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AN EVALUATION OF FACTORS INFLUENCING FINANCIAL PERFORMANCE OF SELECTED TEA 
MANUFACTURING COMPANIES IN MALAWI 

 

DR. B. NGWENYA 
DEAN 

FACULTY OF BUSINESS 
SOLUSI UNIVERSITY 

ZIMBABWE 
 

C. NDALAMA 
STUDENT 

SOLUSI UNIVERSITY 
ZIMBABWE 

 
ABSTRACT 

This study was conducted quantitatively to evaluate the factors influencing the financial performance of selected Tea manufacturing companies in Malawi. The 
following constructs or dimensions were used as the basis of the theoretical framework: budgetary control, exports market strategy, information technology (IT) 
use and the efficient management of assets. The data collected from the 103 respondents was analyzed using the statistical package for social sciences (SPSS). The 
descriptive statistics such as mean and standard deviations as well as the regression analysis were employed. The major findings of this study are that while the 
selected Tea manufacturing companies applied the profitability factors of budgetary control, export market strategy, information technology use, and efficient 
management there is no significant correlation between these factors and the profitability of the selected companies. The correlation is significantly weak as only 
two variables entered the regression: efficient management of assets and budgetary control. The conclusion is that there could be other latent factors or dimensions 
of profitability that influenced the profitability trends of the selected Tea manufacturing companies over the period 2010 to 2014. A recommendation for a further 
future study employing factor analysis to extract these latent dimensions is made thereto.  
 

KEYWORDS  
financial performance, budgetary control, export market strategy, information technology use, efficient management of assets, tea manufacturing companies. 
 

INTRODUCTION 
iterature suggest that there are internal and external environmental factors that contribute to the high profits in Tea manufacturing companies and some 
of these factors are budgetary control, exports marketing strategies, use of information technology and efficient management of assets (Wood and Sangster, 
2012). Managers must create a control environment if companies want to earn more profits. Managers have a successful set of internal controls that enable 

employees to work in accordance with management’s policies and procedures. Controls must insure and assure compliance by employees at all levels. Managers 
must perceive and follow the limits on their authority to increase the organizations’ resources. Monthly budgetary control reports show the details on how man-
agers spend using the powers given to them. Certainly ‘Budget Management Structure’ must give a room for reviews during the specified period.  
 

NEED FOR THE STUDY  
The agricultural sector is enormously important to the Malawi’s economy and to most of Malawi’s households, contributing up to 40% percent of Gross Domestic 
Product (GDP) and 90% of export income. The Malawian nation registered to be the first country to grow marketable tea on a larger amount. At present, big 
marketable companies elucidate ninety-three percent under manufacturing. Six thousand five hundred to eight thousand five hundreds of small scale farmers who 
own only fifteen percent of land shared among them elucidates only the remaining seven percent. Bigger portion of land is possessed by overseas industries which 
are basically located in the two districts of Malawi, that is, Thyolo district and Mulanje district.  
 

STATEMENT OF THE PROBLEM  
The agricultural sector is enormously important to the economy of Malawi and to most of Malawi’s households, contributing 40% percent of the Gross Domestic 
Product (GDP) and 90% of export income. The Malawian nation is registered as the first country to grow marketable tea on a larger scale. At present, big marketable 
companies occupy ninety-three percent of the tea manufacturing sectors in Malawi. While about six thousand five hundred small scale farmers own only fifteen 
percent of the land shared amongst them occupy only the remaining seven percent. A bigger portion of land is possessed by Multinational companies which are 
basically concentrated in the two districts of Malawi and these are Thyolo and Mulanje. However, the extent to which the factors that contribute to the increase 
in profitability of the tea manufacturing companies in Malawi is not known. Therefore, the focus of this study is to examine the extent, to which tea manufacturing 
companies financial performance is influenced by budgetary control, exports marketing strategy, use of information technology and efficient management of 
assets.  
 

OBJECTIVES OF THE STUDY 
1. To assess the profitability levels of the tea manufacturing companies in Malawi during the period 2010 to 2014. 
2. To establish the extent to which the selected manufacturing companies apply the following business strategies in their operations.  

 Budgetary Control 

 Exports Marketing Strategy 

 Use of Information Technology  

 Efficient Management of Assets 
3. To determine the extent to which the financial performance of selected tea manufacturing companies in Malawi is influenced by the following business 

strategies: 

 Budgetary Control 

 Exports Marketing Strategy 

 Use of Information Technology  

 Efficient Management of Assets  
 
 

L 
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METHODOLOGY 
The population of the study consisted of 150 employees of tea manufacturing companies in the southern region of Malawi. The sample consisted of 103 employees 
from 8 tea manufacturing companies that were chosen using the simple random sampling technique. 
The instrument for the study was developed by the researchers, in the form of a five point Likert scale. The validity of the instrument was determined by using 
both the face and content validity. To determine the reliability of the instrument a pilot study was carried out using 30 employees from 2 tea manufacturing 
companies in the southern region of Malawi. A Cronbach’s Alpha of 0.764 was obtained and found satisfactory as a result the instrument was deemed fit for 
operational purposes.  
 

LITERATURE REVIEW 
Budgetary Control: According to Lucey (2007) the aim of budgetary control is to provide a formal basis for monitoring the progress of the organization as a whole 
and its component parts towards the achievement of the objectives specified in the planning budgets. The budgetary control system provides of the feedback 
necessary to be able to make corrections to current operations and activities in order to meet the original objectives and plans, and also some of the feedback 
upon which alterations to the plans are made, if necessary. Wood and Sangster (2012) suggest that tactic of budgetary control is probably accountancy’s main 
contribution to management. Budgets are set up by management and recorded by management accountants. Concrete results are compared against the budgets 
by management’s accountancy that passes report to management concerning the degree to which budgets are being met. This enables managers to have power 
over activities and to step in and bring to an end the situations where the budget is being neglected or disregarded. 
Exports Marketing Strategy: Studies have shown that if companies want to sell their products and make profits, they should understand what marketing is all 
about. According to Burns and Bush (2000) marketing approach consists of selecting sector of a market as the company’s target market and designing the appro-
priate “mix” of product/service, price, promotion and distribution system to meet the wants and needs of customers within that target market. The two authors 
further suggest that the American Marketing Association (AMA) defines marketing as the performance of all activities necessary for the conception, pricing, pro-
motion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives. Kotler et al. (2008) state that the 
marketing hypothesis holds that the achievement of organizational goals depends on knowing the needs and wants of the target markets and delivering the 
preferred satisfactions better than competitors do. 
Use of Information Technology: Turban, Maclean, Wetherbe, Bolloju & Davidson (2013) define Information technology as “the collection of computer systems 
used by an organization”. It must be noted that tea manufacturing companies’ continued existence in Malawi depends on the most excellent selection of infor-
mation technology systems that will improve the company’s profitability and a company competitive situation. Chaffey (2011) state that those present industries 
need to have information in order to put together the existing business models, while at the same time experimenting with fresh business models. Fresh business 
models may be important to add a competitive advantage over existing competitors, while at the same time heading off similar business models created by new 
entrants. More commonly, they may simply offer a different income stream through advertising or charging for services in a new way, (Chaffey, 2011). Chaffey 
(2011) continues to suggest that a ‘business model’ as “an architecture for product, service and information flows, including a description of the various business 
actors and their roles; and a description of the potential benefits for the various business actors; and a description of the sources of revenue”. Turban, Maclean, 
Wethebre, Bolloju & Davison (2013) comes up again with ‘digital economy’ which they refer to “an economy that is based on digital technologies, including digital 
communication networks (the Internet, intranets, and private value-added networks or VANS), computer software, and other related information technologies”. 
They are further coming up with the following relevant statistics relating to this digital revolution in the country of America in order to show us how information 
technology contributes to the profitability of the nation. 
Efficient Management of Assets: According to Horne and Wachowicz (2014) Asset management, broadly defined, refers to “any system that monitors and main-
tains things of value to an entity or group.” He further says that it may be relevant to both physical assets such as buildings and to indefinable concepts such as 
intellectual property and goodwill. Tea manufacturing companies’ managers have to manage their assets efficiently in order to achieve the goal. According to 
Horne & Wachowicz (2014), asset management decision is one of the decision functions of financial management. They further say that the purchased companies 
resources are ought to be taken care professionally by the users. They further affirm that Finance department managers are given the mandate only to take care 
of the current resources and make sure that they are properly managed. These accountabilities require dedicated finance managers to look after the current 
resources. A huge responsibility of managing non-current resources is in the hands of the department which normally uses them.  
 

ANALYSIS OF THE STUDY 
TABLE 1: PROFITABILITY AVERAGE 2010 – 2014 

 Mean Std. Deviation 

Profitability Average 2010 4.70 1.451 

Profitability Average 2011 4.51 1.826 

Profitability Average 2012 6.23 1.172 

Profitability Average 2013 7.63 1.147 

Profitability Average 2014 8.63 1.391 

The study investigated the profitability level of tea manufacturing companies in Malawi from 2010 to 2014. It can be seen from table1 above, that the mean profits 
ranges from 4.70 to 8.63. There were small variations among the mean profits of tea manufacturing companies sampled except for 2011. This was revealed by a 
higher standard deviation of 1.83 than the rest of the years (2010, 2012, and 2013, through 2014). In addition, there was an increasing trend of profitability of the 
companies throughout the years except in 2011 where there was a drop to 4.51.  
 

TABLE 2: THE EXTENT OF APPLICATION OF BUSINESS STRATEGIES 

 N Mean Std. Deviation 

Budgetary Control Variables 103 4.73 .335 

Exports Marketing Strategy Variables 103 3.12 .586 

Use of Information Technology Variables 103 4.27 .391 

Efficient Management of Assets Variables 103 4.47 .333 

Table 2 shows that the tea manufacturing companies in Malawi apply Budgetary Control strategies satisfactorily as indicated by a mean of 4.73 and standard 
deviation of 0.335. The strategies used in marketing exports can be said to be fair as shown by a mean of 3.12. A standard deviation of 0.586 was obtained showing 
that the respondents were homogeneous in their responses. The companies apply information technology satisfactorily in their operations as indicated by an 
overall mean of 4.27. The standard deviation of 0.391 showed that the respondents were homogeneous in their responses. Table 2 also shows that the resources 
are efficiently managed and as a result, tea manufacturing companies in Malawi apply this satisfactorily in their operations as shown by an overall mean of 4.47 
and a standard deviation of 0.333 indicating that most respondents saw the resources well managed.  
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TABLE 3: ONE – SAMPLE STATISTICS 

 Test Value = 3.5 

T df Sig. (2-tailed) Mean Difference 

95% Confidence Interval of the Difference 

Lower Upper 

Budgetary Control 1 47.605 102 .000 1.42233 1.3631 1.4816 

Budgetary Control 2 20.380 102 .000 1.04369 .9421 1.1453 

Budgetary Control 3 19.685 102 .000 1.07282 .9647 1.1809 

Budgetary Control 4 47.605 102 .000 1.42233 1.3631 1.4816 

Budgetary Control 5 39.858 102 .000 1.42233 1.3515 1.4931 

Budgetary Control 6 16.444 102 .000 .98544 .8666 1.1043 

Export Marketing 7 -11.844 102 .000 -1.59709 -1.8645 -1.3296 

Export Marketing 8 -6.641 102 .000 -.94660 -1.2293 -.6639 

Export Marketing 9 -10.404 102 .000 -1.40291 -1.6704 -1.1355 

Export Marketing 10 19.913 102 .000 1.08252 .9747 1.1904 

Export Marketing 11 15.069 102 .000 .94660 .8220 1.0712 

Information Technology 12 14.464 102 .000 .55825 .4817 .6348 

Information Technology 13 18.103 102 .000 .99515 .8861 1.1042 

Information Technology 14 4.068 102 .000 .23786 .1219 .3538 

Information Technology 15 19.268 102 .000 1.02427 .9188 1.1297 

Information Technology 16 19.678 102 .000 1.04369 .9385 1.1489 

Effective Management 17 17.801 102 .000 .61650 .5478 .6852 

Effective Management 18 53.670 102 .000 1.42233 1.3698 1.4749 

Effective Management 19 23.171 102 .000 1.25728 1.1497 1.3649 

Effective Management 20 24.790 102 .000 1.29612 1.1924 1.3998 

Effective Management 21 18.525 102 .000 .98544 .8799 1.0909 

Effective Management 22 6.560 102 .000 .59709 .4166 .7776 

Effective Management 23 6.714 102 .000 .60680 .4275 .7861 

Budgetary Control Average 42.182 102 .000 1.27670 1.2167 1.3367 

Export Marketing Average -6.644 102 .000 -.38350 -.4980 -.2690 

Information Technology Average 20.038 102 .000 .77184 .6954 .8482 

Effective Management Average 26.940 102 .000 1.02751 .9519 1.1032 

Looking at the table 3above, we can see that the independent variable means are significantly different from the Test Value 3.5 because the values in the Sig. “(2-
tailed)” row are less than 0.05. This implies that all the independent variables means are not equal to 3.5. The respondents either strongly agreed or strongly 
disagreed that the dependent variable (profitability) is influenced by the independent variables (profitability factors) under consideration. The study concludes 
that the differences between companies’ profits are likely due to chance and not likely due to the independent variables in operation.  
 

TABLE 4: MODEL SUMMARY 

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

1 
2 

.204a 

.292b 
.042 
.085 

.032 

.067 
1.057 
1.037 

a. Predictors: (Constant), Efficient Management of Assets 
b. Predictors: (Constant) Efficient Management of assets, Budgetary Control  
From the model summary above, Efficient Management of Assets and Budgetary Control accounted for 6.7% variance in profitability. Efficient Management of 
Assets accounted for 3.2% while budgetary control accounted for 3.5%. This is an indication that other factors accounted for the remaining 93.3% variance in 
profitability.  

TABLE 5: ANALYSIS OF VARIANCE (ANOVA) 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 4.90 1 4.90 4.393 .039a 

Residual 1.13 101 1.12   

Total 1.18 102    

2 Regression 1.01 2 5.03 4.674 .011b 

Residual 1.08 100 1.08   

Total 1.18  102    

a. Dependent Variable: Profitability Average 
b. Predictors: (Constant), Efficient Management of Assets 
c. Predictors: (Constant), Efficient Management of assets, Budgetary Control.  
From the ANOVA Table 5 above, the F Values of 4.393 and 4.674 for Efficient Management of Assets and Budgetary Control respectively were found to be signifi-
cant; an indication that the results of the regression analysis is true.  

TABLE 6: COEFFICIENTS 

Model 

Unstandardized Coefficients Standardized Coefficients 

T Sig. 
.003 

B Std. Error Beta 

1 (Constant) 3.776 1.228  3.075 

Efficient Management of Assets 5.665 2.703 .204 2.096 .039 

2 (Constant) 6.155 1.623  3.792 .000 

Efficient Management of assets 1.023 3.376 .369 3.031 .003 

Budgetary Control -9.310 4.254 -.266 -2.188 .031 

a. Dependent Variable: Profitability Average       

From table 6 above, the Beta Value of 0.369, that is, for Efficient Management of Assets was found to be positive; an indication that the more the Tea Manufac-
turing Companies manage assets efficiently the better is the profitability of the company. However, the Beta Value for the Budgetary Control was found to be 
negative (-0.266); an indication that the more rigid the budgetary control is the less the profitability of the company. In budgetary control managers need to work 
with budgets that are not rigid in the sense that when they see that an item has been overspent they can review only that item since flexible budgets give an 
allowance that permits management to make reviews. This process does not hinder production in manufacturing companies (Lucey, 2007).  
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FINDINGS AND SUGGESTIONS  
The above findings suggest that while the Tea manufacturing companies in Malawi were generally profitable during the period 2010 to 2014, the statistics em-
ployed in the analysis of data in this study significantly disassociated the profitability levels with the premised profitability factors. That is there was no significant 
relationship between the “Independent” and the “Dependent” variables.  
Suggestion 1: The period understudy, that is, 2010—2014 saw an increasing trend in profitability within the Tea manufacturing companies in Malawi, with some 
normal and natural variations, notwithstanding the decline in profitability in the year 2011.  
Suggestion 2: The results of the study indicate that the Tea manufacturing companies in Malawi apply and effectively employ budgetary control strategies in their 
operations, export marketing strategies, embrace information technology and efficiently manage their assets.  
Suggestion 3: The respondents either strongly agreed or strongly disagreed that the dependent variable (profitability) is influenced by the independent variables 
(profitability factors) under consideration. The study concludes that the differences between companies’ profits are likely due to chance and not likely due to the 
independent variables in operation.  
Suggestion 4: However efficient management of assets and budgetary control accounted for 6.7% of the variance in profitability. The only two factors that entered 
the regression. Efficient management of assets on its own accounted for 3.2% of the variance, while budgetary control accounted for 3.5%. The remaining 93.3% 
of the variance was accounted for by other factors.  
Suggestion5: It is quite clear that there must be other latent dimensions or factors that significantly contributed to the profitability of the selected Tea manufac-
turing companies other than management of assets and budgetary control. Factor analysis could be used to conduct a further study in future.  
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ABSTRACT 
India has been blessed with incredible cultural diversity, scenic locations, low production costs and trained film crews. Increased collaboration between India and 
other countries will certainly aid in optimizing the country realizing its true potential in terms of its natural and man-made resources. Film production benefits the 
destination/location in several ways that has been widely accepted all over the world. From creating employment to propagating the tourism potentials of a 
destination, film productions have benefitted the destinations greatly. However, all these benefits have not been availed by the film industry in Assam - be it due to 
lack of interest of filmmakers or due to lack of incentives. Key State Governments in India have recognized benefits of promoting their respective states by attracting 
Film productions and have initiated measures to attract both foreign and local filmmakers by offering production and tax incentives. But there is a total dearth of 
incentives and sops for filmmakers to come and shoot their films in Assam. The Film industry in Assam is over 80(eighty) years old, but still Assamese films have not 
been able to create a curiosity or desire in the minds of people, outside the state or outside the country, to visit the state. Moreover, national and international 
filmmakers are also not interested in producing good commercial films in the state. Steps can be taken to attract film productions from national and international 
filmmakers by offering incentives. Moreover, the local filmmakers can also be motivated to produce films propagating the tourism potentials of the state. The paper 
has been prepared by studying and analysing data from secondary sources including reports, articles, books and internet websites. 
 

KEYWORDS 
film, incentives, production. 
 

INTRODUCTION 
ndia’s film and television industry is one of the fastest growing sectors in the country today which has attracted significant investments from Indian and 
international corporates. With more than 135 million pay-TV households, 800 television channels and 1,000 films produced annually, the film and television 
industry contributed over INR 500 billion to the economy last year, constituting approximately 0.5% of the GDP of India. Overseas studios are increasingly 

entering into arrangements with producers in India to jointly produce films and television series. India’s Foreign Direct Investment (‘FDI’) regulations permit 100 
percent FDI in film and TV productions under the automatic route. India has been blessed with incredible cultural diversity, scenic locations, low production costs 
and trained film crews. Increased collaboration between India and other countries will certainly aid in optimizing the country realizing its true potential in terms 
of its natural and man-made resources.  
 

OBJECTIVES 
1. To study the various benefits associated with attracting film productions to a tourism destination 
2. To study initiatives taken by various Indian states for attracting film productions. 
3. To study various global success stories with regards to attracting tourists through films. 
 

METHODOLOGY 
The paper has been prepared by studying and analysing data from secondary sources including reports, articles, books and internet websites. 
 

BENEFITS OF ATTRACTING FILM PRODUCTIONS TO A TOURISM DESTINATION 
Film production is a very lucrative business if carried out properly and in proper locations. Moreover, it benefits the destination/location in several ways that has 
been widely accepted all over the world. From creating employment to propagating the tourism potentials of a destination, film productions have benefitted the 
destinations greatly. 
The overall benefits of attracting film productions include: 
• Boost to the Tourism industry: The host location is expected to gain visibility due to film production and associated publicity generated from it. Films shot 

at local locations tend to introduce the audience to the host destination/country’s culture and bio diversity hence, attracts tourists. 
• Increased revenues for the Government: In addition to employment opportunities, economic activities stimulated by film productions result in tax revenues 

for local or State Governments. The taxes collected by Central, State and local governments (e.g. personal Income Tax, State Value Added Tax, Excise duties, 
Service taxes, Custom duties, duties on fuel, Corporate Income Tax, local body taxes, etc) generally increase with higher film productions in the region. These 
taxes apply to film producers, their suppliers and cast and crew associated with the production. For example, State Value Added Tax shall get collected on 
local procurement of goods, central Service taxes shall be charged by cast and crew and duties and taxes paid by suppliers. 

• Creation of employment opportunities: International / large film productions rely on local labour which helps boost employment opportunities and incomes 
in allied industries. The impact of “Teenage Mutant Ninja Turtles” on the allied industries include US$ 3.2 million in taxes paid to New York, over US$ 55 
million in total spending throughout New York including US$ 30 million in salaries New York labour. In just three days of shooting, the production paid wages 
to 155 crew members and further 1500 New York residents over 12,000 man-days. 

• Development of allied industries: In the long run, film production enables additional production activity and a sustainable market place in the local economy, 
which results in the development of allied industries such as post production, travel, hospitality, catering, etc. 

• Exchange of cultural and technological expertise: Films shot in foreign locations, result in collaborations between local and foreign enterprises and expose 
local production units/ crews to global standards of production practices. While such collaborations encourage knowledge-sharing, they also expose filmmak-
ers to diverse cultures and nationalities. 

I 
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However, all these benefits have not been availed by the film industry in Assam - be it due to lack of interest of filmmakers or due to lack of incentives. Despite 
the immense tourism potentials of the state, this media has not been fully exploited to attract more tourists to the state. 
 

INITIATIVES BY INDIAN STATES FOR ATTRACTING FILM PRODUCTION 
Key State Governments in India have recognized benefits of promoting their respective states by attracting Film productions and have initiated measures to attract 
both foreign and local filmmakers by offering production and tax incentives as highlighted below: 
 

States Fiscal benefits 

Maharash-
tra 

 Mumbai, being the film hub of the country, has many film studios and hosts several film festivals. Additionally, the city has witnessed 
many iconic Indian movies being shot in it. 

 The Maharashtra Government has provided a five-year tax exemption to single-screen theaters under municipal councils and a seven-year 
tax exemption to those located in rural areas. 

 The Maharashtra Tourism Development Corporation (MTDC) has announced a Bollywood tourism plan, which will enable Indian and for-
eign tourists to take guided tours of film studios and sets while being exposed to a first-hand experience of film shooting. 

 It has sanctioned INR 150 million for setting up of a film city in Chitranagari to serve as an alternative to the film city at Goregaon. 

 Maharashtra was one of the Indian states that provided tax breaks to the film “Bhaag Milkha Bhaag” because of its patriotic theme. 

Gujarat  The Gujarat Government offers 100% exemption from Entertainment Tax for Gujarati films. It is also offers INR 5,00,000 subsidy to Guja-
rati-language filmmakers. 

 The State Government has started a single-window clearance desk to help filmmakers scout locations and provide them with logistic 
support. 

 It is working on a policy to attract more film shoots to the state and seeks to ease the procedures for film-makers. It also plans to provide 
discounts on government accommodation at shooting locations. 

Andhra Pra-
desh 

 Andhra Pradesh is the first to earmark 7% of the Entertainment Tax it collects to use it to develop films and arts in the state. 

 According to the Andhra Pradesh Government’s Animation, Media and Entertainment policy (2014–2019), the Government will offer in-
centives, including reimbursement of INR 500,000, lease rentals, power subsidies, etc., to makers of animation films. 

 The State Government has provided 7% concession on Entertainment Tax for low-budget Telugu films and 15% for high-budget ones. 

Karnataka  The Karnataka Government has increased the award for national award-winning Kannada films from INR 3,00,000 to INR 5,00,000. 

 Karnataka’s Animation, Visual effects, Gaming & Comics policy (AVGC) aims to attract investors and provide employment in the state with 
various initiatives such as creating skilled labour at its training institutes and providing various tax incentives. The Government also plans 
to set up an AVGC Centre of Excellence with funding from The Central/State Governments and private players. 

 The Government has decided to raise its subsidy to the Kannada film industry. The subsidy will now be given for 100 films instead of 75. 

Tamil Nadu  The Tamil Nadu Government will provide 100% exemption from entertainment tax exemption on films with Tamil names, which have been 
given U certificates. 

 The Government has spent INR 80 million on upgrading infrastructure at the M.G.R. Film City by setting up an animation and visual effects 
studio, renovating dubbing theaters, constructing hostels, etc. 

Uttar Pra-
desh 

 Hindi films that are shot at least 75% in Uttar Pradesh will be eligible for a grant amounting to 25% of their production cost or INR 10 
million (whichever is less). 

 Films in the local dialects of Awadhi, Braj, Bundeli and Bhojpuri are to be given the same sops. 

 Film directors selected for awards under this policy will be eligible for a grant of INR 12.5 million if they produce their next film in the state. 

 The Uttar Pradesh Government gave INR 10 million to the producers of “Dedh Ishqiya” and “Bullet Raja” to attract other producers to the 
state. It has exempted “Dedh Ishqiya” from Entertainment Tax in the state. 

West Ben-
gal 

 The West Bengal Government is planning to introduce a single clearance window that will process requests for films to be shot in the state 

 New cinema halls will be given an Entertainment Tax subsidy for up to two years. 

 New multiplexes will be given an Entertainment Tax subsidy for up to four years. 

 The Government provides various subsidies for cinemas/ multiplexes. 

 The Government has reduced Entertainment Tax on Bengali films (from 10% to 2%) to ease the financial burden on the Bengali film indus-
try. 

Jammu & 
Kashmir 
 

• The Jammu & Kashmir Government has decided to waive taxes for filmmakers while they shoot films in the state 
• The Kashmir Film Festival is held to support local Kashmiri films and promote tourism in Jammu & Kashmir. 

 Films recently shot in Kashmir include “Yeh Jawaani Hai Deewani” and “Highway”. 

Rajasthan • Films that are 75% shot in Rajasthan and have been given U certificates will get a 100% exemption from Entertainment Tax for one year. 
• Rajasthani films with U certificates are provided aid of INR 5,00,000 if they are shot extensively in Rajasthan. 
• New cinema halls and drive-in theaters have been exempted from Entertainment Tax for three years – 75% in the first year, 50% in the 

second year and 25% in the third year. 

 Foreign films shot in Rajasthan include “The Dark Knight Rises” and “Darjeeling Limited”. 

Goa • The International Film Festival of India is held annually at Goa. It sees the participation of various filmmakers from across the world and 
India. Goa already has a single window clearance system and permits films to be shot anywhere in the state. The Ministry of Information 
and Broadcasting has proposed that this system should be adopted by the rest of the country. 

• The State Government is reviewing a proposal that will allow filmmakers to claim up to 5% of the shooting costs incurred by them in Goa. 

 Goa is one of the most popular locations for shooting films in India. More than 100 films, including “Chennai Express”, “Once upon a time 
in Mumbai Dobaara” and “Go Goa Gone”, were shot in the state in the recent past. 

Punjab • The Punjab Government is setting up a film city and a film institute near Mohali to promote the Punjabi film industry and also help 
filmmakers shooting films in the state. 

• The Government gives Punjabi filmmakers a rebate of 5% of the Entertainment Tax to be paid by them, provided 75% of the dialogues are 
in Punjabi. 

 The State Government plans to present exceptional filmmakers and actors with awards ranging from INR 1 million to INR 25 million. 
Additionally, it will set up one or two-screen cinemas in rural locations to enable local people to watch films. 

Himachal 
Pradesh 

• The Himachal Pradesh Government offers 100% exemption from Entertainment Tax to filmmakers shooting their films in the state. 

 The State Government is formulating a draft of its film tourism policy, which includes incentives for the film industry, e.g., single window 
clearance of permission requested to shoot films, facilitation of travel and accommodation during duration of stay, etc. 

 

However, the scenario in Assam is totally dissatisfactory. There is a total dearth of incentives and sops for filmmakers to come and shoot their films in Assam, 
thereby depriving the region from immense possibilities with regards to encouraging tourist inflows. 
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FEW GLOBAL SUCCESS STORIES 
“Life of Pi” 
Life of Pi was an American 3D live-action, computer animated adventure film, based on Yann Martel’s 2001 novel by the same name, which was released in 2012. 
Around 70% of the film was shot in Taiwan, including at Taipei Zoo, an airport in Taichung and at the Kenting National Park. Some parts of it were shot in Puducherry 
and Munnar (a hill station in Kerala) in India. 
Life of Pi was a hit in Taiwan, generating 
Life of Pi was a hit in Taiwan, generating US$17.5 million. Hotel occupancy in Taichung increased by 10% where Life of Pi was shot, benefitting from the visits of 
more than 300 foreigners and locals. After release of the film in 2013, the number of Australians visiting the country increased by a considerable 43% over 2012 
figures. Life of Pi was partly shot in Puducherry and Munnar in Kerala. The film has attracted international tourists to these locations. To capitalize on this, India’s 
Tourism Ministry and the the Puducherry Government announced their plan to launch a “Land of Pi” campaign across all media channels, including print, online, 
electronic and outdoor, in 2013 in order to promote Puducherry and Munnar as tourist destinations. 
“Krrish” 
Krrish is an Indian science fiction film directed, produced and written by Rakesh Roshan in 2006. It is the second film in the Krrish series and is the sequel to Koi... 
Mil Gaya. More than 60% of the film has been shot in Singapore in prominent locations including the Singapore Zoo, the Gateway building and the Singapore 
National Library. 
After the movie was released, the local people enthusiastically visited places with which they were already familiar. In addition, Indian visitors began looking at 
Singapore as a modern destination that is culturally and economically similar to the “new India” and the lifestyles of its middle-class diaspora. Immediately after 
the release of the film, annual Indian tourist traffic to Singapore increased from six to seven million. 
“Zindagi Na Milegi Dobara” 
Zindagi Na Milegi Dobara was an Indian film directed by Zoya Akhtar and produced by Excel Entertainment in 2011. Made on a budget of INR 550 million (US$9.0 
million), the movie was mainly shot in Spain and partly in India, Egypt and the UK. 
The number of Indians visiting Spain surged after the release of the movie. According to Spain’s Tourism Board, within six months of the release of the film, the 
number of Indian tourists to the country jumped by 65% to more than 1,15,000 in 2011, compared to 75,000 in 2010.There was an increase in the number of 
enquiries and booked holidays in Spain after its release. According to Spain’s Tourism Board, the number of visas issued to Indians after the movie went up by 
50%–60%. 
Spain’s Tourism Board received 600,000 enquiries from Indians on destinations shown in the movie, such as Costa Brava, Seville, Pamplona, Barcelona and Valencia, 
as well as about one of the sequences in the film, which featured the famous Tomatino Festival, and prompted people to time their visits during the festival. Tour 
operator SOTC introduced a seven-day Spain package, which included the La Tomatina Festival, to cater to people’s demands. 
The movie has been included as a case study for a course in marketing management in the country, which focuses on how Spain was marketed and portrayed as 
a product and how the film increased tourism. 
“Dilwale Dulhania Le Jayenge (DDLJ)” 
Dilwale Dulhania Le Jayenge (DDLJ) was an Indian film, which was released in 1995. It was written and directed by debutante director Aditya Chopra and produced 
by his father Yash Chopra. The film was shot in India, London and Switzerland. 
The success of DDLJ gave a major fillip to tourism in Europe, particularly to Switzerland. There is a strong co-relation between Indian movies and the number of 
Indian tourists visiting Switzerland. Between 1993 and 2010, the number of annual overnight stays of Indian tourists in the country increased from 71,000 to 
393,000. In 2010, Yash Raj Films entered an agreement with SOTC, a part of the Kuoni Travel Group in India, and Brandinvest AG, a Switzerland-based company. 
They came together to provide a tour package, YRF Enchanted Journey to enable people visiting Switzerland to see the filming locations of famous Yash Raj films 
including DDLJ, Mohabbatein, Veer-Zaara, Chandni, Darr and Bachna Ae Haseeno. 
Over the past three decades, several bollywood movies have been shot in the northeast India - Dil Se (1998), Tango Charlie (2005), Bum Bum Bole(2010), Mary 
Kom (2014), Aisa Yeh Jahaan (2014), Koyla (1997), Ek Pal (1986), Kurbaan (1991), Saaya (2003), Daman (2001), Rock On!! 2 (Releasing 2016) and Rangoon (Releasing 
2016). Fewer were partially shot in Assam - Dil Se (1998), Ek Pal (1986), Aisa Yeh Jahaan (2014) and Daman (2001). These films failed to reflect the beauty or 
tourism potentials of the state, apart from miserably failing commercially. 
 

CONCLUSION 
The Film industry in Assam is over 80(eighty) years old, but still Assamese films have not been able to create a curiosity or desire in the minds of people, outside 
the state or outside the country, to visit the state. Moreover, national and international filmmakers are also not interested in producing good commercial films in 
the state. A prominent reason for this indifferent attitude of filmmakers towards Assam can be associated with the total lack of sops or incentives to be provided 
by the state government to various filmmakers, like the other states in India. Another reason might be the lack of true interest of the state authorities to attract 
and invite filmmakers across the nation or the globe to showcase the tourism potentials of Assam through their films. Another reason that frequently arises in the 
minds of anybody having a little knowledge about Assam, is Terrorism. People outside the Northeast India have the notion that the state of Assam is engulfed in 
terrorist activities and the region is very hostile. 
Whatever the reason, there is a lot that the state authorities can do in this regard. Steps can be taken to attract film productions from national and international 
filmmakers by offering incentives. Moreover, the local filmmakers can also be motivated to produce films propagating the tourism potentials of the state. A positive 
attitude and a proper understanding of the benefits of film production to a tourism destination, are the important factors that can lead to reaping the benefits 
that other destinations across the world have enjoyed and are enjoying consistently. 
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ABSTRACT 
In this current scenario of globalization, the workplace requires business practitioners to acquire a new set of knowledge, skills, and attitudes to face the diversity 
and complication of the new business environment successfully. Competency Mapping is a process to identify key competencies for an organization or a job and 
incorporating those competencies throughout the various processes (i.e. job evaluation, training, recruitment) of the organization. A competency is defined as a 
behavior (i.e. communication, leadership) rather than a skill or ability. IT Industry, being a knowledge-based industry needs a high level of intellectual capital which 
in turn will lead to the competitive advantage of a firm. With a global explosion in market-opportunities in the IT sector, the shortage of adequate manpower both 
in numbers and skills is considered to be a prime challenge. The related issues are varied indeed: recruitment of world-class workforce and their retention, compen-
sation and career planning, technological obsolescence and employee turnover. Therefore, many IT Companies in India are interested in knowing the present skill 
level of their employees so that training can be given to improve their performance. This paper is an attempt to identify the significant role played by competency 
mapping for professionals in IT Industry which in turn will contribute to the purpose of enhancement of skills which in turn will led to organizational productivity. 
Rapid and unpredictable technological changes and the increased emphasis on quality of services are compelling IT businesses to recruit adaptable and competent 
employees. The research design adopted is descriptive. Around 110 employees were taken as sample from 3 reputed IT Organizations and Convenience sampling 
method is adopted. Primary data is collected using a structured questionnaire. Various Statistical techniques like weighted average method, Kolmogorov Smirov, 
Mann Whitney U test, One Way Anova, percentage analysis, interval estimation etc. are adopted. 
 

KEYWORDS  
IT sector, competencies, skills. 
 

INTRODUCTION 
he Information technology industry in India has gained a brand identity as a knowledge economy due to its IT sector. As global business competition shifts 
from efficiency to innovation and from enlargement of scale to creation of value, management needs to be oriented towards the Strategic use of human 
resources. The ability of companies to effectively carry out competency based human resources management. HRM is becoming more and more crucial 

for their survival which are important to address with the changing nature of organizations. The modern world which is highly complex is characterized by scarcity 
of resources and it has become the first and foremost objective of every business person to use the available resources efficiently and in best way. Among the 
various resources like land, labour and capital the resource which need to be given special concentration is the human resource because they contribute directly 
to the managerial productivity which is characterized by maximizing returns and minimizing wastages. 
Man power, both technical and managerial, is the most important resource of organization. All the other factors cannot be utilized efficiently without manpower. 
But the critical aspect that is involved in the management of human resources is its difficulty to manage. The reason for this difficulty is that each person is 
characterized and endowed with different qualities, skills, attitudes, motives, knowledge etc. Besides this, these factors also have an imperative impact on their 
performance. Employee competency is an intangible resource and this is the only resource which can take a company forward and not its physical and financial 
assets. Global firms after the lapse of considerable time have realized that it is the employee competencies which can guarantee all turbulence, odds and vicissi-
tudes in the business. 
Competency mapping is a process of identification of competencies required to perform a given set of activity, role or a job at given point of time In other words 
it is comprehensive list of competencies which a star performer possesses, along with their level of possession. In short, competency mapping is the list of com-
petencies required to be possessed to excel in a particular job. It also displays, whether a competency is critical or supporting competency for a person to do the 
job at particular post. Critical Competencies are the competencies that are very vital in a person. They are critically important, and in their absence, the person 
could not perform the job successfully. They play a complimentary role in the performer. Companies are vastly shifting their approach of having multi-skilled 
employees with knowledge of only one skill. The competence approach focuses on linking business strategies to individual performance efforts. The various com-
petencies that are identified to be critical for employee performance are the technical, managerial and human competencies. It is in this scenario the study has 
been carried out to identify the significance of competency mapping towards the productivity of the organization and the overall employee growth thereby leading 
to the accomplishment of the objectives of both the employees and the organization. 
 

REVIEW OF LITERATURE 
 Manasi.D. Parikh (2014) in his study emphasized on the fact that competency mapping helps in managing human capital in an efficient manner. The paper 

explains certain managerial, functional and behavioral competencies of sales managers in the retail industry. The paper supports relationship between the 
competency and the performance for sales professional in retail sector 

 Jaideep Kaur & Vikas Kumar (2013) identified the extent to which competency mapping would help in analyzing the gap in required skill and could be worked 
upon improve the level of competency. The competencies of managers from three different levels of management were measured with the help of ques-
tionnaire and gap was analyzed. The study concluded with the fact that the mangers in higher levels lacked technical skills compared to middle level manag-
ers. Planning skills and leadership skill were found to be missing in middle and first level managers. The implementation of the study stressed the fact that 
competency mapping would focus on the gap that are essential for the required job and hence can be improved by training. 

  Vikram Singh Chouhan (2013) in his study attempts to develop a competency mapping model for HR professionals in IT Industry for the purpose of Training 
Need Assessment. Rapid and unpredictable technological changes and the increased emphasis on quality of services are compelling IT businesses to recruit 
adaptable and competent employees. At the top of the competency model are five roles, or lenses, through which HR practitioners can view the model: 
Strategic partners, Administrative experts, Employee champions, Change agents and HR experts. 

 Vijaya Mani (2013) in her research undertook the primary objective of creating an effective system for assessing the competencies of the employees. The 
system has also been used in the research to assess the competency levels of the executives in one of the renowned Auto Component Manufacturing 
Organization in Tamil Nadu India. Special emphasis is given on Technical and Behavioral competencies along with their desired levels. Based on this, With 
the desired and actual levels, a Gap Analysis was done to identify the gaps in competencies and training programs were suggested to bridge the gap 

 Dr.P. Suguna and T. Tamil Selvi (2013) in their study narrated the aim of competency mapping of an organization and its influence on the performance of 
the organization. ANOVA test also confirmed that competency mapping had an influence on the performance of the organization. The study mainly focused 
on the benefits of competency mapping in the organization. 

T 
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 Dr. V. K. Jain (2013) made a detailed study and made a gap analysis in the actual and desired skills and assess the training needs of the employees. This in 
turn will help to improve the performance of the employees in general and provide information to the company about the skills they possess which will 
ensure development of promotional strategies within the company. The parameters were derived from the Job roles, HR policies and Key Result Areas (KRAs). 

 R. Yuvaraj (2011) in his study emphasized on the fact that competency mapping should not be seen as rewards. All the stakeholders must exercise an 
opportunity for long-term growth. Competency mapping is not only done for Confirmed employees of an organization and it can also be done for contract 
workers or for those seeking employment to emphasize the specific skills which would make them valuable to a potential employer. 

 

SIGNIFICANCE OF THE STUDY 
The significance of the study lies on the fact that the employees will be able know their respective roles, key competencies and helps in bridging the gap between 
existing and desired competencies of the employees through necessary training. This is because competency mapping is required to reinforce corporate strategy, 
culture, and vision. Competency Mapping establishes expectations for performance excellence, resulting in a systematic approach to professional development, 
improved job satisfaction, and better employee retention. It increases the effectiveness of training and professional development programs by linking them to the 
success criteria. It provides a common understanding of the scope and requirements of a specific role. All these aspects will contribute to the accomplishment of 
the organizational goals and helps the organization to become more productive. 
 

OBJECTIVES OF THE STUDY 
1. To know the opinion of respondents towards the significance of competency mapping in enhancing individual and organizational performance. 
2. To study the various technical, managerial and human competencies required for the job. 
3. To analyse the influence of competency mapping on training and development of employees towards organizational performance 
4. To identify the methods that are effectively used to bridge the gap between existing and desired competencies 
 

HYPOTHESES 
H01: There is no significant difference in the opinion of the employees towards possession of technical, managerial and behavioral competencies for effective job 
performance 
H02: There is no significant difference between the attributes of human competencies towards effective job performance 
H03: There is no significant difference between the contributing factors towards helping the organization in identifying the employee competencies. 
H04: There is no significance difference in the methods towards bridging the gap between existing and desired competencies. 
 

RESEARCH METHODOLOGY 
Research design is an 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. 
TYPE OF RESEARCH DESIGN: The type of research design adopted in this study is Descriptive Research. Descriptive research includes surveys and fact finding 
enquiries of different kinds and it can report only what has happened. The purpose of the research is description of the state of affairs as it exists at present. 
Descriptive research, also known as statistical research, describes data and characteristics about the population or phenomenon being studied. Descriptive re-
search answers the questions who, what, when, where and how.  
SAMPLING METHOD: The sampling method used in this study is Convenience Sampling which is a non - probability Sampling method. 
SAMPLE SIZE: 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. The sample size for the study is 110 which is 
finalized through a pilot study. 
 DATA COLLECTION: Data collection is a systematic approach to gathering information from a variety of sources to get a complete and accurate picture of an area 
of interest. In this study responses are collected through two different sources. The sources of data collection are Primary data collection and Secondary data 
collection. Primary data are collected through a structured questionnaire and schedules. Secondary data are collected through journals, magazines etc. 
 

