VOLUME No. 7 (2016), | sSUE No. 04 (APRIL) | SSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:

Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell's Directories of Publishing Opportunities, U.S.A., Google Scholar,

Open J-Gage, India [link of the same is duly available at Infiibnet of University Grants Commission (U.G.C.)]
Index Copernicus Publishers Panel, Poland [HiffillGIVEIEIBHSI0N . number of libraries all around the world.

Circulated all over the world & Google has verified that scholars of more than 4767 Cities in 180 countries/territories  are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 7 (2016), | ssue No. 04 (APRIL) I SSN 0976-2183

CONTENTS
Sr. TITLE & NAME OF THE AUTHOR (S) Page
No. No.

1. |UNDERSTANDING SEASONALITY AND ITS IMPACT ON DEMAND FORECASTING: THE CASE OF 1
INDIAN PAINT INDUSTRY

RAHUL GANDHI BURRA & DR. BHARAT MEGHE
2. |AN EMPIRICAL INVESTIGATION IN THE ROLE OF MICRO-FINANCE INSTITUTIONS FOSTERING 6
FINANCIAL INCLUSION FOR WOMEN IN HARYANA
RAVIDUTT & DR. R. K. SHARMA

3. |DOMESTIC DEBT, EXTERNAL DEBT AND ECONOMIC GROWTH OF JORDAN 11
ALI MUSTAFA AL-QUDAH
4. |EVIDENCE AGAINST EXISTENCE OF SIZE EFFECT IN THE INDIAN CONTEXT 17

DR. G. RAGHURAM
5. |DETERMINANTS OF MOST INFLUENCING REFERENCE GROUP IN BUYING DECISION OF RURAL 23
CONSUMER

SHWETA & DR. ATUL DHYANI
6. |DECISION SUPPORT SYSTEM IN SUPPLY CHAIN NETWORKS: A CRITICAL REVIEW 28
ARTI KRISHNAWAT & DR. SHANKAR CHAUDHARY
7. |CONSUMER AWARENESS AND FEEDBACK TOWARDS PURCHASE INTENTION OF CSR RELATED 37
PRODUCTS USING SEM

R. MANIMALAR & DR. S. SUDHA
8. |EFFECTS OF IRREGULAR SHIFT WORK ON THE MARITAL LIFE AND PARENTING DIFFICULTIES (A 41
STRUCTURAL EQUATION MODELING)
FABIAN ANDREW JAMES & DR. S. SUDHA
9. |MEASURING CORRELATION OF SELECTED DISTRICT CENTRAL CO-OPERATIVE BANK OF GUJARAT 47

STATE
RAJESH R. DESAI & DR. CHETAN C. PATEL

10. |INDIAN A STUDY ON ADVERTISING RECALLING ABILITY OF CHILDREN 51
D. RENUKA DEVI & DR. P. KANCHANA DEVI

11. |RETAIL CUSTOMER EXPERIENCE: A RESEARCH AGENDA 55
DR. SHILPA BAGDARE

12. |SUPPLY CHAIN MANAGEMENT IN THE GOVERNMENT SECTOR 59
DR. SOPNAMAYEE ACHARYA

13. |ROLE OF LEADERSHIP STYLE ON ORGANIZATIONAL PERFORMANCE 65
DR. ASHA NAGENDRA & DR. SAFIA FAROOQUI

14. |ASTUDY ON EMPLOYEE RETENTION MEASURES AND ITS IMPACT ON EMPLOYEE MOTIVATION 68

DR. MAHESHA KEMPEGOWDA & PURUSHOTHAM.C.J
15. |ASTUDY ONJOB SATISFACTION AMONG UNDERGRADUATE FACULTIES WITH SPECIAL REFERENCE 73
TO SELF FINANCED INSTITUTIONS, BANGALORE

USHA SHREE.V

16. |AN EMPIRICAL ANALYSIS ON DEMOGRAPHIC TRANSITION AND SAVINGS IN INDONESIA 83
SARI LESTARI ZAINAL RIDHO, NURLINA TARMIZI, BAMBANG B. SOEBYAKTO & AZWARDI

