003 
Within Groups 94.392 116 .814
Total 102.000 117

Work Life Balance Vs.

Working Organizaion / company

Between Groups 27.206 13 2.093 2.910 .001

Within Groups 74.794 104 .719

Total 102.000 117

WorkLifeBalance

Designation held

Between Groups 40.844 22 1.857 2.317 .003
Within Groups 76.114 95 .801
Total 116.958 117

WorkLifeBalance

Marital status

Between Groups 62.423 3 20.808 43.496 .000
Within Groups 54.535 114 .478
Total 116.958 117

WorkLifeBalance

Years of expierence

Between Groups 25.757 5 5.151 6.326 .000
Within Groups 91.200 112 .814
Total 116.958 117

WorkLifeBalance

Having Children

Between Groups 51.815 3 17.272 30.225 .000

Within Groups 65.143 114 .571

Total 116.958 117
WorkLifeBalance

Neuclear family (felt difficult)

Joint family felt (better)

Between Groups 11.117 2 5.559 6.040 .003

Within Groups 105.840 115 .920

Total 116.958 117

A one-way analysis of variance  (ANOVA) was carried out to examine, whether there are any significant difference exists 
among work life balance in relation to the respondents’ area of specialization they studied, the organization they work, the 
designation they hold, years of experience they have, their marital status, number of children they have and the family type 
they belong to.

The calculated p value (F= 9.349, p = 0.001) is less than 0.05 shows that there is a significant difference exists between 
the work life balance and the respondents’ area of specialization they studied. Hence the hypothesis H0 1 is rejected. So the 
area of specialization has a direct impact on the respondents’ work life balance. 

In the same way the P value between (F = 2.910, p = 0.003) work life balance of the respondents’ and the organization 
they work have a significant difference as the calculated p value is lesser than 0.05. So the hypothesis H02 is rejected. It 
clearly shows that work life balance of the respondents’ is greatly affected with the organization they work. 

When compared to work life balance of the respondents’ and their designation (F = 2.317, p = 0.003) the calculated 
value is lesser than 0.05 so there is a significant difference exists between the two. The hypothesis H03 is rejected. This result 
reveals that designation of the respondents’ disturb their work life balance.

The results of work life balance of the respondents’ and marital status (F = 43.496, p = 0.000) is lesser than 0.05 shows 
that there is a significant difference exists between both the components. The hypothesis H04 is rejected. It is obvious from 
the results that the marital status of the respondents’ have affected their work life balance. So it explains the situation promptly 
that respondents’ who are married are struggling to balance their work life.

Likewise, the respondents’ work life balanced is influenced with respect to their years of experience (F = 6.326, p = 0.000) 
as the p value is lower that the calculated value. So the hypothesis H05 is rejected. Hence the respondents’ work life balance 
gets altered with respect to their number of years of experience. 
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Similarly work life balance of the respondents’ is difficult for those who have children. The Value (F = 30.225, p = 0.000) 
is lower than 0.05 so it has an influence. The hypothesis H06 is rejected. It reveals that the respondents’ who have children are 
finding it difficult to balance their work life.  

The value (F = 6.040, p = 0.003) of the respondents’ work life balance and their family type they belong to is lower 
than 0.05, so there is a significant relationship exists between them. Hence hypothesis H07 is rejected. This elucidates that 
respondents’ who belong to joint family were able to balance their work life very well when compared to the respondents’ 
who live in nuclear family.

The ANOVA proves that all of the null hypothesis are rejected, since there is a statistical difference between the means. 
This proves that work-life balance has a relationship with area of educational specialization, organization that they work for,  
designation, marital-status ,number of years of employment experience, child bearing and upbringing, and the type of family 
that they live in.

Excerpts from in-depth interview conducted among 118 working women journalists:

A respondent from English Daily, Chennai said, “I have shifts, its little difficult. But it’s not impossible. We have to 
somehow find the balance”.

A respondent from English Daily, Chennai said, “Tough. Really don’t get time. I couldn’t plan anything for family. I 
wouldn’t say it is bad but the balance is not good. But I am happy with how it goes now. There are people who work around the 
clock also. I cannot plan anything in the morning. Since I am part of the supplement edition, my work gets over in the night”

A respondent from English Daily, Chennai said, “I feel guilty for not spending enough time with my kid. My son used to 
say that I am not spending enough time with him and always doing the work”.

A respondent from English Daily, Coimbatore said, “I don’t even have a personal interest now. After I started Kovai post 
newspaper, responsibility is extremely high. It is not a big sector. And I don’t know whether it is a foolish thing, but I try to 
match myself with the bigger ones”. 

A respondent from English Daily, Chennai said, “I think, this profession personally never let to attain a balance. It has 
difficult in work timings, it demands quite a lot from us than anything else. As I am single, it wasn’t any problem for me. But 
for family person, it’s very difficult to balance, because they might have kids, husband, family. So I don’t think the work life 
balance is due to organization or something”. 

A respondent from Tamil Daily, Salem said, “I feel I am not able to balance my work and family life. I miss out a lot on 
family life. I feel so bad, when I am not there even to pick my daughter from school”. 

A respondent from Tamil Daily, Salem said, “I am not able to balance between work and family life as I am not given 
leaves. Even If I want to spend time with my family, say for a trip, I cannot afford to do it as I don’t have time”. 

A respondent from English Daily, Madurai said, “I presume I balance my work life and family. My husband and my 
son are taking care of the family in the sense both of them cook. My family is supportive. No marriage in journalism will be 
successful if we don’t have a supportive family”.

A respondent from English Daily, Madurai said, “My little one gets angry how much ever I spend time with him, he is not 
satisfied. I feel sad for not doing the normal things the mother does, never put him to sleep, home work, or bed time stories. I 
am finding it difficult to have work life balance”. 

A respondent from English Daily, Chennai said, “I am trying to balance my work and family. Sometimes work is 
predominant. Monday my magazine comes out. So all Sundays I have to work but now I try to finish off work before and 
Sundays I will try not to have work. Parents get irritated if I work on Sunday. But I have freedom to finish off the work early. 
Now I know to balance”.

A respondent from English Daily, Chennai said, “Work-life balance is concerned, I am finding it hard. I really don’t get 
time even though I have no responsibilities at home. Most of the time, I am preoccupied with work at home. But my family 
understands and doesn’t create a fuss about it. So that way I am not stressful”. 

A respondent from English Daily, Chennai said, “As far as work-life balance is concerned, I feel if I have had a family, I 
would not have managed to balance job and family. Yet, after wedding, I would want to remain in journalism. But that’s why 
I am not yet married. It is very difficult to find a man open minded who will understand the job nature”. 
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A respondent from English Daily, Coimbatore said, “I am perfectly able to balance work and family life only because my 
in laws are super supportive”. 

A respondent from English Daily, Coimbatore said, “It’s difficult. But in my case, my husband, in laws all understand, 
as my husband is also from the same field. But we really don’t have a social life. But then this career, we have chosen, so we 
wouldn’t complain” 

A respondent from English Daily, Chennai said, “There is nothing called balance. We need to give up something for 
something else. If you really want the balance, we shouldn’t be at work”. 

A respondent from English Daily, Chennai said, “I hope to balance. But somewhere, I have to fit in my working hours 
only then I can be productive. Now it’s really difficult with new born baby. My working hour is 8 hours each day. But after 
baby, now I am in office for only 4 hours”.  

A respondent from English Daily, Chennai said, “Work life balance is very difficult. But I am trying. I am managing now 
because I have a backup like, family, friends and relatives. My parents are taking care of my kid. Without family I just cannot 
balance. When we have a family support, we don’t have to worry about our kid.  I can at least be sure that she is in safe hands. 
I won’t say work life balance is easy but it manageable”.

A respondent from English Daily, Chennai said, “I have shifts, its little difficult. But I feel it’s not impossible to have work 
life balance. I am in the process to somehow find the balance”.

A respondent from English Daily, Chennai said, “Yes I try to have work-life balance. If I have any family commitments, 
say, I have to attend the parent’s teachers meeting of my son at 10; I will fix the interview schedule for the news source at 12. 
I think, life is how we look at it. I don’t want to complicate things”. 

A respondent from English Daily, Coimbatore said, “Pretty much, yes because when I got into The Hindu, my children 
were quiet grown up. My daughter joined for work in Sikkim and my son is in the Air Force. And then the last 8 years my 
husband took voluntary retirement and he is at home. So it’s not a problem really no. I have no troubles”.

A respondent from English Daily, Coimbatore said, “My son complaints that I am not spending enough time. He says, I 
am not a good mother, speaks a lot of negative things. I tell him, I do not go anywhere other than going office. He is little bit 
upset in that I am not spending my evenings with him. I rarely step out of my home for other works. I know I am upsetting 
my son. But my husband never questions me”. 

A respondent from English Daily, Chennai said, “Yes, most of the time I do have a balance between work and life. My 
family understands and doesn’t create a fuss about it. I feel I am spending enough time and my parents are happy with what I 
am doing. I give time for work. I will feel guilty if I don’t work well. If I am out for a reporting, and if my friends are nearby, 
will catch up”. 

A respondent from Tamil Daily, Salem said, “I am always pre occupied at home with my work. I watch only news channel 
even if I go home. I don’t allow anybody to watch other music channels also”.

A respondent from English Daily, Madurai said, “I am preoccupied at home with work, cos before I wake up at 3 o clock 
in the night, I start writing”.
A respondent from English Daily, Coimbatore said, “Yes, it had happened a number of times in the beginning of the career. I 
make phone calls to news sources from home. Then, I make a draft of the story at home. But now it all have changed. I make 
sure I finish all works in office itself”. 

Findings: 
 ●   The majority of the respondents are living in nuclear families due to which they are finding it difficult to balance 

work and family. Also child rearing is a major reason for them to resign their jobs. 
 ●  At the same time, there are journalists who balance work and personal life by being conscious of time management. 

In addition to highlighting the time constraints experienced by women journalists, the respondents also argued that 
their jobs conflict with married life. The respondents highlighted that their jobs, which required them to spend a lot 
of time away from home, made it difficult to maintain a proper balance between work and relationships. Family 
responsibilities made it difficult for women to perform their duties at work, because they have to finish work early to 
attend to these responsibilities. 
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 ●  Women’s career ends once they get married and have children; and that therefore they should stay at home. Women journalists 
who are mothers to school-going children also faced challenges in balancing their work and time with their children. 

 ●  As far as work-life balance is concerned, women find it hard. Women really don’t get time even though she has 
no responsibilities at home. Most of the time, she is preoccupied with work at home. But her family understands 
and doesn’t create a fuss about it. She spends enough time and her parents are happy with what she is doing. Few 
respondents have an understanding family who takes care of their children when they are sick. Social life is a complete 
miss, because of job. Though respondents feel that, they don’t have work-life balance, they are not regretting for it as 
it’s the job of their choice. The work-life balance is not matched in the senses respondents do not find enough time to 
spend with parents/siblings/children.

Conclusion
Though the lives of some women has have started to change because of employment, being employed has thrown even more 
challenges at women. Women despite having to work, are additionally burdened with household work, child rearing etc. When 
it comes to priority most women are forced to prioritise their family before work and this is one of the reasons that women are 
expected to quit their job after child birth, in a modern profession such as journalism. Though the employment has increased 
the upward mobility of women, still they face numerous challenges. Family work, household work and childrearing seem to 
be the major factor that contributes towards the work-life imbalance. Since women are forced to prioritise family over work 
this might be seen as a negative quality when employing women and might lead to further gender gap in employment, these 
results were also documented by Smith, Wainwright,  Buckingham,  & Marandet (2012), in United Kingdom . The societal 
role which was stuffed upon a women centuries ago and which was solidified by other hegemonic traditional practises in 
the past, now seem to be taking a toll on women’s physical and mental wellbeing. Similar results have been documented by: 
Rehman and Roomi (2012), amongst Islam society women entrepreneurs in Pakistan; and by Delina and Raya (2013) amongst 
Indian women. Despite the gruelling disparity, exploitation and discrimination women continue to take up employment for 
numerous reasons, including economic welfare of the family (Reddy, Vranda, Ahmed, Nirmala, & Siddaramu, 2010).
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INTRODUCTION

The first human case of novel corona virus has been officially reported in Wuhan City, China in early December 2019 and in the 
beginning of spring in January it has been announced as pandemic by World Health Organisation (WHO). The spread of virus has 
been affected in more than 200 countries and the most of the countries has turned to lock down. As on October 2020, the virus has 
affected more than 55 million people around the globe and causes 1.3 million deaths across the world. Many countries has imposed 
lockdowns that leads to shut down of all kind of services and also made restriction on movement of people that triggered a socio-
economic crisis. Postal sector nowhere exempted from the crisis. Though as a public sector, the postal department across the world 
has continued to provide the essential services to the public and strengthened. It has made considerable effort during the Covid crisis. 

In India the strict lockdown has been imposed from 25th March, 2020 with and many were not able to leave from their homes 
over a month now. This lockdown made many to turn to a surprising place like post office a forgotten friend. Nearly 4, 00,000 
postal employees have been working in the pandemic situation as like other frontline warriors. These frontline fighters made their 
effort against the economic and psychological destruction of covid19 by supporting consumers, concerns, and government. At 
this juncture, it is vital to understand the economic forces and their ramification on the performance of postal operators. Having 
risking their lives, the unsung heroes admired across the country for the delivery of mails and letters, deliver of cash to the 
pensioners at the door step and delivered parcels even by supporting the private couriers. Considering it as service to the nation 
they extended their support in transporting the medicines, PPE and Covid test kits, Ventilators, answer sheets and so on. 

POSTAL SERVICES DURING LOCKDOWN
During the lockdown in India, the India Post had made the transaction worth ₹1.53 lakh crore in Post Office Savings Bank 
Account with 8.8 crores number of transaction. On the other side, India Post Payment Bank transactions worth ₹9,166 crore 
out of which 1.17 crore were Aadhar-enabled payment transactions worth ₹2,196 crore. By covering the remote corner of 
the country, the postal network serves over 80.1 lakh money order worth ₹857 and nearly 2 crore mail and articles has been 
delivered by the postmen at the doorstep of Indian citizens.  Although the logistic services are provided earlier by the postal 
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sector, this pandemic situation made the sector to focus more on supply chain. Influencing on its well established logistics 
and supply chain network, it used the cargo flights, Lifeline Udan flights and its own mail vans to deliver the essentials items 
including medical equipments, testing kits, ventilators and drugs. 

LITERATURE REVIEW
Dr. Hermann Gruenwald (2020) conducted a research on performance of parcel services during Covid19. As per the study 
on parcel services in Germany, the online sales were increased in the pandemic situation with its delivery services has also 
been done by DLF and German Postal Service. The study states, as per the consignor.com the number of shipment has been 
increased to 13% with the increase in number of B2C ecommerce. Due to the raise in parcel service and the shortage of staffs 
the postal services has increased charged the peak surcharges for the domestic parcels. This pandemic situation has raised the 
online purchase which substantially increased the demand of parcel services. 
Zhou, M. Zhao, L. Kong, N. and Wang, S. (2020) the study has been conducted to analyse the influence of psychological 
factors on online customers. The researcher identified the key factors of the consumer behavior towards the self service parcel 
delivery services. By analyzing the factors the author concluded that the expectation on performance, efforts on anticipation, 
social influence and facilitating environment are constructive determinants whereas perceived risk was the unconstructive 
factors of consumer behavior.  
Mehul Chhatbar and Chitra Natarajan (2014) made an empirical investigation about the problems faced by the consumers 
while using the mail services of India post and private courier services. The results said there is a stiff competition between India 
post and private courier services and the time lag for delivery mail is the major of India post. Further the study found that though 
people faces less problems in using India post they prefer using private courier services as for its convenient and reliability.

OBJECTIVES OF THE STUDY
 ● To identify the services offered by post office during Covid19 in Chennai.
 ● To analyse the performance of services rendered to customer during pandemic event.
 ● To know the problems occurred during covid 19 in Chennai.  

RESEARCH METHODOLOGY
The study covers the customers who have utilised the postal services during Covid19 in Chennai City. The Primary data has 
been collected from the 120 respondents who are residing at Chennai City. The convenient sampling method has been used 
to collect the data.  

DATA ANALYSIS AND INTREPRETATION
The below table shows the demographic profile of the respondents with various factors such as Gender, Age, Educational 
Qualification, Occupation and Monthly Income. 

Table 6. 1 Classification of Demographic Profile

Variables Frequency Percentage of respondents
Gender Male 85 70.83

Female 35 29.17

Total 120 100.00
Age 20-30 years 38 31.67

31-40 years 50 41.67

41 – 50 years 22 18.33

Above 50 years 10 8.33

Total 120 100.00

Under Graduate 49 40.83

Post Graduate 33 27.50

Qualification Professional 28 23.33

Others 10 8.33

Total 120 100.00

Salaried 54 45.00

Occupation Business 28 23.33
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Professional 15 12.50

Retired 14 11.67

Others 9 7.50

Total 120 100.00

Below 10,000 12 10.00

Monthly Income 10,000 – 20,000 28 23.33

20,000 – 30000 35 29.17

30,000 – 40,000 26 21.67

Above 40,000 19 15.83

Total 120 100

Interpretation
The above table depicts that the majority of the respondents are from the male group with percentage of 70.83 and rest of them are 
female group with percentage of 29.17. According to classification of table, the age group has been classified into 20-30-31-40, 
41-50 and above 50 and the respondents from the age group were 38, 50, 22 and 10 respectively. From the classification of age, 
majority of the respondents fall under the group of 31-40 and the least respondents are form the age group of above 20.  Further from 
the above table, as per the classification of educational qualification majority of the respondents is falling under the qualification of 
Undergraduate with the percentage of 40.83 followed by postgraduate with the percentage of 27.50, professional qualification with 
the percentage of 23.33 and 8.33 percentage in other category. According to the demographic factor of occupation, the maximum 
numbers of respondents are from the category of the group of Salaried with 45%, 28 respondents are form the business profession 
with percentage of 23.33 and the minimum respondents are from the category of others. According to the above table, the majority 
of the respondents of monthly income level were from 20, 000 – 30,000 followed by the income level between 10,000 – 20,000 with 
percentage of 23.33 and the least majority falls under the category of above 40,000 income level.

Reliability Analysis on Performance of Postal Services during Covid19
Table 6.2 shows the reliability analysis towards performance of postal services during covid19

Reliability Statistics
Cronbach’s Alpha No of Items
.865 5

Inference: From the above table 6.2, the reliability statistics has arrived 0.865 which denotes the data can be processed for 
the study to analyse the performance of postal services. 

Independent Sample Test on availability of services during Covid 19

Table 6.3 Independent Samples Test
Gender N Mean Std. Deviation Std. Error Mean Levene’s Test for 

Equality of Variances

Continuous of essential 
services during covid 19

Male 48 3.83 .975 .141 F Sig.
Female 72 3.86 .939 .1116 .012 .0915

nference: The Independent sample test has been used to analyse the availability postal services during pandemic situation. 
The independent variable of gender has been used to know whether the customers are has received the continuous services 
in the event of covid by facing without any hindrance. From the analysis it shows that the p value of the test is 0.0915 which 
results, the customers are satisfied and received the continuous services from post office. 
Analysis of Performance of Post Office during Covid Outbreak

Table 6.4 ANOVA
Sum of Squares Df Mean Square F Sig.

Performance of  mail services during covid 19
Between Groups 3.288 2 1.644 2.298 .105
Within Groups 83.703 117 .715
Total 86.992 119
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    Adoption of Social Distancing guideliness in 
Post office Premises

Between Groups 3.149 2 1.575 1.426 .244
Within Groups 129.176 117 1.104
Total 132.325 119

Continuous services during covid 19
Between Groups 1.827 2 .914 1.014 .366
Within Groups 105.473 117 .901
Total 107.300 119

     Performance of  parcel services during 19
Between Groups 3.993 2 1.996 1.884 .157
Within Groups 123.974 117 1.060
Total 127.967 119

Performance of financial services during covid
Between Groups .573 2 .286 .340 .212
Within Groups 98.419 117 .841
Total 98.992 119

Inference : The above table 6.4 depicts on the analysis on performance of postal services on the basis of perception of 
customers during Covid19. The results states that the significant level of postal performance towards mail services, adoption 
of social distancing guidelines, continuity of services, parcel services and financial services satisfied the customers during this 
covid pandemic situation. As an essential services and the motive of service sector, Customers are more satisfied particularly 
with the mail and parcel services by postal department. 
Table 6.5 Frequency analysis on utilization of Financial Services during Covid Outbreak

Type of Financial Service Frequency Percent
Savings Bank Account 21 17.5
Recurring Deposit 34 28.3
Public Provident Fund 12 10.0
Pension Fund 40 33.3
Insurance Products 13 10.8
Total 120 100.0

Inference: The table 6.5 shows the frequency analysis on availing of financial services offered by Postal Department 
during pandemic event. From the analysis the pension fund had been withdrawn most by the postal customer during pandemic 
period. With regards to the other financial services Savings and Recurring Deposits has been used more by the customers. 

SUGGESTION AND CONCLUSION
The Covid Outbreak has made everyone to stay back in their home for quite a longer period. Many of the countries made 
sever lockdown to protect the life of the people and very few services have been operated during this pandemic situation. 
As like the frontline warriors in medical sector, the other essential and public services had been continued to provide the 
services during this extraordinary situation. Though the essential services like transportation are kept under shutdown, the 
public utility services like banks, postal offices were offered astonishing services even by risking their life. Post offices were 
nowhere compromised to stop the services and many found the old friend called “Post Offices” at this juncture. Apart from the 
regular services like mail, financial and parcels, the postal logistics has widely used for transporting the medical equipment 
like covid kits, medicines, ventilators. The services of Postmen’s during this pandemic situation were commendable as they 
have delivered the old age pension at the door steps of the customers.  The postal department has started gaining the place in 
the market through their effective services on this outbreak event. There few problems faced by the customer on this event 
such as shortage of staffs, safety measures of postmen’s and working duration. The postal department has to concentrate on 
the safety measures of the people and also the postmen in order to serve the service in a better way. The department has to 
adopt the complete advancement in their services like online transfer of money and enhanced supply chain management. 

References:
[1] Hermann Gruenwald,  “Parcel Delivery Services boom during Covid-19”, 10.13140/RG.2.2.35180.18569, 2020/08/01
[2]  Zhou, M. Zhao, L. Kong, N. and Wang, S. (2020). Understanding consumers’ behavior to adopt self-service parcel 

services for last-mile delivery. January 2020. Journal of Retailing and Consumer Services 52:101911. 
[3] DOI: 10.1016/j.jretconser.2019.101911
[4] https://www.pwc.com/us/en/library/covid-19/coronavirus-impacts-retail-banking.html
[5]  https://www.globenewswire.com/news-release/2020/10/21/2111735/0/en/COVID-19-Pandemic-Encourages-

Contactless-And-Digitalization-Trends-In-The-Postal-Service-Industry.html



1095
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Fairness has been an obsession for the Indian society. In addition to the numerous ways in which we stratify ourselves, skin 
colour is yet another division. In India, the idea of beauty is often associated with fair skin. People here are judged, harassed 
and discriminated based on their skin tone. Having a fair skin is considered a supreme quality and that is connected with 
achieving other personal goals, such as marriage, empowerment, job opportunities, and self confidence. Society considers 
dusky or dark skin as unappealing. This has been one of the major issues that people of dark skin has overdone. Various dark 
skin or dusky women are unmarried or unloved because of their skin tone. Other than fair skin, people have an obsession 
towards other appearance enhancing products or treatments such as plastic surgery, laser hair removal. 

Due to these issues the need for fairness creams and other beauty products has risen in the recent years. As we can see, 
television plays a significant role in shaping the purchasing behavior of the users. Visual media has the potential to frame the 
mentality of the audience in a way that their perception on beauty has been stereotypical. The television advertisement not only 
spreads the awareness of the product but also conveys a message that directly shoots into the minds of the individuals. Indian 
media encourages fair skin more than dark skin. Various studied have come to a conclusion that television advertisements helps 
in consumers buying behavior. Fair skin people are represented as successful and rich whereas dark or dusky skin represents 
unsuccessful and poor in life. This is a boon for fairness creams and other such beauty products. The growth of fairness creams 
and new beauty products have kept on increasing in the society. Advertisers portray their message in a way that convinces 
the customers to purchase the product. This study particularly focuses on Fair & Lovely television advertisements as it’s the 
leader of fairness cream products in India. So far no study has been conducted to examine the impact ASCI’s 2014 guidelines 
had on Fair and Lovely advertisements. This study focuses on the changing nature of the advertisements and how do people, 
specifically women users of the Fair & Lovely brand perceive it. The main objectives of the study are
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To find out if there is any change in the trend of Fair & lovely (F&L) television advertisements before and after the Advertising 
Standards Council of India released their final guidelines in 2014. 
to examine the public perception of F&L television advertisements on women users
to investigate the effects of fairness cream television advertisements on women users of the product.
To achieve the above stated objectives, the following research questions were raised. 
RQ1: What draws women towards such products?
RQ2: Is there a growing demand for skin whitening products? What is creating it?
RQ3: Is TV the primary medium through which F&L advertisements reach women?
RQ4: What is the public perception of the beauty standards set by TV advertisements?
RQ5: Do TV advertisements help in the purchase of the product?
RQ6: Has there been any changes in the tone of F&L television advertisements?

Methodology
This research aims to study the Fair and lovely fairness creams advertisements and their impact on the women users. Therefore 
survey method was used to collect opinion of the F&L users and a content analysis of Fair and Lovely advertisements was also 
done to study the impact of ASCI’s new guidelines on the tone of the advertisements.
For the survey, questionnaire was prepared and circulated online among 100 women of the age group 18-60 years. This 
particular age group being selected is for the reason that 18-60 is the age group where women are conscious about their 
appearance. The samples were selected from different parts of South India by sending online surveys to women users.
For analyzing the content of the advertisements, Three Fair and lovely advertisement before and after 2014 has been selected 
at random. The significance of 2014 is the release of a new set of guidelines by the ASCI for the advertising of skin lightening and 
fairness products which clamped down on advertisements that showcased dark skin as inferior and undesirable. For this purpose, 
certain parameters were set by the first author since no scale was available to study the same. They are tabulated and analysed. 

Data Analysis
Majority of the respondents of the questionnaire was of the age group of 18-30 years. 

Age of respondents No. of respondents

18- 30 years 67
30-40 years 15

40 years and above 18

Total 100

On analyzing the data obtained through both the methods, the research questions were answered.

RQ1: What draws women towards such products?
 Reasons for using fairness creams No. and percentage of respondents

 For skin lighting 50

 Sunscreen 17

 For fragrance 8

As moisturizer 25

Total 100

Half of the respondents ( 50%) use Fair and lovely for skin lighting purpose. 25% of the respondents use it for fragrance. 17% 
use Fair and lovely for protecting oneself from sunlight. Rest of the 8% use fair and lovely as moisturizer.

RQ2: Is there a growing demand for skin whitening products? What is creating it?
 No. and percentage of respondents

Yes 82

No 18

Total 100
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Majority of the respondents agree that there is a growing demand for whitening creams. The rest 18% disagree that there 
is no growing demand for whitening creams. People who answered yes, were asked what they think is creating the demand 
for which 12% thinks the performance of the product is the reason for growth in demand. 30% of the respondents think it is 
the publicity of the product. 8% thinks the recommendation from friends and family is the reason for demand. 40% of the 
respondents think that in order to reach society’s standards, people use fairness creams.

 No. and percentage of respondents

The performance of the product. 12

Publicity of the product. 30

Recommendation by friends/ family 8

To reach to the growing society’s standards/ norms 40

Others 10

Total 100

RQ3: Is TV the primary medium through which F&L advertisements reach women?
 No. and percentage of respondents

 Television advertisements 72

Social media hype 3

 Print media 5

Family/ friends 20

Total 100

72% of the respondents got to know about Fair and lovely through Television advertisements. 20% of the respondents 
got to know through recommendation of friends and family. 5% of the respondents got to know through print media. The rest 
3% is aware because of Social media.

RQ4: What is the public perception of the beauty standards set by TV advertisements?
 No. and percentage of respondents

  It creates insecurities 35

 I want to look younger than I am 20

 I feel the need to look like the models in the advertisements 5

 It does not affect me in anyway 40

Total 100

40% of the respondents does not get affected by the beauty standards shown in the advertisements. It creates insecurities 
for 35% of the respondents. 20% wants to look younger to their age. The rest 5% wants to look alike to the models in the 
advertisements.

When asked specifically about Fair and Lovely advertisements, Majority of the respondents (87%) have an opinion that 
beauty standards set by Fair and lovely advertisements are unrealistic. The rest 13% agree to the fact that beauty standards set 
by the advertisements are realistic and attainable.

 No. and percentage of respondents

Fair and lovely sets beauty standards that are unrealistic 87

The beauty standards portrayed in the advertisements are realistic and attainable 13

Total 100

RQ5: Do TV advertisements help in the purchase of the product?
 No. and percentage of respondents
Always 17
Sometimes 55
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Never 28
Total 100

55% of the respondents said that advertisements on TV sometimes help them in the purchase of Fair and lovely. 28% respondents 
said advertisements never helped them in purchasing of the product. Only 17% respondents claim that advertisements always 
help them in their purchase of the product.

RQ6: Has there been any changes in the tone of F&L television advertisements?
To answer this, a comparative content analysis of Fair & lovely television advertisements before and after ASCI released their 
final guidelines is done. 
The guidelines state that advertisements should no longer represent fair skin as superior to dark skinned. The ads should 
not emphasize on any kind of social stereotyping based on the skin tone of a person. There should not be any demeaning of 
dark skin people. There should not be any negative expression by showing the graphical representation of the performance 
of the product. The ads should make sure that they would not exclaim anything that can offend anybody on the basis of their 
appearance. 
YouTube has been used to collect the television advertisements. Before 2014, advertisements chosen were from the years 
2004, 2007 and 2009. After 2014, it’s from 2015, 2017, 2019 and 2020. 

Parameters for Content Analysis 2004 2007 2009 2015 2017 2019 2020

Presence of a story or a plot  Yes  Yes  Yes Yes No No No 

Change in overall lighting of the ad before and after the 
use of the product

 Yes  Yes  Yes  No Yes Yes No

Does the ad equate fair skin with better quality of life?  Yes  Yes  Yes  No No No No

Does the ad show growth in professional life after the use 
of the product?

 Yes  No  Yes  No No No No

Change in the type of clothing  Yes  Yes  Yes  No  No No No

Use of the colour pink  Yes  Yes  No  Yes  Yes Yes Yes

Use of colour connotations to showcase social standing  Yes  No  No  No No No No

Presence of gender stereotypes  No  Yes  No  Yes No No No

The product is shown as an answer to all the problems 
faced by the lead

 Yes  Yes  Yes  No No No No

Use of Scientific jargons  No  No  Yes  No Yes Yes Yes

Use of celebrity endorsements  No  Yes  No  Yes Yes Yes Yes

Product is used through recommendation  No  Yes  Yes  No No No  No

Happiness is equated with fair skin  Yes  Yes  Yes  Yes No No  No

Use of emotional appeal  Yes  Yes  No  Yes Yes Yes Yes

Use of masculine - feminine appeal  No  Yes  No  Yes No No  No

Use of sex appeal  No  Yes  No  Yes No No  No
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2004
The lead, Pooja is going to a ‘modern beauty company’ with her father requesting for a job offer. Reaching there the staff 
rejects Pooja with a judgmental comment by saying “If these kind of girls wants to get pretty, Veda’s era won’t help them.” 
Listening to this, Pooja’s furious father open a treasure box which had the Ayurveda ingredients showing that these were used 
in Fair and Lovely Ayurveda. After using Fair and lovely, she goes to the same office where the same staff is surprised to see 
the glowing face of Pooja. The advertisement ends by showing how Pooja finally got to achieve her dreams in modeling and 
becomes a star.

2007
The lead role playing in this advertisement of Fair and lovely is Trisha (Indian actress). The advertisement begins with Trisha 
taking music classes for her students. Trisha is upset for the fact that the male character standing next to her terrace enjoys 
her music but does not notice her. This makes her upset and she thinks that the reason for him to not gain his attention is due 
to her dark complexion. Her friend encourages her by recommending her to use Fair and lovely. After the use ¬of Fair and 
lovely, there has been a major difference on her skin tone and he face is glowing. The advertisement ends with Trisha taking 
classes and she finally gains the attention of the male character and he looks amazed to see her. And then he approaches her. 
This makes her happy. This advertisement gives out a message to the viewers that women should be fair and beautiful to be 
noticed by the men.

2009
The lead role in this advertisement, Meera is a model who has been demotivated to model after her summer shoot due to the drastic 
difference in her skin tone which is dusky. The advertisement begins with Meera’s friend running inside the house congratulating 
Meera for winning the modelling contract. The house is in a celebration and Meera looks upset and goes to her room. Noticing 
this Meera’s friend goes behind her. She sees Meera sitting in front of the mirror upset and dull. She is demotivated and timid 
with the fact that her skin has changed from bright fair skin (calling it ‘summer face’) to dark calling it a ‘winter face’. The 
advertisement then shows Meera’s bright and glowing face after applying Fair and lovely winter cream. She is then shown as 
a successful model having her photo on the billboard. Her proud parents are really happy to see their daughter successful. This 
advertisement gives out the message that to get successful in a modelling field, one has to have a fair and glowing skin

2015
The advertisement begins with the lead character’s father showing her the ‘handsome boy’ to get married to. The daughter then 
disagrees with the father telling that she wants a job and to this father replies by telling that he is 6’ft tall and he is a surgeon. 
Next she is shown talking to YamiGautam saying that she agrees to her dad because of her timid mindset. Listening to this 
YamiGautam gives her Fair and lovely. After using Fair and lovely, the lead character is extremely happy and confident and tells 
her father that she wants to marry after 3 years when she is settled, and when she grows in her career, mentioning it as “equal-
equal”. This advertisement gives the audience a message that you need to look fair to fight back. It gives out the message that fair 
skin can give oneself confidence. The advertisement also links beauty with gaining progress, freedom, and equality.

2017

This advertisement is very different from the other usual advertisements that was released before 2017. As you can see there is 
no plot or story like the previous advertisements. There is no other characters other than Yami Gautam, the brand ambassador 
presenting to us the new features of Fair and lovely.

2019

This is one of the latest advertisement of Fair and lovely. Due to the advancement of technology, there has been use of graphics 
in the advertisement. Advertisements in the recent years have seen an immense change compared to the advertisements before 
few years. This advertisement does not have any plot or storyline like the previous advertisements. The lead role in this 
advertisement is Yami Gautam and she is standing in front of the audience to present fair and lovely new HD Glow.

2020

The 2020 advertisement was released in August 2020. There has been a massive change in the brand name itself. “Fair & 
Lovely” has been renamed to “Glow & Lovely”. The new name was launched by the brand ambassador Yami Gautam. The 
advertisement does not revolve around a plot and like the recent years, it cuts directly to the point and explains the benefits of 
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using the product on the user with the graphic visualization of epidermis layer of the skin. It does not use a plot to tell a story 
of how Fair and Lovely can change your life.

Findings and Conclusion
Findings reveal that women users of Fair and lovely have an impact through television advertisement. Majority of the users 
are influenced by television advertisements. The findings tells us that there are users who use fair and lovely not just for skin 
lighting but for other purposed as well such as for sunscreen, fragrance and moisturizing purposes. Our findings reveals that 
users are unaware of the fact that advertisements show the performance of the product by using different lighting techniques 
showing each phases of performance. Women are aware of fair and lovely through television advertisements and it helps them 
in the purchase of the product. Findings reveal that there is a growing demand for fairness creams. Majority of the respondents 
does not find any difference in their skin even after the use of the product. Analyzing the age group of 40-60, majority have 
agreed that they would recommend Fair and lovely to their friends and family members whereas the age group of 18-30 has 
disagreed to recommend the product to others.

The content analysis reveals that there has been a change in the advertisement pattern after the year 2014. The advertisement 
have met the Advertising Standards Council of India’s guidelines where there has not been any stereotypical comments 
passed on by characters in the ad. There has not been any discrimination between the fair and dark skin. There has not been 
any portrayal of dark skin inferior to fair complexion in the ads after 2014. This research can be concluded by stating that 
television advertisements play a major role in influencing the women users of Fair and Lovely. There has been a change in the 
advertising pattern in ads after 2014 compared to ads before 2014.
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INTRODUCTION

Emphasis is being given to schooling as it is a tool not only to intensify the cognizance levels but also permit the Scheduled 
Tribes to access healthier employment and human progress. Education segment interventions lays emphasis on refining 
functional literacy, curtailing school dropouts and enhancing academic expertise of students. The congestion seen in our 
pre-matric and post-matric hostels is being addressed at once by producing adequate infrastructure amenities. A key area of 
concern is the dropout degree at the secondary, higher secondary, professional and technical levels.  The gender relations and 
socio-economic aspects of the households are a vital factor. The dropout problem is being addressed through a multi-faceted 
programme connecting measures to solve language issues, training and recruitment of instructors with right talent, offering 
eminence in education to students, through rigorous and focused effort by all concerned with an assignment mode.

Different Schemes offered by the Government of Kerala.

Peripatetic Education to the Primitive Tribes
To convey Lower Primary education to Predominantly Vulnerable Tribal Groups and other comparable Scheduled Tribes, 
Peripatetic centres & single teacher schools have been set up in tribal dominated unreachable areas of the State. This scheme 
is based on a solo teacher programme, and the teacher is projected to visit the identified settlements and deliver education. It 
is expected that the students will get curiosity in education without being displaced from their isolated settlements. There are 
23 single teacher schools and 7 Peripatetic centres operative under Scheduled Tribes Development department .

Tutorial Scheme for Students
The structure is intended to provide special training to students of High School and Plus I & II classes to upsurge pass 
percentage. The regular tuition fee would be directly given to parents for providing tuition through neighbouring tutorials.

GothraSarathi
The system is for arranging conveyance facilities to students living in the interior forests and out-of-the-way areas, in 
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REFERENCE TO INCLUSIVE AND QUALITY EDUCATION 
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The scheduled tribes are Educationally, Economically, Socially and Culturally backward while comparing with the rest of 
the population. While critically analysing the reason for this, we often arrive at the conclusion that lack of education is the 
primary reason for this social disadvantage. Article 366/25 of our constitution refers to scheduled tribes as those communities, 
who are scheduled in accordance with article 342 of the constitution. Article 46 says that the state shall endeavour to provide 
free and compulsory education to all children till they complete the age of fourteen. The tribal population of our country 
constitutes 8.6% of our population as per the population census of 2011. The national level literacy rate of ST is at 47 percent 
while the state wise literacy rate of Kerala stands at 64.4 percent. This is considerably low comparing to the high literacy rate 
of Kerala which is at 96.2 percent.
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association with the Education Department, Local Governments and the Parent Teachers Association.

SamuhyaPatanamuri (Community Study centre in tribal hamlets)(New Initiative)
To solve the verbal and dropout issues and to create atmosphere for education in hamlets, department has started 100 
Community Study Centres in tribal hamlets all over the state during 2017-18.                               
One educated tribal youth from same community has been nominated and who works as a facilitator and social worker.  The 
Centre is prepared with computers with internet, LED TV, furniture, etc.

Pre – matric &Post-matric Hostels for Tribal Students
With a assessment to provide residential education to tribal students in distant areas, the department is operational in 106 Pre-
matric hostels and 5 Post matric hostels  for providing boarding, lodging and tuition facilities to ST students. It is planned to 
start 4 Post matric hostels during in future.

Special Incentive to Brilliant Students
The arrangement is for providing incentives to the bright students from ST communities who achieve well in academics and 
come out with praiseworthy performance.

Ayyankali Memorial Talent Search and Development Scheme
Gifted tribal students (day scholars) perusing from 5th standard to 10th standard are the target set and incessant assistance is 
being provided to them to shine in academics and extracurricular activities. Every year, 200 students studying in 5th standards 
will be selected under this scheme through an intelligence test.

Assistance for Study tour to School & College going Students
Under this scheme, Post matric students are given monetary assistance for partaking in trips and study tours. 

Supply of Laptop to Students
The scheme is foreseen to provide Laptop to ST students of specialized courses in approved University/institutes. The courses 
covered are MBA, M.Sc Computer Science, MCA, MBBS,

BDS, BAMS, BHMS, BVSc.& AH, B.Tech and M.Tech and other Post Graduation Degrees Tribal Girl Child endowment 
scheme (Gothravalsalyanidhi) (New Initiative) 
Objective of the scheme is to start an insurance linked social security scheme for tribal girl child so as to safeguard proper 
education, advance the capabilities and social status of girl child of tribal community. It will be a long term deposit arrangement 
which attains maturity only after the child reaches 18 years of age and has at least passed 10th standard. It will safeguard 
holistic development of ST girl child starting with her birth registration, immunization, school admission and education upto 
10th standard. The insurance amount can be used for higher education /settling in life. The scheme operation has begun this 
year. All the tribal girl children born on or after  1/4/2017 are being taken under the scheme.

Gothrabandhu- Engaging Tribal teachers in primary schools(New Initiative)

To guarantee proper education to tribal children, one educated tribal youth (men or women)  with TTC/B.Ed qualification 
from the same locality with familiarity in tribal dialect and Malayalam is selected and trained to occupy as mentor  teacher 
in  Primary Schools .These teachers are delegated to address the language problems of tribal children, dropping drop outs 
and ensuring cent per cent enrolment , As per the scheme 241 qualified  tribal youth were chosen in Wayanad district during 
2017-18

Post-matric Scholarships for Scheduled Tribe Students
The arrangement was 100% centrally aided scheme at the time of presenting the scheme by Government of India. From 
2014-15 onwards Central Government provides 75% of the actual spending under the scheme and State has to bear 25%.
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The scheme is planned for payment of educational assistance to the students experiencing various post-matric courses in and 
outside the state. These scholarships are granted and spent through e-grantz (net banking).