TABLE 1.1: COMPETENCY MAPPING IS VITAL FOR ACCOMPLISHMENT OF INDIVIDUAL AND CORPORATE OBJECTIVES 
 
 
 
 
 

From the above table it is found that 91% of respondents feel that competency mapping is vital for accomplishment of individual and corporate objectives and 9 
% feel that competency mapping is not vital for accomplishment of individual and corporate objective. It can therefore be inferred that most of the respondents 
(i.e) 91% feel that competency mapping is vital for accomplishment of individual and corporate objectives 
CONFIDENCE INTERVAL 
Given: 
Yes=100, No=10 
p=100/110; p=0.91 
q=1-p: q=0.09 

Confidence Interval = [P±z
∝

2
√

𝑝𝑞

𝑛
] 

Where, p = No of Success = 0.91 
q = No of Failure = 0.09 
n = No of respondents = 110 
zα/2= Confidence Level = 1.96 
Solution 

Standard error = √
𝒑𝒒

𝒏
= 0.027 

Estimation 

Confidence Interval= [P±z
∝

2
√

𝒑𝒒

𝒏
] 

= [0.91±1.96 * (0.027)] 
= [0.91±0.053] 
= [0.857, 0.963]. 
CONCLUSION 
It can therefore be concluded that the respondent’s opinion towards competency mapping is vital for accomplishment for individual and corporate objectives lies 
in the rank of 0.857 and 0.963 in the sample statistics and it is found to be in the range of 85.7% and 9.63% in the population parameter respectively 

S.NO YES/NO NO. OF RESPONDENTS PERCENTAGE  

1 Yes 100 90.9 

2 No 10 9.1 

Total 110 100 
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IMPROVEMENT OF COMPETENCY LEVEL AFTER JOINING THE ORGANIZATION 
 

TABLE 1.2 
 
 
 
 
 
From the above table it is evident that 64% of respondents are of the opinion that their competency level is improved after joining the organization and 36% of 
respondents says that their competency level is not improved after joining the organization.  
CONFIDENCE INTERVAL 
p=70/110; p=0.63 
q=1-p; q=0.37  

Confidence Interval = [P±z
∝

2
√

𝑝𝑞

𝑛
] 

Where, p = No of Success = 0.63 
q = No of Failure = 0.37  
n = No of respondents = 110 
zα/2= Confidence Level = 1.96 
Solution 

Standard error = √
𝒑𝒒

𝒏
 = 0.0460 

Estimation 

Confidence Interval= [P±z
∝

2
√

𝒑𝒒

𝒏
] 

= [0.63±1.96 * (0.0460)] 
= [0.91±0.09016] 
C.I = [0.53, 0.72] 
It can therefore be concluded that the respondent’s opinion towards improvement of competency level after joining the organization lies in the rank of 0.53 and 
0.72 in the sample statistics and it is found to be in the range of 0.53 and 0.72 in the population parameter respectively 
INFLUENCE OF COMPETENCY MAPPING ON CAREER GROWTH AND DEVELOPMENT OF EMPLOYEES 

 
TABLE 1.3 

 
 
 
 
 
 
 
 
From the above table, it is identified that 23% of respondents strongly agree with the fact that competency mapping contributes to the career growth and devel-
opment of employees, 29% of the respondents agree in this regard, 25% of the respondents have a neutral opinion. 13% and 10% of the respondents have a 
negative opinion towards the fact that competency mapping contributes to the career growth and development of employees 
INTERPRETATION: It is therefore inferred that majority of respondents (i.e) 52% have a positive opinion that competency mapping contributes to the career 
growth and development of employees. 
 
Ho: Requirement of managerial, human and technical competencies for job performance does not follow normal distribution. 
H1: Requirement of managerial, human and technical competencies for job performance follow normal distribution. 

 
TABLE 2.1: REQUIREMENT OF MANAGERIAL, HUMAN AND TECHNICAL COMPETENCIES FOR JOB PERFORMANCE- KOLMOGOROV SMIROV TEST 

Expected frequency = 22 

Observed frequency  45 32 25 5 3 

Expected frequency  22 22 22 22 22 

 

Observed Frequency Cumulative Frequency Relative Frequency(q) Expected Frequency Cumulative Frequency Relative 
Frequency(p) 

KS=|p-q| 

45 45 0.40 22 22 0.2 0.2 

32 77 0.7 22 44 0.4 0.3 

25 102 0.92 22 66 0.6 0.32 

5 107 0.97 22 88 0.8 0.17 

3 110 1 22 110 1 0 

Level of significance: 
α=0.05 
Test statistics: Dn = max |Fe-F0|  
Calculated value =0.32 
Table value @ 0.05 = 0.510 
Calculated value < Table value  
0.32<0.510 
Therefore, H0 is accepted. 
Hence it can be concluded that Requirement of managerial, human and technical competencies for job performance does not follow normal distribution. 
 
 
 
 

S.NO OPINION  NO.OF RESPONDENTS PERCENTAGE  

1 Yes 70 64 

2 No 40 36 

Total 110 100 

S.NO OPINION NO. OF RESPONDENTS PERCENTAGE  

1 Strongly agree 25 23 

2 Agree 32 29 

3 Neutral 28 25 

4 Disagree 14 13 

5 Strongly disagree 11 10 

TOTAL 110 100 
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TABLE 2.2: COMPETENCY THAT IS CONSIDERED TO BE VITAL FOR JOB ACCOMPLISHMENT 
 
 
 
 
 
 
 

From the table below it was found that 23% of respondents suggest technical competency are to be vital for job accomplishment, 32% of respondents are of the 
opinion that it is the managerial competency, 18% think that human competency is vital for effective performance and 27% of respondents suggest that all the 
three competencies are to be vital for job accomplishment in the organization. It can therefore be identified that managerial competencies are vital for job ac-
complishment in the organization (i.e) 32%. 
 

TABLE 2.3: IMPORTANCE OF HUMAN COMPETENCIES VITAL FOR JOB PERFORMANCE 

HUMAN COMPETENCIES VERY HIGH HIGH MODERATE LOW VERY LOW WEIGHTAGE RANK 

Assertiveness 23 18 24 28 17 22.1 3 

Integrity 12 16 26 35 21 19.5 5 

Self-reliance 21 15 31 23 20 21.6 4 

Mental stability (A) 29 30 31 6 14 25.6 1 

Interpersonal skills (B) 21 35 8 34 12 23.2 2 

Total 106 114 120 126 84   

 
MANN-WHITNEY U-TEST 
 
 
 
 
 
 
 
 
 
 
 
 
n1 = 5, n2 = 5  
R1= 2+4+6+7+8 = 27 
R2= 1+3+5+9+10 = 28 

Null Hypothesis:Ho: 1 = 2  

Ho: There is no significance difference between the attributes of human competencies towards effective job performance  
H1: There is a significance difference between the attributes of human competencies towards effective job performance 
 Z= (11 –12.5) / 4.78 = - 0.313 
Calculated Value = |Z| = 0.313 
Level of significance is 95% ; α=0.05 
Table Value= 1.96 
Calculated Value< Table Value  
 0.313<1.96 
Accept H0. It can therefore be concluded that there is no significance difference between the attributes of human competencies in their contribution towards 
effective job performance. 

TABLE 2.4: MANAGERIAL COMPETENCY REQUIRED FOR EFFECTIVE PERFORMANCE 
 
 
 
 
 
 
 
 
 
It is therefore concluded that Listening skills are vital for enhancing managerial competency as it is ranked 1st by majority of respondents. Holistic approach is 
ranked 2nd followed by Decision making skills, Presentation skills, persuasiveness and Negotiation skills which are ranked 3,4,5,6 respectively. Broader organization 
outlook occupies the last position. 
 

TABLE 2.5: ROLE OF CONTRIBUTING FACTORS THAT HELP IN IDENTIFYING THE REQUIRED COMPETENCIES -ONE WAY ANNOVA 
 
 
 
 
 
 
 

H0: There is no significant difference between the contributing factors towards helping the organization in identifying the employee competencies. 
H1: There is a significant difference between the contributing factors towards helping the organization in identifying the employee competencies. 
 
 

COMPETENCIES NO. OF RESPONDENTS PERCENTAGE 

Technical competency 25 23 

Managerial competency 35 32 

Human competency 20 18 

All the above 30 27 

TOTAL 110 100 

Series Responses Rank 

B 8 1 

A 6 2 

B 12 3 

A 14 4 

B 21 5 

A 29 6 

A 30 7 

A 31 8 

B 34 9 

B 35 10 

MANAGERIAL COMPETENCIES R1 R2 R3 R4 R5 R6 R7 WEIGHTAGE RANK 

Holistic approach 40 27 12 8 10 7 6 20.85 2 

Broader organization outlook 12 11 16 27 13 19 12 15.25 7 

Presentation skills 18 24 12 24 13 9 10 17.6 4 

Decision making skills 28 24 16 12 10 12 8 18.9 3 

Negotiation skills 16 12 23 18 20 8 13 16.42 6 

Listening skills 38 28 22 10 7 3 2 21.89 1 

persuasiveness 24 18 10 16 12 13 17 16.75 5 

CONTRIBUTING FACTORS HIGHLY EFFECTIVE EFFECTIVE NEUTRAL INEFFECTIVE HIGHLY INEFFECTIVE TOTAL 

Motivation 44 20 13 17 16 110 

Leadership 23 15 16 34 22 110 

Undertake challenging task 58 10 14 12 16 110 

Positive outlook 19 28 24 22 17 110 

communication 30 27 28 13 12 110 
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∑ci= 550=G 
∑i^2/ni=13158.8∑Ni=25=N 
N=25 C=5 G=550 

 C.F=G^2/N=12100 

 ∑∑Xij^2=44^2+………+12^2=14980 

 TSS=∑∑Xij^2-C.F=14980-12100=2880 

 CSS=Ci^2/ni-C.F=13158.8-12100=1058 
 
 
 
 

ESS=TSS-CSS=2880-1058=1822 
d.f= (ɣ1, ɣ2) = (Nrdf, Drdf) = (4, 20) 
Table value at α (5%) =2.87 [From the 5% table] 
C.V>T.V 
2.903 > 2.87 
Reject 𝑯𝟎.There is significant difference between the factors towards helping the organization in identifying the employee competencies. 
 
TYPE OF TRAINING PREFEREED IN IMPROVING COMPETENCIES 

TABLE 3.1 
  
 
 
 
 

From the above table it is found that 65% of respondents feels competencies can be best improved through On -the job training and 45% feels competencies can 
be best improved through off- -the job training. It can therefore be concluded that majority of the respondents have a positive opinion that competencies can be 
enhanced effectively by On-the – Job training methods. 

 
TABLE 3.2: TRAINING PROGRAM THAT LEADS MORE TO COMPETENCY ENHANCEMENT 

 
 
 
 
 
 
 
It is evident through the above table that technical training is the highly preferred training program for improving competencies as it is ranked 1st by majority of 
the respondents which is followed by expediting training which is ranked 2nd. Leadership training and Vestibule training are ranked 3rd and 4th respectively and 
apprenticeship training occupies the last position since it is ranked 5th. 
IMPACT OF BRIDGING COMPETENCY GAP ON ORGANIZATIONAL PERFORMANCE 

 
TABLE 4.1 

 
 
 
 
 

The table above depicts that 68% of respondents feel that bridging the competency gap is essential for organizational performance and 32% feels that bridging 
the competency gap is not essential for organizational performance. It can therefore be inferred that bridging competency gap is vital for organizational perfor-
mance. 
 

TABLE 4.2: METHODS ADOPTED IN BRIDGING THE GAP BETWEEN EXISTING AND DESIRED COMPETENCY ON THE BASIS OF EFFECTIVENESS CHI SQUARE TEST 

METHODS VERY HIGH HIGH MODERATE LOW VERY LOW TOTAL 

Appropriative delegation 18 26 25 23 18 110 

Optimistic attitude 28 26 12 18 26 110 

Give clear guidelines for success 26 22 14 23 25 110 

 
 
 
 
 

CONTRIBUTING FACTORS HIGHLY EFFECTIVE EFFECTIVE NEUTRAL INEFFECTIVE HIGHLY INEFFECTIVE 

Motivation 44 20 13 17 16 

Leadership 23 15 16 34 22 

Undertake challenging task 58 10 14 12 16 

Positive outlook 19 28 24 22 17 

Communication 30 27 28 13 12 

Column total 174 100 95 98 83 

ni 5 5 5 5 5 

Ci^2 30276 10000 9025 9604 6889 

Ci^2/ni 6055.2 2000 1805 1920.8 1377.8 

Source Variation Sum of squares d.f Mean of squares Calculated 
F=Greater/Smaller 

B/w Effectiveness of competency mapping CSS=1058 C-1=4 M1=CSS/C-1=1058/4=264.5 F=M1/E=264.5/91.1=2.903 CV 

Factors  ESS=1822 N-C=20 E=ESS/N-C=1822/20=91.1  

S.NO TRAINING NO. OF RESPONDENTS PERCENTAGE  

1 On -the job  training 65 59 

2 Off -the job training 45 41 

Total   110 100 

TRAINING PROGRAMS R1 R2 R3 R4 R5 TOTAL RANK 

Leadership  24 16 26 32 12 22.5 3 

Expediting (follow up) 19 25 32 18 16 22.86 2 

Apprenticeship 16 8 42 15 29 19.8 5 

Technical 28 31 15 12 24 23.8 1 

Vestibule 22 19 10 39 20 20.93 4 

S.NO OPINION NO. OF RESPONDENTS PERCENTAGE  

1 Yes 75 68 

2 No 35 32 

Total 110 100 
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S.No Oi Ei (Oi-Ei) (Oi-Ei)2 (Oi-Ei)2 / Ei 

1 18 24 -6 36 1.5 

2 26 24.66 1.34 1.79 0.072 

3 25 17 8 64 3.76 

4 23 21.33 1.67 2.78 0.13 

5 18 23 -6 36 1.5 

6 28 24 1.34 1.79 0.072 

7 26 24.66 8 64 3.76 

8 12 17 1.67 2.78 0.13 

9 18 21.33 -6 36 1.5 

10 26 23 1.34 1.79 0.072 

11 26 24 8 64 3.76 

12 22 24.66 1.67 2.78 0.13 

13 14 17 -6 36 1.5 

14 23 21.33 1.34 1.79 0.072 

15 25 23 8 64 3.76 

∑(Oij-Eij)^2/Eij= 21.7212 

H0: There is no significance difference in the methods towards bridging the gap between existing and desired competencies. 
H1: There is significance difference in the methods towards bridging the gap between existing and desired competencies 
∝ = 5% 
Degree of freedom=(C-1)*(r-1) =8 
Table Value=21.026 
Calculated Value=21.7212 
Calculate Value >Table Value 
21.7212 > 21.02 
Reject 𝑯𝟎 It can therefore be concluded that there is a significance difference in the opinion towards the methods towards bridging the gap between existing and 
desired competencies. 

TABLE 4.3: FACTORS THAT CONSTITUTE TOWARDS BRIDGING COMPETENCY GAP 
 
 
 
 
 
 
 

Therefore, it is concluded that leadership styles are considered to be the main factor that constitutes more towards bridging competency gap as it is ranked 1st 
by majority of respondents followed by training and development activities which is ranked 2nd. Motivation and Teamwork are ranked 3rd and 4th respectively. 
Effective communication occupies the least position. 
 

SUMMARY OF FINDINGS 
The study revealed that 91% of the respondents are of the opinion that competency mapping is vital for accomplishment of individual and corporate objectives. 
The respondent’s opinion towards competency mapping is vital for accomplishment for individual and corporate objectives lies in the rank of 0.857 and 0.963 in 
the sample statistics and it is found to be in the range of 85.7% and 9.63% in the population parameter respectively. Majority of the respondents are of the opinion 
that their competency level is improved after joining the organization. The respondent’s opinion towards improvement of competency level after joining the 
organization lies in the rank of 0.53 and 0.72 in the sample statistics and it is found to be in the range of 0.53 and 0.72 in the population parameter respectively. 
Around 52% of the employees are of the opinion that competency mapping contributes to their career growth and development.  
The study revealed that there is no significance difference between the attributes of human competencies in their contribution towards effective job performance. 
Listening skills are found to be vital in enhancing managerial competencies. There is significant difference between the factors towards helping the organization 
in identifying the employee competencies. As per the study On -the –Job training method is supposed to have wide acceptance. It is found that technical training 
is the highly preferred training program for improving competencies as it is ranked 1st by majority of the respondents. Nearly 68% of respondents feel that bridging 
the competency gap is essential for organizational performance. There is a significance difference in the opinion towards the methods towards bridging the gap 
between existing and desired competencies. Leadership style is found to be the most significant contributing factor in bridging the competency gap. 
 

CONCLUSION 
In a complex scenario which is witnessed by rapidly changing skill sets of employees and job requirements, it has become an increasingly difficult to change skill 
sets in order to meet the job requirements. The major challenge for organizations is that it need to analyze employee competencies using various effective meth-
ods. Improving job performance, from an organization perspective competency mapping helps to reduce training costs as it is helpful in identifying only those 
employees who needs training. Thus the study has made an attempt to identify the opinion of the employees towards the significance of competency mapping, 
measures that are undertaken to bridge the competency gap, influence of technical, managerial and behavioral competencies towards employee performance in 
enhancing individual and organizational objectives.  
Employees have a strong opinion that competency mapping is vital for enhancement of individual and organizational performance. Moreover, it is also found to 
have a strong impact on the career growth and development of employees. They also agree towards the fact that their competencies have greatly increased after 
joining the organization. Since all the attributes of human competencies are found to have a similar impact all the attributes of human competencies deserve 
special attention. Listening skills are found to have a predominant impact in enhancing managerial competencies and therefore special focus can be given in this 
regard. Appropriate and effective methods may be adopted to bridge existing and desired competencies. In short, competency mapping if done more effectively 
is sure to enhance the productivity of the organization quantitatively and qualitatively. 
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ABSTRACT 
In an era of increasing global competition, “consumer perception” remains a research topic of strong interest for both academic and market researchers alike. The 
focus of this research is to study the consumers ‘awareness, preferences and purchase decision of two wheelers in Rayalaseema region cities like Tirupati, 
Anantapur, Kadapa and Karnool. Also, the study aims to examine the influence of regions on consumer’s perception on their preference, attitude, decision making 
and satisfaction. A survey was conducted and 400 completed questionnaires were used in data analysis; 100 in each four cities. The finding reveals that the per-
ception of consumers towards the two wheeler purchase decision differ widely. The researcher finds that “region” effect is an in substantial factor in two wheeler 
users’ evaluation. Other factors such as promotional schemes, Performance, utilitarian benefits, personal factors and value added benefits were perceived by 
consumers in four cities as more important than regions. Thus the overall findings of the study provide implications for marketers and manufacturers of two 
wheelers. 
 

KEYWORDS 
consumer perception, purchase decision, demographics, region, satisfaction, performance. 
 

INTRODUCTION 
 decision is the selection of an action from two or more alternative choices. Constantly consumers make decision regarding the choice, purchase, use of 
products and services. They face a lot of dilemma at the time of taking a purchase decision. Thus it is a process by which the consumers identify their needs, 
collect information, evaluate alternatives and make purchase decision. These decisions are useful to both marketers and policy makers. This study throws 

light on the perception of consumers towards the purchase decision of two wheelers in India. Today, the two wheelers industry plays a significant role in the Indian 
economy. India is the second largest two wheeler market in the world, fourth largest commercial vehicle market in the world, the 11th largest passenger car 
market in the world and is expected to become the 7th largest by 2016. (Source: Society of India Automobile Manufacture, SIAM). The two wheeler market in 
India comprises of 3 types of vehicles namely motorcycles, scooters and mopeds. Foreign collaboration has been playing a major role in the growth of Indian Two 
Wheeler Market. (Venela.G. 2009). 
Women play a significant role in the domestic and socio-economic life in the society. In India over the years, both female and male roles have been changing. Now 
a day’s women are playing different role of chief purchasing officer and controlling 85% of buying decisions. Certainly in male dominated societies many goods 
and services are actually decided and purchased by women. This is due to increasing literacy, independent income and role in the family. Significantly, the two 
wheeler has become a valuable support for them to increase their income, besides personal transportation. Realising this latent demand, the two Wheeler com-
panies are competing hard with each other to cater the needs of women consumers. Many special promotional schemes are used by the manufacturers to reach 
the women consumers in both large cities and rural areas. Evidently, there is a decline of almost 8% in two wheeler sales during 2011-12. The motorcycle segment 
declined by 12%. At the same time, the scooter segment grew by 11% in the year 2011 – 12. The industry sold more gearless scooters. (Business standard, 2013). 
It was observed that more than 6% of all two wheeler buyers in the country are women. So many companies are targeting women to boost their two wheeler 
sales. Now-a-days they are coming up with latest technology models, new designs, new features, cutting edge technology etc. Hence it is necessary to study the 
perception of women consumers regarding the purchase of two wheelers. This study helps the two wheeler companies to chalk out their strategies to enlarge 
their market share and enhance the level of awareness among women consumers. 
 

INDIAN SCENARIO 
Transport systems and city character are interlinked. Also land use characteristics of a city can determine the type of transport systems it needs. Two wheelers 
have a special place on the Indian roads. They are extremely popular and versatile not only as passenger carriers but also as goods carriers. Indians prefer motor-
cycles because of their small manageable size, low maintenance and pricing, and easy loan payments. The Indian two wheeler industry has come a long way. It 
was started in the year 1948, when bajaj auto started importing and selling Vespa scooters in India. (Anujkumar Kanjoia,2011).Since then customer preferences 
have changed. The younger generations of India are crazy about two wheelers. Now, a bird’s view on Indian scenario on two wheeler industry in Rayalaseema 
region cities is given below: 
 

CITIES 
TIRUPATI 
Tirupati is one of the big city in Rayalaseema region. According to the records of the Tirupati Regional Transport Office, the total number of vehicles registered 
alone stood at 2,43,680 by January 2, 2014 in both Tirupati Urban and Rural mandals, revealing that the number of vehicles is almost equal to the city population. 
Of all the 2,43,680, the number of two-wheelers stood at 1,96,165 followed by auto rickshaws 12,829, which is being observed as the major concern for traffic in 
the town. But, as the population of Tirupati has not reached near 5 lakhs, no curbs will be enacted on registration of autos, Tirupati RTO MSSB Prasad told Express. 
On the number of vehicle registrations, he said that the RTA office in Tirupati is making registrations of at least 100 vehicles on any given day.  
 
 

A 
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ANANTHAPUR 
Anantapur city is governed by Municipal Corporation which comes under Rayalaseema Region. The Anantapur city is located in Andhra Pradesh state of India. As 
per provisional reports of Census India, population of Anantapur in 2014 is 291,004; of which male and female are 145,777 and 145,227 respectively. Although 
Anantapur city has population of 291,004; its city population is 370,613 of which 186,568 are males and 184,045 are females. Anantapur’s vehicular population 
has been increasing at a steady pace for almost a decade now. It appears that about 70% of families in Anantapur own a motorized vehicle. This is because the 
buying capacity of Anantapur also is also increasing every year. Thus, a large number of people have started buying vehicles, though the petrol prices have gone 
up in the past few years. 
KADAPA 
Kadapa city is governed by Municipal Corporation which comes under Rayalaseema Region. The Kadapa city is located in Andhra Pradesh state of India. As per 
provisional reports of Census India, population of Kadapa in 2014 is 383,054; of which male and female are 192,357 and 190,697 respectively. Although Kadapa 
city has population of 383,054; its city population is 384,893 of which 193,314 are males and 191,579 are females. In the Indian cities, there is a steady increase in 
the number of registered vehicles. The 2014 data showed an increase of 44% over a period of seven years. The market share of the two wheeler industry including 
mopeds and motorcycles is 6%. 
KARNOOL 
Kurnool city is governed by Municipal Corporation which comes under Rayalaseema Region. The Kurnool city is located in Andhra Pradesh state of India. As per 
provisional reports of Census India, population of Kurnool in 2014 is 470,214; of which male and female are 223,747 and 226,467 respectively. Although Kurnool 
city has population of 470,214; its city population is 524,327 of which 261,607 are males and 262,720 are females. the vehicle population rose by 1.5 lakh of which 
two wheelers account for 1.06 lakh. It can be said that people’s need to save time, inadequate public transport system and easy loan facilities are the reason for 
increase in the two wheeler population. Thus the two wheeler manufacturers in India are, at present doing good business, especially in the past few years. Signif-
icantly, two wheeler models in India also get popular when they are in good price range and have other attractive features. 
Why are Two Wheelers so Popular in India?  
The growing middle class population, prosperous rural India and the paucity of reliable public transport system is leading to a large number of two wheelers added 
to the roads every day. Indian roads in most cities, villages and towns are narrow. Two-wheelers allow people to navigate such roads easily. Fuel-efficiency is a 
huge advantage. With the cost of petrol increasing steadily, two-wheeler makes the daily travel both affordable and convenient. Easy availability of auto finances 
at attractive schemes has made a two-wheeler a must in most urban and rural homes.  
Two-wheelers Purchase Trend:  

 Growing working population  

 Increased access to credit and lower interest loans  

 Increased consumer embrace of financial products  

 Upward migration of household income levels  

 Fast paced urbanization to rise from 28% to 40% by 2020  
 

REVIEW OF LITERATURE 
A review of previous research has revealed that a large number of studies have analysed some or other aspect of the consumer decision making behaviourIn order 
to satisfy the customers the manufactures should pay attention to quality, price, quantity etc. (Kannusamy, 2010). In the purchase of automobile products, celebrity 
endorsement has an impact (S A Dogra, 2011). Also, petrol prices and mass transport system have an impact on demand for two wheelers (S. Senthilkumar, A. 
Mahadevan,2010). suggested that factors like driving comfort, fuel economy and hospitability influence the consumers in buying cars (Christy Dayamani 2011). 
Examined the factors determining purchase and post-purchase behavior of two wheeler users. His findings revealed that friends and neighbors’ form the most 
important source which is followed by one’s own experience, family members, news papers and observation Nishar Ahamed N. (1997). Women play a major role 
in the purchasing decision and give highest preference to product quality (S. Saravanan, 2010). 
 

OBJECTIVES 
1. To study the consumers ‘perception, awareness, preferences and purchase decision of two wheelers in selection cities. 
2. To analyze the influence of the demographic variables on the factors of purchase decision of two wheelers 
 

ROLE OF DEMOGRAPHIC CHARACTERISTICS 
The demography refers to the vital and measurable statistics of a population. The demographic variables are the personal characteristics such as age, gender, 
marital status, educational qualification, occupation, type of family, number of members and annual income. (J. B. Singh,2011). They are the most popular bases 
for distinguishing customer groups. Generally, women consumer wants, preferences and usage rates are highly associated with demographic variables. It is evident 
from the research conducted by Sarguna mary (2009) that the product purchase decision making among women urban married working women depend on the 
decision of family members. Also the study of Kamalveni et.al (2008) revealed that the brand loyalty is significantly associated with the age of consumers rather 
than with their income. Moreover, education links not only to thinking costs but also to product quality, exploration and search costs. (Kusum. L. Ailawadi, & et,al, 
2001). Hence it is necessary to study the influence of demographic variables on the factors of purchase decision of women two wheelers. 
 

INFORMATION SEARCH 
To measure the perception of consumers towards the purchase decision of two wheelers, it is necessary to find out the possible options they have. They search 
for more information’s in order to avoid the risk of making wrong choice. The consumer first conducts an internal search. In case the internal search for information 
is found to be insufficient, the consumer goes in for external search. It involves information collection from personal and non- personal or commercial sources. 
The sources of information are remarkably diverse. It comprises of both internal source and external source. The internal source comes from the past experiences. 
Whereas, the external source includes friends, colleagues, peer groups, family, internet websites, magazines and media etc. 
 

RESEARCH METHODOLOGY 
The study,” Consumer perception of the purchase decisions towards motor cycles in India- a case study with reference to Rayalaseema region in Andhra Pradesh. 
The data collected through the questionnaire were scrutinized and SPSS package was used for analysis. For this research study, the secondary data were collected 
from business journals, internet, magazines and news articles. The secondary data helped to structure the review of literature. 
Questionnaire design: To conduct the study the primary data were collected through personal interview with structured questionnaire. To measure the perception 
of two wheeler users, Likert’s 5 point scale is used. 
Data collection: The researcher used convenience sampling method for collecting the data from the respondents. The data was collected from the respondents 
who had two wheelers. 
The questionnaires were served and the details were tabulated. Table 1 presents the summary of the questionnaires served and received. 
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TABLE 1: SUMMARY OF QUESTIONNAIRES COLLECTED 

Circles Circulated Reviewed Rejectd Used 

Tirupati 100 95 14 81 

Anantapur 100 80 18 62 

Kadapa 100 78 13 65 

Karnool 100 64 12 52 

 400 317 57 260 

Source: Primary data 
From the Table: 1, it can be observed that researcher have distributed 400 questionnaires. The respondents were selected from four cities of India, where 100 are 
from Tirupati, 100 from Anantapur, 100 from Kadapa and the remaining from 100 Karnool. The questionnaires were sent through mail also. Among the 400 
questionnaires distributed, it can be observed that only 260 questionnaires were received. Off the 260 questionnaires, 57uestionnaires were rejected for various 
reasons. The remaining 260, consisting of 81 from Tirupati, 62 from Anantapur, 65 from Kadapa and the remaining 52 were used for analysis. 
VALIDITY OF THE DATA 
The purpose of this research is to test the association of the independent variables like personal factors, product characteristics, promotional schemes and satis-
faction indicators regarding the purchase decision of two wheelers by women consumers in India. Marketers and consumer researchers, over the period of 50 
years, have tried to grasp the concept of consumer decision making. To assure the validity of our research, the selected theories and questionnaire were extracted 
from other scholars. Some research findings are discussed here: The personal characteristics reveals that two wheeler consumers are influenced by popular mod-
els. (Abdul Karim.B.2012). The two wheeler have gone a complete revamp and this consist of gearless products. The weight, height, easy handling is given due 
importance by women. (Ranjit Mundu,2011). But most of the rural consumers are influenced by quality, features and brand image of two wheelers. (G. V. Venala 
2009). The “promotional schemes” indicates that advertising value is closely related with women’s attitude towards visual media advertisements. (T. Ravikumar-
2012). The fourth factor is satisfaction indicators. Consumers prefer to buy favorable brand in two wheelers on the basis of price, quality, advertisement, style, 
color, resale value etc., (Kannaswamy, 2010). Generally, the two wheeler consumers are highly influenced by the fuel economy and better road grip (Abdul Kalam, 
2012). However, petrol prices and mass transport system have an impact on demand for two wheelers (Senthilkumar, 2010). This is particularly important, when 
the consumers are facing the problem of high fuel rate and high cost of spare parts (S. Kannaswamy, 2010).  
  

ANALSIS AND INTERPRETATION 
DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS IN METRO CITIES 
It has been recognized that the perception of consumers of two wheelers, particularly, their search and evaluation behaviour may vary according to individual 
characteristics. The age, education, occupation, and the income level are the important factors in influencing the consumers search, evaluation and decision to 
buy a two wheeler. The table 2 reveals the demographic characteristics of samples in Rayalaseema region cities. 
 

TABLE 2: DEMOGRAPHIC CHARACTERISTICS OF THE RESPONDENTS IN RAYALASEEMA REGION (Tirupati, Kdapa, Anantapur and Karnool) 

Profile of the consumers Category Valid% 

Age Less than 30 years 25.54 

Education UG & PG 24.06 

Occupation Private service 27.07 

Income level 1-3 lakhs 22.93 

Source: computed data 
Table: 2, indicates that the 25.54% of the respondents belong to the age group of less than 30 years. A majority (24.06%) were graduates and PG. Most (23.36%) 
of the respondents belong to the family income group of Rs 1 – Rs 3 lakhs. It was observed that a major portion (27.07%)of the respondents belonged to private 
service. Thus the study reveals that demographics play a role in the perception of women consumers towards the purchase decision of two wheelers in metros. 
INFLUENCE OF REGION OF CONSUMERS ON THEIR PREFERENCE, ATTITUDE, DECISION MAKING AND SATISFACTION 
The present study identified different variables that could possibly influence the consumers’ perception of the purchase decision of two wheelers. Cluster analysis 
is the task of assigning set of objects into groups, so that the objects in the same cluster are similar. In this research, the researcher considered four regions of 
cities namely, Tirupati, Anantapur, Kadapa and Karnool. The significant difference among consumers in these four regions is identified through one-way ANOVA. 
The principal component method identified several factors of preference, attitude, decision making and satisfaction. The influence of independent variable on 
dependant factors is shortly estimated through the one-way analysis of variance which is given in table :3 
 

TABLE 3: ANOVA 

 Sum of Squares df Mean Square F Sig. 

Product performance Between Groups 6.498 3 3.460 2.774 .000 

Within Groups 125.842 256 1.247   

Total 132.340 259    

Promotional schemes Between Groups 4.342 3 3.134 2.938 .000 

Within Groups 128.158 256 1.066   

Total 132.500 259    

Utilitarian benefits Between Groups 2.997 3 1.280 .929 .565 

Within Groups 112.796 256 1.378   

Total 115.793 259    

Personal factors Between Groups 3.498 3 3.460 2.774 .000 

Within Groups 105.842 256 1.247   

Total 109.340 259    

Product characteristics’ Between Groups 6.342 3 3.134 2.938 .000 

Within Groups 132.158 256 1.066   

Total 138.500 259    

Quality information  Between Groups 2.997 3 1.280 .929 .565 

Within Groups 105.796 256 1.378   

Total 108.793 259    

 Product aspects Between Groups 3.498 3 3.460 2.774 .000 

Within Groups 135.842 256 1.247   

Total 139.340 259    

Value added Benefits Between Groups 0.342 3 3.134 2.938 .000 

Within Groups 135.158 256 1.066   

Total 136.500 259    

Source: computed data 

http://ijrcm.org.in/


VOLUME NO. 7 (2016), ISSUE NO. 09 (SEPTEMBER)  ISSN 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 

http://ijrcm.org.in/ 

18 

The principal component method identified several factors of preference, attitude, decision making and satisfaction. The total average scores of the factors are 
considered as dependent variable and region is considered as independent. The table: 3 indicates that the results were significant at 95% confidence interval for 
all. 

TABLE 4: ONE-SAMPLE TEST 

  Test Value = 4 

Independent variable T df Sig. (2-tailed) Mean Difference 95% Confidence Interval of the Difference 

Lower Upper 

Product Performance 1.00 -17.220 259 .000 -.990 -1.10 -.88 

Promotional Schemes 4.00 -18.443 259 .000 -1.065 -1.18 -.95 

Utilitarian benefits 1.00 -16.370 259 .000 -.918 -1.03 -.81 

Personal Factors 4.00 -16.265 259 .000 -.953 -1.07 -.84 

Product Characteristics 4.00 -16.983 259 .000 -.982 -1.10 -.87 

Quality information 3.00 -17.551 259 .000 -.987 -1.10 -.88 

Product Aspects 4.00 -19.279 259 .000 -1.100 -1.21 -.99 

Value Added Benefits 3.00 -20.586 259 .000 -1.589 -1.17 -.89 

 

RESEARCH FINDINGS 
The researcher had investigated the extent of consumer perception of the purchase decision towards two wheelers in Rayalaseema region cities of India.viz, 
Tirupati, Anantapur, Kadapa and Karnool. To do so, she had employed ANOVAs technique to study the influence of region on consumers perception in their 
preference, attitude, decision making and satisfaction towards the purchase of two wheelers. Table 3 indicates that the results were significant at 95% confidence 
level for all variables. Accordingly, the perception of consumers of two wheelers in four regions differ widely with respect to variables like schemes, product 
performance, promotional schemes utilitarian benefits, personal characters, product characteristics, promotional schemes, product aspects and value added ben-
efits. This leads to the mean wise comparison of four regions consumers of two wheelers. In Table: 4, the perception of consumers on decision making differ 
widely. The table shows the influence of region of consumer’s perception on their preference, attitude, decision making and satisfaction towards the purchase 
decision of two wheelers. The results reveals that the perception of consumers of two wheelers at Karnool city are significantly differentiated with respect to 
variables like product performance and utilitarian benefits, then other cities. Whereas, the perception of consumers of two wheelers at Kadapa city was signifi-
cantly different with respect to the variables, quality information and value added benefits. Personal factors, product characteristics, product aspects, promotional 
schemes were significant only to the two wheeler consumers at Anantapur city. The findings suggest that the perception of consumers was of paramount im-
portance with respect to the variables as far as purchase decision of two wheelers was concerned. 
 

CONCLUSION 
The results discussed above shows the perception of consumers of two wheelers throughout Rayalaseema Region. Accordingly; it was found that regions have 
strong influence on the preference, attitude, decision making and satisfaction of consumer’s perception towards two wheelers in Rayalaseema. The variables like 
product performance tend to influence the preference of consumers. Also, in terms of attitude, promotional schemes and utilitarian benefits play a significant role 
in the Rayalaseema consumers mind. When making a two wheeler purchase decision, the personal factors and product characteristics are important for consumers 
in Rayalaseema region. Also they show a positive attitude towards promotional schemes and utilitarian benefits derived from the two wheelers. Moreover, the 
satisfaction of consumers depends on product aspects and value added benefits provided by the two wheelers. It can be concluded that our analysis provides 
important insight on the two wheeler users. Their two-wheeler purchases are driven by different factors such as preference, attitude, decision making and satis-
faction of consumers in Rayalaseema. Thus, the result of this study is emphasized and further supported the importance of perception of consumers as an im-
portant element of purchase decision.  
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ABSTRACT 
Consumer is the deciding factor. It is the consumer who determines what a business is what the consumer is the deciding factor. It is the consumer who determines 
what a business is what the customer things he is buying. The problem undertaken for study purpose is consumer preferences towards using tooth paste. The 
present market is the consumer oriented market and how they are treated as the decisive force. The foresaid reason has given a fillip to the researcher to make out 
a study about the consumer buying behaviour and their position in choosing the particular brand of tooth paste. In the dynamic world, due to development in 
Science and technology, today’s luxuries become the necessities of tomorrow. 
 

KEYWORDS 
consumer preferences, toothpaste. 
 

INTRODUCTION  
ygiene plays a vital role in our life. For a healthy life, great care should be given to our teeth. Mouth is one of the most important human organs. Man’s 
main means of communication namely speech comes from it. Its size and shape, especially the outline of its lips, strongly affect one’s personal appearance. 
Thus it is clear that the mouth and its principal components – the teeth, the tongue, and the gems – should receive the best of care. The teeth and gems 

preservation is important daily for each and every person. In the ancient periods there was no teeth paste; ancestors had the habit of teeth cleaning with the help 
of natural ingredients. Due to rapid technological innovations this area got a marketable growth. The marketing of number of toothpaste is increasing day by day. 
The main purpose of the study is to analyze the preferences of the consumers towards toothpaste. Consumer is the deciding factor. It is the consumer who 
determines what a business is what the consumer is the deciding factor. It is the consumer who determines what a business is what the customer things he is 
buying. What he considers value is decisive it determines what the business is, what is produced and whether it will purpose. 
 

PROBLEM OF THE STUDY 
The problem undertaken for study purpose is consumer preferences towards using tooth paste. Preferential status of consumers on what basis the consumer 
prefers his brand and which influences him to buy such a brand and also how his buying motive is created are analyses and concluded the exact buying behaviour 
of the consumer towards using the same brand. 
 

IMPORTANCE OF THE STUDY 
Now- a- days the consumer goods are increasing day by day. In the dynamic world so many brands of tooth paste are produced and marketed by a single manu-
facturer. The decision whether to buy or not depends only on the consumer’s motive. The present market is the consumer oriented market and how they are 
treated as the decisive force. The foresaid reason has given a fillip to the researcher to make out a study about the consumer buying behaviour and their position 
in choosing the particular brand of tooth paste. 
 

OBJECTIVES OF THE STUDY 
1. The analyse the social and economical background of consumer and to find out to what extent the social and cultural set up affect the buying habits of the 

urban consumers. 
2. To find the brand awareness of consumers. 
3. To find the exact preferences of the urban consumers. 
4. To know the way by which the buying motive of the urban consumer is created. 
5. To ascertain the opinion of the urban consumer towards using the same brand to whole family and the opinion regarding frequent change of brand. 
6. To find the reasons for preferences and the sources of purchase and also to know the opinion based on the medical consultation. 
 

RESEARCH METHODOLOGY 
The methods followed for executing the project are both primary and secondary. For field work, the township having a population of 65000 is taken into consid-
eration. The town consists of 30 wards. The researcher could not study the whole of the total population due to lack of time and financial constraints. So, only 4 
samples were taken from each wad comprising a total of 120 samples for the purpose of this study.  
 

LIMITATIONS OF THE STUDY 
The researcher had some limitations in his execution which are listed below. The study is confined to Tiruvarur town only. Only the opinion of the consumers, 
using tooth paste alone was taken in to consideration and the experiences and opinion of the dealers were not considered. The results of the study cannot be 
generalized to other areas due to demographic differences. The findings of the study are drawn on the basis of information supplied by the respondents.  
 

 
 
 
 

H 
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TABLE 1: BRAND PREFERENCE 

Name of Brand No. of Respondents Percentage 

Colgate 64 53.0 

Close up 24 20.0 

Pepsodent 10 8.5 

Promise 7 5.5 

Vicco 4 3.0 

Signal 3 2.5 

Babool 2 2.0 

Thermosel 1 1.0 

Sensoform 2 2.0 

Cavison 3 2.5 

Total 120 100 

Source: Primary Data 
Table 1 shows that thought more than 20 brands are existing in the market, the majority of respondents, i.e. 53 per cent only Colgate. The second majority of 
respondents 19.5 per cent prefer Close-up and 8 per cent of respondents prefer Pepsodent. 
 