17. |METHODOLOGY OF AUDITING PROCESS: THE ALARM TO MALPRACTICES 86
KRISHNA A KAPADIA

18. |GUEST SATISFACTION IN HOTELS OF KASHMIR: THE PERCEPTION OF FOREIGN TOURISTS 88
ANJUM ARA

19. |ADVERTISING ETHICS AND SURROGATE ADVERTISING PRACTICES: AN EMPIRICAL STUDY 94

MONIKA BANGARI
20. |IMPACT OF PROMOTIONAL MIX ELEMENTS ON TOURIST’S SATISFACTION: A CASE STUDY OF 98
MUSSOORIE

MOHAMMAD SHOAIB KHAN

REQUEST FOR FEEDBACK & DISCLAIMER 102

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 7 (2016), | sSUE No. 04 (APRIL) | SSN 0976-2183

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON

LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

FORMER .CO-ORDINATOR,

DR. S. GARG
Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,

PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.

DR. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 7 (2016), | sSUE No. 04 (APRIL) | SSN 0976-2183

DR. SAMBHAVNA
Faculty, I.I.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida
PROF. V. SELVAM
SSL, VIT University, Vellore
PROF. N. SUNDARAM
VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad
DR. JASVEEN KAUR
Asst. Professor, University Business School, Guru Nanak Dev University, Amritsar

FORMER TECHNICAL ADVISOR,

AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

iv




VoLUME No. 7 (2016), | ssue No. 04 (APRIL) I SSN 0976-2183

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of Computer
Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; Tourism
Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Governance;
Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; Auditing;
Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; Financial
Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics & Trade;
International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development Studies;
Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political
Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management
Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care
Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations;
Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Production/Oper-
ations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Retailing;
Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation
Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer
Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-
eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-
gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:
DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled ' for possible publication in one

of your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language
fully or partly, nor is it under review for publication elsewhere.

| affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion
of names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)
Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 7 (2016), | ssue No. 04 (APRIL) I SSN 0976-2183

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf.
version is liable to be rejected without any consideration.

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/other, please specify)

c) Thereis no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t.
to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

e) Abstract alone will not be considered for review and the author is required to submit the complete manuscript in the first
instance.

f)  The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of
acknowledgment from the journal, w.r.t. the submission of manuscript, within two days of submission, the corresponding author
is required to demand for the same by sending a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/alter-
nate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and explain the
background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order
separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except special
words e.g. name of the Countries, abbreviations.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-
web.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free from
any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.

SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.

MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION
REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES
HYPOTHESIS (ES)
RESEARCH METHODOLOGY
RESULTS & DISCUSSION
FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS
LIMITATIONS
SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

The manuscript should preferably range from 2000 to 5000 WORDS.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vi




VoLUME No. 7 (2016), | ssue No. 04 (APRIL) I SSN 0976-2183

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and titles must be above the
table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from
the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae number
placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other equation editor
is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined on its
first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised refer-
ences in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure that eve-
rything that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as
per the following:

e All works cited in the text (including sources for tables and figures) should be listed alphabetically.

¢ Use (ed.) for one editor, and (ed.s) for multiple editors.

¢ When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending
order.

¢ Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

¢  Thetitle of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations,
reports, working papers, unpublished material, etc.

e  Fortitles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate some
specific point, which may be placed in number orders after the references.

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES:
BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.
CONTRIBUTIONS TO BOOKS

e Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by
David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal
of Urban Economics, Vol. 21, No. 1, pp. 83-104.
CONFERENCE PAPERS

e Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association,
New Delhi, India, 19-23
UNPUBLISHED DISSERTATIONS

. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

e Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITES

. Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vii




VoLUME No. 7 (2016), | ssue No. 04 (APRIL) I SSN 0976-2183
UNDERSTANDING SEASONALITY AND ITS IMPACT ON DEMAND FORECASTING: THE CASE OF INDIAN
PAINT INDUSTRY