Pre-matric Scholarship for ST Students Studying in IX & X Classes     (100% CSS) 
Throughout the year 2012-13, Government of India, Ministry of Tribal Affairs has presented the centralized scheme of Pre-
Matric Scholarship for needy Scheduled Tribe Students learning in classes of IX and X through DBT system. This Scheme 
is active from 01.07.2012. Educational assistance such as lump sum grant, monthly stipend to pre-matric students is given 
under this scheme.

Vocational Training Institute & Training Centres for Scheduled Tribe students.
There are two Vocational Training Institutes for Scheduled Tribe students operative at Thiruvananthapuram(Kuttamala) and 
Idukki(Nadukani) for communicating training in 3 trades approved by National Council For Vocational Training. More over 
11 vocational training centres are operational under this department.

Nursery Schools, Balavadies,Kindergartens,Vikasvadies &Creches.
For providing Pre-primary schooling to the tribal students existing in very remote and inaccessible areas, there are 13 nursery 
schools, 10 kinder gartens, 4 balavadies , 3 balavijnanakendras and 1 vikasvadi are running underneath the department. The 
students are given food, uniform, bag, umbrella etc.

Incentive to Parents of ST Students
An sum of Rs. 50/- per month is given to parents of ST students perusing in LP classes, who have 75% attendance in an 
academic year.

Model Residential Schools
In order to deliver value education to ST students, there are 20 Model Residential School/Asramam School working under 
this department, in which two MRSs follow CBSE Syllabus. Additional academic facilities are also being provided in 
such establishments. Model Residential schools wrought by the ST department are centers of brilliance achieving striking 
results in SSLC and Plus Two examinations steadily over the years. About 5500 students are perusing in these institutions. 
Following additional academic facilities are being provided in all MRSs

 ● Distinct remedial programs for the 5th standard students

 ● Spoken English lessons for all students

 ● Medical & Engineering entrance training in 7 MRSs having Science Batch.

 ●  Motivation programs for all students

CONCLUSION

The resources available for Scheduled tribe development is very limiting in the state while comparing to the growth of private 
institutions and the choices available for education abroad. A ‘Scheduled Tribes Empowerment Policy should be adopted to 
fix standards to tribal developments in multiple levels and it should be prepared in accordance with the changes in our Social, 
Economic and Political background which we witness around us. The programmes should be well screened and documented 
to analyse the flaws and immediate changes which should be made to make sure a healthy development is possible to a society 
of backwarded people. 

The higher education growth and patterns shows that there is a steady decline in the enrolment of higher studies for 
scheduled tribes. The programmes adopted by the government lacks to provide a grassroot level influence in the youngsters 
and the reason could be traced back to the literacy rate and educational backwardness within the family and society within 
which they grew up.  
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 As we look at the history of tribes in India, its notable that the more vulnerable and the most marginalized they are to 
the outside world, the chance of getting exploited rises. Educational programmes implemented for them should also address 
social issues and make them capable to fight for their rights, to get their voices heard and to demand equality in our society.
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INTRODUCTION 

Milky Mist Dairy Food Private Limited is based at Chittode near Erode, Tamilnadu. They are manufacturing and marketing 
Premium Quality Dairy products under the brand “Milky Mist”, a brand synonymous for the Unique & Premium Quality 
Products and they all accepted among Consumers throughout South India. Most of their products have set the benchmark in 
Dairy industry for its Unique and Premium Quality, Word Class Packaging and Consumer Reach. They are a 100% Product 
Company and the only dairy in South India to convert all the milk procured into value added products. They have developed 
State of the Art Dairy Plant where, 78 SKUs of ‘Milky Mist’ brand dairy products are processed across 10 categories.

STATEMENT OF PROBLEM

The Brand marketing of Milky Mist diary is functioning more than 10 years. Today, they are proud to be recognized and 
accepted as a Premium Quality Dairy brand among their consumers, making new milestones in their growth. Some of their 
prestigious clients include Reliance Fresh, More Retail, Metro Cash & Carry, Big Bazaar, MTR, ITC Group of Hotels, Wal-
Mart, Easy day, Star Bazaar, Tesco, Grand Chola, Auchan [Max] Hyper, Max, Hyper city, Taj group of Hotels, Le Meridian, 
Residency, Lalit Ashoka, Leela Palace, TAJ Flight Kitchen (Madras) Ltd., Chennai, Sky Gtheirmets P Ltd., Chennai, CRPF 
Canteen, Chennai, Military Officers Training, Chennai, Kannan Departmental Stores, Jai Surya etc. Their Products are now 
being exported to Singapore. In this research paper has been taken to knowing the company sales and service quality and how 
they are treating and satisfying the customers porur town in Chennai. Hence this paper made attempted.

REVIEW OF LITERATURE 

Bharani Vaitheesvaran  (2015) :  Erode-based dairy products manufacturer Milky Mist is in the final round of discussions 
with consumer-focussed private equity players for a Rs 300-crore fund-raiser that will predominantly help build a large 
factory, expand into western and eastern markets and launch new products.Milky Mist will build a greenfield unit in Erode 
that will convert 10 lakh litres of milk procured directly from farmers every day into paneer, curd, cheese, yoghurt and other 
dairy products. The new factory will contain a separate 70-tonne-a-day unit for making paneer, which has been a consistent 
business driver for over two decades for the company. 

BRAND PREFERENCE AND BRAND LOYALTY OF THE 
MILKYMIST DAIRY PRODUCT IN PORUR TOWN, CHENNAI 

T.Rajeshwaran
Assistant Professor 

Department of Economics, College of Science and Humanities 
SRM Institute of Science and Technology   

Brand Preference is a unavoidable ingredient for customer satisfaction and belief. Interestingly, the term ‘Customer satisfaction’ 
is most important for any marketing manager who wishes to improve the market share by improving the brand preference and 
brand loyalty through customer satisfaction. The researcher of this paper focuses on the brand preference and brand loyalty 
its linkage to customer satisfaction by considering the various aspects of Customer Satisfaction of branded Milky mist dairy 
products in porur town.
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Ranjani Ayyar(2017) :Sathish is the managing director of Milky Mist, a dairy company, whose value added milk products 
are increasingly seen in the shelves of stores in major cities and towns of South India, vying with brands like  Diary Products 
and Hatsun. In 2013-14 our turnover was Rs.121 crore. This year we will be touching Rs.220 crore. My aim is to achieve a 
turnover of Rs.3000 crore by 2020,” says Sathish, whose confidence stems from the company’s rapid growth since 2007-08, 
when its turnover was just Rs.13 crore.From 13 crore, the turnover steadily rose, to Rs.25 crore in 2008-09, Rs.35 crore in 
2009-10, Rs.39 crore in 2010-11, Rs.48 crore in 2011-12, Rs.69 crore in 2012-13, and Rs.121 crore in 2013-14.40 percent of 
their turnover comes from sale of paneer, followed by curd, which brings in 30 percent. Milky Mist’s manufacturing plant is 
located at Chittode, 

OBJECTIVE OF THE STUDY

 ●  To identify the problem faced by the customers at Milky mist diary in porur town.
 ●  To examine the  customer needs and preference towards  Milky mist diary
 ●  To analyze the brand loyalty of Milky mist diary in the study area.

RESEARCH METHODOLOGY
Sources of data
The primary data were collected from the Registered Milky Mist diary producers in porur town with the 
help of a Questionnaire. The Questionnaire is prepared to know the existing pattern of diary production, 
satisfaction and expectation of dairy producers and varying degrees of the problems faced by Milky Mistdiary 
Dairy producers in Porur town, and Secondary data were collected from previous reports Research papers, 
Journals, Magazines, Newspapers, websites, and from dairy research institutes like National Dairy Research 
Institute (NDRI), National Dairy Development Board (NDDB) etc., 

SAMPLING METHOD
The researcher admitted non-probability sampling to identify the study area and using snowball sampling method have been 
used in this research to collect the data from the respondents in porur town, Chennai. The total sample size is 160 respondents 
identified by the researcher for this study. 

DATA ANALYSIS AND INTREPRETATION

CHART-1: GENDER OF THE RESPONDENTS

Source : Primary Data
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From the above chart it has been clearly concluded that majority of the respondent belongs to male which is 60% and 40% 
consists of female category because male respondents are regularly used to purchase to their home.

CHART-2: AGE OF THE RESPONDENTS

Source : Primary Data 
Chart 2 has clearly stated that majority of the respondents belongs to the age of 16-20 which consists of 40% and 31-35 
consists of 30% and 36 above consists of 14% and 26-30 consists of 6% and 21-25 belongs to 5% of the total respondents.

CHART-3: EDUCATION QUALIFICATION OF THE RESPONDENTS

Source : Primary Data
From the above chart it has been clearly concluded that majority of the respondents belong to post graduate 
which is 40% and 20% belongs to under graduate and 30% consists of H.S.C and 10% constitute others. 

CHART-4: OCCUPATION OF THE RESPONDENTS

Source : Primary Data

 CHART-5: MONTHLY INCOME OF THE RESPONDENTS
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Source : Primary Data
it has clearly concluded that the majority of the respondents belongs to the monthly income of 20000-30000 which consists 
of 32% and15000- 20000 consists of 30% and less than 15000 consists of 28% of total respondents.

CHART-6 : PURCHASING LEVEL OF THE RESPONDENTS

Source : Primary Data
As per the analysis majority of the respondents belongs to the yes category which is 90% and no consists of 10% of the total respondents. 

CHART-7: PRICE PREFERED OF THE RESPONDENTS
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Source: Primary Data
It has clearly elucidates that majority of the respondents belongs to the packed diary category which is 60% and loose diary 
consists of 40% of the respondents.
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CHART-8: BUYING MOTIVATION OF THE RESPONDENTS

Source: Primary Data
From the above chart 8 it has been clearly concluded that majority of the respondent belong to price which consists of 48% 
and taste which consist of 30% and quality which consist of 22% of the total respondents.  
CHART-9: PURCHASING OF MILKY MIST DIARY PRODUCTS OF THE RESPONDENTS

Source: Primary Data
From the above table it has been clearly concluded that majority of the respondent belong to ice cream which consists of 40% 
and butter which consist of 30% and badam which consist of 14 and cake which consist of 10% and diary power which consist 
of 6% of the total respondents.  

CHART-10: SATISFACTION OF MILKY MIST DIARY PRICE RATE

Source: Primary Data
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it has been enumerated that majority of the respondent belong to satisfied which consists of 62% and dissatisfied which consist 
of 30% and neutral which consist of 8% of the total respondents.  

CHART-12: AWARENESS ABOUT THE PRODUCT OF THE RESPONDENT

Source: Primary Data
From the above chart it has been clear that majority of the respondent belong to standardized which consists of 30% and both 
pasteurized and full cream which consist of 24% and double toned which consist of 22% of the total respondents.

CHART-13 BRAND FEATURES OF THE MILKY MIST DIARY PRODUCT (CHEESE)
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Source: Primary Data
It has clearly concluded that majority of the respondents belongs to the thick category which is 60% and thin which consist 
of 40% of the total respondents. 

CHART-14: OVERALL SATISFACTION OF THE RESPONDENTS
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Source: Primary Data
The majority of the respondent belong to satisfied which consists of 70% and neutral which consist of 20% and dissatisfied 
which consist of 8% of the total respondents.  
BRAND PREFERENCE OF DAIRY PRODUCTS AND EDUCATIONAL QUALIFICATION- CHI SQUARE
HO: There is no significant association between brand preference and educational qualification 
H1: There is significant association between brand preference and educational qualification 

TABLE: 1 CHI SQUARE TEST: BRAND PREFERENCE OF DAIRY PRODUCTS AND EDUCATIONAL QUALIFICATION.

Pearsons chi squire Value Df P value 
74.582 20 0.000*

Source: Primary data 
 The table 1 portraits that the P value is less than 0.05,which shows that there is significant association between brand 
preference of Milky mist products and educational qualification in study area of porur town. Nearly 30%of the respondents 
prefer ghee followed by curd and other products (21.7%). 

BRAND LOYALTIES AND AGE GROUP- ANOVA
HO: There is no significant difference in the mean scores of reasons for brand loyalty among the age group. 
H1: There is significant difference in the mean scores of reasons for brand loyalty among the age group.

TABLE 2 BRAND LOYALTIES AND AGE GROUP

Sum of squares d.f Means squares F value Sig
Quality B e t w e e n 

groups
3.142 4 .862 .651 .521

W i t h i n 
groups

1478.021 1336 .921

Total 1481.163 1340
Healthy B e t w e e n 

groups
7.151 4 2.171 3.290 0.002

W i t h i n 
groups

1192.233 1336

Total 1199.384 1340
Services B e t w e e n 

groups
8.122 4 3.211 3.721 0.012

W i t h i n 
groups

1425.77 1336

Total 1433.892 1340
Durability B e t w e e n 

groups
11.201 4 4.335 5.666 0.000

W i t h i n 
groups

1562.333 1336

Total 1573.534 1340

Source : primary data
Table 2 portraits that through the ANOVA, it was found that p value is less than 0.05 for healthy (0.002), 

service (0.012), and durability (0.000).It shows that there is significant difference between age and the 
reasons for the brand loyalty such as healthy, service and durability. But there is no significant difference 
between age and the following reasons for brand loyalty such as quality (0.521).

FINDINGS, SUGGESTIONS AND CONCLUSION
 ●  Majority (60%) of the respondents belong to the male category, because Male respondents are easy to 

access the response. The remaining respondents (40%) are Female.
 ●  Majority of the respondents belong to the Age group 20- 30 (40%) because the product is popular 

among the Teenagers. The next highest category is the Age group 31 - 40 which contains the 30% of 
the respondents

 ●  Majority of the respondents are undergraduate (40%) because the product is well-known among 
educated people. The product is advertised through various channels, mainly the Social media.

 ●  Most of the respondents are husbands (30%) because the product is advertised well through social 
media, but apart from that, the students are interested towards the product when they see their 
classmates using it.
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 ●  The monthly income of most of the respondents is 25,000-30000 (40%) followed that Students (30%) 
and they work part-time after their School / College. Apart from the students, there are respondents 
with HSC qualification (30%) and most of them work for a less salary.

 ●  Most of the respondents are comfortable in purchasing the product (90%) because the product is cheap 
in price, and high in quality.

 ●  Majority of the respondents prefer cheap prices (60%) since most of the respondents are students as well as less 
income earners, and they earn less than 15,000 per month. Meanwhile, the rest of the people are okay with high 
prices, because they prefer Quality over Quantity.

 ●  Majority of the respondents give importance to the pricing of the product (48%) since most of the respondents are 
students, and they earn less than 15,000 per month. Meanwhile, the rest of the people give importance to Taste (30%) 
and Quality (22%)

 ●  Most of the respondents purchase Paneer (40%) than the other diary products combined. Because the Milky mist 
Paneer is a brand that is well advertised through Television and other mediums. The other products of Milky mist are 
not advertised as much as the Paneer.

 ● Out of 160 respondents, 62 % of respondents are satisfied with the price of the product because the price is affordable. 
 ●  Most of the respondents are familiar with the product through Advertisement (30%) since the product is well advertised 

through TV channels and social media. Apart from Advertisement, Words of mouth / Suggestion by friends is in the 
second rank (24%) along with paid Agents (24%)

 ●  Out of 160 respondents, 112 are satisfied with the price of the product (70%) because the price is affordable. 
Meanwhile, out of 160 residents, 48 are not satisfied (30%).

SUGGESSTIONS OF THE STUDY
 ●  The five underlying factors namely freshness, nutritive value, low price, easy availability, and brand image makeup 

the measures of consumer’s preference. It is suggested that these dimensions should be the integral components of 
the Unique Selling Proposition of the dairy industries.

 ●  Rural marketing is not fully encased by branded diary companies.
 ●  Among the rural consumers the consumption of branded diary is very meager. It shows that they rely more on the 

unbranded diary and are unaware about the processed diary’s usage and benefits.
 ●  Through advertisements play a dominant role in influencing the diary customers, sales promotion offers could also be 

introduced by diary companies to a greater extent to influence the customers to purchase the branded diary.

CONCLUSION
A study of this kind will facilitate in understanding the consumption pattern and buying behaviour of the fluid diary consumers. 
This study is confined to selected consumers in the Porur town to evaluate their brand preference. The study offers an extended 
scope for further research with relevance to other areas of porur, Chennai, other districts and other states also. Further, 
the study was confined to fluid diary alone. There is a scope for research in studying the consumption pattern and buying 
behaviour of other dairy products like Ghee, Butter, Diary Powder etc. The behaviour of bulk buying segment in the fluid 
diary market could also be studied to arrive to replicate and validate the findings of the current research. diary distributors and 
retailers, and to device suitable distribution strategies for efficient. segment in the fluid diary market could also be studied to 
arrive to replicate and validate the findings of the current research. A study also can be made on diary distribution channels 
to understand the problems of diary distributors and retailers, and to device suitable distribution strategies for efficient and 
effective diary distribution system.
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INTRODUCTION

Artificial intelligence first introduced in early 90s, Alan Turing represents Turing text to prove human ability. From this 
started a new era of taking machines as a living thing

AN OVERLOOK ON TRANSFORMING STRATEGIC 
HUMAN RESOURCE MANAGEMENT WITH ARTIFICIAL 

INTELLIGENCE 

R.Sindhu
(A student of SRM IST, Kattankulathur -603203, India doing Master of Commerce, Final Year) 

www.gammabe3@gmail.com

Artificial intelligence (AI) has a unique innovation in recent decades, but today everything has become upside down , after 
the post-pandemic situation everyone started moving towards AI augment and learning computer languages. Even education 
system has walked a long way to change the traditional learning.Sometimes, we don’t even realise it when a new AI-powered 
system, tool, or product appears and outperforms us, humans. In fact, AI is affecting human life on all kinds of levels varying 
from:

 ● The automation of tedious, time-consuming tasks to;

 ● The augmentation of human capabilities and;

 ● The amplification of human functions.

ABSTRACT
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This is the actual mechanism of an AI tool to make the candidate and HR to function in an online mode. Edge device is the 
user, he is the decision maker regarding the information he is accessing, gathering and stores certain data. End device can be 
called “the boss”  as it receives the data from the user and verify, in this HR takes the role of end-device. Cloud is for storing 
the document which are created for official works or some important documents at the site.

The change

Predictive Human Capital Management (HCM) tools powered by the behavioural analysis:The new generation of HCM 
suite solutions will need to take human behaviour into consideration to build more effective processes that can predict and 
modify behaviour better.

Online demand for AI enabled platforms to enable remote work: With the remote, anytime-anywhere style of working 
on the rise, platforms that allow teams to collaborate better across time-zones and geographies will carve out a niche for 
themselves.

Intelligent chatbots to change the way HR interacts with candidates and employees: There has been a shift in the quality 
of conversations chatbots can hold and they are only going to get better at mimicking actual human conversation. This will 
free up a lot of time for HR teams and enable them to mine the data in these conversations to make better strategic decisions.

AI-based recruiting to focus on eliminating bias to build inclusivity: Inclusive organisations that are conducive to the 
cultivation of diversity are quickly becoming the most coveted employer brands. AI tools that help in eliminating bias, 
prejudice and discrimination are sure to set organisations on the path of equal opportunities and greater inclusivity.

Increased accountability with more transparent tech and data-driven HRMS: People management solutions powered by 
data not only bring in greater transparency but also an increased level of ownership and accountability which in turn leads to 
better performance on the job.

Better teamwork with tech-enabled collaborative tools: Tech tools that encourage seamless collaboration will help teams 
to pool their resources better and tackle challenges with their collective skill-set and intelligence.

Individualised learning plans on interactive LMS to improve the learner experience:AI-enabled learning formats have 
been proven to increase engagement and these will continue to make their way into mainstream organisational learning 
frameworks and provide employees with the level of personalisation that they require.

Improved and agile processes driven by AI to elevate the employee experience: As organisations continue to try and  attract 
top talent, workplaces offering the best employee experience will continue leading the race. With that in mind, investments in 
AI tools for everyday work will rise.

More industry data-driven benchmarking of compensation and benefits: Using AI-enabled data translators will allow 
organisations to amass and analyse huge amounts of data and help in more insightful benchmarking when planning pay 
packages and benefits programs.
More involved career-pathing to enable talent mobility: Applying AI to competency mapping, succession planning and career 
pathing ensures the implementation of data-backed decisions that lead to long-term employee engagement.
Gamification to enable learning and skill-based measurements: AI-enabled gamification is sure to make its way into mainstream 
learning modules and assessment structures because they add the essential elements of fun and winning to processes that 
could otherwise be tedious.
Continuous performance management with AI: With real-time feedback and review mechanisms, more democratic and 
autonomous workplaces will truly thrive while building a culture of accountability and transparency.

AI-powered on-the-job simulated training tailored to specific needs: Simulated training environments will proliferate, 
especially with virtual reality (VR) enabled systems that allow real-time feedback.

Enabling mobile workplaces with anytime-anywhere access: This is a trend that has been growing as the workplace gets 
more digital and more dependent on AI offerings. The right AI and tech tools in place not only enables employees to connect 
better with work but also strengthens the employer brand. Being able to log into work from anywhere, at any time, will ensure 
an elevated employee experience.
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Human and AI collaboration for better decisions: Decision-making, though thought of as an essentially human skill has 
been proven to be greatly aided by data-driven AI tools. Human-AI collaboration in human resource decision making will be 
interesting to study over the coming months.

AI-dependent data and risk management for cloud-hosted systems: As organizations move towards tighter security in 
systems and processes, AI tools that help further that cause will gain popularity. Moreover, the current boom in data protection 
service companies seems to be ready to grow further.

The rise of super jobs: Jobs that put together the best of human skills and AI abilities will quickly become the new norm 
for the current generation of workers as we prepare for seamless human-AI collaboration in all aspects of work.

AI is viewed as a partner rather than a threat: A shift in the mindset of the average worker is imminent – from regarding 
AI as a threat to appreciating the technology as a valued partner for more effective work.

AI to be used to create a culture of wellbeing and happiness at work: The need and search for happiness at work will 
propel organisations to look at how AI can be harvested to engage, motivate and nurture the workforce more holistically.
Increase in income as AI helps in better inflation-friendly wealth-management: With tech tools carving out inflation-protected 
avenues of revenue, the world of work is also sure to reap the benefits of growing income despite the current economic 
downturn.
What Will You Gain From HR Trend-watch?
Being cognisant of these trends it will help you to:

 ● Place  yourself based on where you stand in your AI in HR journey

 ●  Get  glimpse into the road ahead for AI, AR and VR and create a roadmap that makes sense for your uniqueness in 
organisational needs

 ● Understand how  to adapt to the upcoming trends to stay ahead of the challenges 

 ● Building a workforce that is empowered to break the trend barriers and ready to face the change

Some of the challenges for Artificial Intelligence in India are:

Lack of Expertise
Due to the age-old incompetent curricula followed in most of the educational institutes in India, there’s a lack of adequate 
talent to build and deploy AI systems at scale. Job roles and skills tend to change very rapidly. According to a recent study, 
only 4% of AI professionals have worked on trending technologies, such as neural network.
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Low Awareness of AI
This scarcity of adept AI professionals has discouraged any scope of awareness on what AI is and how it can benefit businesses. 
Most of the public enterprises and government agencies find the technology unreliable and, hence, refrain from adopting it 
for their businesses.
Inaccessibility of Computing Infrastructure
Exorbitant price and low availability of computer infrastructure have made the development and deployment of AI systems 
strenuous. For instance, although rapidly growing, the Cloud infrastructure in India is less capable than that followed by 
developed nations.
This dearth of quality infrastructure has led many new AI startups to establish their businesses overseas, leaving their industry-
related strategies and data out of reach from Indian researchers and enthusiastic public.

Concentrated Power
Industry-specific data from established startups can be used as guidelines for building new AI platforms and solutions. But, 
inaccessibility of such data makes it very difficult for new startups to make their mark amidst the already-growling giants, like 
Facebook and Google. This leaves the reins of AI in the hands of a few major players, outcasting the rest.

OBJECTIVE

 ● To understand the introduction of Artificial Intelligence.

 ● To study AI application in Strategic Human Resource Management

 ● To put forth the idea of innovative tools available for HR management 

REVIEW AND LITERATURE
Artificial intelligence and recruitment, admission, progression, and retention
By Marguerite J. Dennis(1) 
Marguerite J. Dennis has been a higher education administrator for more than 40 years, at St. John’s University in New York; 
Georgetown University in Washington, D.C.; and Suffolk University in BostonA July 7, 2018, article in The New York Times, 
cites research by Erik Brynjolfsson, an economist at the Massachusetts Institute of Technology; and Tom Mitchell, a Carnegie 
Mellon University computer scientist, who conclude that jobs will be partly au- tomcatted rather than disappear altogether.
I agree with this assessment as it relates to the future of AI in recruitment, admission, progression, and retention plans and 
programs. I also believe administrators charged with the responsibility of enrolling and graduating students cannot ignore the 
role AI will play in the future.
Artificial    Intelligence    based    Strategic    Human    Resource    
Management (AISHRM) for Industry 4.0 by KR samarasinghe and Dr. Ajith Medis(2)
Has stated that even though AI is being introduced, there are some situation where we need to control and manage the 
augmented statements. Human capital may struggle due to illiteracy in digital technology and also to mend them it may be 
difficult as it needs special skills and techniques, Even though AI makes the works simpler but the essence of work culture 
disappears and even health complications raises.

ONCLUSION
 Today,  shared  web  hosting  is  recognized  as  a  popular  approach  to  host thousands  of  websites but  it  has  multiple 
serious  vulnerabilities  which  are  primarily  due  to  the   fact  that different resources such as memory, CPU, network and  
file system are shared between different websites. In  this  paper  we  addressed  common  attacks  in  shared  web  hosting  
servers  which  exploit  the  lack  of  proper  isolation  between  different  websites  resided  on  a  shared server.  Then,  we  
presented  a  comprehensive  secure  configuration  to  prevent  the  risks  of  these  attacks.  As  a  conclusion  we  can  say  
that  although  the  mentioned  mechanisms prevent  the  attacks  directed  towards  the  shared  web  hosting  servers,  but  
generally  this  architecture  is  not  advised  since  it  is  potentially  insecure  and  new  solutions 
like virtualization are more secure and re

RESEARCH METHODOLOGY
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 ● 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 web hosting.

DATA ANALYSIS AND INTERPRETATION

Figure 1: Job listing of various organizations with the help of AI tools comparing yearly.
This data is collected by the monster.com regarding the use of AI in HR inside the company. This shows a positive growth in the graph till 2017. It clearly 
showcases that there is gradual development in learning machine and computer vision. Thus, this is enough to say that there is a growing demand in AI 

technology in regards to HR management.

Figure 2: Analysis of various countries investing on AI tools for HR
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From the above pie chart, we can see India’s investment in AI tools is 9.9%, as US takes the whole proportion of 254.6%, 
continued by Europe then China. This showcases the development status of each country with regards to AI and innovation 
in the development part of each country.

CONCLUSION

This whole research is descriptive as it shows the key points on innovative AI tools available for HR management in near 
future. The transformation after the post COVID situation and also can be called the technology development of 2020 have 
paved a way ahead to automate, amplify and augment AI in Strategic Human Resource Management. This technology 
development connects the global, shares information and stay united. It gives ample encouragement to employees as well as 
employer only thing needed is a device which connects the server and have internet connection. It even encourages to mend 
in Pandemic situation, Work from Home policies. Thus, the user must have technical knowledge or the organization needs to 
give the employees a training session to use as per their need.
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INTRODUCTION

English is an international language and is used all over the world. It is used as an official language in India. English is the only 
language which links the whole world together. It is a universal language. Even if, people travel to different countries where 
different languages are spoken, English is the common language to express their views and situations. English is an important 
language as it is used in teaching and learning process. In Western countries, English is used as the first language and in some 
countries, it is taught as second language in schools. It has spread across the globe widely. One of the main reasons of English 
being used as an important language is due to its demand in modern life. English language is a tool to establish one’s view 
point. English has been playing an important role in many sectors including medicine, engineering and education.  Many 
writers across world agree that English is the “queen of languages”. The United Nations Organizations (UNO) has given 
English the status of the official language. English is a language of international commerce, it is the language of diplomacy 
and it has a rich treasure of literature. It introduces both the Western thought and culture. Without it, the international society 
would end up in mess of miscommunication and ambiguity. It not only serves as a means of communication, thoughts, ideas, 
but also builds friendship, relationship and cultural ties in the international arena.

Proficiency in English Language and Soft Skills are considered to be of great help for enhancing personal excellence in 
professional scenario. English language teaching for UG students in government colleges has become a challenging task. It 
is the need of the hour that language teachers should try new methods of teaching and make the learners better achievers in 
this global era. This research aims to explore English language teaching through an innovative method by imparting speaking 
skill and soft skills through Task Based Approach to the learners at tertiary level.

Significance of speaking and related research
While reading and listening are considered to be the two receptive skills in language learning and use, writing and speaking 
are the other two productive skills necessary to be integrated in the development of effective communication. Of all the four 
macro English skills, speaking seems to be the most important skill required for communication (Zaremba, 2006). Effective 

DEVELOPING SPEAKING SKILLS AND SOFT SKILLS 
THROUGH TASK BASED APPROACH AMONG THE 

STUDENTS OF ARTS AND SCIENCE COLLEGES:  AN 
EMPIRICAL EVIDENCE 
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English is an international language and is used all over the world. It is used as an official language in India. 
English is the only language which links the whole world together. It is a universal language. Even if, people 
travel to different countries where different languages are spoken, English is the common language to express 
their views and situations. English is an important language as it is used in teaching and learning process. In 
Western countries, English is used as the first language and in some countries, it is taught as second language in 
schools. It has spread across the globe widely. One of the main reasons of English being used as an important 
language is due to its demand in modern life. English language is a tool to establish one’s view point. 
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communication by means of speaking usually creates a number of benefits for both speakers and business organizations. For 
example, effective speaking skills result in achievements during ceremonial speaking activities, job training activities, job 
interviews, and many other business purposes (Osborn, Osborn, & Osborn, 2008). 

Zaremba (2006) also pointed out a study indicating that speaking skills or communication skills were usually placed 
ahead of work experience, motivation, and academic credentials as criteria for new recruitment for employment. Students 
who study English as a foreign language (EFL) usually have limited opportunities to speak English outside the classroom 
(Zhang, 2009) and also limited exposure to English speakers or members of the international community. This might be 
one reason for teachers to provide more situations and activities for students to strengthen their speaking competence. 
Speaking for special communication usually occurs in contexts where speaking performance is conducted for an audience in 
differing circumstances. The principles of public speaking are also intertwined with the development of speaking for special 
communication. When a speech involving an audience is taken into consideration, the act of speaking is considered to be more 
complicated than general everyday conversation and a number of other skills are therefore included in the speaking delivery 
process, e.g. choosing topics, organizing thoughts, tailoring the message, and adapting to listener feedback (Lucas, 2001).

Soft Skills

Soft skills are essentially called as people skills or life skills. According to Hewitt Sean (2008), soft skills are the non-
technical, intangible, personality-specific skills that determines your strengths as a leader, listener and negotiator. It gives 
finishing touch to the personality. It includes communication skills interpersonal skills, group dynamics, team work, body 
language, etiquettes, selling skills, presentation skills, confidence building etc. Soft skills refer to the cluster of personality traits, 
social grace, communication, language, personal habits, friendliness and optimism that characterize relationship with other 
people (Wikipedia, 2007). It has two parts one part involves in developing attitudes involves in developing communication 
skills to express their thought and ideas. Soft skills along with grammar, vocabulary and pronunciation help the student to 
become confident. Soft Skills helps the students to develop skills like adaptability, accountability, the ability to cooperate, 
team work and other work related skills.

Importance of Soft skills:

It is important to try to understand which skills will be necessary in future. The work skills that will be required in 2020 
can be defined as the skills that should be acquired by all citizens, in order to ensure their active participation in society 
and economy, taking into account the major drivers of change. Among them, the skills in using technology, in particular 
digital skills, will be fundamental in most jobs to perform many tasks (Cinque, 2015). Furthermore digital resources can help 
students to develop and train their Soft Skills, then they can be considered at the same time aims to be reached and tools to 
train, to develop and increase competences and capabilities.

Soft Skills have gained a lot of importance in the recent scenario. Over a period of time this term has become popular due 
to the booming of IT growth especially in India. The youth in our country has a tough time to expose/sell him or herself in the 
world market. With the demand of talented employees rising day by day, it is the need of the hour to prepare our students to 
face the challenges of the global market.   For this they should be trained in interpersonal and intrapersonal communication. 
The State Government insists that all colleges in the state should train the students in soft skill. For this Government spends 
crores of money. Therefore, the design of the curriculum has to necessarily take into account the teaching of soft skills. Teacher 
should motivate the students to learn all aspects of life skills in order to develop their thinking, analytical and reasoning skills.  
Soft Skills are essentially People skills or personality development Skills. According to Hewitt Sean (2008) “Soft Skills are 
non- technical, intangible, personality-specific skills that determine your strength as a leader, listener and negotiator”. It helps 
students to achieve high professionally, academically and socially.  

Soft skills have two parts: one part involves developing attitudes and attributes and the other part involves fine tuning 
communication skills to express altitudes, ideas and thoughts. Soft skills along with grammar, pronunciation and vocabulary 
will boost the confidence of the students. Recent reports indicate that hard skills contribute only 15%of one’s skills success 
while remaining 85%is by soft skills.  Emotional Intelligence is much talked about buzzword in the workplace atmosphere 
.Knowledge of emotions can be valuable data in navigation of critical and non-critical situations in the workplace on day 
to day basis so that it is necessary to train our students in emotional management skills and techniques. Both positive and 
negative emotions have a role play in the workplace. Negative emotions like anger, fear or disgust may have an immediate 
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impact, under dangerous or extreme circumstances such as fight or verbal abuse. Positive emotions on the other hand, create 
a more expansive and generative thinking.

In order to define and identify Soft Skills, the Center of Creative Leadership in Bruxelles (Kingsley, 2015) has proposed a 
tool named “Social Identity Mapping”, which considers gender, nationality, religion, sexual orientation, race or ethnicity, age, 
education, socioeconomic status etc. of people. This mapping involves three internal processes: categorization, identification 
and comparison. First it is necessary to define groups based on shared believes, experiences and characteristics. Second each 
individual should identify himself as belonging to a group. Third the groups have to be compared. It’s human nature to want 
to fit in some group as well as to be unique. To be aware of his own social identity is the first step in order to understand which 
is his own idea and connection to leadership, in order to be able to develop this kind of Soft Skill. The identity is not static, it 
can change and be developed over time. Identity is made of three components: Given Identity (for ex. To be a male of a certain 
age), Chosen Identity (for ex. university-educated and married), Self Identity (includes traits, behaviours, beliefs, values and 
skills). Social Identity is important for Soft Skills because it leads to:

Self awareness 

Managing Self

Communication

Empathy

Effective dialogue across differences

All the above mentioned transversal skills are really significant to be successful as a manager and more in general in any 
kind of profession. A Soft Skill that most experts recognize such as a very important one is Emotional Intelligence. A possible 
definition of this transversal skill is the ability to perceive and express emotions, to understand and positively use them, and 
to effectively manage emotions in ourselves and others. Thus Emotional Intelligence is central to performance. It can be 
considered connected to individual personality but it can also be developed trough attention and development (Kingsley, 
2015).

Task- based Approach

Task based approach is said to be the most challenging approach for both learners and teachers. It basically involves more 
of activity which enhances the students; actively participate in the classroom environment. A great advantage of this approach 
in language learning and language teaching is that it gives the same experience for the learners and the teachers. Task- based 
Approach consists of various activities such as narrating, retelling a story, picturing, describing and summarizing. Most of 
the activities are learner centred hence the learner is offered some space to think and infer the meaning and rules. Tasks have 
a work plan which is related to the real life situation and involves cognitive process (Kumara vadivelu, cited in Ellis, 2000; 
Richards & Rodgers, 2001).

Foster and Skehan (1996), report that by giving some time for them to plan for their negotiation for the learners has 
a strong impact on fluency, accuracy and complexity. The last phase is post-task in which the teacher gives the feedback 
and allows them to repeat if needed. Thus all the three phases are been experimented by giving opportunity to the student 
through some task by which students to improve their communication skills. A well-defined framework needs to be followed 
for effective implementation of TBLT in L2 classroom. Willis (1996) and Nunan (2004) developed a framework into three 
phrases:  a pre-task, task performance phase and post-task phase. In the pre-task phase, teacher introduces the topic to the 
students in the class. In the task performance phase learners do the task either individually, or in pairs or in groups. The last 
task is post-task where teacher gives feedback of corrective comments to the learners. Some of the tasks are given below:

 ● Dialogues& Role Play

 ● Mock Interview

 ● Picture Description
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 ● Describing People

 ● JAM : Just a Minute

 ● Giving Directions

Task based approach is said to be the most challenging approach for both learners and teachers. It basically involves more 
of activity which enhances the students; actively participate in the classroom environment. A great advantage of this approach 
in language learning and language teaching is that it gives the same experience for the learners and the teachers. Task- based 
Approach consists of various activites such as narrating, retelling a story, picturing, describing and summarizing. Most of the 
activities are learner centred hence the learner is offered some space to think and infer the meaning and rules.  Tasks hold a 
central place in SLA research and also in language pedagogy. This approach is mainly useful for the learners and researchers 
by investigating the samples which serves as a evident in SLA research. The researcher has employed by giving an opportunity 
to the learner to experience the real communication. Nunan (1989) said, task involves learners in ‘comprehending, producing, 
creating or interacting in the target language’. It has abundant opportunity for the learner to interact in the classroom. Such 
sort of an inter action helps them to acquire language and understand each other and to express their feelings and opinion. 

Tasks hold a central place in SLA research and also in language pedagogy. This approach is mainly useful for the learners 
and researchers by investigating the samples which serves as a evident in SLA research. The researcher has employed by 
giving an opportunity to the learner to experience the real communication. Nunan (1989) said, task involves learners in 
‘comprehending, producing, creating or interacting in the target language’. It has abundant opportunity for the learner to 
interact in the classroom. Such sort of an inter action helps them to acquire language and understand each other and to express 
their feelings and opinion. 

Tasks are used in many ways for different purposes. According to Long (1977) said task have their everyday meaning as 
the thing people do, such as “painting  a fence, buying a pair of shoes, finding a street destination, making a hotel reservation”. 
Tasks were been used for both real life task and academic task. Presently, task is viewed as research tools and instructional 
tool. Richards and Rodgers, (2001) described that tasks were based on a need analysis. These tasks are focused on five oral 
interaction tools such as basic interaction, face to face informal interaction, telephonic conservation, interviews, service 
meeting. Task types include role-play brainstorming, ordering and problem solving.

J.Wills (1996) defines a task as an activity ‘where the target language is used by the learner for a communicative purpose 
(goal) in order to achieve an outcome’. The learner has a freedom to engage themselves in natural learning process as well 
as focussing on their language form. Prabhu’s  (1987) project in schools in South India proved that a focus on language 
form naturally inhibited language learning. According to Prabhu the role of task by which the learners can be provided with 
opportunities to communicate. He also argued that ‘task’ would be possible to teach ‘through communication’ rather than ‘for 
communication’.

The design of the task-based lesson involves consideration of the stages  of which task as a principal component. Prabhu 
1987;Estaire and Zanon 1994; Skehan 1996; Wills 1996; Lee 2000 all have in common three Principal phrases. Professor Eills 
points out the methodological procedure for teaching task.  He had proposed that task-based teaching should be conducted 
in three different phrases. Rod Ellis (2006) said “These phases reflect the chronology of a task based lesson. The  first phase 
is the ‘pre-task’ and concerns the various activities that teachers introduce the task to the students  before they start the task, 
such as whether students are given time to plan the performance of the task. The second phase, the ‘during task’ phase, centres 
on the task itself and affords various instructional options, including whether the students are required to operate under time 
pressure are not. The final phase is ‘post- task’ and involves procedures for following up on in task performance”. According 
to him only during task phase is obligatory in task-based teaching. He adds, “Minimally, a task- based lesson consists of these 
students just performing a task. Options selected from the ‘pre-task’ or ‘post-task’ phrases are non-obligatory but, can serve a 
crucial role in ensuring that the task performance is maximally effective for the language development”.

Process of Task based learning Approach:

Pre Task
                                 Raise consciousness, introduce the subject and task.
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                                      Thorough introduction to topic by teacher
                                   Use of pictures, posters and demonstrations

                                             Task Performance
                             Working with and using the target language
                                      Activities like pair work, group work 

                                   Exercises like information gap activities 
                                      Gradual increase in the importance of 
                                          Planning, Report and Presentation

                                                         Post Task
                                                  Teachers gives feedback or  

                                             corrective comments to learners.
                                          Teacher discusses the result of the task

The pre-task:
        The aim of the Pre-Task is to introduce the topic to the learners. After introducing the topic to the learner, teacher helps 
them in supply of words, phrases, and gives an idea. The priority is to create a good atmosphere for the learners without 
anxiety. According to Eills (2003), framing of the task plays an important role before implementing the task since it informs 
learner’s outcome of the task and how they have to fulfil the task. He calls this stage as strategic planning phrase. In this stage 
either the learners plan or decide to perform or the teacher helps them in focusing vocabulary, Grammar, accuracy and fluency. 
Even though the teacher role is important, the students perform better only when they plan themselves. Time management 
plays a crucial role in performing the task. For, Wills (1996) and Eills (2003), the amount of time may differ according to the 
learners’ familiarity of the task theme and also cognitive level of the students. If the task is complex, more preparation time 
is needed. 