TABLE 2: REASONS FOR PREFERENCE 

Reasons No. of Respondents Percentage 

For Medical value 25 21.0 

For Economy 13 11.0 

For Quality 63 52.5 

For Rich-in-foam 5 4.0 

For Others 14 11.5 

Total 120 100 

Source: Primary Data 
As shown in table 2, it is learnt that 52.5 per cent of respondents prefer their brand for quality, 21 per cent prefer for medical value, 11 per cent prefer for economy, 
4 per cent prefer for rich in foam and the rest of 11.5 per cent prefer for various reasons. 
 

TABLE 3: OPINION ABOUT PRICE 

Opinion Income Number of Respondents Total Percentage 

<10000 10000 to 20000 > 20000 

Very high 3 2 1 06 05 

High 5 10 5 20 17 

Moderate 4 66 24 94 78 

Total 12 78 30 120 100 

Source: Primary Data 
As shown in table 3, 94 of the total 120 respondents feel that the price is reasonable. 20 respondents felt it is high and 6 of them felt that the price is very high. 
No one respondent is of the opinion that the price of the tooth paste is cheap whereas 22 per cent of them opined that it is very high. 
 

FINDINGS 
The results of the study are given below;  
 All the respondents in the study area are having the habit of using tooth paste and a number of brands of tooth paste are available in Tiruvarur. 
 The major portion of respondents prefers the Colgate tooth paste. Out of 120 respondents, 53 per cent of respondents prefer Colgate as their favourite tooth 

paste. 
 83 per cent of the respondents feel better about the quality of the tooth paste they are using after comparing it with the product they previously used. 
 91 per cent of the respondents are using their favourite brand for its quality and only 9 per cent of the respondents use it for other reasons like recommen-

dation of the doctors or retailers. The quality of the tooth paste is the prime reason for consumer preference. 
 83 per cent of the consumers are reluctant to change their brand rather they are intending to purchase only their favourite brand. The satisfactory level of 

the respondents is very high as they have very strong intention of repurchasing their favourite brand. 
 94 per cent of the total 120 respondents feel that the price of the tooth paste is reasonable. 20 respondents felt that it is high and 6 of them felt that the 

price is very high. 
 

SUGGESTIONS 
 To improve the satisfaction level of the consumers, the uses of the product should be developed in such a way to call the tooth paste as a multipurpose one. 
 Highly pleasant perfumes may be added to the product to enhance the satisfaction level of the consumers. 
 Steps may be taken to gain the dealer’s patronage to the product. 
 Free gifts should be provided to all the consumers along with the tooth paste tooth brushes, mouth wash liquid, children toys are some of the products which 

may be thought of as free gifts. 
 Gift coupons may be issued to the consumers to recommend the product to others. 
 The companies shall take necessary steps to educate the rural people about the necessity using quality tooth pastes to guard their teeth and health. 
 The product tooth paste shall be made available more in 100 grams and 50 grams’ containers and if possible in sachets. The consumers shall be encouraged 

to use economy packs more. 
 

CONCLUSION 
The study was concentrated only in a small portion of the area, in the field of consumer preference towards to tooth paste. The tooth paste is used for the 
protection of teeth and it is also used to prevent tooth decay and to stop bad breath, in the month. This survey concluded that the most of the respondents give 
suggestion to maintain its present quality without raising the price and the remaining respondents reported that the quantity is to be maintained in future. All are 
using the same tooth paste without difference between low income people and high income people. In the dynamic world, due to development in Science and 
technology, today’s luxuries become the necessities of tomorrow. Therefore, tooth paste will be included in the list of basic necessities in the near future. 
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ABSTRACT 

Petrol pump attendants may be ill-treated at times owing to preconceived notions about them or the media publicizing their unfavorable image. The paper aims at 
sharing the experiences of the petrol pump attendants to sensitize the customers towards them. It also aims to change the rigid perceptions that people have about 
petrol pump attendants and acquaint them with some realities. 
 

KEYWORDS 

petrol pump attendants, service encounters. 
 

ABBREVIATION 
FSM - Fuel Service Man  
 

INTRODUCTION 
 petrol pump is a place that people visit at least once a week or even more. These are one of those few people, whom we encounter with frequently. Even 
though the interaction may not last for more than a couple of minutes, they strive hard for customer satisfaction if not delight. 
Especially in India, this is one of the jobs that is loaded with heavy stereotyping. People always are under the impression that all of them are dishonest, 

rude and can be lured by money.  
Mentioned below are some situations that we might have undergone or seen people going through: We have counterfeit or damaged notes; where to go? Petrol 
Pump. We are in a foul mood and the vehicle shows reserve indication; whom to vent out the frustration on? The petrol pump attendant. The vehicle gives an 
average on the lower side: whom to blame? The petrol pump attendant! 
Some reality and some myths have put this community in a fix and made their life miserable. Other than Late Mr. Dhirubhai Ambani who was one of the world’s 
richest men who started his career as a petrol pump attendant and Colonel Sanders, the founder of KFC who owned gas stations that served chicken dinners in 
1940s and 1950s, there is hardly anyone else of this genre who is spoken of. There are very few who know about the reality and the problems faced by the petrol 
pump attendants. 
The paper offers a sneak peek of the various experiences of petrol pump attendants with their customers.  
 

OBJECTIVES 
1. To discover the petrol pump attendants’ experiences when encountering customers. 
2. To make people aware of the other side of the petrol pump attendants. 
3. To sensitize people about the petrol pump attendants in order to minimize stereotyping and be more considerate the next time they visit a petrol pump. 
 

RESEARCH METHODOLOGY 
190 petrol pump attendants working at company owned and managed outlets of a reputed fuel brand in the city of Ahmedabad were interviewed for collecting 
the primary data. Random sampling method was followed; even then an effort was made to get a fair representation of the attendants working in all the three 
shifts. Only petrol pump attendants working at the company owned and managed outlets in the same city were chosen so that other factors affecting their 
interactions with the customers would remain more or less constant. 
 

THE UNTOLD STORIES 
The petrol pump attendants do a variety of jobs ranging from housekeeping, air filling, oil changing, accompanying the petrol tanker from the depot to the pump, 
petrol filling, handling cash, solving customer complaints and so on. Most of their jobs involve interactions with the customers. A petrol pump attendant interacts 
with hundreds of customers daily during the day shift. The attendants said that they had almost become experts in reading faces of the customers. Most of the 
customers that came to the pump were good and appreciative, but a few were cranky and non-cooperative. 
The FSMs had humongous experiences to share. The experiences have been categorized as follows: 
1. DELIGHTFUL INCIDENCES 
The job of the FSMs is not that bad and they too have their share of happiness at work. Thanks to some customers. The attendants shared a few incidences where 
the customers went out of the way to express gratitude to them. 

 A student appearing for his tenth standard board examinations happened to forget money at home and wanted a fifty rupee fuel filled in his bike. He 
promised to pay back after the examination. The petrol pump attendant, trusting the boy, filled up the fuel and to his surprise after a couple of hours, the 
boy returned to the pump with his mother and handed over the money with a tip of gratitude for the outstanding help. 

 One of the regular customers to the pump was always amazed by this petrol pump attendant’s daughter for her hard work and excellence in academics. 
After this girl cleared her entrance for chartered accountancy, the customer gifted her a laptop to keep up her motivation. 

 Once, a regular customer noticed that the petrol pump attendant was not keeping well. He was a doctor and he gave his visiting card to the attendant and 
asked him to visit his clinic. The customer supported the attendant throughout the treatment with free consultation and medication till the attendant recov-
ered from the illness. 

2. LOYAL CUSTOMERS 
Serving thousands of people every day, the FSMs get an opportunity to build relations with many for good. The loyal customers go out of the way and reciprocate 
to make the relationship stronger. Below are some examples: 

 An old man with his grandson was pushing the car to the pump as the car had run out of fuel. An FSM saw him and helped him get the car to the pump. The 
man was highly obliged and since then became a loyal customer of the pump and family doctor to that FSM. 

 A customer once started arguing over the amount of fuel filled in his two wheeler; as it exceeded the capacity of the fuel tank. After great difficulty, he was 
convinced to allow FSM to decant the fuel from his vehicle into a Government approved measure to show him that the actual amount of fuel was exactly the 
same as he was charged for. Since then, he became a loyal customer to the pump. 

 There is a loyal customer who gets tea for all the FSMs each time he visits the pump. 

 There is another regular customer who makes it a point to come to the pump from the other side of the city to give the FSMs diwali gifts. 

A 
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3. RISKING LIVES 
An FSM’s job is not only limited to delivering good service to customers but also ensuring their safety and security when they are at the pump. This involves 
constant vigilance, adhering to SOPs along with a constant risk of life for the FSMs. 

 CNG filling was in progress at a pump and there was smoke seen coming from the bonnet. The FSM opened the bonnet and saw fire. The customer ran away 
leaving the car. The FSMs pushed the car outside the pump and extinguished the fire with a fire extinguisher. 

 A customer’s son was playing with a toy gun when the fuel filling was in progress. It acted as a lighter and caught fire. The same was extinguished by the FSM 
with a fire extinguisher. 

 An FSM got minor burns while filling air in a two wheeler, when the driver denied switching off the engine. 
4. WORKING HARD FOR CUSTOMER SATISFACTION 
The FSMs may not know flowery language and may not be expert salesmen, but in their own small ways they make sure to go beyond their ways to build a loyal 
customer base. Here are some examples: 

 In two different incidents, the FSMs returned a cell phone and some cash fallen from the customers’ pockets. The happiness of the customers knew no 
bounds to see their sheer honesty. 

 A lady with a two wheeler arrived to fill fuel, and in a hurry forgot to pick up her kid on the way back. An FSM traced the school’s address with the help of 
the school I- card and took the kid to the school.  

 In the rush hours, after filling fuel a customer paid money and forgot to collect the change. He returned after a couple of days to ask for the change and was 
delighted to find out that the change was safely kept in an envelope with his name. 

 A petrol pump attendant found a cell phone on the floor whilst filling air at the air tower. When he asked the customer who was getting air filled, whether it 
belonged to him, he nodded and took the cell phone away. Another customer returned in a few minutes complaining about his missing cell phone. The 
attendant then realized that the phone was handed over to the wrong customer. The attendant found out the customer’s residence, recovered the phone 
and handed it over to the owner in a week. 

5. NOT SO GOOD SURPRISES 
Every coin has two sides and here is the other side of an FSM’s job at the pump. Some customers don’t cease to take off smile from the FSM’s face. There were 
some incidences where the petrol pump attendants faced situations that were not only disappointing but also surprising. 

 A customer filled fuel worth a hefty amount and denied having cash. A petrol pump attendant agreed to go to the customer's residence with him to collect 
the money. On reaching the building, the customer pretended to make a call and asked the attendant to collect the money from a certain flat in the building 
from his wife. To the bitter surprise of the attendant, there was nobody on the floor waiting with cash and by the time he came back to the parking, the 
customer had fled. 

 A customer was denied fuel since he was talking over the cell phone. The customer abused the attendant, left the pump in anger and returned with a few 
people to fight. A new canteen boy also got beaten up in the fight and a few attendants got minor wounds. 

 A customer filled fuel and left and returned the next day to fill the same amount of fuel. The customer then refused to pay saying that the fuel indicator did 
not move the previous day after the fuel top up. The petrol pump attendant had to bear the loss for the same from his pocket. 

 A customer arrived in a four wheeler to fill fuel; however, was unable to open the fuel tank lock. The FSM helped him in doing so, filled the fuel and the 
customer left without paying for the fuel taking advantage of the situation and never returned back. 

 An FSM had to fill fuel worth 100 rupees complimentary for a customer when his vehicle’s fuel indicator failed to move even after filling fuel. The FSM had 
to pay for the same. 

6. COUNTERFEIT NOTES 
Customers bring a lot of fake notes at the pump for circulation; however, the attendants are well trained to identify them. In spite of that, they end up accepting 
some during peak hours. The pumps do have machines that help to identify counterfeit notes. If found so at the end of the shift, the petrol pump attendant ends 
up paying for the difference.  
The petrol pump attendants shared a few stories about it: 

 A regular customer tried to pass a counterfeit note to the petrol pump attendant by placing a cookie packet on the note and involving the attendant in a 
chat, but the attendant was smart enough to identify the note and politely asked for a replacement, to which the customer agreed. 

 A customer handed over counterfeit money and when the attendant realized it, the attendant asked for another note. The customer refused and started 
arguing. After the superior’s intervention the guest was pacified; he agreed to swipe his card but also sought apology from the petrol pump attendant for his 
behavior. 

7. TRIPS TO THE PETROL DEPOT 
The petrol comes to the pump everyday by a tanker and an FSM needs to go to the nearby petrol depot early morning and accompany the tanker to the pump to 
avoid any adulteration and pilferages. Usually this trip is undertaken by an FSM on the day subsequent to his weekly off.  
Unfortunately, this is not an easy job as it sounds like.  

 Once on the way back, an FSM was beaten up badly when he tried to stop the driver from decanting some fuel illegally; though the driver was then fired 
from the job for the act. 

 At an incident when the tanker driver caused a road mishap, the FSM too was beaten up for no fault of his. 
8. THE NIGHT SHIFT STORIES 
During the night shift there are usually not more than two to three FSMs at the pump owing to the low sale during that shift. Some customers tend to take 
advantage of the fact to get free fuel and some thieves are on the lookout to do something fishy. 

 A couple of drunken youngsters came to the pump after a World Cup Match and started creating menace. The security guard on duty found it difficult to 
handle and hence the police was called for. The police instructed to shut the pump. 

 A car speeded after filling up the fuel without paying money taking advantage of the less manpower at night. Since then the FSMs close one gate of the pump 
to avoid reoccurrence of such situations. 

 Two men, on the way back after filling fuel picked up the security guard’s gun kept on the chair when the guard had gone to relieve himself. This created a 
panic at the pump and they informed the police. After a couple of hours, the men placed the gun back at the pump. 

 At an incident, a cash theft did occur at the pump when the FSMs were busy filling fuel and some boys succeeded in stealing some cash from the office and 
running way. 

 

CONCLUSION 
The experiences of the petrol pump attendants help to gain insights about functioning of petrol pumps, behavior of customers coming to the petrol pumps, various 
situations that the petrol pump attendants encounter as a part of their jobs and the hardships they face. Their job is not confined only to serving customers, but 
encompasses morality, humanity, risk of lives to safeguard people and property, representing the brand and much more. The experiences speak for due respect 
and consideration that they deserve for their work. 
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ABSTRACT 

Efficient manpower planning is a crucial task of managing any organization with a sole purpose of best matching future manpower needs or demand. If not well 
planned, there will be crises either of a shortfall or surplus of manpower which can be costly and very inefficient hence, there is need to predict future needs of 
personnel. For future predictions of dynamics in the manpower, a model based on markov process is used depending on the level of the structural control like 
ability to attain and maintain the desired structure. Markov model of hierarchical manpower systems which follow proportionality policies in recruitment and 
promotion of their staff is proposed in this study with a view to safeguard the career interests of their existing employees. The study used data from the directorate 
of rural planning in the Ministry of Devolution and Planning in Kenya for economists in grades 1 to 6. The study established that the Markov model which incorpo-
rates the proportionality policy was adhered to by the institution. The study concludes that the Markov model can be used to achieve a desirable blend of existing 
and fresh external manpower in even small organizations as it yields more practicable means of control of the system. This model is therefore, recommended for 
organizations which outsources a part of their work. 
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1.0 INTRODUCTION 
he purpose of manpower planning is to best match future manpower needs and supply in light of multiple objectives like economic conditions, production 
or sales trends, people skills inventories, government regulations, as well as organization history and policies regarding personnel hiring, training, promo-
tion, firing and retirement. Successes and failures have been reported for forecasting personnel demand using regression models based on anticipated 

workload, sales or economic indicators. Manpower management is there-fore the process of ensuring that the correct numbers of human resources are available 
at the right time at the right place (Rachid & Mohamed, 2013). Organizations attempt to forecast their human resources requirements for the medium to long 
term; however, in order to do this, there is need to apply appropriate analytical tools. Much effort has been devoted in developing tools and techniques to assist 
managers with planning and overall management of their employees. Many of these have been based on the theory of stochastic processes and more specifically 
the concept of Markov chains (Dharamvirsinh et al.,2013). 
In large organizations the flow of individuals between the various ranks is a task which requires careful and detailed monitoring. Over a number of years, patterns 
of behavior may emerge and in many cases the role of manpower planning is to build a picture of such resource flow (Jaroslaw, 2014). In a stable environment 
where the features and characteristics of products and labour markets are expected to evolve in a predictable and orderly fashion, a model of long-term patterns 
of employment within the organization would emerge. This would show the expected number of retirements, the expected turnover of staff, within departments 
and the average number of staff which leave for involuntary reasons. This can give a broad and rather basic picture of staff turnover. Hence, it can also be used to 
provide valuable information on timings and rates for replenishing staff. 
To model the flow of personnel through an organization as a Markov chain, the analyst must define the stage interval and states, collect data, estimate the 
transition probability matrix and validate the model. Markov chain models have been applied in examining the structure of manpower systems in terms of the 
proportion of staff in each grade or age profile of staff under a variety of conditions and evaluating policies for controlling manpower system. The important 
question is the control of expected numbers in the various states by the recruitment control. The numbers of these people in such categories change over time 
through wastages, promotion flows and recruitment.  
 

2.0 LITERATURE REVIEW 
A variety of research publications are available that address problems in human planning, but not many of them are directly related to hiring, training and promo-
tion. Bartholomew (1982), provides a general review of the stochastic modelling to social systems. Anderson (2001) proposed a model where demand is driven by 
a continuous non stationary seasonal process meant to approximate a business cycle. Gaimon & Thompson (1984) developed a model that looks at an organization 
in terms of cohorts i.e employees with the same length of services, using an objective function that measures the effectiveness of the organization. Nilakantan 
(2008) proposed a model where the system is assumed to consist of a finite number of grades. Darko & Damjan (2008) proposed a Markov chain model with the 
assumption that the process is memory less, which means that the future states only depend on the present state rather than history. In this case, the states are 
segments of the system, and transition probabilities are understood as relative frequencies. 
According to Bordoloi & Matsuo (2001), there is need to deal with the assignment problem between personnel and positions in order to maximize the total value 
of assignments involving people to people as well as people to position matching. Grinold (1974) offers optimal accession policies for manpower planning in a 
naval aviation system taking into consideration deterministic learning effects and retention rates. The demand for a workforce as determined by different states 
of peaceful and confict periods are repesented as a markov chain. In all the different aspect of management that is the maintenance of a given manpower structure 
through recruitment or promotion, so that it remains the same at subseuent accounting periods. 
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According to Ossai & Uche (2009), of the three factors of manpower flow-recruitment, promotion and wastages, only recruitment and promotion have been 
accepted as good control factors on the ground that exercising control through wastages, for instance dismal/retrenchment and inducement to leave is undesirable 
and unacceptable. According to Bordoloi & Matsuo (2001), many organizations tend to prefer to hire recruits at the lower grades since many operations require 
workers to have an extensive knowledge hence new recruits are assigned to relatively simple operations. However, many new recruits tend to quickly find a 
mismatch between job requirements and their job aptitudes and preferences and as a result they quit jobs. Those who complete the training program find them-
selves valuable to other organizations that can take advantage of the knowledge acquired and therefore leave for better opportunities (Anderson, 2001). Rao 
(1990) has considered a manpower planning model with the objective of minimizing the manpower cost with optimal recruitment policies. Here, the recruitment 
size is known and fixed in the model. 
In most cases, in many organizations, vacancies that arise in the lower grades are filled up by recruitments whereas; those in the higher grades are filled up by 
promotions. In multi-graded hierarchical manpower systems, a promotion policy is associated with constant promotion probabilities leaves a proportion of em-
ployees qualified by completed length of service in a lower grade un-promoted. This proportion increases and pressure starts building up as time progresses 
(Nilakantan & Rachavendra, 2008). When this pressure exceeds a certain level of control, a high proportion of un-promoted employees could have serious effect 
on the efficiency of the organization such as productive loss and wastage.  
 

3.0 METHODOLOGY 
Markov chain theory is one of the mathematical tools used to investigate dynamic behavious of a system in a special type of discrete-time stochastic process in 
which the time evolution of the system is described by a set of random variables. 
𝑃(𝑋𝑡+1 = 𝑥𝑡+1|𝑋0 = 𝑥, 𝑋1 = 𝑥1, … , 𝑋𝑡 = 𝑥𝑡 = 𝑃(𝑋𝑡+1 = 𝑥𝑡+1|𝑋𝑡 = 𝑥𝑡)         (3.1) 
Where [𝑋𝑖 = 𝑥𝑖 , 𝑖 = 0,1,2 … ] means that the random variables 𝑋𝑖 have the value 𝑥𝑖 at time 𝑖 and P is conditional probability distribution of the system. 
Denoting 𝑃𝑖𝑗(𝑡) as the transition probability of a system from state 𝑖 to state 𝑗, the transition matrix is defined as; 

𝑃(𝑡) = (

𝑃11(𝑡) 𝑃12(𝑡) … 

𝑃21(𝑡) 𝑃22(𝑡) …
… … …

𝑃𝑘1(𝑡) 𝑃𝑘2(𝑡) …

𝑃1𝐾(𝑡)
𝑃2𝑘(𝑡)

. .
𝑃𝑘𝑘(𝑡)

)            (3.2) 

Where, K is the number of exclusive and exhaustive states of the system. The matrix 𝑃(𝑡) is called stochastic for:- 
0 ≤ 𝑃𝑖𝑗(𝑡) ≤ 1; and  

∑ 𝑃𝑖𝑗
𝑘
𝑗=1 (𝑡) = 1, 𝑖, 𝑗 = 1,2,3, … , 𝑘 

Workforce systems could be described by the terminology: Stocks and flows. The stock 𝑛𝑖(𝑡) is the expected number of people in class 𝑖 at time 𝑡. The flow 𝑛𝑖𝑗(𝑡) =

𝑛𝑖(𝑡)𝑃𝑖𝑗 denotes the expected number of members moving from class 𝑖 to class 𝑗 in an interval of unit length of time from 𝑡 𝑡𝑜 𝑡 + 1 𝑤𝑖𝑡ℎ 𝑃𝑖𝑗 being the transition 

probability that an individual in class 𝑖 at the start of the time interval sitting in class 𝑗 at the end. 
In this case, the basic equation for a k-class workforce system using Markov chain theory is: 
𝑛(𝑡) = 𝑛(𝑡 − 1)[𝑃 + 𝑊 ′𝑟] + ∆𝑁(𝑡)𝑟           (3.3) 
Where, 𝑛(𝑡) = [𝑛1(𝑡), 𝑛2(𝑡), … , 𝑛𝑘(𝑡)] is the row stock vector. The number of new positions created due to expansion of the organization is expressed as ∆𝑁(𝑡) =

𝑁(𝑡) − 𝑁(𝑡 − 1), with 𝑁(𝑡) = ∑ 𝑛𝑖
𝑘
𝑖=1 (𝑡) representing the total number of staff in the system. The row wastages vector 𝑊 = [𝑤1, 𝑤2, … , 𝑤𝑘] and the row re-

cruitment vector 𝑟 = [𝑟1, 𝑟2, … , 𝑟𝑘] are composed of the probabilities of staff losses or gains, constrained by; 
∑ 𝑃𝑖𝑗

𝑘
𝑗=1 + 𝑤1 = 1 and ∑ 𝑟𝑖

𝑘
𝑗=1 = 1, respectively. Denoting the transpose of a vector or a matrix by prime 𝑤 , is a column vector and 𝑤 ,r is a matrix with the ele-

ment(𝑤 ,𝑟)𝑖𝑗 = 𝑤𝑖𝑟𝑗. Therefore, equation (3.3) is written in a more aggregated way as; 

𝑛(𝑡) = 𝑛(𝑡 − 1)𝑃 + 𝑅(𝑟)𝑟            (3.4) 
Where, 𝑅(𝑡) = ∆𝑁(𝑡) + 𝑛(𝑡 − 1)𝑤 , is total number of recruitment and 𝑅(𝑡)𝑟 is the vector of new entrant distribution. The transition probabilities 𝑃𝑖𝑗 could be 

estimated from the historical data of stocks and flows using the method of maximum likelihood �̂�𝑖𝑗 = ∑
𝑛𝑖𝑗(𝑡)

∑ 𝑛𝑖𝑡
𝑡 (𝑡), where, 𝑛𝑖𝑗(𝑡) is the flow, i.e. the observed 

numbers of staff moving from class 𝑖 to 𝑗 during the time interval of (𝑡, 𝑡 + 1), 𝑛𝑖(𝑡) is the stock i.e. the observed number of staff in class 𝑖 at the beginning of the 
time period (𝑡, 𝑡 + 1), and the summation is taken over the time period of available historical data. 
The wastages and recruitment probabilities could be estimated in the same way as estimation for transition probabilities. The total system size at time 𝑡, denoted 
by 𝑁(𝑡), is the sum of the number of members in all grades, and is given by: 

𝑁(𝑡) = 𝑛(𝑡)𝑙𝑇 = ∑ 𝑛𝑗(𝑡)𝑘
𝑗=1             (3.5) 

Where,𝑙 = (1,1, … , ), a vector with all components unity, and 𝑙𝑇 is its transpose. If 𝑊(𝑡) denotes the row of wastages probabilities due to attrition factors such as 
retirement, resignation, etc. in the interval(𝑡, 𝑡 + 1), then the probability summation equation results: 
𝑃(𝑡)𝑙𝑇 + 𝑊(𝑡)𝑇 = 𝑙𝑇              (3.6) 
The system configuration vector denoted by the row vector 𝑞(𝑡) is given by: 
𝑞(𝑡) = 𝑛(𝑡)/𝑁(𝑡)             (3.7) 
3.1 PROPOSED MODEL 
The study proposes a proportionality Markov model by imposing proportionality restrictions in the general Markov model. This type of model works well in organ-
izations that only recruit’s employees in the lower cadre and fill the rest through promotions of the internal or existing staff in the organization. This is a common 
practice now days in many organizations due to pressure from employee’s associations and trade unions with a view of safeguarding the career interests of their 
members. The proportionality restrictions dictate that the number of recruits in any transition interval should be within a fixed proportion of the number of 
entrants promoted to the grade from within the organization in the same interval. The promotion inflow into a grade excludes those who were in the grade at the 
start of the transition interval, and is based on the prevailing practices in manpower systems. 
The promotion inflow into grade 𝑗 in (𝑡, 𝑡 + 1) is given by; 
∑ 𝑛𝑖

𝑘
𝑖=1 (𝑡)𝑃𝑖𝑗(𝑡) = ∑ 𝑛𝑖

𝑘
𝑖=1 (𝑡)𝑃𝑖𝑗(𝑡) − 𝑛𝑗(𝑡)𝑃𝑗𝑗(𝑡), 𝑏𝑢𝑡 𝑖 ≠ 𝑗          (3.8) 

Where 𝑃𝑗(𝑡) is the 𝑗𝑡ℎ 𝑐𝑜𝑙𝑢𝑚 𝑜𝑓 𝑃(𝑡). 

The recruitment inflow into grade 𝑗 𝑖𝑛 (𝑡, 𝑡 + 1) must be prespecified proportion of promotion inflow into grade 𝑗, in (𝑡, 𝑡 + 1)once the promotion inflow is 
decided upon, which can be written as: 

∑ 𝑛𝑖(𝑡)𝑃𝑖𝑗
𝑘
𝑖≠𝑗,𝑖=1 (𝑡) = (∑ 𝑛𝑖

𝑘
𝑖=1 (𝑡)𝑃𝑖𝑗(𝑡) − 𝑛𝑗(𝑡)𝑃𝑗𝑗(𝑡))/𝑓𝑗(𝑡) ≥ 𝑟𝑗(𝑡)        (3.9) 

Where 𝑓𝑖(𝑡) is the constant of proportionality between the promotion and recruitment inflows into grade 𝑗 in (𝑡, 𝑡 + 1). The 𝑓𝑖(𝑡) parameters are imposed on the 
system by the management. 
Note that 𝑛𝑗(𝑡 + 1) are linear combinations of the 𝑛𝑗(𝑡) and 𝑟𝑗(𝑡) and, expectation being a linear operator. The interpretation in terms of their expected values is 

equally valid hence equation (3.9) can be written in matrix form as; 
𝑛(𝑡)[𝑃(𝑡) − 𝐷(𝑡)] ≥ 𝑟(𝑡)𝑓(𝑡)            (3.10) 
Where 𝐷(𝑡) is a diagonal matrix consisting of the diagonal elements of 𝑃(𝑡)𝑎𝑛𝑑 𝑓(𝑡) is another diagonal matrix whose elements are 𝑓𝑗(𝑡) defined above. 

Here, 𝑓𝑗(𝑡) > 0. Therefore, f restriction condition for grade 1 is: 

∑ 𝑛𝑖
𝑘
𝑖=1 (𝑡)𝑃𝑖1(𝑡) − 𝑛1(𝑡)𝑃11(𝑡) = 𝑟1(𝑡)𝑓1(𝑡)           (3.11) 

Since the system allows no reversions, the promotion inflow into grade 1 is zero. Hence, the base grade 1 has necessarily to be maintained thought recruitment 
alone. This situation requires that 𝑓1(𝑡) = 0 for all 𝑡, while 𝑟1(𝑡), the base grade recruitment (BGR) can take any arbitrary fine value. 
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The matrices 𝑃(𝑡) and 𝑓(𝑡) represent the two fundamental policy parameters of the system, which most organizations find desirable to maintain stable and 
steady, thus making 𝑃(𝑡) = 𝑃 and 𝑓(𝑡) = 𝑓 for all t. Therefore, in this proposed model, the following restrictions are put in place: 

i. 𝑓𝑗 > 0 𝑓𝑜𝑟 𝑗 ≥ 2, for all t. 

ii. 𝑓1(𝑡) = 0, for all t. 
iii. 𝑟1(𝑡), Can have arbitrary finite positive values. 
iv. 𝑃(𝑡) = 𝑃 𝑎𝑛𝑑 𝑓(𝑡) = 𝑓 𝑓𝑜𝑟 𝑎𝑙𝑙 𝑡. 
v. 𝑃 is upper triangular 
vi. The diagonal elements of P , 𝑃𝑖𝑗 are strictly less than unity for all j. 

Consequently, the recruitment vector of the system under proportionality restrictions can be written as: 
𝑟(𝑡) = 𝑟1(𝑡)𝑒1 + 𝑛(𝑡)(𝑃 − 𝐷)𝐺            (3.12) 
Where 𝑒1 = (1,0,0, … ,0) and G is a diagonal matrix given by 

𝐺 = (
0 0
0 (𝑓̅)

−) Which can be written as 𝐺 = 𝑑𝑖𝑎𝑔𝑙(0,
1

𝑓2
,

1

𝑓3
, … ,1/𝑓𝑘) where 𝑓̅=diagl[𝑓2, 𝑓3, … , 𝑓𝑘] and a (k-1)x(k-1) diagonal matrix. 

To obtain the transition equation of the f-system, which takes into account the effect of the proportionality restrictions, the matrix Y is defined by Y=P+(P-D)G. 
Therefore, the transition equation of the f-system can be written as: 
𝑛(𝑡 + 1) = 𝑛(𝑡)𝑌 + 𝑟1𝑒1            (3.13) 
In equation (3.10), the second term on the RHS is the controllable part of the recruitment, which is the recruitment to grade 1 only; while the first term represents 
the combined effect of the promotions together with the concomitant system-driven recruitment and when it is repeated, it yields:  
𝑛(𝑡) = 𝑛(0)𝑌𝑡 + ∑ 𝑟1(𝑙)𝑒1

𝑡−1
𝑙=0 𝑌𝑡−𝑙−1           (3.14) 

The long-term behavior of the system structure 𝑛(𝑡) is controlled by the BGR sequence. From equation (3.11), it can be seen that the sequence of structure 𝑛(𝑡) 
of the system is bounded if and only if the BGR is a bounded sequence.  
The structure of the system,𝑛(𝑡), converges to a limit denoted by 𝑛(∞). The limiting structure is given by: 
𝑞(∞) = 𝑟1𝑒1(𝐼 − 𝑌)−1             (3.15) 
The steady-state configuration vector of the system is given by: 

𝑞(∞) =
𝑟1𝑒1(𝐼−𝑌)−1

𝑟1𝑒1(𝐼−𝑌)−1𝑙𝑇
             (3.16) 

In practice, the objective of the management is expressed in terms of a steady-state structure and steady-state total strength of the organization using the BGR. 
If N is the desired steady-state total strength, then it is related to 𝑟1 by; 
𝑁 = 𝑟1𝑒1(𝐼 − 𝑌)−1𝑙𝑇             (3.17) 
The behaviour of the system dependent recruitment sub-vector �̅� can be deduced from that of 𝑛(𝑡) using equations (3.12). 
3.2 REAL DATA AND DISCUSSION 
The study draws data from the Rural Planning Directorate in the Ministry of Devolution and Planning in Kenya. The Directorate exhibited a relatively stable structure 
over a four (4) year period and data pertaining to these years were drawn from the records in the directorate’s human resource section. The data pertain to the 
Economists in the directorate. The data were gathered for job group “K’’ to “Q” (Economists II, Economists I, Senior Economists II, Senior Economists I, Principal 
Economists and Deputy Chief Economists) and were regarded as grade 1-6 only as the higher job groups i.e. R and T were found to be too small in size and 
comprising of directors, Economic Planning Secretary and the Permanent Secretary in the Ministry. These cadres (grades) comprised of Chief Economists. Infor-
mation revealed that grade 1 was the entries grade hence the lowest grade of Economists in supervisory positions. The department (directorate) had a policy of 
recruiting Economists from external sources into grade 1 and absorbing Economists from other directorates and line ministries in grades 2 and 3 only. Grade 1 
was, therefore, pure recruits without any necessary experience. Recruitment was, therefore, strictly into grades 1only, however, no promotion to this grade was 
observed. Promotions were observed in grades 2 to 6 only. 
 

4.0 RESULTS 
The average figures for the directorate are summarized in table 4.1. The transition probability matrix and wastages vector for the system were derived as shown 
in the P matrix. 
The P-Matrix will take the following format: 
 

𝑃 =

− 1 2 3 4 5 6 𝑊𝜏

1 0.898 0.056 0 0 0 0 0.046
2 0 0.857 0.083 0 0 0 0.060
3 0 0 0.861 0.074 0 0 0.065
4 0 0 0 0.881 0.056 0 0.063
5 0 0 0 0 0.85 0.067 0.083
6 0 0 0 0 0 0.906 0.094

 

 
The records of the directorate indicated that it followed proportionality policies in that recruitment was prohibited to grade 4 and above and recruitment to grade 
1 was restricted by policy to be half the number of promotions into it as well as the number of economists from other directorates and line ministries joining 
grades 2 and 3. 
Since recruitment to grade 4 and above is zero, we therefore have 𝑓𝑗 = ∞, for j≥ 3 

𝑗 = 3, 𝑓3 = 3 𝑎𝑛𝑑 𝑓1 = 0, as always in this model. 
Therefore, 𝑓 = 𝑑𝑖𝑎𝑔𝑛𝑜𝑛𝑎𝑙 (0,2, ∞, ∞, ∞). 
This leads to the derivation of the Y matrix as follows. 
 

𝑌 =

0.898 0.056 0 0 0 0
0 0.857 0.083 0 0 0
0 0 0.861 0.074 0 0
0 0 0 0.881 0.056 0
0 0 0 0 0.85 0.067
0 0 0 0 0 0.906

 

The average steady-state recruitment to grade 1 was 25 workers per year.  
With these parameters, the steady-state structure as estimated by the model using equation (3.15) is predicted n (∞)=(245.10,95.96,57.33,35.65,13.30,9.48). 
While, the actual values obtained under these stable conditions are 𝑛(∞) = (213,109,54,36,15,8). 
It is clear that the steady state structure is fairly close to the observed. When this is subjected to statistical tests, it is noted that there is no significant difference 
between the observed and the predicted value. Refer to the Chi-square test under table 4.2 in the appendix. The system configuration vectors, actual and as 
predicted by equation (3.16) are: 
 Actual 𝑞(∞) = (0.490,0.251,0.124,0.083,0.034,0.020) 
 Predicted 𝑞(∞) = (0.537,0210,0.125,0.078,0.029,0.021). 
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5.0 CONCLUSION AND RECOMMENDATION 
Markov Manpower system model which incorporates the proportionality policies which are adhered to by many institutions has been developed. It is clear that 
controllable recruitment variable in such systems is the BGR, which actually determines the long-term behaviour of the system, and that such systems can be 
made to approach a steady state in the limit if the BGRS is also made to converge to a limit. It is also clear that a system represented by this model as compared 
to the general model does not compromise on its flexibility. This is clear as the theoretical analyses have been substantiated by applying them to real-world data 
and the theoretically predicted characteristics have been found to be in conformity with the actual. 
It has been noted that this model can be used to achieve a desirable blend of existing and fresh external manpower in an organization hence it yields more 
practicable means of control of the system. Therefore, it is recommended for organizations which outsource a part of their work, however, since recruitment is 
only restricted in the first, second and third grades, many people work for long in the organization hence a research need to be done to establish the effects of 
the length of service of employees within an organization. 
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APPENDIXES 
TABLE 4. 1: AVERAGE FIGURES FOR THE DIRECTORATE 

Observation  Grade 1  Grade 2 Grade 3  Grade 4 Grade 5 Grade 6 

Average size 213 109 54 36 15 8 

Avg.no. of promotions into grade − 12 9 4 2 1 

Avg. recruitment into grade 25 6 4 0 0 0 

Avg. Wastages from grade 9.75 6.5 3.5 2.25 1.25 0.75 

𝑤𝑗 0.046 0.060 0.065 0.063 0.083 0.094 

𝑃𝑗𝑗 + 1 0.56 0.083 0.074 0.056 0.067 − 

𝑃𝑗𝑗 0.898 0.857 0.861 0.881 0.85 0.906 

 
TABLE 4.2: CHI-SQUARE 

Observed Value (O) Predicted Value (P) (𝑶 − 𝑷)𝟐 (𝑶 − 𝑷)𝟐/𝑷 

213 245.10 1030.41 4,20 

109 95.96 170.04 1.77 

54 57.33 11.09 0.19 

36 35.65 0.12 0.00 

15 13.30 2.89 0.22 

8 9.48 2.19 0.23 

435           456.82            6.61 

𝑋𝑐
2 = ∑

(𝑂−𝑃)2

𝑃
= 6.61,  

At 95 confidence level, 𝑋0.05(5)
2 = 11.0705 

Therefore, since 𝑋𝑐
2 < 𝑋0.05(5)

2 , we accept the null hypothesis and conclude that there is no significant difference between the observed and predicted values. 
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ABSTRACT 

Teachers have a great impact on the students’ career and the right direction showed by the teacher’s results in always better life in both professional and personal. 
This paper indicates the concept of inductive teaching methodology such as prototypes; project based learning, case studies, inquires learning and gain of in-depth 
knowledge in engineering colleges at Bengaluru and also included challenges and implementation part of the inductive teaching to the students’ community. 
 

KEYWORDS 
career, inductive, innovation, teaching 
 

INTRODUCTION  
nductive teaching is a method to attract and retain the students in the class rooms by instructing to Notice, instead of explaining the concept and asking 
them to follow.  
 

DEDUCTIVE Vs. INDUCTIVE LEARNING 
Traditional approaches of teaching are deductive and inductive methods, where deductive teaching includes rules, procedures, guiding principles and application 
of theories. In this method of teaching the teacher gives instructions to students by explaining and making them understand the concepts and request to practice 
but inductive involves motivating the students to gain in depth and insight subject knowledge by adopting various methods such as case study, project based 
learning, solving real time problems and through active learning concept. It means the inductive method learning are more student centered [1]. 
Inquire learning is process where students are assigned with challenging tasks by giving structured questions and telling them to collect the data, tabulate the data 
followed by analysis, interpretation and framing conclusions and when students starts to answer questions and make valuable observation; results in effective 
learning [2]. 
PROBLEM BASE LEARNING (PBL) 
In this method starts with open ended, real time issues to identify the variables to obtain solutions and the class time devoted to: (a) groups reporting out their 
progress on previous learning issues and listing their current learning issues and plans of work, (b) mini-lectures giving information on issues being dealt with by 
all groups, clarifying common difficulties, and suggesting additional learning issues, and (c) whole class discussion. The PBL can be implemented by different ways 
such as making the groups of 7-10 students under supervision of a faculty member and students tries to solve the problems by discussing among themselves [3]. 
CASE STUDY 
It is the most common methods adopted in reputed engineering colleges to solve the problems with accuracy. This student’s emphasis on students to read more 
relevant topics, acquire knowledge and skills and discuss the issues and creates the platforms to solve it very effectively. 
EVALUATION 
Dochy [4] et al. [64] published a meta-analysis of the effectiveness of problem-based learning The authors identified 43 empirical studies of the effects of PBL on 
knowledge acquisition and development of problem-solving skills in college students. Only studies that utilized natural classroom instruction (as opposed to con-
trolled laboratory studies) were included in the data base. The average effect size was calculated both in an unweighted form and with each effect size weighted 
by the inverse of the variance (which being proportional to N gives greater weight to larger samples). 
 

LITERATURE REVIEW  
As per Jan H. Hulstijn (2005) [5] research study explores that the deductive and inductive approaches to explicit grammar instruction in comparison to one another 
& also it tries to describes the distinction between explicit and implicit grammar instruction and states that instruction is explicit or implicit when learners do or 
do not receive information concerning rules underlying the input, respectively 
According to Bransford, J.D et al (2000) [6] studies suggest that a better way to motivate or influence students is inductive teaching, in which the instructor begins 
by presenting students with a specific challenge, such as experimental data to interpret, a case study to analyze, or a complex real-world problem to solve. Students 
grappling with these challenges quickly recognize the need for facts, skills, and conceptual understanding, at which point the teacher provides instruction or helps 
students learn on their own.  
Bruner (1961); French (2006) [7] research work suggest that students come across with challenge and emphasis to work themselves to obtain solution. The mentors 
offer feedback to the students and guide them in right directions. The students do different trial and errors under the supervision of teachers where inductive 
methods are used.  
 

