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MAKE IN INDIA – OPPORTUNITIES AND CHALLENGES ON CONSUMPTION OF POWER SAVING DEVICES 
 

DR. ASHOK SHRIPADRAO KURTKOTI 

PROFESSOR 

MIT SCHOOL OF BUSINESS 

PUNE 

 

ABSTRACT 
Over the last few years there was awareness created by the Indian government in using Light Emitting Diode (LED) lamps and solar cookers and heaters. Majority 

of consumers were aware that there are definite advantages of using power saving electrical products. However, these consumers are reluctant to use LED lamps 

and solar heaters and cookers due to higher prices. Indian government had given a boost to consumption of LED lamps by distributing these LED lamps very nominal 

prices. The major advantage of these electrical products is that they save power and power shortage will be curtailed. The major challenge for power saving 

manufacturers’ is in reducing the prices down and making them available at present prices of conventional electrical products. Make in India campaign can boost 

the foreign direct investment and also create employment to Indian work force. The cost of power savings electrical products can substantially come down due to 

economics of scale and there are big opportunities in boosting the consumption of power saving devices. There will also opportunity for power saving devices 

manufacturers’ in boosting exports. In order to understand whether consumers will shift to electrical products after make in India takes off in full swing, a market 

survey was carried out in Pune city. The survey results indicate that majority consumers are willing to shift to power savings electrical if they are available at even 

about 10% higher prices than other present non power saving products subject to conditions that these products are tested for quality. 

 

KEYWORDS 
make in India, light emitting diodes (LED) lamps, solar cookers and heaters. 

 

INTRODUCTION 
n 2014, was launched by the Mr. Narendra Modi, Prime Minister of India. There are challenges and opportunities for foreign players in setting up manufac-

turing units in India. If the Indian government and state government allow a free and competitive environment, foreign players will be attracted to start their 

operations due to availability of lower cost manpower and economics of scale. The renewable power saving devices will make life of consumers comfortable. 

“Make in India” campaign can boost foreign direct investment and also create employment to the Indian work force. The cost of these renewable energy products 

will substantially come down due economics of scale and boost in consumption. It will also boost exports. In order to understand whether consumers will shift to 

power saving products after “Make in India” takes off in full swing, a market survey was carried out in Pune city and the results are highlighted. 

 

LITERATURE REVIEW 
1. Indian Prime Minister, Mr. Narendra Modi attempted to Make India a manufacturing power by declaring “Make in India campaign open to foreign investors. 

However, there are challenges such as 1. India lacks funds in building factories. Banks are unable to give loan due to non-performing assets going up and 

banks have failed to recover. 2. With automation used by many new ventures, there will requirement of a few skilled work forces and this will lead to strong 

labor unrest. 3. You cannot forget the unions. They will resolve to strikes. 4. Report from Ernst& Young said in 2012, India lags far behind other nations in 

imparting skills training to its workers 5. The research and development spending is very less (Madhavan H, Times Feb 2016)  

2. We need to admit that India, form technology point of view is lagging the western world as far as manufacturing is concerned. Experts say that we are still a 

decade behind advanced countries when it comes to usage of technology and modern manufacturing techniques. Usage of low cost technology often poses 

problems in terms of product quality, reliability, consistency and performance (Raj, A 2016 www.makeinindia.com) 

3. Renewable sources like wind, solar photovoltaic, solar thermal and bio-energy sources like municipal solid and liquid waste, industrial waste, bagasse and 

tapioca (bio-methanation) and small hydro plants have potential to develop in future. The clean energy technology action plan for Maharashtra, prepared 

by Pune- based World Institute of Sustainable Energy (Wise), has estimated that Maharashtra State has a potential to generate 57,000 MW to 2, 13,000 MW 

of renewable energy. Wise recommended that Maharashtra make optimum use of its land and water resources to achieve low carbon and sustainable energy 

for future development.3 

 

CHALLENGES FACED IN PROMOTING POWER SAVING DEVICES WITH REGARD TO FOREIGN PLAYERS IN MAKE IN INDIA ARE AS 

FOLLOWS 
1. Ease of doing business: A number of permissions are required for starting a new business; this causes unnecessary delay. It also requires permission from 

central, state and local authorities. Due to corruption at different stages, files do not move and finally projects are either delayed or become economically 

unviable due to the delay. With the present Government, there is strong focus on reducing the tumbling blocks and want to overcome red tape. With the 

new systems with emphasis on online transactions the top level corruption has reduced. However, the lower level corruption is a major concern and the 

present government wants to reduce this aspect by going digital. The Indian government is already working with all states and is getting favorable response. 