The during- task phrase:
    The teacher monitors the process of discussion in different groups and helps them only they need help. During the task 
learners use language creatively.  In pair work or group work learners are required to accomplish the task in oral or written 
format.  During this phase the learner acquire language unconsciously and help the learner to accomplish the task. Eills (2003) 
proposes two dimensions of performance: giving students planning time and also gives them some input data so that they can 
easily finish the task. Yuan and Eills (2003) argue that learners given unlimited time to complete a task use more complex 
structures. However, Wills (1996) acknowledge that if learners have limited time to finish the task, their oral production 
become more natural and fluent because of unplanned language use. In this phase, teacher only gives feedback only on the 
strength of the report and not publicly correct the mistake in a group or a pair either oral or written presentation.
Post- Task
This task is the final phase where the teachers presents the report and examine students performance. In this stage the instructor 
comments on the fluency and accuracy since it involves explicit language teaching (Wills,1996a, Eills 2003). Learners also 
given second chance to repeat the task since it helps them to improve their fluency, use more complex and accurate language 
form so that they can present more clearly (Bygate, 1996, Eills 2003) . However it is also possible for the students to evaluate 
their own performance task. Sometime they are invited to consider how they might improve their performance of the task. By 
doing these activities they many contribute to the development of the meta cognitive strategies of planning, monitoring and 
evaluating. Lynch (2001), cited in Eills (2003) calls post-task as ‘proof-listening’. This involves three cycles firstly, student 
who did the task review and edit their own performance. Secondly, the recording is replayed and other students are invited to 
comment and correct and ask questions.  Finally, the teacher comments on the points that have not been stated. 
Task – based language teaching helps the learners to learn in relaxed atmosphere. The teacher motivates the student to do as 
many speaking activities as possible in pairs and groups. It also helps to hear natural speech utter by a student. Students will 
not learn to pronounce intelligibly, or develop speaking skills in general, unless they hear enough natural language. Task- 
based approach accustom the learners to combine listening and speaking in natural interaction.  

Task Based Language Teaching was developed by SLA (Second Language Acquisition) researchers and educationalists 
as a result of dissatisfaction with traditional teacher-centred method and grammar-focused second language (L2) teaching 
(Braden, 2008).  Task Based Language Teaching was developed based on communicative approach “since it was felt that 



1124
Copyright ©2020 Authors

Proceedings

it has strong links with communicative language teaching”(Nuan 2004). Researchers found that with task-based instruction 
and authentic materials, learners progressed much more rapidly and were able to use L2 in real-world situations with a 
reasonable level of proficiency (Edward & Willis,2005). Tasks performed in the classroom should be closely connected to 
real life situations and learners must be given sufficient opportunities to interact in the class using the target language. Tasks 
are designed in such a way that learners would be persuaded to interact with teachers or peers. 

TBLT Frame Work:

           A well-defined framework needs to be followed for effective implementation of TBLT in L2 classroom. Willis 
(1996) and Nunan (2004) developed a framework into three phrases:  a pre-task, task performance phase and post-task 
phase. In the pre-task phase, teacher introduces the topic to the students in the class. In the task performance phase learners 
do the task either individually, or in pairs or in groups. The last task is post-task where teacher gives feedback of corrective 
comments to the learners.

Teaching English and Soft Skills through group activity help the students in achieving better score. It also makes them 
active participants in the class. According to Palmer an educationalist psychologist, “Language learning is    essentially a habit 
forming process, a process during which we acquire new habits”. Therefore it is necessary for the student to practice language 
skills and people skills in the classroom. The purpose of this study is to emulate the students to acquire communication 
strategies by developing their soft skills through Task Based Approach for better language competency. Language proficiency 
through Task-Based Approach can be achieved through other genres of literature such as poetry, prose, drama and short story. 

In ESL classrooms, discussions on literary text, language games and survival skills help the students to feel the language 
learning in a pleasant way. So, it is the responsibility of the teacher to discover the innovative L2 methodologies and to 
facilitate the participants’ interactions that may lend positivity to their overall L2 learning experience. Hence the teacher 
would provide various activities to L2 learners. It becomes a challenging task for the teacher to develop and enhance both 
communicative competence and people skills. Hence proficiency in English is considered one of the employability skills. The 
structure and the content of this research is tailored keeping in mind, the needs of the Indian youth today.

Research Gap
The present chapter gives us an account of information relating to the communication, teaching English in class rooms, 
methods of teaching, speaking skills, soft skills and task based method and its role in improving the speaking and soft skills 
among the students in schools, colleges and universities along with the methods, procedures, principles and practices and 
effects observed. This gives a broad understanding about the speaking skills and soft skills and their role in the life and career. 
The review of literature provided information relating to teaching methods, speaking skills, methods of teaching speaking 
skills, barriers, strategies to improve speaking skills, empirical research studies on speaking skills of students in the initial 
pages. Later, soft skills, origin, importance, methods of improving soft skills, difficulties in teaching soft skills are presented 
along with the empirical studies and cases. In addition, the various creative teaching techniques evolved over a period of time 
and the effectiveness of each of the methods is presented. It is observed, that a very few studies used the task based approach 
and its effectiveness measuring in teaching speaking skills and soft skills to the students in higher educational institutions. 
Hence, the effectiveness of task based approach in teaching speaking and soft skills among the students in Government Arts 
and science colleges is taken up for the study.

Research Methodology 
The Present section deals with research design and methodology adopted in the study. This section gives an account of tools 
and techniques used in the study. Research methodology helps in improving the validity and reliability of the results. An 
appropriate sample selection, tools design and testing method and the size and period of the study helps to estimate the real 
situation of the statement of the problem and the appropriateness of the study. This section contains, statement of the problem, 
need for the study, scope, importance, objectives of the study, hypotheses framed, sample profile, frame work of the study, 
data collection tools and techniques, reliability and validity of the instruments used to collect the data, data purification and 
physical verification, reliability test on the master data sheet using SPSS, statistical tools and techniques used in the study 
to test the hypothesis and to fulfill the objectives, variables used in the study, limitations of the study, chapter scheme and 
finally scope for further research is summarised in a simple manner. This can help the reader to understand, how the study 
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is relevant to the contemporary times and its social relevance in terms of skill and career development of the students in the 
higher educational institutions in the sample area.

Statement of the Problem
Human resources are the most important assets in the development of the business and society at large. Intellectual capital is 
the key element in the success and sustainability of the institutions as well as individual careers in general. Hence, individuals 
should be equipped with knowledge, skill set and technical up gradation from time to time. The education system needs to 
be dynamic and change the methods of teaching in accordance with the requirements of the society. The most important skill 
set required for the present day institutions of business and service sector is multi tasking employees with flexibility and self 
motivation. The kinds of skills required fro the same is coined as soft skills or life skills. These skills play a major role in 
personality development of an individual and potential employee success in an organization. Hence, design and development 
of the speaking skills, soft skills through task based approach can yield better returns in terms of skill development among 
the students. With this view the current research took an initiative to prove the impact of the task based approach on the 
development of speaking and soft skills among the students from higher educational institutions from Chennai city.

Scope of the study
The scope of the current study is limited to the selected Undergraduate students studying in the government arts and Science 
College in Chennai. The reason behind the selection of the government institution is to explore the socio economic profile 
association in learning and development. Many students joined in these institutions are from far of places and hailing from 
downtrodden families with marginal income groups. The social status in the society is also not considerable to an extent. 
Majority of these students are hailing from Tamil medium and studied at government schools or aided schools in rural areas. 
a portion of the students are hailing from hill areas and disconnected places from the normal infrastructure. For the purpose 
of study, Government Arts College, Nandanam, Chennai, is considered as a sample unit. The students are selected from 
B.Com (General) and B.Sc (Computer science) courses. The results can be best opted and suited for the students and colleges 
operated by the Government of Tamilnadu. The infrastructure, intellectual resources, courses offered, and operational methods 
of teaching are one and the same. Hence, the outcome of the study is best suited to adopt and use in teaching pedagogy to 
improve the speaking and soft skills among the students. This can help them to get better exposure towards higher educational 
opportunities and career options in the years to come. The long run effects of the same could be the improved level of skills 
and better career selections and improved standard of living of an individual as well as families at large. Hence, the current 
study has a social relevance and career empowerment to the small and marginal income group students at large. This can pave 
a way to develop the knowledge based society with potential skill set to survive and sustain in the global economy.

Need for the Study 
Communication and soft skills are need of the hour to work in the global economy. A good communicator can do better 
than his talent and skill in a work place. Today, most of the organizations are looking for multi talented employees, who can 
handle situations, people and processes with better level of co-ordination among the teams. Here, the basic skills needed are 
communication and flexibility with the team spirit. The students hailing from rural back ground and studying at government 
colleges, who are trained through traditional methods of teaching, are unable to cope with the skills set required by the modern 
firms. Hence, there is a skill gap among the students hailing from government and private institutions and thereby in getting 
placements too. Hence, there is a need to change in the teaching learning process and the introduce AEP model, which is more 
practical and dynamic and result oriented. Hence, the current research proposes task based approach of teaching as a better 
tool to improve the specking and soft skills among the students in government arts and science colleges in Chennai city. The 
philosophy behind the study is application oriented, experience based and practical approach of teaching and learning.

 This study has both practical and theoretical significance in terms of learning and development. The potential gains that 
can be realized extremely beneficial for both individuals and the society at large. Government colleges admit students based 
on the government reservation policy and hence, a mixed and heterogeneous group of students with different levels of skill 
sets can be observed. Here, the role of a teacher as a facilitator to make every student to involve in the process of learning 
and development. But, the current system of pedagogy has poor scope for the same. Hence, there is a need for change in the 
pedagogy and focus on the creative modern teaching techniques in the process of teaching and learning. This can also helps to 
the teacher to understand the difficulties of the students in the process of learning. This can pave away to handle the learning 
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difficulties of different kinds of skill sets and can find alternative methods of pedagogy based on the student feedback and 
response. It could be a continuous improvement process based on the experience and learning. 

Another aspect of learning psychology, which supporting task based method of teaching and learning is, application 
oriented, experience based and practical learning hold good for ever. Today, with the advent of individual technology gadgets 
disturbance in the class rooms, the concentration of the students is reduced to a considerable level. If the students are involved 
in task based method of learning, the focus on technology gadgets can be avoided. This helps to improve the concentration of 
the students and there by optimum learning can take place in the class room environment. 

Task based approach of teaching pedagogy needs to be done as a holistic process and to find fault with the process and 
systems,  mild indications and instructions  to the faculty about process gaps and highlighting the performance and potential 
skills of them in a positive note. Such holistic process needs to be performed by the faculty with care and concern can yield better 
results in both short and long run. In a way, it helps to optimize the learning, resources utilization with possible minimum cost. 
The importance of this can observe by the students in both short run and long run in terms of performance in end semester exams 
and placement selections. Once the results are proved to be good, the students will continue to support the system with utmost 
faith and due importance. Thus, these results will also facilitate to satisfy  the expectations of the industry  and the society at large. 
This whole concept evolved into two key ideas that formed the basis of this research endeavor. They are:

 ●  (a) Gain insight into the current state of teaching learning process Practices on the speaking and soft skills of the 
students in government colleges. 

 ●  (b) Develop a greater understanding of the Task based learning pedagogy its impact on the performance of the 
students in learning and development.

Objectives of the Study
 ●  The general objective of the present research is “to identify the impact of Task based approach of learning on the 

performance of students and its adoption in teaching.

 ● The specific objectives of the study are:

 ● To examine the socio economic Demographic features of students studying in government colleges in Chennai. 

 ● To Study the learning and performance of students in soft skills through Talk and chalk method of teaching.

 ● To analyze the impact of Task based approach ion the learning and performance of students in the sample.

 ●  To find out the association between socio economic demographics and learning and Performance of the students in 
the sample.

 ● To note the dimensions of significant performance improvement among the experimental group 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 relationship between the demographic factors with learning performance of the students in the sample.

 ● There is no significant relationship between the family demographics with learning performance of the students in the sample.

 ●  There is no significant relationship between the Talk and Chalk method of teaching and task based method practices with 
regard to learning performance of the students in the sample.

 ●  There is no significant difference between the perceptions of the students with regard to talk and chalk method of teaching and 
task based method of teaching among the sample.

 ● There is no significant difference between the method of teaching and performance of students in the sample.
Conceptual Frame work
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The variables used are:
 ● Personal/Parental demographics - as Independent Variables

 ● Teaching Methods - as Mediating Variables

 ● Performance of the students - Dependent variable

Sources of data
The researcher uses both primary and secondary data for the purpose of research. Primary data is collected by design and 
development of a standard structured questionnaire with customization in accordance with the requirements of the study. 
The customised data collection tool is tested through pilot study among the targeted sample and improved the simplicity 
and ease of understanding as per the suggestions of the pilot study respondents. The reliability of the data collection tool 
is tested through a statistical test (Cornbach’s Alpha) and observed the reliability level as 0.938.   Standard level of the 
reliability coefficient alpha above 0.7 is considered sufficient (George and Mallery, 2001; Pallant, 2005). The secondary data 
is collected from both print and digital, web sources. The print media includes books, journals, magazines, reports, research 
dissertations and thesis works of different authors relating to the area of interest of the current research topic. The regular news 
dailies presenting views on the standards of education, the need for soft skills and its importance in employability, the expert 
suggestions on improving the life skills among the students in higher educational institutions are considered as key data for 
updating the data collection tool used in the research. The media includes e-journals, websites, blogs, twitter accounts, face 
book postings, inflibnet resources, official site news of the regulatory bodies of higher education etc. 

Data collection tools
For the purpose of primary data required for the study, is collected through a structured questionnaire prepared in two parts 
namely, demographics part and testing part. Demographical information is given by the students and the testing of the skills 
of the students on the ten dimensions is done by the subject teacher after conducting the prescribed tests used to measure a 
particular skill. Hence, the second part of the questionnaire is a measuring tool of their skill set and performance in the test 
conducted. 

Structure of the Questionnaire

The questionnaire is prepared to cover all the aspects related to the statement of the problem. The questionnaire is made 
in a comprehensive format using multiple choice questions for the demographics section. It is followed by skill measurement 
questionnaire used by the subject teacher on various dimensions of the soft skills. This helps to test the student ability to 
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improve and performance in the tests conducted during the pre course period and after course period. The measuring of the 
performance is done by using five point scales for the dimensions specified and overall score is calculated for the purpose 
of statistical analysis. The first part is dealing with the demographical information about the student and his socio economic 
back ground, profile of the parents, previous school and learning interests, preferred modes of learning related information. 
This data is used to test the association between the personal demographics and the level of performance of the students in 
the sample.

The Performance measuring questionnaire consists of 14 sections covering various dimensions of the study. First seven 
parameters are dealing with the assessment of speaking skills and the remaining seven parameters are relating to soft skills. 
The task based approach is adopted on experimental group and the talk and chalk method of regular pedagogy is adopted 
among the control group students. The term control group refers to the group used to compare the performance using the 
normal teaching methods in the sample. 

In speaking skills, the dimensions of activities used to measure the performance of the candidate are role play, mock 
interview, Picture description, Just a minute (JAM), Debate, describing people, and giving directions. The performance in 
the given activities is assessed in five dimensions before and after adoption of the task based approach. The dimensions of 
performance evaluation of the activity role play are Pronunciation, Vocabulary, Accuracy, communicative ability and formation 
of words and sentences. Each of these dimensions are rated on five point scale (Poor=1, Average=2, Good=3, Very good=4 and 
Excellent=5). The performance evaluation is done for both the groups namely control group and experimental group before and 
after completion of the course. The results are compared to assess the impact of the task based approach on the performance 
improving in terms of speaking skills and soft skills among the students. The positive results indicate the effectiveness of the task 
based approach pedagogy in teaching soft skills among the arts and Science colleges in the sample area.

 The second part deals with the soft skills. The activities used to assess the level of ability in soft skills are team work, 
creativity, brain storming, leadership, problem solving, group discussion and digital literacy skills. Here, the performance of 
students in each of the activity is measured and assessed on various parameters.

 ●  Team work activity is measured using co-ordination, helpfulness, efficiency, initiative and emotional intelligence as 
parameters.

 ●  Creativity is measured using divergent thinking, originality of ideas, innovativeness, relevance to the theme and 
social value as parameters of assessment.

 ●  Brainstorming ability is measured using level of awareness and knowledge; Dimensions of thinking, Presenting to 
the team, Logic and reasoning, Empathy and etiquette in listening to others are used as parameters of assessment. 

 ●  Leadership is measured using depth of the issue/subject knowledge, public speaking style, Communication, honesty 
and integrity in presentation; trust and confidence level expressed are used as parameters.

 ●  Problem solving ability is measured by using understanding of an issue, dimensions of analysing, finding and 
proposing alternative solutions, gaining confidence of others, team consensus in discussion. 

 ●  Group discussion is assessed using Initiative and attitude, contribution, communication, confidence, listening and 
leadership as parameters.

 ●  Digital literacy skills are assessed using degree of operational skills, formal skills and special features use, information 
skills, strategic skills and technical skills as parameters in the study.

Each of these dimensions are rated on five point scale (Poor=1, Average=2, Good=3, Very good=4 and Excellent=5) and 
analyzed accordingly.

Pilot study and reliability test
The pilot study was conducted by distributing 10 questionnaires to each group before going to the final 

study. The first part along is tested using the same. The second part questionnaires are given to expert faculty 
in the department of English and foreign languages at different colleges in Chennai and seek the advice before 
going to final questionnaire usage to assess the students performance. The parameters proposed to assess the 
degree of speaking, communication skills and soft skills are slightly modified and final version is brought in for 
usage in research. Cronbach Alpha Test was used to determine the degree of consistency among the multiple 
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measurements of each factor. It measures the inter-item reliability of a scale generated from a number of items. 
Ideally, the reliability coefficient above 0.7 is considered sufficient (George and Mallery, 2001; Pallant, 2005).

Sample profile and procedure

 The present study is experimental and qualitative in nature. The sample selected for the study is students from arts 
and science colleges run by the government of Tamilnadu in Chennai. To be specific two sections of student from b.com and 
B.Sc computer science courses from Government Arts College, Nandanam are selected as sample for conducting research. It 
is made on the basis of availability and co-operation of the authorities and proximity to the researcher. The size of each group 
is 40. Since, the entire section is used for research; census method of sample is adopted. Two groups consisting 40 students in 
each is selected for experimental purpose. The academic performance, age and family demographics looks mixed in nature. 
The composition of students from rural and hailing from vernacular medium of study are found in the sample. The entire 
section of students is used as one unit for the purpose of research. The class consists of heterogeneous demographics are taken 
care to avoid monotony and reliability issues of the research findings. 

The period of study is for one semester starting from Dec and ends on April. This is even semester and many students’ 
looks for internships and project training and occasionally visits outside firms and institutions and could have been realized 
the need for speaking and soft skills need in the job market. It may help in active participation of the students in the process 
of learning and development. Hence, the even semester selection adds additional value to the research and its findings. The 
sample students are studying second year course and in Fourth semester. A standard tool with set of activities along with pre-
testing using Delphi technique is used to assess the performance of the students in two dimensions namely speaking skills and 
soft skills. The data is converted into master data sheet using Microsoft excel spreadsheet and exported to SPSS for further 
processing. The appropriate statistical tools are used to explain the benefits of task based method of teaching speaking and 
soft skills to the students along with the empirical evidence. This can help to bring a change in the teaching learning process, 
pedagogy, implementation of creative teaching techniques for the betterment of students in arts and science colleges and there 
by better level of skill development and employability at large. This can help in improving the degree of employability among 
the students hailing from arts and science colleges in the sample area.

Sample adequacy and sample size:
Since the population is known, census method of sampling is adopted to identify the respondents and uses full group of 40 
students as a sample. Two groups are used to test the efficacy of the task based method of teaching on the learning and skill 
development of students in speaking, communication skills and soft skills among the arts and science students in the sample 
area. Pre approvals are obtained from the respective authorities top conduct academic research using students as sample 
respondents. The formal request is made and the approvals are obtained. No significant costs are associated to the institute as 
well as individual students, hence, formal oral permissions are given and encouraged to do the research.

Frame work of Analysis:
 To study the demographic features of the students in the arts and science colleges, descriptive statistical tools 
and frequency distribution are used.  Simple correlation has been used to establish the relationship among the identified 
demographic features wit the degree of speaking and soft skills among the sample. A chi-square test is administered to find 
out the association between the personal demographics and the degree of performance in speaking and soft skills. Student 
t-test is applied to find out the significant difference between the level of performance before and after using the task based 
approach of teaching in soft skills course. Similarly, the significant difference in the performance between the control group 
and experimental group is tested via t-test. ANOVA is used to identify the performance and skill level differences among the 
different groups of students segregated based on the demographical profile. This can give a clear picture on what demographical 
characters relationship with the level of speaking skills and soft skills has and the suggestions can be made in accordance 
with the same. This also helps to design the different methods of teaching pedagogy to various sets of students and there by 
improved level of performance in speaking skills and soft skills among the students. This indirectly supports to improve the 
employability level of the students in the sample area.
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Profile of the sample unit:
 Government Arts College, Nandanam, Chennai:600 035, , had originated in the middle of the 18th century as a 
School, called Madrasa, and in 1901, it was upgraded into a College with the objective of accommodating Muslim students, 
which continued till it acquired its present status in 1948. Ever since, equal opportunity came to be extended to students of 
all communities, irrespective of religious denomination. At its present location, it is well situated to serve the needs of the 
pupils settled in the central regions of the Metropolis. Though it is situated in Chennai, it draws students from the neighboring 
districts. A distinct character of the Institution is that it caters to the needs of the lower rungs of the society.

Tools used for analysis
The analysis part of the present thesis was made by using the various parametric and non-parametric statistical tests namely, 
Percentage analysis, Mean score Analysis, Chi-square Test, ANOVA, and t-Test. Bar diagrams are presented for better 
understanding of the results.

Limitations of the study

 ●  The present study has prepared with some of the constraints due to physical, behavioural and infrastructural issues. 
Those include:

 ●  The present study is conducted in Government Arts College, Nandanam, Chennai-35 by selecting two sections of 
heterogeneous demographic character group by using census sampling technique.

 ●  The sample size is limited to 40 in each group( two groups are used ) one is control group and another one is 
experimental group due to time and physical constraints in meeting and obtaining the responses from the sample 
over a period of 90 days continuously along with teaching the course. Using normal method and task based method.

 ●  The findings of the study are drafted in accordance with the socio economic conditions prevailing in the sample area.

 ●  The findings of the study are limited to the suitability and similarity of the demographical profile of the area and the sample.

 ● The behavioural bias needs to be adopted while adopting the observations to some other situation.

 ●  The level of understanding of the concept (Task based approach of teaching) under the supervision of course faculty 
and its importance is not quantified and hence, the results may vary accordingly.

Scope for further research
The present study is focused on assessing the impact of various teaching methods adopted at different schools and colleges. 
Traditional techniques of teaching hold good for theoretical subjects. Skills development requires personal attention, 
involvement of the students and practical involvement of a student in the process of learning. Hence, there is a need for creative 
teaching techniques in the recent past. Communication and soft skills are become mandatory to improve the employability 
and to survive in the multi cultured organizations. The level of pay is linked with the skill set in many institutions. The 
quality of teaching among the higher educational institutions needs a review and to introduce the new pedagogy to attract and 
sustain the interest of the students in the process of learning. One such method is Task based approach of teaching, where a 
student should involve in the application knowledge and concepts, experience the situation and particulate with the teams in 
the process of learning. Many such methods need to design and develop to cater the needs of students hailing from different 
level of ability to study the courses in the arts and science colleges. Hence, there is a lot of scope for the future researchers 
to design and develop such creative and innovative teaching techniques in association with the digital and information and 
communication Technology (ICT) can help to cater the needs of students at large. This can help in achieving the employability 
and sustainable growth of the society at large.  
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INTRODUCTION

Financial performance analysis is the process of identifying the financial strengths and weaknesses of the firm by properly 
establishing the relationship between the items of balance sheet and profit and loss account. There are many tools to find 
financial performance of the company, one of the most useful tools is comparative and trend analysis. The financial analysis 
is done to find the firm’s current position with that of market situation. This analysis is used by creditors, shareholders, board. 
Finance always being disregarded in financial decision making since it involves investment and financing in short-term 
period. Further, also act as a restrain in financial performance, since it does not contribute to return on equity (Rafuse, 1996). 
A well designed and implemented financial management is expected to contribute positively to the creation of a firm’s value 
(Padachi, 2006). The researcher attempts to measure the company’s capital structure and other indicators that the business 
is conducted in a rational and normal way; ensuring enough returns to the shareholders to maintain at least its market value.

ABOUT THE COMPANY
Reliance Jio Infocomm Limited, d/b/a Jio, is an Indian telecommunications company and a subsidiary of Jio Platforms, 
headquartered in Mumbai, Maharashtra, India. It operates a national LTE network with coverage across all 22 telecom circles. 
It does not offer 2G or 3G service, and instead uses only voice over LTE to provide voice service on its 4G network. It is the 
largest mobile network operator in India and the third largest mobile network operator in the world with over 40.56 crore 
(405.6 million) subscribers.

REVIEW OF LITERATURE
1. Campbell (2008) constructed a multivariate prediction model that estimates the probability of bankruptcy reorganization 
for closely held firms. Six variables were used in developing the hypotheses and five were significant in distinguishing closely 
held firms that reorganize from those that liquidate. The five factors were firm size, asset profitability, the number of secured 
creditors, the presence of free assets, and the number of under-secured secured creditors. The prediction model correctly 
classified 78.5% of the sampled firms. This model is used as a decision aid when forming an expert opinion regarding a 
debtor’s likelihood of rehabilitation. No study has incorporated the financial performance analysis of the central public sector 
enterprises in Indian drug & pharmaceutical Industry. Nor has any previous research examined the solvency position, liquidity 
position, profitability analysis, operating efficiency and the prediction of financial health and viability of public sector drug & 
pharmaceutical enterprises in India.

FINANCIAL KEY PERFORMANCE INDICATORS OF  
JIO INFOCOMM

K P Ezhil Maran
Assistant Professor, Department of Commerce, College of Science and Humanities 

SRM Institute of Science and Technology, Kattankulathur – 603202 
ezhilmap@srmist.edu.in

Motive of any business concern will achieve the maximum profit and higher profitability leads to maximize the wealth of the 
investors as well as the nation. The purpose of financial performance analysis identifies the financial strengths and weaknesses 
of the firm by properly establishing relationships between the items of the balance sheet and profit and loss account. The 
present study focuses on financial performance of Reliance JIO Infocomm for the five year period from 2014-15 to 2018-
2019. Reliance JIO Infocomm is the highest GST payer in the country and revenue from retail business grew 8 times in last 
five years. The objective of this study to evaluate the financial performance of the company, analyze the capital structure 
and other financial changes and identify future result by using comparative statement and trend analysis. The study will help 
investors to identify the nature of JIO infocomm and will also help to take decision regarding investment.

Keywords: Financial Performance, Capital Structure and Reliance JIO.
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2. Yunus, N.M., Malik, S.A. (2012) states thatthe use of financial model is to predict the performance of a company. The 
theoretical analysis in the development of model is done using the matrix solution of the Matlab software. The model is then 
validated with the actual company’s business performance to determine the predicting accuracy. 

3. (Singh, 2017) in an empirical study impact of Reliance Jio on Indian Telecom Industry using SWOT analysis, found 
various potentials available for Jio to upgrade its competitive strategies with reference to the existing scenario prevailing and 
the level of offerings by other players in the industry. (Haq, 2017), in a qualitative research, used differential plans comparison 
and found correlation with subscription share & concluded that: Data is the new oil which will run future rigorously and 
massive investment in visual & delivery of content is anticipated.

IV. RESEACH METHODOLOGY

Statement of the problem
Many studies were carried out to find out the impact of Jio on other companies in telecom industry. The results are mixed in 
terms of SWOT analysis and technological advantages, but present study is different in analyzing the capital structure and 
other indicators for decision regarding investment.

Importance of the study
It is essentially concerned with how the firm decides to divide its cash flows into two broad, components, a fixed component 
that is earmarked to meet the obligations towards debt capital and a residual component that belongs to equity shareholders. 
The  Purpose  of  the  study  is  to  know  the  effect  of  change  in  size, growth in the capital  structure  of  the  company.

Objectives of the study 

• To examine the capital structure of reliance JIO Infocomm.
• To evaluate the overall financial performance of the company 
Data used
1. The secondary data were collected from company’s annual reports and their websites.
2. The period of study for the project is 5 years (2014-2015 to 2018-2019).
Tools Applied
The simple percentage analysis, comparative statement and trend analysis had been used for the study.
Limitations
• The study is restricted for a period of five years.
• The analysis is based on annual reports of the company.

ANALYSIS AND INTERPRETATION

Table - 1 Capital Structure of the JIO INFOCOMM   (` in Cr.)

Sources 2014-2015 2015-2016 2016- 17 2017 – 18 2018 - 19
Share Capital 30,000

     (70.61)

45,000

(62.41)

45,000

(36.21)

45,000

(28.13)

45,000

(34.95)
Reserve & Surplus (7,748)

(18.23)

(7,764)

(-10.76)

25,864

(20.81)

57,933

(36.22)

4,600

(3.57)
Long – Term debt 20,226

(47.61)

32,301

(44.80)

47,461

(38.19)

43,728

(27.34)

75,611

(58.69)
Short – Term debt 8

(0.02)

2,561

(3.55)

5,922

(4.76)

13,263

(8.29)

3601

(2.79)
Total 42,486

(100)

72,098

(100)

1,24,247

(100)

1,59,924

(100%)

128,812

(100)
Sources  : Annual Reports
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Note : The figures in brackets denote Percentage to total column
Interpretation
              From the above table, it could be seen that the proportion of share capital to total capital structure has been fluctuating 
for the entire period of study. However, a sharp increase in share capital during 2015 – 16 Rs. 30,000 lakhs to Rs. 45,000 lakhs 
have been due to the issue of equity share capital.  The proportion of Reserves and Surplus to total capital structure shows a 
fluctuating trend for the entire period of the study.  The proportion of long-term debt to capital structure has been declining 
trend for the first four years the proportion of long-term debt is highest in the year 2018 – 19 with 58.69 %.  The proportion 
of short-term debt to capital structure has been shows a increasing trend for the first four years of the study. Its percentage to 
total capital structure has been the highest in the year 2017 – 18 with 8.29%.  

Table 2Comparative Stateme nt  & Trend analysis of Long – Term Debt 

Year Long – Term Debt

(`. In Cr.)

Absolute

Increase/Decrease

Percentage of

Increase/Decrease

Trend Percentage

2014 – 15 20,226 - - 100%
2015 – 16 32,301 12,075 59% 160%

2016 – 17 47,461 15,160 47% 235%
2017 – 18 43,728 -3,733 - 7.8% 216%
2018 – 19 75,611 31,883 73% 374%

     Sources :Annual Reports
Inference
In the year 2014 – 15 the debt is Rs. 20,226 lakhs, which is increased to Rs. 32,301 lakhs in financial year 2015 – 16 and 
decreased in the year of 2016-17, After that the debt is rapidly increases from the financial year 2017 – 18 onwards.
              From trend analysis it  could  be  seen  that  the  trend  percentage  of  debt  has  been  increasing  for  first 3 years 
period, in the year 2017-18 the trend  percentage  is decreased to 216% and it increased in 2018-19.

Table 3 Comparative Statement & Trend analysis of Short – Term Debt 

Year

Short – Term 
Debts (`. In Cr.)                   

Absolute

Increase/Decrease

Percentage of

Increase/Decrease Trend Percentage
2014 – 15 8 - - 100

2015 – 16 2,561 2,553 31913 32012

2016 – 17 5,922 3,361 131 74025
2017 – 18 13,263 7,341 124 165788
2018 - 19 3,601 -9,662 73 45013

Sources  : Annual Reports
Inference:
              From the Table, it could be seen that the Short – term debt of JIO INFOCOMM, its show a increasing trend for the 
entire period of the study except in the year of 2018 – 19 the debt is decreased to Rs. 3,601 lakhs. 
              From trend analysis it could be seen that the trend percentage of debt has been increasing for the whole period except 
in the year of 2018-19. In that year the trend  percentage  is decreased to 45013% .

Table 4 Comparative Statement  & Trend analysis of Equity Share

Year Equity Share Capital

(` In Cr.)

Absolute

Increase/Decrease

Percentage of

Increase/Decrease

Trend Percentage

2014 – 15 30,000 - - 100%
2015 – 16 45,000 15,000 50 150%
2016 – 17 45,000 NIL NIL 150%
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2017 – 18 45,000 NIL NIL 150%

2018 – 19 45,000 NIL NIL 150%

Sources  : Annual Reports
Inference:
              From the above table clear that the Equity share capital of JIO INFOCOMM, it is constant during the period of the 
study i.e.2014-15 t0 2018-19 except first year i.e. 2014-15. In that year equity share capital at Rs, 30,000 lakhs and thereafter 
it shows at Rs, 45,000.
From trend analysis it could be seen that the trend percentage of equity share capital has been stable from 2015-16 to 2018-19 
except in the first year of 2014-15. In that year the trend percentage is 100%.

Table 5 Comparative Statement &  Shareholder’s Fund  from the Period     of 2014 - 15 to 2018-19

Year Shareholder’s Fund ( ` 
In Cr.)

Absolute
Increase/Decrease

Percentage of
Increase/Decrease Trend Percentage

2014 – 15 30,075 - - 100
2015 – 16 45,051 14,976 49.79 150
2016 – 17 62,426 17,375 38.56 207
2017 – 18 1,02,933 40,507 64.88 342
2018 - 19 1,40,400 37,467 36.39 467

Sources  : Annual Reports
Inference:-
              From the table 5, it could be seen that the Shareholder’s fund of JIO INFOCOMM, its  shows  constant  increasing  
in  the  entire  period  for  the  study.  In the financial year 2014 – 15 the  shareholder’s  fund  is  Rs. 30,075 lakhs which  is  
increased  to  Rs. 1,40,400 lakhs  during  the  financial  year  2018 – 19.   
             From the table shows it  could  be  seen  that  trend  percentage  of  shareholder’s  fund  has  been  increasing   for  
the  entire  period  of  the  study.  Trend  percentage  of  Shareholder’s  fund shows  an  considerable  increase  from  the  year  
2015 – 16  with  150%.  However  a  sharp  increase  in  the financial  year  2016 – 17, 2017 – 18 and 2018-19 with  207 %, 
342%  and  467%.

Table - 6 Comparative Statement  & Trend analysis of Working Capital  

Year Working Capital ( 
`. In Cr.)

Absolute
Increase/Decrease

Percentage of
Increase/Decrease

T r e n d 
Percentage

2014 – 15 (20,248) - - 100
2015 – 16 (36,608) (16,360) 81% 181%
2016 – 17 (49,527) (12,919) 35% 245%
2017 – 18 (66,948) (17,421) 35% 331%
2018 - 19 (47,406) 19,542 41% 234%

Sources  : Annual Reports
Inference:-
              From the Table 6, it could be seen that the working capital of JIO INFOCOMM. It has been shows a increasing 
negatively for the entire period of the study. except In the financial year        2018 – 19 the working capital is  lakhs  which  is  
decreased  to Rs.47406 lakhs. 
         From the above it could be seen that trend percentage of working capital has been increasing for the entire period of the 
study. Trend percentage of working capital shows considerable increase from the year 2015 – 16 with 181 %. However a sharp 
increase in the financial year  2016 – 17  and  2017 – 18 with 245 %  and  331%.
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FINDINGS

 ●  The proportion of share capital to total capital structures shows 70.61% during the year 2014-15 but it declines to 
34.94% during the year2018-19.

 ●  The proportion of Reserves & Surplus to total capital structure shows 18.23% during the year 2014-15, which has 
been increased to 36.22% during the year 2017-18. 

 ●  The proportion of Long-term debt to total capital structure shows 47.61% during the year 2014-15, which is increased 
up to 58.69% but it declines to 27.34% during the year 2017-18.

 ●  The proportion of short-term debt to total capital structure 0.02% during the year 2014-15 but it increases to 8.29% 
during the year 2017-18

 ●  The total Long-term debt shows Rs.20,226 lakhs during the year 2014-15, which is increased up to Rs.75,611 lakhs 
during the year 2018-19.

 ●  The total short-term debt shows Rs.8 lakhs during the year 2014-15, but it increases to Rs.13,263 lakhs during the 
year 2017-18 but it declines to Rs. 3,601 07 in the year of 2018-19.

 ●  The Equity Share capital shows Rs.30,000 lakhs during the year 2014=15 which is increased to Rs.45,000 lakhs 
during the year 2015-16 to 2018-19.

 ●  The Shareholder’s fund shows Rs.30,075 lakhs during the year 2014-15 which is increased to Rs.1,40,400 lakhs 
during the year 2018-19.

 ●  The working capital shows (Rs.20,248) lakhs during the year 2014-15, but it declines to (Rs.47,406) lakhs during the 
year 2018-19.

SUGGESTIONS 

1. The Reserve in the financial year 2017 – 18 is 36% of total compression of capital structure, it is suggested that it can be 
used for productive purposes.
2. Steps should be taken to stabilize Operating profit.
3. Steps should be taken to reduce cost of equity.
4. Proportion of equity can be increased, so that the firm can have total control of debts.
5. Should maintain the current level of short – term debt as working capital showing a declining trend.

VIII. CONCLUSIONS

Thus, empirically we found out that capital structure is a significant factor affecting the cost of capital. Although debt is 
considered to be the cheapest source of finance, because of tax advantages, there are some other consideration as well, which 
are consider while taking decision on capital structure. But due time and cost constraint, the researcher, could not collect 
primary data relating to the cost o specific sources of secured and unsecured loans. Had these data been collected the study 
would bring to light more useful information.
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INTRODUCTION

Job satisfaction, its causal factors and its effect upon organizational health are all part of the various factors under study for 
this assignment. Job satisfaction for an individual can be influenced by a number of factors that include first the job itself, the 
salary, the promotion policy of the company, the attitudes of the co-workers, the physical and mental stress levels involved, 
the working conditions, the interest and challenge levels. These various factors are just indicative of the many factors that 
contribute or take away from job satisfaction. Sometimes, even changing the colour of the furniture fabric can lead to higher 
levels of job satisfaction. While job satisfaction is not quite the same as motivation the two are closely linked and many 
times motivating actions also increase satisfaction levels. Most organizations periodically measure job satisfaction among 
employees through mainly quantitative techniques using rating scales. 

Numerous research studies on job satisfaction and reasons thereof have, as the following excerpts shows, ended in a 
number of very interesting findings, We view job satisfaction as emerging from a variety of factors, including characteristics 
of the organizational environment, specific features of the job, and the personal characteristics of the worker.

Problem of the study
The purpose of this study is to take up the issue of job characteristics and job satisfaction in the workplace, with particular 
reference to TNPL limited, examine the various components of job satisfaction, the general working conditions, employment 
policies and employee responses as also available statistical data to determine whether, by and large workers in the company 
are happy with their working conditions or not.

Objectives 
 ● To examine the various factors that is influencing the job satisfaction level.
 ● To study the present level of satisfaction of the employees.
 ● To study and analyze the monetary benefits given to the employees.

Review of literature 
Higher job satisfaction has been linked with employees who are able to exercise autonomy (Sekaran 1989) and with those who 
have a higher level of job involvement (Mortimer and Lorence 1989). Women have been found to report significantly higher 
job satisfaction than men (Hull 1999; Sousa-Poza and Sousa-Poza 2000), although this gender gap appears to be narrowing 
(Rose 2005). Some researchers have noted that older workers tend to have a higher level of job satisfaction, although a 
number of studies have shown that the age variable might be more a proxy for experience (Janson and Martin 1982; Kalleberg 
and Loscocco 1983; Brush, Moch et al. 1987). Older workers also tend to be situated in higher-level positions, which might 
be more fulfilling than the less exciting entry-level positions of those just entering the work (Danziger and Dunkle, 2005).

EFFECTIVENESS OF JOB SATISFACTION IN TNPL LIMITED

J. Prabhuraj
Assistant Professor, Department of Commerce, College of Science and humanities 

SRM Institute of Science and Technology

Job satisfaction refers to one’s moods towards one’s career. The level of contentment employees feels with their job. The job 
satisfaction intensification organization commitment will be improved. The output result will be increased.The main objective 
of this paper is to analyze the factors that are used to improve one’s job satisfaction level and to find out the several factors 
like personal and organizational factors influencing job satisfactionIn this study, 175 no’s of respondents have been taken as 
sample. Percentage analysis, chi-square have been integrated for research analysis. The study helped in revealing the level of 
satisfaction of employees with reference to the various factors provided in the organization. The study infers that most of the 
employees are satisfied with their job and also various benefits given by the organization.

Key words: Job satisfaction, Personal factors, organizational factors.
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Job satisfaction is a central construct in organisatonal psychology. it is assosiated with important work related and general 
outcomes[e.g., higher levels of job performance, organizational commitment, discretionary activities such as organizational 
citizenship behavior, and life satisfaction] aswell as with lower levels of absenteeism, lateness, and turnover [Hullin & Judge, 
2003  ; Johns,2001   ; Judge, parker, Colbert, Heller, & llies, 2001   ; Warr, 1999]

Research Methodology

Sample Design
A sample design is a definite plan for obtaining a sample from a definite population. It refers to the technique or the procedure 
the researchers would adopt in selecting items for the sample. It is determined before data is collected.  The total population 
is 2770. In this study 175 samples are collected from employees.

Sampling Process
Convenience Sampling: A convenience is obtained by selecting ‘convenient’ population units. The method of convenience 
sampling is also called the chunk. A chunk refers to that fraction of the population being investigated which is neither by 
probability nor by judgment but by convenience.