PROBLEM IDENTIFICATION  
As most of the teachers in engineering colleges are affinities towards in deductive teaching because of several reasons such as huge administrative activities of 
the college with time dead line, lack of interests, not bothered about much student’s career and other demotivation factors. To bring more transformation in 
teaching, the teachers are motivated to change their teaching styles to inductive methods. This paper reveals the concept of inductive method of teaching and 
also enlightens the challenges and implementation of inductive learning. 
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OBJECTIVES OF THE STUDY 
1. To understand the concept of inductive teaching 
2. To identify the challenges of the inductive teaching in engineering colleges 
3. To study a partial part of implementation of the inductive methods in the engineering colleges 
 

SCOPE OF THE STUDY 
The study is to know the variables of inductive concept followed by the teachers in engineering colleges and the study is restricted to its challenges and partial 
implantation of the inductive model for better improvement of students’ performance.  
 

RESEARCH DESIGN 
Research type: Exploratory research is used to collect the data  
Sampling type: Stratified sampling is used to collect the strata (Engineering college teachers and students) 
Sampling Size: 115 teachers from various engineering colleges 
Source of Data: The data is collected from teaching members from various engineering colleges of Bengaluru through structured questionnaires.  
Statistical tools: Mean is more appropriate for data analysis and represented through tables, charts and diagram. 
 

LIMITATION OF THE STUDY 
 The study is restricted to Bengaluru engineering colleges. 

 The respondents are limited to faculties of selected branches  

 The work is partial and further study has to be carried out. 
 

DATA ANALYSIS 
TABLE 1: SHOWS LIST OF EFFECTIVE STEPS CARRIED TO MAKE STUDENT INTERACTIVE IN CLASS 

SI.NO Particulars No.of respondents Percentage (%) 

1 Case Study 35 30 

2 Problem solving 25 22 

3 Real world examples 28 25 

4 Inquiry learning 15 13 

5 All of the above 12 10 

Total 115 100 

 
FIG. 1 

 
 

TABLE 2: SHOWS FREQUENCY STUDENTS SOLVING CASE STUDIES 

SI.NO Particulars No.of respondents Percentage (%) 

1 Never 15 13 

2 Rarely 25 22 

3 Sometimes 25 22 

4 Often 35 30 

5 Always 15 13 

Total 115 100 

 
FIG. 2 
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TABLE 3: SHOWS REAL WORLD EXAMPLES TO MAKE STUDENTS TO UNDERSTAND THE SUBJECT IN BETTER WAY 

SI.NO Particulars No.of respondents Percentage (%) 

1 Never 10 9 

2 Rarely 25 22 

3 Sometimes 35 30 

4 Often 25 22 

5 Always 20 17 

Total 115  100 

 
FIG. 3 

 
 

TABLE 4: SHOWS ADAPTATION OF INQUIRY LEARNING METHOD IN TEACHING 

SI.NO Particulars No.of respondents Percentage (%) 

1 Never 15 13 

2 Rarely 30 26 

3 Sometimes 25 22 

4 Often 20 17 

5 Always 25 22 

Total 115 100 
 

FIG. 4 

 
 

TABLE 5: SHOWS FOCUSING THE COURSE ON REAL ENGINEERING PROBLEMS MADE THE COURSE SEEM MORE RELEVANT TO YOUR INTERESTS? 

SI.NO Particulars No.of respondents Percentage (%) 

1 Never 30 26 

2 Rarely 15 13 

3 Sometimes 20 17 

4 Often 25 22 

5 Always 25 22 

Total 115 100 
 

FIG. 5 
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TABLE 6: SHOWS EVALUATION OF STUDENTS’ PERFORMANCE 

SI. NO Particulars No. of respondents Percentage (%) 

1 Internal Assessment 25 22 

2 Class Interaction 20 17 

3 Valid queries 25 22 

4 Presentation 20 17 

5 Expert opinion 25 22 

Total 115 100 

 
FIG. 6 

 
FINDINGS  
1. Most of the respondents say that case study & real world examples are the effective steps carried to make student interactive in class. 
2. Most of the respondents agreed that solving case studies often and sometimes may increase the student involvement in the class. 
3. Majority of the respondents suggested that real world examples often and sometimes with subjects make the students to understand the subject in better 

way. 
4. Most of the respondents say that adaptation of inquiry learning method in teaching. Will enhance the interest in the particular subjects. 
5. Almost few of the respondents say that focusing the course on real engineering problems sometimes & often made the course seem more relevant to your 

interests? 
 

SUGGESTIONS  
1. The colleges must take effective steps during class times to make the students more interactive in the subjects & class. 
2. It is necessary that each & every college must try to relate the subjects with often cases and real world examples to increase the interest and likelihood of 

students & make more interactive in class. 
3. The respective Colleges & related subject faculties must focus the course on the existing engineering problems to make the course seems more interested 

in class. 
4. The engineering & other course colleges must adapt to inquiry learning methods in teaching that will enhance & impact on their interest in learning & 

adapting to the subjects. 
5. The colleges must quickly recognize the need for facts, skills, and conceptual understanding, at which point the teacher provides instruction or helps students 

learn on their own. 
 

CONCLUSIONS  
The paper concludes that the better way to motivate students is inductive teaching, in which the Instructor begins by presenting students with a specific challenge. 
Inductive teaching and learning is an umbrella term which incorporates a range of instructional methods, inquiry learning, problem-based learning and real world 
examples, project-based learning, case-based teaching, discovery learning, and just-in-time teaching. These all of methods will impose more interest & responsi-
bility on the students and trainer for their own knowledge than the old traditional deductive approach does. The Instruction is required for students to fill in gaps 
and induce material presented by the instructor. The goal should be to discourage the students away from dependence on instructors as primary sources of 
required information, helping them to become self- learners. 
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ABSTRACT 
The awareness about the environmental stresses that are placed on the planet is spreading globe wide, this has implications on various activity spheres of the 
human life. The world of marketing is also turning green and the number of advertisers attempting to present an eco-friendly green image has increased over the 
years. India is considered to be one among the green friendly countries of the world. The consumers are now showing a greater concern for environmental conser-
vation and hence are more interested in green products. The study aims at understanding the impact of green brand awareness and green brand trust on green 
brand preference among teenagers. The study is conducted with special reference to the FMCGs. The Impact of Green brand awareness on green brand preferences 
studied with the mediating effect of green brand trust. 
 

KEYWORDS 

Green Brand Awareness, Green Brand Preference, Green Brand Trust 
 

INTRODUCTION 
he increasing concern for environmental issues among the customers and the marketers has driven the market into a ‘Go Green Concept’. The society has 
become more conscious of environmental issues and this imposes a major challenge before the modern marketers. The consumers are now more ecolog-
ically conscious and hence prefer ‘Green brands.’ Green friendly consumers are receptive towards green advertisements and Green products. Green mar-

keting is often attributed to concepts like reusable, degradable, Zero CFC, Zero carbon and so on. 
Green marketing refers marketing of products that are environmentally preferable to the consumers as well as the society. It includes a wide range of activities 
including modification of the product, product process, developing a package design that is environment friendly and modification of the advertising pattern of 
the product. The concept of green marketing was evolved during the late 1980s and early 1990s. The American Marketing Association conducted a workshop on 
‘Ecological Marketing’ which resulted in the publication of the first book on green marketing, “Ecological Marketing” (Henion and Kinnear 1976). 
The concept of Green marketing is yet to be comprehensively defined however, it can be defined as "Green or Environmental Marketing consists of all activities 
designed to generate and facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs, with 
minimal detrimental impact on the natural environment." (Polonsky, 1994) 
The study focuses on the customer awareness on Green Brands and its impact on Green Brand Trust, as the customers who have more awareness on Green brands 
are likely to have a greater Brand Trust. This relation is also studied with the mediation effect on Brand Preference of the customer. The study is conducted among 
teenagers in order to analyze the environment consciousness of the teenage group. 
 

REVIEW OF LITERATURE 
Consumers who exhibit positive attitude toward green advertisements also impose trust in the firm’s products, further the extent to which consumers feel that 
green advertising is valuable to the society and is a good business practice; the more positive is their response to such companies’ products. (Nagar, 2013). Many 
customers may not be willing to pay a premium for green products which may affect the sales of the company. It requires the companies to extensively communi-
cate the presence and benefits of green marketing to the customers by means of various tools available for integrated marketing communication. Eco-labeling 
could be a good way to convince the customers regarding green products. Consumers might be willing to pay premium price if they see additional benefit (such 
as quality, environmentally safe product, fuel-efficient vehicles, and non-hazardous products) attached with the product (Bhatia and Jain, 2013) 
There is a strong positive relationship between green advertisement and green brand awareness. The reason behind this relationship is that if companies use true 
environmental friendly and green claims in their advertisements and devise their marketing and advertising strategies in environmental concern then it will per-
suade the existing and potential customers to purchase the environmental friendly products. Green brand awareness has a positive impact on purchasing green 
products. If companies create brand awareness regarding their green brands, products and corporate image through brand equity then it will create knowledge 
for customers to get aware about the company offering which will result in final purchase (Zubair, 2015) 
Youth have a positive attitude towards green marketing and favorable purchase intentions for green products. This stratum of society is going to play a vital role 
in future as more than half of the consumers are in this age group in our country. Marketers can reap benefits by understanding the psyche of this group and the 
future of green marketing appears to be promising in India. (Dubey, Malik, 2014). Price of green products was also found to be one of the factor that influence the 
purchase of green products. However, it was found that young consumers are more likely to be influenced by green issues (Cherian and Jacob, 2012) 
 

GREEN BRAND AWARENESS  
Brand awareness is defined as the likelihood to recognize and recall the environmental features of the brand. (Keller, 1993). From this definition we derive that 
green brand awareness is the ability of the consumers to recognize the green policies and practices of a brand. Consumer’s perception of the brand will affect 
their choice (Gunasti and Ross, 2010). 
This study intends to test the relationship between the Green Brand awareness and Green Brand Trust assuming that the Green Brand Awareness of the consumer 
increases the green Brand trust. 
 

GREEN BRAND TRUST 
Green Brand trust is a willingness to depend on a product or service based on the belief or expectation resulting from its credibility, benevolence, and ability about 
environmental performance (Chen, 2010). We refer to Chen (2010) to measure green trust and its measurement includes five items:  
1. You believe that this product’s environmental image is generally reliable.  
2. You think that this product’s environmental functionality is generally dependable.  
3. Overall, you believe that this product’s environmental claims are trustworthy.  
4. This product’s environmental performance meets your expectations.  
5. This product keeps promises for environmental improvement. 
Green Brand Trust is assumed to have a mediating influence on Green Brand preference, where the higher the level of Green Brand Awareness of the customer, 
the higher the Green Brand Trust is and this in turn influences to increase the Green Brand preference.  
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GREEN BRAND PREFERENCE 
Brand preference is important for diffusion of innovation in any context as it provides a lot of benefits such as having strong competitive power and unique position 
in the market (Delgado-Ballester and Munuera-Aleman, 2005). The Consumer’s perception of the brand will affect their choice (Gunasti and Ross, 2010). This study 
assumes a positive influence of Green Brand Awareness and Green Brand Trust on Green Brand Preference. 
 

NEED AND SIGNIFICANCE OF THE STUDY 
There is a global tendency to shift towards green marketing. The consumers and manufacturers have begun to adapt a green concept, though the factors that 
drive them towards such initiatives may vary. It is evident that there is a competitive advantage that a marketer can gain by going green. 
India is considered to be the third largest economy by the year 2030. The Indian market is looked upon by investors as one of the most promising markets of the 
world. The country also has an advantage of having a majority of its population in the age group of 15 – 45. It is in this context that a study is conducted to 
understand the level of green brand awareness among teenagers and also to analyse the relationship between green brand awareness, green brand trust and 
green brand preference. It helps the manufacturers to understand the green brand awareness level of teenagers and also to understand the significance of creating 
green brand awareness among consumers. 
 

STATEMENT OF THE PROBLEM 
Impact of green brand awareness and green brand trust on green brand preference among teenagers. The study is conducted with special reference to the FMCGs. 
The Impact of Green brand awareness on green brand preference is studied with the mediating effect of green brand trust. 
 

OBJECTIVES OF THE STUDY 
1. To study the direct relationship between green brand awareness and green brand preference. 
2. To analyze the mediating effect of green brand trust on green brand preference. 
3. To understand the significance of creating green brand awareness among teenagers.  
 

RESEARCH METHODOLOGY 
The relationship between green brand awareness, green brand trust is tested through a survey conducted among teenagers in Ernakulam district. 
The population of the study was the teenagers in Ernakulam District and the study mainly focused on FMCGs. A self-administered questionnaire was used to collect 
data from the respondents. The questionnaire was distributed in different shopping malls to 100 respondents based on convenience sampling technique. 
The three constraints, Brand Awareness, Brand Trust and Brand Preference were measured using Five Point Likert Scale.  
The data was analyzed using R software for statistical computing and graphics. Correlation Analysis was done to understand the degree of relationship between 
the three variables. The technique of Boot Strapping, which is a technique of re-sampling was used to enhance the reliability of the study. The mediating effect of 
Green Brand Trust on Green Brand Preference was analyzed using Bootstrapping. 
  

RESULT AND DISCUSSION 
There is a positive correlation between Green Brand Awareness and Green Brand Trust(r=.65) and also between Green Brand Trust and Green Brand Prefer-
ence(r=.66). It is also found that the correlation between Green Brand Awareness and Green Brand Preference is positive (r=.65), as can be seen in Table 1.1. This 
indicates that there is a positive influence of Green Brand Awareness and Green Brand Trust on /green Brand Preference. 
From a simple mediation analysis conducted using ordinary least squares path analysis, Green Brand Awareness has an influence on the Green Brand Preference 
of the customers. Green Brand Trust is influenced by Green Brand Awareness. As can be seen in Table 1.2, Respondents who have a higher level of Green Brand 
Awareness have a higher level of Green Brand Trust (a = 0.794), and those who have a higher level of Green Brand Trust have a higher level of Green Brand 
Preference (b = 0.419). A bias-corrected bootstrap confidence interval for the indirect effect (ab = 0.332) based on 5,000 bootstrap samples was entirely above 
zero (0.212 to 0.469), at confidence level of 95. There is evidence that the Green Brand Awareness Influences Green Brand Preference directly. 
(c′ = 0.478), there is also a mediating effect of Green Brand Trust. 
It is evident from the study that the Green Brand Awareness among teenagers in Ernakulam has an influence on the Green Brand Trust. Green Brand Trust of the 
customers leads to greater Green Brand Preference among teenagers. Hence it can be concluded that there is a partial mediation of Green Brand Preference in 
the influence of Green Brand Awareness on Green Brand Preference for FMCG’s. 
 

TABLE 1.1: CORRELATION ANALYSIS 
 
 
 
 
 

TABLE 1.2: EFFECT ON GREEN BRAND PREFERENCE 

Variable Coefficient 

Green Brand Trust 0.419 

Green Brand Awareness 0.478 

 

SUGGESTIONS 
1. The FMCG’s can gain better trust from the consumers belonging to the teenage group by improving the level of awareness among them. 
2. A greater emphasis on the creation of awareness of the green policies and concepts of the brand will help to improve the Green Brand Trust and thereby 

Green Brand preference of the customers. 
3. As there is a global trend of going back to the nature, the consumers are also following the trend in their buying behavior. There is a growing need to cater 

to the environment friendly preferences of the consumers. 
4. As the age group of 13 – 19 is a significant majority of the Indian Market, It is significant to note that there is preference for environment friendly concepts 

among teenagers. 
5. Brand Preference of customers can be enhanced by increasing the level of awareness among the consumers of the teenage group. 
 

CONCLUSION 
It can be thus concluded that there is a positive relationship between Green Brand Awareness, Green Brand Trust and Green Brand Preferences of Teenagers in 
Ernakulam District, with special reference to FMCGs 
There is a direct influence of Green Brand Awareness on Green Brand Preference with respect to FMCG’s. A mediating effect of Green Brand Trust on Green Brand 
Preference is also proven from the study. 

 Green Brand Awareness Green Brand Trust  Green Brand Preference 

Green Brand Awareness 1.0 .654 .653 

Green Brand Trust .654 1.0 .662 

Green Brand Preference .653 .662 1.0 
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It can be thus derived that it is important for the marketers to create an awareness about the Green Practices that they are initiating, which will in turn improve 
the Green Brand Trust and thereby the Green Brand Preference of the customers. 
 

LIMITATION  
All possible measures were taken in order to ensure the reliability of the study; the study however has few limitations which are; 
1. The study is conducted on a limited sample of the population. 
2. The study does not consider the significance of factors such as gender and educational qualification  
 

SCOPE FOR FURTHER RESEARCH 
There is scope for further research in the area of Green Brand Awareness among the adults, considering the age and educational background which are factors 
likely to influence the Green Brand Preferences among adults. 
The difference in the Green Brand awareness and Green Brand Trust with respect to gender is to be further explored. 
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ABSTRACT 
Ethics in Business has gained momentum over the last few decades with the advent of competition. A decade ago competition was relatively low. However, with 
the increase in struggle at an alarming rate, some business organizations are resorting to unethical practices which are ultimately harming the human kind and 
their values. There is a growing realisation all over the world that ethics is very essential for any business to grow. Ethics and business go together; it means if 
there are good ethics, there is good business. Even the government of every nation across the world is stressing upon business corporate to be ethical and follow 
ethical practices. “In law a man is guilty when he violates the rights of others, but in ethics, he is guilty if he only thinks of doing so.” Hence, higher education must 
pay more attention to helping students understand how to lead ethical lives. The aim of this study is to investigate the common sources of ethics and to understand 
the impact of business ethics over the organization as well on the nation by analysing its pros and cons. 
 

KEYWORDS  
business organizations, competition, ethics, human kind, unethical practices. 
 

INTRODUCTION  
usiness ethics are gaining impetus day by day. The concept of LPG i.e. liberalization, privatization and globalization has changed the concept of doing 
business. They have added creative and innovative ideas to business which has simplified the procedures of carrying out business at the global level. But, 
it has also invited a series of by-products in terms of crime, scams, corruption, favouritism, nepotism and loss of faith. Thus, business ethics has become 

the need of the hour. 
Business ethics matters here because a lot of evidences have proved that unethical behaviour, not only cost a company, its reputation, but also deteriorates the 
image of a country globally e.g. in the Satyam Scandal, India`s global image was tarnished. So, it is very necessary for every business organization to follow and 
practice some sort of ethics like transparency, honesty, integrity, respect, honour, truthfulness etc. 
It has been seen that ethical behaviour towards both business and society has benefitted a firm a lot. For instance, take the case of Starbucks, which is being 
considered as one of the world’s most ethical companies (Smith, 2012). It is an American global coffee company and Italian-styled coffeehouse chain, based in 
Seattle, Washington with 19,972 stores in 60 countries. Over the past 10 years, Starbucks stock (SBUX) has increased in price by 2,200%. Starbucks has made the 
list of Most Admired Companies in the U.S., the list of 100 Best Companies to Work for, the list of 100 Best Corporate Citizens, the list of the World’s 50 Most 
Innovative Companies, and the list of the World’s Most Ethical Companies. According to CEO Howard Schultz, Starbucks’ commitment to social responsibility has 
played a significant role in producing this phenomenal growth. 
On the other hand, unethical behaviour brings a portion of the cost for the organization. For example, Wal-Mart very often finds itself slapped with lawsuits that 
accuse it of predatory pricing, or pricing products too low to drive competition out of business and gain a monopoly in local markets. Among several lawsuits, the 
one in 2003 struck, where Germany's High Court ruled Wal-Mart's low-cost pricing strategy "undermined competition." 
Wal-Mart also faced charges of monopoly, by making suppliers dependent on them and forcing them to indulge in self-defeating practices, such as pressuring 
them to sell goods below cost or at prices lower than they would get elsewhere. 
Wal-Mart regularly faces lawsuits from employees accusing the company of forcing them to work overtime without pay and denying them health insurance. The 
allegations against Wal-Mart are so numerous that it is a common example of bad ethics. 
As a result, in India, in an attempt to check corruption and ensure transparency among business communities, the Confederation of Indian Industry (CII) released 
a “code on business ethics” for its member companies on July 2011.The code is intended to strengthen the institutional framework that would help drive ethical 
practices in the organization. 
 

LITERATURE REVIEW 
 Sivaraam Duraisamy and Dr. V. R Nedunchezhian in their publication remark that Ethical behaviour of the firms decides not only their brand, but also the 

image of the country. Ethical behaviour is decided by consistently following some of the recommended standards accepted by the firm, community, laws, 
regulations and agreements.  

 According to Hunt and Vitell (1986) the individual ethical perception of the situation is influenced by a sum of cultural, organizational and industrial environ-
ment along with personal experiences. 

 Dr. Poonam Kain and Dr. Sonika Sharma in their study of Business Ethics as Competitive Advantage for Companies in the Globalized Era advise that both 
legally and strategically, India will benefit from improving business ethical standards. 

 Zubin Mulla (2013), in his publication Corporates in India Cannot Afford to be Ethical states that political corruption and administrative corruption has grown 
to the level that “Corporates in India cannot afford to be ethical”.  

 Rania Ahmed Azmi (2006) in the paper Business Ethics as Competitive Advantage for Companies In the Globalization Era suggests that “An integrity approach 
to business can yield strengthened competitiveness: it facilitates the delivery of quality products in an honest, reliable way. 

 Azim Premji (2012), in his article Capacity building helps ethical behaviour mentions the real threat to the business is from within, from poor ethical standards 
and lack of integrity that can incalculable harm. He also mentions that the business integrity is directly related to the future of the company. In the last 
decade the response from the business community to integrity violations and breaches is growing wider and stronger. 

 Mrs. Anita Verma in her study on Role of Ethics in Business Scenario advocates that “Every business organization should follow the basic elements of ethics 
like respect, honour, integrity, customer satisfaction, persistence, passion, risk taking, transparent, result oriented, truthful, honest, responsible towards it 
different stakeholders etc. then only a strong organization can be created”. 

 

OBJECTIVES OF THE STUDY 
The main aim of this research paper is to get acquainted with the concept of business ethics and to understand its impact on business organization by analysing 
its benefits and limitations. And to know the various sources from which the business people can learn business ethics. 
 

RESEARCH METHODOLOGY 
The main source of information in this research study is secondary data. To achieve the aforesaid extensive literature review was done. Data is gathered from 
secondary sources sourced from published reports, journals, research articles etc. 

B 
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BUSINESS ETHICS CONCEPT 
The word ethics have come from the Greek word, “ethos” meaning character. Here, the word character includes both the individual’s character and community’s 
culture. It can be defined as “a specialized study of moral right and wrong that concentrates on moral standards as they apply to business institutions, organizations, 
and behaviour”. 
The institute of Global ethics has defined ethics as “obedience to the unenforceable.” Ethics is an attempt to distinguish right from wrong, good from bad or 
desirable conduct from an undesirable one depending upon a particular set of circumstances.  
According to Cater Mcnamara “Business ethics are generally coming to know what is right or wrong in the workplace and doing what is right- this is in regard to 
the effects of products/services and in relationship with stakeholders”. 
 

NATURE OF ETHICS  
 Business ethics are a specialized study of moral standards. Here, moral standards mean moral right and wrong that are applicable to business organiza-

tions, corporate and industrial institutions. 

 It is a form of applied ethics which not only analyse moral norms and standards, but also attempts to apply the findings of this analysis to the business.  

 It is concerned with the professional conduct of the businessman which reflects the capacity of businessman as to what extent they inculcate moral values 
in the corporate decision making process and how their decisions affect the various stakeholders of the society like customers, employees, shareholders, 
government, community and environment. 

 It is the basic framework for doing business which should not be enforced by law. It must be more like self- discipline. 

 It is an activity based concept that encompasses quality production of goods and services, employee welfare, consumer and environment protection, pre-
vention of exploitation and fair treatment in society. 

 

SOURCES OF ETHICS 
It is being considered that there are three basic sources of ethics which affects the business ethics. These are religion, culture and laws of a state. Since these 
factors are not same across the globe, hence, the ethics in business also keep on fluctuating depending upon the type of religion and culture being followed by 
the country people and the legal rules being framed by the government of that specific nation. For instance, what is being prohibited in Hindu religion may not be 
in another religion. 
 RELIGION  
Religion is the oldest and most important source of ethics. Every religion teaches what is right and what is wrong not only in business, but also in other walks of 
life. It is believed that ethics are a sign of almighty which helps an individual to distinguish between the right and wrong. Ethics is important both for business and 
management. Every religion preaches that the wrong doers always have to pay back their dues sometime or the other so, one should not be casual about it. 
Religious principles play an important role in shaping an individual’s economic behaviour. For instance, in Sharia law followed by Muslims, banking precisely 
prohibits charging interest on loans. 
 CULTURE  
According to Edward Burnett Taylor, culture is "that complex whole which includes knowledge, belief, art, morals, law, custom, and any other capabilities and 
habits acquired by man as a member of society." Culture serves as a guide and shapes the behaviour of people. It defines acceptable and unacceptable actions. As 
the religion varies from nation to nation, similarly the culture also varies. What is acceptable in one culture may not be in another. For instance, while doing 
business with Chinese people, one must exhibit a lot of respect and honour because they regard, respect and honour as vital values in their culture. Showing 
dishonour may result in cancellation of business deal.  
 LAW  
Laws are the system of rules laid down by the legal system of a country in order to govern the behavior of its people. If in business people adhere to the rules and 
regulations of the law, it is considered as ethical behavior. But if they resort to practices like black marketing, hoarding, tax evasion which is prohibited by law in 
the state, it is regarded as unethical behavior which is punishable under the law. For example, between 1986 and 1990, activists of London Greenpeace distributed 
pamphlets with the title “What's Wrong with McDonald's? Everything They Don't Want You to Know" and the wordings “McDollars, McGreedy, McCancer, McMur-
der, McProfits, McGarbage," because McDonald's promoted Third World poverty, sold unhealthy food, exploited workers and children, tortured animals, and 
destroyed the Amazon rain forest. The court held McDonald’s guilty of exploiting children through advertising tactics, serving dangerously unhealthy food, paying 
workers low wages, indulging in union busting activities worldwide, and ignoring animal cruelty perpetrated by its suppliers. 
 

ADVANTAGES  
Ethics in business have an important impact which determines the overall success of the organization in both short and long run. 
 PROFITABILITY  
The profitability of a company is directly linked to its corporate image and reputation which comes with consistent ethical behaviour and by following ethical 
practices. If an organization has created a good image in the market by following the road of ethics, definitely is going to attract the investors both from the 
national and international market to buy its stock. This will ultimately increase the profitability of the company both in the short and long run. 
 BETTER DECISION  
Managers act as a role model for their employees. When they are operating in an ethical manner their employees will also follow them. They will make better 
decisions based on the principles of ethics. They will be high on integrity, honesty, loyalty and morals. This will benefit both organization and nation. 
 BUILDS A GOOD IMAGE 
The foundation of a building based on ethical behaviour enhances the image of the company in the eyes of the community. This helps in attracting and retaining 
the talented manpower in the organization, creating and maintaining stability within the organization. 
 STRONG BOND BETWEEN EMPLOYER AND EMPLOYEE 
When management behaves ethically, employees also follow them. Thus, running a business in an ethical manner from top to down creates a strong bond between 
the employer and employee. This helps in avoiding the management and trade union problems like strikes and lockouts. 
 LONG TERM GROWTH AND SUCCESS 
Stable profits are better as compared to large profits now. Sometimes the lust for big success, in the present based on unethical behaviour brings a lot of uncer-
tainties for the future. Hence, here business ethics act as a guiding factor in determining the long term profitability and success of the company. 
 COMPETITIVE ADVANTAGE  
Ethics brings competitive advantage for the company. It builds confidence among the consumers regarding their brands and products. They trust their brands and 
remain loyal to them. 
 

IMPACT OF UNETHICAL BEHAVIOR ON BUSINESS IN INDIA  
India has been rocked by a flood of scams in the recent past and as a consequence, India is finding its reputations and credibility destroyed due to practices that 
are harmful and illegal. The government is losing integrity abroad, and reports of corruption are only going to keep investors away. Here is a list of some most 
shameful scams that hit the country over the years. 
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1)  2012 COAL BLOCK ALLOCATION SCAM 
The coal scam clearly shows our nation’s shot to shame. It has already been termed as the mother of all scams, as the black money involved here has swallowed 
all the other previous scams. The report on the coal scam by CAG (Comptroller and Auditor General), an authority established by the Govt. of India, who audits all 
the receipts and expenditures by the central government as well as the state governments) of India, has accused the Government of India for illegally and irregularly 
providing our nation’s coal deposits to private and state run entities instead of auctioning them in the public. And this has resulted a loss of a whopping 1,86,000 
crore rupees to our national treasury in the period 2004 – 2009. There have been estimates released by the media that the actual loss was 10,60,000 crore rupees. 
And what is more sickening is this that during the period of five years, all the major coal dealings in the country went right under the nose of our Prime Minister. 
2)  2010 COMMONWEALTH GAME SCAM 
The open scam and loot that took place during the Commonwealth Game is probably one of the most shameful incidents in Indian history. It certainly disgraced 
the nation in front of other countries and an international audience. According to estimations, 70000 crore INR was spent on the game of which only half the 
amount was actually spent for the event. The investigation performed by Central Vigilance Commission revealed that various hefty payments were made in the 
name of non-existent parties and voluntarily delay was made in the preparation process which collective lead to misuse of the funds. 
3) 2010 2G SPECTRUM POLITICAL SCAM  
The much speculated about 2G Spectrum Scam has been one of the most expensive scams in the nation’s record. Former telecom minister Mr. A. Raja was the 
person who skilfully siphoned 1.76-lakh crore INR by evading the 2G licensing norms. He awarded the 2G accounts at the price rate of 2001 instead of the increased 
rate in 2008. As a result, India lost an unbelievable huge amount of money, and this might have a severe effect on the country’s economy. 
4)  2009 SATYAM SCAM 
The recent scam that took place in Satyam Computer Service, which is considered one of the most promising IT companies in India, certainly surprised the investors, 
foreign clients and Indian masses. The 14000 crore worth Satyam fraud is the largest corporate scam in the history of India.  
The company’s chairperson Ramlinga Raju accomplished his fraudulent actions throughout a decade and kept everyone else in the dark. However, the Indian 
government’s intervention in this matter saved a number of young workers from unemployment and finally the company was taken over by Tech Mahindra 
5) 2001 STOCK MARKET SCAM 
Ketan Parekh is a former stockbroker from Mumbai, was involved in circular trading throughout the time period and with a variety of companies, including Global 
Trust Bank and Madhavpura Mercantile Co-operative Bank. He was sent to jail with two others for swindling Rs48 crore from a unit of Canara Bank in a 1992. He 
has been debarred from trading in the Indian stock exchanges till 2017. 
6)  1996 FODDER SCAM 
Fodder Scam, popularly known as the ‘Chara Ghotala’ took place in 1996, in Bihar. In this major corruption in India an uncouth connection was detected in the 
production of “vast herds of fictitious livestock” for which animal husbandry gears, medicine and fodder worth 900 crore INR was allegedly procured. It was indeed 
a major waste of nation’s funds and caused severe damage to the legal and economic situation of the country. 
7)  1980-90S BOFORS SCAM 
Bofors scam is accepted as the hallmark in the list of top 10 corruptions in India. It took place in the 1980s. The well-known NRI family Hindujas’ connection was 
identified in the Bofors scam. They were accused of taking bribe from Bofors, the largest arms manufacturing corporation of Sweden for a contract they won to 
supply 155 mm field howitzer to India. A shocking report broadcast by the Swedish radio to reveal the scam. This was a sensitive issue as the matter was related to 
India’s security. However, with the political heads involved in this scam, no proper punishment was given to the offenders. 
 

DISADVANTAGES  
Lack of ethics in business brings a wealth of problems not only for business, but also for the society and nation. 
 LOSS OF COMPANY CREDIBILITY  
Lack of ethics in business creates a bad image of the company in public. This results in harm of credibility and loss of key customer base. Even if a business recovers 
from news about its lack of ethics, it takes a lot of time and money to restore its image and consumer confidence. 
 HARMFUL EFFECT ON EMPLOYEE PERFORMANCE 
A lack of ethics has an adverse effect on employee performance. In some cases, employees are so concerned about making money that they ignore the rules and 
procedures of the organization. This can lead to careless errors that result in delay in completion of tasks assigned. Moreover, employees who act ethically and 
follow the rules sometimes feel demotivated since their interest is being ignored and they are left behind, which often leads to a decrease in performance. 
 ADVERSE IMPACT ON EMPLOYEE RELATIONS  
When a manager of an organization shows unethical behaviour, he loses respect in the eyes of his employees, which results in an unsuccessful business because 
business can’t be run without respected leader. It also creates tension and lack of trust among employees, which is detrimental to a business.  
 INVITES LEGAL ISSUES. 
An organization who fails to comply with the state guidelines often faces loss in terms of fines and penalties. Financial gains made from breaking laws can lead to 
costly legal battles which overall affects the profitability and credibility of the firm 
 

LIMITATIONS  
 REDUCES FREEDOM TO MAXIMIZE PROFIT 
Decisions based on ethics may sometime restrict a company from the scope of future expansion, merger or acquisition which would have brought a great deal of 
success to the organization, if followed. 
 COSTLY  
According to attorney Michael G. Daigneault, implementing and maintaining an ethics compliance program is an expensive and time consuming process because 
ethics policies need to be updated continuously according to the changing organization’s culture. It also demands organizational resources and appointment of 
an ethics officer very often for its proper administration. 
 LACK OF ACCESSIBILITY TO STRATEGIES 
Ethical business may not adopt such strategies which are unethical. In a period of harsh conditions, for example, economic crises they will not adopt such practices 
which will tarnish their image and hence, resist change. They behave more like stagnant entities without bothering about better or worse. 
 

RECOMMENDATION & CONCLUSION 
Ethical issues in business have become more critical today as before. The 21st century has brought a greater complexity to business in terms of globalization, 
technological changes and competition. Thus, the study of business ethics is remarkable. It is not possible for any law to cover every unforeseen event. At such 
times, an ethical businessman is expected to keep aside his greed and follow ethical practices because behaving ethically is widely considered as good business 
practice. 
So it is being recommended to understand ethics from scratch otherwise it can hamper your business and can even leave you with a bad impression. Such things 
will ultimately isolate you from your customers, suppliers, shareholders and society. Ethics play a crucial role in guaranteeing your business success. It pro-
vides guidance to a businessman while dealing with customers, building relationship with clients, maintaining integrity in the society, protecting business, good-
will which will have a noticeable effect on the success of your business. 
Hence, adopting an ethical approach in doing business is essential not only in ensuring long term success and growth of the organization, but also for the well-
being of the society as well as the nation as whole. It has been seen that lack of planning and fault often leads to unethical behaviour. To prevent this mishap it is 
being advised to set realistic goals for employees. If employees are being asked to meet unexpected goals, they might engage themselves in unethical behaviour 

http://ijrcm.org.in/


VOLUME NO. 7 (2016), ISSUE NO. 09 (SEPTEMBER)  ISSN 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 

http://ijrcm.org.in/ 

38 

to reach those goals. Properly train them and monitor their performance from time to time so that they do not fall in their performance and take credit for 
completing tasks that were left uncompleted. 
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ABSTRACT 

In today’s dynamic environment billions of people are connected to the Internet. During the last twenty years, the technology revolution has had an intense and 
irreversible impact on the world and Indian stock market has also witnessed these changes. The internet has made financial products and services available to more 
customers and eliminated geographical barriers. Earlier investors were solely dependent on their brokers but nowadays they are participating more in buying and 
selling of shares with the help of internet. E-trading has saved time, energy and money as it helps to access the market from anywhere at any time. The primary 
objective of this research paper is to Gain Knowledge regarding the emergence and growth of the online Trading in India, people perspective about the same & to 
make the comparative study of some stock brokers also 
 

KEYWORDS 
Indian stock market, internet, online stock trading, stock brokers. 
 

INTRODUCTION 
he Internet revolution has been changing the fundamentals of our society. It shapes the way we communicate and the way we do business. It brings us 
closer and closer to vital sources of information. It provides us with means to directly interact with service-oriented computer systems tailored to our 
specific needs; therefore, we can serve ourselves better by making our own decisions. This prevailing shift of the business paradigm is reshaping the 

financial industry and transforming the way people invest. 
Today, at this millennial transition, investors can use revolutionary Internet Client-Server technology to trade stocks nearly anywhere, anytime, independent of 
brokers' fees and service limitations. 
In only a couple of mouse clicks, a person can make thousand-dollar transactions in a matter of seconds. Modern technology in hand, one has the total control 
over the money one is investing. Anyone who has a computer, enough money to open an account and reasonable financial history has the ability to invest in the 
market. 
The online trading companies allow the users to invest in a number of financial products and services like equities, mutual funds, life insurance, loans, share 
trading, commodities trading, institutional trading, general insurance and financial planning. 
 Online trading was started in India in the year 1995, where a new system is formed which allows the investor to trade through an internet site where banks and 
demat accounts are electronically integrated. Such services are provided by many financial institutions like ICICI, Religare, HDFC, India Bulls, SMC online, Sharekhan 
& so on. 
There are a number of brokerage firm’s coms out there, such as Ameritrade, Sure Trade, Datek, Charles Schwab, E-Trade, just to name a few. As a result of a price 
war between these companies, the commissions that these companies charge per trade have dropped significantly. 
In order to attract more users, many online brokers continually upgrade their systems to allow more log-ons simultaneously; they may also offer new value-added 
services such as company news releases, earning reports, and market commentary. The attractions of online trading are price and convenience. Indian markets 
have witnessed the benefits of screen based trading but it is not clear if online trading has any impact on the markets. It is well documented that traditional trading 
practice dominates Indian market and the digital divide is strictly skewed against online trading. 
 

ONLINE TRADING INFRASTRUCTURE 
The emergence of online exchanges has facilitated faster transactions by providing online trading portals and brokerage houses ease and flexibility. The Internet 
has indeed opened up new opportunities for conducting the business. The worldwide stock exchanges have made a major shift from the traditional method of 
trading and now conduct a bulk of its business online through its brokers and partners.  
In the developed countries majorly all the exchange transactions are conducted online. The trend took off slowly in India and the National Stock Exchange (NSE) 
and the Bombay Stock Exchange (BSE) two of the largest exchanges in India have been conducting online trade successfully for some time. Online trading in India 
is the internet based investment activity that involves no direct involvement of the broker. There are many leading online trading portals in India along with the 
online trading platforms of the biggest stock houses like the National stock exchange and the Bombay stock exchange. The general meaning of Online Trading is 
trading of the stocks with the aid of internet. Online Trading has successfully brought the stock exchange facilities within the easy reach of the people requiring 
them. There are a number of trading sites today that facilitate Online Trading. With the introduction of Online Trading, the investors, mainly the new ones, who 
were not actively involved in the market, are now rushing towards it. A growing number of active investors are bypassing conventional brokerage offices entirely 
and doing all their trading online. 
 

DIFFERENCESBETWEEN TRADITIONAL TRADING AND ONLINE TRADING 
 

TABLE 1 

Offline Online 

o In offline the investor has no control on his Demat and 
trading a/c. 

o In online trading mechanism the customer has full control on his Demat and trading 
a/c. 

o The investor needs to deposit and withdraw fund each 
time of trading. 

o Investor in online trading can easily transfer it funds 

o No live terminal is provided. o Broking houses providing online trading alsoprovides live terminals to their clients 

o Offline investors are deprived of advices. o The broker provides investor at online trading with advisory facility. 

o Offline trader needs to open separate account. o Online investor can directly invest into IPO’s and Mutual funds also 

o Investor cannot place After Market Order o Investor can place order even after the market closes 

o Trader cannot trade away for the place where he/she has 
opened its account 

o The client can globally access the account and can trade anywhere in the world where 
Internet facility is available. 

o DI slips are required for trading o No documents are required for trading 

o It is time consuming process o Online trading is time effective 

T 
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REVIEW OF LITERATURE 
 Smith, T. (1996). “The Role of the Internet in Finance and Investing.”.  
 Goldberg, S. T. (1999). Kiplinger's Personal Finance “Online Brokers Grow Up” Vol. 53, No. 11, page No.90-96 The online brokerage industry is growing up. 

Online brokers have generally stopped lowering their prices in the past year or so, but they have added services. Every brokerage customer gets a regular 
account statement in the mail, but some statements are better than others. Many investors are unaware of the hidden costs of executing a stock trade, or 
of the ways brokers & other executors of trades can jack up the cost of trading. 

 Butler T. (2010) “The Complete Guide to Your Personal Finances Online: Step-By-Step Instructions to Take Control of Your Financial Future Using the 
Internet.” Most financial experts agree that one of the most important step you can take before getting involved with investing-online or otherwise, is to 
make sure that the rest of your finance are in order. The amount of money you invest, as well as the investment you make, should be dictated by your 
Financial Goals. 

 Walia N. and Kumar R. (2007) "Online stock trading in India: An empirical investigation" Research report examined the investors' preference for traditional 
trading and online trading, investor's perception on Online trading & comparing current usage of online trading and offline trading. This study reveals that 
out of every 100 investors only 28 trade online, which points out a question as why investors were not able to realize the importance of technology in stock 
trading. 

The major findings of the study are the Indian investors are more conservative, they do not change brokers for trading, whereas net traders are more comfortable 
with online trading for its transparency and complete control of the terminal. 
 Turner T.(2007). “A Beginner's Guide To Day Trading Online” The stock market is the monster of all Roller Coasters, lifting traders to hair raising highs, then 

dropping them to the lowest lows, with no regards for their screams. Online brokers and direct access brokers have streamlined their platforms to maximum 
levels of speed & efficiency. 

 Nejati. M & Nejati M. (2010) “Global Business and Management Research: An International Journal” Share brokers offer two types of share trading. 
Offline Share trading-In the form of trading the customer either goes to the share brokers place & sits before the share trading terminal & asks the dealer 
to place order in his account or rings the share broker, asks the share quotes & other related and relevant information, & accordingly places orders over the 
phone. Online Share Trading-The client could avail the share market & could place his order on his own from any place he wants, provided he has a computer 
with an internet Connection.  

