
VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

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

Indexed & Listed at:  

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

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 

The American Economic Association's electronic bibliography, EconLit, U.S.A., 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 5220 Cities in 187 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 

 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

CONTENTS 
 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 

Page 
No. 

1. LOGISTICS CAPABILITIES EFFECT ON CUSTOMER SATISFACTION: EVIDENCE 
FROM TAIWANESE LOGISTICS PROVIDERS 

GHI-FENG YEN, PENG JIANG, YI-CHUNG HU & CHANG-MING AI 

1 

2. TRANSACTIONAL LEADERSHIP STYLE AND ORGANIZATIONAL COMMITMENT: 
THE MODERATING EFFECT OF EMPLOYEE PARTICIPATION 

DR. DAVID IRUNGU NJOROGE, DR. JOHN WEKESA WANJALA & DR. BULITIA 

GODRICK MATHEWS 

6 

3. AN ANALYSIS OF PERFORMANCE OF INDIAN BANKS W.R.T. NON-PERFORMING 
ASSETS (NPAs) 

DR. ASHA NAGENDRA, ABHISHEK SINGH & ANURAG SINGH 

11 

4. AGGREGATE IMPORT DEMAND AND EXPENDITURE COMPONENTS IN INDIA 

DR. AMAL SARKAR 

14 

5. TO STUDY THE CUSTOMER PERCEPTION TOWARDS BEER OF MOHAN MEAKINS 
LTD. 

ABHISHEK VASHISHTH & DR. NISHI TRIPATHI 

20 

6. UNDERSTANDING BRAND INDIA CAMPAIGN AND ITS IMPACT OVER SMALL 
SCALE INDUSTRIES 

DR. SURYA RASHMI RAWAT, NAYAN MITTAL, AYUSH CHOWDHURY, DIVYANSH 

GAUTAM, SANJAY NARAYANDAS & RAM KUMAR 

26 

7. IMPACT OF FACULTY TURNOVER ON STUDENT’S PERFORMANCE IN 
MANAGEMENT EDUCATIONAL INSTITUTIONS WITH SPECIAL REFERENCE TO 
BANGALORE 

DR. NILOFER HUSSAINI & SYED RAJEENA 

32 

8. HUMAN CAPITAL: A VITAL COMPONENT OF ORGANIZATIONAL SUCCESS 

SIMRAN SAINI 

36 

9. LUXURY FASHION AND INDIAN ADAPTABILITY: ANALYSIS OF CULTURAL 
PERSPECTIVES 

SUDHANSHU GUPTA 

40 

10. A STUDY ON QUALITY OF LIFE OF MIGRANT WORKERS EMPLOYED IN GARMENT 
INDUSTRIES WITH SPECIAL REFERENCE TO TIRUPUR DISTRICT 

V. DHIVYA KEERTHIGA 

43 

 REQUEST FOR FEEDBACK & DISCLAIMER 46 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 

(An institute of National Importance & fully funded by Ministry of Human Resource Development, Govern-

ment of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 
 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 
 

CO-ORDINATOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
 

ADVISOR 
PROF. S. L. MAHANDRU 

Principal (Retd.), Maharaja Agrasen College, Jagadhri 
 

EDITOR 
PROF. R. K. SHARMA 

Professor & Dean, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 
 

FORMER CO-EDITOR 
DR. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

EDITORIAL ADVISORY BOARD 
DR. TEGUH WIDODO 

Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, Jl. Telekomunikasi, Terusan  

Buah Batu, Kabupaten Bandung, Indonesia 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

DR. JOSÉ G. VARGAS-HERNÁNDEZ 

Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Gua-

dalajara, Mexico 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

DR. CHRISTIAN EHIOBUCHE 
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, Woodland 

Park NJ 07424, USA 

PROF. SIKANDER KUMAR 
Chairman, Department of Economics, Himachal Pradesh University, Shimla, Himachal Pradesh 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

DR. MIKE AMUHAYA IRAVO 

Principal, Jomo Kenyatta University of Agriculture and Technology (JKUAT), Westlands Campus, Nairobi-

Kenya 

PROF. SANJIV MITTAL 
Professor, University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

DR. NEPOMUCENO TIU 

Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines 

PROF. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 

DR. KAUP MOHAMED 

Dean & Managing Director, London American City College/ICBEST, United Arab Emirates 

PROF. NAWAB ALI KHAN 
Professor, Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

DR. ANA ŠTAMBUK 

Head of Department in Statistics, Faculty of Economics, University of Rijeka, Rijeka, Croatia 

SUNIL KUMAR KARWASRA 
Principal, Aakash College of Education, ChanderKalan, Tohana, Fatehabad 

DR. SHIB SHANKAR ROY 

Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh 

PROF. S. P. TIWARI 
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 

DR. SRINIVAS MADISHETTI 
Professor, School of Business, Mzumbe University, Tanzania 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity Univer-

sity, Noida 

DR. ARAMIDE OLUFEMI KUNLE 

Dean, Department of General Studies, The Polytechnic, Ibadan, Nigeria 

DR. ANIL CHANDHOK 
Professor, Faculty of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