Tools used for analysis
 ● Percentage Analysis
 ● Chi-square Analysis
 ● Correlation Analysis

Interpretation
Table 1: Responded years of experience 

S. No. Years of experience Respondents Percentage%
1 Less than 2 years 15 9
2 3 years -5 years 45 26
3 6 years -8 years 56 32
4 Above 8 years 59 34

Total 175 100

Inference:
The above table clearly shows that 9% of respondents belong to less than 3 years of experience, 26% of respondents belong 
to 3 -5 years of experience, 32% of respondents belong to 6-8 years of experience and 34% of respondents belong to above 
8 years of experience.
Table 2: Level of employee satisfaction about monetary benefit provided by employer

Sl. No. Monetary benefit Respondents Percentage%
1 Highly satisfied 85 49
2 Satisfied 55 31
3 Not to say 20 11
4 Dissatisfied 10 6
5 Highly dissatisfied 5 3

Total 175 100

Inference:
Above table clearly shows that 49% of employees are highly satisfied with their salary level, 31 % of employees are satisfied 
with their salary level, 11% of employees are not to say their satisfied level, 6% of employees are dissatisfied and 3% of 
employees are highly dissatisfied with their salary level.
CHI-SQUARE Test
Analysis of employee’s opinion regarding qualification and monetary benefits given. 
H0: There is no association between Qualification of Employee and Monetary Benefits.
H1: There is association between Qualification of Employee and Monetary Benefits.
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Case Processing Summary

 

Cases
Valid Missing Total

N Percent N Percent N Percent
Qualification of Employee * 
Monetary Benefits

175 100.0% 0 0.0% 175 100.0%

Qualification of Employee * Monetary Benefits 
Count

 

Highly Motivated

Monetary Benefits

Total
W e a k l y 
Motivated

M i x e d 
Motivation

 Qualification of Employee School 22 27 9 58

UG / PG 26 32 12 70

Others 17 21 9 47

Total 65 80 30 175

Table 4: Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 9.979a 4 .041
Likelihood Ratio 10.943 4 .027
Linear-by-Linear Association .003 1 .953
N of Valid Cases 175
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 10.67.

Inference 
It is found from the above table that the alternative hypothesis H1 is accepted since the significance value is less than 0.05. 
This means that the employee’s qualification is vary their monetary benefits. Younger employees look out for a good reference 
for the future career and higher compensation whereas older employees prefer more promotions and reduced working hours.

Table 4: Correlation between the factors influencing job satisfaction

Hypothesis
H0: There is no significant relationship between organizational factors and job Satisfaction.
H1: There is a statistically significant relationship between organizational factors and job Satisfaction.

Correlations
W o r k i n g 
Environment

F a i r 
P o l i c i e s 
a n d 
Practice

Attractive 
f i x e d 
salary

Company’s 
f i n a n c i a l 
stability

Job security Promotion Safety and 
Security

W o r k i n g 
Environment 

P e a r s o n 
Correlation

1 .826** .820** .790** .857** .825** .860**

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

Fair Policies and 
Practice

P e a r s o n 
Correlation

.826** 1 .739** .797** .837** .818** .780**

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

Attractive fixed 
salary 

P e a r s o n 
Correlation

.820** .739** 1 .850** .770** .705** .746**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000
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Company’s financial 
stability 

P e a r s o n 
Correlation

.790** .797** .850** 1 .807** .850 .885**

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

Job security 
P e a r s o n 
Correlation

.857** .837** .770** .807** 1 .840** .838**

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

Promotion
P e a r s o n 
Correlation

.825** .818** .705** .850** .840** 1 .787**

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

Safety and Security
P e a r s o n 
Correlation

.860** .780** .746** .885** .838** .787** 1

Sig. (2-tailed) .000 .000 .000 .000 .000 .000
**. Correlation is significant at the 0.01 level (2-tailed).

Inference 
Above table represents the correlation between factors influencing job satisfaction. From that table, it is clear that factors are 
highly) i.e. nearly 0.8) correlated (positively) with correlation coefficient and there is no negative relationship. This indicates 
that factors influencing job satisfaction.
For survey scale type data this is pretty large. The number of respondents in the sample answering both items is 275. p-value 
for this correlation coefficient is .000. It is not exactly zero. SPSS does not give p-values to more than three decimal places. p 
< .05, reject the null of no relationship and conclude that the relationship is statistically significant.

 Findings
Most of the employees inferred that they are satisfied with the salary given to them.
A majority of the employees suggested that there is a great connection between their performance and the payment given by 
the organisation,
Most of the employees said that the workload given by the organisation is high.
A majority of the employees inferred that they get adequate training from their organisation.

Suggestions 
Some of the employees feel that they are highly stressed because of the heavy work load. So, they can give regular interval 
during the work.
From the study it was found that, few of the employees felt that thereare no sufficient materials available to do their job. So, 
they can allocate sufficient resources to do their job in a better way.
Few of the employees felt that their ideas and opinions are not taken into consideration. So, they can give priority to their 
ideas.

Conclusion
The article was helpful to study the employee’s job satisfaction in TNPL limited. This Article would be helpful to understand 
how employees would perceive about the available facilities towards job satisfaction. 
         From the study it was found that most of the employees were satisfied with their work environment. The employees 
felt that their direct supervisor was helpful to perform their job in a better way. The interpersonal relationships between the 
employees were healthy.
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In this paper the different solutions approach for the replacement problem has discussed under fuzzy. This different approach 
is used to find the optimal age of the equipment, Which we have used to find the best equipment also by comparing the two 
different equipments.
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GREEN AND SUSTAINABLE PRACTICES IN THE TOURISM 
AND HOTEL INDUSTRY : A PERCEPTIONAL STUDY 
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Tourism industry in India is growing and it has vast potential for generating employment and earning large amounts of foreign 
exchange besides giving a fillip to the country’s overall economic and social development. But much more remains to be done. 
Contemporary tourism ( Eco, Medical and Educational) needs to be promoted so that tourism in India helps in preserving and 
sustaining the diversity of India’s natural and cultural environments. In addition, the traditional learning, value system and 
the knowledge can be transformed to commercial benefit and to change the lives of the people in terms of socioeconomic, 
cultural, employment and empowerment dimensions. The present study is descriptive in nature and conducted with the 
primary objective to assess the impact of contemporary tourism on the socioeconomic conditions of the tourist operators in 
Chennai district. Contemporary tourism is a customised tour designed to satisfy the personal needs and generic tour objectives 
together in the best possible way. The data required for the study is collected through a structured questionnaire and conducted 
with the sample size of 442, choosing by using a non probability sampling technique. The results indicated that contemporary 
tourism is positively changing the socioeconomic condition, culture, education, employment and empowerment dimensions 
of the stakeholders in specific and the society at large.

Keywords: Traditional Medicine- Ecotourism- Personal needs- cultural aspects.

BACKGROUND TO THE STUDY

Tourist operators are the prime stakeholders in the tourism industry and its development. The growth and development of the 
industry is also depending on the service quality of the tourist operators and the satisfaction of tourists in general. Along with these, 
the changing needs and expectations of the tourists need to be fulfilled by the operators. The required skills and the infrastructure 
upgradation are essential in the process. The traditional operator’s capacity to upgrade and compete with the corporate is debatable 
issue. In addition, the corporate entities entry in to the tourism sector is another inevitable issue to the traditional operators and 
the small and marginal operators in the sector. In this parlance, the assessment of the impact of contemporary tourism on the 
socioeconomic conditions of tourist operators is need of the hour and accordingly taken up for study.

CONCEPT OF CONTEMPORARY TOURISM

Contemporary tourism is at the same time one of the most significant yet misunderstood phenomena in the world today. It is 
something that is engaged in by many people in the developed world and is regarded as an important mechanism for economic 
development not only in the industrialized countries but also in many developing countries. Yet tourism is simultaneously 
an agent of socio economic change, cultural and change and a substantial contributor to economic development of the 
country, including at the level of social, cultural and business environment change in terms of employment opportunities and 
empowerment of people. Given the popular image of tourism as being connected to leisure and fun, the scope of the study of 
tourism is seriously indeed changing in the recent past towards education, medical and ecofriendliness. Hence, the new types 
of tourism preferred by many are contemporary and need based. Hence, customised tourism products are the order of the day, 
which fulfills the objectives of tourism and developmental and personal needs of the individuals together.

ABSTRACT
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STATEMENT OF THE PROBLEM

Socio economic conditions are the result of occupation and earning capacity of the individuals in a society. Tourist operators are 
the most benefited section of people using tourism and natural and traditional attractions of places and historical monuments 
and rituals of the various sectors of the community. The changing tastes and interests of the people, culture and social needs 
made a drastic change in the patterns, preferences and practices of tour selection among the new age customers. Accordingly, 
the changes are taking place in the tour management and the tourism products design and development from time to time. 
In this the major role is played by the tourist operators. The positive change in the sector has brought new opportunities 
and prospects and helps the growth and development of tourist operators in the dimensions of socioeconomic conditions. 
In addition, the growth and development of the sector posed its opportunities indirectly to the various sectors of people 
indirectly associated and depending on the tourism sector. The changes in the tourism patterns and models have brought a 
new light to the many segments in the society. Hence, the present study is titled as the impact of contemporary tourism on 
the socioeconomic conditions of tourist operators in Chennai district. It also expands its scope to assess the problems and 
prospects of contemporary tourism and its effects to the economy and stakeholders in the sample area.

RESEARCH OBJECTIVES:

 ● To explore the profile of tourist operators and perceptions towards the various dimensions of the study. 
 ●  To find out the impact of contemporary tourism on the socio economic conditions of the tourist operators in the 

sample area.

Research Methodology
The present study is perceptual and qualitative in nature. The present study is described as the profile of contemporary tourism and 
its impact on the socioeconomic dimensions of the tourist operators in the sample area. The study adopted descriptive research design 
because it enables the researcher to summarize and organize data in an effective and meaningful way. A survey design has been chosen 
to reach the research objectives. On the whole the study will be descriptive in nature implying natural observation of the characteristics 
of the research subject without deliberate manipulation of the variables or control over the settings. A non probability, convenient 
sampling technique was used in this study. For the purpose of this study the population is covered from the entire district of Chennai. 
The reason behind choosing the convenient sampling technique is to collect the large number of samples and to have a reservoir of 
perceptions on the impact of contemporary tourism on the socio economic aspects of tourist operators. The large sample is ensured to 
improve the reliability of results. The sample size is determined using the scientific method. The sample size is determined by using 
the scientific method, by using the pilot study standard deviation of the sample of 95 respondents, by allowing the standard error at 
5% level. The sample size was determined by using the following formula: Sample Size (N)= (ZS/E)2 , and  the calculated value is 
found at 441.61 and by abounding the same, sample size is fixed at 442. The tourist operators in the sample are from Chennai district, 
having vast experience in conducting tours and performing as a family occupation from decades together. The tourist operators are 
from old city (North Chennai), Central Chennai, and south Chennai and its sub urban areas covered in the greater Chennai Corporation 
and within the limits of Chennai district are considered for the study. The local tourist operators are slowly moving to contemporary 
tourism products along with the traditional products. The prominent tours preferred by the customers are green tourism, educational 
tourism, and medical tourism and in few cases marine or entertainment tourism according to the local tourist operators opinion. Hence, 
contemporary tourism is considered to be a prospective one and has many dimensions of impact on the stakeholders and on the tourist 
operator’s socioeconomic conditions at large. Hence, the study is contemporary and required one for the current time.

Data Analysis using T- test
Null Hypothesis: There is no significant difference between the perceptions of male and female employees with regard to 
awareness, adoption, implementation and perceived benefits of green environment and sustainable development practices of 
the hotels in the sample.

Table -2: Perceptions of male and female employees with regard to green and sustainable practices along with t-test result

 Dimensions of green environment and sustainable 
practices

Gender T value P value
Male Female

 Mean SD Mean SD
Recycling Practices 20.29 3.29 17.85 3.14 9.284 0.001**
Cleaning Activities 19.89 3.00 18.49 3.31 5.475 0.001**
Energy Efficiency Practices 18.58 3.52 17.87 3.37 2.547 0.011*
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Waste  Control Activities 18.31 3.98 18.62 2.98 -1.040 0.299NS
Overall Awareness on GESP 77.07 9.22 72.82 9.38 5.618 0.001**
Commitment to Environmental Practices 16.38 2.27 15.77 2.83 3.016 0.003**
Recycling and Reuse Practices 61.32 7.11 55.08 7.84 10.314 0.001**
Energy Efficiency and Conservation Practices 39.20 5.58 37.03 5.19 4.898 0.001**
Lighting 32.00 3.36 29.64 4.14 7.833 0.001**
Water Efficiency and Conservation 32.65 4.58 28.86 4.15 10.524 0.001**
Landscape 32.43 4.07 29.28 3.76 9.790 0.001**
Pest Management 22.83 4.93 21.43 3.49 3.887 0.001**
Hazardous and Toxic Substances 35.33 5.60 33.02 4.45 54.62 0.001**
Transportation 23.66 3.90 22.00 3.42 55.02 0.001**
Purchasing 39.84 6.45 36.18 6.77 6.809 0.001**
Overall Adoption of GESP 335.64 30.93 308.29 33.85 10.430 0.001**
Overall Implementation of GESP 57.13 8.46 54.35 6.99 4.323 0.001**
Overall Perceived Benefits of GESP 50.67 7.92 47.22 7.26 5.589 0.001**
Suggestions to improve the Adoption and Practice of 
GESP

53.33 7.13 49.25 8.23
6.523 0.001**

Note: ** indicates Highly significant at 1% level of significance, ; * represents significant at 5% level of significance and NS 
indicates not significant at 5% level of significance.

Since p value is less than 0.01, the null hypothesis, There is no significant difference between the perceptions of male and 
female employees with regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable 
development practices of the hotels in the sample is rejected at 1% level of significance. Based on the same it is inferred that, 
There is a highly significant difference between the perceptions of male and female employees with regard to Recycling Practices , 
Cleaning Activities, Overall Awareness on GESP, Commitment to Environmental Practices, Recycling and Reuse Practices, Energy 
Efficiency and Conservation Practices, Lighting, Water Efficiency and Conservation, Landscape, Pest Management, Hazardous 
and Toxic Substances, Transportation, Purchasing, Overall Adoption of GESP, Overall Implementation of GESP, Overall Perceived 
Benefits of GESP, and Suggestions to improve the Adoption and Practice of GESP respectively as green environment and sustainable 
development practices of the hotels in the sample. Based on the mean value, it is noticed that, male respondents in the sample are 
highly perceived the importance of green practices and there by the level of awareness, adoption and implementation and perceived 
benefits are strongly endorsed by them. It may be due to large number of employees working in the star hotels are male and the 
involvement of the male in green and environmental activities is also high with mobility and adopted behaviour. The change is 
observed among the young female employees and equilibrium can take place in the years to come.

Null Hypothesis: There is no significant difference between the perceptions of married and unmarried employees with 
regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable development 
practices of the hotels in the sample.

Table -3: Perceptions of married and unmarried employees with regard to green and sustainable practices along with t-test result

 Green Environment and sustainability practices Marital Status T 
value

P value
 Married Unmarried
 Mean SD Mean SD
Recycling Practices 17.98 3.53 19.95 3.21 -6.938 0.001**
Cleaning Activities 18.67 3.32 19.64 3.10 -3.589 0.001**
Energy Efficiency Practices 18.31 3.32 18.29 3.55 0.078 0.938 NS

Waste  Control Activities 18.41 3.08 18.44 3.84 -.101 0.920 NS

Overall Awareness on GESP 73.37 9.78 76.32 9.23 -3.664 0.001**
Commitment to Environmental Practices 15.65 2.84 16.37 2.33 -3.383 0.001**
Recycling and Reuse Practices 54.80 7.77 60.74 7.40 -9.258 0.001**
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Energy Efficiency and Conservation Practices 37.43 5.37 38.76 5.56 -2.831 0.001**
Lighting 29.42 4.59 31.84 3.19 -7.665 0.001**
Water Efficiency and Conservation 29.66 4.48 31.83 4.77 -5.422 0.001**
Landscape 29.60 4.07 31.92 4.11 -6.619 0.001**
Pest Management 21.52 3.94 22.63 4.65 -2.933 0.003**
Hazardous and Toxic Substances 33.09 5.05 35.03 5.28 -4.372 0.001**
Transportation 21.34 3.81 23.79 3.52 -7.912 0.001**
Purchasing 37.48 5.78 38.79 7.24 -2.263 0.024*
Overall Adoption of GESP 309.99 37.55 331.69 31.05 -7.635 0.001**
Overall Implementation of GESP 54.62 7.84 56.68 8.02 -3.027 0.003**
Overall Perceived Benefits of GESP 48.51 7.49 49.65 7.99 -1.710 0.088 NS

Suggestions to improve the Adoption and 
Practice of GESP 48.77 7.83 53.10 7.46 -6.682 0.001**

Note: ** indicates Highly significant at 1% level of significance, ; * represents significant at 5% level of significance and NS 
indicates not significant at 5% level of significance.
The p value observed for the null hypothesis, there is no significant difference between the perceptions of married and unmarried 
employees with regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable 
development practices of the hotels in the sample is less than 0.01 for the dimensions Recycling Practices, Cleaning Activities, 
Overall Awareness on GESP, Commitment to Environmental Practices, Recycling and Reuse Practices, Energy Efficiency 
and Conservation Practices, Lighting, Water Efficiency and Conservation, Landscape, Pest Management, Hazardous and 
Toxic Substances, Transportation, Overall Adoption of GESP and Overall Implementation of GESP is rejected at 1% level of 
significance. Hence, it is inferred that, there is a highly significant difference between the perceptions of married and unmarried 
employees with regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable 
development practices of the hotels in the sample is less than 0.01 for the dimensions Recycling Practices, Cleaning Activities, 
Overall Awareness on GESP, Commitment to Environmental Practices, Recycling and Reuse Practices, Energy Efficiency and 
Conservation Practices, Lighting, Water Efficiency and Conservation, Landscape, Pest Management, Hazardous and Toxic 
Substances, Transportation, Overall Adoption of GESP and Overall Implementation of GESP among the star hotels in the sample. 

Based on the mean value, it is noticed that green practices are highly endorsed by unmarried when compared to married 
employees in the sample. This may be due to basic training on green practices being part of the study in the recent past. In olden 
days such curriculum is not there and there by senior employees are not much aware of the changes in the system however, 
the training sessions enlighten all the latest developments related to hotel operations, green practices, safety management etc. 
still, the uniformity in the conducting training, and frequency of conducting is matters lot. Hence, the training on green and 
sustainability practices can help in enhancing the level of awareness and implementation methods among the employees.

Null Hypothesis: There is no significant difference between the perceptions of permanent and temporary employees with 
regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable development 
practices of the hotels in the sample.

Table -4: Perceptions of permanent and temporary employees with regard to green and sustainable practices along with t-test result

 Dimensions of green environment and 
sustainable practices

 

Nature of Employment T 
value

P value
Permanent Temporary

 Mean SD Mean SD
Recycling Practices 18.69 2.92 19.79 3.74 -3.996 0.001**
Cleaning Activities 18.65 3.34 19.86 2.98 -4.759 0.001**
Energy Efficiency Practices 18.37 2.90 18.23 3.87 .512 0.609 NS
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Waste  Control Activities 18.34 3.03 18.50 4.01 -.546 0.586 NS

Overall Awareness on GESP 74.06 8.61 76.38 10.06 -3.044 0.002**
Commitment to Environmental Practices 15.52 2.51 16.62 2.44 -5.516 0.001**
Recycling and Reuse Practices 55.79 7.14 61.19 7.88 -8.865 0.001**
Energy Efficiency and Conservation Practices 37.53 5.20 38.96 5.71 -3.243 0.001**
Lighting 30.24 3.81 31.69 3.80 -4.720 0.001**
Water Efficiency and Conservation 30.03 4.17 31.98 5.06 -5.154 0.001**
Landscape 30.33 3.89 31.82 4.39 -4.428 0.001**
Pest Management 21.92 3.74 22.54 4.94 -1.746 0.081 NS

Hazardous and Toxic Substances 33.66 4.05 34.98 6.03 -3.123 0.002**
Transportation 22.11 3.31 23.68 4.01 -5.245 0.001**
Purchasing 37.68 5.06 38.90 7.91 -2.230 0.026*
Overall Adoption of GESP 314.80 33.41 332.36 33.97 -6.460 0.001**
Overall Implementation of GESP 55.03 7.07 56.78 8.62 -2.728 0.007**
Overall Perceived Benefits of GESP 48.39 6.65 49.98 8.62 -2.529 0.012*
Suggestions to improve the Adoption and 
Practice of GESP 49.48 7.04 53.43 8.02 -6.445 0.001**

Note: ** indicates Highly significant at 1% level of significance, ; * represents significant at 5% level of significance and NS 
indicates not significant at 5% level of significance.

Since p value is less than 0.01, the null hypothesis, There is no significant difference between the perceptions of permanent 
and temporary employees with regard to awareness, adoption, implementation and perceived benefits of green environment 
and sustainable development practices of the hotels in the sample is rejected at 1% level of significance. Hence, it is concluded 
that, there is a highly significant difference between the perceptions of permanent and temporary employees with regard to 
the dimensions of Recycling Practices; Cleaning Activities; Overall Awareness on GESP; Commitment to Environmental 
Practices; Recycling and Reuse Practices; Energy Efficiency and Conservation Practices; Lighting, Water Efficiency and 
Conservation; Landscape; Hazardous and Toxic Substances; Transportation as environmental practices in star hotels in the 
sample. Based on the mean value, it is noticed that, strong level of endorsement for the green practices is observed among the 
temporary employees when compared to permanent employees in the sample. This indicates that the temporary employees 
are highly involved in the green practices implementation. The reason could be the large number of temporary employees 
belonging to temporary employment groups. Hence, the level of awareness and implementation thrive is found among the 
employees.

Null Hypothesis: There is no significant difference between the perceptions of employees who have studied  hotel 
management courses and employees not studied hotel management courses with regard to awareness, adoption, implementation 
and perceived benefits of green environment and sustainable development practices of the hotels in the sample.

Table -5: Perceptions of employees studied hotel management course and employees not studied hotel management course with regard 
to green and sustainable practices  along with t-test result

 Dimensions of green environment and 
sustainable practices

Studied Hotel Industry Course T 
value

P value

 Yes No
 Mean SD Mean SD
Recycling Practices 19.39 3.62 18.99 2.72 1.217 0.224 NS

Cleaning Activities 19.48 3.17 18.78 3.28 2.256 0.024*
Energy Efficiency Practices 18.46 3.40 17.71 3.66 2.238 0.026*
Waste  Control Activities 18.73 3.37 17.36 4.19 3.967 0.001**
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Overall Awareness on GESP 76.06 9.43 72.83 9.38 3.531 0.001**
Commitment to Environmental Practices 16.32 2.56 15.49 2.31 3.414 0.001**
Recycling and Reuse Practices 58.89 8.01 58.49 8.07 .514 0.607 NS

Energy Efficiency and Conservation Practices 38.11 5.48 39.10 5.65 -1.858 0.064 NS

Lighting 31.14 3.87 30.70 3.87 1.186 0.236 NS

Water Efficiency and Conservation 30.98 4.73 31.60 4.96 -1.336 0.182 NS

Landscape 31.17 4.20 31.14 4.36 .064 0.949 NS

Pest Management 22.69 4.28 20.73 4.76 4.624 0.001**
Hazardous and Toxic Substances 34.88 5.36 32.65 4.61 4.411 0.001**
Transportation 23.37 3.85 21.63 3.28 4.822 0.001**
Purchasing 38.38 7.22 38.29 5.13 .140 0.889 NS

Overall Adoption of GESP 325.93 34.95 319.81 33.99 1.816 0.070 NS

Overall Implementation of GESP 56.09 8.09 55.71 7.73 .482 0.630 NS

Overall Perceived Benefits of GESP 49.05 7.91 50.10 7.57 -1.387 0.166 NS

Suggestions to improve the Adoption and 
Practice of GESP 51.58 7.65 52.05 8.52 -.622 0.534 NS

Note: ** indicates Highly significant at 1% level of significance, ; * represents significant at 5% level of significance and NS indicates not significant at 
5% level of significance.

Since p value is greater than 0.05, the null hypothesis, There is no significant difference between the perceptions of employees 
studied hotel management courses and employees not studied hotel management courses with regard to awareness, adoption, 
implementation and perceived benefits of green environment and sustainable development practices of the hotels in the 
sample is accepted at 5% level of significance. Hence, it is concluded that, there is no significant difference between the 
perceptions of employees studied hotel management courses and employees not studied hotel management courses with 
regard to Recycling Practices, Recycling and Reuse Practices, Energy Efficiency and Conservation Practices, Lighting, Water 
Efficiency and Conservation and landscape as green practices among the star hotels in the sample. Based on the mean value, 
it is noticed that the employees studied hotel management strongly endorsed the same. Hence, it is concluded that, course of 
study has no relevance in the level of awareness and implementation of green and sustainable practices in the hotel industry.

Null Hypothesis: There is no significant difference between the perceptions of trained and untrained employees with 
regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable development 
practices of the hotels in the sample.

Table -6: Perceptions of trained and untrained employees with regard to green and sustainable practices along with t-test result

Dimensions of green environment and sustainable practices Undergone Training T value P value
Yes No

 Mean SD Mean SD
Recycling Practices 19.20 3.33 19.57 3.72 -1.183 0.237 NS
Cleaning Activities 19.61 3.34 18.56 2.64 3.664 0.001**
Energy Efficiency Practices 18.28 3.58 18.33 3.18 -.149 0.882 NS
Waste  Control Activities 18.78 3.89 17.49 2.45 3.993 0.001**
Overall Awareness on GESP 75.87 10.26 73.95 6.91 2.242 0.025*
Commitment to Environmental Practices 16.15 2.61 16.08 2.31 .307 0.759 NS
Recycling and Reuse Practices 59.14 8.17 57.88 7.54 1.749 0.081 NS
Energy Efficiency and Conservation Practices 39.17 5.62 36.03 4.55 6.501 0.001**
Lighting 31.36 3.99 30.19 3.37 3.382 0.001**
Water Efficiency and Conservation 31.15 4.87 31.03 4.55 .281 0.779 NS
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Landscape 31.07 4.19 31.39 4.36 -.833 0.405 NS
Pest Management 21.84 4.46 23.43 4.26 -4.022 0.001**
Hazardous and Toxic Substances 33.95 5.21 35.61 5.31 -3.526 0.001**
Transportation 23.09 3.71 22.72 4.01 1.073 0.284 NS
Purchasing 38.04 7.16 39.23 5.72 -1.946 0.052 NS
Overall Adoption of GESP 324.96 35.31 323.60 33.49 .432 0.666 NS
Overall Implementation of GESP 57.16 8.12 52.88 6.81 6.096 0.001**
Overall Perceived Benefits of GESP 50.36 8.05 46.34 6.41 5.832 0.001**
Suggestions to improve the Adoption and Practice of GESP 52.46 8.44 49.57 5.42 4.129 0.001**

Note: ** indicates Highly significant at 1% level of significance, ; * represents significant at 5% level of significance and NS 
indicates not significant at 5% level of significance.

Since p value is greater than 0.05, the null hypothesis, There is no significant difference between the perceptions of trained 
and untrained employees with regard to awareness, adoption, implementation and perceived benefits of green environment and 
sustainable development practices of the hotels in the sample is accepted at 5% level of significance. Hence, it is inferred that, there 
is no significant difference between the perceptions of trained and untrained employees with regard to Recycling Practices, Energy 
Efficiency Practices, Commitment to Environmental Practices, Recycling and Reuse Practices, Water Efficiency and Conservation, 
Landscape, Transportation and purchasing as green and sustainable practices in the hotel industry. This indicates that the training 
status has no relevance in the level of awareness and implementation of green and sustainable practices in star hotels in the sample. 
Some of the respondents viewed that, green practices are inbuilt with all the day to day activities; no special focus is required 
either for green practices or for safety and risk management in the star hotels. Every employee is trained on both mandatory. These 
practices become part of every activity and process of service delivery.

Null Hypothesis: There is no significant difference between the perceptions of employees working in three star and five 
star hotels with regard to awareness, adoption, implementation and perceived benefits of green environment and sustainable 
development practices of the hotels in the sample.

Table -7: Perceptions of three star and five star hotel employees with regard to green and sustainable practices along with t-test result

Dimensions of green environment and sustainable 
practices

Category of Hotel T value P value
3 Star 5 Star

 Mean SD Mean SD
Recycling Practices 19.09 3.53 19.62 3.29 -1.862 0.063 NS
Cleaning Activities 19.31 3.36 19.35 2.95 -.145 0.885 NS
Energy Efficiency Practices 18.00 3.63 18.74 3.17 -2.616 0.009**
Waste  Control Activities 18.36 3.81 18.54 3.29 -.585 0.559 NS
Overall Awareness on GESP 74.76 10.21 76.24 8.29 -1.898 0.058 NS
Commitment to Environmental Practices 16.01 2.67 16.32 2.30 -1.466 0.143 NS
Recycling and Reuse Practices 57.97 8.26 60.04 7.49 -3.177 0.002**
Energy Efficiency and Conservation Practices 38.07 5.48 38.70 5.59 -1.385 0.167 NS
Lighting 30.68 4.06 31.60 3.50 -2.939 0.003**
Water Efficiency and Conservation 30.64 4.90 31.83 4.53 -3.049 0.002**
Landscape 30.76 4.27 31.76 4.13 -2.890 0.004**
Pest Management 22.01 4.31 22.65 4.65 -1.753 00.080 NS
Hazardous and Toxic Substances 33.77 5.28 35.33 5.15 -3.639 0.000**
Transportation 23.04 3.94 22.92 3.57 .391 0.696 NS
Purchasing 37.58 6.97 39.53 6.42 -3.533 0.001**
Overall Adoption of GESP 320.54 35.37 330.66 33.11 -3.591 0.001**
Overall Implementation of GESP 55.83 8.27 56.27 7.62 -.677 0.499 NS
Overall Perceived Benefits of GESP 48.95 8.06 49.77 7.49 -1.274 0.203 NS
Suggestions to improve the Adoption and Practice of 
GESP

51.21 8.18 52.38 7.28 -1.823 0.069 NS
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Note: ** indicates highly significant at 1% level of significance; * represents significant at 5% level of significance and NS 
indicates not significant at 5% level of significance.

Since p value is greater than 0.05, the null hypothesis, There is no significant difference between the perceptions of employees 
working in three star and Five star hotels with regard to awareness, adoption, implementation and perceived benefits of green 
environment and sustainable development practices of the hotels in the sample is accepted at 5% level of significance. Hence, it 
is concluded that, there is no significant difference between the perceptions of employees working in three star and five star hotels 
with regard to Recycling Practices; Cleaning Activities; Waste Control Activities; Overall Awareness on GESP, Commitment to 
Environmental Practices, Energy Efficiency and Conservation Practices, pest management and transportation as green environment 
and sustainable development practices of the hotels in the sample. This clearly indicates that the level of awareness, implementation 
capacity and the level of perceived benefits is uniform among all the employees with regard to green and sustainable practices. Hence, 
the kind of star hotel has no relevance in the level of implementation of green and sustainable practices in the sample. The behavioural 
issues of adoption and implementation from the top management needs to be focused and a positive approach can give a better level of 
implementation of green practices and help in environmental protection and natural resources conservation to the future generations.

SUMMARY AND CONCLUSION

Natural resources depletion and environmental destruction can create a lot of impact on sustainability through natural calamities. In 
order to prevent the same, conservation of natural resources and protection of the environment is needed for the hour. Green practices 
are tools in doing so. The hotel industry uses many natural resources and environments to delight the customers. The recovery of 
such natural losses to the environment and be reduced through green practices. The implementation of such practices requires a 
lot of support from stakeholders especially from employees. For that, a basic level of awareness and mind set to do is important. 
The current work identified the high level of awareness on various types of green practices of the hotel industry irrespective of 
training, related study and the type of hotel. In addition, the degree of implementation of many practices is observed among many 
sample units as a daily practice and inbuilt in the service delivery process itself. The hotel infrastructure is created in such a way that 
minimum usage of natural resources, consumption of natural and renewable energy and eco friendly processes. The need of the hour 
could be continuous support from the policy makers, management and customers in improving the green practices adoption and 
implementation level. Hope a general awareness could be the one method we can enlighten the public in co-operating to implement 
sustainable practices in the consumption of natural resources and to minimizing the depletion. Such initiatives through social media 
can have a greater impact on the wide number of customers and youth. Let’s hope for such initiative from media and digital sources 
and web portals for the benefit of the society at large.
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Since, most recent two decades economy of India, there is a proceed with inquire about on organization financing exercises, 
especially planned for seeing how organizations fund their speculations and what source they used to back. By and by, it is 
seen that money administrators utilize various mixes of obligation and value to meet the different monetary prerequisites of 
the organization at any rate cost and hazard and for the long haul advantage of the organization. Accordingly, this investigation 
is expected to make examine of capital structures example of different organizations for the time of 2007-2011 and dissect 
the impact of changes in capital structure on its speculation design over the timeframe .This examination likewise endeavor 
to make an intra organization investigation with the goal to decide the significance of obligation value blend for the viable 
venture arrangement. So also, To examine the financing choices , this paper incorporate the pattern examination of detail 
money related data of four most rumored pharmaceutical organizations, that are Cipla, Aurobindo Pharma Ltd, Dabur India 
Ltd, Cadila Health Care Ltd for the time of multi year i;e 2015-2019

Keywords: Monetary Decision, Cipla, Capital Structure

PRELUDE

Financing or monetary decisions are one of the most basic zones and the difficult activity for the money directors, since it 
has direct effect on the budgetary exhibition and capital structure of the organizations. The money administrator of each 
organization is continually hoping to boost the monetary government assistance of the proprietors as spoke to by the market 
estimation of the firm. For this reason, he needs to take number of choices like speculation, financing and profit choices. The 
financing choice is for the most part includes two decisions. The first is the profit decision – the conveyance of held income 
to be furrowed back and to be delivered out as profits. 

The second is a decision of capital structure – the extent of outside fund to be acquired and the extent to be brought up 
in the type of new value. In genuine sense, the choices about both the decision ought not affect on the estimation of the firm. 
Since these choices are identified with either the type of appropriation, kind of security, or make up of the proprietorship 
structure, yet not to the venture choice. For the most part, the organizations have the interior and outer wellsprings of 
reserve in its capital structure to back their speculations. Interior sources incorporate held income and devaluation; while the 
outer sources comprise of new borrowings or the issue of offers. Capital structure choices have extraordinary effect on the 
association’s budgetary presentation. Precisely how firms pick the measure of obligation and value in their capital structures 
stays a conundrum. 

Capital structure is the mix of obligation and value that fund the association’s key arrangement. The viable administration 
of capital structure guarantees the accessibility of expected reserve to back the future development and upgrade the money 
related execution. The obligation value relationship is relies on the idea of ventures included like organization’s line of 
business and its improvement. An organization is said to be exceptionally utilized, on the off chance that it incorporates the 
greatest obligation wellspring of account in its capital structure, which results, the organization discover its opportunity of 
activity confined by its loan bosses and may have its gainfulness influenced with the installment of high intrigue costs. There 
is a noteworthy distinction between the business and the individual organizations inside an industry as far as capital structure. 
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There are number of components impacting the capital structure choice of the organization, yet the judgment of the 
individual settling on the capital structure choice has a urgent influence. Two comparative organizations can have diverse 
capital structures according to the distinctive judgment of chiefs with the noteworthiness of different variables. Subsequently, 
the financing choices have no effect on firm worth, as it is the buildup of the more significant speculation choices. Likewise, 
this paper is an endeavor to deciding the effect of varieties in the capital structures of different pharmaceutical organizations 
on their venture design over the timeframe and featuring the significance of obligation capital and value money to deciding 
the estimation of speculations of the organizations.

REVIEW OF THE PAST STUDIES

K. Kumutha Devi and C. V. Uma Maheswari (2015) investigated that in India, drug store segment is one the most 
encouraging and developing industry.  This investigation endeavors essentially to gauge the money related execution of  
the Pharmaceutical Industry taking top organizations like Cipla ltd., Aurobindo Pharma ltd. for the examination, for the 
period 2009-2010 to 2013- 2014. So as to accomplish our objectives right now have estimated the  proportions of transient 
dissolvability proportion, long haul dissolvability proportion, benefit proportion. From the examination it is discovered that 
Cipla ltd. shows high gainfulness than Aurobindo Pharma ltd., more significant level of consistency is seen in Cipla ltd. 

Hiral Desai (2015) endeavored to realize the dissolvability position of chosen pharmaceutical organizations in India. The 
investigation covers top four pharmaceutical organizations to be specific Lupin, Dr. Reddy’s Lab, and Cadila Medicinal services 
and Cipla. The motivation behind this investigation is to break down the money related execution as far as dissolvability of the 
chose organizations. To accomplish these goals, information has been gathered for a long time from 2010-2011 to 2014-2015 
from optional sources and for getting results different kind of bookkeeping procedure like proportion and measurable devices 
like normal, Standard Deviation and Co-proficient of variety have been applied.

STATEMENT OF THE PROBLEM
All inclusive, the pharmaceutical business offers important commitment to solid monetary development in assorted manners, 
other than the primary point of creation of medications for clinical reason or medicinal services. Pharma Industry in India 
is rivaling worldwide organizations with high Growth rate, Talented Workforce, Government Initiatives, 100% FDI, Good 
Infrastructure what’s more, Technical Expertise. Along these lines, it is the obligation of the Players in the Industry to boost 
the abundance of the investors. The Indian pharmaceutical market is the third biggest as far as volume and thirteenth biggest 
as far as worth. Marked generics rule the pharmaceutical market, establishing almost 70 to 80 percent of the show case. India 
is the biggest supplier of conventional medications comprehensively with the Indian generics representing 20 percent of 
worldwide fares as far as volume. Generally, combination has gotten a significant quality of the Indian pharmaceutical market 
as the business is exceptionally divided.

OBJECTIVES OF THE RESEARCH

 ● To investigate the effect of progress in capital structure on the venture (investment) model of the organizations. 

 ●  To examine the intra organization’s capital structure techniques and to decide the relationship of progress in capital 
structure with the organization’s investment approach.

 ● To decide the capital structure model of the pharmaceutical organizations for the time of 2015- 2019. 

RESEARCH METHODOLOGY
Research is a procedure of efficiently getting exact responses to noteworthy and appropriate inquiries by the utilization of 
logical technique for social affair and deciphering data. This examination depends on the optional information i;e money 
related data from the organization’s yearly reports. The examination is center around deciding the capital structure example of 
the organizations and its effect on the speculation design over the timeframe. To accomplish the set goals of the investigation 
the monetary examination procedure is applied i;e Trend Analysis on the organization’s budget summaries for the time of 
2007-2011 to break down the adjustment in capital structure and its effect on speculation example of the organizations. The 
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example size of the examination is comprise of four most developing pharmaceutical organizations that are Dabur India Ltd, 
Cadila Health Care Ltd,Cipla, Aurobindo Pharma Ltd.

ANALYSIS AND INTERPRETATION OF DATA

Table No.1 Growth Analysis of Cipla Ltd

Year Owners Funds Trend Total Debts Trend Investment Trend
2015 6236.27 100 591.39 100 6691.4 100
2016 8836.12 142 698.98 118 7654.87 114
2017 10231.36 164 458.76 78 8666.54 130
2018 11589.56 186 899.56 152 7994.23 119
2019 12458.93 200 755.65 128 9654.45 144

According to the examination of the investigation the capital structure of the organization is comprising of Equity and 
Debt capital. The pattern investigation utilized under examination expresses that the organization is expanding the utilization 
of value financing at a reliable development rate over the timeframe, which is seen as over 200% till the finish of the period 
under investigation i.e .2019. Then again, the pattern in utilizing the obligation financing is fluctuating during the timeframe, 
which expresses that the organization is utilizing the liberal strategy with respect to the utilization of obligation financing and 
the pattern of utilizing obligation money is appearing to be exceptionally questionable, on the grounds that the information 
expresses that in 2008 the organization increment it obligation financing four time than the earlier year, while in 2009 it again 
ascend by in excess of seven time than in 2015, however in 2017 the organization quickly decline it obligation financing in 
any event level of the period under investigation and in 2018again there was an expansion pattern in the obligation capital as 
contrast with the earlier year yet not exactly the other starting years. 

Table No.2 Growth Analysis of Aurobindo Pharma ltd

Year Owners Funds Trend Total Debts Trend Investment Trend
2015 10256.56 100 22345.67 100 12987.65 100
2016 14321.87 140 19852.43 89 14568.91 112
2017 16543.9 161 25489.05 114 17564.23 135
2018 23567.98 230 20581.89 92 21453.19 165
2019 29087.4 284 27115.15 121 27832.1 214

The examination of organization’s capital structure expresses that the organization is utilizing the obligation or  just as 
value wellsprings of assets to back it capital. According to the pattern examination the organization is utilizing greatest value 
wellspring of account over the timeframe, in this way the development of increment in the value capital is over 284% in the 
most recent year of the investigation as contrast with the base year 2015. 

Then again the organization has exceptionally less trust over raising the assets from obligation sources, which brings 
about the fluctuating development pattern in the utilization of obligation wellspring of assets by the organization for the 
period under examination. Also, the investigation of the examination expresses that the development of utilizing obligation 
wellspring of fund is not as much as development of value account considerably time. According to the information broke 
down in the above table, there is huge development being used of value wellspring of fund since 2018, which become twofold 
in 2019. Yet, then again there was a little variety in the obligation financing design during the period from 2015-2019. 

Likewise to decide the impact of progress in capital structure design over the organization’s venture, the break down 
states that there is a reliable development in the speculation over the timeframe. According to the information in table no2 
the organization is utilizing the greatest value wellspring of fund to increment the venture level as analyze of the obligation 
wellspring of reserve. 
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Table No.3 Growth Analysis of Dabur India Ltd

Year Owners Funds Trend Total Debts Trend Investment Trend
2015 45897 100 2009 100 39563 100
2016 53897 117 1839 92 58912 149
2017 75234 164 14568 725 80991 205
2018 76783 167 11981 596 87882 222
2019 112345 245 27901 1389 99465 251

According to the information accessible in Table - 3, obviously the Dabur India Ltd. is utilizing the obligation and value 
wellspring of fund in its capital structure. The pattern examination of the organization’s money related execution expresses 
that there is a predictable development in the utilization of value financing. So along these lines the development of value 
financing of the organization in 2019 is 245% as contrast with the base year of the investigation i;e 2015. 