2. Land acquisition bill: Due to opposition from other parties, the central government had to postpone the land bill. There will be a loss in interest in FDI if land 

is not available for setting up manufacturing units. 

3. GST Bill: It is passed but implantation problems GST need to be resolved as quickly as possible. According to industrialist Adi Godrej, GST will boost the Gross 

Domestic Product (GDP) by about one percent and goods and services will become cheaper. Overall it is a win-win situation for all players and it will pick up 

the demand subject to implementing it as quickly as possible. The targeted date of April 2017 must be met for smooth implementation of GST. 

4. Higher interest rates: Rate cut of 125 basis points was announced by the RBI in the past one year. However, consumer demand has not picked up as banks 

did not passed on this rate cut fully. Even if banks pass on this cut the present bank rates are much higher than the developed economy. The new RBI 

Governor D. Urjit Patel has to review this matter and ensure that bank lending rates are reduced. 

5. New concept: LED lamps and solar panels is a relatively new concept. Any useof products and services with a new concept takes a lot of time in consumer 

acceptance. The prices of these are very high compared to present bulbs and other products. The consumer’s do not foresee long run benefits and reluctant 

to shift to renewable energy products. All the stakeholders like power saving devices companies and the state/central government need to be spent in 

educating consumers about their uses and benefits. 

6. Patience and perseverance: The consumers are unable to see immediate benefits by using power saving devices as the benefits are not immediate but it can 

lead to a better environment.9  

7. Rural demand In India: About 65 to 70 percent consumers live in rural area where they do not have access to electricity.  

Based on the data from World Energy Outlook, International Energy Agency, 487.2 million people in India have no access to electricity The population with access 

to electricity in India as in 2007 was estimated to be 55.5% which compared to the other countries such as China (99.4%), Thailand (64.1%), Philippines (66.8%) 

and Pakistan (83.5%), was much lower. 

The following Fig. 1 shows extent of electrification and population with or without electricity. 

I 
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FIG. 1: EXTENT OF ELECTRIFICATION AND POPULATION WITH OR WITHOUT ELECTRICITY 

Opportunities in promoting power saving products with regard to foreign players in Make in India are as follows: 

1. India is an attractive market among the developing economies. 

2. With the 7th pay commission passed there will be higher disposable income with the central employees. The special promotion programmes to central 

employees can be arranged by the producers so that these consumers will shift to Led lamps and solar panels. 

3. India has the advantage of demographic dividend. It is expected that by 2030 India will have about 65 percent population below 25 to 30 years. This will 

boost the economy as the domestic consumption will go up. 

4. The domestic market is large. India being next to China in terms of population. With a population about 125 crores, it is a very large market.  

5. Higher productivity and low wages 

6.  India has high productivity and low wage structure 

7. Frequent supply interruptions and poor power quality has driven many industries to develop captive generation plant having combined capacity of about 

25,000 MW 

Table 1 shows electricity consumption by consumer category 

 

TABLE 1: ELECTRICITY CONSUMPTION BY CONSUMER CATEGORY 

Consumer Category Consumption (Gigawatt-hours) Percentage 

Domestic 89,736  25 

Commercial  28,201 8 

Industrial 124,573 35 

Traction 9,210 3 

Agriculture 87,089 24 

Others 22,128 6 

Total  360,937 100 

There is good opportunity to tap these consumers who are put in to hardship due to non-availability of uninterrupted power supply. 

8. Power saving devices like, solar photovoltaic, solar thermal and LED lights has a huge future potential. The action plan for Maharashtra, prepared by Pune- 

based World Institute of Sustainable Energy (Wise), has estimated that Maharashtra State has a potential to generate 57,000 MW to 2, 13,000 MW of 

renewable energy. Wise has recommended that Maharashtra make optimum use of its land and water resources to achieve low carbon and sustainable 

energy for future development.3 

 

GOVERNMENT EFFORTS IN CREATING AWARENESS ON POWER SAVING DEVICES 
1. Government had distributed about 1 Crore LED Lamps at nominal prices. LED Lamps are energy efficient and save about 80 percent power. the electricity 

distributes company consumers will have win -win situation as these LED Lamps last about 5 times long run and can withstand better voltage fluctuations. 

2. There Indian government has been active in promoting solar projects. 
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STATEMENT OF THE PROBLEM  
1. Make in India is a good initiative but success of the campaign will depend on how quickly the Indian government and states government resolve issues like 

ease of doing business, making land available by passing land acquisition bill as early as possible and lowering of interest rates. Will the Indian government 

act fast? 

2. The solar energy and LED lighting are expensive and consumers are reluctant to shift. Can to these products be made affordable to common consumers after 

Make in India campaign? 