 Madhavan V. “Payments in India: The journey so far and the road ahead”, looks at how the multiple payment systems have developed in India and 
considers the need for technology and a legal framework to ensure that an electronically linked payments and clearing system, including cheque truncation, 
can be implemented in future. 

 Jaiswal M., Vashist D. and Kumar A. “Online trading: Trading @ the speed of light,”, traces the growth of online trading from the year 2000 using statistics 
on volume of online trading from the year 2000 using statistics on volume of online trading, number of e-broking firms, brokerages and demographic 
patterns. Online trading has dramatically changed the way stock business has been conducted over the years. 

 Claburg J.F.“Four Steps to Trading Success: Using Everyday Indicators to Achieve Extraordinary Profits” Success in any area of endeavour, whether it be a 
craft, the arts, or business, is not based on having the right equipment, or raw materials, but rather on knowing how to use them to create a great outcome. 
Likewise, success in the stock market is not dependent on having access to good indicators; rather, on knowing how to read them against prevailing market 
conditions. Technical analysis, the reading of price and volume charts to identify trading opportunities, has long been a staple in the trader’s toolkit. And 
with the advent of online trading, technical analysis has become more readily available to traders than ever before. 

 Patel J. (2007) “Profit From Prices” in chapter Plan Your Trading and Trade as per your Planning In a conventional business, we sell things at prices higher 
than what we have paid for them. The same objective is there in trading- buy low and sell high. Trading and business both require capital and are carried 
out with one objective- to earn profit. Success in both greatly depends on our ability to buy and sell smartly- buy as cheap as possible and sell as expensive 
as possible. However, it is not difficult to see many businesses lose money or fail over time. Similarly, some traders lose money in trading and are forced to 
quit trading. 

 Panda S. R. “Essential of Trading” Money makes money but traders and investors always hunt for a magical person who will give them magical calls. Many 
times you would have taken many independent, wise trade decisions. Which must have rewarded you but you must have forgotten it. You have to analyse 
those decisions by yourself. It is my final advice that better you stop hunting for magical people and educate your self and take your own trade decision. 
‘Intraday Trade’. “Trader take one position or express his view on a specific capital instrument (stock, commodity… etc) and take it granted that future price 
movement of this instrument will be according to his choice and it will occur in the same day.” 

 Wykoff R. “The Day Traders Bible” The chances were equal at the start of the pursuit as far as capital and opportunity. The profits were there, waiting to 
be won by either or both. The answer seems to be in the peculiar qualifications of the mind, highly potent in the successful trader, but not possessed by the 
other. There is, of course, an element of luck in every case, but pure luck could not be so sustained in Manning's case as to carry him through day trading 
operations covering a term of years. While certain stocks constitute the backbone or leadership position, this important member is only one part of the 
market body that, after all, is very like the physical structure of a human being. Were there no expenses, making a profit would be far easier - profits would 
merely have to exceed losses. 
 

OBJECTIVES OF THE STUDY 
1. To analyse the facilities available from different stock traders. 
2. To analyse the various Advantages & Disadvantages of the stock brokers. 
3. To Gain Knowledge regarding the emergence and growth of the online Trading in India. 
4. To know the people perception regarding the online trading. 
5. To know the habits of People regarding the investment in stock Market. 
6. To know the preference of people in regard of the Online Trading. 
 

RESEARCH METHODOLOGY 
The objective of study being the main determinant of the validity and reliability of the method adopted the degree of usefulness of the scientific method. Research 
methodology can be said to have four major components namely, Research design, Sample design, Data collection procedure and methods of analyzing and 
reporting the findings. 
SAMPLE DESIGN: Both the sample design is used in the study i.e. Probability as well as Non-Probability. Sampling units filling the sample is selected in a random 
way, irrespective of them being investor or not or availing the services or not. It was collected through mails and personal visits to the known persons, by formal 
and informal talks and through up the questionnaire prepared. 
SCOPE OF THE STUDY: The research was carried out in Jagadhri city and the nearby places. 
SIZE OF SAMPLE: “This refers to the number of items to be selected from the universe to constitute a sample.” The sample size in this research is 60. 
 

WHY ONLINE TRADING ENTERED LATE IN INDIA? 
The Indian exchanges and brokering houses have been very slow in moving their transactions online and the major reason has been the lot government regulations. 
The initial delay was due to laying down the specifications for creating Closed User Groups (CUGs). This issue was resolved between the Department of Telecom-
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munications (DoT) and the Finance Ministry around 1998 and after that soon came the online trading portals like IL&FS investsmart, ICICIDirect.com, motila-
loswal.com, sharekhan.com etc. Connectivity related issue was perhaps the most important technological factor.RBI made regulation that it is mandatory for 
company to store at least 7 year financial and transactional data. 
In the non-stop, 24 hours a day, seven days a week world of investing, we are able to 
 Obtain investment news around the clock 
 Check quotes on exchanges all over the world – day or night 
 Easily compare one investment to another via numerous ratios, charts, graphs, and tables 
 Screen for the best investments to fit our individual goals and requirements 
 Trade stocks as easily and quickly as professional traders 
 Calculate retirement needs based on various scenarios 
 Regularly monitor portfolios and make necessary changes quickly and almost effortlessly 
 Control the routing of individual trades for the best possible price and execution 
Even many years after the launch of the first online brokerage firm, there remain a large contingent of individual investors who still pick up the phone and call 
their stock broker to buy and sell investments. However, every year a growing number of investors are placing their trades using online brokers. 
 

DO’S AND DONT’S OF ONLINE TRADING 
WHAT YOU MUST NOT DO 
1. DON'T PANIC 
The market is volatile. Accept that. It will keep fluctuating. Don't panic. If the prices of your shares have plummeted, there is no reason to want to get rid of them 
in a hurry. Stay invested if nothing fundamental about your company has changed. Same with your mutual fund. Does the Net Asset Value deep dipping and then 
rising slightly? Hold on. Don't sell unnecessarily.  
2. DON'T MAKE HUGE INVESTMENTS 
When the market dips, go ahead and buy some stocks. But don't invest huge amounts. Pick up the shares in stages. Keep some money aside and zero in on a few 
companies you believe in. When the market dips --buy them. When the market dips again, you can pick up some more. Keep buying the shares periodically. 
Everyone knows that they should buy when the market has reached its lowest and sell the shares when the market peaks. But the fact remains, no one can time 
the market. It is impossible for an individual to state when the share price has reached rock bottom. Instead, buy shares over a period of time; this way, you will 
average your costs. Pick a few stocks and invest in them gradually. Same with a mutual fund. Invest small amounts gradually via a Systematic Investment Plan. 
Here, you invest a fixed amount every month into your fund and you get units allocated to you.  
3. DON'T CHASE PERFORMANCE 
A stock does not become a good buy simply because its price has been rising phenomenally. Once investors start selling, the price will drop drastically. Same with 
a mutual fund. Every fund will show a great return in the current bull run. That does not make it a good fund. Track the performance of the fund over a bull and 
bear market; only then make your choice.  
4. DON'T IGNORE EXPENSES 
When you buy and sell shares, you will have to pay a brokerage fee and a Securities Transaction Tax. This could nip into your profits specially if you are selling for 
small gains (where the price of stock has risen by a few rupees). With mutual funds, if you have already paid an entry load, then you most probably won't have to 
pay an exit load. Entry loads and exit loads are fees levied on the Net Asset Value (price of a unit of a fund). Entry load is levied when you buy units and an exit 
load when you sell them. If you sell your shares of equity funds within a year of buying, you end up paying a short-term capital gains tax of 10% on your profit. If 
you sell after a year, you pay no tax (long-term capital gains tax is nil). 
WHAT YOU MUST DO 
1. GET RID OF THE JUNK 
Any shares you bought but no longer want to keep? If they are showing a profit, you could consider selling them. Even if they are not going to give you a substantial 
profit, it is time to dump them and utilise the money elsewhere if you no longer believe in them. Similarly, with a dud fund; sell the units and deploy the money in 
a more fruitful investment.  
2. DIVERSIFY 
Don't just buy stocks in one sector. Make sure you are invested in stocks of various sectors. Also, when you look at your total equity investments, don't just look 
at stocks. Look at equity funds as well. To balance your equity investments, put a portion of your investments in fixed income instruments like the Public Provident 
Fund, post office deposits, bonds and National Savings Certificates.If you have none of these or very little investment in these, consider a balanced fund or a debt 
fund.  
3. BELIEVE IN YOUR INVESTMENT  
Don't invest in shares based on a tip, no matter who gives it to you. Trade cautiously. Invest in stocks you truly believe in. Look at the fundamentals. Analyse the 
company and ask yourself if you want to be part of it. Are you happy with the way a particular fund manager manages his fund and the objective of the fund? If 
yes, consider investing in it.  
4. STICK TO YOUR STRATEGY 
If you decided you only want 60% of all your investments in equity, don't over-exceed that limit because the stock market has been delivering great returns. Stick 
to your allocation. 

TABLE 2: SHOWING COMPARISON BETWEEN DIFFERENT STOCK BROKERS 

 Stock Broker Fees Investment Option Available 

Broker Name Account Opening 
Charge 

Brokerage Ac-
count AMC 

Demat Ac-
count AMC 

Eq-
uity 

Debt Mutual 
Funds 

Commod-
ity 

Forex/ Cur-
rency 

Geojit Rs 800  Rs 400 
   

 
 

Angel Trade Rs 0 Rs 347 Rs 0 
     

IDBI Paisa builder   Rs 350 
   

  

Share khan Rs 750 Rs 400 Rs 400 
     

Net worth Rs 250. Rs 400.  
     

Standard Chartered Rs 500   
 

 
 

  

SMC Online Rs 499. Nil  
     

5Paisa Rs 500  Rs 250 
     

HSBC Invest Direct Rs 950 Rs 0 Rs 300 
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EXPLANATION 
The Above table shows the comparison between the above mentioned online stock brokers. The Comparison is done on the basis of stock broker fees and the 
investment option available by them. The table shows the comparison between the online stock broker companies which are Geojit, Angel Broking, IDBI Paisa 
builder, Share Khan, Net worth Direct, Standard Chartered, SMC Online,5 Paisa.com & HSBC Invest Direct. 
The Above Study Covers the objectives which are- 

 To facilitate a smooth study of a comparison between the different stock brokers in India. 

 To analyse the facilities available from different stock traders. 

 To analyse the various Advantages & Disadvantages of the stock brokers. 

 To Gain Knowledge regarding the emergence and growth of the online Trading in India. 
And the following questionnaire will cover the objectives which are- 

 To know the people’s perception regarding the online trading. 

 To Know the habits of People regarding the investment in stock Market. 

 To Gain Knowledge regarding the emergence and growth of the online Trading in India. 
 
Q1. Have you ever heard about stock market? 

TABLE 3 

Response No. Of Respondents %age of respondent 

Yes 52 87% 

No 8 13% 

Interpretation 
The above data shows that most of the people are aware of stock market. 
Q2. What are the sources of information? 

TABLE 4 

Source No. Of Respondents %age of respondents 

Television 24 40% 

Self Trading 18 30% 

Newspaper 12 20% 

Other 6 10% 

Interpretation 
The Data shows that most of the people come to know about stock market through Television & Newspapers. 
Q3. Did You know about the Online Trading? 

TABLE 5 

Response No. Of Respondents %age of Respondents 

Yes 40 67% 

No 20 33% 

Interpretation 
The pie chart shows that the most of the people are having knowledge about online trading. With the increase in cyber education, the awareness towards online 
share trading has increased by leaps and bounds. This awareness is expected to increase further with the increase in Internet education. 
Q4. Do you have any demat and trading account? 

TABLE 6 

Response No. Of Respondents %age of Respondents 

Yes 36 60% 

No 24 40% 

Interpretation 
The above data shows that a good strength of people are having the demat or any trading account. 
Q5. Where do you invest your money usually? 

TABLE 7 

Options No. Of Respondents %age of respondents 

Bank Deposits 28 46% 

Bonds 16 27% 

Shares 10 17% 

Others 6 10% 

Interpretation 
The data concludes that most of the people likes to invest the money in saving schemes. 
Q6. Have you ever invested in Stocks? 

TABLE 8 

Response No. Of Respondents %age of respondents 

Yes 25 42% 

No 35 58% 

Interpretation 
Data shows that only 42% of people likes to invest their money in stocks. 
Q7. Which method of trading would you prefer? 

TABLE 9 

Options No. of Respondents %age of respondents 

Online Trading 28 47% 

Traditional Method of Trading 32 53% 

Interpretation 
The data shows that the Online Trading is growing but still many people prefer the Traditional method of trading. 
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Q8. In which segment of stock market you prefer to invest your Money? 
TABLE 10 

Segments No. Of Respondents %age of respondents 

Cash market 19 31% 

Commodity market 10 17% 

Future market 15 25% 

None  16 27% 

Interpretation 
The data concludes the result that the people are more interested in investing their money in Cash market as well as Future market. 
Q9. What are your views regarding the investment in stock market? 

TABLE 11 

Options No. Of Respondents %age of respondents 

Gambling  19 32% 

Investment 10 17% 

Risky but profitable 11 18% 

Speculation 20 33% 

Interpretation 
As per the above data, most of the people are of view that the investment in the share market is completely a speculation and Gambling. 
Q10. Share Trading is yours..................? 

TABLE 12 

Options No. Of Respondents %age of respondents 

Part time job 19 32% 

Easy way to earn money 8 13% 

Hobby 20 33% 

Profession 13 22% 

Interpretation 
The data shows that share trading is not adopted as a profession by large No. Of people and they take it as a hobby and part time job. 
Q.11 How you differentiate one company from others? 

TABLE 13 

Options No. Of Respondents %age of respondents 

Low brokerage 13 22% 

Funding facility 12 20% 

Account opening charges 16 27% 

Trading platform  9 15% 

Research report 7 11% 

Other 3 5% 

Interpretation 
As per the data, people has their different perceptions in choosing the online brokers companies. 
Q.12 Why do you prefer online trading? 

TABLE 14 

Options No. Of Respondents %age of respondents 

Place convenience 16 27% 

Time suitability 18 30% 

User friendly  13 22% 

All the Above 7 11% 

Other 6 10% 

Interpretation 
The diagram shows that people prefer the online trading because of many reasons like Place convenience, user friendly feature, time suitability etc. 
 

FINDINGS 
 Most of the people are aware of stock market. 
 Most of the people come to know about stock market through Television & Newspapers. 
 The most of the people are having knowledge about online trading. 
 People likes to invest the money in saving schemes. 
 Only 42% of people likes to invest their money in stocks. 
 The Online Trading is growing but still many people prefer the Traditional method of trading. 
 The people are more interested in investing their money in Cash market as well as Future market. 
 Most of the people are of view that the investment in the share market is completely a speculation and Gambling. 
 Share trading is not adopted as a profession by large No. of people and they take it as a hobby and part time job. 
 With the increase in cyber education, the awareness towards online share trading has increased by leaps and bounds. This awareness is expected to increase 

further with the increase in Internet education. 
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ABSTRACT 

In this paper an attempt is made to find out which of the indicators of Human Development affects the Human Development Index to the maximum extent and to 
what extent the life expectancy in the nation depends on the percentage of its urban population on the basis of the data published in Human Development Report 
2015 for United Nations Development Programme (UNDP). The result of the analysis by Spearman’s Correlation Coefficient shows that GDP per capita affects the 
HDI to the maximum extent followed by Life expectancy, Population (Urban), Public expenditure on education and Employment to Population ratio and Life expec-
tancy in the nation significantly depends on the percentage of its urban population. 
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1. INTRODUCTION 
uman development is “a process of expanding the real freedoms that people enjoy” (Sen 1999: 3). Therefore, widening of people’s choices should be the 
goal of the public policies aiming at human development promotion. In order to assess the level of human development, to compare it with other countries’ 
achievements, or to evaluate different policy proposals, decision-makers have to rely on an accurate indicator of human development. Since Gross National 

Product (GNP) and Gross Domestic Product (GDP) could not serve this function, the Human Development Index (HDI) has been introduced as a more adequate 
measure. The United Nation Development Programme (UNDP) has been preparing Human Development Report (HDR) from the year 1990. According to HDR 2015, 
Human development is a process of enlarging people’s choices — as they acquire more capabilities and enjoy more opportunities to use those capabilities. But 
human development is also the objective, so it is both a process and an outcome. Human development implies that people must influence the process that shapes 
their lives. In all this, economic growth is an important means to human development, but not the goal. Human development is development of the people through 
building human capabilities, for the people by improving their lives and by the people through active participation in the processes that shape their lives. It is 
broader than other approaches, such as the human resource approach; the basic needs approach and the human welfare approach. The Human Development 
Index (HDI) is a composite index focusing on three basic dimensions of human development: to lead a long and healthy life, measured by life expectancy at birth; 
the ability to acquire knowledge, measured by mean years of schooling and expected years of schooling; and the ability to achieve a decent standard of living, 
measured by gross national income per capita. In this backdrop, our main focus is to find out which of the indicators affects the HDI to the maximum extent and 
to what extent the life expectancy in the nation depends on the percentage of its urban population. 
 

2. REVIEW OF LITERATURE  
Anand and Sen (2000)2 make an attempt to integrate the concern for human development in the present with that in the future. In arguing for sustainable human 
development, it appeals to the notion of ethical ``universalism'' - an elementary demand for impartiality of claims - applied within and between generations. 
Economic sustainability is often seen as a matter of intergenerational equity, but the specification of what is to be sustained is not always straight forward. The 
addendum explores the relationship between distributional equity, sustainable development, optimal growth, and pure time preference. Neumayer (2001)3 pro-
poses to qualify a country’s human development as potentially unsustainable if the net depreciation of its manufactured and natural capital stock is bigger than 
its investment. Linking the Human Development Index with sustainability in this way would allow the United Nations Development Programme (UNDP) to check 
whether a country is ‘mortgaging the choices of future generations’. An analysis for 155 countries leads to the conclusion that the indicated human development 
of 42 countries is potentially unsustainable. Most of these countries have a low HDI, which means that even this low achievement is not sustainable into the future. 
The results make a case for both a policy reform within these countries and for external assistance to help maintain at least this low level of human development. 
Alkire (2002)4 develops an account of dimensions of human development, and shows its usefulness and its limitations—both in general and in relation to Amartya 
Sen.’s capability approach. The second half of their paper surveys other major ‘‘lists’’ of dimensions that have been published in poverty studies, cross cultural 
psychology, moral philosophy, quality of life indicators, participatory development, and basic needs, and compares and contrasts them with the account sketched 
here. Akçay (2006)5 explores the relationship between corruption and human development in a sample of 63 countries. In order to test the impact of corruption 
on human development, three different corruption indexes are used. Test results reveal that there is a statistically significant negative relationship between 
corruption indexes and human development. Empirical evidence of the study suggests that more corrupt countries tend to have lower levels of human develop-
ment. In brief, this study extends the list of negative consequences of corruption and argues that corruption in all its aspects retards human development. Bhard-
waj, Ansari, Rajput (2012)6 make a conceptual study on human development. According to them, the political leadership of modern states has a primary objective 
of improving the quality of life of their people. This they attempt to realize through putting in place economic and social programs that will address the needs of 
their people. For developing economies, the objective is usually to improve living standards and have as many of their people as possible above and beyond the 
poverty line. For already developed economies, the political leadership endeavors to sustain the level of development already attained while striving to improve 
in those areas in which the Human Development Index (HDI) indicates a need for improvement. The issue of human development, therefore, is of critical concern 
since it can be perceived as a measure of how well the ship of state is steered in identifying and meeting the needs of its people. It is also an indication of the level 
of participation of the people in governance in terms of articulating their needs and in developing policies and programs for improved living standards. Divya 
(2013)7 attempts to find out the impact of financial inclusion on daily wage earners located in autonagar, Tenali considering a sample size of 210 wage earners. 
After analysis of the data collected with the help of a questionnaire she says that financial inclusion is very useful for daily wage earners. Kumar and Venkatesha 
(2014)8 make an attempt to discuss the overview of financial inclusion using PMJDY in India. According to them financial inclusion through PMJDY is one of the 
greatest steps ever taken to eradicate poverty and this scheme indeed helped many to come into the main stream of economy and reduce financial untouchability. 
Dangi and Kumar (2013)9 focus on the RBI and GOI initiatives and policy measures, current status and future prospects of financial inclusion in India on the basis 
of facts and data provided by various secondary sources. They conclude that financial inclusion shows positive and valuable changes because of change in strength 
and technological changes. Therefore, adequate provisions should be inherent in the business model to ensure that the poor are not driven away from banking. 
This requires training the banks forefront staff and managers as well as business correspondents on the human side of banking. Garg (2014)10 gives a note to bring 
out issues and challenges for reducing financial exclusion. She concludes that banks should take a step forward to formulate specific plans to enhance Financial 
Inclusion of unbanked section of the society. At the same time, they should device the strategies to reduce their transaction cost to actively participate in the 
process of Financial Inclusion treating it as Business Opportunity and Corporate Social Responsibility. Sarania and Maity (2014)11 examine the impact Self-Help 
Groups (SHGs) on financial inclusion of rural people in the district of Baksa, Assam. They select a total of 180 respondents [(90 participants) and (90 nonpartici-
pants)] for the purpose of the study and the overall results reveal that the SHG-Bank linkage programme increased the degree of financial inclusion among SHG 
households as compared with non-participant’s households. Sharma and Kukreja (2013)12 highlight the basic features of financial inclusion, and its need for social 
and economic development of the society. They focus on the role of financial inclusion, in strengthening the India’s position in relation to other countries economy. 
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For analysing such facts, they gather data for the study through secondary sources including report of RBI, NABARD, books on financial inclusion and other articles 
written by eminent authors. After analysing the facts and figures they conclude that undoubtedly financial inclusion is playing a catalytic role for the economic and 
social development of society but still there is a long road ahead to achieve the desired outcomes. Uma and Rupa (2013)13 highlight the role of SHGs in financial 
inclusion. After analysis the primary data collected through random sampling method they conclude that there is a positive relationship between SHGs membership 
and financial inclusion. According to them after the membership to SHGs there is enormous increase in the number of bank accounts by members to the extent 
of 82.7 percent from 17.3 percent before membership. With that, the credit availed by the members and annual repayment of the loan also shows positive trend. 
Thus SHGs help the deprived section of people to enter into formal financial sector and through that social and economic empowerment. Garg and Agarwal 
(2014)14 make an attempt to understand financial inclusion and its importance for overall development of society and Nation’s economy. They focus on approaches 
adopted by various Indian banks towards achieving the ultimate goal of financial inclusion for inclusive growth in India and analyses of past years’ progress and 
achievements. They collect the relevant data for this study from various secondary sources. According to them the regulator has to create a suitable regulatory 
environment that would keep the interest of all the stakeholders. Regulatory bodies, banks and Government should intensively work on creation of awareness by 
educating people about finance. They also conclude that thus, Innovative products, out of the box service models, effective regulatory norms and leveraging 
technology together could change the landscape of the current progress of the much needed and wanted, Financial Inclusion Program. Deepak and Prakash 
(2014)15 try to identify the various initiatives of the RBI in crafting & delivering financial products, oriented towards those groups who are financially excluded. On 
the other hand they also comprehend the policy schemes of the government considering factors such as poverty, illiteracy (financial illiteracy) and human devel-
opment index. They make this attempt to outline the fact that financial inclusion is contemplation unless inclusive growth is achieved. They conclude that the RBI 
despite making significant improvements in all the areas relating to financial viability, profitability and competitiveness, there are concerns that much needed 
banking services have not reached a vast segment of the population, especially the underprivileged sections of the society. They also opine that development of 
a country like India is possible only when there is an inclusive growth where the poverty & the financially illiterate are brought to the main stream by the RBI & 
Government through its policies & schemes. Bagli and Dutta (2012)16 seek to examine the achievement of the Indian states regarding the financial inclusion. They 
compute a comprehensive measure of financial inclusion for each state applying the methodology of Rotated Principal Component Analysis. For this analysis they 
consider ten indicators of financial Inclusion. They use the data published by the Reserve Bank of India (RBI) and the Government of India. According to them ranks 
of the states in accordance with the composite score show that although the state of Goa is the best, most of the states in southern region have performed better 
in terms of financial inclusion. However, the levels of financial inclusion of the states in India have a low mean and high disparity. This study reveals a strong 
positive association between the human development and the financial inclusion of the states in India. Sarkar (2016)17 makes an attempt is made to make a 
conceptual discussion on financial inclusion. Discussion is made on financial exclusion, financial inclusion, approaches adopted by banks, measures taken by other 
regulatory bodies and various government initiatives for promoting financial inclusion, the impact of financial inclusion on social development. At the end an 
attempt is also made to make some concluding remarks.  
 

3. RESEARCH METHODOLOGY 
This study is based on the secondary data collected from the published Human Development Report 2015 (HDR 2015) for United Nations Development Programme 
(UNDP). In this study we have taken into consideration some indicators of Human Development Index (HDI) such as Life Expectancy, GDP per capita, Population 
(Urban), Public expenditure on education and Employment to population and we have taken HDI rank of some countries like Norway, Germany, United States, 
United Kingdom, Japan, Russian Federation, Sri Lanka, Brazil, China, South Africa, India, Bangladesh and Pakistan. (Table1). Our objective of this study is to know 
which of the indicators affect the HDI to the maximum extent and the effect of urban population on Life expectancy. To meet the objective, we have used Spear-
man’s Rank Correlation Coefficient measure. 
 

TABLE 1: SHOWING THE STATUS OF HDI WITH SOME OF THE INDICATORS ON 2015 

 HDI Rank Life Expectancy GDP per capita Population 
(Urban) 

Public Expenditure on 
Education (% of GDP) 

Employment to Population 
(% 15 years and Older) 

Norway 1 81.6 62448 80.2 6.6 62.6 

Germany 6 80.9 43207 74.3 5 56.7 

United States 8 79.1 51340 83.1 5.2 57.8 

United Kingdom 14 80.7 37017 80 6 57.4 

Japan 20 83.5 35614 93 3.8 56.8 

Russian Fed. 50 70.1 23564 74.3 4.1 60.1 

Sri Lanka 73 74.9 9426 15.3 1.7 52.6 

Brazil 75 74.5 14555 85.4 5.8 65.6 

China 90 75.8 11525 54.4 N/A 68 

South Africa 116 57.4 12106 63.3 6.2 39.2 

India 130 68 5238 32.4 3.8 52.2 

Bangladesh 142 71.6 2853 29.9 2.2 67.8 

Pakistan 147 66.2 4454 37.2 2.5 51.6 

Source: HDR 2015 

4. ANALYSIS  
From the analysis we find that correlation coefficient between HDI rank and Life expectancy, between HDI rank and GDP per capita, between HDI rank and Popu-
lation (Urban), between HDI rank and Public expenditure on education and between HDI rank and employment to population are 0.82, 0.95, 0.57, 0.54 and 0.19 
respectively. From this we can say that GDP per capita effect HDI rank to the maximum extent followed by Life expectancy, urban population, and Public expendi-
ture on education and Employment to population respectively. On the other hand, the analysis also shows that the correlation coefficient between Life expectancy 
and Population (Urban) is 0.58. So we can say that Population (urban) has significant effect on Life expectancy. (Table 2) 
 

TABLE 2: SHOWING VALUE OF SPEARMAN’S RANK CORRELATION COEFFICIENT 

HDI Indicators considered Correlation Coefficient 

HDI Rank Life expectancy 0.82 

HDI Rank GDP per capita 0.95 

HDI Rank Population (Urban) 0.57 

HDI Rank Public expenditure on education 0.54 

HDI Rank Employment to Population 0.19 

Life expectancy Population (Urban) 0.58 

Source: As per analysis of the secondary data. 

5. CONCLUSION 
Human Development should be the ultimate objective as it is a source of empowerment that allows people to participate more effectively in the economic and 
social process. Though there is an increasing trend in the HDI from 1980 to 2014, India’s HDI value for 2014 is 0.609, positioning the country at 130 out of 188 
countries and territories which is the lowest among the BRICS countries, with Russia is at 50, Brazil is at 75, China is at 90, and South Africa is at116, and India is 
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slightly ahead of Bangladesh and Pakistan. While China improved its ranking by thirteen places between 2009 and 20114, India’s position improved by just six 
ranks. Thus a lot remains to be done. (Table3 and Table4). As result shows that GDP per capita effect HDI rank to the maximum extent followed by Life expectancy, 
urban population, and Public expenditure on education and Employment to population respectively and Population (urban) has significant effect on Life expectancy 
(Table 2). We have to have to take into consideration these indicators seriously to increase as increase of these factors will help increase in Human Development 
Index 

TABLE 3: HUMAN DEVELOPMENT INDEX TRENDS 

Year HDI value 

1980 0.369 

1990 0.431 

2000 0.483 

2005 0.527 

2008 0.554 

2010 0.570 

2011 0.581 

2012 0.583 

2013 0.586 

2014 0.609 

Source: HDR for UNDP 
 

TABLE 4: CHANGES IN HDI RANK 

Country HDI 2014 Change in Rank 

 Value Rank Over 2013-2014 Between 2009 and 2014 

Norway 0.944 1 0 0 

Germany 0.916 6 0 3 

United States 0.915 8 -3 -3 

United Kingdom 0.907 14 0 -2 

Japan 0.891 20 -3 -3 

Russian Fed. 0.798 50 7 8 

Sri Lanka 0.757 73 0 5 

Brazil 0.755 75 4 3 

China 0.727 90 1 13 

South Africa 0.666 116 2 4 

India 0.609 130 5 6 

Bangladesh 0.570 142 0 0 

Pakistan 0.538 147 -1 0 

Source: HDR for UNDP 
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ABSTRACT 

Bangladesh and tourism is very much related as natural and manmade attractions are endowed with its best here. However, many adverse circumstances can 
sluggish down the pace of potential tourists’ desire of visiting this country. This paper is an endeavor to study how the tourism industry are affected by its impedi-
ments and to find out some probable ways in order to diminish them. Also, this research examines and analyses the overall environment of tourism industry to 
identify its strengths as well as opportunities and to deal with its obstacles that is hampering its enhancement. Moreover, people’s endless thrust for travelling 
throughout the world to see the unseen has created unlimited competition among the tourist destinations- each country trying to attract more tourists by adopting 
proper measures to maintain flawless environment for the betterment of tourism industry. In this paper, exploratory methods based on previous literatures have 
been used to analyze the data and reach the conclusion. The study ends up with identifying the impeding factors that can hinder the growth of tourism industry in 
the upcoming years. 
 

KEYWORDS 
Bangladesh, tourism, obstructing factors. 
 

1. INTRODUCTION 
ourism has been treated as the largest service providing industry all over the world (Mclontosh, Goeldner & Ritichie, 1995). It not only connects different 
cultures, civilizations, races, lands, tribes and dialects with each other; but also it can be a great source of income for many countries. This industry has 
been considered as one of the most important, most diverse and richest global industries of the twenty-first century (Kakai, 2012). As foreign exchange 

earnings in this industry has a highly added value for the national economy, many countries consider this growing industry as the main source of income, an 
opportunity for employment, private sector growth and economic infrastructure strengthening. Furthermore, the tourism industry can become one of the largest 
economic realisms for many developing countries (Esfahani, Mina, Padash, & Ali, 2008). So, being a developing country with very few resources, Bangladesh can 
expect a lot from this industry (The World folio, 2015).  
Despite of being blessed with natural resources, Bangladesh strives for some factors which has led its tourists to possess negative perceptions about it (The daily 
star, 2015). Euro monitor International Ltd, a privately owned, London-based market research firm, stated in its September, 2009 issue that the poor country 
image of Bangladesh to foreign countries is a great barrier to the tourism industry. Moreover, inadequate promotional activities of tourist destinations are held 
responsible for this poor country image. Also the infrastructure hurdles, such as lack of connecting roads, ports and airports, have repressed the growth of tourism 
in Bangladesh (The daily star, 2015). However, the government of Bangladesh has announced the year 2016 as ‘Tourism Year’ to get more involved with the 
enhancement of the tourism industry of Bangladesh; both domestic and international; by using appropriate and time-effective strategies (The World folio, 2015).  
This research paper has tried to find out the impeding factors that were causing hindrances in the development of the tourism industry of Bangladesh. It is hoped 
that the paper will help the public and private organizations related with the tourism industry to search for ways in removing obstacles and developing this industry. 
Furthermore, this paper will help the policymakers of tourism in Bangladesh to improve this sector and generate increased revenue to further promote Bangladesh 
as a tourist destination, both domestically and internationally. 
After analyzing secondary data and literatures on different countries like- Jordan, India and Sri Lanka which were having similar situation like Bangladesh, this 
paper will focus on obstacles like : poor positioning as a tourism product in the global market, ineffective promotion and marketing, less infrastructural develop-
ment, seasonality of the supply factors, religious fanaticism, insufficient destination facilities and services, safety and security issues, shortage of skilled manpower, 
lack of tourism education and training and inadequate measures for tourism conservation.  
All the way through the research, the researchers have acknowledged that the tourism sector of Bangladesh is currently facing a very difficult situation in terms 
of sustainability and further development and this sector needs to be dealt with utmost attention by all of its stakeholders if they want to establish Bangladesh as 
one of the tourism paradises of this world. Based on findings, the researcher has recommended some ways which could be followed to overcome the present 
situation of the Tourism industry in Bangladesh. This paper has suggested the concerned authority to take initiatives to re-brand, while considering the tourism 
sector as a major foreign exchange earner. Additionally, this paper emphasized on ensuring security for the tourists and in allocating sufficient budget to strengthen 
countrywide infrastructures and superstructures. 
 

2. BACKGROUND OF THE STUDY 
Now-a-days, tourism has become one of the largest industries and trade sectors of the world, by generating ample employment opportunities and earning huge 
amount of foreign exchanges for the destination countries. It has left gigantic impact on people's pleasure, knowledge and overall standard of living of both the 
destination and tourist generating countries. Many of the destination countries have marched forward to reap the full potentials of this industry. But unfortunately, 
Bangladesh is lagging far behind in this race. Though the country has got many rare attractions that are substantially different from those of other destination 
countries, its tourism industry is yet at the primitive stage (Shumon, 2012). 
The government of Bangladesh, however, has already taken some measures for the development of this industry. But many of those are insufficient in nature and 
have created little impact on the growth and development of this industry (Shumon, 2012). Therefore, it has now become necessary to uncover the reasons for 
the backwardness of this industry and to identify the loopholes of the strategies undertaken at present and in accordance with that, to suggest some effective 
course of actions that should be initiated by the government and other private/public sector bodies in order to diminishing the barriers of this industry. 
In Bangladesh, two private/public sector bodies are designated to innovate policies and carry out action-plans for expanding and promoting the tourism sector at 
this moment. Knowing about their presently undertaken activities and strategies for the betterment of the tourism industry will help to strengthen the foundation 
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of this paper which, in turn, will help to reach a suitable conclusion. Descriptions about the roles and activities of those two influential bodies of the tourism 
industry are given below: 
2.1 BANGLADESH TOURISM BOARD (BTB) 
Amid strong demand from the private sectors and the tourism professionals, the present government, as one of the pre-election pledges to the nation established 
Bangladesh Tourism Board as the National Tourism Organization (NTO) of the country. The organization has been established as the Statutory Body by dint of 
Bangladesh Tourism Board Act-2010 passed in the parliament which was in force from July 18, 2010. (Khondker & Ahsan, 2015) 

2.1.1. GOVERNING BODY OF BANGLADESH TOURISM BOARD: 
Bangladesh Tourism Board is a public-private partnership National Tourism Organization (NTO). It has a governing body of 17 members, of them five are from 
different industry organizations such as TOAB, TDAB, ATAB, Academician and researchers and women representatives. Ten members are from their respective 
ministries. The Secretary of the Ministry of Civil Aviation and Tourism is the Chairman of the Governing body. The Chief Executive Officer is the Member-Secretary 
and the Administrative Chief to implement the decisions of the Governing Body and anything ancillaries to tourism (Khondker& Ahsan, 2015).  

2.1.2. FUNCTIONS & RESPONSIBILITIES OF BANGLADESH TOURISM BOARD (KHONDKER & AHSAN, 2015): 
1) To construct various rules under the law where the main objective is to fill in the gap of existing tourism rules and let regulations proceed. 
2) To develop Tourism Industries through various planning related activities and side by side give advice as well as directions. 
3) To create general awareness regarding tourism protection, development and exploration. 
4) To execute responsible tourism through creation of some helping hand on behalf of government like as personal sector, local people, local admin, NGO, 

women federation, media. 
5) To create better communication channel for the International Tourists Organizations in Bangladesh with both government and private tourism related or-

ganizations. 
6) To create a strong and safe foothold for the Bangladeshi Tourist by coordinating with respective government organizations. 
7) To create a tourism friendly environment in Bangladesh and to market its tourism potential in both domestic and foreign nations. 
8) To develop human resource for tourism sector by creating training facilities and to provide them with the right directions. 
9) To attract tourists by maintaining quality and relevant material which in turn can provide smooth tourism service and ensuring necessary actions that need 

to be taken for maintenance. 
10) To ensure the participation of physically challenged people. 
11) To protect women rights and ensure their participation in the tourism sector. 
12) To research on tourism industry, to survey international markets and to analyse the data. 
13) To support the small tourism based industries and to provide them the right direction. 
14) To organize tourism related fairs and to encourage tourism through various promotional techniques. 
15) To create a database regarding tourism prospects. 
16) To comply with whichever duty imposed by the Government. 
2.2. MINISTRY OF TOURISM AND CIVIL AVIATION 
Ministry of Civil Aviation and Tourism was a ministry under central government before independence. After independence of Bangladesh in 1971 matters relating 
to communication and tourism were vested with the Ministry of Commerce (Khondker & Ahsan, 2015).  
In 1972, Civil Aviation Division was created and brought under the Ministry of Shipping, Inland Water Transport and Civil Aviation. However, an independent 
Ministry of Civil Aviation and Tourism was created in August 1975. This again became a Division under the Ministry of Communication in January 1976. A separate 
Ministry of Civil Aviation and Tourism was created again in December 1977. On 24th March 1982 the ministry was abolished and Civil Aviation and tourism Division 
became a new Division under the Ministry of Defense. In 1986, Ministry of Civil Aviation and Tourism was re-established as a ministry and has been continuing as 
such since then.(Khondker & Ahsan, 2015)) 

2.2.1. ACTIVITIES OF MINISTRY OF TOURISM AND CIVIL AVIATION (KHONDKER & AHSAN, 2015) 
I. Preparation of laws and formulation of policies relating to civil aviation and its implementation  

II. Modernisation and updating of airports, air routes and air services  
III. Matters relating to air space control, safe take off of aircraft, aeronautical inspection and supervision, the issuance of licences for aircrafts and pilots  
IV. Preparation of laws and rules relating to registration of travel agencies and its implementation  
V. Preparation of laws and Formulation of policies for modernisation of tourism considering global perspective  

VI. Undertake research for development of tourism industry, its modern management and creation of efficient human resources  
VII. Establishment, operation and control of associated/service based organisations relating to the overall development of tourism industries  

VIII. Signing of contracts relating to civil aviation and tourism with local and international organisations and its coordination  
2.3 TOURISM PLANNING STRATEGY 
        2.3.1. MEDIUM TERM STRATEGIC OBJECTIVES AND ACTIVITIES PLAN: 
It is planned by Ministry of tourism and civil aviation in order to expand the area of the tourism sector in Bangladesh (Khondker& Ahsan, 2015) are given below: 
 

TABLE 1 

Medium-Term Strategic 
Objectives 

Activities Implementing 
Departments/Agencies 

1. Safe and secure aviation system Upgrading Hazrat Shahjalal International Airport Civil Aviation Authority 

Construction of Civil Aviation Authority’s Head Office 

Development of Cox’s Bazar Airport 

Infrastructural development of the existing Airports and construction of international Standard 
new airports. 

2. Efficient and Standardized air 
cargo Transport system 

Construction of Cargo Village (Phase-2) with Automated facilities at Hazrat Shahjalal International 
Airport 

Civil Aviation Authority 

3. Expansion of tourism Identifying potential tourist spots scattered over different places of the country and modernizing 
and expanding existing ones 

Bangladesh Parjatan 
Corporation 

Involving local government institutions in tourism activities 

Creating infrastructure and improving Management of the tourism industry through Public Pri-
vate Partnership (PPP)arrangements 

Producing documentary films on Bangladesh Tourism & publicizing tourism events 

Maintaining tourism related training courses and Establishing four more tourist training centers 

Participating in tourism fairs organized home and abroad and arranged related programs 
Capacity building in tourism sector 

Bangladesh Tourism Board 
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2.3.2. TOURISM SECTOR DEVELOPMENT- SEVENTH FIVE YEAR PLAN STRATEGY (7FYP) 
Although, government of Bangladesh (i.e. Ministry of Civil Aviation) has already chalked policies/strategies through various legislations including Medium Term 
Strategic Objectives, specific tourism sector targets/goals need to be set out for the long-term as well and in order to fulfill this purpose, the Seventh Five Year 
Plan Strategy (7FYP) has been suggested. While designing 7FYP, it has been kept in mind that these targets/goals have to be realistic and based on our strategic 
advantages such as scenic beauty; eco-system; archaeological sites; and water bodies. (Khondker & Ahsan, 2015) 
 

3. OBJECTIVES OF THE STUDY 
3.1. BROAD OBJECTIVE 
To recognize impeding factors that hampers development in the tourism industry in Bangladesh and to suggest some ways that would help diminishing these 
factors in order to transfigure Bangladesh as a tourism paradise.  
3.2. SPECIFIC OBJECTIVES 
1. To understand the definition and the speed of progress of the tourism industry worldwide. 
2. To identify the available resources as this might quicken the growth of the tourism industry. 
3. To categorize the prime products of tourism industry in Bangladesh that can attract domestic as well as international tourists. 
4. To point out the factors that would help the tourism industry to grow and would help to form tourists’ needs. 
5. To analyze the SWOT of tourism industry in Bangladesh through which Bangladesh might form a strong background on tourism. 
6. Based on the discussed literatures and authors’ insights, some suggestions have been provided to help the tourism industry to develop and to notify the 

policy makers of the concerned authority. 
 