Thus, the investigation expresses that organization is appearing to be sharp towards expanding the stake of the value 
investors to accomplish the organization’s general development. Then again, the pattern in organization’s obligation financing 
is seeming to be exceptionally questionable or fluctuating. According to the above examination, in 2016 there is a reduction 
being used of obligation capital as contrast with the earlier year, however in 2017 there is huge development paying off 
debtors financing, which is in excess of seven time as contrast with the base year, again in 2018 there is little deviation 
and after that in 2019, organization raise obligation capital at level, which can be thought to be the most extreme degree of 
period under investigation i;e twelve time more as contrast with the base year. Additionally with examination, it appears that 
the organization’s capital structure arrangement isn’t so powerful, in light of the fact that the organization is utilizing most 
extreme fixed cost wellspring of assets, which at last influence the organization’s gainfulness and increment the money related 
weight on it. In this way, it very well may be said that the organization is utilizing the long haul wellspring of assets to fund 
its present resources likewise alongside the long haul venture to continue the organization’s productivity at any rate cost of 
capital. 

Table No.4 Growth Analysis of Cadila Healthcare

Year Owners Funds Trend Total Debts Trend Investment Trend
2015 9798 100 5558 100 11259 100
2016 11459 117 8989 162 14263 127
2017 13456 137 10021 180 17659 157
2018 17854 182 6756 122 18378 163
2019 23084 236 6089 110 23879 212

The Cadila Ltd. is utilizing the obligation and value wellspring of account in its capital structure. According to the 
investigation of the examination, there is a developing pattern in the organization’s value financing at predictable rate in the 
underlying years yet after 2017 there is a huge increment in the value capital of the organization till the finish of the period 
i;e in 2019. 

Along these lines the development rate in the value financing is over 236% as contrast with the base year i;e 2015. 
Then again, the pattern owing debtors financing is expanding in the underlying multi year till 2017 however after that it 
decline in later time of the investigation, which expresses the diminishing trust of the organization to raise the assets from 
obligation sources. Also, in the above figure, it away from after the half of the time of study, there is a backwards pattern 
in the obligation and value financing in the organization’s capital structure, which eventually expresses the reduction in 
organization’s budgetary weight because of the decline in the fixed cost bearing obligation sources. According to the target 
of the examination to gauge the effect of progress in organization’s capital structure on the organization’s venture design, the 
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investigation of the investigation expresses that the organization is expanding its speculation esteem each year at a predictable 
rate, while it appears that such an enormous varieties in the organization’s capital structure has a next to no effect in the 
organization’s venture design. 

FINDINGS AND SUGGESTIONS 

The general examination of the investigation expresses that the capital structure of the considerable number of organizations 
is comprising of value assets and obligation reserves. To the extent the value capital is concern, the Dabur India Ltd and Cipla 
both of the organizations are expanding their value capital consistently at a steady development rate, though the Aureobindo 
Ltd and Cadila Ltd. made the huge development in the value financing over the timeframe under examination. In both of these 
organizations, the development pace of value financing toward the finish of the period under examination is twofold than the 
development pace of obligation financing. At the end of the day, it can likewise be said that the expanding pattern in utilizing 
the value financing of both the organizations is more than the obligation financing during the entire time of the examination. 

So also, in the event of obligation financing example of the organizations, there is incredible change over the timeframe, 
yet the general pattern owing debtors financing of the considerable number of organizations is developing for the period 
under investigation aside from the Cadila Health Care Ltd, which decline the utilization of obligation financing in its capital 
structure in the later time of study. If there should arise an occurrence of Aurbindo Ltd. Organization, there is an expanding 
pattern in the obligation financing over the timeframe at the diminishing rate as contrast with the value financing. Then again, 
there is huge change in the developing patterns of obligation financing in the organizations of Dabur India Ltd and Cipla. Be 
that as it may, in the general investigation of Cipla Ltd organization, in the underlying year there is greatest developing pattern 
in the obligation financing yet after that there is an unexpected decline in the pattern in the later period, in the most recent 
year the pattern again rise, which was not as equivalent to the prior development. If there should be an occurrence of Dabur 
India Ltd, regardless of different changes in the obligation financing example of the organization, the obligation capital is as 
yet expanding at higher rate as contrast with the value capital over the timeframe under investigation.

CONCLUSIONS

There are number of components impacting the capital structure choice of the organization, yet the judgment of the individual 
settling on the capital structure choice has a urgent influence. Two comparable organizations can have diverse capital 
structures according to the distinctive judgment of leaders with the noteworthiness of different variables. Along these lines, 
the financing choices have no effect on firm worth, as it is the buildup of the more significant venture choices. In this way, 
firms, directors, and speculators, give additional time and assets to settling on the financing choices about profits and capital 
structure. Additionally, this investigation likewise infer that the capital structure choice of the pharmaceutical organizations 
has almost no impact on its venture design, which characterizes that the organization is utilizing long haul wellsprings 
of assets to fund its present resources and its operational exercises of its business with the item to achieve the long haul 
dissolvability and boosting gainfulness with least expense of capital.
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Supply chains are considered to be the veins of businesses among nations. Outbreak of Covid 19 tremendously affected the 
chain and made it a rusted one. The pandemic created new challenges to encounter for the supply chain managers and experts. 
The safety methods such lockdowns made the supply chain struck, Covid made a huge drastic change in demands. Supply 
chains after the pandemic should be more versatile and prepared to encounter forthcoming uncertain situations in future. 
Usage of block chain is deeply discussed. Supply chain collaboration, using block chain can make the supply chain prepared 
to encounter uncertainties in future seamlessly.

It has become an obvious fact that Technology plays a huge role in our future. Similarly, the solution for the revival 
of the Global supply chain from the pandemic is mostly going to be done through the use of technology and digitalizing 
all the supply chain activities. From warehousing to distribution and till retail, everything can be simplified by the use 
of technology. It is encouraged for all the companies and industries to see digitalizing and the use of technology as an 
investment and not a cost.

CHALLENGES FACED BY GLOBAL SUPPLY CHAIN IN POST PANDEMIC ERA:

Lockdown and government restrictions:
Covid-19 made a tremendous impact on global livelihood. Governments all around the globe were forced to announce 
lockdowns to control the spread of the virus. Many were faced catastrophe due to implementation of lockdowns and 
restrictions; supply chain is not an exemption to it. Sudden lockdowns and restrictions were a direct challenge to the supply 
chain, affecting its ability to satisfy the consumer demand within the least convenient opportunity.

Temporary closure of factories led the supply chain not to meet its demand. Restrictions and safety guidelines were 
limiting the workforce strength and capacity of the factories to produce which made the chain unable to satisfy the demand. 
Moreover it created a challenge for the supply chain experts to think the solution to rectify this hindrance in the future.

Closure of stores and shops made the people around the globe rethink the store design and to make a seamless store 
experience for consumers even during future uncertainable conditions.

Global coordination and political cooperation are needed:
Pandemic transcending national and administrative borders cannot be effectively dealt with bilaterally or between a limited 
number of countries. Our ever-more-interconnected world requires a comprehensive, systematic and coordinated approach at 
a global level.

The UN Global Compact is thus calling for a coalition of willing governments to champion the issue and raise awareness 
for the importance of protecting global ocean supply chains. The next step should be to establish an emergency Ocean Supply 
Chain Task Force, consisting of governments, UN specialized agencies and industry associations, including airlines.

Changes in demand:
Pandemic made a drastic change in demand for commodities. People started buying essential goods in higher quantities due 
to the fear of shortage. Moreover due to less working population in factory it turned unable to meet the drastic increase of 
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demand in terms of essential goods. Demand for luxury goods and fashion products fell to the ground, stocks were unsold and 
sellers were forced to reduce the price to boost sales.

Increase in usage of e- commerce:
In the past month experts are witnessing a change of pace of consumer behavior. There is a drastic increase in usage of 
ecommerce channels by the people, due to closure of physical store higher crawd in stores which are opened for essential 
purposes. Fear of visiting stores due to Covid made people switch to e-commerce mediums. Grocery sales through e-commerce 
touched the 300 percent increase in sale rate due to the transition of people

BLOCK-CHAIN AND SUPPLY CHAIN:

What is block chain?:
Block chain is an internet-based technology that is prized for its ability to publicly validate, record, and distribute transactions 
in immutable, encrypted ledgers. The technology was invented to support transactions in bit-coin, a digital crypto currency 
that operates independently from a central bank.

How block helps supply chain:
Block chain can enable more transparent and accurate end-to-end tracking in the supply chain: Organizations can digitize 
physical assets and create a decentralized immutable record of all transactions, making it possible to track assets from 
production to delivery or use by the end user. This increased supply chain transparency provides more visibility to both 
businesses and consumers. 

Block-chain can drive increased supply chain transparency to help reduce fraud for high value goods such as diamonds 
and pharmaceutical drugs. Block-chain could help companies understand how ingredients and finished goods are passed 
through each subcontractor and reduce profit losses from counterfeit and gray market trading, as well as increase confidence 
in end-market users by reducing or eliminating the impact of counterfeit products. 

Furthermore, businesses can maintain more control over outsourced contract manufacturing. Block-chain provides all 
parties within a respective supply chain with access to the same information, potentially reducing communication or transfer 
data errors. Less time can be spent validating data and more can be spent on delivering goods and services—improving 
quality, reducing cost, or both.

Finally, Block-chain can streamline administrative processes and reduce costs by enabling an effective audit of supply 
chain data. Processes involving manual checks for compliance or credit purposes that may currently take weeks can be 
accelerated through a distributed ledger of all relevant information.

SUPPLY CHAIN COLLABORATIONS:

Planning and procurement:
One of the key learning’s from the pandemic has been to hedge risks associated with being overly dependent on a limited set 
of suppliers or a single geography for procurement needs. Enterprises have realized that diversifying their upstream sourcing 
a larger group of vendors spread across multiple geographies is critical to ensure that inflow of raw materials and critical 
components can be effectively managed, even when a particular supplier or country is unable to fulfill their demand. Building 
this resilience in the supply chain comes with the added risk of dealing with new suppliers and ensuring that contractual 
obligations are clearly agreed upon and consistently met.

Having concrete evidence of suppliers adhering to contract terms, quality standards and safety guidelines is imperative, 
in addition to continuous monitoring of operational aspects and procurement done through them. With the supplier ecosystem 
connected on a common block-chain network, enterprises can track the on boarded suppliers and capture their corresponding 
metrics in a more transparent manner to confidently conduct business with them. For instance, aerospace designer and 
manufacturer Moog Inc. has leveraged smart contracts with a range of suppliers, generating multiple purchase orders that 
detail the parts and components to be delivered, the price, and the delivery dates for diversifying their sourcing. With supplier 



1167
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

data securely available to relevant departments with the enterprise in near real-time, reconciliation errors and disputes around 
procurement and admin overheads can be drastically brought down. The US General Services Administration is developing 
a solution to reduce the review process for awarding IT contracts through block-chain and bring it down to from several 
weeks to couple of days. Block-chain can additionally be integrated with advanced analytics to build a consolidated supplier 
scorecard that can help incentivize the right set of suppliers.

Manufacturing and production:
While core manufacturing is largely considered an intra-organization function, a broader view spanning across multiple 
plants, with real-time tracking of stock levels, equipment state, maintenance records and overall factory health can further 
optimize production processes. The post-pandemic world is expected to continue witnessing sudden spikes in supply and 
demand; and manufacturers need instantaneous insights into inventory levels and output across their plants to deal with these 
changes in a cost effective manner. Manual intervention can be reduced through smart contracts deployed on a block-chain 
by triggering replenishment orders automatically to appropriate suppliers, as the network will provide a unified yet controlled 
view of key inventory data received through integrated ERPs of various suppliers and OEM plants.

Automated invoice generation can also be achieved through smart contracts that are able to refer appropriate 
versions of digitized contractual terms as well as data pertaining to delivery fulfillment on the same block-chain network. 
Seamless invoice processing ensures that suppliers and manufacturers can trust the single version of network-generated 
invoices; payments can thus be processed faster. Reconciliation efforts to match invoices against purchase orders and 
actual deliveries are also eliminated, hence, saving costs for both parties. Block-chain savings in freight spend are 
pegged at least 5 percent through improved invoice accuracy, reduction of overpayments, and disintermediation of third 
party service providers.

Asset tracking and logistics:
Tracking shipments from first mile to last mile across each of the stakeholders along the various legs of the product journey 
has remained a crucial need for supply chains even before the pandemic disrupted the world. Only A single shipment may 
produce a pile of around 200 communication documents, and the expense of handling and managing this documentation is 
evaluated to make up one- fifth of the total cost of transportation.

With countries enforcing lockdowns and closing their borders, near real-time visibility into container positioning and 
regular updates on cargo movement has now become paramount for continuity of business operations. Improved predictability 
around delivery of containers is possible by integrating Block-chain with IoT sensors, to automate decisions around subsequent 
scheduling of fleets, determining alternate shipping routes and reducing errors in the freight process. Carriers, many of which 
are operating at partial capacity due to pandemic challenges, can expect massive cost savings through sharing digitized 
versions of trade documents and other certificates on block-chain networks.

The current time for sharing bill of lading can be brought down from 10 days to 20 seconds, and issuance of letter of 
credit can be brought down to 4 hours from seven to ten days. Single version of these digital trade documents are also made 
available to logistics partners, BCOs, shippers, brokers and custom authorities connected through Block-chain. These are 
bound to reduce gate- in and gate-out times at ports, as waiting on paper-based artifacts and an extended verification process 
can be eliminated. Eventually, we see faster delivery of shipments and translating to annual savings to the tune of $4 billion.

Compliances and sustainability:
All tiers of a supply chain expend significant efforts in complying with established local guidelines, as well as towards meeting 
quality standards expected from target markets of finished goods. This process has assumed a more stringent dimension owing 
to practices that enterprises are putting into place to ensure their products are acceptable in these times of a global pandemic. 
Governments and regulators across the world have also laid down norms for enterprises around social distancing, employee 
health and safety procedures to be followed during production. Block-chain, through its inherent capability of immutable 
transactions, can establish this trust around adherence to these practices and provide this as concrete evidence not just too 
downstream stakeholders of the supply chain, but also to end consumers.
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By integrating IoT sensors and biometrics with the underlying network, organizations can capture proof of source, people 
involved, processes and product certifications in an automated fashion; thus, bringing down costs associated with quality 
assurance and redundant paper-based audits. Block-chain makes it easy to administer certificates and licenses more efficiently 
in order to fight fraud and avoid situations faced by the Philippines in 2016, when the Department of Agriculture cancelled and 
recalled all import permits on meat products to tackle meat import fraud, having found that old permits were being recycled 
to smuggle imports.

Even in the post-pandemic era, digital certificates that accurately capture environmental, social and economic impacts, 
and link them to business transactions at various stages of the supply chain can continue to enhance business and consumer 
confidence around compliance to fair trade and sustainability practices.

Distribution and retail:
With the world economy reeling under the pandemic impact, distribution warehouses and retail stores are facing challenges 
in sensing demand, leading either to stock-outs or excess inventory. Block-chain networks can help improve visibility by 
providing an aggregated view of inventory levels across distribution centers and other channels Real-time updates of purchases 
can be captured by integrating the network nodes with POS and online systems of participating stakeholders to ensure that 
demand variations can be anticipated faster and more accurately, thus enabling distributors and retailers to plan for fulfilling 
consumer demand through alternative sources. In one such trial, a business to business logistics platform used block-chain in 
conjunction with machine learning algorithms to enable 220 small food retailers in Kenya, increasing their order size by 30 
percent and improving profits for each of the retailers by nearly 6 percent.

Delivering products ordered online is fraught with risk both for delivery teams as well as end consumers receiving their 
booked orders, as state and federal governments have tagged COVID-19 hotspots and imposed restrictions in containment 
zones. By bringing state agencies together with last-mile logistics companies on a common network, information related 
to safe zones, health conditions of individuals, pending deliveries across e-retailers can be assimilated. Smart contracts can 
leverage this consolidated information in an anonymized manner to trigger appropriate routes, identify priority deliveries and 
determine delivery protocols in real-time to ensure safety of delivery folks as well as receivers. Adherence to sanitization 
procedures can continue to be recorded through sensors and pushed to the other network participants, thus preventing spread 
without compromising on privacy of individuals.

PREPARATION FOR THE FUTURE AND TO BEING ALL THE OPERATIONAL ACTIVITIES OF SUPPLY CHAIN 
IN THE POST PANDEMIC SITUATION:

Reorganizing the workplace
With all the social distancing regulations, it is essential to completely do over the conditions at the workplace so as to ensure 
safety of all the employees and to allow all the activities to restart in full force and complete efficiency.

Warehouse & Yard management
It consists of everyday warehouse processes and the basic flow of activities like Receiving, Put away, Planning and Order 
fulfillment and other related processes.

How is the post covid-19 industrial workplace going to function? 
In mid-April it was reported that a dozen workers at a Ford plant in Plymouth Michigan were “experimenting with wearable 
social distancing devices that could be used more extensively once the carmaker reopens idled manufacturing plants.” 

The smart watches, a joint effort between Samsung Electronics and Radiant RFID, use Bluetooth technology “to detect 
proximity and clustering of workers.” If two people are standing too close to one another, the watch will vibrate and display 
a color-coded, “danger Will Robinson” warning that tells them to break it up. 

Ford also announced that it expects to use thermal-imaging scanning technology as workers enter a facility to look for 
fever and to provide workers with masks and plastic face shields. This is just one example of the efforts put by a leading car 
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manufacturing industry to overcome the downfall of the Global supply chain, being backed up by major Technology and 
electronics companies such as Samsung. 

There has to be a serious investment made into technology again to carry out Yard management. Transportation and 
warehouse management providing real time information on the location of the trucks and trailers in the yard and overall 
optimizing the yard activities is very much possible through advanced technology. Companies are in a major dilemma as to 
how and when to re-open shuttered factories and plants and get all their operations and facilities to go forward and get them 
moving. Industries have always looked for solutions to operate in an efficient and cost-effective way; now, it will also struggle 
with new issues related to preventing the spread of a virus - either COVID-19 or whatever is around the bend.

Prioritizing the arrival of urgent goods:
In order to mitigate the impact of disruptions from upstream suppliers providing components and raw materials and maintain 
production levels, it is key to have the ability to re-plan arrivals in near real-time.

Scheduling of loading and unloading activities at loading bays, appointment scheduling, arrival and route management 
of vehicles at logistics centers are part of prioritizing the arrival of urgent goods. Improving the overall management and 
reducing the transport and logistics costs is the main mission.

Meeting the customer where they are with dedicated E-Commerce solutions:
With the huge rise in demand for online grocery, most grocery retailers found themselves unprepared to meet the overwhelming 
amount of orders, showing limits in the speed of order picking and delivery capacity; while some smaller chains did not offer 
these types of service at all. 

One thing we can do is facilitate the In-store picking concept. It’s the process of preparing E-commerce orders directly in 
the store. It is best suited for retail and grocery chains with multiple points of sale who want to provide E commerce services to 
customers. This concept of E-commerce supports the entire process of distributing orders to operators, picking and scanning 
items, managing substitutes or loose goods and identifying orders for pickup and delivery. The benefits are that it’s easy to 
use, there are fewer picking errors, it’s cost effective, fast and mostly involves self-service and has low impact on existing 
operations.

Delivery, Pickups and Track & Trace: It is facilitating last mile delivery management and certification available on smart 
phones and rugged terminals. It manages trip compositions, route optimizations, loading, returns/pickup, real-time status 
updates to customers, driver notifications, different forms of payment and certified digital signatures for proof of delivery.

Technological Transformation of Global Supply chains
The COVID-19 pandemic has affected lives and businesses in a multitude of ways. Almost every major media outlet, at some 
point during the crisis, has published a story about why or how supply chains are going to change in a post pandemic world. 
Dave Evans (@makrdave), co-founder and CEO of Fictive, agrees supply chains are going to change. He even suggests 
how Supply chains will transform “As we move from reeling to reflecting on the disruptions we’ve seen to the world of 
manufacturing and supply chain courtesy of Novel Corona virus COVID-19”, he writes “there are numerous questions being 
asked in boardrooms on earnings calls in the media and in government.

The answer to all those questions is digital transformation. Should have a more agile supply chain? Yes, through digital 
transformation.

Can we make manufacturing more competitive in higher cost environments? Yes, through digital transformation.

How can supply chains pivot fast yet still be robust and resilient to the next disruption? Through digital transformation 
can I shift my supply chain to a new geography without huge cost or risk? Yes, through digital transformation.

The list goes. Threading its way through all of Evans Questions and answers there is an implied underlying theme. What 
business changes as the pandemic highlighted and how we can address those challenges Evans isn’t arguing companies should 
attempt digital transformation without making a strong business case for doing so.
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Digital transformation takes effort:
The digitalization of the supply chain enables companies to address the new requirements of the customers, the challenges 
on the supply side as well as the remaining expectations in efficiency and sustainability. Although the discussion to this 
point might make it sound like digital transformation is simply a matter of collecting some data, buying some new cognitive 
technologies and putting everything in place takes a lot of hard work.

A successful digital transformation strategy requires that companies first take a look within and analyze which current 
processes and systems may be contributing to data latencies, collaboration and communication barriers, talent gaps 
inefficiencies and bottlenecks around the world. Once you’re internally aligned with a true understanding of what’s going on 
in your business today, orchestrating an effective transformation for tomorrow’s success becomes a business Wide approach 
Digital transformation does not happen with the flip of a switch. It requires ongoing strategic efforts to create a balance among 
new technologies, strategic solutions and traditional systems.

Supply chain is a constantly moving target. What works today may not have worked yesterday and may not work tomorrow, 
either. We’re always at the mercy of unforeseen events and disruptions like government regulations, tariffs, geopolitical 
upheaval, financial crises, pandemics and natural disasters that have the power to change the face of the global supply chain 
overnight. This means that digital transformation for supply chains is no longer an option — it’s a necessity. In order to stay 
competitive, reduce risk, meet and exceed rising customer demands, and keep up with the rapid pace of change, business 
leaders must begin to look at digitization as an investment, not a cost.
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UNIVERSAL METAMORPHOSIS IN 2020 OUR COUNTRY 
CHANGES AND CHALLENGES PAST! PRESENT! FUTURE! 

OF COVID 19

R. Jayasree 
Assistant Professor Bhaktavatsalam Memorial College for Women Koratur Chennai

I stress my point towards two magical changes occurred in 2020!  As per my perception I hold on Human being transmute and 
Economy transformation.  Firstly, I proceed with Human being during Covid - 19 period.  Every one realized the Importance 
of Saving.   Secondly, few Business Traders made use of Business Opportunities.  Thirdly, people became aware of Healthy 
life.  By the way while seen in Economy Changes, I focus on other state people’s migrant Business opportunities, by them, 
Mega cities position, and multiple language’s state collision after Covid - 19.  Lot of Technical mutate occurred during 
Covid-19 period.  Even in industrial sectors they had great transmute.  Wholly in global level each and every sectors rolled 
with different kinds of Metamorphosis.  Education sector played challenging role.  Ultimate changes in teaching pattern! 
Whole World Widely stricked on towards online.
 Finally, I put on my points towards Four Pillar’s of India.  Economy, Education, Technology and Agriculture.  To be 
a wider Economy these sectors should highly focused.

Keywords - Human being, Saving Importance, Business Opportunity, Mega and Multicities, Education, People Migrant, 
Technical Mutate, Agriculture.

INTRODUCTION 

Mega Entry of Corona Virus on 2019 had drastic changes in both Human being and Economy.  Human being after Covid-19 

realized the Importance of Saving, how to grap and make use of Business Opportunities and also to lead a healthiest life.

On the other hand, while look on economy, the changes on other state Laborer and Owner’s Business process before 

and after Covid - 19.  Our Country was purely blessed with all resources along with mega cities, multiple language speaking 

people in our Country.  I can list Mega cities is Delhi, Chennai, Calcutta and Mumbai.  Apart from this, If Four Pillar’s of 

India was uplifted, Our Nation will reach developed stage.  The Four Pillar’s of India I meant here is Agricultural, Economy, 

Technology andEducation.

In Economy level all manufacturing unit must be standard in India and everything should manufactured within Our 

Country.  While in Education the separate Business classes must be conducted.  Practical knowledge about the business must 

be seeded to the students.   In Technical Aspects Space Research must be proceeded in India.  Everything must be practically 

Learnt.  Technical Education should get Improved.  Agricultural sector must highly motivated.  These all can make Better 

India! Wider India! Developed India! Even after Corona Virus 2019!.

ABSTRACT
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HUMAN BEING 
During Corona Virus 2019, Human being had a great challenging environment.  People adopted the environment and 
played according to the situation.  Transformation occurred at that period.  As a Individual most of the Human’s realized the 
Importance of Saving.  Drastic changes took place in Business.  This too grabbed and created modernization, restructure of 
Business Trends.  People are awarded about the healthiest life.

SAVING’S IMPORTANCE
At the time of Covid-19 whole lockdown was followed, at that duration, all sectors were faced great decline.  Employed 
person’s too suffered.   Few software alone had an opportunity to work from home.  In few sectors half of the salary were 
issued.  It made total collapse of Economy and Human being.  Here he/she realized the Saving Importance, the people who are 
saved got escaped from the demand of Fund.  Those people forget the Saving, totally affected.  Difficulty faced even in routine 
life mandatory things.  This was the great lesson for those people not interested in savings.  Hence in Forth coming Days, 
people will start their own saving process for future use.  This is one of the changes of Human being during Covid-19 period.

GRAB OF BUSINESS OPPORTUNITY
 Those people with safety started investing in new business before and after Covid - 19 and also started their own 
business’s.  Take for an Example Textile Industrial Traders converted their production as Mask.  Rubber Industrial Traders 
converted their production as Gloves.  Chemical Industrial Traders came forward to produce Sanitizers, Hand Wash and few 
Medical requirement items.  This shows the Grabbing of Business Opportunities.  The situational Demand Transmuted the 
product those Business Traders adopted this and stood in Market.  Other few and Small Business Traders winded up their own 
Business’s.  Covid - 19 was a Great Recession in Economy!  It may change in Future! as Better, Wider and Developed.

HEALTHIEST LIFE
 Improvement in all sectors!  Managing all the events!  In 2020, the situation moved with “CORONA VIRUS” 
“COVID-19”.
 Improvement reflects washout of old things, while small things gone out, Lot of issues evoked in different ways, 
In ancient time at early morning outside the home in the entrance will be cleaned and washed with the use of Cow Dung.  
Because it has more Antibiotic, so it prevents from bad Bacteria, Fungus it helped human being to stay healthy.  Whenever a 
person goes out from home, while return back, they need to wash their hands, legs it also prevented their life.  Only natural 
foods are had by those people’s, no preservative’s, not an artificial foods or any other chemical oriented eatables they spend 
there time by playing outside in open air spaced area, so they were Fit and Healthy, If slight Fever or any other tiny health 
issues occurred, they take natural medicine and make them perfect.  Only home made foods are consumed by those people’s.  
They have a practice of walking for work.  They woke up at early morning, hence fresh air can be inhaled, this gave more 
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energy for them.  The day passed, now the human being realizing the truth, by knowing the important of Ancient things.
 Our Country was blessed with all resources.  Now few people’s coming forward to practice Ancient period methods, 
each and every one should pledge to adopt previously used patterns in all.  This pave the way for wash out of unwanted things.  
During lockdown in Covid-19 period everyone are locked like cage Bird!  This happened because of washed out of old things.  
Hope in upcoming days, everyone will have a change positively.  This Covid - 19 period proven the Importance of Healthiest 
life.

ECONOMY 

Laborer Migrant / Mega Cities / Multi - language.
At current!  everyfield was in Recession!  In each and every sectors everything seems to be sad and groom.  Our Economy 
had great impact changes and challenges by people in other state those who believed their own business and job.  Not only our 
economy was affected even other state migrant people’s too affected.  Importantly Mega cities like Mumbai, Delhi, Calcutta and 
Chennai was totally affected lot.  Because these cities lost the performance of other state laborer as well as capitalist still plenty 
of shop’s not opened.   The laborer / capitalist those who believed in other Countries State’s, District’s and Village’s were totally 
lost there livelihood.  Hence funding got reduced.  Tiny Hotels, Tea Shops, Juice Hub and Few Restaurant have been winded up.  
This create Better and Wider range of economy in Future.  Still lot of Business was dropped out.  World level had great 
challenges and Changes.

FOUR PILLARS OF INDIA

AGRICULTURAL SECTOR

Most Important sector in our country.  If in agriculturalsector the usage of machines, Equipments, are avoided 
automatically farmers can get great opportunities.  Agri land must be preserved should not destroyed.  For Farming 
people motivation fund must be provided by government.  
How the Army people’s are treated in Our Country as like that the Farmer’s must also treated.  Equal salute must be given for 
both Military and Farmer.
Government can provide some monthly pay to Farmers can honour with award, and lot of  motivation should be given to 
Farmers! without Farmers we are nothing!  Treat Farmers in higher Grade!  they are the reason for today’s Food we intake!.  If 
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this sector motivated, treated and well supported, by government means No doubt that our economy will be in Good position.  
Our country also will be in developed Nation’s List.

ECONOMY 
Our Country was showeredwith all resources, if our country resources are properly used, our economy can have much 
Improvement.  Let me start from manufacturing process.  It the Manufacturing process properly done in India means, It might 
be in the list of Developed Country.  Take for an Example, Let me discuss about “Copper” here, Our Country was rich in 
Copper, It’s a gift of Nature.  If this Copper is well used for manufacturing purpose to produce a finished goods, our country 
can have a chance of improvement.  We must be the Manufacturer, but the situation is not like that, we people selling our own 
resources to other countries, here copper too sold to other host countries, those countries using it for manufacturing purposes.  
Latterly it was  sold as raw material to our country.  These raw material’s finally converted into finished goods like, Chip 
Cards, Memory Cards, Wires, Copper Vessels and much more.  Only few examples, I have stated here, 75% of products are 
made with the help of Copper.

TECHNOLOGY
Technical advancement give hands for development if space Research process is done in our country means the economy 
status get increase.  During Covid-19 Technical field had great turning point.  Software Companies, Education Sectors, Online 
Traders used this opportunity and travelled with Technology.  Government provided Door Delivery of Ration Shop Products 
(Fair Price Shop) Mobile Ration Shop also done during Covid-19 period.

EDUCATION
In education sector if practical knowledge is given as like Business classes, Entrepreneurial Development Programs in lively 
means, education can reach a toppest position.  Once Education sector improved automatically, Economy wealth increase, 
this pave way for Developed nation.

UNIVERSAL METAMORPHOSIS IN 2020
After arrival of Covid-19 in World level, overall economy got affected Import and Export process wholly stopped few items 
like Medical requirement’s, Gloves, Mask, Medical needed equipments, Major Farm/ Agricultural Products, Pharmaceutical’s 
have been Exported / Imported during Covid-19 period Business opportunities have been reduced.  Laborer in host countries 
lost their livelihood.  Overall Crore’s of people were expired because of Corona Virus.  This shows lack of Manpower.  This 
meant even in whole Universe the Economy was badly affected, still (2020) it is in Recession stage.  Future it will be Better! 
Wider and Developed.

CONCLUSION
Total Global had great impact during Covid-19 period.  Whole universe Fought with Challenges and Changes occurred 
Economically and physically before and after Covid - 19 period.  Past and present status of our economy during Covid - 19 is 
in Recession.  But in Future it will be in Better! Wider and Developed position.
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INTERNATIONAL MARKETING

Ahmad A . I . Shajrawi
Research Scholar, Aligarh Muslim University , Aligarh 

ahmadsej2016@gmail.com

This paper aimed to explain and define the term of International Marketing and How the firms can have an access to new 
markets in the world. Also, it focuses on how the marketers create a new strategy to gain new customers at both the local 
and global levels, and to promote their new products and services. International Marketing is characterized as  less costing 
and using technology( i.e. the social media apps and the internet websites)in promoting the products and services. Several 
international companies including Amazon company have been ubiquitous all over the world through its website. In 2017, 
its profit went all the way up to $3.03 billion, which means it has penetrated the global markets and achieved its objectives.

INTRODUCTION

International Marketing is an important term for the states economies of the world. Technology has rapidly made progress 
and wide spread playing a major role in getting access to new world markets. A large number of multinational companies in 
the world have developed their strategies to promote their products and services. For example, Pepsi, Coca cola and Hyundai 
have got a Global reputation, which in turn has shifted their scope from domestic companies to international ones.

Definition of the International Marketing
 The concept of International Marketing is defined as a business or economic activity aiming  to sell products and services 
from one country to another. The International Marketing is also called  global marketing. It is the actual implementation  
and realization of marketing principles in an attempt to achieve needs and desires of different customers across the borders . 
In other words, the International Marketing is the crucial performance of the actions of marketing in more than one country.

  Features of International Marketing 
The world markets should pursue the entire process of designing, planning, and implementation marketing strategies to 
achieve the marketing objectives of other countries.

International Marketing has a variety of features which distinguish it from domestic and other types of marketing; 
and they are as follows:

It contains  at least two sets of uncontrollable variables.
   At the international level, the whole firms face uncontrollable variables from different  nations. While establishing business 
globally, it is most likely that a given firm will deal with these variables.

It requires broader efficiency
The international market requires more mastery, exceptional management skills and wider  competence to best deal with 
different circumstances and positions such as  modifications in the strategies of the government, the mindset of people and 
many others.      

High Competition 
Competition encompasses some sort of risk at the international marketing level since  the web-based associations are forced 
to compete nationally and globally as well.  The feature of competition is based on the fact that there is a grapple between 
the developed countries and the developing ones; each has its own economic strategies and unequal disparate competences.

ABSTRACT
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It contains hazard and challenges
The international marketing is subject to various and tangible sort of risk and challenges. These challenges include political 
restrictions, local and social contrasts, changing design patterns, unexpected war circumstances, amendment in government 
rules and regulations and communication barriers.

The Importance of Advanced Technology
The international market is governed by a number of developed industrial nations like the USA, Japan and Germany. They 
tremendously utilize a highly advanced technology in production, marketing, advertising and building up a brand name. Such 
nations provide a high quality of products with reasonable costs. Currently, Japanese items have  a ubiquitous presence in the 
business sectors all around the globe. The Japanese model has been undeniably of great success due to computerization and 
effective use of advanced computer technology.

Differences between Domestic and International Markets
In the domestic market, currency, language and culture are mostly approximate. There is a little effect of the government 
interference. the barriers between individuals are almost absent. Moreover, the marketing environment is not complex. In 
the global market, however, culture, language and currency are different.  Governments try to protect domestic markets and 
industries. the distance barrier and business or marketing environment are largely complex, dynamic and multi-dimensional; 
differences in legal systems.

The merits of International Marketing

Costless
This arises through technology which helps to promote and advertise new products and services

Developed Products and Program efficiency
It is regarded the most valuable merit of the international marketing strategy. Great ideas are comparatively rare in the 
business field.

Increased  Customer Predilection
The international Marketing Strategy helps to build up a recognition that can increased the customer predilection via 
reinforcement.

Raised Competitive Advantage
Via integrating resources into a program , the international marketing strategy fosters the competitive driving force of the 
program as there is a number of competitors wide spreading all over the world and have a strong desire to develop their 
program to become a high quality one. Using concentrated international marketing strategy allows the smaller companies to 
compete with larger competitors in a more efficient way.

International Marketing Environment 
The Economic Environment: Each state has its own economic factors which in turn have a great impacts on the business 
decisions and activities. There are different prices for products and services, disparate purchasing habits, discrepancy in 
monetary and fiscal policies, the level of GDP, interest rates, balance of payment business customs and practices, etc. For 
example, investment is customarily more active in the states with mild tax system than those with severe taxation. The global  
economic system effects business decisions and global marketing. States which embrace independent market system tend to 
be more globally and facilitate to have an access to the markets than those that embrace centrally planned system. Penetration 
into centrally planned economies requires an official government permission, scrutiny and a some sort of monitoring and in 
some cases government interference which may account for some restrictions of the international marketer.
Socio-Cultural Environment: This environment encompasses such factors as culture, social make up, language, aesthetics 
aspiration and value, religion, etc that cultivate the socio-cultural identity of specific group of customers. Culture includes  
concrete and abstract elements. the concrete Cultural elements  are the culture sides  that can be seen, touched, tasted smelt 
and heard, e.g. products.However, the abstract  parts for a given culture are those cannot be seen, tasted, touched, smelt, but 
they can be heard like music; therefore, those elements for culture are abstract in nature. Social institutions like universities, 
worship places, the press, government and its agencies, rivals (age group, clubs) and organizations also impact the costumer` 
behavioral style. For example, the education level (i.e. literacy level) effects the option` advertising messages, style of 
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advertising, marketing strategies to be embraced and marketing firms existing at a state.
Politico-Legal Environment : The  importance of the international marketing environment part lies in the politico-legal 
factors. The state’s political structure and practices as well as its own legal frame of reference largely effect the global 
marketer’s decision. The differences in  laws or legal systems lead to variation in business activities. laws regulating business 
are in charge of enacting the statutes and instructions to practically apply to business registration, ownership, structure and 
composition, size and business kind (sole proprietorship, partnership, joint stock, and cooperative businesses). At the level of 
each state, the laws regulate the business practices. A global marketer has to know the laws regulating business activities at 
the state level before penetrating the global markets.
Technological Environment:  The widespread of technology effects the production level, innovation and products assortment  
and services which the marketer has able to make marketing strategies in his country. In the present time, companies have been 
challenged by using modern or amended techniques in production. The modern techniques motivate the cluster production, 
innovation, and therefore, major returns to investment will be. For example, the use of computers has replaced thumb manual 
techniques such as paperwork. Therefore, the use of computer is characterized as rapid, trustworthy, delicate and granting 
update information regarding stocks. There is technology  in the communication domain where various equipment and tools 
have been improved to facilitate and link communication. Currently, the internet connection, fax, mobile phones, etc. are 
tremendously made use of. This ensures active communication. It is necessary that the global marketer should pay a close 
attention to determine the challenges and chances concerning the technological improvement, and better use such tools .

Marketing Mix  
 Marketing mix is an integral part of the process of making marketing decisions. They form all marketing activities and 
performance. The marketing mix encompasses product, price, place and promotion. In the previous section, a discussion of 
these 4Ps have been presented,  and the process of decision making will be only highlighted in the following section.
Product:  it contains the following domains: quality, packaging, features, labeling, sizes, brand name, service, product policy, 
designing and using.
Price: it includes the following domains: price list, discount, payment time, credit conditions and allowances, price policy, 
strategies and methods.  Factors impacting price in global marketing are government laws, competition, the buyer’s level of 
disposable income, demand elasticity of the product, nature of the market, production cost, pricing purpose.
Place (it is called distribution): it includes the following fields: distribution channel, place and covering, inventory, 
transportation, shops, etc.
Promotion: it encompasses sales promotion, public relations and publicity, personal selling, advertising.

International Marketing Channels
The concept of  channel is lane that permits the incidence of certain processes. Marketing channels support the exchange 
process to pick place. The  marketing channel is a set of reciprocal relationships with originate customer value , consuming 
and disposing of goods and services. International marketing includes coordinating the companyؘs marketing activities in more 
than one country. The international marketing strategy is efficiently substantiated by choosing the appropriate international 
marketing channel. The channel is the median through which the companyؘs international marketing strategy is transferred  
among the customers all around the world. 
Marketing channels are a set of interrelated companies involved in the process of making goods and services available for 
using or consumption.
A major focus of the channels of distribution is upon delivery. It is only during distribution that public and private products and 
services can be made available for using or consumption. The emergence and management of a wide diversity of distribution 
oriented institutions and organizations typically, called intermediaries as they stand between productions on one hand and 
consumption on the other can be interpreted in the following expressions :

 ● Intermediaries can develop the efficiency of the process.

 ● They can be of benefit in the proper management of routes of transactions .

 ● They can help in the searching process.

 ● They can be of a great value in the rating or classification process.
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Internationally operating firms have a partnership with distributors in order to access to their own experience and knowledge. 
Channel invention relies on several factors such as economic level improvement for the state that the company is operating, 
domestic demographic/ geographic variables, social norms, government activities and competitive. A properly designed 
distribution channel can assist a firm to gain a sustainable competitive advantage. Channels form changes in cooperation with 
the customer. 
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ABSTRACT

Soft drinks have been consumed by people all over the globe. The main reason for soft drinks to have a larger set of 
audience is the success of their advertisements. Talking about advertisements, television is one of an effective medium to 
advertise. Television is a medium which give a mass reach with minimal amount of investment. The paper aims to study the 
influence of soft drinks in television advertisements on youngsters. The study also has an objective to find out how television 
advertisements influence audience to buy soft drinks. Coco cola advertisements telecasted in television by 2015 was taken 
for the study. Content analysis and focus group study was the research design used. Appeal, characters, costume, music, 
visuals, background and message – these were the parameters used in content analysis to find out how influential television 
advertisements were. For focus group study, respondents age group of 18 – 24 was taken.  Purposive sampling method was 
used to choose the respondents for focus group in order to get an effective data. 

Key Words: Consumer behavior, celebrity endorsement, Marketing Intelligence

INTRODUCTION

Soft drinks nowadays it became like regular drink among youngsters. In many places we can see youngsters consuming 
soft drinks with their lunch. Also some of them will have a frequent habit of consuming soft drinks. The mass reach of soft 
drinks wouldn’t be possible without advertisements. And talking about advertisements, the cheapest and most efficient way of 
advertising was usage of television. With minimal amount of cost involved, advertisements telecasted in television can reach a 
mass number of audience beyond locality restrictions. If we look closer, we can see that most of the famous soft drink brands 
telecasted in television advertisements will repeat often when a sports event happens compared to normal days. We would 
have also noticed some of the famous brands of soft drinks will be the title sponsor of such sports events. For example, coco 
cola was the title sponsor of International Premiere Tennis League in 2015 and Pepsi was the title sponsor of Indian Premiere 
League in 2015. Television as a medium itself as a lot of benefits compared to the traditional mediums newspapers and radio. 
As newspapers are limited to pages and radio was limited to only audio, television here gives us both audio and visuals. 

RESEARCH OBJECTIVE

To find out how television advertisements influence audience to buy soft drinks.