 

RESEARCH GAPS  
Ongoing through we find that there is hardly any literature available on this topic. With this research paper, the research gaps can be understood. 

 

MANAGERIAL IMPLICATIONS  
1. If there is a delay in executing, Make in India campaign then foreigners will be compelled to move to other attractive South Asian countries like Taiwan or 

Malaysia. Having made initial investments in these countries it will be very difficult to make further investments in India  

2. The manufacturing companies who will participate in Make India campaign a should be able produce in very large quantities to ensure that consumer make 

First Energy savings Products 

3. In order to the consumers to go for repeat purchase the manufacturing companies who will participate in Make India campaign they should ensure that 

these products are quality products at affordable prices.  

4. To boost exports international quality standard to be maintained.  

 

OBJECTIVES  

1. To study challenges and opportunities in manufacturing and marketing energy efficient power saving devices by foreign players in India. 

2. To examine the “Make in India” campaign and its impact on consumption of energy efficient power saving devices in India. 

3. To get suggestions from consumers to increase awareness on energy efficient power saving products.      

 

RESEARCH METHODOLOGY 
Research Design: Descriptive type. 

Scope of the study: Respondents in Pune city. 

Duration of the study: January – August, 2016. 

Type of Universe: Approximately 50 Lacs. 

Sample Design: A purposive sampling design. 

Sample Size: 270 domestic respondents and 30 industrial consumers. 

Research Instrument: Questionnaire. 

Method of Data Collection: Both primary and secondary data collected. 

LIMITATIONS IN IMPLEMENTING MAKE IN INDIA CAMPAIGN 

3. Poor efforts by the government, social activists in creating awareness and customer education.  

4. Distribution companies are inefficient and are unable to provide uninterrupted 24by 7 powers. 

5. No special incentives are given by the government for using power saving products. 

6. There is a delay in implementing land acquisition bill, due to no political opposition.  

Demographic Profile (for domestic consumers) 

Family Size 2 to 5 members. Gender 135 male and 135 female consumers Ages 18 to 70 years. 

 

MARKET SURVEY RESULTS 
A. Table 2 shows the consumers’ response to use power saving products 

 

TABLE 2: CONSUMERS’ RESPONSE TO USE POWER SAVING PRODUCTS 

Count of Gender Column Labels  % % 

Row Labels Female Male Female Male 

Cannot Say 10 15 7.5 11.1 

No 75 80 55.5 60 

Yes 50 40 37 28.9 

Grand Total 135 135 135 135 

Referring to Table 2 key findings are – 

1. Majority of respondents are not using power saving products. 

2. The female consumer’s response usage of power saving devices are higher than male consumer’s response. 

 

B. The respondents comments of domestic consumers on the following statements is shown in Table 3: 

 

TABLE 3: STATEMENTS TO GET CONSUMERS’ RESPONSE TO THE IMPACT OF MAKE IN INDIA ON CONSUMPTION 

Statements to get consumers response to the impact of Make in India on consumption Response 

Make in India will boost  Yes No Cannot Say 

1. Use of energy efficient LED if costs are reduced and quality is better 240 20 10 

2. Use of solar heater and solar cookers if costs are reduced and quality is better 235 35 0 

3. Use of products and brands of companies which are star rated  195 55 20 

4. Shifting to new premises only if they are provided with energy efficient lighting system.  200 25 45 

Referring to Table 3S, key findings are 

1. Use of LED lamps, solar products, will go up after Make in India due to affordability and subject to maintaining quality. 

2. Use of solar heater and solar cookers will go up, if costs are reduced and quality is better 

3. Use of products and brands of companies which are star rated will go up  

4. When respondents were asked about shifting to new premises only if they are provided with energy efficient lighting system after Make India, they stated 

that they are willing do so 
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C. The following Table 4 shows electricity utility companies’ efforts in promoting power saving devices ‘for domestic consumers’: 

 

TABLE 4: ELECTRICITY UTILITY COMPANIES’ EFFORTS IN PROMOTING POWER SAVING DEVICES FOR DOMESTIC CONSUMERS’ 

Electricity utility companies’ efforts in promoting power saving devices Count Percentage 

a. Adequate 44 16.3 

b. Inadequate 226 83.7 

Total 270 100 

Findings 

1. Majority (83.7%) think that electricity utility companies’ efforts in promoting power saving devices are inadequate. 

2. A small number of customers (16.3%) think that electricity utility companies’ efforts in promoting power saving devices are adequate. 