4. LITERATURE REVIEW 
4.1 TOURISM 
Tourism has been one of the world's fastest growing industries, and there are large societies entirely dependent upon the visitor for their sustenance (Himachal 
Pradesh Development Report, 2005). The definition of tourism has no universal form. It is still now defined by various people by different ways based on their own 
justification. According to the definition of tourism given in Wikipedia, tourism means going out and visiting place for religious purpose, gathering knowledge and 
having pleasure, fun, or for economic benefit. Tourism is seen as to travel for recreational, leisure or business purposes. Moreover, the definition of tourism is not 
static still now. There is no consensus available regarding the definition of tourism. According to UNWTO (2009) definition, tourism comprises the activities of 
persons travelling to and staying in places outside their usual environment for not more than one consecutive year for leisure, business and other purposes. 
According to International Ecotourism Society (1990), “Responsible travel to natural areas that conserve the environment and improves the wellbeing of local 
people”  
Also, tourism has been a way to deal with movement of people to destination outside their usual places of work and home, also the activities undertaken during 
their study in those destinations, along with the facilities created to supply to their needs. (Methieson & Wall, 1982). 
Now-a-days, the tourism industry has become one of the largest industries of the world. International tourist arrivals grew by 4.6% in the first half of 2014 according 
to the latest UNWTO World Tourism Barometer (2014). Destinations worldwide received some 517 million international tourists between January and June 2014, 
22 million more than in the same period of 2013. Growth was strongest in the Americas (+6%) followed by Asia and the Pacific and Europe (both at +5%). By sub 
region, South Asia and Northern Europe (both +8%) were the best performers, together with North-East Asia and Southern Mediterranean Europe (both +7%).  
4.2. TOURISM IN BANGLADESH 
Bangladesh as a developing country in South Asia, located between 20°34c to 26°38c north latitude and 88°01c to 92°42c east longitude, with an area of 147,570 
square km and a population of 140 million (BPC Tourism Statistics, 2009). It is bordered on the west, north, and east by India, on the southeast by Myanmar, and 
the Bay of Bengal to the south (Islam, 2013). Though it is a small country, the total contribution of the travel & tourism sector of Bangladesh to GDP was BDT460.3bn 
(4.4% of GDP) in 2013, and is predicted to rise by 6.5% pa to BDT935.5bn (4.7% of GDP) in 2024. (WTTC, 2014) 
According to Risingbd.com (2014); a local online newspaper; Bangladesh can be called a country richer in natural beauties and tourist attractions as it offers: 
1. The archaeological sites, historical mosques and monuments, rivers, tea gardens, beaches, forests, tribal people and wildlife of various species. Along with 

rich cultural heritage, it leaves an unforgettable impression on the mind of any visitor. 
2. The world’s longest unbroken natural sea beach lies on Cox’s Bazaar. Other beaches in Bangladesh include Kuakata, which is famous for its sight of both 

sunrise and sunset. And the beautiful coral island of Saint Martin’s is a very popular tourist destination here in Bangladesh. 
3. The Hill Tracts; Rangamati, Bandarban & Khagrachori; are known for their high peaks, beautiful lakes and tribal people. 
4. The largest mangrove forest in the world, the Sundarbans, is situated in the south-western part of the country. 
5. Sylhet, with its green carpet of tea on small hillocks and natural reserved forests, is an excellent picturesque site of serenity. 
6. Puthia, Mohastanghar and Paharpur fills up the amazing collection of archaeological sites in the northern side of the Bangladesh. 
7. Traditional Food, folk songs, rich culture and heritage and also warm hearted people. 
According to Horner and Swarbrook (1996), a tourist destination is a combined satisfaction of attractions, equipment, infrastructure, facilities, businesses, re-
sources, and local communities, which combine to offer tourists products and experiences they seek. So, in order to develop the tourism industry even further, 
the policymakers need to build strategies to properly utilize its immense natural resources as well as its gigantic local manpower. 
4.3 PRIME PRODUCTS OF TOURISM IN BANGLADESH 
According to Islam (2014), Bangladesh is a country of bountiful nature and diverse culture. The country as a holiday destination exposes too many flamboyant 
facets. Its tourist attractions are multifarious, which include archaeological sites, historical mosques, monuments, temples, shrines, resorts, stretched beaches, 
mangrove forests, tribal people and  
wildlife of various species. Islam (2014) has also characterised the prime products of tourism industry in Bangladesh into seven categories which are described 
below: 

FIG. 1: SEVEN CATEGORIES OF PRIME PRODUCTS OF TOURISM IN BANGLADESH (Islam, 2014) 
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4.4 BARRIERS TO THE GROWTH OF TOURISM INDUSTRY 
Due to having diversified tourist attractions, like- hilly areas, sea beaches, mangrove forest, historical places and so on, Bangladesh has a huge potential in the 
scenario of the world of tourism (Islam, 2006). Unfortunately, despite of having the longest sea beach of the world at Coxes Bazar, the largest mangrove forest, 
the Sundarbans, attractive hilly areas in Hill Tracts, Bangladesh could not attract sufficient number of foreign tourists in previous years (Euro monitor, 2009). Multi-
faceted problems are causing the frustrating scenario of the country’s tourism sector. In Bangladesh, insufficient infrastructural development at various tourist 
spots, lack of proper facilities for the tourists, scarcity of skilled and professional tour service providers and poor promotional programs are responsible for the 
lower response from the foreign tourists (Euro monitor, 2009). Therefore, the target customers are not getting attracted properly and thus the tourism sector in 
Bangladesh is not flourishing as it was expected to be. 
The Katalyst (2010) portrayed that Bangladesh is one of the most diverse nations in the region with significant prospects for tourism development considering its 
geographical location and topography. It is ideal for nature-based and cultural tourism making it an attractive destination for both inbound and domestic tourists. 
But the basic structure required for attracting the domestic as well as foreign tourists is yet to be developed.  
The performance of a place as tourist destination and satisfaction of visitors are of paramount importance to the destination competitiveness since the pleasant-
ness of the experience is more likely to influence visitors’ future behaviour (Baloglu, Pekcan, Chen, & Santos, 2003). Whereas the neighbouring countries like India, 
Sri Lanka, Maldives and Nepal attract substantial number of tourists every year and thus generates huge amount of foreign currencies, Bangladesh could not 
develop its various tourist destination sufficiently attractive to the foreign tourists (Islam, 2006). The constraints for which the sector is struggling to keep up with 
the growth pace of other Asian countries are: absence of effective policy and planning, inadequate development of destination’s infrastructures, environmental 
degradation, inadequate modern tourist facilities, lack of access to skilled manpower and poor promotional and awareness-creating programs are the major 
impediments hindering the growth of this sector (Katalyst, 2010). 
Despite all of these impediments, Bangladesh Parjatan Corporation (2009) estimates show that the annual growth of the inbound tourists over the last 8 years has 
been around 9% on an average. Moreover, due to a growing middle income population with higher disposable income, domestic tourism is also increasing with 
strong and sustained average growth rates of about 25% per annum. With such wonderful potentials, the current situation of the tourism Industry of Bangladesh 
calls for the identification of its hindrances and formulation of policy and strategy measures to eliminate them. 
In the light of the above mentioned literatures, the findings of the present study might be of immense help to overcome the obstacles in the development of 
tourism industry of Bangladesh. As there has been less study covering this area, it is expected that this study will provide sufficient information on the current 
condition of tourism industry of Bangladesh which may, in turn, will assist in planning and designing suitable strategies in the future. It is expected that when these 
impediments will have been tackled, it will contribute toward building Bangladesh as a successful and sustainable tourist destination. 
 

5. PROBABLE FACTORS INFLUENCING THE GROWTH OF THE TOURISM INDUSTRY WORLDWIDE 
The growth factors described by different authors in different times for the development of tourism industries in many countries might work as enablers for the 
growth of the tourism industry of Bangladesh as well. Some of those growth factors are discussed below: 
 
DEVELOPMENT FACTORS OF TOURISM INDUSTRY BY ARDAHAEY AND ELAHE 
According to Ardahaey and Elahe (2010), four factors influence the development of tourism industry. 
 

FIGURE 2: FACTORS FACILITATING THE DEVELOPMENT OF TOURISM INDUSTRY. (Ardahaey and Elahe, 2010) 

 
SECURITY 
Security and order have a mutual relationship in a political system, therefore, social cohesion can be considered as a work of safety and security and this security 
is the result of the social order. As, much of the world's tourism industry is located in close proximity to the world's oceans, and another large portion of the 
world's tourism industry is located in seismic areas or areas that are prone to other natural disasters. We, however, can learn from these tragedies and work so 
that in the future as an industry we can assure ourselves that we have done everything possible to provide a safe, secure and hassle free tourism experience. 
Tourist destinations are viewed as systems, which consist of accommodation, attractions and accessible transportation segments. Rather than dealing with the 
various segments of a destination, the systems approach to management views the destination as a unified, purposeful system composed of interrelated parts. 
This approach gives managers a way of looking at the destination as a whole and as a part of the larger, external environment (Chiang, 2010). 
CITIZEN PARTICIPATION 
Citizen participation can be viewed from the perspective of benefits to be gained and costs to be borne. Implicit in this "penchant for getting involved" is the notion 
of the relationship between self and society (Esmaeil, Ramezan & Alireza, 2009). 
Heberlein (1976) noted that public involvement results in better decisions. He argues that community decisions that involve citizens are more likely to be accepta-
ble to the local people. Better community decisions, by definition, should be beneficial to the average citizen. 
Cahn and Camper (1968) suggest there are three rationales for citizen participation. First, they suggest that merely knowing that one can participate promotes 
dignity and self-sufficiency within the individual. Second, it taps the energies and resources of individual citizens within the community. Finally, citizen participation 
provides a source of special insight, information, knowledge, and experience, which contributes to the soundness of community solutions. Without this support, 
scores of worthwhile projects would never be achieved in many communities. In summary, decision making that is delegated by others will not always be in the 
best interest of an individual and his or her neighbours. Community betterment is a product of citizen involvement. This involvement can be well effective in policy 
making for the industry of tourism in any country. 
MEDIA AND TOURISM 
Media communications technologies are imperative for frontline investments for sustainable globalised tourism development indicators. Developing communica-
tion is one of the best ways to go in developing eco-tourism. This strategy involves the planned communication component of programs designed to change the 
attitudes and behavior of specific groups of people in specific ways through person-to-person communication, mass media, traditional media or community com-
munication. It is aims at the delivery of services and the interface between service deliverers and beneficiaries where people are empowered to by informed 
choice, education, motivation and facilitation effecting the expected changes. This can be done by media advocacy targeting all key stakeholders involved in the 
tourism industry. Effective use of communication techniques can barriers and promote better uses participatory message design which combines both traditional 
and modern media. 

Security Citizen Participation

Media and Tourism
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INFORMATION TECHNOLOGY AND TOURISM 
Information and communication systems embedded in a global net have profound influence on the tourism and travel industry. Reservation systems, distributed 
multimedia systems, highly mobile working places, electronic markets, and the dominant position of tourism applications in the Internet are noticeable results of 
this development. And the tourism industry poses several challenges to the IT field and its methodologies. 
Till a few years ago, the basic sources of information in the tourism sector were pamphlets, brochures, directories, guide books, etc. produced and published by 
different countries. These sources prevail even today, though they are the most inefficient means of information. The last few decades witnessed the application 
of computer and communication technologies in the field of tourism. Two distinct streams of information sources viz, (i) online and (ii) offline came into existence. 
Databases containing information about places, tourist attractions and facilities became available for online access in several countries. The emergence of com-
puterized reservations system (CRS) like Galileo, Amadeus, Sabre, PARS, JALCOM, 
QAMTAM and ABASUS, etc. opened up a new source of online information on tourism and are being expanded continuously. The latest source of online information 
is INTERNET which contains some pages on most of the tourist destinations in the world10. 
 
GROWTH FACTORS OF TOURISM 
Sandeep Patil (2013) has pointed out the five factors affecting the growth of tourism in a diagram that are discussed below which are more alike in the case of 
tourism industry of Bangladesh: 

FIGURE 3: FIVE FACTORS INFLUENCING THE GROWTH OF TOURISM INDUSTRY (Patil, 2013) 

 
ENVIRONMENTAL FACTORS 
Two main environmental factors that have led to the growth of tourism: 

I. Good climate: Good climate is one of the most important features of attraction for any tourist place. Pleasant climate with warmth and ample of sunshine 
attracts tourists who come from the temperate and colder regions.  

II. Beautiful scenery: Tourism booms at picnic spots with beautiful sceneries. For example, sunrise and sunset points, long sea beaches, fresh water lakes, 
waterfalls, etc., often attract large numbers of tourists. 

SOCIO-ECONOMIC FACTORS 
Four important socio-economic factors that influence the development of tourism: 

I. Accessibility: Of all socio-economic factors, accessibility is the most important one. All tourist centres must be easily accessible by various modes of 
transportation like roads, railways, air and water etc. 

II. Accommodation: Places of tourists' interest must be capable enough to provide good accommodation and catering facilities. Classification of accommo-
dation centres (i.e. various hotels, motels, dormitories, etc.) on basic of rating like five stars and below are essential so that tourists can make a proper 
choice and plan their trips appropriately.  

III. Amenities: Growth of tourism at a particular place is also influenced crucial factors like; how well the site is maintained for touring activities like skiing, 
roping, paragliding, rowing, fishing, surfing, safari adventure, etc.  

IV. Ancillary services: If a tour destination is equipped by ancillary (supplementary) services like banking and finance, the Internet and telecom connectivity, 
hospitals, insurance, so on, then such a place succeeds to hold (retain) more tourists for a longer time. This overall helps to boost the local economy to 
some extent. 

HISTORICAL AND CULTURAL FACTORS 
Many tourists are attracted to places of historical significance and that which have a legacy of rich cultural heritage. People love and enjoy exploring destinations 
where there are famous ancient monuments, marvellous forts, castles and palaces of earlier kings and queens, etc. 
Examples of places that are famous throughout the world for their historical and cultural accounts are; TajMahal in India, Nazca lines and Machu Picchu in Peru, 
Pyramid of Giza in Egypt, Great wall of China and Stonehenge in England. 
RELIGIOUS FACTORS 
People often make pilgrims to places of religious importance to seek inner peace, get blessing of their favourite deities and gurus, attain salvation before death, 
etc. Here, faiths, beliefs and sentiments of people contribute in booming tourism at holy places. 
Examples of places that are well-known for their religious significance are Jerusalem in Israel, Mecca and Medina in Saudi Arabia, Varanasi and Amritsar in India, 
etc. 
OTHER FACTORS 
Sometimes other factors also contribute toward growth of tourism at unexpected places. For example, UFO crash site in Roswell, New Mexico (USA) attracts many 
tourists from around the world. 
Research activities and adventures of deep seas and caves, geological studies of hot-water springs and geysers, seismic analysis of active volcanoes, investigation 
of paranormal-activities in abandoned ghost towns, etc. also contribute in developing tourism on some scale. 
 
FACTORS INFLUENCING THE FORMATION OF TOURISTS’ NEEDS BY IPATOV 
Ipatov (2012) summarized five groups of factors that influence the formation of tourist needs, and hence on the success of the tourist center and tourist business: 
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FIGURE 4: FACTORS INFLUENCING THE FORMATION OF TOURISTS’ NEEDS (Ipatov, 2012) 

 
 Natural factors - natural resources that are available to tourists (location destinations, climate, flora, fauna, proximity to water, comfortable and attractive, 

beautiful natural sites, etc.). 

 Socio-economic factors - the development of space recreation (language, economic and cultural level of the country). 

 The material base of the tourism industry - the main building ground to meet the needs of tourists in terms of amenities and aesthetic perception (hotels, 
catering, leisure, sports and spa facilities, and so on). Important are the level of comfort, architectural object facilities, its compliance culture, the architecture 
or nature, national characteristics, and type of tourism (recreation, sports, business trip, etc.). 

 Infrastructure destinations - surface and underground works required to meet the needs of the tourism industry (communications, roads, lighting, beaches, 
parking, gardens and farms, etc.). 

 Tourist’s offers (resources of hospitality industry) - the cultural richness of the tourist center. Hospitality, tourism is of great importance. Contribute to the 
success of tourism: art, literature, music, theater, available at the tourist center. Resources can serve as a hospitality folk festival, the National Gallery of Art, 
festivals and much more capable to interest, attract tourists, including a tour, informative, sports, entertainment, spa, recreational offers. 

 

6.    ANALYSING OF THE TOURISM INDUSTRY OF BANGLADESH: IT’S INTERNAL AND EXTERNAL FACTORS (SWOT ANALYSIS) 
According to Ali and Parvin (2010), Bangladesh can earn a lot from tourism industry and can be benefited from the tropical weather and natural beauty. On the 
other hand, Karim (2014) has identified some obstacles for which the tourism industry of Bangladesh has failed to progress as per expectations and those obstacles 
have created some other problems, like- environmental degradation, loss of cultural heritage, loss of employment opportunity, and social mobility.  
An inside-out analysis of the tourism industry of Bangladesh can bring out the problems that are needed to be rectified urgently and the potentials that can be 
fostered to highlight Bangladesh as an attractive tourist destination. Table given below shows the SWOT analysis of Tourism industry of Bangladesh along with the 
ways to exploit the positive factors while minimizing the negative ones. 
 

 TABLE 2: SWOT ANALYSIS - STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS (Developed by authors) 

 

Tourists' Needs 
Formation Factors

Natural 
factors 

Socio-
economic 

factors 

The material 
base of the 

tourism 
industry 

Infrastructur
e 

destinations 

Tourist's 
offers

Industry Tourism 

Internal Factors  

 Strengths 

 Hospitable nature. 

 Rich natural and cultural desti-
nation. 

 Manpower 

 Longest sea beach. 

 Mangrove forest 

 Large inbound tourists from 
Asia, Europe, UK and USA. 

 Lower costs to operate this in-
dustry. 

Ways to exploit  

 Spread over the hospitality in the in-
dustry. 

 Highlighting destinations to tourists. 

 Train manpower. 

 Promote nationally. 

 Sustainable reservation. 

 Create satisfied tourists. 

 Maximum utilization of the factors 
of production. 

 Weaknesses  

 Lack of knowledge about 
demand pattern. 

 Lower sustainable use of 
tourism resources. 

  Non-availability of infra-
structure. 

 Lack of educated staff. 

 Short high season of tour-
ism. 

 Uncontrolled develop-
ment. 

 Less effective planning 
and policy. 

 Low level of co- operation 
and innovation. 

 Lack of marketing profes-
sionalism. 

Ways to reduce  

 Dissemination of information 
about demand. 

 Efficient use of resources. 

 Developing strong infrastruc-
ture. 

 Higher skilled personnel. 

 Exploit season as much as pos-
sible. 

 Develop control mechanism. 

  Planning according to re-
source. 

 Introducing innovative technol-
ogy. 

 Hire professionals. 

External factors    

 Opportunities 

 Improving economic condition. 

 Bangladesh fighting against cor-
ruption to present stable tour-
ism environment. 

 Strong linguistic, cultural and 
historical connections. 

 Growth of regional, local and 
world tourism travel activities. 

 Soothing travel season and en-
vironment. 

Ways to exploit  

 Utilizing positive economic struc-
tures. 

 Communicate about recent scenario 
to the world. 

 Using the connections to be in touch 
with tourists. 

 Spreading the newly discovered 
spots of this country. 

 Attracting tourists more and more to 
travel on the tourist season to enjoy 
the scenic beauty. 

 Threats  

 Shifts in consumer tastes. 

 Negative word-of-mouth 
by dissatisfied tourists. 

 Climatic changes and nat-
ural hazards. 

 Corruption and other ca-
tastrophes creating diffi-
culties.  

Ways to reduce 

 Appreciate the change in taste. 

 Being the best in service. 

 Arranging necessary steps to 
recover those climatic chal-
lenges. 

 Facing difficult situations while 
maximizing potentialities of 
tourism industry. 
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7.      IMPEDIMENTS TO THE DEVELOPMENT OF TOURISM INDUSTRY IN BANGLADESH 
Despite of being a member in World Tourism Organization (WTO) since 1970, the tourism industry of Bangladesh has faced many hindrances and nevertheless this 
country continued to attract the international and domestic tourists (Karim, 2014). Bangladesh Parjatan Corporation (BPC) claims that Bangladesh had 150 thou-
sand tourists in 2014 with 2759.70 million taka hitting a new record for the industry (Karim, 2014). The government of Bangladesh, however, has already taken 
some measures for the development of this industry though those measures have created a little impact on the growth and development of this industry. There-
fore, it is necessary to uncover the reasons of Bangladesh being backward in tourism and by identifying the loopholes of these current initiatives, corrective 
measures could be undertaken to attract potential tourists and to create new opportunities in the field of tourism. 
In this paper, the researchers’ aim was to find out some factors that impede the development of tourism industry in Bangladesh. A list of impeding factors is given 
below based on the analysis of previously mentioned literatures and other secondary data that were collected in situations similar to Bangladesh: 
7.1 Lack of knowledge/training and skilled human resource in the tourism industry (Mishra and Panda, 2001; Dabour, 2003; ESCWA, 2001; Shdeifat, et al., 2006; 

Yesiltas, 2009; Parvaneh, 2013; Karim, 2014). 
7.2 Lack of facilities and services/ infastructuresat many of the sites and destinations (JICA, 2004; Ritchie & Crouch, 2003; Shdeifat, et al., 2006; Parvaneh, 2013). 
7.3 Weak composition of different public/private organizations involved in tourism development with funding insufficiency (Shdeifat, et al., 2006; WTTO & 

IH&RA, 1999).  
7.4 Improper behavior of visitors at destinations and sites that impact tourist satisfaction (JICA, 2004; Shdeifat, et al., 2006; Karim, 2014). 
7.5 A false impression/ poor marketing or promotion that unlike many countries Bangladesh is an unsafe destination for international tourists (Shdeifat, et al., 

2006; Hossain &Nazmin, 2006; Daily Star, 2013; Parvaneh, 2013).  
 

8.     CONCLUSION AND RECOMMENDATIONS 
Throughout the whole research, the authors have identified that the tourism sector of Bangladesh is facing intensive problems in many aspects. The aim of this 
paper was to recognize the factors that impede the growth of tourism development of Bangladesh in somewhat manner. Based on the findings, the authors have 
recommended some measures to abolish those impediments of the tourism industry. Moreover, develop a positive image of Bangladesh worldwide, the sugges-
tions ask the concerned authorities to take appropriate initiatives to re-brand Bangladesh, to ensure sufficient security for the tourists and thus, to make the 
tourism sector as a major foreign exchange earner of Bangladesh. Moreover, both private and public owned tour operators have resource constraints and as a 
result, it is difficult for them to conduct promotional campaigns by maintaining the international standard which is an essential for attracting tourists from all over 
the world. Likewise, the low quality promotional materials may create a negative impression to its potential market, which will adversely affect the tourism of 
Bangladesh. 
Although, the tourism industry in Bangladesh still lagging far behind from reaching its ultimate triumph, it can attract a significant number of tourists by trying to 
rectify the above-mentioned impeding factors. By analyzing the previously discussed research papers and literatures a bit further, this paper can be concluded by 
adding some more suggestions which will progressively help Bangladesh to become a Tourism Paradise of this world: 
8.1 Inventiveness to re-brand Bangladesh  
8.2 Mull over the tourism sector as a major foreign exchange earner 
8.3 Ensure security for the tourists 
8.4 Allot sufficient budget to the tourism sector 
8.5 Fabricate more infrastructures and superstructures 
8.6 Make certain political stability 
8.7 Prop up tourism in home and abroad 
8.8 Making tourism information more available  
8.9 Settle down the regulations to facilitate tourism 
8.10 Proclaim well thought-out tourism policy 
8.11 Alter the tourism laws 
 

REFERENCES 
1. Ali, M., &Parvin, R. (2010). Strategic Management of Tourism Sector in Bangladesh to raise Gross Domestic Product: An analysis.  
2. Ardahaey, F., &Elahe, H. (2010). Factors Affecting the Development of Tourism Industry in Iran. 
3. Baloglu, S., Pekcan, A., Chen, S. L., & Santos, J. (2003). The relationship between destination performance, overall satisfaction, and behavioural intention for 

distinct segment. Journal of Quality Assurance in Hospitality & Tourism, 17 (1), 149-165. [Online] Available: http://www.haworthpress.com/web/JQAHT  
4. Bangladesh Tourism Board. Bangladesh Tourism Board Statistics (2009-2010). Retrieved from: http://tourismboard.gov.bd/publications/statistics/ 
5. BPC Tourism Statistics. (2009). Bangladesh Parjatan Corporation. Retrieved from: http://www.parjatan.gov.bd/ tourism2009.php) 
6. Cahn, Edgar, S., & Camper, J. (1968). "Citizen Participation," Citizen Participation in Urban Development, Hans B.C. Spiegel, ed. Washington D.C.: N&L Institute 

for Applied Behavioral Science. 
7. Chiang, L. C. (2010). Strategies for Safety and Security in Tourism: A conceptual framework for the Singapore Hotel Industry, The Journal of Tourism Studies 

Vol. 11, No. 2, DEC.  
8. Christenson, James, A., Robinson, & Jerry, W. (1980). Community Development in America. Ames, lowa: Iowa State University Press. 
9. Cook, James, B. (1975). Citizen Participation: A Concepts Battery. Columbia: University of Missouri, Department of Regional and Community Affairs. 
10. Ebrahimpour, A., &Haghkhah, A. (2010). Role of Service Quality in Development of Tourism Industry. 
11. Esfahani, Mina, Padash, & Ali. (2008). Investigating Ways of Public Participation in Tourism Development, Journal of Cultural Management Research, Before, 

Third Pre-Issue, Tehran, Iran. 
12. Esmaeil, K., Ramezanali, R., &Alireza, E. (2009). The Role of Tourism Agencies in Development of Tourism in Iran, European Journal of Social Sciences, Vol 12, 

Issue 1. 
13. Euromonitor International (2009) Report on “Travel and Tourism in Bangladesh”- October 2009 edition. Retrieved from: http://www.euromonitor.com 
14. Euromonitor International (2013) Report on “Travel and Tourism in Bangladesh”- August 2013 edition. Retrieved from: http://www.euromonitor.com 
15. Hasan, S. R. (2006). Problems and Prospect of Bangladesh Tourism Industry. Research Book- Bureau of Business Research, University of Dhaka, Bangladesh. 
16. Heberlein, & Thomas, A. (1976). Principles of Public Involvement. Madison: University of Wisconsin, Department of Rural Sociology. 
17. Henderson, J. C. (2011). Tourism and politics development, The Philippines. Tourisms: An International Multidisciplinary Journal of Tourism, Vol 6, No.2 

pp159-173 
18. Himachal Pradesh Development Report. (2005). Published by: Planning Commission, Government of India. 
19. Horner, S., &Swarbrooke, J. (1996). Marketing Tourism, Hospitality and Leisure in Europe. 
20. Hossain, M. A., &Nazmin, S. (2006). “Development of Tourism Industry in Bangladesh - an empirical study on its problems and prospects” Centre for Tourism 

and Hotel Management Research, Ga-1, RashedulHasanBhaban, University of Dhaka. 
21. https://www.ecotourism.org/what-is-ecotourism 
22. International Ecotourism Society. (1990). Retrieved from: https://www.ecotourism. org/ what-is-ecotourism 
23. Ipatov, V. (2012). World tourism: history, structure, development prospects. 
24. Islam, K (2014) “A study on development strategies of tourism in Bangladesh”. Thesis paper of Doctor of Philosophy in Marketing. Department of Marketing, 

University of Dhaka. 

http://ijrcm.org.in/
https://www.google.com.bd/search?tbo=p&tbm=bks&q=inauthor:%22Susan+Horner%22
https://www.google.com.bd/search?tbo=p&tbm=bks&q=inauthor:%22John+Swarbrooke%22


VOLUME NO. 7 (2016), ISSUE NO. 09 (SEPTEMBER)  ISSN 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 

http://ijrcm.org.in/ 

55 

25. Islam, S. M. N. (2013). Tourism Marketing in Developing countries: a study of Bangladesh: Hospitality and Tourism Management, University of Strathclyde, 
Glasgow. 

26. Islam, S.M. (2006). Rural tourism: right time to contemplate. The Daily Star (Dhaka), An English daily.  
27. Kakai, L., S. (2012). Obstacles which significantly affect tourism development in Jordan. 
28. Karim, M. R. (2014) “Policy analysis of tourism development in Bangladesh compared with the Bhutanese policy”. Journal of public administration and policy 

research. Vol. 6 (6). Pp 132-143. 
29. Katalyst. (2010). Views on Tourism -focus on Bangladeshi tourism by Majbritt Magnussen. Retrieved from: http://www.viewsontourism.info/2010/katalyst-

focus-on-bangladeshi-tourism/ 
30. Mathieson, A., & Wall, G. (1982). Tourism. Economics, Physical and Social Impacts. New York: Longman 
31. McIntosh, R., W., Goeldner, C., R., & Ritchie, J., R. (1995). Tourism: Principles, Practices, Philosophies. 
32. Ministry of Trade and Industry, Republic of Trinidad and Tobago. (2004). Strategic Approach to Tourism as an Export and Development Opportunity in Small 

States: Port of Spain, Trinidad & Tobago. 
33. Mishra, S., & Panda, T. K. (2001). “Socio political barrier to tourism marketing in South Asia”  
34. Parvaneh, P. (2013). Identify and Ranking the Factors affecting Customer satisfaction in the carpet Industry (Case Study: Sahand Carpet Co.).  
35. Patil, S. (2013). Five Main Factors Influencing the Growth of Tourism with Diagram. 
36. Shdeifat, O., Mohsen, M., Mustafa, M., Al-Ali, Y., & Al-Mhaisen, B. (2006). Development of Methods and Tools for the Establishment of Good Environmental 

Performance in the Tourist Accommodation Sector in Jordan –Implementation of pilot studies. In G. Tas (Ed.). Zarqa: The Hashmite University. 
37. Shumon, Z. (2012). A study on tourism industry of Bangladesh. 
38. Thomson, M. (2009). Views on Tourism. Retrieved from: http://www.viewsontourism.info/page/23/ 
39. UNCSD NGO Steering Committee. (1999). Sustainable Tourism: A Non-Governmental Organization Perspective. 
40. UNWTO Tourism Highlights. (2014). Retrieved from: http://www.eunwto.org/content/ r135 21/fulltext.pdf 
41. UNWTO. (1995). "UNWTO technical manual: Collection of Tourism Expenditure Statistics"- World Tourism Organization. 
42. World Tourism and Travel Council. (2006). Country Reports in South Asian Yearbook of Trade & Development. 
43. Worldfolio (2015) Report on: 2016 hailed the ‘Year of Tourism’ as mega plan gets under way. Retrieved from: http://www.theworldfolio.com/files/file/report-

5603d6b447710.pdf 
44. WTTC. (2014). Travel & Tourism Economic Impact. Retrieved from: http://www.wttc.org//media/files/reports/economic%20impact%20research/re-

gional%0reports/world2014.pdf 
45. Yesiltas, M. (2009). “Obstacles to the Tourism Development in Kyrgyzstan”, Gazi University, Commerce & Tourism Education Faculty, Department of Tourism, 

Turkey: Ankara. 
 
 
 
  

http://ijrcm.org.in/
http://pub.unwto.org/WebRoot/Store/Shops/Infoshop/Products/1034/1034-1.pdf


VOLUME NO. 7 (2016), ISSUE NO. 09 (SEPTEMBER)  ISSN 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 

http://ijrcm.org.in/ 

56 

E-MARKETING: A MODERN APPROACH OF BUSINESS AT THE DOOR OF CONSUMER 
 

DR. MANOJKUMAR JYOTIRAM GAIKWAD 
ASST. PROFESSOR 

DEPARTMENT OF ECONOMICS 
VASANTRAO NAIK COLLEGE OF ARTS & SCIENCE 

SHAHADA DIST NANDUBAR 
 

PARIKSHITKUMAR HIRALAL KATE 
RESEARCH SCHOLAR 

NORTH MAHARASHTRA UNIVERSITY 
JALGAON 

 
ABSTRACT 

Marketing is backbone of any business environment. With evolution of internet technology, E-marketing becomes necessary for making successful business impact. 
E-marketing means applications of marketing principles & technologies via electronic media. E-marketing is more advantageous in current business scenario and 
allows marketers to define their marketing strategies. E-marketing is combination of digital technologies which differentiate your products & services from com-
petitors. E-marketing includes both direct response marketing & indirect marketing elements. E-marketing directs different marketing activities via World Wide 
Web with aim attracting new opportunities in business and retaining the existing one. Due to technological advancement and increased competition, e-marketing 
can be term as one of the major shuffle in business strategies. In this, paper author discussed about different e-marketing methodologies and their use in current 
business scenario. The author finds out that by using different e-marketing methodology, traditional approach of marketing has changed due to the door step 
service for consumer. 
 

KEYWORDS 

direct marketing, e-marketing, indirect marketing 
 

INTRODUCTION 
arketing has been around forever in one form or another. From the time of human evolution trading has been integral part of human living. With the 
effect of barter exchange system marketing has play is own role to makes other humans to trade. Rapidly evolving internet technologies has reduced the 
production & service cost and extends geographical boundaries by bringing buyers and seller together. 

With the advancement in technology and global economic environment globalization has opened a new door of marketing. E-marketing is combination of both 
direct and indirect marketing elements and uses numbers technologies for connecting with their customers. E-marketing is most important business strategies in 
present business context. For any business marketing is a key mantra. E-marketing varied a lot in past decade. Starting from traditional marketing to e-marketing 
in today’s life style there are numerous techniques, methods which had played a vital role in the development of marketing strategies. E-marketing is not new but 
with the e-evolution in India marketers need to adapt to it and learn how to use it. 
Revenue in the United States grew to an estimated $7.1 billion in 2001 or about 3.1 percent of overall advertising spending. The dot.com bust weakened early 
online advertising industry and reduced the demand for online advertising and its related services. With introduction of Web 2.0 in 2004 the industry regained 
momentum. Numbers of new businesses are immerging such as advertising space on web pages, generation of web traffic by giving away the content and sell that 
traffic to advertisers. According to IAB Internet Advertising Revenue Report (2007), in the first half of 2007 alone advertisers in the US spent more than $10 billion 
advertising on websites. That was about 14 percent of all advertising spending. As online retail sales continue to increase at a slower pace than expected, practi-
tioners and academics alike are still searching for factors that influence the consumer’s online shopping behavior (Korgaonkar and Karson 2007). 
 

REVIEW OF LITERATURE 
To achieve marketing objectives E-marketing plays an important role (Chaffey et al. 2006). 
To reach products & services to customers, to make customers aware about products & service it is essential to follow the latest technologies or concepts of E-
marketing (Srinivasan and Jollyvinisheeba 2013). 
Online advertising began in 1994 when HotWired sold the first banner ads to several advertisers (Kaye and Medoff 2001). 
While previous research has examined Internet usage (Teo et al. 1999), online shopping (Teo and Yu 2004), commercial websites (Gonzalez and Palacios 2004), 
website design (Kim et al. 2003), and website effectiveness from the consumers’ perspective (Bell and Tang 1998), there is a general lack of research on specific 
online marketing tools and the effectiveness of these tools. 
 

IMPORTANCE OF THE STUDY 
Indian retail environment is shifting from brick & mortar to online business model. In diversely competitive new environment traditional marketing channel will 
not be effective. So marketer need to adapt new marketing initiatives. As a result of technical enhancement different e-marketing techniques emerge. Paper 
throws light on effective use of e-marketing channels with practical implementations by different industry leaders. 
 

STATEMENT OF THE PROBLEM 
Evolution of internet and its rapid acceptance in Indian society has opened a new door for markers to reach their customers by means of e-marketing. In the Indian 
context e-marketing is new and it is important that markers should know effective use of different e-marketing tools. Paper discussed different e-marketing 
methods and their effective use. 
 

OBJECTIVES 
To know the effectiveness of following in successful e-marking: 
 • Newsletters 
• Social Media 
• SEO 
• Mobile 
• Webinar 
• Video 

M 
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• Content 
• Paid advertising 
• Email 
  

RESEARCH METHODOLOGY 
The research paper is original work based on the attentive observation of the researcher on current e-marketing strategies of e-retailers in India. The Paper also 
makes use of secondary research. 
 

DISCUSSION 
MARKETING 
Marketing means communicating value of your products or services to your desired customer. 
E-MARKETING 
E-marketing is communicating value of your products or services to your desired customer using digital technologies mainly on the internet. 
 

DIFFERENT E-MARKETING METHODS 
NEWSLETTERS 
Newsletters are electronic “one page” documents sent by email to a defined list of recipients who have signed up to receive. Newsletter emails are commonly 
sent from 3rd party service providers. Newsletters with pictures and videos will engage 50 to 70 % more clicks than text. Newsletter is the best way to reach 
consumers who cannot be reaching by social media. 
Below is the newsletter by Luxifier which attracting customers by giving offers on his products. Most of the times customers unmodified about offers & discounts 
so Newsletters is effective medium of e-marketing. 
 

FIGURE 1: NEWSLETTER FROM – LUXIFIER: THE INDIA’S LEADING WATCHES / PERFUMES / GROOMING ACCESSORIES ONLINE STORE 

 
Source: A Newsletter in Email box 

SOCIAL MEDIA 
The best method of marketing is through ‘word of mouth’. When people share different information thru social media in their network it becomes recommenda-
tions for the other people for using that product. According to a report by the Internet and Mobile Association of India (IAMAI), 66% of the 180 million Internet 
users in urban India regularly access social media platforms. Social media facilitates sharing products/ services information via social channels like LinkedIn, Twitter, 
and Facebook etc. So Social Media is one of the best medium for reaching your customers. Figure 2 shows how flipkart has use twitter as a medium of marketing 
of his offerings. 

FIGURE 2: USE OF TWITTER BY FLIPKART FOR MARKETING PURPOSE 

 
Source: Screenshot from www.twitter.com 
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SEO 
Search Engine Optimization is the process of affecting the visibility of a website or a web page in a search engine's unpaid results. Customers are more likely to 
click an organic link as compared to paid links. Organic search takes 94% of overall market Goodwin (2012). SEO is must for any online marketing as it connects to 
new customers who may not connected by other channels. Basic training is required for effective implementation of SEO for any business. Google Keyword tool 
is one of the best for SEO practice. Below we can see how Amazon has implemented SEO while searching products. 
 

FIGURE 3: AMAZON USES SEO FOR ITS PRODUCT SEARCH ON ITS WEBSITE 

 
Source: Creation from www.amazon.in 

MOBILE 
The use of the mobile medium as a means of marketing communication provide customers with time and location sensitive, personalized information that pro-
motes products, services. According to Internet and Mobile Association of India (IAMAI), the number of mobile internet users in India is expected to reach 371 
million by June 2016. According to recent reports, 40% of user’s internet time is spent on mobile devices. eMarketers should consider this continual growth in the 
number of Smartphone’s internet users in making their e-marketing strategies. Various means of connecting to people are via Mobile App, Mobile ads, in-game 
mobile ads, location based marketing, sms. Figure 4 shows mobile ads pops up while playing game. Figure 5 shows device specific apps of Amazon so that they 
can increase their market reach among people having hand held devices. 
 

FIGURE 4: MOBILE ADS IN GAMES 

 
Source: Mobile Game 

 
FIGURE 5: MOBILE APP – MEDIUM OF E-MARKETING 

 
Source: Google images 

WEBINAR 
Webinars are seminars held on the web and they used for promotions, product knowledge etc. They use for giving value to potential customers, demonstrate your 
company’s capabilities such as expertise, product. Its uses multimedia capabilities such as presentations, demo of products which is followed by QA session. 
Webinar can also be recorded and posted on different websites for reuse purpose so webinar has virtually global reach wherever your target may be. Figure 6 
shows how Infibeam has use Webinar as e-marketing tool in their marketing strategy. 

http://ijrcm.org.in/


VOLUME NO. 7 (2016), ISSUE NO. 09 (SEPTEMBER)  ISSN 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 

http://ijrcm.org.in/ 

59 

FIGURE 6: WEBINAR INVITE BY INFIBEAM 

 
Source: Google images 

VIDEO 
As long as video are reasonably short, entertaining, and effective people will like them. With Mobile internet evolution videos can be very effective to get your 
company or product message across quickly and effectively, especially for busy people. 
Imperial Blue’s video campaign men will be men is one of the best video marketing campaign. 
CONTENT 
Different content that supports e-marketing initiatives are blogging, Press release (PR) distribution, news items and feeds. 
A blog is online presence in which the owner posts updates, stories, media etc. A blog can be a website. If blogs are updated regularly they will get better search 
ranking than website on google search results. Articles posted in the blog can also be reused in social media, newsletters, etc. 
A press release is an article written about your company for any product release or any other event. It is mostly done through 3rd party online services that provide 
feeds of news. It offers content in a format that allows other sites and services to add your PR to their websites easily thus boosting their content and value. Figure 
7 shows blog of LG India for marketing their electronics products. 
 

FIGURE 7: LG INDIA USES BLOG AS CONTENT MARKETING TOOL 

 
Source: LG India website 

PAID ADVERTISING 
Paid advertising is any kind of advertising that you have to pay for. It includes paying for search engine prioritization, pay-per-click through other websites, banner 
ads, and paid content distribution. One can pay to display his company content online or for your ad to be shown in search results. 
Whenever we search google or any other website or we are browsing any content then we can see related ads in the ads web space. These ads are nothing but 
the paid ads. Number of company provides paid ads services are Google, Facebook, and LinkedIn etc. 
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FIGURE 8: PAID ADVERTISING OF askmebazaar.com 

 
Source: Creation from www.priceprice.com 

If a user search for MI mobiles then paid ads comes up of askmebazaar.com, here ad provider identified the content which user search then posted the relevant 
advertise in ads web space. 
EMAIL 
Email marketing is direct marketing technique use to target a group of people. In its broadest sense, every email sent to a potential or current customer could be 
considered as email marketing. Now days number of email marketing software’s are available in the market. This gives more insight about the email campaigns 
like number people open email, not open etc. All these efforts help marketers in positioning their market offerings.  
 