REVIEW OF LITERATURE

The images, words and graphics plays a vital role in persuading the consumer’s intention of buying a product when it comes 
to television advertisement. Also effective usage of these three elements will increase the probability of buying a brand 
compared to other brands in the market. Usage of television advertisements has three key benefits. Firstly, the audio along 
with the visuals used in the advertisement will create a strong impact on consumers. Secondly, television advertisements has a 
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great influence on consumer’s perception. Finally, it can reach a larger set of audience with low cost involved. ( Hemamalini 
& Shree kala, 2014)  

An organization’s success or failure is highly dependent on the quality of their advertisements. A huge amount of money 
has been spent on advertisements each year and it’s necessary to make sure that telecasted advertisements were effective 
enough. Relevant news, entertainment, brand reinforcement, empathy, familiarity and consumer’s satisfaction – these are the 
things to be focused very cautiously when it comes to advertising. ( Momeni, Safarzadeh & Askary, 2012 )

History of advertisements has a very deep origin. The ancient form of advertising discovered was the usage of papyrus. 
Papyrus is one of the ancient material used for writing, in which ancient Egyptians utilized it for wall posters and sign boards. 
Next to papyrus, we have our ancient wall paintings and sculptures in India, Greece and Rome; now these have been upgraded 
in a digital way all over the world. Any form of advertising whether it’s ancient or digital, effectiveness plays a very vital role. 
Brand image, information, entertainment, celebrity endorsement - these are some of the factors that contributes to effective 
advertising. ( Mohammad Fasi, 2016 )

3.1 RESEARCH METHODOLOGY

The design used here was qualitative. Content analysis was used to study the advertisements. Coco cola advertisements 
published in 2015 was taken for the study. Appeal, characters, costumes, music, visuals, message and background – these are 
the parameters used in content analysis. Also focus group study was used to analyze the influence of television advertisements 
on audience. Purposive sampling method was used in focus group study in order to get an effective information. Respondents, 
age group of 18 – 24 was selected for focus group study. 

CONTENT ANALYSIS

The advertisement of coco cola in December 2015 at the time of International Premier Tennis League(IPTL). And coco cola 
was the title sponsor of IPTL. The duration of this advertisement was 11 seconds. A tennis ball and a coco cola bottle bounces 
initially, tagline of coco cola and the logo of IPTL and the advertisement ends with the schedule of IPTL.

APPEAL

This advertisement tends to give the audience a feel of enthusiasm as IPTL was going on and almost all the tennis fans will be 
excited to see their favorite players on field. In order to add more excitement at the time of match, and to keep their audience 
more energetic, coco cola with this advertisement, tries to add some enthusiasm to their target audience with their product. 

CHARACTERS

Since this advertisement was just 11 seconds and the visuals used was almost done with computer graphics, no characters have 
been used in this particular advertisement.

COSTUME

There is no characters used in this advertisement. So there is no need to study costume in this particular advertisement.

MUSIC 

Similar to the tone of this advertisement, music used also tends to give audience a feel of enthusiasm. Beats used in the music, 
resembles the sound we get when a tennis bat hits a tennis ball. Also the beats used tries to portray the feel of actual tennis 
match to their target audience. Cheers of crowd also been added to the music which gives a sort of energetic feeling. Overall, 
the music used was satisfactory enough to persuade the target audience.

VISUALS

This advertisement was effective enough to convey the message in 11 seconds to the target audience. Two frames has been 
used. First frame portrays a tennis court net and the second frame portrays the title sponsor, logo of IPTL and schedule. With 
the first frame, using computer graphics, the advertisement bounces a tennis ball and a empty coco cola bottle to convey 



1181
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

the feel of a tennis tournament. And in the second frame, the advertisement reveals the title sponsor, the tournament and 
the schedule. And the tagline #happinessopen. The primary colors of coco cola – red and white has been used throughout 
the advertisement. The color theme along with the elements used, visuals used in the advertisement was effective enough to 
persuade the target audience. 

BACKGROUND

There is no specific location used in the advertisement. Still it was effective with the color theme of coco cola used. In 
the first frame, a red color tennis net with white background was used and in the second frame red background with white 
text has been used. With minimum elements used in the background, this advertisement was effective enough to influence 
target audience. 

MESSAGE

This advertisement conveys that IPTL along with coco cola will satisfy the enthusiasm need of the target audience. Audience 
can keep themselves energetic with coco cola while enjoying the tournament. Audience can open happiness with coco cola. 
The message conveyed in this advertisement was influential. 

This advertisement was also a part of IPTL in December 2015. The duration of this advertisement was 10 seconds. Tennis 
balls are represented as bubbles of coco cola. Tagline of coco cola and IPTL logo was displayed and the advertisement ends 
with schedule of IPTL. 

Majority of the respondents agreed that they consume soft drinks. 25% of the respondents strongly agreed that they 
consume soft drinks and 25% of the respondents remained neutral.

Majority of the respondents strongly agreed that Brand name is important for purchasing a soft drink. 35% of the 
respondents agreed that brand name is important for purchasing a soft drink. 5% of the respondents remained neutral and 5% 
of the respondents disagreed that brand name is important for purchasing a soft drink.
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40% of the respondents strongly agreed that package design is important for selecting a soft drink. 40% of the respondents 
agreed that package design is important for selecting a soft drink. 15% of the respondents disagreed that package design is 
important for selecting a soft drink. 5% of the respondents remained neutral. 

Majority of the respondents prefer coco cola. 25% of the respondents prefer mountain dew. 15% of the respondents prefer 
7 up. And 5% of the respondents prefer pepsi.

Majority of the respondents agreed that they enjoy the taste of their preferred soft drink. 35% of the respondents strongly 
agreed that they enjoy the taste of their preferred soft drink. 5% of the respondents remained neutral.
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Majority of the respondents agreed that the slogans of the advertisements were creative and attractive. 25% of the 
respondents remained neutral. 15% of the respondents disagreed that slogans of the advertisements were creative and 
attractive. 10% of the respondents strongly agreed that the slogans of the advertisements were creative and attractive.

Majority of the respondents agreed that music of the advertisements were impressive. 25% of the respondents disagreed 
that music of the advertisements were impressive. 15% of the respondents remained neutral. 10% of the respondents strongly 
agreed that music of the advertisements were impressive. 

Majority of the respondents agreed that visuals used in the advertisements were impressive. 15% of the respondents 
strongly agreed that visuals used in the advertisements were impressive. 15% of the respondents remained neutral. 5% of the 
respondents disagreed that visuals used in the advertisements were impressive.
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Majority of the respondents agreed that they’re satisfied with the characters used in the advertisements. 20% of the 
respondents remained neutral. 20% of the respondents were not satisfied with the characters used in the advertisements. 15% 
of the respondents strongly agreed that they’re satisfied with the characters used in the advertisements.

30% of the respondents agreed that they’ll switch to another soft drink after seeing a creative advertisement in television. 
30% of the respondents remained neutral. 20% of the respondents strongly disagreed that they’ll switch to another soft drink 
after seeing a creative advertisement in television. 15% of the respondents disagreed that they’ll switch to another soft drink 
after seeing a creative advertisement in television. 5% of the respondents strongly agreed that they’ll switch to another soft 
drink after seeing a creative advertisement in television.



1185
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

Majority of the respondents agreed that every time they see their preferred soft drink advertisement in television, they’re 
getting a feel of satisfaction. 25% of the respondents remained neutral. 15% of the respondents strongly agreed that every time 
they see their preferred soft drink advertisement in television, they’re getting a feel of satisfaction. 15% of the respondents 
disagreed that every time they see their preferred soft drink advertisement in television, they’re getting a feel of satisfaction.

Majority of the respondents agreed that they’re aware of the tag line of their preferred soft drink. 20% of the respondents 
disagreed that they’re aware of the tag line of their preferred soft drink. 15% of the respondents remained neutral. 10% of the 
respondents strongly agreed that they’re aware of their preferred soft drink.

Majority of the respondents strongly agreed that their favorite celebrity has acted in their preferred soft drink. 30% of the 
respondents agreed that their favorite celebrity has acted in their preferred soft drink. 20% of the respondents disagreed that 
their favorite celebrity has acted in their preferred soft drink. 15% of the respondents remained neutral.
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Majority of the respondents remained neutral that their preferred soft drink comes with festival offers/coupons/prizes. 30% 
of the respondents agreed that their preferred soft drink comes with festival offers/coupons/prizes. 25% of the respondents 
disagreed that their preferred soft drink comes with festival offers/coupons/prizes. 5% of the respondents strongly agreed that 
their preferred soft drink comes with festival offers/coupons/prizes.

Majority of the respondents agreed that they often see their preferred soft drink advertisement in television. 25% of 
the respondents remained neutral. 20% of the respondents strongly agreed that they often see their preferred soft drink 
advertisement in television. 5% of the respondents disagreed that they often see their preferred soft drink advertisement in 
television.

Majority of the respondents agreed that they consume their preferred soft drink as their favorite celebrity advertises 
it in television. 20% of the respondents strongly disagreed that they consume their preferred soft drink as their favorite 
celebrity advertises it in television. 15% of the respondents remained neutral. 15% of the respondents strongly agreed that 
they consume their preferred soft drink as their favorite celebrity advertises it in television. 5% of the respondents disagreed 
that they consume their preferred soft drink as my favorite celebrity advertises it in television.

FINDINGS 

The primary data was collected through focus group study. Since youngsters are focused, age group of 18-24 was selected 
for the study. Purposive sampling was used to select the respondents. 2 focus group study was conducted with 9 and 11 
respondents each. Also content analysis was done to find out how television advertisements influence audience to buy soft 
drinks.
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 ●  The study reveals that majority of the respondents consume soft drinks. This shows the interest on soft drinks among 
youngsters. 

 ●  The study reveals that majority of the respondents purchase a soft drink based on the brand name. This shows the how 
important a brand name when it comes to television advertising.

 ●  The study reveals that majority of the respondents feel that package design is important for selecting a soft drink. Sine 
Package design was also a part of advertising, it plays a vital role in influencing the audience.

 ●  The study reveals that majority of the respondents prefer coco cola as their soft drink. This shows the influence of 
coco cola on youngsters, also it portrays the success of their advertising campaigns.

 ●  The study reveals that majority of the respondents enjoy the taste of their preferred soft drink. This shows how taste 
plays a vital role in influencing the audience.

 ●  The study reveals that majority of the respondents feel that slogans used in the advertisements were creative and 
impressive. This shows how slogans play a vital role in persuading audience perception. Also creativity is important 
for slogans used.

 ●  The study reveals that majority of the respondents feel that music used in the advertisements were impressive. This 
shows the influence of music in television advertisements.

 ●  The study reveals that majority of the respondents feel that visuals used in the advertisements were impressive. This 
shows the influence of visuals in television advertisements.

 ●  The study reveals that majority of the respondents feel that they’re satisfied with the characters used in the 
advertisements. This shows that choosing our characters also plays a vital role in the success of an advertisement.

CONCLUSION

Majority of the youngsters consume soft drinks. Also youngsters purchase a soft drink based on brand name, taste and 
package design. This reveals how important a brand name and package design while advertising. Majority of the youngsters 
preferred coco cola. Slogans, music, visuals, characters portrayed in a television advertisement – all these elements plays a 
vital role in influencing youngster’s perception. Majority of the youngsters were aware of the tagline of their preferred soft 
drink which indicates the success of advertisements and majority of the youngsters agreed that they prefer a soft drink as their 
favorite celebrity advertises it. This shows the influence of celebrity endorsement by television commercials on youngsters. 
Content analysis reveals that characters, music, visuals and message plays a vital role in persuading the audience. Also 
appeal, costumes and background plays as a supporting factor for television advertisements. These were the elements used by 
television advertisements to influence audience to buy a soft drink.

REFERENCES:

[1]  KS, H., & Kurup, M. S. K. (2014). Effectiveness of television advertisement on purchase intention. International 
Journal of Innovative Research in Science, Engineering and Technology, 3(2).

[2]  Mandan, M., Hossein, S., & Furuzandeh, A. (2013). Investigating the Impact of Advertising on Customers’ Behavioral 
Intentions A Case of Agriculture Bank. Business and Economic Research, 3(1).

[3]  Wilcox, G. B., Kamal, S., & Gangadharbatla, H. (2009). Soft drink advertising and consumption in the United States 
1984–2007. International journal of Advertising, 28(2), 351-367.

[4]  Chinnapen-Sathan, D. M., Oogarah-Hanuman, V., & Roshnee, R. (2012). Analysing the Impact of Advertising in the 
Soft Drink market of Mauritius: The Case Study of Coca-Cola. In ISBM International Symposium, Hong Kong (pp. 
160-177).



1188
Copyright ©2020 Authors

Proceedings

[5]  Berning, J., & McCullough, M. (2013). Advertising soft drinks to children: are voluntary restrictions 
effective?. Agribusiness, 29(4), 469-485.

[6]  Mise, J. K., Nair, C., Odera, O., & Ogutu, M. (2013). Factors influencing brand loyalty of soft drink consumers in 
Kenya and India. International Journal of Business Management & Economic Research, 4(2), 706-713.

[7]  Montaña Blasco, M., & Jiménez-Morales, M. (2020). Soft Drinks and Sugar-Sweetened Beverages Advertising in Spain: 
Correlation between Nutritional Values and Advertising Discursive Strategies. International Journal of Environmental 
Research and Public Health, 17(7), 2335.



1189
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

IMPACT OF INNOVATIVE IRRIGATION TECHNOLOGY ON 
AGRICULTURAL ACTIVITIES-WITH SPECIAL REFERENCE 
TO THE PERCEPTIONS OF THE SELECTED CULTIVATORS 

IN KANCHIPURAM DISTRICT

Ms. P. Deepa
Research Scholar (Part-time) and Assistant Professor of Economics

Pachiappas College for Women, Kanchipuram, Tamilnadu

Dr.N.Palaniraj
Associate Professor of Economics & Research Supervisor, PG& Research Department of Economics

Pachiappas College for Men, Kanchipuram, Tamilnadu

ABSTRACT

1.1 INTRODUCTION

The purpose of this publication is to review the effects that modern day industrialized agriculture practice has had on the 
environment in Kanchipuram, Tamilnadu, India , a country with a huge population and which has relatively low technological 
advancement and renowned for its lax regulatory measures on agricultural practices in comparison to the effects of industrialized 
agriculture on the environment in United States of America a developed country with one of the highest usage of mechanized 
agriculture, high rate of chemical usage and bio-engineered seeds and live stocks, but fairly strict regulation of agricultural 
practices.  Although written primarily as a resource to comparatively view the effect of industrialized agricultural practices on 
the environment in a developed nation and a developing nation and how government control and restrictions on agricultural 
practices modifies these effects on the environment and provides possible innovations that could help advance in reducing 
the environmental degradation caused as a result of the tremendous increase in mechanized farming and technological inputs.

While much of the emphasis is on the agricultural practices classified as modern in the two different countries and the 
effect on the environment, reference is also made to the restrictions and control measures that government policy can impact 
on reducing the environmental effect.

The concept of sustainable agriculture is also reviewed in light of climate change, the use of chloro-fluoro-carbons and 
the recenteffort to stop the use of Hydro-fluoro-carbons and other greenhouse gases by the Kigali amendments to the Montreal 
Protocols due to their detrimental effect on the temperature of our planet.

1.2 AGRICULTURE IN KANCHIPURAM, TAMILNADU, INDIA  

Kanchipuram, Tamilnadu, India  is a tropical nation in the western part, nation with a tinge of a grassland in the northern parts 
and swamp on the edges’ of the southernmost parts(CIA, 2019). It has an arable land potential of 98.3million ha consisting 
of 72.2 million ha (72.4 percent) cultivable (about 23 percent of arable land) and only 27.1 million ha (27.6 percent) non 
cultivable land. Agriculture is the predominant economic activity in most parts. Kanchipuram, Tamilnadu, India  is a vast 
agricultural area “endowed with substantial natural resources” which include: 68 million hectares of arable land; fresh water 
resources covering about 12 million hectares, 36 kilometers of coastline and an ecological diversity which enables the country 
to produce a wide variety of crops and livestock, forestry and fisheries products .(Ewetan Olabanji, 2017). Kanchipuram, 
Tamilnadu, India has fertile humus soil in most parts of the country and where the soil is not humus it is still very arable 
and suitable for some form of agriculture. In 1990, it was speculated that about 82 million hectares out of Kanchipuram, 
Tamilnadu, India ’s total land area of 9 million hectares were found to be arable, and merely 42 percent of this cultivable area 
was farmed. Much of this land were being farmed under the bush fallow system, a process where the land is not used for any 
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agricultural activity for some time in order for the process of natural regeneration of the soil`s fertility and the replacement 
of soil`s nutrients. It should be noted that Kanchipuram, Tamilnadu, India has varying weather conditions in different parts of 
the nation at varying times of the year and this varying climatic/weather conditions determine the type of agriculture that is 
practiced in different parts of the country and Mydal has been quoted to have stated that “the battle for long-term economic 
growth will be won or lost in the agricultural sector”. 

The Kanchipuram, Tamilnadu, India n economy in the last century was fully supported by the agricultural sector and in 
fact agriculture was so important that it was a major attraction for the British who colored the whole geographical region now 
known as Kanchipuram, Tamilnadu, India . In the 1960’s after independence was gained from the British, agriculture was 
used to fund the development of the nation’s growing financial responsibilities until crude oil was exported out of the country 
in commercial quantities. Agriculture in Kanchipuram, Tamilnadu, India  is an important aspect of the economy and a major 
employer of labor. According to “Total facts about Kanchipuram, Tamilnadu, India ” increased investments in agricultural 
business over the years has no doubt been on the rise as farmers are stepping away from subsistence agriculture and embracing 
modern techniques of practicing agriculture. 

Despite the overall emphasis and investments in the agriculture sector by successive governments, agriculture still 
contributes very little to GDP of the nation, the country’s poor rural women and men depend on agriculture for food and 
income. About 90 percent of Kanchipuram, Tamilnadu, India ‘s food is produced by small-scale farmers who cultivate small 
plots of land and depend on rainfall rather than irrigation systems.(Rural Poverty, 2009). I personally believe that the reason 
this is so is because most of the agricultural transactions in Kanchipuram, Tamilnadu, India  are unrecorded and often take 
place within rural areas and un-banked section citizens of the nation (that is cash transaction). Over the years, government 
has initiated various policies to unleash the potentials of Kanchipuram, Tamilnadu, India n agriculture to feed its nation and 
become a leading exporter of food such as Operation Feed the Nation (OFN), Green Revolution, National Food Acceleration 
Production Program (NAFPP), Directorate of Food, Road and Rural Infrastructure (DFRRI) among others. These programs 
failed due to policy inconsistencies and corruption. 

1.3 WHAT IS MODERN AGRICULTURE?

Modern agriculture according to British Encyclopedia is a system that has been developed with two related goals in mind: 
to obtain the highest yields possible and to get the highest economic profit possible. In pursuit of these goals, six basic 
practices have come to form the backbone of production: intensive tillage, monoculture, application of inorganic fertilizer, 
irrigation, chemical pest control, and genetic manipulation of crop plants. Each practice is used for its individual contribution 
to productivity, but when they are all combined in a farming system each depends on the others and reinforces the need for 
using the others. 

In most countries of the world, mechanization of agricultural processes has been a defining part of what modern agriculture 
is, but in Kanchipuram, Tamilnadu, India  even though huge amounts of funds are allocated towards the import of mechanical 
tools and machineries which are meant to be used for improving agricultural activities on a large scale and the efficiency in 
processing of the agricultural products, unfortunately these goals has never been met, as there are huge deficits in maintaining 
these machines and equipment and they end up being ruined or being stolen by unscrupulous government bodies before they 
could impact the agricultural landscape of the country, and this same cycle goes on and on. 

1.4 IS MODERN IRRIGATION METHODS PRACTICED IN KANCHIPURAM, TAMILNADU, INDIA ?

The question, whether modern agriculture is practiced in Kanchipuram, Tamilnadu, India  is important because Kanchipuram, 
Tamilnadu, India  has the largest population in Africa but is categorized as a developing nation and with a large population 
of over 186 million people and 60% of this being youths, it is disheartening that Kanchipuram, Tamilnadu, India  has not 
been able to join developing nations to quickly embrace positive modern practice that are healthy for the environment and 
would help gradually solve the over reliance on food import by becoming technologically advanced. The Kanchipuram, 
Tamilnadu, India  government have tried many ways, initiated lots of programs and policies which is aimed at restoring the 
country’s agricultural sector to its pride. Since the discovery of oil and gas in Kanchipuram, Tamilnadu, India , agricultural 
activity has been neglected by the government while oil exploration has spiked, despite the lip service paid to agriculture by 
the government. 
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Agricultural practice in Kanchipuram, Tamilnadu, India  has seen an increase in chemical usage either as pesticide or 
herbicide, while the use of antibiotics in the animal sector has been on the rise and there is very little regulation over the usage 
of this chemical material because generally in Kanchipuram, Tamilnadu, India  the regulation of the agricultural sector is very 
poor, and therefore the potential damage that the unregulated use of this chemicals can cause to the environment, the health of 
the consumers and the ecology is significant  but yet it has been largely ignored by the government. Fertilizer usage has also 
been shown by various research to have steadily increased over the last decade as it was believed that Fertilizer consumption 
(% of fertilizer production) in Kanchipuram, Tamilnadu, India  was 304.64 as of 2019. Its highest value over the past 5 years 
was 1,086.45 in 2010, while its lowest value was 213.51 in 2009.  Also the usage of large mechanical machinery has been 
on the rise for soil tillage purposes, produce harvesting and refining of agricultural produce. Deforestation and damming 
activities related to agricultural endeavors has also been on the rise while soil irrigation has increased greatly for agricultural 
uses. 

1.5 WATER POLLUTION THROUGH MODERN IRRIGATION PRACTICES 

Many other agricultural activities such as dairy farming, livestock farming, fish farming, tree and vine crop processing 
industries, animal slaughtering and operation of field lots has generated a lot of waste by-product which has been largely left 
uncontrolled. Agricultural non-point source (NPS) pollution has adjudged to be the leading cause of decline in water quality 
impacts on rivers and lakes. Nitrogen from fertilizers, manure, waste and ammonia turns into nitrite and nitrate. High levels 
of these toxins deplete waters of oxygen, killing all of the animals and fish. Nitrates also soak into the ground and end up in 
drinking water which are mostly untreated by the rural population. Most Kanchipuram, Tamilnadu, India n rural townships do 
not have central water treatment plants rather most households get their needed water from private wells, or deep boreholes, 
community dams, running streams and river sides. Lots of health problems can occur as a result of the contamination of these 
water sources and they contribute to methemeglopbinemia or blue baby syndrome which causes death in infants. Ammonia, 
pesticides as well as oil, degreasing agents, metals and other toxins from farm equipment harm and kill aquatic life and 
animals and cause health problems when they get into drinking water. 
Bacteria and parasites from animal waste can get into drinking water which can cause illness and death. 

1.6 EFFECTS OF ECOSYSTEM AND BIODIVERSITY LOSS

An ecosystem is a community of living organisms in conjunction with the nonliving components of their environment, 
interacting as a system.  In essence, ecosystem is the interaction between the biotic(living) and Abiotic(non-living) component 
of the environment. The modern methods of practicing agriculture through the use of mechanical soil tillage machineries and the 
persistent usage of growth enhancing chemicals such as fertilizers and plant hormones have been linked to the destruction of the 
ecosystem. This means that these agricultural activities causes the loss of the ecosystem which would impact the sustainability of 
the environment. The constant deforestation of the rain forest, overgrazing of the savannah region, the high usage of chemicals 
in the swamp lands because of agricultural activities, the usage of heavy machinery, the combustion of fossil fuels, the usage of 
inorganic chemicals all portend a looming danger for the ecological system of the Kanchipuram, Tamilnadu, India n environment. 
It has been noted that ecosystems in similar environments that are located in different parts of the world can end up doing things 
very differently simply because they have different pools of species present.  Therefore, where an ecosystem is destroyed, the 
balance in nature has been mutilated which would portend danger for the sustainability of the humans.

Ecosystems continually exchange energy and carbon with the wider environment. Mineral nutrients, on the other hand, 
are mostly cycled back and forth between plants, animals, microbes and the soil. Most nitrogen enters ecosystems through 
biological nitrogen fixation, is deposited through precipitation, dust, gases or is applied as fertilizer  therefore, where one or 
more of the components of the ecosystem has been destroyed, or the balance of the ecosystem has been severely compromised, 
then the sustainability of such ecosystem is really questionable.

1.7 ECOLOGICAL CONCERNS OF GM CROPS

In addition to potential food safety risks, critics of GM crops have raised concerns about their potential adverse ecological effects; 
first, if GM crops cross-breed with wild relatives, the foreign transgenes could “contaminate” the natural ecosystem. Mono-cropping 
system of agriculture is the practice of planting one specific type of annual crop throughout the year and this can be done more than 
once per year on the same piece of land and this can lead to leaching of the soil nutrient, establishing a colony for pest and propagation 
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of plant diseases which ultimate lead to a lot of chemical usage.Fossil fuel usage has been established to be a major source of air 
pollution and global warming, therefore environmentalists are advocating for more efficient and cleaner source of energy, burning of 
this fossil fuels for large scale agriculture is not a way of sustainable agriculture.

1.8 BIODIVERSITY

The United Nations Environment has defined biodiversity typically as a measure of variation at the genetic, species, and 
ecosystem level.  According to UNE, there are many threats to our natural world and the existence of variety of species of living 
organisms, which include; habitat loss and destruction, alteration of ecosystem composition, pollution and contamination, 
global climate change, over exploitation of species and a host of other factors. However, the loss of habitat is a major factor 
caused by the modern methods of practicing agriculture in Kanchipuram, Tamilnadu, India , the bull-dozing of large swathes 
of land for agricultural purposes has led to the loss of habitats that would have positively impacted the environment.

It should also be noted that both climate change and loss of natural habitats leads to the loss of biodiversity especially 
those on the brink of extinction. 

The growth in population and the increasing urbanization led to the need to produce larger quantities of food being 
transported over longer distances. Larger areas of land were dedicated to agricultural activities, using animal traction, irrigation 
canals and other intensification techniques. The change in land use through clearing forested or grassland for cultivation, 
changes in agricultural practices such as crop rotation and mixes, grazing practices, residue management, irrigation and 
drainage all affect the soil environment and change the range of habitats and foods for soil organisms. Treatments applied to 
land such as liming, fertilizers, manure and other organic materials, tillage practices, the use of pesticides and so forth, all 
change the physical and chemical environment. 

With the urbanization of the population, proportionally fewer number of people were involved in food production. This 
led to changes in agricultural practices such as the development of modernized agricultural techniques with the use the 
moldboard plow, motorized tractors, hybrid cultivars, inorganic fertilizers and pesticides. This created new pressures on the 
land, dramatically increasing the influence of agricultural practices on biodiversity. 

Today, some 6 billion humans rely on biodiversity for its goods and services, the population having doubled since 1950. 
This may reach 9 billion by the year 2050. More significantly, the demands on natural resources are growing even faster, 
the global economy having quintupled in the last 50 years.  As the amount of land available for agricultural use continues 
to decrease worldwide, the demands of human populations (especially urban) are simultaneously increasing, putting more 
pressure on the soil resource base and the environment. This means that more efficient means of production would have to be 
employed in producing food and raw materials so as to meet the needs of the growing population and yet to sustain the earth’s 
resources so as to keep it liveable and conducive for the future generation. Agricultural activity has also been a major driving 
factor for habitat fragmentation which is also a cause of biodiversity loss in the ecosystem as organisms lose their place in the 
food chain and the food web becomes broken.

1.9 EFFECT OF BANNED PERSISTENT ORGANIC POLLUTANTS.

The Food and Agricultural Organization FAO defined Persistent organic pollutants as chemicals that don’t break down easily 
and can remain in the environment for a long time. Many of them evaporate in hot climates, travel through the atmosphere 
and settle in colder environments. They are also lipophilic, meaning that they are soluble in fat. This means that they tend to 
accumulate in the body fat of animals in ever increasing quantities eventually leading to long term physiological effects such 
as infertility, cancer and hormonal disruption. Some of these effects can also be passed from one generation to another. As 
they move up through the food chain, POPs also become more concentrated. When the developed nations of the world banned 
the usage of this persistent organic pollutants, little thought was given to the stocks that were already produced, unfortunately 
the capitalist producers of this chemicals decided to export this chemicals to the developing nations and lots of this chemicals 
have been in the agricultural market over the years and lots of them are still been used especially DDT for the preservation of 
agricultural products which has led to unintended environmental and health hazards.

According to the FAO, existing data indicate that more than 20 percent of obsolete pesticides stockpiles consist of 
POP pesticides. Some of the stockpiled pesticides are nearly 30 years old. They are poorly stored and are leaking into the 
environment and contaminating soil and water .
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In Kanchipuram, Tamilnadu, India  due to the low literacy level amongst the famers and the lack of information, a lot of 
the banned chemicals are still been used especially for preservation of stored farm harvest against pest and this same products 
are sold to consumers as food. 

Kanchipuram, Tamilnadu, India  does not have a very comprehensive water supply system and so few municipalities 
harvest their water supply from water bodies that majorly transverse through rural agrarian communities where some of this 
persistent chemicals quietly seep into the streams and rivers and killing the aquatic creatures in this water bodies and this is 
leading to the loss of biodiversity in Kanchipuram, Tamilnadu, India  and leading to unidentified health hazards in this rural 
agrarian communities and urban municipalities. 

1.10. EFFECTS OF OTHER FACTORS ON THE ENVIRONMENT IN KANCHIPURAM, TAMILNADU, INDIA  

The other factors that affect the environment in Kanchipuram, Tamilnadu, India  which have not really been adequately 
taken care of despite the fact that they cannot be compared to agricultural activities in terms of the benefits to Kanchipuram, 
Tamilnadu, India  as a whole nation include but not limited to; solid mineral mining, crude oil exploration, natural gas 
exploration and the attendant gas flaring, lumbering and wood exportation, industrial activities and manufacturing of finished  
goods etc,all contribute to the degradation ofthe environment more than the agricultural activities and yet they do not have the 
economic and social advantage that agricultural activity has on the population of Kanchipuram, Tamilnadu, India .

Kanchipuram, Tamilnadu, India  being a country with huge amount of Crude oil deposits has been bedeviled with the 
major problems of Gas flaring, crude oil spillage in the southern Niger delta region of the country. The problem of gas flaring 
has been a major issue that the country is yet to get over. The problem of waste disposal has also been a real problem to the 
Kanchipuram, Tamilnadu, India n environment and the lack of strong enforcement for the plethora of environmental laws 
has compounded the issues of waste disposal. It has also been contended that 70% of environmental legislation applied 
in Kanchipuram, Tamilnadu, India  today are derived from norms and principles of international laws in form of treaties, 
conventions, customary international law, protocols and other agreements of a binding nature. Kanchipuram, Tamilnadu, India  
and other third world governments initial attitude towards environmental concerns generated in the 1970’s by the developed 
world was that of suspicion. Suspicious in the sense that the industrialized world sudden concerns to protect the environment 
was the fear that environmental concern would be merely the rich clearing house, diverting economic and technical resources 
from developmental needs to pollution abatement, a situation largely seen by third world as likely to affect their development 
adversely. However in the year 1970, the environment was described as the issue of the year throughout the world and the 
United Nations Conference on human environment was held in 1972. Kanchipuram, Tamilnadu, India , though a signatory 
to so many of these multilateral treaties and was represented at so many United Nation organized conferences, did not come 
up with a viable environmental policy or strong legal framework for the protection of her environment until the unfortunate 
incident of dumping of toxic waste from Italy at Koko port in the then Bendel state in the 1988.  In Kanchipuram, Tamilnadu, 
India , in some states, waste incineration by open fires has been banned via legislation but unfortunately these laws are never 
enforced as lots of households in municipalities take the waste disposal method of the state as being optional and they either 
burn their waste or dump it in flowing sewage or in water bodies. 

1.11 SUSTAINABLE AGRICULTURE: THE ONLY WAY OUT

The total effect of Modern Agriculture in Kanchipuram, Tamilnadu, India  in the environment cannot be compared to the 
potential damage that the Gas flaring and oil exploration would have on the environment in Kanchipuram, Tamilnadu, India  
but still the effect of the agricultural activities would still linger on the environment especially with the increasing use of 
modern technology and chemical products without an adequate form of regulation. Also, the lack of enforcement of the 
regulatory rules onchemical use in farms in Kanchipuram, Tamilnadu, India  should be a major solution to unsafe chemical 
application in Kanchipuram, Tamilnadu, India . The usage of Heavy agricultural machinery affect the soil and ultimately 
the whole environment in the long run and though it would be unrealistic to suggest the ruling out the use of agricultural 
machinery, but where necessary actions can be taken to mitigate the effect of these usages on soil erosion and land degradation 
caused by the modern way of practicing agriculture, and the advantages can outweigh the disadvantages to the extent that we 
can say we are practicing sustainable agriculture, such mitigating factors should be encouraged.

Sustainable management of resources is the way through which the present generation can ensure that future generation 
access resources sufficiently for their survival. Therefore, it is important that all Kanchipuram, Tamilnadu, India n agencies 
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in charge of agriculture and environmental policies adequately work together to enhance the productivity of agriculture in a 
way that the environment would not be negatively impacted. Several tools can be employed to ensure that the environment 
is adequately protected against negative environmental practices and they include, environmental impact assessment before 
any large scale agricultural activity is carried out. The role of Environmental impact assessment in large scale agricultural 
farming cannot be over emphasized but unfortunately, environmental impact assessment has only been seen all around the 
world as an assessment that only has to be done when construction or engineering projects are carried out whereas it can also 
be introduced to large scale agriculture and establishment of the farms.

Environmental assessment has been defined as the assessment of the environmental consequences (positive and negative) 
of a plan, policy, program, or actual projects prior to the decision to move forward with the proposed action. In this context, the 
term “environmental impact assessment” (EIA) is usually used when applied to actual projects by individuals or companies 
and the term “strategic environmental assessment” (SEA) applies to policies, plans and programmes most often proposed by 
organs of state. Therefore, it would be a considerably good idea if environmental impact assessment can be brought into the 
process of establishing agricultural projects that can potentially affect the environment.

Scientists have stated that 60% of crop production by corporation involved in Agriculture is used as livestock feed and 
biofuels while more than 10% ends up being wasted and less than 20% of these crops are actually consumed by human 
beings yet agriculture is one of the major driving force of climate change, therefore it is important that all nations of the 
world imbibed the sustainable agriculture model so as to help reduce pollution, habitat fragmentation, water loss and draught, 
emission of greenhouse gases (over 32% of GHGs), soil degradation, and deforestation, biodiversity loss and negative effects 
of modern agriculture, therefore this trend must be watched and ensure that regulation of new technology and chemical use 
is strictly enforced.
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ABSTRACT

Financial performance is an idiosyncratic measure of how glowing an organisation can use the assets into the business and 
generate the incomes. The term is also used as a general measure of a firm’s overall financial health over a given period. 
Management is that managerial activity which is concerned with the planning and controlling of the firm’s financial resources.  
Under a financial performance we measure financial efficiency of the company by the way of determining the asset turnover 
ratio, operating ratio, depreciation expense ratio, interest expense ratio and operating profit ratio etc., The higher the ratio 
indicate that the assets of the company used more effectively to generate revenue. This paper discusses about financial 
performance of Rane madras Ltd. in order to analysis this ratio and comparative analysis used.

Keywords: 

1. INTRODUCTION 

As a separate activity or discipline, it is of recent origin.  It was a branch of economics till 1890.  Still today, it has no unique 
body of knowledge of its own, and it draws heavily on economics for its theoretical concepts. Financial Performance, often 
used by shareholders and/or investors to proxy company performance, in the general sense, signifies the extent to which firms 
financial goals are being met or have been achieved. Thus, it’s employed to quantify the results of a company’s operations, 
policies and processes in financial or economic terms. 

The subject of financial management is of immense interest to both academicians and practicing managers.  It is of great 
interest to academicians because the subject is still developing, and there are still certain areas where controversies exist for 
which no unanimous solutions have been reached as yet.  Practicing managers are interested in this subject because among 
the most crucial decisions of the firm are those which relate to finance, and an understanding of the theory of financial 
management provides them with conceptual and analytical insights to make those decisions skilfully.

Financial management holds essence as it has an impact on all the activities of a firm.  Its primary responsibility is to 
discharge the finance function successfully and also touches on all the other business functions.  All business decisions have 
financial implications, and a single decision may financially affect different departments of an organization.

2. REVIEW OF LITERATURE 

Bhunia et al4 researched into the financial performance of some public sector pharmaceutical and drug enterprises in India. 
The research was aimed at assessing both short and long term solvency, profitability and liquidity trends, efficiency of financial 
processes and to examine determinants of liquidity and profitability behaviors. To evaluate how the chosen ratios jointly 
influence the financial position and profitability of the firms, the multiple regression technique was used. The research sampled 
two public enterprises from the pharmaceutical and drug sector that were listed on Bombay Stock Exchange. The performance 
indicators deployed included solvency, profitability, efficiency, financial stability, operating efficiency and liquidity ratios. 
It found that both companies had strong liquidity positions. Financial stability of the two companies also demonstrated an 
increasingly declining trend. A notable gap in the study was the complete reliance on published financial data. Thus, it’s prone 
to all the weaknesses inherent in the summarized published financial statements.
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Chidambaram Rameshkumar & Dr. N. Anbumani (2013), he argue that Ratio Analysis enables the business owner/
manager to spot trends in a business and to compare its performance and condition with the average performance of similar 
businesses in the same industry. 

Adesina et al11 evaluated how the capital structure of quoted Nigerian banks relates with their financial performances. 
Parameters used were profit before tax, equity and debt. The survey research design was employed and data analysis was 
undertaken by deploying the Ordinary Least Square (OLS) regression to capture the kind of the associations between the 
banks’ financial performances and the corresponding capital structure. To filter out the banks in the top tier with relatively 
high capital structure, stratified sampling was adopted for the study. This resulted in the selection of the ten most capitalized 
banks. The annual reports of the sampled banks were scrutinized and data on pretax profits, debt and equity for 2005 to 2012 
period were extracted. The research established a significant positive impact of equity and debt on financial performance of 
the banks. The gap in the work is the exclusive reliance on OLS in a two variable regression analysis, which may expose 
the model to technical flaws. The potential threat to the model is its failure to capture the feedback effect of the variables of 
interest.

Kennedy and Muller (2012), has explained that “The analysis and interpretation of financial statements are an attempt 
to determine the significance and meaning of financial statements data so that the forecast may be made of the prospects for 
future earnings, ability to pay interest and debt maturines (both current and long term) and profitability and sound dividend 
policy.”

3. NEED FOR THE STUDY 

Develop a thorough understanding on the mercantile system of accounting and identify specific area, of generating reports 
for decision making the management of dignity innovations have requested to design a framework of accounting reports for 
taking decision of business and expansion hence, the need to analyses and study on “Financial performance analysis in Rane 
madras Ltd. 

4. OBJECTIVES 

 ● To examine the financial condition and financial performance of the Rane madras Ltd.

 ● To interpret the profitability and efficiency of various business activities with the help of profit and loss account;

 ● To measure short-term and long-term solvency of the business.

 ● To measure managerial efficiency of the Rane madras Ltd.

 ● To involve comparison for a useful interpretation of the financial statements.

5. RESEARCH DESIGN

A research is the arrangement of condition for collection and analysis of data in a manner that aims to combine relevance to 
the research purpose with economic in producer.  In fact, the research design is the conceptual structure with in which research 
is conducted.  It constitutes the blue prints for the collection measurement and analysis of data.  Here in order to meet the 
research objective.

Data collection

The Methodology of the data collection is an important part of the research. In this research used secondary data for 
financial analysis for this 5 years Rane madras Ltd. balance sheet should be used. 

6. INTERPRETATION

Data interpretation can be defined as applying statistical procedures to analyze specific facts from a study or body of research. 
Data interpretation questions are a part of many standardized tests.
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TABLE 1: CURRENT RATIO

Current Ratio = (Current Assets / Current Liabilities)

Years Current Assets Current Liabilities Current Ratio
2015-16 269.49 312.66 0.862
2016-17 301.02 379.53 0.793
2017-18 436.42 445.69 0.979
2018-19 419.71 429.58 0.977
2019-20 336.06 409.73 0.820

 Source: Rane Madras Ltd. Balance sheet

Inference
During the study period the Current ratio trend is fluctuating gradually. The Range is between 2015-16 to 2019-20 increasing 
trend except 2016-17 and 2019-20. In that years its shows 0.793 and 0.820 times respectively. It shows less than ideal ratio. 
Therefore, current solvency position is not fair of the company. 

TABLE 2: LIQUID RATIO

Liquid Ratio = (Liquid Assets / Current liabilities); Liquid Assets = Current Assets – Inventory

Years Liquid Assets Current Liabilities Liquid Ratio
2015-16 176.14 312.66 0.563
2016-17 190.71 379.53 0.502
2017-18 300.65 445.69 0.675
2018-19 265 429.58 0.617
2019-20 202.62 409.73 0.495

 Source: Rane Madras Ltd. Balance sheet

INFERENCE

During the period liquid ratio trend is fluctuating. The ratio trend is increasing first 3 years i.e. 0.563 to 0.675 and from 2018-
19 onwards decreasing trend i.e. 0.617 and 0.495. It shows less than ideal ratio. Therefore, Liquid solvency position is adverse 
of the company. 