The following Table 5 shows electricity utility companies’ efforts in promoting power saving devices ‘for industrial consumers’: 

 

TABLE 5: POWER UTILITY COMPANY EFFORTS IN PROMOTING POWER SAVING DEVICES FOR INDUSTRIAL CONSUMERS’ 

Option Number Percentage 

a. Adequate 0 0 

b. Inadequate 30 100 

Total 30 100 

Data analysis and its interpretation 

1. 100% customers think that efforts of MSEDCL in promoting power saving devices are not adequate enough, 

2. Customers are certain that are efforts electricity distribution companies in promoting power saving devices are inadequate as evident from customers’ 

response. 

D. The following table 6 shows electricity distribution companies, NGOS and the Government efforts in consumer education on proper usage of electricity and 

reducing wastage for domestic consumers’: 

 

TABLE 6: ELECTRICITY DISTRIBUTION COMPANIES, NGOs AND GOVERNMENT EFFORTS IN CONSUMER EDUCATION ON PROPER USE OF ELECTRICITY AND 

REDUCING WASTE ‘FOR DOMESTIC CONSUMERS’ 

Electricity distribution companies, NGOs and government efforts in con-

sumer education on proper usage of electricity and reducing wastage 

Count Percentage (%) 

a. Adequate 36 13.3 

b. Inadequate 234 86.7 

Total 270 100 

Findings 

1. A small percentage (13.3%) of customers think that the efforts of electricity distribution companies, NGOs and the government in consumer education on 

proper use of electricity and reducing wastage are adequate. 

2. A major percentage (86.7%) of customers think that electricity distribution companies, NGOs and the government efforts in consumer education on proper 

usage of electricity and reducing wastage are inadequate. 

The following table 7 shows electricity distribution companies, NGOS and the Government efforts in consumer education on proper usage of electricity and reduc-

ing wastage (for industrial consumers) 

 

TABLE 7: POWER DISTRIBUTION COMPANY’S EFFORTS ON INDUSTRIAL CONSUMER EDUCATION ON PROPER USAGE OF ELECTRICITY AND REDUCING 

WASTAGE 

Option Number Percentage 

A. Adequate 0 0 

B. Inadequate 30 100 

Total 30 100 

Data analysis and its interpretation 

1. No respondent thinks that efforts of power distribution company in consumer education on proper usage of electricity and reducing wastage are adequate 

enough,  

2. 100% customers think that efforts of power distribution company in educating consumers on proper usage of electricity and reducing wastage are not 

adequate enough, 

The following table 8 shows consumers’ response to monitoring of the efforts of power utilities at impacting the environment (for domestic consumers) 

 

TABLE 8: CONSUMERS’ RESPONSE TO MONITORING OF THE EFFORTS OF POWER UTILITIES AT IMPACTING THE ENVIRONMENT (FOR DOMESTIC CONSUMERS) 

 

 

 

 

 

Findings  

1. Majority (53%) of the customers are of the opinion that efforts of power utilities at impacting the environment need to be monitored. 

2. 44% respondents “cannot say” in this matter. 

3. Surprisingly, 3 % of the customers are of the opinion that efforts of power utilities at impacting the environment should not be monitored. 

The customer responses to monitoring of the efforts of power utilities at impacting the environment (for industrial consumers) is shown in table 9 

 

TABLE 9: MONITORING OF THE EFFORTS OF POWER UTILITIES AT IMPACTING THE ENVIRONMENT (FOR INDUSTRIAL CONSUMERS) 

Response Number Percentage 

a. Yes 28 93.4 

b. No 0 0 

c. Can't say 2 6.6 

Total 30 100 

Data analysis and its interpretation- 

1. 93.4% customers feel that efforts of power utilities impacting environment to be monitored. 

2. No customer feels that efforts of power utilities impacting environment should not be monitored, 

3. 6.6 % of customers can’t say anything in this matte 

Response Number Percentage (%) 

Yes. 142 53 

No. 10 03 

Can't say 118 44 

Total 270 100 
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Domestic consumers’ willingness to pay 5% to 10% higher prices for energy efficient LED lamps, solar heaters and solar cookers is shown in table 10: 

 

TABLE 10: DOMESTIC CONSUMERS ‘WILLINGNESS TO PAY 5% TO 10% HIGHER PRICES FOR ENERGY EFFICIENT LED LAMPS, SOLAR HEATERS AND SOLAR 

COOKERS 

 Consumers’ willingness to pay 5% to 10% higher prices for energy efficient LED lamps, solar heaters and solar cookers. Response 

1. Consumers’ willingness to pay 5% to 10% higher prices for energy efficient LED Lamps, solar heaters and solar cookers. 191Nos. 