RAHUL GANDHI BURRA
RESEARCH SCHOLAR
FACULTY OF COMMERCE
RASHTRASANT TUKDOJI MAHARAJ NAGPUR UNIVERSITY
NAGPUR

DR. BHARAT MEGHE
DEAN
FACULTY OF COMMERCE
RASHTRASANT TUKDOJI MAHARAJ NAGPUR UNIVERSITY
NAGPUR

ABSTRACT

Demand forecasting is a preliminary and mandatory exercise for a company to strategically accomplish its planning and execution route map at all levels and
business functions. Forecasting becomes easier if the industry and the organization are operational for a considerable amount of time as the historical data can be
consumed to arrive at informed alternatives for decision making. One of these techniques that help us in making better forecast is time series with seasonality.
Traditionally Indian paint industry has been driven by seasonality, which has been established by wide discussions and research. Off late, this trend is experiencing
a paradigm shift which has been identified by industry bigwigs but the empirical evidence has not yet been established in the available literature both at industry
and organizational level. So, the objective of this paper is to understand the seasonality pattern and latest demand trends in Indian paint industry, not only at
industry level but also for each organized player in particular, thereby paving the way for data driven demand forecasting & management and aggregate planning.
The time series with seasonality technique is being applied to understand the demand patterns in the Indian paint industry.

KEYWORDS

seasonality, demand forecasting, decorative paints, aggregate planning.

JEL CLASSIFICATION
M11.

INTRODUCTION
easonality is a numeric index of seasonal buying behavior that is consistent from year to year (Mahesh Kumar, Nitin R. Patel and Jonathan Woo, 2002).
Understanding seasonality is very much important because the swings in sales and business operations inherent in seasonality may give rise to slow or
lost sales, unpredictability of business conditions and cash flow problems (Koenig & Bischoff, 2005; Spencer & Holecek, 2007; Jeffrey Shields & Joyce
Shelleman,2013). Experts can avoid the use of seasonal factors in areas where there is no reason to expect seasonality (such as in the stock market) and rely on
them in areas where seasonal factors are obvious, such as for ice cream sales (JS Armstrong, 2006).
Seasonality of demand has been under observation and experience in various businesses. It has been widely quoted in numerous research works too! One best
example is decorative segment of Indian paint industry. Sales in the decorative paint segments are seasonal with more than half of the sales coming in the Sep-
tember-November festival season (Ramanuj Mazumdar, 2004). Demand is somewhat seasonal in nature- low during monsoon months and high during festive
months. (Ramaswamy, V.S., S. Namakumari, 2002). The demand for decorative paints is highly price sensitive and seasonal. Demand in the festive season (Sep-
tember-December) is significant, while monsoon is the slack season. (V.C.Malshe and Meenal Sikchi, 2008). The demand for these paints is just prior to the festival
seasons (Waman S Jawadekar, 2006).
As per the sector analysis report published by equity master, Indian paint industry is currently pegged at Rs 350 billion, dominated by decorative segment at 70%
market share and the rest by industrial segment. With respect to decorative segment, 65% of the market is controlled by organized players like Asian paints, Berger
paints, Kansai-Nerolac, Akzo Nobel, Shalimar paints and Jenson-Nicholson.
The operational nature of the paint industry is highly working capital intensive with 40-45% of the funds being employed by working capital (Ramanuj Mazumdar,
2004). Low fixed capital is employed for manufacture of paints. The working capital requirements are huge (V.C.Malshe and Meenal Sikchi, 2008). In an interview
given to Financial Express on 20t November 2005 by Ashwin Dani, then vice chairman & managing director, of Asian Paints Limited confirms it, as he said “Managing
working capital is critical to be successful in the paint industry, primarily because you have to manufacture a range of products in different sizes and shades. Also
there are a number of raw materials used for the manufacture of paints. Hence inventory management is important in our set-up”. Hence understanding season-
ality of demand is very crucial in paint industry. This paper attempts to explore and establish the evidences of seasonality and its trends, by enabling the paint
industry to come up with accurate sales forecast.

LITERATURE REVIEW

Efforts to understand seasonality in paint industry vide research has been observational in nature. Towards establishment of empirical evidence through utilization
and representation of historical sales data has not yet been done.

The earliest discussion on declining seasonality in Indian decorative paints segment could be traced in a report published in Economic times in 2010. Mr. Hemant
Somani, then head of marketing at Akzo Nobel India Ltd had his observations quoted in that report as “With the rise in disposable income and rapid urbanization,
the seasonality of the business is flattening out—paints are selling all round the year. Some years ago, the peak period, 45-60 days before the festive season,
amounted to 40-45% of yearly sales, but now that number has declined to around 30%"

Devendra Kumar Pandey and Ronald V Mani, (2013) in their research found that “Rising aspirational levels, shift in the perception of paints as having a protective
value rather than a mere decorative have diminished the impact of seasonality”.