TABLE 3: DEBT EQUITY RATIO:
Debt Equity Ratio = Long term borrowings / Shareholders’ funds

Years Long Term Borrowings Shareholders’ Funds Debt Equity Ratio
2015-16 124.07 168.85 0.735
2016-17 128.91 170.95 0.754
2017-18 118.65 266.43 0.445
2018-19 112.29 311.27 0.361
2019-20 139.82 300.93 0.465

Source: Rane Madras Ltd. Balance sheet

Inference
The above table shows clearly that the ratio trend is fluctuating one. The ratio is accepted around at 1 to 1.5 but this is may be 
varying for one to other company. Capital-intensive industries maintain debt equity ratio that can be greater than 2. The Range 
is between 0.735 and 0.361 times It shows unfavourable position of the company.
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TABLE 4: FIXED ASSETS RATIO
Fixed Assets Ratio = Fixed Assets / Loong term funds 

Years Fixed Assets Long term funds Fixed Assets Ratio
2015-16 301.48 292.92 1.029
2016-17 314.09 299.86 1.047
2017-18 337.21 385.08 0.876
2018-19 336.41 423.56 0.794
2019-20 329.25 440.75 0.747

 Source: Rane Madras Ltd. Balance sheet

Inference:
This ratio explains whether the firm has raised adequate long-term funds to meet its fixed assets requirements. The ratio range 
is between 1.029 and 0.747 times, ideal is around 0.67. It shows more than 1 means it depicts operational inefficiency but 
indicate less than 1 means that a company has sufficient long-term funds to cover its fixed assets.

Table 5: RETURN ON SHAREHOLDERS FUNDS

Return on shareholders funds = Profit after interest and tax / shareholders’ fund 

Years Profit after interest and tax Shareholders’ Funds Return on shareholders’ funds
2015-16 14.09 168.85 0.083
2016-17 20.66 170.95 0.121
2017-18 41.81 266.43 0.157
2018-19 47.24 311.27 0.152
2019-20 -24.43 300.93 -0.081

 Source: Rane Madras Ltd. Balance sheet

Inference
It is desired to work out the profitability of the company. which indicates the profitability of a firm in relation to the funds 
supplied by the shareholders or owners.  Above table shows that clearly the company has enough return to repay its shareholders 
in the year of 2017-18, 2018-19 because company earn more then 14% and 2016-17 earned 0.121 is average and 2015-16 and 
2019-20 earned 0.083 and (0.081) it indicates poor.

TABLE 6: RETURN ON TOTAL ASSETS:

Return on total assets = Profit after interest and tax / Total Assets 

 Years Profit after interest and tax Total Assets Return on total assets
2015-16 14.09 612.95 0.023
2016-17 20.66 690.53 0.030
2017-18 41.81 842.49 0.050
2018-19 47.24 870.39 0.054
2019-20 -24.43 866.08 -0.028

 Source: Rane Madras Ltd. Balance sheet

Inference 
Above table shows that range of ratio is from -0.028 to 0.054 during the period. It indicate lesser profitability on it investing 
amount in assets as well as company run poor operation.
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TABLE 7: OPERATING PROFIT RATIO:

Years Operating Profit Sales (net) Operating profit ratio
2015-16 21.36 827.76 0.026
2016-17 26.29 950.11 0.028
2017-18 60.18 1,171.75 0.051
2018-19 70.36 1,327.32 0.053
2019-20 14.13 1,055.59 0.013

 Source: Rane Madras Ltd. Balance sheet

Inference 
It is the ration of profit made from operating sources to the sales, usually shown as a percentage. It is good if earn more than 
15% but the company earn operating profit range from 0.013 to 0.053. it is not acceptable one.

FINDINGS

 ●  During the study period the Current ratio trend is fluctuating gradually. The Range is between 2015-16 to 2019-20 
increasing trend except 2016-17 and 2019-20. 

 ●  The liquid ratio trend is increasing first 3 years i.e. 0.563 to 0.675 and from 2018-19 onwards decreasing trend i.e. 
0.617 and 0.495.

 ● The debt equity ratio is less than 1.5, it indicates unfavourable position of the company.

 ● The fixed asset ratio is greater than 0.67 indicates that the company has sufficient long-term funds.

 ●  The return on shareholder funds reflect profitability of the company. In the year 2019-20 the company suffer a loss 
of ` 24.43 cr. 

 ● The return on total assets range is between -0.028 to 0.054. It shows  fluctuating trend

 ● The operating profit ratio range is between 0.013 to 0.053. It shows inefficient operation of the company.

SUGGESTIONS

Based on these findings, the following suitable suggestions are offered for the improvement of the performance of the Rane 
Madras Ltd.

 ● Current assets of the company should be increase it help to meet ideal ratio of 2:1. 

 ●  Quick ratio of 1:1 considered satisfactory, but during the study period, it has only less than 1. Hence it has to improve 
the liquidity position.

 ● It is suggested that it has to reduce its operating expenses, then, only, it can earn more profit in future.

 ● It concluded that overall position of the Rane Madras Ltd. during the study period 2015-16 to 2019-20 satisfactory.

CONCLUSION

Financial statement analysis is one of the basis analysis which helps to understand the financial, operational and liquidity 
position of the business concern. Ratio analysis one of the important tools of the financial statement analysis leads to measure 
the various financial structure and position of the industries. 

The ratio analysis of Rane Madras Ltd. provides various information about the financial position. Financial statement 
analysis of the Rane Madras Ltd. gives the entire result of the comparable figures for the past 5 years. Finally concludes that 
the financial position of the Rane Madras Ltd. is satisfactory. Still it has to improve its business increased to achieve good 
margin of regularly improve its profit and financial position.
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ABSTRACT

1.1 INTRODUCTION

Transfer pricing, for tax purposes, is the pricing of inter-company transactions that take place between affiliated businesses. 
The transfer pricing process determines the amount of income that each party earns from that transaction. Taxpayers and 
the taxing authorities focus exclusively on related-party transactions, which are called controlled transactions, and have 
no direct impact on independent party transactions, which are termed as uncontrolled transactions. The OECD defines 
“Transfer Pricing” as the pricing at which an Enterprise transfers physical goods and intangible goods and provides services 
to Associated Enterprises. Since the Transfer Price within the Group may not necessarily be driven by market forces and the 
Group’s Interest may precede over market consideration, it is possible that the Transfer Pricing may differ from the prices that 
would have ordinarily fetched in similar transaction from an independent Enterprise under similar circumstance. Transactions 
between Associated Enterprises (AEs) is referred to as “Controlled” transactions as distinct from “uncontrolled” transactions 
between companies that are not associated and can be assumed to operate independently on Arms Length Basis in arriving at 
the prices of such transactions.

1.2 STATEMENT OF THE PROBLEM

The tax authorities are intent on their own revenue maximization by thwarting the taxpayer’s tax minimization plans. In 
a globalized economy there has been an emergence of Multi National Enterprises, wherein the parent company may be in 
one country while its various subsidiaries and Branches/Associated Enterprises will be spread over in different countries. 
This has led to increasing volume of transactions within an MNE Group, which are also called Intra Group Transactions. 
Since, these Intra Group Transactions are not purely governed by market forces but are driven by the Group Companies’ 
common interests; the pricing of such Intra Group Transactions often becomes a subject of Controversy.MNE/MNCs 
try to distribute their profits amongst the various Companies within the Group located in different Countries. The effort 
of all tax authorities is to determine the correct value of taxable income which becomes difficult when the tax payer is 
involved in Intra Group Transactions. • Article 9 of the OECD Model Convention provides for the concept of the Arm’s 
Length Principle wherein the profits of Enterprises of MNE is based on transactions between the independent Enterprise 
under similar conditions and circumstances. • Arm’s Length Principle seeks to ensure that the variations in the transfer 
price between members of an MNE (the Controlled Transactions), which may be based on special relationship between 
the enterprises, are either eliminated or reduced to large extent. By considering this, many firms finding it difficult to 
comply with the new regime. Hence, the present study is taken up find out the issue sin the adoption and implementation 
of transfer price mechanism in the sample firms. This can help in identifying the issues and to sort it out with the target 
oriented strategies.
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1.3 METHODOLOGY

The current study is descriptive and fact finding in nature. For the purpose of study the Chennai city is taken as sample area. 
The sample firms were identified with the CII and Industry owners association and the other trade federations in the sample 
area. The top management executives dealing with the tax planning and profit planning are met with prior appointment and 
discussed the issues related to transfer pricing mechanism. The reasons are vary from business to business and sector to 
sector. In some cases, the chain of businesses held by a group the issues are many. The sample survey is documented with 
the structured questionnaire. The data collection is done via questionnaire. The data collection instrument is predesigned and 
tested through pilot study. The original data collection is performed in a schedule cum survey model. The discussion with the 
sample group helps in recognizing the basic issues of transfer pricing mechanism. The data is analyzed using the SPSS and 
the results are discussed in the light of observations of the personal discussions and the statement of the problem.

DATA ANALYSIS AND DISCUSSION

1.4 DATA ANALYSIS USING REGRESSION

I. Factors of implementation of Transfer pricing among the Indian companies

In this study, the dependent variable is degree of implementation and Independent variables are Awareness (X1), issues in 
adoption (X2), Issues in implementation (X3) Issues with policy frame work (X4), Operational issues (X5) and analysis are 
discussed as follows: 

Table ANOVAa Results

Model Sum of Squares df Mean Square F Sig.

1
Regression 25.588 5 5.118 8.532 0.001**
Residual 764.441 677 1.129
Total 790.029 682

The multiple correlation coefficient is 0.380 measures the degree of relationship between the actual values and the 
predicted values of the impact of Awareness (X1), issues in adoption (X2), Issues in implementation (X3) Issues with policy 
frame work (X4), Operational issues (X5) as independent variables on the implementation of transfer pricing practices in the 
sample. Because the predicted values are obtained as a linear combination of Independent variables are Awareness (X1), issues 
in adoption (X2), Issues in implementation (X3) Issues with policy frame work (X4), Operational issues (X5)  as independent 
variables and  the coefficient value of 0.380 indicates that the relationship between adjustment and the independent variables 
is quite considerable and positive.

Table Coefficientsa
Model Unstandardized  

Coefficients
Standardized  
Coefficients

t-value P value

B Std. Error Beta

1

(Constant) 2.783 .213 13.072 0.000**
Awareness (X1)-Internal .221 .007 -.141 -3.011 0.003**
Issues in adoption (X2) -Internal .228 .009 -.052 -.886 0.001**
Internal Issues in implementation (X3)-Internal .226 .008 .044 .772 0.002**
Issues with policy frame work (X4)-External .333 .008 .025 .408 0.004**
Operational issues (X5)-Internal .190 .008 -.066 -1.173 0.000**

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 0.132 simply means that about 13.2% of the variation in adjustment is explained by the 
estimated SRP that uses Awareness (X1), Issues in adoption (X2), Issues in implementation (X3) Issues with policy frame work 
(X4), Operational issues (X5) as independent variables and R square value is significant at 1 % level.
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Here the coefficient of X1 is 0.221 represents the notable effect of awareness on the implementation of transfer pricing 
frame work among the Indian companies in the sample by holding all other variables as constant. The estimated positive 
sign implies that such effect is positive that the awareness on the concept and implementation would help to improve by 
0.221 for every unit increase in awareness and this coefficient value is highly significant at 1% level with the observed p 
value of 0.001 in the analysis of the study. Here, statistically, it is proved that, awareness has highly significant relationship 
in the implementation of transfer pricing policy frame work among the Indian companies in the sample. It is true to a greater 
extent because, awareness is a prime factor considered in the implementation of any new practice or reform in the existing 
tax structure.  Hence, it is confirmed with the statistical values (co-efficient) in the study by indicating a notable effect of 
awareness on the level of implementation and the co-efficient is highly significant at 1% level showing as strong relationship 
between the variables.

Here the coefficient of X2 is 0.228 represents the real effect of issues in adoption of new frame work  on the implementation 
of transfer pricing frame work among the Indian companies in the sample by holding all other variables as constant. The 
estimated positive sign implies that such effect is positive that the issues in adoption of new frame work on the concept 
and implementation would help to improve by 0.228 for every unit decrease in issues in adoption of new frame work and 
this coefficient value is highly significant at 1% level with the observed p value of 0.001 in the analysis of the study. Here, 
statistically, it is proved that, issues in adoption of new frame work has highly significant relationship in the implementation 
of transfer pricing policy frame work among the Indian companies in the sample. Hence, it is confirmed with the statistical 
values (co-efficient) in the study by indicating a notable effect of issues in adoption of new frame work on the level of 
implementation and the co-efficient is highly significant at 1% level showing as strong relationship between the variables.

Here the coefficient of X3 is 0.226 represents the considerable effect of Internal issues in adoption of new frame work  on 
the implementation of transfer pricing frame work among the Indian companies in the sample by holding all other variables as 
constant. The estimated positive sign implies that such effect is positive that the internal issues in adoption of new frame work 
on the concept and implementation would help to improve by 0.228 for every unit decrease in internal issues in adoption of 
new frame work and this coefficient value is highly significant at 1% level with the observed p value of 0.001 in the analysis of 
the study. Here, statistically, it is proved that, internal issues in adoption of new frame work has highly significant relationship 
in the implementation of transfer pricing policy frame work among the Indian companies in the sample.

Here the coefficient of X4 is 0.333 represents the predominant effect of Issues with policy frame work in adoption of new 
frame work  on the implementation of transfer pricing frame work among the Indian companies in the sample by holding all 
other variables as constant. The estimated positive sign implies that such effect is positive that the Issues with policy frame 
work on the concept and implementation would help to improve by 0.333 for every unit decrease in Issues with policy frame 
work and this coefficient value is highly significant at 1% level with the observed p value of 0.001 in the analysis of the study. 

Here the coefficient of X5 is 0.190 represents the moderate effect of Operational issues in adoption of new frame 
work  on the implementation of transfer pricing frame work among the Indian companies in the sample by holding all 
other variables as constant. The estimated positive sign implies that such effect is positive that the Operational issues in 
adoption of new frame work on the concept and implementation would help to improve by 0.190 for every unit decrease 
in Operational issues in adoption of new frame work and this coefficient value is highly significant at 1% level with the 
observed p value of 0.001 in the analysis of the study. Here, statistically, it is proved that, Operational issues in adoption 
of new frame work has highly significant relationship in the implementation of transfer pricing policy frame work among 
the Indian companies in the sample. 

II. FACTOR AFFECTING PROFIT PLANNING IN THE TRANSFER PRICE TAX REGIME

In this study, the dependent variable is profit planning and Independent variables are Awareness (X1), issues in adoption 
(X2), Issues in implementation (X3) Issues with policy frame work (X4), Operational issues (X5) and analysis are discussed as 
follows: 



1204
Copyright ©2020 Authors

Proceedings

Table ANOVAa

Model Sum of Squares df Mean Square F value P value

1
Regression 10.278 5 2.056 3.231 .004b
Residual 430.776 677 .636
Total 441.054 682

The multiple correlation coefficient is 0.353 measures the degree of relationship between the actual values and the 
predicted values of the impact of Awareness (X1), issues in adoption (X2), Issues in implementation (X3) Issues with policy 
frame work (X4), Operational issues (X5)  as independent variables on the profit planning in the transfer price tax regime 
among the Indian companies. Because the predicted values are obtained as a linear combination of Independent variables are 
Awareness (X1), issues in adoption (X2), Issues in implementation (X3) Issues with policy frame work (X4), Operational issues 
(X5) and  the coefficient value of 0.353 indicates that the relationship between adjustment and the independent variables is 
quite high and positive.

Coefficientsa
Model Unstandardized 

Coefficients
Standardized 
Coefficients

T value P value

B Std. Error Beta

1

(Constant) 2.947 .160 18.439 .000
Awareness (X1)-Internal -.006 .005 -.038 -.820 .412
Issues in adoption (X2) -Internal -.002 .007 -.019 -.320 .749
Internal Issues in implementation (X3)-Internal .002 .006 .015 .261 .794
Issues with policy frame work (X4)-External -.012 .006 -.116 -1.894 .059
Operational issues (X5)-Internal -.001 .006 -.013 -.239 .811

The value of R square is 0.223 simply means that about 22.3% of the variation in adjustment is explained by the 
estimated SRP that uses Awareness (X1), issues in adoption (X2), Issues in implementation (X3) Issues with policy frame work 
(X4), Operational issues (X5)  as independent variables and R square value is significant at 1 % level.

By observing the co-efficient values of the variables used, it is found that, internal issues in implementation alone shows 
the positive relationship and all other shows the negative and insignificant level. Hence, it is inferred that, internal issue sin 
implementation has positive relationship with the profit planning in the transfer pricing tax regime among the sample and the 
detailed analysis are as follows.

Here the coefficient of X3 is 0.002 represents the nominal effect of internal issues in transfer pricing on the profit planning 
in the sample by holding all other variables as constant. The estimated positive sign implies that such effect is positive that the 
profit planning would increase by 0.002 for every unit decrease in internal issues in implementation and this coefficient value 
is accepted at 5% level with the observed p value of 0.794 in the analysis of the study. Here, statistically, it is proved that, 
internal issues have no relationship in the profit planning in the sample. It may be due to the digital and online mechanism and 
mostly done by the consultants from outside the company. A very few Indian companies in the sample prepare profit planning 
and administer in practice.

Awareness (X1), issues in adoption (X2), Issues in implementation (X3) Issues with policy frame work (X4), Operational 
issues (X5)  

Here the coefficient of awareness X1 is -0.004, Issues in adoption X2= -0.002, issues related to policy frame work X4= 
-0.012 and Operational X5=- 0.001, represents the nominal effect of Awareness (X1), issues in adoption (X2), Issues in 
implementation (X3) Issues with policy frame work (X4), Operational issues (X5)   on the profit planning of companies in the 
sample by holding all other variables as constant. The estimated negative sign implies that such effect is negative that the 
profit planning of firms would adversely affect by -0.004 for every unit decrease in awareness -0.002 for every unit decrease 
in issues in adoption, -0.012 for every unit decrease in issues related to policy frame work, -0.001 for every unit decrease in 
operational issues and this coefficient value is not significant at 5% level with the observed p value of greater than 0.05 in the 
data analysis of the study and shown in the above table. Hence, it is inferred that, Awareness (X1), issues in adoption (X2), 
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Issues in implementation (X3) Issues with policy frame work (X4), Operational issues (X5)  variables has nominal impact on 
the profit planning of the firms in the sample. 

III  IMPACT OF REGULATORY SERVICE QUALITY ON THE IMPLEMENTATION OF TRANSFER PRICE 
MECHANISM AMONG THE COMPANIES IN THE SAMPLE

In this study, the dependent variable is Regulatory service quality on the implementation of transfer price mechanism and 
Independent variables are Tangibility (X1), Responsiveness (X2), Assurance (X3) Empathy (X4) and Reliability (X5) and 
analysis are discussed as follows: 

Table ANOVAa

Model Sum of Squares df Mean Square Fvalue P value

1
Regression 23.531 5 4.706 9.157 .000**b
Residual 766.498 677 1.132
Total 790.029 682

The multiple correlation coefficient is 0.573 measures the degree of relationship between the actual values and the 
predicted values of the impact of regulatory service quality in terms of Tangibility (X1), Responsiveness (X2), Assurance 
(X3) Empathy (X4) and Reliability (X5)  as independent variables on the implementation of transfer price mechanism among 
the companies in the sample. Because the predicted values are obtained as a linear combination of Independent variables are 
Tangibility (X1), Responsiveness (X2), Assurance (X3) Empathy (X4) and Reliability (X5)  as independent variables and  the 
coefficient value of 0.573 indicates that the relationship between adjustment and the independent variables is quite high and 
positive.

Table Coefficientsa

Model Unstandardized Coefficients Standardized Coefficients T value P value
B Std. Error Beta

1

(Constant) 2.669 .211 12.671 .000
Tangibility -.004 .010 -.021 -.420 .674
Responsiveness -.025 .007 -.169 -3.547 0.001**
Assurance .000 .013 -.002 -.032 .974
Empathy -.004 .014 -.016 -.300 .764
Reliability .008 .011 .039 .738 .461

The value of R square is 0.030 simply means that about 3.0% of the variation in adjustment is explained by the estimated 
SRP that uses regulatory service quality in terms of  Tangibility (X1), Responsiveness (X2), Assurance (X3) Empathy (X4) and 
Reliability (X5)  as independent variables and R square value is highly significant at 1 % level.

Here the coefficient of Reliability X5 is 0.006 represents the nominal effect of reliability on the implementation of transfer 
price mechanism by holding all other variables as constant. The estimated positive sign implies that such effect is positive 
that the implementation of transfer price mechanism would increase by 0.006 for every unit increase in reliability and this 
coefficient value is accepted at 5% level with the observed p value of 0.461 in the analysis of the study. Here, statistically, 
it is proved that, reliability has no significant relationship in the implementation of transfer price mechanism in the sample. 

Here the coefficient of assurance X3 is 0.000 represents the null effect of assurance on the implementation of transfer price 
mechanism in the sample by holding all other variables as constant. The estimated null value implies that such effect is null on 
the implementation of transfer price mechanism and this coefficient value is accepted at 5% level with the observed p value 
of 0.974 in the analysis of the study. Here, statistically, it is proved that, assurance has no relationship in the implementation 
of transfer price mechanism in the sample.

Here the coefficient of Tangibility X1 is -0.004 and p=0.674, Responsiveness X2= -0.025 and p=0.001, Empathy X4= -0.004 
and p=764 respectively represents the nominal negative effect of tangibility, responsiveness and empathy on implementation 
of transfer price mechanism among the sample respondents  by holding all other variables as constant. The estimated negative 
sign implies that such effect is negative that the implementation of transfer price mechanism would adversely affect by 
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-0.004 for every unit decrease in tangibility, -0.025 for every unit decrease in responsiveness, -0.004 for every unit decrease 
in empathy, and this coefficient values is not significant at 5% level for tangibility and empathy. On the other hand, the co-
efficient value of responsiveness is highly significant at 1% level of significance indicating the strong level if influence of 
responsiveness on the implementation of transfer price mechanism among the sample companies.

IMPACT OF REGULATORY SERVICE QUALITY ON THE PROFIT PLANNING IN THE TRANSFER PRICE TAX 
REGIME AMONG THE COMPANIES IN THE SAMPLE

In this study, the dependent variable is profit planning in the transfer price tax regime among the companies in the sample 
and Independent variables are Tangibility (X1), Responsiveness (X2), Assurance(X3) Empathy (X4) and Reliability (X5) and 
analysis are discussed as follows: 

ANOVAa

Model Sum of Squares df Mean Square Fvalue P value

1
Regression 11.563 5 2.313 3.645 .009b

Residual 429.492 677 .634
Total 441.054 682

The multiple correlation coefficient is 0.162 measures the degree of relationship between the actual values and the 
predicted values of the impact of regulatory service quality in terms of Tangibility (X1), Responsiveness (X2), Assurance (X3) 
Empathy (X4) and Reliability (X5)  as independent variables on the profit planning in the transfer price tax regime among 
the companies in the sample. Because the predicted values are obtained as a linear combination of Independent variables are 
regulatory service quality in terms of Tangibility (X1), Responsiveness (X2), Assurance (X3) Empathy (X4) and Reliability 
(X5)  as independent variables and  the coefficient value of 0.162 indicates that the relationship between adjustment and the 
independent variables is quite average and positive.

Coefficientsa

Model Unstandardized Coefficients Standardized 
Coefficients

t- value p value

B Std. Error Beta

1

(Constant) 2.931 .158 18.592 0.000
Tangibility -.018 .007 -.122 -2.438 .015*
Responsiveness -.006 .005 -.052 -1.086 0.278
Assurance .010 .010 .059 1.083 0.279
Empathy -.013 .011 -.065 -1.204 0.229
Reliability .002 .008 .010 .193 0.847

The value of R square is 0.116 simply means that about 11.6% of the variation in adjustment is explained by the 
estimated SRP that uses regulatory service quality in terms of Tangibility (X1), Responsiveness (X2), Assurance (X3) Empathy 
(X4) and Reliability (X5)  as independent variables and R square value is significant at 1 % level.

Here the coefficient of Assurance X3=0.010 and Reliability X5 is 0.002 represents the nominal effect of assurance and 
reliability on profit planning in the transfer price tax regime among the companies in the sample by holding all other variables 
as constant. The estimated positive sign implies that such effect is positive that the profit planning in the transfer price tax 
regime among the companies in the sample would increase by 0.010 and 0.002 for every unit increase in assurance and 
reliability and the coefficient values are accepted at 5% level with the observed p value of 0.279 for assurance and 0.847 
for reliability in the analysis of the study. Here, statistically, it is proved that, assurance and reliability has no significant 
relationship in the profit planning in the transfer price tax regime among the companies in the sample. 

Here the coefficient of Tangibility X1 is -0.018 and p=0.015, Responsiveness X2= -0.006 and p=0.278, Empathy X4= 
-0.013 and p=229 respectively represents the considerable negative effect of tangibility, responsiveness and empathy on profit 
planning in the transfer price tax regime among the companies in the sample respondents by holding all other variables as 
constant. The estimated negative sign implies that such effect is negative that profit planning in the transfer price tax regime 
among the companies in the sample affect by -0.018 for every unit decrease in tangibility, -0.006 for every unit decrease 
in responsiveness, -0.013 for every unit decrease in empathy, and this coefficient values is not significant at 5% level for 
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assurance and empathy. On the other hand, the co-efficient value of tangibility is significant at 1% level of significance 
indicating the moderate level if influence of tangibility on profit planning in the transfer price tax regime among the companies 
in the sample..

1.5 FINDINGS OF THE STUDY

1.  The study reveals that, policy frame work, awareness, internal issues in adoption, internal issues in the implementation 
and operating issues at work are the factors influencing the Transfer price mechanism of tax regime among the Indian 
companies in the order of priority.

2.  It is inferred that, Awareness (X1), issues in adoption (X2), Issues in implementation (X3) Issues with policy frame 
work (X4), Operational issues (X5)  has limited scope and nominal effect  in profit planning in the transfer price tax 
regime among the companies in the sample.

3.  The role of regulatory service quality in terms of tangibility, responsiveness and empathy has a negative relationship 
with the implementation of transfer price mechanism among the sample firms and assurance has null effect and 
reliability has a nominal and positive effect in the sample. Hence, regulatory service quality has nominal effect on the 
implementation of transfer price mechanism among the firms.

4.  It is noted from the analysis that, the role of regulatory service quality in terms of assurance and reliability is found 
as low and positive on the profit planning of the firms in the transfer price mechanism of tax regime. On the other 
hand, a negative relationship is observed between the tangibility, empathy and responsiveness and the profit planning 
of the firms in the sample.

1.6 SUGGESTIONS AND RECOMMENDATIONS

1.  Policy frame work issues from the regulatory authorities, beaurocratism, lack of approachability and co-operation 
leads to issues in then adoption and implementation of transfer pricing mechanism of taxation among the Indian 
companies. 

2.  After 2013 companies act amendment, frequent changes in the accounting and tax regime increases the costs and 
reduce the consistency in the statutory requirements of the regulatory. 

3.  This traditional companies and family based businesses are finding it to upgrade themselves with the dynamic 
changes in tax regime. Another difficulty is increase in costs and decrease in the business volume simultaneously 
leads to business failures and insolvency of the firms. 

4.  The regulatory changes should, be made in a phased manner and relaxations should, be considerable for MSMEs 
and family based businesses. The regulatory frame work of taxes should not be common to MNCs and Domestic 
MSMEs in the implementation. These measures can help in improving the adoption and implementation of transfer 
price mechanism among the Indian companies in an effective way.

5.  The regulatory service quality needs to be improved with positive approach in terms of tangibility, responsiveness, 
assurance, empathy and reliability towards the clients and approachability improves the adoptability and 
implementation in a traditional economy like India 

1.7 SUMMARY AND CONCLUSION

Transfer pricing is a new tax regime policy to Indian companies and the adoption and implementation will take. The voluntary 
adaptation system could have been the best option than the compulsory insisting. The tax payment should be voluntary and 
firms should be applauded for the remittances and encourage the compliance with recognition and rewards. The tax audits 
should be done by independent auditors instead of tax rides and tax authorities. The moral responsibility of paying taxes 
should be kept with the board of directors. No tax regulatory should enter into the business premises and all these should be 
digitalized and system audit reports should be the base for tax compliances. These can help in better level of adoption and 
implementation. The flexibility should be ensured at all points of time for better compliance.



1208
Copyright ©2020 Authors

Proceedings

REFERENCES

[1]  Alain,C. &Holmes, D.(2010), Determining the Place of Taxation of transactions under VAT/GST, can Transfer 
Pricing Principles help. International IBFD unpublished articles.

[2] Amable,E. (2012). Transfer pricing a rule worthy scrutiny. MBA research project, University of Nairobi.

[3]  Bailey & Benjamin(2000) “Communicative Behavior and Conflict between African- American Customers and Immigrant 
Korean Retailers in Los Angeles.” Discourse and Society 11(1):86-108.

[4]  Christensen, J., & Murphy, R.(2004),The Social Irresponsibility of Corporate Tax Avoidance: Taking CSR to the bottom line, 
Development (section47(3) 2004, 37-44.

[5] Kaeser, C. &Storck, Alfred (2012).Tax planning in Multinational companies.International tax.

[6]  Needham, C. (2013) Corporate tax avoidance by Multinational firms, Library of the European Parliament Briefing. Online 
ww.europarl.europa.eu/.../LDM_BRI (2013)130574_REV1_EN.pdfaccessed on 25 April 2014.

[7]  Sikka, P., Haslam, C., Kyriacou, O. and Aggrizzi, D., Professionalizing Claims and the State of Professional Education, 
Accounting Education: An International Journal, 16(1) 2007, 3-21.

[8] Tang, R.Y.W. (1993) Transfer Pricing in the 1990’s: Tax and Management Perspectives. Quorum Books: Westport.



1209
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

THE FEASIBILITY AND USAGE OF E- WALLETS AMONG 
THE CONSUMERS IN KANCHIPURAM DISTRICT

Mrs. T. Muthukalyani, 
Assistant Professor and Research scholar 

Department of Commerce, College of Science and Humanities, SRMIST   

Dr. A. Irinsutha
Assistant Professor

Department of Corporate Secretaryship and Accounting and Finance,
College of Science and Humanities,SRMIST

ABSTRACT

In today-world, smartphone has become important part of everyday life. As it has become more affordable, the number 
of smartphone users has increased dramatically. The quantity of smartphone consumers surpassed 2.5 billion in 2018-19 
and predictably it will reach 4 billion in 2019-20. Along with smartphone production, plenty of services have been created 
to utilize the possible functions of smartphones. Not only smartphones are used as communication devices, but also to be 
used as socialized tool, entertainment tool, internet access tool, and even payment tool. Thanks to technology, it will more 
helpful to the customer in the pandemic (COVID-19)  mobile users can in this situation use their smartphones to make money 
transaction or payment by using applications installed in the phone. Besides payment, people can also store receipts, coupons, 
business cards, bills…in their smartphones. When smartphones can function as leather wallets, it is called “Digital Wallet” or 
widely known as “Mobile Wallet” or E-wallet. Motivation of the research came from various factors. First of all, the mobile 
wallet is a recent term. In other words, it is a “trendy” topic that has been discussed in technical forums and financial websites 
in several years lately. One can see the word “E- Wallet” multiple times from the internet, yet he does not know what mobile 
wallet is. Therefore, the research is made due to personal curiosity to gain practical knowledge about E- wallet during the 
research process in order to understand how consumers perceive this new technological service and to measure the level of 
satisfactions of customers in kanchipuram district.

Keywords: e-wallet, Customer, Kanchipuram, Satisfaction 

INTRODUCTION 

This study considers the importance of the e-wallet in the day to day life of the users of the interface in the current pandemic 
situation. E-wallet saves a lot of time in transferring the fund from one account to another. With e-wallet who all has a e-wallet 
application will be able to transfer fund to and from directly from their bank account instantly. It makes the concept of digital 
banking more meaningful as time saving is one of the main aspects of digital banking. E-wallet is one of the most complex 
and sophisticated payment infrastructures in the world. It uses VPA address similar to email address for the transfer, this VPA 
is unique and no fake id can be created. This makes UPI secure and reliable. This property of UPI makes it preferable by the 
users. Another main importance of the UPI is that the government is providing many incentives and also backs the entire 
system. The government is supporting UPI a lot. It has reduced some taxes and announced incentives for digital payments 
especially UPI based payments and fund transfers. It has launched Lucky Grahak Yojana for customers and Digi Dhan Vyapar 
Yojana for shopkeepers. You can get cash prizes up to 1 crore if you pay digitally. Due to these incentives and waivers, more 
people are showing interest in digital payments

STATEMENT OF THE PROBLEM

Internet banking is an emerging concept nowadays and almost all the banks have started using the facility of internet banking. 
In this fast-moving world, people do not have time to stay in the long queue of banks and ATM’s. In this regard the government 
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of India, various financial institutions and other tech people with great ideas introduced various mobile applications and 
various interfaces for money transfer and payments. While using these mobile applications peoples/users faces problems 
like security issues, and un-availability of these payment systems in small vendor shops etc. e-wallet is a widely used term 
nowadays still; e-wallet is not much familiar between the users as they are only familiar with the application that uses the 
e-wallet interface. After the introduction of UPI many applications that used digital wallets also use e-wallet as a mode of 
transfer of money hence the users might get confused with same. Hence this study has been made to carry on the paper entitled 
“The Feasibility and usage of E- Wallets among the Consumers in Kanchipuram District”.

REVIEW OF LITERATURE 

Arpita Pandey and Mr. Arjun Singh Rathore (2018) in their study regarding the “Impact and Importance of Digital Payment in 
India”, Digital payment helps India in every sector by providing security and safety in relation to cash and also by advancing 
the lifestyle by adoption of latest technologies for globalization and modernization of our country which leads to the 
development. All the steps and policies creation by government of India helps Indian society to get knowledge and awareness.

Mishra (2017), in her study found that Government is decided to set digital targets for banks and payment firms. The 
government has taken a holistic approach to digital banking, looking at ways to incentivize train merchants and customers 
who use digital platforms, food and civil supply with the five lakh ration shops. Government is also planning to educate people 
well about digital payments. The process of demonetization was not properly planned. Planning for making India truly digital 
has begun only post demonetization.

Bhakta (2017), noted that digital payments grew 57% year-on-year in the last fiscal with mobile wallets more than 
doubling and card payments rising 44%, helped by a strong government push particularly after the demonetisation. He had 
also reported Aadhaar-enabled payment systems and the government-backed, Unified Payments Interface (UPI), have crossed 
transaction of 8.8 billion. In his article he has also covered details found in interview with AP Hota, MD, NPCI. He reported 
that hope in increasing in UPI as use of RuPay card is increasing will help to achieve target of 25 billion transactions. 1 lakh 
BharatQR codes that have been distributed across merchant outlets this year and they have plan to do another additional 
93,000 the coming year. RuPay cards had 195 million transactions at PoS terminals and around 87.5 million transactions for 
online transactions.

Niketan Shet and Dr. Vijayalakshmi Nambiar (2017), in their study has concluded that, IMPS is getting popularised 
amongst Indians. However, some customers are reluctant to use IMPS facility due to various reasons. Some Customers are not 
using IMPS as they think that there is high amount of risk is involved in it. IMPS can be accessed through Internet banking, 
Mobile Banking Application or ATM for that knowledge of computer is essential. Most of the users of IMPS are from literate 
class. Every bank is having different structure of IMPS. IMPS facility of Public Sector Bank’s is good as compared to other 
banks. For using IMPS, it is essential to have MMID, which creates problems for the customers.

OBJECTIVES OF THE STUDY

 ● To examine the customers perception on various E-Wallet services in Kanchipuram district.
 ● To find out the extent of satisfaction on various services offered by the E-wallets in Kanchipuram District.

RESEARCH METHODOLOGY 

Sample size determination is the act of choosing the number of observations or replicates to include in a statistical sample. 
The sample size is an important feature of any empirical study in which the goal is to make inferences about a population from 
a sample. In practice, the sample size used in a study is determined based on the expense of data collection, and the need to 
have sufficient statistical power. In complicated studies there may be several different sample sizes involved in the study: for 
example, in a stratified survey there would be different sample sizes for each stratum. In a census, data are collected on the 
entire  population,  hence  the  sample  size  is  equal  to  the  population  size.  In experimental design, where a study may be 
divided into different treatment groups, this may be different sample sizes for each group.

This study is using a convenience sampling technique to identify to choose the sample size because the study is conducted 
in kanchipuram district. The sample size for this study is 350, as the number of respondents is restricted to the limited number.



1211
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

ANALYSIS AND DISCUSSION 

E-WALLET AND EDUCATIONAL QUALIFICATION - ANOVA

Ho: There is no association between usage of E-Wallet and educational qualification of the respondent in the study area.

H1: There is association between usage of E-Wallet and educational qualification of the customers in kanchipuram town.

TABLE 1 USAGE OF E-WALLET AND EDUCATIONAL QUALIFICATION - ANOVA

Sum of squares d.f Means squares F value Sig
Frequently Use Between groups 3.142 3 5.331 4.651 .001*

Within groups 1478.021 1336 2.110

Total 1481.163 1339

Benefits & Rewards Between groups 7.151 3 4.322 3.290 0.002*

Within groups 1192.233 1336

Total 1199.384 1339

Awareness Between groups 8.122 3 5.221 3.721 0.012*

Within groups 1425.77 1336

Total 1433.892 1339

Satisfaction Between groups 11.201 3 6.111 5.666 0.000*

Within groups 1562.333 1336

Total 1573.534 1339

 Source : primary data

Table 1elucidates that through the ANOVA, it was found that p value is less than 0.05 for frequently use (0.000*), 
Awareness (0.002), benefits and Rewards (0.012) and Satisfaction (0.000*). It shows that there is significant difference 
between educational qualification and the reasons for the livelihood such as political, economic, social and cultural status. 

USAGE OF E-WALLET AND INCOME LEVEL - CHI SQUARE

Ho: There is no significant between the e-wallet vs upi of customers and income 
H1: There is significant between the e-wallet vs upi of customers and income

TABLE: 2 CHI SQUARE TEST: E-WALLET AND INCOME LEVEL

Pearsons chi squire Value Df P value 
79.111 14 0.004*

 Source: Primary data 

The table 2 portraits that the P value is less than 0.05, which shows that there is significant association between usage of 
E-wallet vs UPI and level of income in study area of kanchipuram district. Nearly 75 percentage of the respondents having 
income is notable one, hence there are using ATM withdraw cash.  

PROBLEMS FACED BY THE CUSTOMERS - MULTIPLE REGRESSION

Digital payments have now grown due to pandemic of covid-19 such dimensions and importance that it has become the 
popular in the world and every one of them using digital payment system. The digital payment is the one of the important 
tool to associate with the human life. This remarkable growth is not due to any particular phenomenon but only the result of 
evolutionary process. This upcoming mode of payment needs to focus on many dimensions such as promoting the mode of 
payment, developing newness in the techniques and improving the transaction. But still the customers faced many challenges 
and issues the digital payment, such as Lack of proper infrastructure, Network, Service levels, Lack of adequate awareness 
and promotion, Taxation, Security, Regulatory issues and so on.
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TABLE 3 PROBLEMS FACED BY THE CUSTOMERS - MULTIPLE REGRESSION 

1 Dependent variable Problems faced by customers     

2 Independent variables Mobile Network issue  (X1)

Lack of awareness (X2)

Poor banking server facilities  (X3)

Security issue  (X4)

3 Method Enter method

4 Multiple R 0.911

5 R square value 0.789

6 Adjusted R square value 0.866

7 F value 4.094

8 P value <0.003*

 Source: Primary Data.

Table 3 shows that problems faced by the customers, It shows regression and f value. 

TABLE 4 PROBLEMS FACED BY THE CUSTOMERS - MULTIPLE REGRESSION 

Variables Un-standardized 
Co efficient (ß)

Standard 
Error (ß)

Standardized 
Co- efficient (ß) T Value P Value

(Constant) 0.887 .950 .934 .352

X1 0.070 .028 -.227 2.504 0.010**

X2 0.151 .062 .269 3.436 0.011**

X3 0.385 .132 .276 3.911 0.002**

X4 0.142 .079 -.171 2.792 0.005**

X5 0.565 .232 .176 1.731 0.002**
   Source: Primary Data.

Table 4 elucidates that there are five independent variables and one dependent variable rotated in multiple regression 
analysis. The problems faced by the customers are many. From the table 3 the F value 4.094 is found to be significant at one 
percent level. Hence the null hypothesis is rejected and the values that are estimated are not a mere theoretical construct. So 
there is a significance of problem faced by the customer while using the e-wallet.  

CUSTOMER OPINION AND ROLE OF GOVERNEMENT TO CREATE AWARENESS – SEM MODEL
The SEM is a general statistical technique. This is used to analyze the relationship between the variables which have been 
constructed in the questionnaire. The feature of SEM is to assess the relationship among more number of independent and 
dependent variables. 

The objective of the SEM is to test the Goodness of fit based on the Goodness of fit Index (GFI). The GFI measures 
the relative amount of variance and covariance in the simple covariance matrix that is jointly explained by the population 
covariance matrix. The GFI values range from 0 – 1, with values close to 1 being indicative of good fit. 
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FIGURE 1 CUSTOMER OPINION AND ROLE OF GOVT TO CREATE AWARENESS – SEM MODEL

TABLE 5 YOUTH OPINION AND ROLE OF MEDIA TO CREATE AWARENESS – SEM MODEL

Variables Values Significance Result
Chi square 0.017

The model is highly fit to the analysis 
for this study.

P – Value 0.003 >0.05 is model fit
GFI 0.977

> 90% model shows the goodness of analysis
AGFI 1.000
CFA 0.952
RMR 0.032 Error may be <0.10 is > 10 %
RMSEA 0.806

 Source: Primary Data.

Table 5 shows the opinion of customer awareness of e-walled usage in digital era is constructed as variables for the SEM. 
The Chi-square value 0.017 is significant at 5 per cent level, which shows that the model which is constructed is fit; normally 
if the model has to be fit the P value should be less than 5 percent. The Goodness of Fit Index (GFI) 0.977 per cent indicates 
that the model is good for analysis.

The Confirmatory Factor Analysis (CFA) 0.952 indicates that the model is highly fit and shows goodness. The Root Mean 
Square of Residual (RMR) 0.032 shows that error value is smaller which less than 10 per cent is and Root Mean Square Error 
of Approximation (RMSEA) 0.806 indicates that it lie between the confidence interval of less than 0.06 to 0.08. 