RODRECK CHIRAU 

Associate Professor, Botho University, Francistown, Botswana 

DR. OKAN VELI ŞAFAKLI 
Associate Professor, European University of Lefke, Lefke, Cyprus 

PARVEEN KHURANA 
Associate Professor, Mukand Lal National College, Yamuna Nagar 

DR. KEVIN LOW LOCK TENG 

Associate Professor, Deputy Dean, Universiti Tunku Abdul Rahman, Kampar, Perak, Malaysia 

DR. BORIS MILOVIC 

Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia 

SHASHI KHURANA 

Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala 

DR. IQBAL THONSE HAWALDAR 

Associate Professor, College of Business Administration, Kingdom University, Bahrain 

DR. DEEPANJANA VARSHNEY 

Associate Professor, Department of Business Administration, King Abdulaziz University, Ministry of Higher 

Education, Jeddah, Saudi Arabia 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, Government College, Hodal 

 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

BIEMBA MALITI 
Associate Professor, The Copperbelt University, Main Campus, Jambo Drive, Riverside, Kitwe, Zambia 

DR. ALEXANDER MOSESOV 

Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan 

DR. VIVEK CHAWLA 
Associate Professor, Kurukshetra University, Kurukshetra 

DR. FERIT ÖLÇER 
Head of Division of Management & Organization, Department of Business Administration, Faculty of Eco-

nomics & Business Administration Sciences, Mustafa Kemal University, Tayfur Sökmen Campus, Antakya, 

Turkey 

DR. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, Kurukshetra University, Kurukshetra 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

YU-BING WANG 

Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. KIARASH JAHANPOUR 

Research Adviser, Farabi Institute of Higher Education, Mehrshahr, Karaj, Alborz Province, Iran 

DR. MELAKE TEWOLDE TECLEGHIORGIS 

Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea 

DR. SHIVAKUMAR DEENE 
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

DR. THAMPOE MANAGALESWARAN 

Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka 

DR. VIKAS CHOUDHARY 
Faculty, N.I.T. (University), Kurukshetra 

SURAJ GAUDEL 

BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal 
 

FORMER TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 
 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi 

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-

puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; 

Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-

ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; 

Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics 

& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development 

Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; 

Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; 

Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-

ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-

duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-

tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-

tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer 

Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-

eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-

gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF______________________________________________________________. 

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

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript titled ‘___________________________________________’ for likely publication in one of 

your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language 

fully or partly, nor it is under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of 

their names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation/Post*       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant 

Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of 

author is not acceptable for the purpose. 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii 

 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

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

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message 

w.r.t. to the manuscript. 

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

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

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding 

author is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

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

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title. 

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

5. ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-

dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic 

order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations etc.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free 

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

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

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

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS  

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript. 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

viii 

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be 

above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are 

referred to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed 

at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is 

utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the 

editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined 

on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised 

references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything 

that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per 

the following: 

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

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

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

order. 

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

• The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters, 

dissertations, reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders before the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited 

by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-

nal of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-

ciation, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

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

ONLINE RESOURCES  

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

WEBSITES 

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



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

26 

UNDERSTANDING BRAND INDIA CAMPAIGN AND ITS IMPACT OVER SMALL SCALE INDUSTRIES 
 

DR. SURYA RASHMI RAWAT 

ASSOCIATE PROFESSOR 

SYMBIOSIS LAW SCHOOL 

PUNE 

 

NAYAN MITTAL 

STUDENT 

SYMBIOSIS LAW SCHOOL 

PUNE 

 

AYUSH CHOWDHURY 

STUDENT  

SYMBIOSIS LAW SCHOOL 

PUNE 

 

DIVYANSH GAUTAM 

STUDENT 

SYMBIOSIS LAW SCHOOL 

PUNE 

 

SANJAY NARAYANDAS 

STUDENT 

SYMBIOSIS LAW SCHOOL 

PUNE 

 

RAM KUMAR 

STUDENT 

SYMBIOSIS LAW SCHOOL 

PUNE 

 
ABSTRACT 

Being one of the fastest growing economies in the world, the Indian economy is at the centre stage of the changing economic order in the world. A nation of over 

1.2 billion people with a median age of 24 years, Brand India today is very relevant for the growth of global economy. Also India's nation brand value has increased 

by a whopping 32 per cent to $2.14 trillion in the year 2015 from $1.62 trillion last year. Interestingly, only three Asian nations - China, India and South Korea - 

figure among the top 20 most valuable nation brands. The second largest English speaking nation in the world, India has emerged as one of the decisive nations 

shaping the contours of the world economy. Today, the triumph of Brand India is visible in almost all fields and sectors both in the domestic and overseas markets. 