Both the findings were observational in nature and not clearly represented with historical sales data.

Abhishikth K.N. and Sudeep Kundu (2011) attempted to identify the seasonality effect on sales and de-seasonalizing it for Asian paints. So, even in this report,
seasonality aspect has been observed but their research objective has not been focused on identifying the declining seasonality and they tried to de-seasonalize
the seasonality in order to come up with a better sales forecasting model. Historical sales data has been taken into consideration as they employed Time-series
analysis but, their observation has been limited till 2010 sales figures and specific to Asian paints but not to the entire industry.
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RESEARCH METHODOLOGY

SAMPLING

. Since this study has taken organized players into consideration all of them have been taken into account as there are only 6 organized players in the industry

. Locations of survey have been shortlisted using selective diversity sampling but with respect to identifying a retail outlet simple random sampling has been
employed

DATA COLLECTION

The quarterly sales data of all listed organized players for the 15-year period i.e. from financial year (FY) 2000-01 to 2014-15 has been taken into consideration.

For Akzo Nobel, sales data from FY 2008-09 to 2014-15 has been considered as it entered the Indian market by acquiring ICl paints. To identify seasonality,

proportion of each quarter sales with respect to average annual sales has been tabulated and charted, both for industry as well as for each company.

Also, close to 100 retailers have been contacted and a survey has been undertaken in Ranchi, Raipur, Nagpur, Vijayawada, Guntur, Bhubaneswar, Hyderabad,

areas closer to Rural markets like Angul, Sangareddy, Medak, and rural stretches around Guntur and Hyderabad. Irrespective of the locations, retailers have

confirmed that seasonality is a thing of past and sales figures is uniform throughout the year with only little variations in monthly demand. Retailers annual

revenues were in the range of 60 lakhs to one and a half crore. Hence the variation may not be more at retailer level and they have written off the seasonality

factor. But at a macro level, when all retailers are take into consideration, the variation i.e. seasonality factor is clearly visible, but gradually waning.

INSTRUMENT

. For fetching sales data companies’ annual reports and www.moneycontrol.com has been accessed.

. An open ended questionnaire has been prepared to collection data from retailers with the help of a survey technique.

. Seasonality factor is represented by Seasonal Index which is calculated as

0 Seasonal Index= Quarterly sales/Average Annual sales

DATA ANALYSIS AND INTERPRETATION

TRENDS IN INDUSTRY

Till 2008-09 financial year, sales in first quarter i.e. during April-June period posted least sales among all quarters, whereas for Quarter 3, i.e. during October-

December period sales recorded were highest, which highlights the role of festive season. Sales of Quarter 2 and Quarter 4 fall in between these two quarters.

From 2009-10 financial year onwards the difference of sales among four quarters has been slowly declining. The steep increase of Quarter 4 sales 2011-12 financial

year marks the acquisition of ICI paints by Akzo-Nobel. Otherwise the sales gap among four quarters is only declining which emphasizes the following

. Seasonality trend is slowly waning in Indian paint industry.

. Demand patterns are slowly moving from linear growth with seasonality to linear growth.

. Accuracy in forecasting is also being improved with 2 month average giving better sales forecast with little error. This has been observed by doing a trend
line fitting, which is a close match to the actual sales.

FIG. 1: SEASONALITY OF DEMAND IN INDIAN PAINT INDUSTRY
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ASIAN PAINTS

For Asian paints, the industry leader, Q3 is still the highest revenue earner followed by a close fight between second and fourth quarters for the second spot.
Quarter 1, which used to be in the last spot, has gained momentum after 2007-08 financial year. The decreasing sales gap among all quarters only confirms its
market leadership which is able to even out the demand among four quarters through strong advertisement spend and distribution network.

FIG. 2: SEASONALITY OF DEMAND-ASIAN PAINTS
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BERGER PAINTS

For Berger paints comparatively Quarter 4 has been the front runner on many occasions for the past 15 years. It is quite surprising to notice that their performance
has been stronger in the last quarter of the financial year rather than the industry peak demand season i.e. Quarter 3. The sales gap between Q3 & Q4 and Q1 &
Q2 has been wide till 2008-09 period post which the performance of Q2 &Q1 has been so much improved that the sales gap has almost been negligible among all

quarters.