The study is conducted in the area of banking. The customers need more awareness about the new schemes. In the digital 
and pandemic (COVID-19) era banking have many options to transfer fund and to do payments and other important things, 
some of the same are IMPS, NEFT, Phone Banking and e-wallets. So customer required more awareness to use this kind of 
application. Hence government should create the opportunities to use frequently e-wallet. 

RECOMMENDATIONS 

 ● Reduce the server issues and application issues may help to increase the users of UPI.

 ● Conducting awareness programs also helps to increase the customers.

 ● Reward should be improved then the people may suggest and recommend to others.

 ● UPI should come up with attracting offers like cash backs on bookings and other payments.

 ● Usage of UPI is less in women; it can be increased by conducting awareness programs in women’s colleges.

 ●  Most of the people are not aware about UPI. So, the UPI should create awareness among the people through 
advertisements and awareness programs.

 ●  UPI should be able to use in e-commerce sites like Amazon and Flipkart. As this feature is introduced recently this 
is not aware among the students.

 ● UPI should concentrate on new methods that can help the illiterates understand about using UPI.

 ● Internet connections should be made stronger in many areas.
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 ● Awareness campaign towards digital literacy should be made as many people gets cheated in some or the other way.

 ●  The foremost and main issues faced by many users are server related issues that is sudden stopping of the applications, 
and transaction failure.

 ●  Another issue is that the user does not feel safe using UPI as they doubt their personal details are not safe since it is a 
bank to bank transaction application. And, they feel unsafe while transferring the money. So, we will have to provide 
them an awareness campaign about its safety.

 ●  Another suggestion received from the respondents are that the reward system should be improved. This will increase 
the usage of UPI as the users will suggest it among their friends and families and also they will increase the transaction 
via the UPI interface.

CONCLUSION

From the above study we can conclude that the e-wallet will make way to digital transaction in a very large scale. Fresh 
minds of India that is the customer are using e-wallet for their daily transactions so gradually every individual will start 
adopting this soon and also in pandemic situation every individual ready to adopt to use e-wallet . With proper awareness and 
proper education even the use of e-wallet will increase in among the females too. Another way to increase the customer base 
is through providing a more reward system. The server related issues should be fixed with immediate effect or else e-wallet 
might lose its potential users and this will regard in the downfall of the interface. From this we can conclude that e-wallet is 
feasible to use the customers. 
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ABSTRACT

Division amongst people dates its presence back to the time from when civilisation began. Class division amongst people 
emerged strongly from when industrialisation began. There existed a difference between people who owned means of 
production and the people who have nothing except labour to sell and earn money. The people who sell their labour for 
wages are the working class. This research aims to identify and analyse the depiction of working class in Tamil films 
using semiotic analysis. The semiotic analysis reads the signs using conventional and emotional reading to understand 
the meanings conveyed through them. The film “Merku Thodarchi Malai” (Western Ghats) is analysed to understand 
the depiction of working class. The film aims to portray the lives of working class with the protagonist belonging to 
the working class. Analysing the film to understand the lives of working class helps in having an understanding of the 
economic structure people belong to and how it functions. 

Keywords: Classism, Marks, Semiotics, Class and Films, Merku Thodarchi Malai

1.1 INTRODUCTION 

Division amongst people in the society dates its presence back to the times when civilisation began. With the advent 
of industrialisation, class division amongst people become stronger. One class emerged to be powerful than the other 
in this class division. Karl Marx identifies two major classes in the modern society; bourgeoisie and the proletariat. 
The role played by the individuals in the process of production determines which class he belongs to. The individuals 
who own the factors of production are the bourgeoisie and the individuals who can only lend their labour to earn are 
the proletariat. 

The conflict theory by Marx believes that these workers are suppressed by the ones who own the means of production 
which are the resources. Since the workers do not have resources they are not as powerful as the ones who own it. The workers 
maximize their efforts to earn. There is always a conflict which is a fight for power amongst the classes in the society as one 
class emerges with more power since they hold resources which are the means of production. 

These people are aware of the common objectives of their class, acknowledge interest of the class and work 
towards achieving the common goal for the class on the whole. Class consciousness helps the people to stay aware of 
the economic system in which they are operating and their role in the system. But Marx identifies a false consciousness 
that develops amongst people. This prevents people from identifying the inequality in the society. Individuals fail to 
recognise their collective interests and do not work towards the upliftment of the class but focus on the individual’s 
interests. 

The depiction of the classes in cinema gives the audience an opportunity to understand the lives of people who 
belong to classes in the economic system. This study aims to identify the areas where working class are depicted in 
films. These depictions throw light on the understanding audience have about the working class. The beliefs, lifestyle, 
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aims, struggles, circumstances and situations of working class shape them into people they are who play a major role 
in the society. Understanding their lifestyle gives audience the space to fathom the economic system which they are a 
part of. 

1.2 OBJECTIVE OF THE STUDY
 ● To study the depiction of working class in Tamil cinema

2.1 REVIEW OF LITERATURE

2.1.1 Class and Society 
Class division has been persistent at every point of time in the society states (Santos, 1970) in his work. The concept of class is 
studied by (Santos, 1970) in 4 levels of abstraction. They are First level: Mode of production, Second level: Social Structure, 
Third level: Social Situation and Fourth level: Cycle

2.1.2 Working Class
The models used to conceptualise class structure has been put forth by (Lockwood, 1966) as 2 broad classifications; the 
model based on the concepts of ‘power’, ‘conflict’, ‘dichotomous’ and the models based on ‘prestige’, ‘status’, ‘hierarchy’. 
In (Lockwood, 1966)’s work, he has divided workers into three types and brought out the differences amongst the three types 
of workers with the help of existing researches. 

2.1.3 Portrayal of class in world cinema
Life and cinema or literature is intertwined as one is a reflection of the other but is still peculiar from the other for its own 
reasons. But here (Angelina, 2013) contradicts how the poor does not virtually exist in media. If media is a reflection of reality 
then the poor must be visible but here we can observe that poor is accounted only for a mere figure. 

Often there is a misunderstanding between middle class and working class but (Mantsios, ND) in his work states that 
media does distinguish clearly between them. Media portrays the hardship, circumstances and the results of their own 
activities when it comes to working class. The work by (Khouri, 2007) speaks about the communism and portrayal of 
working class in the NFBC. In his book, initially he addresses how social class was portrayed in the early films. The work 
by (Ben-Ghiat, 2001) identifies how Italian working class are portrayed in 4 different scenarios which are all of historical 
importance. Italian films portray the burden of the working class in the films at the given circumstances and film directors 
explore the dynamics of power relations and social change. There is a crisis when it comes to the portrayal of working 
class states (Wayne, 2006). There have now been many changes in the composition of working class as workers, the place 
that is shown where they work and the challenges they face which in turn has led to the disappearance of working class in 
the British cinema screens. 

2.1.4 Portrayal of class in Indian cinema
Indian cinema is a form of escapist fantasies and not an exact reflection says (Dwyer, 2006). But Tamil cinema has taken the 
credit of showing the differences between the privileged and the unprivileged because in reality this is what film viewers 
come across and it has to be depicted in cinema states (Rangan, 2015). Though caste and class result in a codification, they 
are inevitable when it comes to portrayal in cinema as it has its own importance and role to play. 

3.1 THEORETICAL FRAMEWORK

The framework for the study is the conflict theory proposed by Engels and Marx. The theory argues that there is an existing 
conflict in between social classes that creates social interaction. One can precisely conceive this as class struggle since this 
conflict arises due to limited resources and the competition for the resources which each class in the society struggles for. The 



1217
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

conflict begins when the ones who own the resources hold it by all means which in turn suppresses the ones who don’t have 
the resources. 

3.2 CONCEPTUAL FRAMEWORK

The framework for the study is semiotic analysis. Semiotics is the study of signs. The word semiotics is derived from the 
Greek word semesion which means sign. The pioneers in the theory of semiotics are Ferdinand de Saussure and Charles 
Sanders Peirce. A sign is anything that significantly substitutes something else. Since semiotics is the study of signs and here 
the theory of film is described as a system of signs, the signs in the film can be analyzed. A film’s specificity can be analyzed 
while studying the film with a semiotic perspective. Every sign gives an additional meaning that is beyond what is deliberately 
said. 

3.2.1 Tool
The framework for the study is as used by Leon (2017), that reads the emotional and conventional aspect of a visual text. The 
emotional reading is divided into two types; aesthetic function and phatic function. The aesthetic function deals with emotive 
identity, composition and other technicalities in composition and framing. The phatic function predominantly reads the body 
language, characteristics and behavior.

The conventional reading is divided into five types; denotative function, connotative function, interpretative function, 
commanding function and subjective function. The denotative function consists of what is exactly said which is precisely 
what a sign denotes. The connotative function represents what it means what the sign tries to explain. The interpretative 
function leaves the message that has to be interpreted and made known through the sign. The commanding function 
conveys what is said though a form of statement, orders, requests, etc. The subjective function gives additional meaning 
that the sign tries to explain. The unintentional message the sign connotes is explained in the function.  

3.3 METHODOLOGY

The study is done using qualitative analysis. Qualitative research is that which collects and analyses non-numerical data. 
Qualitative research aims at identifying a text or social object that is suitable for analysis. Visual text can be analyzed in a film. 
In this study, a semiological analysis is used to interpret the meaning of the signs in a film. Semiotics is the study of signs. 
Any sign signifies a meaning that it wants to convey. Each of this sign can be interpreted with the meaning it signifies. The 
interpreted meaning gives specificity to the visual text analyzed. 

Non-probability sampling is the chosen for the study. The sampling technique is purposive sampling. One film is 
chosen as a sample to analyze the depiction of working class in Tamil cinema using semiotic analysis. The film chosen 
for the study as a sample to identify and analyze the depiction of working class is “Merku Thodarchi Malai” by Lenin 
Bharathi. 

This film has a plot where the protagonist of the film, Rengasamy is a part of the working class. He is a wage worker who 
tries to earn by carrying the cardamom load but aiming towards owning a land and producing his own produce. His attempts 
to own a piece of land has been a failure but after several struggles he buys a piece of land. But the ownership does not stay 
long and he has to give it away for the debts he has that goes above the value of the land. Yet again he goes back to being a 
watchman and continued his life as a worker.

3.3.2 MARKERS

Four markers are used to identify the depiction of working class in Tamil cinema in one film. The markers are as follows: 

 ● Ideology believed, Lifestyle, Produce, and Aiming ownership 
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4.1 DATA ANALYSIS AND INTERPRETATION

Figure 1: Communism Figure 2: Mobility

Figure 3: Produce Figure 4: Ownership
4.1.1 IDEOLOGY BELIEVED
Communism (Figure 1)
In the conventional aspect, this scene denotes a conversation between the protagonist, Rengasamy and his 
mate with a woman. The scene is placed outside the house and the wall of the house has 2 symbols painted on 
it. The symbol on the wall connotes the ideologies that the people in that region believe in. One symbol that 
is in focus as the scene begins is Communism and the text above it indicates that this symbol is considered 
as the symbol of their people. On the other end of the wall there is a symbol of the political party, Congress 
with no explanation but just the symbol. Towards the end of the scene, the symbol of Congress has also been 
focussed to show that some people in that region also believe their ideology. But the communism symbol is 
given more importance throughout the scene to indicate that the film from then on will deal with the life and 
struggle of people who believe in it. In the interpretative function, communism is strongly portrayed as the 
ideology of the people supported with text. The text above the symbol performs the commanding function as 
they emphasise on the idea that communism is their symbol. The subjective function is also supported where 
the text and the symbol bring into limelight the ideology that the people predominately believe. This can be 
identified with the amount of focus given to communism in contrast to Congress for which the attention is 
low and does not command to be their symbol. 

While emotionally reading the scene, and taking into account the aesthetic function, the colours are 
complimentary and there is a contrast between the red and green. There green is subtle and the emphasis is 
on the red colour and the attention that the red colour draws is important to highlight the communism symbol 
which is in the colour. In the phatic function, the body language of the people in the scene is enthusiastic as 
the scene denotes the good news being shared. This enthusiasm is also related to work that has happened 
since the conversation is about the same. 

The ideology believed by the people is vast and the ideology of communism comes along with several 
other important beliefs like union, protests, gatherings, etc. These markers were also analyzed where union 
represents the ideal area of dependence of the workers. Protests and gathering give workers power to voice 
out opinions. 
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4.1.2 LIFESTYLE

MOBILITY  (FIGURE 2)

In the conventional reading, the scene denotes Rengasamy going back to work after owning a land but unsuccessful in the 
attempt to own the land and make money out of it. He gets back to work as a watchman for the same land he once wanted to 
own. In the connotative function, this scene conveys how the worker who attempted to become an owner fails in the attempt 
and goes back to being a part of the working class. He wants to move from working status to being an owner to make money 
but he earns more debts and has to give the land for the debts caused. In the interpretative function, the scene depicts societal 
causes bringing down chances of mobility for a worker to move from his class. When a worker wants to move from his class 
he is unable due to several situations and circumstances that are caused by people who are owners or in an authoritative 
state. In the commanding function, a statement is made that however hard a worker tries, the mobility he wants to achieve by 
moving to a higher class is just a dream. However high he tries to climb, he is pulled down by the society and remains as a 
worker.  In the subjective dimension the impossibility of social mobility that is understood as possible by workers is proved 
not as he ends up as a worker after all efforts to be an owner. 

In the emotional reading, aesthetically the scene shows Rengasamy in the centre of the frame with highest importance and 
no other properties to take away attention. In the phatic function, the body language of Rengasamy depicts how he is focused 
towards his work and not diverted by the struggles that he has come across. He has complete commitment towards what he is 
doing and no struggles have brought down his motivation to perform work. 

A workers life is much beyond his aim to have mobility from his class. His life is focused towards work where any 
struggles like health, exploitation, injustice does not affect his dedication towards his work. His health is secondary and his 
focus is towards work. Exploitation is a part and parcel of a workers life but he withstands such situations. When situations 
go beyond control and exploitation becomes grave, a worker does not give questioning the injustice a second thought. 

4.1.3 Produce 

A. Produce giving power (Figure 3)
In the conventional reading the scene denotes Rengasamy buying cardamom to sell and make profit to buy a land that has been 
a long tern wish for him. He has given quite a huge sum of money to his owner to buy the cardamom. This scene connotes 
that the cardamom which is the produce is the only way to help a worker multiply the money he has. The produce he is buying 
for money has the power to give him more money from which he could own a land that he wished to own for a long time. In 
the interpretative function, money can be earned by owning produce but not carrying produce which the workers used to do 
for earning their wages. Ownership is the only way to multiply money, wage work can only earn money. In the commanding 
function the power the produce could give a worker is being portrayed. Even when he has money he would not buy a piece 
of land with the money but when he has produce, he can multiply the money and afford the land he wishes to own and 
therefore produce is proportionate to power. In the subjective function, Rengasamy shows his power he has bought by buying 
cardamom. He now has the power to multiply his money. 
In the emotional reading, aesthetically the shot conveys the power Rengasamy is bearing on his shoulder. The colour tone used is of 
a yellow tint and shade. Rengasamy’s family is placed in the foreground, cardamom sacks are placed in the background and focus 
is towards Rengasamy and the cardamom he owns. In the phatic function, Rengasamy’s family expecting the goodness to happen is 
being depicted with their body language looking towards him and expecting him. 

Produce giving a worker power is witnessed in two other instances where cardamom is of more value than a co-worker and 
protecting cardamom is of more importance. Another instance is when loss of the cardamom seems to appear as a loss of every 
means to live life. Since workers have no means to produce the product, they value the product more than anything and it equally 
means to gives them power in life. 
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4.1.4 AIMING OWNERSHIP

A. Ownership attempts (Figure 4)

In the conventional reading, the scene denotes the owner of a land handing the documents to Rengasamy. The scene connotes 
Rengasamy’s strive to own a piece of land. He wants the ownership of the land no matter how many struggles he faces and how 
many setbacks he has in owning in the land. Somehow ownership has to happen to give power to him. In the interpretative 
function Rengasamy projects his motivation to buy the land no matter how many ever setbacks he has had in owning the land. 
He has several failed attempts but that never set him back from buying a land. Ownership of the land is like the achievement 
he is working for and the power he wants to have. After all struggles he holds the ownership. In the commanding function, 
the power land gives is made stronger and stronger with every attempt the protagonist gives importance to land and the 
ownership. In the subjective function, the value of the land and the ownership status that Rengasamy has finally got after all 
struggles is showcased. He holds the document of the land which is the power he has held in his hand and mobility that the 
society has given him from being a worker to a owner of a small piece of land. 

In the emotional reading, the aesthetically the scene has a soft mood with more pink tones and the shot covers the handing 
of the document which is the subject of importance. In the phatic function, the body language of Rengasamy depicts the value 
he places for the land with his serious and respectful look he gives towards the document. 

The ownership attempts of the protagonist is witnessed in several instances where his only focus and aim is to own a piece 
of land. He constantly attempts to own a piece of land no matter how many ever setbacks fail him from being successful in 
the attempt. His future decisions such as entering a commitment, marriage are based on the ownership and this signifies the 
importance laid towards the ownership rather than living his own life. 

These markers predominantly represent life and lifestyle of workers that mould them into people they are and fit them 
into the economic system that all people are a part of. These markers throw light on the key factors that make people a part 
of working class. 

5.1 FINDINGS

The working class generally believe on certain ideologies and abide by them at all times. . The workers believe in Communism, 
which inturn strongly believes in union which addresses concerns of workers and looks towards upliftment of the workers 
life. A workers life generally deals with rough and tough tasks which give them hardships but they don’t leave behind their 
identity of being a worker. At any circumstance, a worker takes up his responsibilities leaving his consciousness on his health 
and other concerns behind. A worker is prone to exploitation where owners and landlords deny wages, and don’t acknowledge 
the struggles they would cause in their lives yet a worker stands patiently knowing he does not hold power. A worker does 
know how to question injustice, especially when it happens to people in their class and they suffer. A worker always tries to 
have mobility from his class and move to higher class but the level of mobility that a worker predominantly experiences can 
be defined to an extent. 

The value workers give to produce can be measured to a value more than life itself. A worker bears the load of being a 
worker at all times, even during hardships and even at times when he’s losing his life itself. Produce gives more power and 
it is the source that could earn a worker or any person more money. Produce is the power held by people. Ownership of the 
produce is what that serves is power to earn for a worker. Power comes with ownership of produce but this power is not given 
away by people who have it already quite easily.  Ownership of land is a dream of a worker. At all times he attempts to move 
from his class by owning a piece of land. Owning a land is the milestone every worker wants to cross before indulging into 
decisions for his future. If owning produce gives power, owning means of production (land) for the produce is a higher power 
that could change the life of a worker.

Exploitation, hardships, failures are a part of workers life just as it is for everyone else but the extent to which a worker can 
withstand such situations and manage them are limited to some extent where they don’t hold power of means of production 
in their hand but labour is all that they could sell to earn wages. 
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5.2 CONCLUSION

Class portrayal in films delineates the lives of the people who belong to the particular class. This study aims to analyse the 
depiction of working class in the film “Merku Thodarchi Malai” to understand the life of the working class and the portrayal 
in films. Every small action of a worker sums up to whom he is and what his life is like. An ideology a worker believes shapes 
his thoughts and actions. Belief in communism, unions, protests, gatherings gives a worker consciousness about his life. 
They voice out for the class and believe the voice is heard. Ownership of means of production brings power to the people 
and a person belonging to working class aims towards it and desires mobility. They value the produce more than life itself 
and associate power with produce. Means of production and the produce give power to people. A worker strives to work 
hard and maximises his efforts in order to earn more. He is ready for work in all circumstances though he does not have all 
comforts of life and keeps himself prepared for work without limits and barriers. The mobility that he is open to is limited and 
bound by many other factors. Exploitation, inequality, injustice are a part and parcel of his life crossing all of which he aims 
for mobility. This is the framework of the depiction of working class in the film aiming to throw light on their lives through 
portrayal of it in cinema. 
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ABSTRACT

In the digital transformation era, our lives have been changed by several emerging technologies. These technologies, which 
continues to develop at an ever-increasing pace, are playing a very much important role in the development and re-shaping 
of any sector and profession. 

The study aims to provide insights into one of the important technological development which could transfer the world 
of the accountant. So this paper focuses to discuss the features of blockchain digital ledger and outlines how this technology 
affects accounting and auditing. The author theoretically explores the potential for blockchain-based ledger implementation in 
accounting and auditing, the merits & demerits of this application, and the obstacles to widely adopting. This study provides an 
initial but structured overview of the academic literature that has considered the interaction between the blockchain revolution 
and accounting and auditing.

This systematic review proposes a framework for understanding blockchain-based ledger based on arguing several 
related points of view and definitions. The results showed that blockchain-based ledger is a viable system that can serve 
many purposes for organizations and enterprises such as; Cost reduction, History of data, and Data validity & security. This 
technology is also changing the traditional accounting function, reduction in internal &external fraud, and increased trust. In 
simple words, Blockchain is playing a crucial role to transfer accounting &auditing towards the digital era.

Keywords: Blockchain Technology, Blockchain-Based Accounting, Digital Transformation, Distributed Ledger Technology 
(DLT), Triple Entry Accounting.

INTRODUCTION

In recent years, too many emerging IT technologies have transformed rapidly and radically the modern business world. 
These technologies have impacted both organizations and individuals.  It is vitally important that accountants understand the 
implication of these technologies in their jobs and environment.

Blockchain is one of the most important these technologies, which is a fundamental change in how financial records 
are created, maintained, and updated. Therefore, rather than having one single owner, blockchain records and ledgers are 
distributed among all their users. Recent reports by the Big 4 audit firms suggest that accountants and auditors, regulators 
and standard setters will be significantly affected by blockchain (Deloitte 2016a; KPMG 2016a; PwC 2016, 2017a; EY 
2017), especially with regards to record-keeping processes, including the way transactions are initiated, processed, recorded, 
reconciled, audited and reported (Fuller 2016; ACCA 2017; CPA and AICPA 2017; Coyne and McMickle 2017). One of the 
suggestions involves changing the methodologies of accounting that have been in place for the last five centuries. Based on 
blockchain technologies, there is a proposal to move to so-called “Triple-Entry Accounting” that is supposed to introduce 
more checks and balances and increase accuracy and trust in the accounting information system.

In this paper, after discussing the introduction, importance and methodology of the study, the paper argues two main 
headings in parts number four and five. Where the fourth part examines the concept and characteristics of the blockchain and 
how it works. In addition to that, the fifth part attempts to highlight and discuss a possible useful application of the blockchain-
based ledger from the perspective of accounting and auditing.
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STATEMENT OF RESEARCH

Despite the growing business sector interest in IT technologies like; AI, Machine Learning, RPA, Cloud Technology, 
Blockchain Technology, Big Data, etc. and its potential economic and societal impacts. However, the specialized scientific 
publications are still limited, and accounting academia is only now beginning to address this issue as only a few scholars 
have entered the academic domain of blockchain-based accounting. According to that, this paper offers an opportunity to 
explain the future of accounting and attempts to explore and discuss the potential application of blockchain digital ledger and 
to determine the main issues related to applying this important technology which is emerged in 2009 and expected to have a 
significant impact towards the digital transformation of accounting.

METHODOLOGY OF RESEARCH

Since the impact of emerging IT technologies on accounting only recently emerged as a new area of business research, the 
employed methodology of this paper has based on a set of general scientifically accepted methods in addition to special 
methods of knowing was applied. In discussing the theoretical situations and the current sphere of accounting activities, using 
methods of theoretical generalization, grouping, comparison of analysis and synthesis, observation and historical approach.

BLOCKCHAIN TECHNOLOGY- LITERATURE REVIEW

Blockchain -also known as distributed ledger technology- is the technology behind the cryptocurrency Bitcoin and has been 
referred to as one of the most fundamental disruptive innovations and impactful technologies developed in recent years 
(Swan 2015; Peters and Panayi 2016; Tapscott and Tapscott 2016; Tan and Low 2017). More precisely, Blockchain has been 
forecasted to be a game-changer in various industries and professions, with the potential to transform contemporary business 
models and the structure of markets (Deloitte 2016a; Casey and Vigna 2018a).

4-1 Origin and Definition of Blockchain
The history of Blockchain technology begins in 1991, Haber and Stornetta discuss in the article “How to stamp a digital 
document” a technological solution for the problem of timestamping easily modifiable digital assets such as audio, files 
and text documents to track when a file was created and when it was changed. They propose computationally practical 
procedures for digital time-stamping of easily modifiable documents, by creating a cryptographically secured chain of blocks 
that makes impossible to back-date or to forward-date a document. These procedures aimed to maintain complete privacy of 
the documents and, therefore, no record-keeping by a third party was required. The significance of cryptographically secured 
chain of blocks is considered to be the foundation of blockchain.

Nevertheless, the concept of blockchain itself emerged in 2009, when an unknown person or entity under a pseudonym 
Satoshi Nakamoto launched the first electronic cash system known as Bitcoin which uses blockchain technology as an 
underlying mechanism to track and verify the transaction of this digital cash. In his research paper entitled “Bitcoin: A Peer-
to-Peer Electronic Cash System”, he described a peer-to-peer system in which people could make instant online transactions 
directly from sender to receiver without any involvement of any third party like government or financial institutions 
(Nakamoto, 2008). Since then, the blockchain technology has matured and much more advanced applications than bitcoin 
have been created, also started to refer as “Distributed Ledger Technology (DLT) evolved and has been used in different other 
platforms. (Potekhina &Riumkin, 2017) (Pugna&Dutescu, 2020)

Due to the fact this innovative technology has recently started to study academically, so several definitions have been 
given to it. These definitions were based on the degree of comprehension and understanding of authors and scholars and their 
scientific outlook on how to use them in their diverse scientific and technical particularisms. Which can be clarified through 
the following:

Blockchain is generally defined as a distributed database of records or a public ledger of all transactions or digital events 
that have been executed and shared among participating parties. Each transaction in the public ledger is verified by consensus 
of a majority of the participants in the system (Crosby et al, 2015).

a.  Foti & Marion (2020) defines this technology based on its characteristics and how it works in words, “A blockchain 
is basically a certified set of data records, which cannot be changed, which is run by associated group of computer 



1225
Copyright ©2020 Authors

7TH INTERNATIONAL (VIRTUAL) CONFERENCE ON BUSINESS RESEARCH 

devices that do not belong to a single user. Each of the data blocks is protected and linked to each other, utilizing 
cryptographic principles (chain). To modify one element, it is necessary to have access to all the computers that make 
up the chain to be able to decrypt the data”.

b.  Blockchain is known as a subtype of distributed ledger, which is characterized by temporal storage and often full 
transparency. In conjunction with distributed consensus mechanisms, Blockchain can indicate the stability of the 
information stored on the ledger (Rückeshäuser, 2017).

c.  CPA &AICPA (2017) described this technology as an internet-based peer-to-peer network technology that uses 
cryptography. P2P networks use a distributed application architecture that allocates and shares tasks among peers 
participating in the network. This network structure presupposes that all participants engage in tasks and decision 
making. Moreover, all network participants maintain an identical copy of the ledger in which information is recorded. 
Those ledgers contain all transactions made since the creation of the ledger.

d.  Blockchain technology is a distributed data system, where each node in the operation saves entire information about 
all transactions that cannot be manipulate with, broken, modified or stolen (Coyne & McMickle, 2017; Kamińska, 
2018).

e.  Wang &Kogan (2018) used a general definition to describe it as an open and shared online database that mostly tracks 
transactions and protects data from manipulating.  

f.  Others found out that Blockchain is a cryptographic system for storing data in a way that is almost difficult to copy. 
It can be used for all manner of valuable data (Orcutt, 2018).

g.  According to the functions of this modern technology, Gupta (2020) defined the blockchain as is a shared, 
immutable ledger that facilitates the process of recording transactions and tracking assets in a business network. 
An asset can be tangible (a house, a car, cash, land) or intangible (intellectual property, patents, copyrights, 
branding). Virtually anything of value can be tracked and traded on a blockchain network, reducing risk and 
cutting costs for all involved.

Through the above, it is noted that the various researchers have focused on the consideration of Blockchain a modern 
technique within advanced information technology and can be utilized in many areas related to financial and commercial 
transactions. And is working to conduct those transactions without intermediary intervention as they focus on the lack of a 
central entity that owns or controls it.

The core components of blockchain architecture are shown in table1:

Table 1. Components of blockchain 

Component Meaning
Node user or computer within the blockchain 
Transaction The smallest building block of a blockchain system
Block a data structure used for keeping a set of transactions which is distributed to all nodes in the network
Chain a sequence of blocks in a specific order
Miners: specific nodes which perform the block verification process
Consensus: a set of rules and arrangements to carry out blockchain operations

Note. From “Blockchain Architecture Basics: Components,” by Mlsdev, 2019.

In simple words, Blockchain owes its name to the way it stores transaction data in blocks so the mechanism of blockchain-
based technology can be summarized that a collection of transactions forms blocks that are interlinked together to form a 
blockchain. Once a transaction is placed in a block, the block cannot be reversed to change the contents of a previous 
transaction unless the security of the system is compromised. A user can only append new details to a previous transaction. 
All previous transactions are still contained in the ledger’s immutable history. Figure 1 shows the contents of each block and 
how blocks are interlinked to one another to form a blockchain.
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Figure 1. Blockchain stores transaction records in a series of connected blocks 
Note. From “Blockchain for dummies” by Manav Gupta, 2020, IBM, A Wiley Brand.

4-2  Types of Blockchain
There are many classifications of blockchain-based technology according to many considerations. In terms of practical 
applications, Swan (2015) proposed the three different types or generations of blockchain, as follow:-

Blockchain for Crypto Currency: The currency and services associated with money transfers such as payment mechanisms 
and remittance services. Currently, there are hundreds of different types of cryptocurrencies with bitcoin remaining the biggest 
by the market cap. The currencies may have different features such as being tied to a fiat currency or commodity. Still, their 
nature stays the same, they are used for payments and transfers of digital property.

Blockchain for Smart Contracts: Blockchain is a network of smart contracts that is more complicated than just a currency. 
Smart contracts will represent shares, bonds, futures, mortgages and smart assets. If we consider that the first generation 
represents the concept of the decentralization of money, the second generation definition is business decentralization. The 
concept applies to all systems intended to decentralize interactions between different parties, such as clearinghouses, banks and 
companies. For example, peer-to-peer lending services, crowdfunding platform, and Bitcoin forecasting markets as a potential 
Blockchain accounting system, the second generation concept is an intelligent contract system where paid transactions and 
invoices are automatically executed and recorded (Potekhina & Riumkin, 2017, 10).

Blockchain for Wide governmental & Public Applications: The third generation of Blockchain is that the Blockchain 
application system transcends financial markets and covers government, art, culture and science. Instances include Blockchain-
based voting systems and a decentralized card names system - and other technologies using the openness capabilities of 
Blockchain to promote freedom, accountability and the equal distribution of resources (Potekhina & Riumkin, 2017, 11).

4-3 CHARACTERISTICS OF BLOCKCHAIN

A blockchain network has a lot of benefits for the business world due to the following key characteristics shown in table 2:

Table 2. Characteristics of Blockchain technology

Characteristic Meaning
Consensus For a transaction to be valid, all users (nodes) must agree on its validity.

Provenance Users (Nodes) have knowledge where the asset derived from and how its ownership has shifted 
over time.

Immutability
No participant (Node) can forge with a transaction after it has been recorded to the ledger. If a 
transaction is in error, a new transaction must be used to reverberate the error, and both transactions 
are then evident.

Finality A single, shared ledger supplies one place to go to determine the ownership of an asset or the 
completion of a transaction.

Near real-time settlement A blockchain cements the near real-time settlement of transactions, thus reducing the risk of non-
payment by one party to the transaction.

Distributed ledger The P2P distributed network includes a public chronicle of operations. A blockchain is distributed, 
highly available and holds a secure record of proof that the transaction occurred.
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Note. From “Blockchain for dummies” by Manav Gupta, 2020, IBM, A Wiley Brand, p.7

And “Blockchain Technology and its Potential Impact,” by CPA; AICPA and UWCISA, (2017), Deioitte Development LLC., p.4. 

Blockchain-Based Ledger from the Perspective of Accounting:
Implementation of modern IT technologies in the methodology of accounting converts the form of its organization, increases 
the level of professional competence and responsibility of personnel, and displays the system of information support to a 
qualitatively new level of transparency, security, efficiency the matter that changes towards the digital transformation.

This chapter of paper is devoted to innovative aspects that appear and have a tendency to develop in the field of accounting, 
auditing and assurance due to the blockchain-based ledger development. This technology which as discussed above, can affect 
entire industries, and especially the financial sector.

5-1 Impact of Blockchain-Based Accounting on Auditing and Assurance
As discussed in the past chapter of this paper, a blockchain technology, also known as distributed ledger technology (DLT) 
takes a different, more modern approach. Records are entered, maintained, and stored in a distributed ledger which is made 
accessible to all the relevant parties. This emerging technology made the complex process which is proposed by former 
professor Yuji Ijjri in 1986 as a step ahead of the traditional double-entry accounting, which was prone to many errors. This 
proposed process so-called “triple-entry accounting” is come possible to apply now based on blockchain distributed ledger.

 In 2005, Ian Grigg added the idea of financial cryptography (digitally signed receipt). He reintroduced the principle of the 
triple-entry accounting in which all transactions and accounting entries would be simultaneously posted in three places: with 
the two parties to the transaction and with an independent recording entity. A trail would therefore exist for every each monetary 
transaction an organization made. In which all these entries are cryptographically sealed by a third entry to avoid transaction 
fraud and reduce redundancies in internal recording. (Weiyi Cai, 2019). Since then, triple-entry accounting associated with 
blockchain has become the generally accepted definition. The industry has already witnessed the massive potential of triple-
entry accounting with blockchain. In 2016, Deloitte published a brief article suggesting that the implementation of triple-entry 
accounting with blockchain will be a game-changer in accounting (Deloitte, 2016).

Recently, several studies have highlighted many areas in which the blockchain technique has helped and supported 
accounting and auditing work. These areas can be classified under two subheadings as follow:

 ● In the design of Accounting information systems:

Under this subheading, several points of view related to the impact of the blockchain-based ledger on the accounting 
information systems from the perspective of an accountant and academic scholars.

a. �By adopting a method of zero-knowledge proof, Wang and Kogan (2018) suggested the creation of the Blockchain-based 
accounting information system and the development of a model to illustrate the role of the Blockchain-based accounting 
information system in real-time accounting, continuous monitoring and auditing, and the detection of financial fraud. 
The use of this development approach helps to maintain the confidentiality of accounting. In short, this proposed system 
can provide real-time accounting and reporting systems, prevent fraud in payments and guarantee the security of privacy.

b. �Provides Blockchain with a free open general ledger to register ownership of a wide range of properties, from shares, 
securities, real estate and vehicles to luxurious handbags and exquisite artwork. In fact, the state is investigating the use 
of Blockchain in public records, such as birth certificates, driving licenses and university degrees. Using a tracking device 
(GPS), you can assign a real Blockchain network and represent it with a coloured coin or token. It gives a specific symbol 
for financial and non-financial assets, including currencies, tangible assets and intangible assets (Wang & Kogan, 2017).

c. �It is an alternative technique for bookkeeping. Of example, in due diligence of mergers and acquisitions, a common 
understanding among key figures allows more time to be spent in the areas of management and advice and a generally 
quicker system (ICAEW, 2017). It also allows greater transparency than a conventional ledger. This is important in cases 
where the type of asset is at risk of corruption or embezzlement (ICAEW, 2017).

d. �Intangible assets representing intellectual property rights can be shown as “digital property contracts” which can be 
designed to funnel funds automatically. Disputes over property ownership can be settled through the block timestamp 
function. 
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e. �Financial capital may be reported on Blockchain. Ownership can be easily transferred similarly to the exchange of 
cryptocurrencies. New Blockchain books may be produced to document repairs and maintenance. The full history of 
asset investment will also be available and transferable. This can be demonstrated in the context of insurance. 

f. �Corporate loans can be completely counted as “smart loan contracts” and released as soon as they are described as 
Smart Blockchain contracts. Such debt obligations can be easily transferred, and their maturity date can be tracked 
automatically.

•  In the Auditing and assurance:

Blockchain has a request in an outside investigator actually. Confirming the company’s monetary condition will certainly be 
actually much less required if some or even every one of the deals underlies that condition shows up in blockchains. This 
proposition will certainly offer a considerable alter in the method auditors function. Blockchain services, when integrated 
along with suitable information analytics, can easily assist reflex transactional issues that include the investigate procedure 
faster. Auditor abilities could be utilized for many lots of extra serious issues. For instance, the investigate certainly not just 
examinations the information of that the deal is actually as well as just the amount of is actually the financial quantity however 
likewise exactly just how the deal is actually categorized and tape-taped. If a deal credit rating money, is actually this cost 
triggered by purchases or even sets you back, or even performs it pay out creditors, or even produce possessions. This evaluation 
aspect frequently needs a circumstance that isn’t offered towards the public; however needs company understanding. Along 
with the assist of the blockchain, auditors will certainly have actually much a lot extra opportunity towards the concentrate on 
these concerns. (Supriadi, et al. 2020)

5-2 merits and demerits of adopting Blockchain-Based Accounting
Adopting modern IT technologies into accounting environment always includes many general benefits and advantages 
such as; 

•  Faster processes,
•  Security,
•  Transparency, 
•  Simplification in auditing,
•  Help to reduce internal fraud,

•  Fewer intermediaries, 
•   Restricting infinite copyrights security of 

digital artefacts, and 
•  Automation.

In addition to those general benefits, Kwilinski (2019) argued some potential advantages of adopting blockchain-based 
accounting which can be summarized in the table3. 

Table 3. Potential Merits of Adopting Blockchain-Based Accounting

Aspect Potential Merits

Organizational Managerial

accelerating the obtaining of information for making effective decisions; flexible and 
responsive response to changes in the external and internal environment; Providing users 
with complete, truthful and unbiased information to maximize the objectivity of their 
decisions

Economical
cost savings in obtaining information; reduction of expenses on the organization of 
bookkeeping, saving on the fund of labour accountants; saving on software for accounting

Professional
formalization of IT controls to ensure transparency, efficiency, and accounting efficiency; 
providing reasonable assurance that the financial statements as a whole do not contain 
material distortions; expansion of the scope and tasks of the use of accounting information

Qualitative provides high-quality accounting, control, taxation and law

Technological
automation and simplification of accounting and control; synchronization of accounting 
records; Flexible communications user architecture; safe operation and reliable protection 
against loss of information and unauthorized interference
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Note. From “Implementation of Blockchain,” by Aleksy Kwilinski, 2019, Academy of Accounting and Financial Studies 
Journal, Vol.23, p. 4.

Despite all obvious merits, Blockchain Technology, in general, has drawbacks: 

 ●  electricity consumption (every time a transaction is executed, it is confirmed as many times as the number of nodes 
is on the network, which leads to an increase in electricity consumption)

 ● memory (data will accumulate, which in the future will require a large amount of storage space)

 ● anonymity and irreversibility (losing a password means losing access to the network at all and forever)

5-2 Obstacles to adopting Blockchain-Based Accounting
Despite several advantages of adopting Blockchain-Based Accounting, some obstacles that may accompany it should not be 
overlooked. 

Coyne and Mc. Mickle (2017) identified three of the constraints that may stand in the way of the implementation of 
Blockchain-based accounting are:

a.  The need for privacy that makes the Blockchain public undesirable. This desire for secrecy is not unexpected, because 
supplier and client lists, unit costs and tactical transactions held in the ledger will form profitable trade secrets. 

b.  The ability of companies retrospectively to deal with (Blockchain) own. 

c.  Limited Blockchain ability to verify transactions. Even if the accountant and the client share the responsibility 
to validate the transaction in such a manner that they do not have ample rewrite capacity, the validation of the 
transaction will remain unsuccessful. Blockchain authentication techniques are not adequate to verify the payment 
from an accounting point of view. Besides these strategies avoid double-spending. But Blockchain bosses don’t know 
anything about the true health of the contract. 

d.  Accountants still know that checks are necessary to prevent corruption and to handle revenue and accounting 
errors, and the implementation of Blockchain will not remove this need. For example, Blockchain will not avoid 
misappropriation of property, nor will it prevent inaccurate calculation or estimate of legitimate transactions.

For these mentioned reasons, it is unlikely that blockchain will have a sudden impact on the accounting profession; it 
is likely to be more of gradual development over the next five years, once these issues are increasingly solved. (Crookes 
&Conway, 2018)

CONCLUSION

As our era is digital data &information era, digitization and digital transformation are bringing significant changes in all 
organizations as the paper showed that accounting is not separate from these changes.   

This paper presented a comprehensive overview of Blockchain-based technology which can serve many purposes for 
organizations and enterprises such as; Cost reduction, History of data, and Data validity & security. This technology is also 
changing the traditional accounting function, reduction in internal &external fraud and increased trust. In simple words, 
Blockchain is playing a crucial role to transfer accounting &auditing towards the digital era.

Our research has shown that this topic is still immature. Blockchain is one of the most revolutionary technologies 
available today but unlocking its true potential require more than technical improvements. While issues like scalability, 
latency, privacy, security or authentications are largely recognized as being significant obstacles on blockchain maturing path, 
organizational and human issues remain still in a shadow. However, these are critical to implementing a blockchain solution 
at the organizational level.

Based on the above, the researcher stresses the need to provide accountants with the technical knowledge necessary to 
work in the environment of modern technologies, especially concerning the Blockchain technique and its current and potential 
accounting uses in light of the rapid and successive developments in the information technologies environment. Continuing 
scientific research in identifying the areas of utilization of Blockchain technique in accounting and auditing work, especially 
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for researchers in the environment of developing countries due to the scientific and research poverty in this field by theorizing 
or applying in that environment (as companies or as financial markets). Academic and professional associations specialized 
in accounting and auditing should also consider the possibility of issuing drafts of accounting and auditing standards that can 
guide accountants and auditors later to catch up with the latest developments in the information technologies environment.
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