2. Not willing to pay higher price. 79 Nos. 

Total  270 Nos. 

Findings  

1. 191 domestic respondents are willing to pay 5% higher to pay 5% to 10% higher prices for energy efficient LED lamps, solar heaters and solar cookers. 

2. 79 domestic customers are not willing to pay 5% to 10% higher prices for energy efficient LED lamps, solar heaters and solar cookers. 

Specific comments from domestic consumers who are not willing to pay higher prices are  

i. The present LED and solar systems are not reliable and quality of products is not known. 

ii. We expect utility companies to offer incentives for using these products. 

Specific comments from industrial customers who are not willing to pay 5% higher power tariff even if power distribution Company offers value for money are- 

1. It is the duty of power utilities company to provide power saving devices. Why pay more? 

2. No one can guarantee about services of power Utilities Company. 

3. The power utilities company must improve their operations first and improvements should be visibly seen by consumers first. 

4. Domestic consumers should not be charged more but the power utilities company can charge more to government offices. 

5. The present power tariff is quite high. The power utilities company should not pass on their inefficiencies to consumer and must reduce distribution losses. 

 

HYPOTHESIS TESTING 
To test consumers are willing to pay 5% to 10% higher prices for energy efficient LED Lamps, solar heaters and solar cookers. (After “Make in India” campaign takes 

off and subject to conditions that these products are at available at affordable prices and tested for quality.) ‘Z’ test was used for testing the difference between 

two means, after verification of normality of assumption. 

NULL HYPOTHESIS 

H0: Consumers’ are willing to pay 5% to 10% higher prices for energy efficient LED lamps, solar heaters and solar cookers. 

ALTERNATE HYPOTHESIS 

H1: Consumers’ are not willing to pay 5% to 10% higher prices for energy efficient LED lamps, solar heaters and solar cookers 

Sample size n= 270 Nos. 

Table value of ‘Z’ for one tail test at 5% level of significance is 1.64. 

If calculated value of ‘Z’> 1.64, accept the hypothesis and accept H1, otherwise reject H0. 

Hypothesis testing details are (domestic consumers) is shown in the following Table 10: 

 

TABLE 10: HYPOTHESIS TESTING (DOMESTIC CONSUMERS) 

Criterion Importance Satisfaction ‘Z’Value 

Consumers’ are willing to pay 5% to 10% higher prices for energy efficient LED lamps, solar 

heaters and solar cookers. 

Mean S.D C.V Mean S.D C.V.  

 4.76 0.67 14.24 3.23 1.22 37.82 18.06 

Where S.D. is Standard Deviation and C.V. is Coefficient of Variance. 

It can be observed that 

‘Z’ value for this criterion is more than the table value. We, therefore, accept null hypothesis and reject alternate hypothesis. 

Hypothesis testing details for industrial consumers are shown in the following table 11 

Sample size n= 30 numbers 

TABLE 11: HYPOTHESIS TESTING FOR INDUSTRIAL CONSUMERS 

Criterion Importance Satisfaction ‘Z’Value 

 Mean S.D. C.V. Mean S.D. C.V.  

Consumers’ are willing to pay 5% to 10% higher prices for energy efficient LED lamps, solar 

heaters and solar cookers 

3.73 0.52 13.95 2.73 0.78 28.71 17.52 

It can be observed that ‘Z’ value for this criterion is more than the table value. We, therefore, accept null hypothesis and reject alternate hypothesis. Hence, it can 

be concluded that in general, after the “Make in India” campaign takes off, consumers “are willing to pay 5% to 10% higher prices for energy efficient LED lamps, 

solar heaters and solar cookers subject to conditions that these products are at available at affordable prices and tested for quality 

 

LIMITATION OF THE STUDY 
Consumers were reluctant to express frank opinion on this topic. 

 

SCOPE FOR FURTHER STUDY 
A detailed study on this research topic can be carried out in India to ensure comfortable living of Indian populations with the reduction in carbon footprints 

 

CONCLUSION 
With Make In India will give big boost to consumption of power saving devices. It will be a shot in the arm for all companies as the survey results indicate that 

majority consumers are willing to shift to green products even 5 to 10% higher prices than other non-power saving products subject to conditions that these 

products are at available at affordable prices and tested for quality. Apart from generating employment, it will also boost exports. Collective efforts are required 

by government, social activists and consumers in creating awareness and extensive usage of green marketing products to conserve energy, protection of nature. 

The biggest challenge is how the prices can be made affordable for mass usage by consumers. If the renewable energy products are made affordable like mobile 

phones, then one can ensure that sustainable growth can be achieved and can also reduce carbon foot prints.  
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