FIG. 3: SEASONALITY OF DEMAND-BERGER PAINTS

1.15 Za
xX
()]
E
= N H—-——,
g 0.95 - A A e
"
© ——Q2
wv
0-75 T T T T T T T T T T T T T T Q3
ISR SR I SN N S B A O N S Q4
FPF &N S FS S
O S S S S S S S S S S S *
Year

KANSAI NEROLAC
This company consistently reported strong Q2 sales except for the period 2010-11 to 2012-13. Q1 has been on the rise since 2004-05 and now occupied top spot

along with Q2. Q4 has a dream run from 2008-09 but its decline started from 2011-12 and it continues since then pushing itself to last position. Though the
company performs well in Q3 too, the peak demand season, its highest demand season has been Q2 and now Q1 as well.

FIG. 4: SEASONALITY OF DEMAND-KANSAI NEROLAC
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AKZO-NOBEL

Except for 2011-12 financial year, where Q4 experienced record sales, it has been a clear dominance of Q3, followed by Q1. Surprisingly Q2 stands last with Q3
taking the third place. But the interesting aspect is the variation in demand has been almost flat with the positions of quarters easily predictable. Also to notice is
the sales gap is not so huge among quarters which enable the company in smooth aggregate planning.

FIG. 5: SEASONALITY OF DEMAND-AKZO NOBEL
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SHALIMAR PAINTS
For Shalimar paints Quarter 4 earmarked highest sales till 2012-13 financial year. And there has been no noticeable sales trend which could help the company to

plan for better demand forecasting. The variation in sales among all quarters has not only been uneven but also the aspect of seasonality couldn’t be attributed
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to any of them. Off late, sales data of past three year denote stability in sales across 4 quarters with the gap declined to a greater extent. It is so evident that Q1
& Q2 started outperforming other two quarters for the past two years, which otherwise ranked first.

FIG. 6: SEASONALITY OF DEMAND-SHALIMAR PAINTS
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JENSON-NICHOLSON
From 2004-05 onwards the concept of seasonality has become a history with Jenson-Nicholson. Though Q3 is still a strong performer the difference in sales with
respect to other quarters is minute. There is greater amount of sales fluctuations in Quarter 2 when compared to other quarters for the past 5 years.

FIG. 7: SEASONALITY OF DEMAND-JENSON NICHOLSON
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IMPLICATIONS

This research helps in understanding the trends in seasonality in Indian Paint Industry and visualizes how the industry should focus going forward.

. Change in seasonality indicates changing consumer preferences. So, product positioning should be revisited by the companies.

. Will there be any impact on sales during relatively lean quarters by increasing marketing spend during those particular quarters?

. Shall discounts or promotional offers be made available during relatively lean periods so that the impact of seasonality completely wanes out, thereby
facilitating better forecast and aggregate planning by the companies?

The above mentioned observations themselves lead to further research and give a better clarity of thought in these perspectives.

LIMITATIONS

This research has its own limitations and the findings need to be taken into observation by considering them, which are listed as below.

. This study has taken only organized players into consideration which represent 70% of the market.

. Monthly sales figure would have given better understanding and representation of seasonality rather than quarterly sales figures.

o Correlation coefficient between Quarterly advertisements spends and Quarterly sales would have helped in understanding the impact of seasonality by
taking advertising into consideration. Since the data on Quarterly ad spend has not been found during the study, this impact has not been highlighted and
discussed.

. Sales data of ICI paints from financial years 2000-01 to 2007-08 has not been found in the noted sources of data. Hence, sales data from financial year 2008-
09 to 2014-15 for Akzo Nobel, which acquired ICI paints, has been considered.

CONCLUSION

Seasonality factor still exists in Indian paint industry as a whole, but it is slowly decreasing with each year. Though the sales gap among the quarters is decreasing,
seasonality of sales is not same across the companies. For them, no single quarter holds numero uno position over a period of time and each quarter can emerge
as a leader. Whichever company understands this change in demand well in advance can emerge as a winner with minimum or no stock-outs or stock surplus.
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