FIGURE 9: EMAIL MARKETING BY SBI 

 
Source: An Email in Email box 

 

FINDINGS 
Various industries like Banking, Ecommerce, Electronics and Game are implementing different E-marketing techniques for marketing their products. 
Author has taken examples of Luxifier, Flipkart, Amazon India, Ingibeam, LG India, askmebazaar.com, SBI in the discussion section. And find out that every company 
is targeting different segments of their targeted audience by implementing suitable e-marketing technique. 
 

CONCLUSIONS 
Main reason for growing effectiveness of internet marketing is the increasing awareness about internet among people. For sustaining in today’s competitive 
business environment marketer need to understand consumer behavior and depending up on their business should adapt suitable e-marketing methodology. 
Every methodology has its own way of success with respect to offerings & target audience. By understanding effective methodology and with efficient implemen-
tation marketers will get more success rate. 
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ABSTRACT 
To keep head high in globalized economy one has to follow the path of growth and merger and acquisition is the primary growth and expansion strategy of present 
corporate world. But whenever a merger or any acquisition is announced in any sector of economy the first question comes to mind- is how much is the financial 
gain. There is no or little argument on the impact on the employees and relevant human resources related practices and issues. Companies do pay considerable 
attention to financial and strategic issues during merger and acquisition, but they frequently neglect human resource issues. In this study we have taken pharma-
ceutical sector of economy in which we consider a case of sun pharmaceuticals industries limited and Ranbaxy laboratories. In this case the role of HR* is not 
favorable for Ranbaxy employees. The role of HR professionals is very important from the day one of merger and acquisition announced, but organizations had not 
given a seat to HR professionals on the table of merger process. Because of that 65% mergers and acquisitions are failed. It was therefore concluded that an 
organization must involve HR professionals in all phases of merger and acquisition. This research is a brief attempt to analyze the role of human resource in post-
acquisition phase. This study is descriptive in nature. Secondary source of data and information has been used in this study. The scope of study is limited because 
study is based on secondary data. As per the requirement of the research data are taken from websites of companies, literature reviews, online documents and 
from journals. This research paper will be helpful for employers, employees, HR people, researchers and scholars. 
 

KEYWORDS 
mergers and acquisitions, human resource, pharmaceutical sector, role of human resource. 
 

INTRODUCTION 
oday’s business world is just like a global village, therefore external changes are the main requirement to maintain and improve the position of the business 
and it can be possible through mergers, acquisitions, amalgamations and takeovers activities. During the last decade, acquisitions have an increasing trend 
in pharmaceutical companies mainly due to high competition in this sector. Acquisition had four phases i.e. Pre-merger and acquisition phase, due diligence, 

integration and post-merger and acquisition phase. In this article we consider the post-acquisition phase which is the final and most crucial part of merger and 
acquisition. It can take months or sometimes even years based on organization size, geographical locations and the complexity in the agreement. 
There are large number of companies worldwide that believe in the philosophy of “growing through acquiring” but the success rate of these M & As* is estimated 
to be mere 30-40%. Companies do announce that their mergers have been successful but they also accept they have not been able to earn expected benefits. 
Statistics shows that one of the major reasons behind failure of Merger & Acquisition is the human resource aspect. People issue is one of the most sensitive but 
often ignored issue in M & A scenario. When a decision is taken to merge or acquire, a company analyses the feasibility on the business, financial and legal fronts 
but fails to realize the importance attached to the human resources of the firms involved. Organizations fail to realize that people have the capability to make or 
break the alliance. Therefore, it is important for organizations on the verge of integration to analyze the feasibility of the integration on the human resource front. 
This is the responsibility of HR department to take care of the human resources in the merged entity in the post -acquisition phase. 
*M&As- Merger and Acquisitions 
 

CONCEPTUAL FRAMEWORK OF ACQUISITION 
Acquisition in general sense is acquiring ownership in the property. It is the purchase by one company of controlling interest in share capital of another existing 
company. There are two types of acquisition i.e. friendly ad hostile. In friendly acquisition the targeted firms want to be acquired willingly by another company 
and in hostile acquisition it allows bidder to take over the target company whose management is unwilling to agree to an acquisition 
 

COMPANY PROFILE AND ACQUISITION MOVEMENTS 
In this study we consider a case of Sun Pharmaceutical and Ranbaxy Laboratories which is hostile acquisition. Sun Pharmaceutical was established by Mr. Dilip 
Shanghvi in 1983 in VAPI. It is a multinational pharmaceutical company headquartered in Mumbai (Maharashtra, India). Sun Pharma had made nearly 20 acquisi-
tions since its inception in 1983. It is a Pharma research company and drug discover company. Sun pharma has its own research center which is named as Sun 
Pharma Advanced Research Company Limited (SPARCL). It is formed in 2007 for research and innovation. Sun pharma mainly focus on research and development 
to enhance the productivity of new generic and differentiated drugs for global market. 
Ranbaxy was started by Ranbir Singh and Gurbax Singh in 1937 as a distributor for a Japanese company Shinogi. The name Ranbaxy is a portmanteau of the names 
of its first owners Ranbir and Gurbax. It is a multinational pharmaceutical company that was incorporated in India in 1961. The company went to public in 1973 
but its big moment came in 1998 when it enters the united states the world’s largest pharmaceutical market. Ranbaxy was the first foreign generic manufacturer 
to sell drugs in the US. In 2008 Daiichi Sankyo takeover the company from the Singh family by acquiring 63.92% stake in Ranbaxy in a deal worth $4.6 billion. 
In 2011 when Ranbaxy was struggling to improve its financial position then Daiichi Sankyo decided to sale the company because it had incurred a net loss and 
suffered a decline in net worth. It results in diminution in its value of its investments. On April 7, 2014 Sun pharmaceuticals and Daiichi Sankyo jointly announced 
the sale of entire 63.4 % share to Sun pharma in a $4 billion all share deal. In this deal Sun pharma agreed to pay their assuming $800 million debt which is include 
in sale amount i.e. $3.2 billion in stock and $800 million debt. The swap ratio of the deal is 8:10 i.e. every shareholder of Ranbaxy to get eight shares of Sun Pharma 
in against ten shares of Ranbaxy.  
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CURRENT SCENARIO OF MERGED ENTITY (SUN PHARMA + RANBAXY) 
 

>150 markets served 45 manufacturing sites >30000 employees worldwide >3000 marketed products 

  

REVIEW OF LITERATURE 
There are many roles of HR which have been considered as significant factor in managing merged entity effectively. Communication and transparency is an una-
voidable factor to deal with the individual employee reactions to the merger. 
According to Pablo Maran and Christine Pan Asian (2005) there is strategic literature on human resource role in merger and acquisition, the findings are that 
organizational and human resource issues have not receives in practice the level of attention that they should receive. 
Kaydian Robinson Brown (2015) studied the impact of merger and acquisition on employee performance. They recommend some of the HR decisions in which the 
employee should take part. Kaydian said there are few areas of concerns like unity among employees, trust in leadership, communication etc. are few changes 
which impact employees. Kaydian gives recommendation like implement penalties on managers who do not recognize employees for work done, be transparent, 
effective communication. Host training sessions for employees to handle the change.  
Uday Bhaskar (2012) examine that human resource as business partner when merger and acquisition takes place. Uday bhaskar finds that to make merger and 
acquisition successful an organization have to involve HR professionals in pre-acquisition phase and integration stage. He finds that after the merger cultural 
differences and organizational culture is a major challenge for HR. 
Bhupesh Malhotra (2013) examined the HR practices in IT industry during merger and acquisition. He finds that employees are sometimes found them good 
enough or they waited on to see how things shape up and he also find that 20% of the work force of the acquired company resigns even before the integration 
activities are completed.  
Linda S. Johnson (2000) discusses the critical human resource issue that should be considered during the phases of merger and acquisition. She stressed on careful 
planning and early involvement of HR professionals in this process. She finds that by satisfying the employees in work HR professionals helps the organization 
towards maximizing the potential for success. 
Rita Salame (2006) stressed on why do mergers fail what can be done to improve the chances of success. She examined that 60% to 80% mergers are financial 
failures when measured by their ability. Many studies are pointing to the neglecting of HR issues as the main reason for merger and acquisition failures. She finds 
that senior executives must realize the importance of HR issues in the success or failure of mergers, they are not doing enough to encourage the involvement of 
HR teams and employees in merger and acquisition process. 
Craig W. Fountaine (2007) studied the role of HRM in merger and acquisition. He evaluates that 65% of mergers and acquisitions that fail because of people issues, 
cultural issues and communication issues. This is because of HR has no seat on the table of merger process. He finds that there should be best practices checklist 
for HR professionals while involved on mergers and acquisitions- Leadership, Transition team, Structure and all along communication at all levels are key elements. 
Teresa A. Daniel and J.D (2010) focuses on the management of human resources in the process of merger and acquisition. It describes the typical phases of an 
M&A and HR’s role during different phases of the M&A process. The findings of this study are incompatible culture, management styles, poor motivation, loss of 
key talent, lack of communication, diminished trust and uncertainty of long term goals are some of the reasons of non-participation of employees in merged entity. 
  

RESEARCH DESIGN  
The research design of this study is descriptive in nature. In this study the case of Sun pharmaceutical and Ranbaxy laboratories have been taken for research. This 
study includes employees from top level and middle level. This is a qualitative research and the data is collected through secondary information from websites of 
companies, journals, online documents and through literature reviews. It concentrates on how HR professionals can handle all the complexities of employees 
during post-acquisition stage. 
 

DISCUSSION 
When acquisition takes place in any sector, the most affected person is employees of the organization. The employees might have many questions in their mind 
basically about their job security, compensation pattern, designation, job profile etc. This study relates to role of human resource in post acquisition stage. 
In India pharmaceuticals acquisitions have been viewed as forced marriages in which the employees are absorbed. In this acquisition case the Ranbaxy top level 
executive had quit the company because of the salary structure, designation and culture. According to Economic Times Sept 2015, the company resources said 
that nearly 2800 employees had quit the job when the deal was announced. After the completion of deal, the new leadership team was made which mostly 
comprised of senior executives from Sun Pharma because of that step of sun pharma HR department nearly 150 top executives including vice president had quit 
the company due to designation of job and uncertainty of role and responsibilities in a merged entity. The problem of senior Ranbaxy executives became acute 
when Sun Pharma filled all crucial slots in merged organization with their own people. One single top executive was retained with the company whose name was 
Subodh Deshmukh, who handles over the counter business.  
Sun pharma had asked to 18 top executives of Ranbaxy to leave the firm. Some of them are Indergit Banerjee-president and CFO, Yugal sikri- country head of India, 
Maninder Singh- VP Marketing, Govind Jaju- global head and Rahul Bhaduri- Director of finance. The executives had been given a severance package and a freedom 
to exercise their stock options before leaving and sun pharma gave four months’ notice to these employees to look for a new job. 
Some of the staff member of Ranbaxy had said that there is no certainty of role and responsibility and this creates a fear of decline in status or career prospects 
and feelings of being shunted in their mind.  
After the deal was complete Sun pharma appointed HR manager Mr. Yashwant Mahadik to handle 30000 employees of merged entity. He had over 25 years of 
experience. But his attitude was not positive towards Ranbaxy executives. Their decisions are not in the favor of Ranbaxy employees. The new HR team gave all 
crucial roles and responsibilities to Sun Pharma executives which was considered very unfair by Ranbaxy executives. When the top executives had left the company, 
it also affects the morale of juniors. 
According to the company sources there was big difference in cultures of two companies. The merged entity had 6 days working but in Ranbaxy there was 5 days 
working in a week. According to Ramesh Edige the former employee of Ranbaxy, Sun pharma indirectly gave an appropriate and gentle message to Ranbaxy team 
is to prepare for adjustments may be ready to take a hair cut in the salary and join at one level below or look for a job outside 
The above discussion clearly points out that in the acquisition process the most affected is the human resources of acquired company. Their roles, rewards, 
recognition, job profile etc. all are affected to a great extent leading to increased stress level in their minds and DE-motivating them.  
On the basis of extensive literature review, the post-acquisition phase include various aspects faced by employees - 

 Corporate culture 

 Existing value systems  

 Staff qualifications 

 Stress management 

 Salary  

 Technology 

 HR policy 

 Leadership styles 

 Core competencies 

 Post integration 
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 Allocation of responsibility 

 Language barriers and country specific cultural differences 
These are the issues which generally pop up in the mind of employees when they come to know about the acquisition of company.  
 

RECOMMENDATIONS 
It is very important to involve HR professionals in merger and acquisitions as it involves people and has an impact on key people issues. HR professionals play an 
active role in the change process by offering their interventions to help ensure a successful merger and acquisition. To stop the kind of mass quitting that happened 
in Sun Pharma – Ranbaxy merger, management has to take following important steps: 

 Firstly, to identify the key resources in both the organizations (key resources does not necessarily mean the top people in the management cadres, but those 
who have a following in the company as knowledgeable and trustworthy employees).  

 Secondly, proper communication with the employees should be there so that they should not feel that they have been kept in dark. Communication channel 
should be open in all directions once the decision is taken on an acquisition. Involve employees in the decision making regarding changes that greatly affect 
them and projects 

 Thirdly, host training sessions, workshops, seminars, and socials to get employees familiar with and make employees feel like a part of the change that is 
about to take place. 

 Lastly hold senior managers accountable for getting employees involved and for team engagement. And this is the major challenge for HR to retain the top 
executives. 

The major challenge for the HR department of the organization is to retain the talented person. One important point had been noted by literature reviews that it 
is the most talented resources of the organization that leave it first. Therefore, prompt and timely action is essential on part of the HR department. A wait and 
watch attitude can only destroy or spell doom as the employees wouldn’t think on similar lines. They have their career at stake and they wouldn’t want to take 
risks on that front. 
For HR professionals, mergers and acquisitions are particularly challenging as they are expected to be agents of change rallying employees and keeping them 
focused on the right behaviors and activities. They need every tool possible to bring clarity and stability to the situation, so the employees can remain focused on 
their jobs. 
So from all these we can say that there should be proper planning of human resources for merged entity, this must be done through talent mapping process. HR 
professionals must assess their existing skills and identify those required for future. There are three steps for talent mapping process first, conceptualize your 
talent strategy, secondly, assess and select from the talent you have on hand and lastly, develop talent mapping methods and implement these. As we know that 
in large organizations it’s not enough to simply fill roles for today, it’s about attracting, retaining and engaging the right talent who will tackle work force challenge 
for the next five to ten years. 
This is responsibility of HR managers to take up the fair approach for acquired company employees by providing them proper information, channel of communi-
cation, dignity and respect, retaining the top talent, helps the employees coping with changes and new culture. If the management decides to downsize the work 
force, they had to convey a message well in advance to the employees. All these initiatives should ensure a company involved in a merger and acquisition to make 
it a successful integration. 
Best practices to be followed by HR  

 Identify leaders from both the companies 

 Train managers on the nature of change 

 Explain new roles to the people 

 Orientation programs on new policies and procedures 

 Orientation programs on performance management, compensation and benefits. 

 Identify the skills of people and mapping them appropriately. 
These are some of the HR practices to be used by the HR department so that the percentage of success of merger and acquisition would be increased. 
 

CONCLUSION  
Merger and acquisition are common in today’s global market place. This is considered to be the most opted strategy for expansion. It is a way for companies to 
create synergistic effect and provide sustainable competitive advantage but simultaneously these sorts of corporate mergers have the potential to create severe 
personal trauma and stress which can result in psychological, behavioral, health, performance and survival problems for both the individual and companies. Most 
of these functions are handled by HR department of the organization. The most complicated stage of merger is post acquisition stage. To manage this stage is a 
difficult and complex task. It comes along with long lists of activities and tasks that have to be fulfilled within a short time and partly with incomplete information’s. 
There are many opportunities and many decisions to take. In this stage HR can play a vital role in employees coping up with change and culture, organizational 
hierarchy, right job to right person, alignment of compensation benefits and welfare services etc. In the case of Sun Pharma and Ranbaxy, the HR department 
seems to be unfair to Ranbaxy employees and that may be one of the reasons for half of the workforce to quit the company. It can also be considered as lose of 
Sun Pharma in terms of losing top talent of Ranbaxy. The scope of study is limited because of the research based on the secondary data. This study may be helpful 
to employees, research scholars, employers and HR people. 
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ABSTRACT 
The economy growth of a country depends on operational efficiency and proper utilization of resources in various sectors. Out of many industries banking sector 
plays a vital role in the growth of our economy. Banking sector helps in facilitating monetary policy by stimulating capital formation, monetization and innovation. 
It is imperative to ensure financial health and efficiency of economy through analysis and evaluating the performance of banks. This study tries to evaluate the 
performance of three public sector banks and three private sector banks in India using CAMEL model which is a latest model of financial analysis. The study carried 
for a five-year period from 2011-2015. 
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INTRODUCTION  
he major measure of financial growth and economic development of a country has been the soundness of its banking sector. The soundness is the synon-
ymous with productivity, efficiency, probability, stability and shock free environment. Hence, it is important to measure the soundness of banking sector 
in the country. The performance of banks is measured by using financial ratios under the criteria as profits, asset quality, liquidity, attitude towards risk 

and management strategies are considered. In 1980s, USA’s federal regulators developed the CAMEL rating system to analyze the performance of banking system. 
Each banking institute subject to evaluated on basis of five critical dimensions related to its performance and operations, which are referred as component factors. 
Those are Capital adequacy, Asset quality, Management efficiency, Earnings quality and liquidity used to reflect the financial condition, financial performance, 
regulatory compliance and operating soundness of the banking institution. Every component is rated on a scale of 1(best) to 5(worst). A composite ranking is 
assigned to component and it is taken as the prime indicator to bank’s current financial condition. 
 

LITERATURE REVIEW 
Malihe Rostami (2015) has mentioned about CAMEL Approach in her article. CAMEL Model is very useful tool to evaluate the performance of the banks. It gives 
accurate and effective result regarding performance of the banking sector. As per his article he took some of the important ratios for analysis purpose. It can 
compare one organization with the other organizations for its effective performance internally and externally.  
Dr. P. Nirajan Reddy &Rekha Rao Subraveti (2015) gave their explanation in their paper regarding CAMEL approach. To strengthen the financial system and 
economy we have to carefully evaluate and analyze the performance of the banks. CAMEL approach is a tool which is helpful to evaluate the performance of the 
banks. It is a most popular method for measuring the performance of the banks. It consists various ratios which show reality of its performance. 
Fentje Salhuteru & Fransina Wattimena (2015) mentioned the importance and influence of CAMEL ratios towards earnings and management practices in the 
State Bank to other banks in Indonesia. They explained about the companies that can be improved its performance by applying various risk management tech-
niques for consistent profit growth. Through CAMEL ratios the company can know its actual performance accurately.  
Parvesh Kumar Aspal & Sanjeev Dhawan (2014) explained about importance of banking sector in the economy. They took 13 old private sector banks and the 
CAMEL model is applied on the secondary data related to various ratios from annual reports of those banks in the period of 2007-2012. This is tool is very effective 
to measure the exact performance of the banks. 
Mishra Aswini Kumar, G. Sri Harsha, ShiviAnand and Neil Rajesh Dhruva (2012) has analyzed the performance of banks with the help of CAMEL model by selecting 
12 private and public sector banks over a period of 11 years from 2000 to 2011. The study has been found that the private sector banks are stood at top position 
in the ranking system by showing good performance in terms of liquidity, profitability, stability and efficiency. The public sector banks like SBI, PNB has positioned 
backseat by showing poor economic soundness in comparison. 
Dr. K. Sri Harsha Reddy (2012) has stated the importance and nature of banking sector in the economy in capital formation, the banking sector has more weightage 
in a country’s economy than any other sector. The CAMEL model is used in this study to analyze the performance of banks. 
From the above literature reviews we can say that CAMEL model is very helpful to measure the performance of the bank. It must be applied periodically to evaluate 
the position of the banks in their performance. Based on this model we can give suggestion to improve the performance of the banks. 
 

OBJECTIVE OF THE STUDY 
The main objective of the study is to analyze the performance of selected banks, out of which top three private sector banks, top three private sector banks 
through CAMEL model and give suggestion for improvement if necessary. 
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METHODOLOGY ADOPTED 
 To achieve objective of the study, empirical analysisis done by selecting six banks. Private Sector Banks –ICICI Bank, HDFC Bank, AXIS Bank, Public Sector 

Banks – State Bank of India, Bank of Baroda, Punjab National Bank.  
 The period for evaluating performance through CAMELS in this study is five years, i.e. from financial year 2010-11 to 2014-15. The data is collected from 

various sources as follows. 
DATA COLLECTION 
Data collected from the Bank’s Balance Sheets, Profit & Loss statements, journals, bank’s prospectus, bank’s annual reports, capital line databases and money 
control websites and also by taking personal visit to the employees of respective banks. 
 

ANALYSIS AND INTERPRETATION 
1. CAPITAL ADEQUACY 

TABLE 1 

 Axis Bank ICICI Bank HDFC Bank SBI Bank Punjab National Bank Bank of Baroda 

Capital Adequacy Ratio 
Avg. 14.89 18.30 16.48 12.74 12.55 13.47 

Rank 3 1 2 5 6 4 

Debt to equity ratio 
Avg. 8.30 4.35 8.07 12.60 13.78 14.93 

Rank 3 1 2 4 5 6 

Interest coverage ratio 
Avg. 5.02 4.90 4.75 4.93 5.25 4.50 

Rank 2 4 5 3 1 6 

Advances to assets ratio 
Avg. 59.98 49.69 60.50 63.51 63.98 60.27 

Rank 5 6 3 2 1 4 

Govt. Securities to Total Investment 
Avg. 62.35 35.02 76.80 54.57 79.09 79.93 

Rank 4 6 3 5 2 1 

Group 
Avg. 3.4 3.2 3.0 3.8 3.0 4.2 

Rank 4 3 1.5 5 1.5 6 

 
FIG. 1 

 
INTERPRETATION  
It is also called Capital to Risk Assets Ratio or Ratio of bank’s capital to its risk. Bank's CAR can be tracked by national regulators to ensure that it can absorb a 
reasonable amount of loss and complies with statutory capital requirements. It is used to protect the depositors as well as promote the stability and efficiency of 
financial system. Two types of capital are measured: tier one capital, which can absorb losses without a bank being required to cease trading, and tier two capital, 
which can absorb losses in the event of a winding-up and so provides a lesser degree of protection to depositors. From the above table we can say that group 
averages of five sub-parameters of capital adequacy ratios HDFC and Punjab national bank are at the top position with group average of 3.00 and secured high 
rank, followed by ICICI Bank (3.32) and Axis bank (3.40), SBI (3.80) and Bank of Baroda (4.20) stood at the last position and score least rank due to its poor 
performance. 
2. ASSET QUALITY 

TABLE 2 

 Axis Bank ICICI Bank HDFC Bank SBI Bank Punjab National Bank Bank of Baroda 

Nat NPA to Net Advances Avg. 0.36 1.03 0.21 2.04 2.33 1.11 

Rank 2 3 1 5 6 4 

Net NPA to Total Assets Avg. 0.22 0.45 0.12 0.98 1.41 0.64 

Rank 2 3 1 5 6 4 

Total Investments to Total Assets Avg. 30.64 38.19 26.32 24.94 25.90 19.48 

Rank 5 6 4 2 3 1 

Standard Advance to Total Advances Avg. 69.83 70.64 55.47 37.09 43.67 42.09 

Rank 2 1 3 6 4 5 

Group 
Avg. 2.75 3.25 2.25 4.5 4.75 3.50 

Rank 2 3 1 5 6 4 
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FIG. 2 

 
INTERPRETATION  
An asset quality rating is a review or evaluation assessing the Credit risk associated with a particular asset. It is high loan concentrations that portray undue risk to 
Credit union. 
The Investment policies and practices should be appropriate: 
 The investment risk factors compared to earnings and capital structure and 
 The market value of investments vs. book value of investments. 
The quality of all major assets must be considered in the rating. This includes Investments, loans; other real estate owned that could adversely impact a Credit 
union's financial condition. 
From the above analysis the group averages of sub-parameters of assets quality HDFC Bank has got top position with 2.25, followed by Axis Bank with 2.75, ICICI 
Bank 3.25, Bank of Baroda 3.50, SBI 4.50 and Punjab National Bank got 4.75 positioned last in terms of assets quality. 
3. MANAGEMENT EFFICIENCY 

TABLE 3 

 Axis Bank ICICI Bank HDFC Bank SBI Bank Punjab National Bank Bank of Baroda 

Business per Employee(cr) 
Avg. 12.93 7.51 7.91 9.49 11.83 16.27 

Rank 2 6 5 4 3 1 

Profit per employee 
Avg. 0.15 0.13 0.09 0.05 0.06 0.10 

Rank 1 2 4 6 5 3 

Credit deposit ratio 
Avg. 78.64 99.07 79.52 83.70 77.29 71.87 

Rank 4 1 3 2 5 6 

Return of net worth 
Avg. 18.66 12.50 19.28 12.88 16.09 18.30 

Rank 2 6 1 5 4 3 

group 
Avg. 2.25 3.75 3.25 4.25 4.25 3.25 

Rank 1 4 2.5 5.5 5.5 2.5 
 

FIG. 3 

 
INTERPRETATION  
Management Efficiency is the major indicator of condition and a key determinant of whether a Credit union possesses the ability to diagnose financial stress. The 
management efficiency assessment is not solely depending on the Current financial condition and will not be an average of the other component ratings. 
The management rating is based on ability to measure, identify, control and monitor the risks of the all activities, ensure its safe operations and compliance with 
applicable laws and regulations. A management practice addresses some of the following risks: liquidity, Credit, interest rate, transaction, strategic, compliance, 
reputation, and other risks. 
On the basis of group averages of 4 sub-parameters of Management Quality, Axis Bank is at the top position with group average of 2.25, followed by Bank of 
Baroda (3.25), HDFC Bank (3.25), ICICI Bank (3.75) and SBI (4.25), Punjab national bank(4.25) were at the last position due to its poor performance. 
4. EARNINGS QUALITY 

TABLE 4 

 Axis Bank ICICI Bank HDFC Bank SBI Bank Punjab National Bank Bank of Baroda 

Return on assets 
Avg. 1.73 1.63 1.85 0.77 0.94 0.94 

Rank 2 3 1 6 4.5 4.5 

Operating profits to total assets 
Avg. 3.15 2.75 3.28 2.05 2.37 1.88 

Rank 2 3 1 5 4 6 

Interest income to total income 
Avg. 79.27 57.88 83.01 81.59 89.65 88.29 

Rank 6 5 3 4 1 2 

Group 
Avg. 3.33 3.66 1.66 5 3.16 4.16 

Rank 3 4 1 6 2 5 
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FIG. 4 

 
INTERPRETATION  
The viability of a Credit union depends on returns on its assets, remain competitive, and increase capital. In evaluating earnings, it is not enough to review present 
and past performance alone. Future performance is of greater value, including performance under various economic conditions. Evaluating "core" earnings: the 
long-run earnings ability and the interrelationships with other risk areas such as Credit and interest rate. Key factors to consider when assessing the Credit union's 
earnings are: growth trends, stability of earnings, return on assets, Quality and composition of earnings, Adequacy of budgeting systems, Future earnings under a 
variety of economic conditions, Net non-operating income and losses. 
On the basis of group averages of 3 sub-parameters of Earnings Quality, HDFC Bank (1.66) is at the top followed by Punjab National Bank(3.16), Axis Bank(3.33), 
ICICI Bank(3.66), Bank of Baroda(4.16) and SBI(5.00) is at the last position due to poor performance.  
5. LIQUIDITY 

TABLE 5 

 Axis Bank ICICI Bank HDFC Bank SBI Bank Punjab National Bank Bank of Baroda 

Liquid assets to total assets 
Avg. 6.97 7.43 7.57 8.11 7.47 16.89 

Rank 6 5 3 2 4 1 

Govt. securities to total assets 
Avg. 19.12 13.15 20.21 13.43 15.60 20.48 

Rank 3 6 2 5 4 1 

Liquid assets to total deposits 
Avg. 9.39 13.52 10.14 10.51 9.03 19.64 

Rank 5 2 4 3 6 1 

Liquid assets to demand deposits 
Avg. 51.44 99.04 55.17 110.33 244.28 122.56 

Rank 6 4 5 3 1 2 

Group 
Avg. 5.0 4.25 3.5 3.25 3.75 1.25 

Rank 6 5 3 2 4 1 

 
FIG. 5 

 
INTERPRETATION  
Liquidity is also referred as Asset/liability management (ALM), which is the process of evaluating, controlling and monitoring balance sheet risk (interest rate risk 
and liquidity risk). A sound ALM process integrates profitability, strategic, and net worth planning with risk management. It reviews 
1. Interest rate risk sensitivity and exposure.  
2. Depends on volatile sources of funds.  
3. Availability of Current assets.  
4. Technical competence relative to ALM, including the management of cash flow, liquidity and interest rate risk. ALM includes liquidity risks, interest rate risks, 

reputation and strategic risks. 
On the basis of group averages of 4 sub-parameters of Liquidity, Bank of Baroda (1.25) is at the top followed by SBI Bank (3.25), HDFC Bank(3.50), Punjab national 
bank(3.75), ICICI Bank(4.25) and Axis Bank is at the last position. 
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TABLE 6: COMPOSITE RANKING (OVERALL PERFORMANCE): 

Bank C A M E L Avg. Rank 

Axis Bank 3.40 2.75 2.25 3.33 5.00 3.34 3 

ICICI Bank 3.20 3.25 3.75 3.66 4.25 3.62 4 

HDFC Bank 3.00 2.25 3.25 1.66 3.50 2.70 1 

SBI 3.80 4.50 4.25 5.00 3.25 4.16 6 

PNB 3.00 4.75 4.25 3.16 3.75 3.78 5 

Bank of Baroda 4.20 3.50 3.25 4.16 1.25 3.27 2 

 
FIG. 6 

 
In order to assess the overall performance of top banks in India, the composite rating has been calculated from the group ranking of the public and private sector 
banks in India for the period of 2011-2015and results are presented in the above table. On the basis of CAMEL model analysis, HDFC bank is ranked at top position 
with composite average of 2.70, followed by Bank Of Baroda (3.27), Axis Bank (3.34), ICICI Bank (3.62), Punjab National Bank(3.78) and SBI (4.16) were at the 
bottom most position. 
 

FINDINGS AND SUGGESTIONS 
In the process of evaluation of performance of various banks, I found that, different banks have obtained different performances with respect to CAMEL ratios. I 
suggested the following: 
 The HDFC Bank stood at top position by showing good performance in terms of capital adequacy, Asset quality and earning quality, but it needs to improve 

Management efficiency and Liquidity. 
 The Bank of Baroda stood at second position by showing good performance in terms of Liquidity and Management Efficiency, but it needs to improve Earnings 

quality and Capital adequacy. 
 The AXIS Bank stood at third position by showing good performance in terms of Management Efficiency and Asset quality but it needs to improve Liquidity 

and Capital adequacy. 
 The ICICI Bank stood at fourth position by showing good performance in terms of capital adequacy and Asset quality but it needs to improve Management 

efficiency Earning quality and Liquidity. 
 The Punjab National Bank stood at fifth position by showing good performance in terms of capital adequacy and earning quality but it needs to improve 

Management efficiency Asset quality and Liquidity. 
 The SBI Bank stood at last position by showing good performance in terms of Liquidity. But it needs to improve Management efficiency, Asset quality, capital 

adequacy and earning quality. 
Most of these banks, including HDFC, ICICI, Axis, and Bank of Baroda lie in a similar rank region. However, these banks' assets etc. vary a great deal and they cannot 
be judged solely based on the absolute values of the CAMEL ratios. Looking at the trend, we can say that private banks are growing at a faster pace than public 
sector banks. 
 

CONCLUSION 
In the process of evaluation of performance of various banks, our study concluded that, different banks have obtained different performances with respect to 
CAMEL ratios. The HDFC Bank and Punjab national Bank stood at top position in terms of capital adequacy. In terms of asset quality, the HDFC Bank was at top 
most position. In context of management quality, Axis Bank positioned at first. In terms of earnings quality, HDFC Bank, Punjab national Bank obtained the top 
position. The Bank of Baroda is ranked top in liquidity Criterion. The overall performance table shows that, HDFC Bank is ranked first followed by Bank of Baroda 
and Axis Bank. Most of these banks, including HDFC, ICICI, Axis and Bank of Baroda lie in a similar rank region. However, these banks' assets etc. vary a great deal 
and they cannot be judged solely based on the absolute values of the CAMEL ratios. Looking at the trend, we can say that private banks are growing at a faster 
pace than public sector banks. 
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ABSTRACT 
The study finds out that there is a direct link between education and personal hygiene procedure, the above finding shows that the hotel has good percentage in 
hygiene practices; this is because 49.98% of their staff has formal education in hotel management, and as a result they have good knowledge on hygiene, food 
hazard and kitchen hazard. If motivation from superior, and work environment (the heat factor) taken care of, it might improve the staying power, and indirectly 
the overall performance and the hygiene factor. On nature of work, majority of staff felt that they are working more and because of that they could feel the stress 
which might reflect in their hygiene practices. If this continues, staying power decrease, so does the cost of training new resource increase. 
 

KEYWORDS 
hygiene, food handler, motivation, parameters. 
 

INTRODUCTION 
he tourism industry, particularly the hotel and restaurant subsector is highly diversified in the types of businesses that operate under its auspices. Every 
catering business is different. There will be a different menu, different equipment, different systems of drinks dispense, and different methods of food 
preparation and service. 

A hazard ( 1page 2) is anything that could cause harm to the consumer. There are three main hazards that may arise with food served in catering premises. These 
are contamination of food by micro-organisms that cause food poisoning, Chemicals, foreign bodies like glass, metal, plastic, human hair. Of these, the most 
important hazard is likely to be harmful bacteria or other germs that may contaminate and grow in food. Every food handler will have different hazards depending 
upon the range of foods he prepares and the methods of preparation. Each handler must identify the possible hazards in his work he does. Food handler ( 2page 
4) is a person involved in a food business that handles or prepares food whether freshly made or convenience.  
 

OBJECTIVE 
To highlight the importance of hygiene that food handlers has to maintain as they have responsibility towards the health of the Public (guest visiting hotel).  
 

HYPOTHESIS 
Food handlers are also brought under the category (as public) as they are part of large society and ought to stay healthy and motivated. This paper attempts to 
find the hygiene practices followed, and factors affecting (food safety act 1990) (poor motivation, long working hours, poor working environment) Food handlers, 
which might invariably affect their out-put as they are directly involved in food production. The above statement is a hypothesis and it is not tested. 
 

RESEARCH METHODOLOGY 
SCOPE: This measure can be followed not only in hotels but also in varied food outlets such as: outdoor & event catering, mobile snack vehicles, motels, guest 
houses, fast food outlets, take ways and restaurants. In this study only food handlers were considered but in further study service staffs can be considered and 
research on level of training imparted can be probed. The correlation between the state (both physical and mental) of food handlers and their out put can be 
tested.  
Method of data collection: Questionnaire 
Sampling Design: Deliberate Sampling 
Sample Size: 15 out of total staff of 46(Kitchen staffs), selection criteria of sample is education, and experience – (it is the belief of the paper presenter that both 
education & experience, play an important role in better understanding and implementation of food hygiene practices)  
Parameters: Training to food handlers, following HACCP, purchase, storage and issuing of ingredients, adapting food and personal hygiene, Work environment of 
staffs, education levels of staffs. 
 

ANALYSIS AND FINDINGS 
TABLE I: LEVEL OF EDUCATION – (HOTEL MANAGEMENT) 

S.No Education Level No. of respondents % 

1 Craft 9 19.56 

2 Diploma 4 8.69 

3 Degree 10 21.73 

4 Others 23 50.00 

 Total 46 99.98 

Of 46 kitchen staffs only 15 staffs have formal education in hotel management, of which 6 staffs have finished craft level course, (entry level) 3 have completed 
diploma and 6 have completed degree, 50% have either completed degree, or higher secondary education. This is done to show the ease of imparting hygiene 
knowledge to staffs; degree level staff will have a better understanding of hygiene than craft or diploma qualified, though as they gain experience they will have 
a better understanding. 

TABLE II: EXPERIENCE LEVEL OF RESPONDENTS 

S.No Age No of respondents % 

1 0 – 2 years 12 26.08% 

2 2 – 5 years 19 41.30% 

3 5 – 10 years 10 21.73% 

4 Above 10 years 5 10.87% 

 Total 46 99.98 

                                                           
1 S.A.F.E. [Systematic Assessment of Food Environment] Available from British Hospitality Association, Queens House, London. 
2 S.A.F.E. [Systematic Assessment of Food Environment] Available from British Hospitality Association, Queens House, London. 

T 

http://ijrcm.org.in/


VOLUME NO. 7 (2016), ISSUE NO. 09 (SEPTEMBER)  ISSN 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 

http://ijrcm.org.in/ 

72 

Of 46 staffs 10.06% (05) were above has 10 years of experience and 21.73% has 3 to 5 years of experience, and 26.08% has 0 to 2 years of experience and 41.30% 
has 2 to 5 years of experience.  

TABLE III: WORK SCHEDULE & NATURE 

S.No  No. of respondents % 

1 My job requires quick work 5 10.86 

2 Have reasonable work load 3 6.52 

3 Often asked to work extra 18 39.13 

4 Work is stressful 20 43.47 

 Total 46 99.98 

Of 46 staffs 6.52 feel that they have reasonable work load, and 8.69% said that they have to be quick in their work, and 39.13% feel they were often to work extra 
and 43.47% feel their work is stressful.  

TABLE IV (A): WORK ENVIRONMENT: – TEMPERATURE INSIDE KITCHEN 

S.No  No. of respondents % 

1 Bearable 9 19.56 

2 Un-bearable 30 65.21 

3 Moderate 7 15.21 

 Total 46 99.98 

Of 46 staffs, 15.21% feel that temperature inside kitchen is moderate, and 19.56% feel that heat inside kitchen is bearable and 65.21% feel that it is too hot (above 
35*C)  

TABLE – IV (B): LIGHTING & EXHAUST 

S.No  No. of respondents % 

1 Excellent 29 63.04 

2 Good 11 23.91 

3 Moderate 5 10.86 

4 Inadequate 1 2.17 

 Total 46 99.98 

Of 46 staffs, 2.17% says that lighting and exhaust is inadequate, 10.86% feel lighting and exhaust is moderate, 23.91% feel that lighting & exhaust is good and 
63.04% lighting and exhaust is excellent. 

TABLE V: ADHERING PERSONAL & KITCHEN HYGIENE 

S.No  No. of respondents % 

1 Always follow 34 73.91 

2 Some times 12 26.07 

3 Not at all 0 0 

 Total 46 99.98 

Of 46 staffs, 73.91% says that always adheres to strict personal and kitchen hygiene practices, 26.07% says that they not very strictly follow personal and kitchen 
hygiene practices. 
Of 46 staffs 4.34% say they have inadequate knowledge of food and work place hazard, 4.34% says they have reasonable knowledge on both food and work place 
hazard, 26.08% has very good knowledge on both food and workplace hazard, and 12% say they have excellent knowledge on food hazard and work place hazard.  
 

TABLE VI: KNOWLEDGE OF FOOD HAZARDS & WORK PLACE HAZARDS 

S.No  No. of respondents % 

1 Excellent 12 26.08 

2 Good 30 65.22 

3 Moderate 2 4.34 

4 Inadequate 2 4.34 

 Total 46 99.98 

 
TABLE VII: SOURCE OF MOTIVATION 

S.No  No. of respondents % 

1 by superiors 04 8.69 

2 by co-workers 11 23.91 

3 by colleagues 26 56.52 

4 Self-motivated 05 10.86 

 Total 46 99.98 

Of 46 respondents, 8.69% has been motivated by their immediate superiors, 10.86% has been self motivated and 23.91 has been motivated by their co-workers 
(from other departments), and 56.52 has been motivated by their colleagues in their own department.  

 
TABLE VIII: HACCP TRAINING 

S.No  No. of respondents % 

1 Formally trained in HACCP 02 4.34 

2 Studied while on course 14 30.43 

3 Trained while on the job 30 65.21 

 Total 46 99.98 

Of 46 staffs, 4.34% were formally trained in HACCP, while 30.43% acquired knowledge while doing their hotel management course and 65.21% received while they 
were on their job. 
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TABLE IX: PURCHASE, STORAGE AND PRODUCTION SCHEDULE 

S.No Parameters Poor good excellent 

1 Purchase and delivery Reputed supplier 0 3  

2 Storage – correct temperature 0 3  

3 Production – proper cooking method & temperature 0 3  

4 Production – kitchen hygiene 0  4 

5 Production – cooling – rapidly 0 3  

6 Reheating – 75*c 0 3  

7 Hot holding – 63*c 0 3  

Likert – type scale is used to rate, range is 1 to 5: 1 for poor, 3 for good, greater than three is excellent. 
For this the staffs were asked to rate separately the above said parameters, and almost all have rated 3 on the scale of 5 for purchase, delivery, storage, production, 
reheating and holding techniques. Kitchen hygiene was give maximum of 4 on a scale of 5. 
 

FINDINGS 
 49.98% have formal education in hotel management which is almost half of the total strength of kitchen, and this help in educating the importance of 

hygiene. The staying power of kitchen staff is less when compared to the total strength, which means the management has spent extra time resources on 
tuning them up to their standard, which might have an impact on hygiene standards. 20% of staff says their work is stressful, this could be the reason for 
poor staying power, and 39.13% say they are often asked to work extra than the normal schedule, which also could be the reason staff with low staying 
power.  

 Work environment another area to be looked as 65.21% say heat inside kitchen is un-bearable or hot; this is an area of consideration as this is suitable for 
the growth of pathogens, but staff has voiced positive note on storage, reheating and food holding pattern on a positive note. In a scale of ten they have 
given a rating of 3 out of 5. 

 On adhering to personal hygiene practice, 73.1% have strict practice of following hygiene procedures which is related directly to the education level of 
employees; this will have positive impact on control of pathogens and food poisoning. Similarly, knowledge of food hazard and kitchen hazard is good, as 
65.22% and 26.08, has excellent knowledge on both. 

 Motivation from superior is poor, it stands at 4%, and colleagues and coworkers post better picture, if motivation from superior can be increased it might 
increase the staying power of staffs and hotel might reduce its time on training in HACCP and hygiene practice. 

 

CONCLUSION 
There is a direct link between education and personal hygiene procedure, the above finding shows that the hotel has good percentage in hygiene practices; this is 
because 49.98% of their staff has formal education in hotel management, and as a result they have good knowledge on hygiene, food hazard and kitchen hazard. 
If motivation from superior, and work environment (the heat factor) taken care of, it might improve the staying power, and indirectly the overall performance and 
the hygiene factor. On nature of work, majority of staff felt that they are working more and because of that they could feel the stress which might reflect in their 
hygiene practices. If this continues, staying power decrease, so does the cost of training new resource increase. 
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ABSTRACT 

Profitability and risk are very important to determine the financial condition and performance of a firm. Again profitability and risk have same direction; in order 
to have greater profitability, we need to take greater risk. But in practice a firm must accomplish a minimum risk to achieve maximum profitability. This paper 
makes an attempt to provide an insight into the profitability performance of MRF in comparison to risk. The study is based on secondary data collected from 
published annual reports cover a twelve years’ period from 2003 to 2014. The available data have been analyzed by using important profitability ratios and risk 
factor. Profitability ratios are ranked and selected into a uniform boundary to compare their performance with risk. 
 

KEYWORDS 
profitability, risk Factor, trade-off. 
 

1. INTRODUCTION  
rofit is a very good indicator of business performance; every business must earn sufficient profits to sustain the operations of the business and to fund 
expansion and growth. It is difficult for a business to breathe well without profit. It may be regarded as a mirror of the performance of business activities. 
In short, profit is the legitimate object of an enterprise form the shareholder. Accountant ascertain profits, is not only a reliable measure of efficient per-

formance by means of production resources. But also, means of measuring the progress of the business and of indicating when and whole corrective action, if 
necessary shall be taken. The management of a business firm has to take some vital managerial decision like further development, raising of an additional finance 
and dilemma dividend payments etc. and for this purpose the management very much rely-upon the profitability of the business firm.  
On the contrary risk is the “effect of uncertainty on objectives”. It can be seen as relating to the profitability of uncertain future actions. Risk analysis is the 
technique of defining the analyzing the threats posted to businesses by adverse dealings. Financial deals which creating a proper outline to maximize profits at a 
given level of risk. In pursuing this balance, the firm must develop controls over the flows of funds while allowing sufficient flexibility to respond to changes in the 
operating environment. Thus, the firm must manage a tolerable risk so as to achieve maximum profitability. 
 

2. COMPANY SNAPSHOT 
Since 1984, MRF Tyres has consistently been chosen by almost every major car manufacturer in India. MRF is the one of the biggest company in the Indian tyre 
industry. The company manufactures the largest range of tyres in India and with the largest market share in almost every segment of the tyre industry. The 
company’s six manufacturing facilities are located at southern part of the country. At present MRF export tyres to over 65 countries. It is the first tyre company in 
India to achieve a turnover of Rs. 5,000 Crore. In fact, its gross revenues crossed the Rs. 10,000 Crore mark in financial year 2010-11. It also has one of the highest 
Net Profit growth rates over the last 5 years. During 2015 the company plant to invest Rs. 4,500 Crore in Tamil Nadu over next seven years as part of expansion 
plan and will soon sign a pact with the state government in this regard.  
 

3. OBJECTIVES OF THE STUDY 
The study is being done with the following objectives: 
(1) To examine the profitability position of the company over the study period. 
(2) To measure the risk factor of the company during the period of study.  
(3) To know the association between profitability and risk. 
 

4. EXPERIMENTAL DETAILS  
The study is concerned with the twelve years’ data on MRF Ltd. for a period of (2003-2014). The data is of secondary in nature and is obtained from various 
published reports. The available data has been analyzed through various profitability ratios and drawing out the profitability position of the said company. Statis-
tical tool Rank correlation has been applied by ranking the observations. Further, statistical t-test has been applied to test the hypothesis and draw conclusions.  
 

5. RESULTS AND DISCUSSION 
PROFITABILITY ANALYSIS 
The profitability of the enterprise is popularly measured with the help of financial ratios conveying quantitative relationship between two variables considered for 
the purpose. The gross profit ratio indicates the limit beyond which sales are not tolerated to fall. A high ratio of gross profit to sales is a symbol of good manage-
ment for the firm. Similarly operating ratio determines the operational efficiency of the management. Higher operating ratio indicates that the firm has got enough 
margins to meet its non operating expenses well as to create reserve and pay dividends. Alternatively, net profit ratio indicates the efficiency of management to 
operate the firm successfully in relation to earned revenues and all types of costs associated with it at a reasonable level of risk and uncertainty. The high net profit 
ratio ensures good return to the owners. Simultaneously return on capital employed explains the overall utilisation of fund by a business. It reveals the efficiency 
of the business in utilisation of funds entrusted to it by, share holders, debenture-holders and long-term liabilities. While Return on Networth indicates how 
profitably the shareholders' fund or net worth has been utilized by the enterprise. It is an important yardstick to judge the performance of a firm for the equity 
shareholders.  
The theoretical model of Profitability analysis is given as follows: 
 

Independent Variables Dependent Variable 

Gross profit Ratio  
Profitability Performance of the company Operating Profit Ratio 

Net Profit Ratio 

Return on Capital Employed 

Return on Net Worth 

 
  

P 
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Table no. 1 depicted the consolidated profitability position of MRF Ltd from 2003 to 2014 
 

TABLE 1: CONSOLIDATED PROFITABILITY POSITION OF MRF LTD. 

 
Year 

Operating 
Profit 

Gross 
Profit 

Net 
Profit 

ROCE RONW  
Total 
 

Ultimate 
Rank 

Rate R* Rate R* Rate R* Rate R* Rate R* 

Sep '03 10.05 7 8.53 4 5.36 4 13.57 8 16.67 8 31 8 

Sep '04 7.70 10 7.08 8 1.11 12 10.33 10 3.98 12 52 10 

Sep '05 5.86 12 5.66 10.5 1.35 11 5.03 12 5.35 11 56.5 12 

Sep '06 6.88 11 5.66 10.5 2.13 10 8.50 11 9.69 10 52.5 11 

Sep '07 10.24 6 9.21 3 3.89 8 18.97 6 17.42 7 30 7 

Sep '08 8.65 8 5.30 12 2.80 9 13.11 9 12.66 9 47 9 

Sep '09 12.42 3 8.03 6 4.50 7 27.88 2 18.82 6 24 4 

Sep '10 11.20 4 7.71 7 4.74 6 22.01 5 20.93 3 25 5 

Sep '11 8.37 9 5.82 9 6.37 3 15.21 7 26.95 1 29 6 

Sep '12 10.64 5 8.09 5 4.82 5 22.09 4 20.02 4 23 3 

Sep '13 14.56 2 11.48 1 6.61 2 28.04 1 22.00 2 8 1 

Sep '14 14.60 1 11.40 2 6.80 1 24.79 3 19.87 5 12 2 

Source: Compiled from the www.economicstime.com (R* = Rank) 
The ratios are ranked in the order of their influence on Profitability. The higher the ratio; the greater is the Profitability. Further, the ultimate rank has been 
considered from the total of the ranks of ratios. The ultimate ranking has been completed on the principle that the lower the aggregate of the individual ranks, 
the more profitable is the liquidity position and vice versa.  
RISK ANALYSIS 
This risk is generally measured with the help of financial ratios. It is to be noted that there are no prescribed accounting ratios for risk evaluation. Some specific 
index value methods are also followed to determine the risk. Risk factor helps to know about the financing of the current assets through long term funds after 
fixed assets are financed in full. In this study we use the following formula for measuring non-insurable risk of MRF: 
 

Rk = {(Ej + Lj) – Aj} ÷ Cj 

Where,  
Rk = Risk Factor,  
Ej = Equity + Retained Earnings,  
Lj= Long term Loans,  
Aj = Fixed Assets and  
Cj = Current Assets. 
Implications of Risk Factor (Rk): 
(i) Rk = 0: indicates the firm is using the aggressive policy and normally the profitability would be high. 
(ii) Rk = 1: indicates the firm is using the conservative policy and normally the profitability would be low.  
Table no. 2 depicted the data relating to the risk factor, its ranking order, and the type of policy adopted by the company during the study periods. The following 
mentioned table indicates that the Rk values were found neither closed to 0 nor closed to 1; hence this parameter clearly reveals a moderate level of risk policy. It 
indicates standard profitability situation.  

TABLE 2: CALCULATION OF RISK FACTOR IN RANKING ORDER 

 
 
Year 

(in Rs. Cr.)  
Risk Factor (Rk) 
 

 
 
Rank 

Equity 
+ 
Retained Earnings (Ej) 

Long-Term Loans (Lj) Fixed Assets (Aj) Current Assets (Cj) 
 

Sep '03 704.20 191.73 398.47 839.69 0.59 12 

Sep '04 723.41 166.32 419.22 917.00 0.51 6 

Sep '05 754.05 299.57 536.81 1,061.63 0.48 5 

Sep '06 824.29 309.65 649.67 1,158.02 0.41 1 

Sep '07 986.15 395.55 656.75 1,318.14 0.54 10 

Sep '08 1,120.79 634.29 866.55 1,696.39 0.52 7.5 

Sep '09 1,361.42 189.75 933.56 1,290.10 0.47 4 

Sep '10 1,690.68 541.95 1,328.91 1,974.44 0.45 3 

Sep '11 2,297.77 1,209.30 1,971.38 2,890.09 0.53 9 

Sep '12 2,857.80 1,433.34 2,913.80 3,160.78 0.43 2 

Sep '13 3,645.14 1,259.92 2,969.54 3,682.24 0.52 7.5 

Sep '14 4,517.64 1,390.87 3,428.69 4,215.84 0.58 11 

Source: Compiled from the www.economicstime.com 
TRADE OFF BETWEEN PROFITABILITY AND RISK 
Table no.3 exhibits that the correlation coefficient between two series of ranks is called ‘Rank Correlation Coefficient’(r) and it is -0.15. Spearman’s Rank Correlation 
uses rank rather than actual observation and makes no assumption about population from which actual observations are drawn. Hence the profitability and risk 
are negatively associated but the degree of relationship is low. Again the null hypotheses drawn state that profitability and risk of the firm are negatively correlated 
which is tested by using student’s t test for confirming the association between the risk and profitability. Calculated ‘t’ value of ‘r’ at 0.05 level of significance and 
(n - 2) degree of freedom is -0.480 where as the table value of t is 1.812. As the calculated value is less than the critical value, the null hypothesis is accepted. Thus, 
it can be said that the profitability and risk are negatively correlated.  
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TABLE 3: RISK AND PROFITABILITY: THE RELATIONSHIP (using rank correlation) 

Year Ranking of Profitability Ranking of Risk Factor 

Sep '03 8 12 

Sep '04 10 6 

Sep '05 12 5 

Sep '06 11 1 

Sep '07 7 10 

Sep '08 9 7.5 

Sep '09 4 4 

Sep '10 5 3 

Sep '11 6 9 

Sep '12 3 2 

Sep ‘13 1 7.5 

Sep ‘14 2 11 

‘r’ - 0.15 (Low negatively correlated) 

‘t’ value of ‘r’ - 0.480 

Source: Calculations are done using MS Excel. 

6. CONCLUSION 
The overall profitability position showed a mixed performance over the study period. The ranking of profitability ratios denotes that during the year 2013 the 
company enjoyed the highest profitability and the poorest profitability was recorded in 2005. The index value of risk factor is not satisfactory over the study period. 
However, the highest risk was recorded during the year 2003. It is practical that there is a low degree of negative association between profitability and risk. Further, 
the profitability and risk of the firm are also negatively correlated.  
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ABSTRACT 

Culturally, the Indian people have a great fascination for gold. It should be recognized that in India, in common with other Asian Countries, gold has a very important 
role in our cultural heritage. Gold is considered as a commodity, and not a product. Any form of gold is equal to any other form of gold. It is viewed to be homogenous 
and indistinguishable, having no brand or expiry date. As a result, gold demand is not price-elastic. Rather it is prosperity elastic - that is, increments in household 
income are generally matched by purchases of more gold. The Research paper studies the effectiveness of Integrated Marketing Communication on different brands 
of Gold jewellery in Kerala, by taking Thrissur, the Gold Hub of Kerala as a case study. From the research it was found that Integrated Marketing Communication 
plays a significant role in Gold jewellery and brand recall. In the study, survey method is used to collect the primary data through a well designed questionnaire. 
Questionnaire method helps in fulfilling several purposes like measurement, descriptions and drawing inferences. The results are compared and analysed using 
percentage analysis. 
 

KEYWORDS  
advertisement, gold, integrated marketing communication, jewellery, marketing, promotion. 
 

INTRODUCTION 
old, known by its chemical name AURUM has got the meaning”Shining Dawn”. The word GOLD has been derived from old English word GELO meaning 
Yellow; the reason for calling it yellow metal. Passion for jewellery is legendary. It is reflected in numerous customary occasions where it is not only 
considered auspicious but mandatory to gift ornaments crafted in gold. People buy gold for reasons such as marriage, savings, investment, traditional 

value, emergency purposes, individual investment strategies and risk tolerances. In Peter Bernstein’s book” Power of Gold”, the story of gold is described as “The 
History of an Obsession”. In 1990, the three main policy changes led to plentiful supply of legal gold in the country namely  
(i) Repeal of Gold Control Act  
(ii) Grant of permission to non-resident Indians to bring in upto 5kg -10kg gold 
(iii)  Provisions in Foreign Exchange Regulation Act. These measures opened up the industry. India’s gold demand was 842.7 tonne in 2014. 
 

REVIEW OF LITERATURE 
A literature review is the critical analysis of a segment of a published body of knowledge through summary, classification and comparison of prior research studies, 
and theoretical articles. The aim of literature review is to show that "the writer has studied existing work in the field of insight". A good literature review presents 
a clear case and context for the study that makes up the rest of the thesis. It raises questions and identifies areas to be explored. Previous studies and articles 
written are reviewed in order to gain insights for the research done in the particular topic. It also analyzes, what impact the study will have on the selected topic. 
The following information have been collected from various articles and journals related to the topic of study: 
According to World Gold Council (2014) festival buying, bridal demand and general upswing in economic sentiments has led to 8% growth in jewellery in 2014 
compared to 2013.  
According to Prateek Maheshwari, Nitin Seth, Anoop Kumar Gupta (2014) in the article “Advertisement Effectiveness: A Review and Research Agenda” says that 
in today’s competitive and dynamic business scenario organizations are witnessing tremendous pressure on account of increased competition, increased customer 
participation and increased consumer responsiveness. Organizations are struggling to the maximum to find ways to deliver the best to customers compared to 
their competitors. 
Marketing communications is a management process through which an organization enters into a dialogue with its various audiences. Based upon an understand-
ing of the audiences’ communications environment, an organization develops and presents messages for its identified stakeholder groups, and evaluates and acts 
upon the responses received. The objective of the process is to (re) position by influencing the perception and understanding of the organization and or its products 
and services, with a view to generating attitudinal and behavioral responses’. (Fill2002). Organizations use an increasing variety of marketing communications 
tools and media in order to convey particular messages and encourage customers to favour their brand or products. This include advertising, direct marketing, 
personal selling, public relations etc. It was found that respondents closely watch the advertisements when their preferred celebrity is appearing in the television 
advertisement. It is also found that the reach of the product message and brand recall are very high in case of celebrity advertisements. 
 

STATEMENT OF THE PROBLEM  
The role of Integrated Marketing Communication is divided into four namely: 

 Differentiation- to differentiate or to make a product or brand different from its competitors  

 Remind- to encourage the customers to think about your product as and when required 

 Inform- to provide necessary information for the customers 

 Persuade- to force the customers to take an action favourable to your brand 
In the present scenario, jewellery owners are promoting their product through several medias of advertising to establish and expand their market. Integrated 
Marketing Communiucation is necessary so that consumers know about the introduction of the product, its usefulness, availability, novelty, versatility, offerings, 
purity etc. In this context, the researcher felt a need to identify the influence of Integrated Marketing Communication among the public and how to materialize 
the same. 
Thus, it becomes important for the merchants to know the changing preferences of customers. As gold is preferred for all occasions, it is viewed that there is still 
more scope for this business. Jewellery is a very vast field to study upon because for every culture and religion we have different style of jewellery. Consumer 
buying behaviour keeps on changing. Consumers are better informed and have more choices about how they spend their money than ever before. They want 
experiences and products that satisfy their deepest emotional needs, sold to them in the most innovative ways. This forces the researcher to study the different 
promotional aspects of gold jewellery, the effectiveness of Integrated Marketing Communication in gold jewellery, perception of the customers and finally suggest 
ways to stay in touch with them. 
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SCOPE OF THE STUDY  
Gold has been the most valued metal from the earliest stages of human progress and civilization. The lure of gold has been a universal and almost timeless 
phenomenon cutting across castes, classes, creeds and colours. Gold is considered as the only metal whose supply will never exceeds its demand. Traditionally, 
India is the largest market for the yellow metal. The jewellery demand in India rose to 662 tonne in 2014 from 612.7 tonne in 2013. But in contrast, the investment 
demand slided to 180.6 tonne in 2014 from 362.1 tonne in 2013. Analysts say that bullish equity market and volatility in gold prices kept the investors away from 
the yellow metal. 
Now countries like China, Turkey and Singapore are witnessing good demand for gold and are emerging as mature markets. India being a major consumer of gold 
should take steps and come out with a gold policy to take advantage of this shift. 
 

FIGURE 1.1: AMOUNT OF GOLD RECYCLED IN INDIA (in tonne) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

FIGURE 1.2: DEMAND FOR JEWELLERY (in tonne) 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

FIGURE 1.3: GOLD DEMAND IN INDIA (in tonnes) 
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TABLE 1.1: WORLD TOTAL DEMAND FOR GOLD 

Year Quantity demanded 

2014 3216.6 tonnes 

2013 4150.1 tonnes 

Source: Business Line, January 2015 
 

FIGURE 1.4: WORLD TOTAL DEMAND FOR GOLD 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This study seeks to measure the impact of marketing strategies on the gold ornament market of Kerala and probe the management of the gold ornament market 
effectively by employing new marketing strategies. The study covers the views expressed by various informants representing customers across various geograph-
ical and demographical spectra. It is expected that this study will enable the jewellery merchant to device plans, polices and strategies more successfully in the 
gold ornament market in order to attain their target. 
The relevance of the topic is that it contributes much to understanding of the business of gold and its ornaments in Kerala. Further, the state of Kerala is a big 
consumer of gold which has much social significance. A study in this line has not been made to researcher’s knowledge. 
GOLD BUSINESS IN THRISSUR 
The city of Thrissur happens to be the hub of the gold trade in the state of Kerala. It is mentioned as the Bee-hive of gold manufacturing which has got a monopoly 
in the art of gold ornament making. Thrissur accounts for almost 30% of all the jewellery made in the country Thrissur is one of India’s newest boom town. It is 
the first Gold Town in Kerala. There are around 3000 manufacturing units in Thrissur which employs around 50,000 artisans. There is an estimated 700 jewellery 
outlets in Thrissur district. Venginissery, Chiyyaram, koorkkanchery, Vallachira, Perinchery are some of the signifant places for Gold business in Thrissur. This is the 
reason behind choosing the sample from Thrissur district in Kerala as the researcher feels that a major chunk of the Gold industry in Kerala can be represented by 
samples from Thrissur. 
INTEGRATED MARKETING COMMUNICATION 
Integrated Marketing Communication is the concept of building and reinforcing mutually profitable relationships with employees, customers, stakeholders and 
general public by developing and co-ordinating strategic communications program that enables them to make constructive contact with the company/ brand 
through a variety of media. The marketer sets objectives based on an understanding of the customer or prospect and on what needs to be communicated. All 
forms of marketing are turned into communication and all forms of communication into marketing. To implement IMC process, the marketer starts with the 
customer and works back to the brand. Direct marketing and sales promotion are integral elements in most IMC programs. In direct marketing, the marketer builds 
and maintains a database of customers and prospects and uses a variety of mediums for communicating with them directly to generate a response or a transaction. 
Advertisers and agencies now realize that they can’t do the job with one medium. Further, databases are accessible and affordable to every size business, and 
they let companies choose the prospects they can serve most effectively and profitably. The different methods of Integrated Marketing Communication are Direct 
Marketing, Direct Sales, Personal Selling, Direct mail, Sales Promotion etc. 
 

OBJECTIVES OF THE STUDY  
1. To have an in-depth understanding of the effectiveness of Integrated Marketing Communication in the creation of brands of Gold jewellery in Kerala. 
2. To identify the most influential method of promotion of Gold jewellery. 
3. To analyse the customer perception of various brands of gold jewellery. 
 

RESEARCH METHODOLOGY 
The methodology used in the research is Analytical and Empirical in nature. The required information has been collected with the help of primary and secondary 
sources. To evolve an appropriate methodology for the study and to formulate a conceptual frame work for the study, the secondary data were immensely helpful. 
For this purpose, various secondary sources were used like different journals including Harvard Business review, European Journal of Marketing, Indian journal of 
marketing, Journal of Advertising research, Advertising& Marketing etc. Different books dealing with gold, newspapers like The Hindu Business line, Economic 
times etc were also used. A careful review of literature has helped the researcher to collect and synthesize prior studies and to discover the important variables 
relevant to the problem. 
The primary data was collected using survey method with the help of a structured questionnaire. The respondents were randomly selected for the study.  
 

LIMITATIONS OF THE STUDY 
Most of the primary data required for the study have been collected from sample respondents based on the sample survey method. As such, it is subject to the 
normal errors inherent due to the natural bias in the responses by respondents. Even though utmost care has been taken in verifying the reliability of the data, 
the probability of such errors cannot be completely ruled out.  
The accuracy of the primary data collected depends upon the authenticity of the information provided by the respondents based on the questionnaire.  
The samples were drawn from Thrissur district which may not entirely represent the population of Kerala. 
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ANALYSIS AND PRESENTATIONS 
IDENTIFICATION AND MEASUREMENT OF CUSTOMER PREFERENCE TOWARDS JEWELLERY RETAILER 
Out of the 50 respondents, about 38% preferred Bhima jewellers as their most preferred one. Their preference for Bhima jewellery was mainly because of the 
Purity of gold at Bhima. The main attribute that people look for in gold is the purity factor. In the survey, about 46% of the respondents consider purity as the most 
important factor for choosing their favourite jewellery. Malabar Gold and Kalyan Jewellers scored 18% and 16% respectively when people were asked to select 
their most preferred jewellery. Joy Alukkas and Josco shared 12% each according to customer preference. 16 out of 50 respondents valued the design of their gold 
jewellery as the most important factor when they buy gold. Advertisements also played its role of about 20% as the reason for attracting people towards their 
favourite jewellery. It has been found that proximity does not play any role in selection of the most preferred jewellery. Only 2 % preferred customer service as 
one of the factor affecting the selection of the preferred jewellery. 
 

TABLE 1.2: CUSTOMER PREFERENCE OF JEWELLERY OUTLETS 

Jewellery retailer Respondents Percentage 

Kalyan jewellers 8 16% 

Joy Alukkas 6 12% 

Malabar Gold 9 18% 

Bhima jewellers 19 38% 

Josco jewellers 6 12% 

Others 2 4% 

Total 50 100% 

Source: Primary data 
 

FIGURE 1.5 

 
 

TABLE 1.3: REASONS FOR JEWELLERY PREFERENCE 

Reasons Respondents Percentage 

Purity 23 46% 

Design 16 32% 

Customer service 1 2% 

Proximity 0 0% 

Advertisement 10 20% 

Total 50 100% 

Source: Primary data 
 

FIGURE 1.6 
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RELATIONSHIP BETWEEN INTEGRATED MARKETING COMMUNICATIONS AND BRAND PREFERENCE 
When the survey was conducted it was identified that majority of the respondents rated Kalyan jewellers’ advertisement as the highest. Kalyan jewellers is always 
in limelight by introducing eye catching ads by endorsing Amitabh Bachchan, Manju Warrier, Aishwarya Rai Bachan and Prabhu as its brand ambassadors. They 
were the first jewellery in India to open up five showrooms in Kerala on the same day. A foreign investment company called Warburg Pincus have invested 1200 
Crore in Kalyan jewellers in 2014.They are planning to spend upto 800 crore on expansion in order to set up 22 outlets in 2016. At present the jeweller has 77 
stores in India and abroad. It expects a turnover of about 10,000 crore in 2015. The famous tagline of kalian jewellers “Vishwasam Adalle Ellam” was selected as 
the best tagline which got the highest rating. 
 Malabar Gold advertisement was rated second by the respondents whose brand ambassadors were Mohanlal, Kareena Kapoor and presently Kajal Agarwal. There 
was high rating for its tagline “Celebrate the beauty of life” which stood in the second position next to the tagline of Kalyan jewellers. Joy Alukkas which is a family 
run gold retailer holds third place in terms of it’s advertisements and tagline “World’s favourite jeweller”. Even though Bhima jewellers were rated as the most 
preferred jewellery among the respondents, their advertisements were not much convincing and eye catching for the customers. They need to concentrate on 
Integrated Marketing Communication to improve their customer base to cope up with the neck to neck competition with Kalyan Jewellers, which spends a huge 
amount of money for Integrated Marketing Communications. 
IMPACT OF BRAND AMBASSADORS AND PROMOTIONAL SCHEMES TOWARDS LIKING OF A JEWELLERY 
It has been found from the research that there is not much significance of brand ambassadors towards liking of a particular jewellery. Out of the 50 respondents, 
35 said that they are not influenced by brand ambassadors for generating liking towards a particular jewellery. Among the rest 15 respondents whose selection of 
jewellery is being influenced by brand ambassadors, Manju Warrier followed by Kareena Kapoor were the most preferred endorsers representing Kalyan jewellers 
and Malabar Gold respectively. 
It was surprising to see that there was an equal proportion of respondents in the ratio 25: 25 who preferred promotional schemes offered by jewellery outlets and 
those who don’t. Reduced making charges and advance booking to avail the best possible price were rated the highest among the promotional schemes put forth 
by jewellery retailers. 12 % of the respondents liked exchange of old gold for new gold as their preferred promotional scheme. This particular scheme is available 
in Joy Alukkas outlets during January- March 2015. 
IMPACT OF INTEGRATED MARKETING COMMUNICATION ON BRAND RECALL 
When the survey was conducted, 62% of the respondents said that advertising plays a major role in brand preference of jewellery. Television followed by Word of 
mouth publicity were the highly rated medium of advertising for promotion. When the respondents were asked to rate the tagline of various jewellery outlets, 
the famous tagline of Kalyan Jewellers “Vishwasam Adalle Ellam” was rated the highest. Malabar Gold’s tagline “Celebrate the beauty of life” and Joy Alukkas’ 
tagline “World’s favourite jeweller” holds the second and third positions respectively in terms of tagline rating. 82 % of the respondents said that tagline helped 
them in brand recall of the particular jewellery. About 74% of the respondents said that they used to refer about their favourite jewellery to others. 
 

TABLE 1.4: INFLUENCE OF BRAND AMBASSADORS IN JEWELLERY PREFERENCE 

Influence of brand ambassadors Respondents Percentage 

Yes 15 30% 

No 35 70% 

Total  50 100% 

Source: Primary data 
 

TABLE 1.5: INFLUENCE OF VARIOUS SCHEMES ON PURCHASE OF JEWELLERY 

Influence of schemes on purchase Respondents Percentage 

Yes 25 50% 

No 25 50% 

Total 50 100% 

Source: Primary data 
 

TABLE 1.6: RELATIONSHIP BETWEEN ADVERTISING AND BRAND PREFERENCE 

Influence of advertisement Respondents Percentage 

Yes 31 62% 

No 19 38% 

Total 50 100% 

Source: Primary data 
 

TABLE 1.7: INTEGRATED MARKETING COMMUNICATION INFLUENCING BRAND PREFERENCE 

Medium of advertising Respondents Percentage 

Television 22 70.96% 

Newspaper 0 0% 

Hoardings 1 3.22% 

Pamphlets 0 0% 

Word of mouth 8 25.80% 

Total 31 100% 

Source: Primary data 
 

TABLE 1.8: RELATIONSHIP BETWEEN TAGLINE AND BRAND RECALL 

Influence of tagline in brand recall Respondents Percentage 

Yes 41  82% 

No 9  18% 

Total 50  100% 

Source: Primary data 

FINDINGS 
 Out of the 50 respondents, about 38% preferred Bhima jewellers as their most preferred one. Their preference for Bhima jewellery was mainly because of 

the Purity of gold at Bhima. 

 In the survey, about 46% of the respondents consider purity as the most important factor for choosing their favourite jewellery. 

 When the survey was conducted it was identified that majority of the respondents rated Kalyan jewellers’ advertisement as the highest. 

 In the survey, 62% of the respondents said that advertising plays a major role in brand preference of jewellery. 

 Television followed by Word of mouth publicity were the highly rated medium of advertising for promotion. 

 The famous tagline of Kalyan Jewellers “Vishwasam Adalle Ellam” was rated as the highest by the respondents. 
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 82 % of the respondents said that tagline helped them in brand recall of the particular jewellery.  

 About 74% of the respondents said that they used to refer about their favourite jewellery to others. 
 

CONCLUSION 
Integrated Marketing Communication is the concept of building and reinforcing mutually profitable relationships with employees, customers, stakeholders and 
general public by developing and co-ordinating strategic communications program that enables them to make constructive contact with the company/ brand 
through a variety of media. The survey was done through questionnaire method where 50 respondents were chosen from whom the required data was collected. 
Thus, from the survey it was found that Integrated Marketing Communication plays a major role in brand preference of gold jewellery. It also helped to identify 
the most influential method of promotion of Gold jewellery. The survey helped to throw light upon the customer perception of various brands of gold jewellery. 
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ABSTRACT 

Profitability is a set of financial indicators that are used to measure a business's ability to generate income as compared to its expenses incurred during a specific 
period of time. The profitability of a company is a major concern for the management as well as the stakeholders because it finds out the rate of return and makes 
the business comparable to the industry as well as its own past. To ascertain the relative profitability standing of a firm, its financial performance and profitability 
ratios are compared with its immediate competitors. The technique reveals much about the company and its operation by using it with care and imagination. This 
paper makes an attempt to provide an insight into the profitability performance of leading cement manufacturers in India. It also makes an endeavour to observe 
and test the inter firm’s industry position. Profitability ratios are ranked and selected into a uniform boundary to compare their performance. The study is based on 
secondary data collected from published annual reports cover a five years’ period (2010-15). The available data have been analyzed by using important profitability 
ratios. 
 

KEYWORDS 
financial performance, profitability.  
 

INTRODUCTION 
ndia is the 2nd largest cement producer (285.83 MT) as well as consumer (280 MT) in the world followed by the China (Produced 2483.18 MT and Consumed 
2511 MT). As India’s current per capita consumption of cement (190 kg as of March 2015) is much lesser than the developed and other developing economies, 
so there is a significant business opportunity to cater to the unmet and rising demand.  

According to Business Standard, Ministry of External Affairs, TechSci Research, Ministry of External Affairs (Investment and Technology Promotion Division), With 
nearly 390 million tonnes of cement production capacity in 2015, India is the second largest cement producer in the world. By 2025, cement production will reach 
to 550 million tones. Of the total capacity, 98 percent lies with the private sector and the rest with public sector, with the top 20 companies accounting for around 
70 per cent of the total production. 209 large cement plants together account for 97 per cent of the total installed capacity, while 365 small plants account for the 
rest. 
According to Union Budget 2015-16, Emkay Global Financial Services, Presence of small and mid-size cement players across regions is increasing, which helps to 
diminish market concentration of industry leaders. A large number of foreign players have also entered the market owing to the profit margins, constant demand 
and right valuation. Cement companies will go for the global listings either through the FCCB route or the GDR route. India has joined hands with Switzerland to 
reduce energy consumption and develop newer methods in the country for more efficient cement production, which would help India meet its rising demand for 
cement in the infrastructure sector. As per the Union Budget 2015 – 16, there has been a boost for low – cost housing. Thrust on infrastructure development and 
Housing for All with 2 crore houses in Urban areas and 4 Rural areas is likely to revive the demand for cement sector. Housing sector is considered to drive the 
cement industries in India to a great extent, which held nearly 67 per cent of the total cement consumption in India. 
 

OBJECTIVES OF THE STUDY 
The main objective of the present work is to appraise the performance in respect of profitability on selected cement manufactures in India and its profitability 
ratios are compared with its immediate competitors. More specifically, it seeks to do well upon mainly the following issues: 
1. To assess the profitability position with the help of widely used financial ratios of the selected companies; 
2. To observe the profitability performance of companies under the study; 
3. To compare the performance of selected companies based on overall profitability. 
 

MATERIALS AND METHODS 
The present study is based on 5 listed cement manufacturing firms in India. The study covers a period of 5 years i.e. from 2010 to 2015. The industry level secondary 
data obtained from the audited balance sheets and profit & loss accounts and also the annual reports. The available data have been analyzed by using various 
Profitability indicators such as Operating Profit Margin, Net profit Margin, Return on Capital Employed, Return on Equity and Return on long term fund. An attempt 
has been made to measure the profitability performance of major cement manufacturers in the light of said financial indicators. 
 

RESULTS AND DISCUSSION 
The table-1 exhibits the list of 5 major players of cement industry considering their 6 profitability ratios. The estimated profitability ratios are ascertained on the 
basis of simple average value for the 5 successive financial years from 2010 to 2015. 
Table-1 contains the financial data of five cement manufacturing firms. 

 
TABLE 1: PROFITABILITY RATIOS OF MAJOR CEMENT COMPANIES 

Sl. No. Name of Company 
Avg. Operating Profit 
Margin (%) 

Avg. PBIT Mar-
gin (%) 

Avg. Net Profit Mar-
gin (%) 

Avg. ROCE 
(%) 

Avg. 
ROE(%) 

Avg. Return on Long Term 
Fund (%) 

1 UtraTech Cement 20.586 15.242 11.278 17.046 14.566 17.554 

2 ACC 15.932 10.664 9.564 17.936 13.594 17.946 

3 Ambuja Cements 20.408 14.262 13.068 18.852 13.246 18.852 

4 Shree Cement 25.172 11.646 10.894 17.758 16.814 19.26 

5 India Cement 15.712 9.42 1.892 7.448 2.164 8.404 

Serial Number has been done on the basis of Total Income during 2010-15. 

The industry shows significant variation across firms in terms of all Profitability ratios. 
1. OPERATING PROFIT MARGIN 
Operating Profit Ratio establishes the relationship between operating Profit and net sales. Higher operating ratio indicates that the firm has got enough margins 
to meet its non operating expenses well as to create reserve and pay dividends. It can be computed as follows: 

I 
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Operating Profit Ratio = Operating Profit / Sales × 100 
 

FIGURE 1: AVERAGE OPERATING PROFIT MARGIN (%) 

 
The Figure 1 indicates that the Shree Cement has the highest Average Operating Profit margin of 25.2%, UltraTech Cement comes at the second place with an 
average operating profit margin of 20.6% while Ambuja Cement ranks third with 20.4% Average Operating profit margin which is marginally low to UltraTech 
Cement. Whereas ACC and India Cement comes on fourth and fifth place with % Average Operating Profit of 15.9% and 15.7% consecutively.  
2. PBIT MARGIN 
PBIT Ratio is useful to compare multiple companies, especially with in a given industry, and it also helps to evaluate how a company has grown over time. The PBIT 
Margin is defined as: 
PBIT Margin = (Operating Profit +Other Income)/ Sales × 100 
 

FIGURE 2: AVERAGE PBIT MARGIN (%) 

 
As seen in the above Figure-2, the average PBIT margin of UltraTech Cement is slightly ahead with 15.2% to the Ambuja Cement with 14.3%. While highly compe-
tition between Shree Cement, ACC and India Cement for the third, fourth and Fifth Rank.  
3. NET PROFIT MARGIN 
This ratio establishes the relationship between net profit and net sale. It indicates managements’ efficiency in manufacturing, administering and selling the prod-
uct. A firm with high net profit margin would be in an advantageous position to survive in the face of falling selling prices, rising cost of production or declining 
demand for the product. It is calculated as a percentage of sales. It is computed as under: 
Net Profit Ratio = Net profit / Net Sales × 100 

FIGURE 3: AVERAGE NET PROFIT MARGIN (%) 
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The Figure 3 indicates that the Ambuja Cement which has the highest average Net Profit Margin of 13.1%. UltraTech Cement, Shree Cement and Acc are quite 
competitive with Average Net Profit margin of 11.3%, 10.9% and 9.6%, but India Cement is out of the competition and far behind to the rest with Average Net 
Profit of 1.9%.  
4. RETURN ON CAPITAL EMPLOYED 
Return on capital employed is the indicator of the operational efficiency of the company. It measures how much investors are earning on the capital they have 
invested in that business. Return on Capital Employed is a performance measure and it indicates how much return is generated from Invested Capital. The return 
on capital Employed is defined as: 
ROCE = [Profit after Tax + Interest] / Net Capital Employed ×100 
 

FIGURE 4: AVERAGE ROCE (%) 

 
The Figure 4 indicates cut-throat competition between top four companies, leading with Ambuja Cement followed by ACC, Shree Cement and UltraTech Cement 
with Average Return on Capital Employed (ROCE) by 18.9%, 17.9%, 17.8% and 17% consecutively. On the other hand India Cement is far behind with 7.4% Average 
Return on Capital Employed (ROCE). 
5. RETURN ON EQUITY 
The Return on Equity ratio is perhaps the most important of all the financial ratios to investors in the company. It measures the return on the money the investors 
have put into the company. In general, the higher the percentage, the better, with some exceptions, as it shows that the company is doing a good job using the 
investors' money. The return on net worth is defined as: 
ROE = Net Profit / Share Holders Fund ×100 

FIGURE 5: AVERAGE ROE (%) 

 
The Figure 5 indicates that the Return on Equity of Shree Cement has grown strongly with an average Return on Equity of 16.8% which is the highest in the industry, 
but UltraTech Cement, ACC and Ambuja Cement also has good presence in the market with 14.6%, 13.6% and 13.2 %. While once again India Cement is far behind 
with 2.2% Average Return on Equity. 
6. RETURN ON LONG TERM FUNDS 
Return on Long term funds establishes the relationship between net profit and the long term funds. It tells us that earning of the company which reflects operating 
condition of the firm. The term long-term funds refer to the total investment made in business for long term. It is calculated by dividend earnings before Interest 
and Tax (EBIT) by the total long term funds. The return on Long term funds is defined as: 
Return on Long term fund = EBIT / Long term Fund ×100 

 
FIGURE 6: AVERAGE RETURN ON LONG TERM FUND (%) 

 
The Figure 6 indicates that the Shree Cement shows highest soundness of return on long term fund with an average of 19.3%. Ambuja cement, ACC and UltraTech 
Cement is much closer to Shree Cement with an average Return on Long Term Fund of 18.9%, 17.9% and 17.6% consecutively, while like always India Cement 
comes at fifth place with an Average Return on Long Term Fund of 8.4% only. 
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7. CONSOLIDATED PROFITABILITY PERFORMANCE 
The Table-2 exhibits the consolidated profitability performance of five major cement companies to illustrate their individual position. 
 

TABLE 2 

Company 

Rank as per Profitability Ratio 

Total 
Ultimate 
Rank 

Avg. 
Operating 
Profit 
Margin 

Avg. 
PBIT 
Margin 

Avg. 
Net 
Profit 
Margin 

Avg. 
ROCE 

Avg. 
ROE 

Avg. 
Return on 
Long term 
Fund 

UtraTech Cement 2 1 2 4 2 4 15 3 

ACC 4 4 4 2 3 3 20 4 

Ambuja Cements 3 2 1 1 4 2 13 2 

Shree Cement 1 3 3 3 1 1 12 1 

India Cement 5 5 5 5 5 5 30 5 

The ultimate Rank has been calculated taking lower the aggregate of the individual Rank 

FINDINGS 
1. Among the top five Cement companies selected for the study Shree Cement was having the highest Operating Profit margin of 25.2% as per last five years’ 

performance. UltraTech Cement was at the second place with operating profit margin of 20.6%. 
2. In the area of Profit before Interest and Tax, UltraTech Cement was in the top most position among the five cement companies with 5 years average of 15.2%. 

Ambuja Cement was in the second place in average PBIT margin 14.3%. 
3. In Net Profit Ratio, Ambuja Cement was the best performer, as it had the highest average Net Profit Margin of 13.1%. Thus, it had chances of earning higher 

profits. UltraTech Cement came at the second position with 11.3%. 
4. Among the top five leading cement manufactures of India, cut-throat competition was found in top four companies in terms of Return on Capital Employed, 

leading by Ambuja Cement with 18.9%, followed by ACC with 17.9%, Shree Cement with 17.8% and UltraTech Cement with 17%.  
5. In the area of Return on Equity, Shree Cement was the best performer among the leading cement manufacturers, as it had grown strongly with a 5-year 

average of 16.8%. Thus, it had a potential return on the money for the investors have put into the company. 
6. The Return on long term fund was highest for Shree Cement with 5-year average of 19.3%. Thus; Shree Cement shows highest soundness among the top five 

companies. Ambuja Cement was much closed to Shree Cement with an average return of 18.9%. 
7. The study revealed that Shree Cement was in the highest profitability position during the study period compared to other industry players. 
 

CONCLUSION 
The companies selected for the study shows that the industry is somewhat doing well as far as profitability ratios are concerned. It is notable that the operational 
efficiency of Shree Cement. It also has second highest profitability position based on ultimate rank. The other major performer is UltraTech Cement which ranks 
third position during the study period, where as ACC enjoying fourth position. However, the profitability performance of India Cement is less satisfactory in com-
parison with the other players in the industry. 
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