India's GDP is expected to cross the US$ 5 trillion mark by 2020. With the second largest pool of scientists and engineers in the world, Brand India is known as the 

talent powerhouse for the world. In fact, the country is expected to have 25 per cent of world's skilled workforce by 2025. The author has used both primary as well 

as secondary source of information for the research. Primary information has been collected through questionnaire survey of 300 people throughout the country 

belonging to four different age groups i.e., 15 years to 25 years; 25 to 35 years; 35 years to 50 years and 50 years & above. The basic objective behind this research 

is to understand the Brand India Campaign and identify challenges & opportunities before it. The authors have also studied the impact of brand India over small 

scale industries and made some recommendations for its improvements.  
 

KEYWORDS 
brand, campaign, equity, economy, india, power, promotion, value. 
 

1.1 INTRODUCTION 
ps and downs in the Indian Economy, since the reign of kings & emperors to the present day democratically elected governments, had been the part and 

parcel of its evolution process. The rich culture and prosperity of the country called Golden Bird once (SonekiChidia) lured many foreigners. Surmounting 

all challenges in the past ranging from economical, technological, to political, the country has proved the world that we are capable enough to overcome 

all hurdles. The strong Indian economy, the science & technological excellence, the strong foreign & anti-terrorist policy of the country bear testimony to these 

claims. Modi’s Make in India call for enhancing employment in the country came at a perfect time when economically, politically, technologically & also demo-

graphically country is capable enough to host such an initiative (Rawat S. R., et. al. 2016)1. 
 

1.2   BRAND INDIA CAMPAIGN 
According to the American Marketing Association, “Brand is a name, term, sign, symbol or design, or a combination of these intended to identify the products or 
services of one organization and differentiate them from those of another.” 

                                                           
1Rawat S. R., Dushyanth S., Kediya A. and Dhruvastha P. (2016). Modi’s Make in India drive: Right Time to give a National Call to become Global Manufacturing 

Hub. Indian Journal of Science and Technology, Vol 9(21), DOI: 10.17485/ijst/2016/v9i21/92606, June 2016. ISSN (Print) : 0974-6846 ISSN (Online) : 0974-5645, 

Available at http://www.indjst.org/index.php/indjst/article/viewFile/ 92606/70192 . Accessed on 18th September 2016. 

U
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The success of Make in India initiative like the success of any other product or service depended upon its appropriate promotion, positioning & differentiation. 

Thus there arose a need to uplift the image and good will of Indian products and services in India and abroad. To achieve this massive campaign was launched to 

ameliorate the image of Made in India; this campaign is known as Brand India. The objective behind this campaign is to project India as an alluring destination for 

both Made in India & Make in India and also tell the world that India is not just a market but also an apt place for investment in Manufacturing Sector. MC&I, GOI, 

through its India Brand Equity Foundation (IBEF) is leaving no stone unturned in building the Brand India. Its website, IBEF.org/Brand-India is a one point contact 

for all the whereabouts related to Indian economy, different government policies, status of foreign investments and other business developments (India Brand 

Equity Foundation, 2015)2. 

Strengthening Brand India through enhancing quality followed by its proper marketing was the best measure adopted by India to boost its economy. Marketing 

primarily comprise of activities and processes for creating, communicating, delivering and exchanging offerings that have value for customers, clients, partners 

and society at large. Realising the fact that howsoever good your products may be, unless you make people aware of its quality, you cannot be accepted and 

appreciated by the consumers, India took the stance of branding the country as a whole. The Other pressing reason behind this initiative was to overcome the bad 

state of Indian economy during 2012 (Pravakar Sahoo, 2012)3. Prime Minister Modi’s various foreign visits, wherein he introduced India to the world, also led to 

marketing of Brand India. His personal interactions with the world brought home strong foreign investments in the form of Foreign Direct Investment. All this did 

not happen overnight. Various initiatives such as Make in India, Digital India, Brand India Pharma, Brand India Engineering, Swacch Bharath Abhiyaan made way 

for it.  

 

1.3   THE EFFECT OF BRAND INDIA CAMPAIGN ON SMALL SCALE INDUSTRIES 
The plight of Small Scale Industries pre independence was not very good. Post-independence the first few five year plans not only improved but also strengthened 

the state of small scale industries in India. Strong measures such as assistances in the form of aids & technical know-hows, exemptions & other such like measures 

helped change the scenario of small scale industries’ in the last 50 years.  

 

2.1 REVIEW OF LITERATURE 
The idea of nation building was very well received by some quarters of scholars but a significant proportion opposed it too. Where on one side researchers opine 

that this drive will improve Indian economy and lead to development of country through creation of employment, we have significant pool calling it a futile 

exercise. 

The idea behind branding a country is to establish a global image of the country as an idealistic and competitive brand (Loo & Davies, 2006)4. This recognition can 

be in any field e.g. Germany is known for Automobiles, Japan is recognized for Technologies etc.  

Morgan and Levine (2006)5 have stated that India today holds perfect environment to host business in the travel and tourism industry globally. Various campaigns 

like Make in India and Incredible India have facilitated in making India a global brand. Amitabh Kant (2008)6 has narrated the success story of ‘Incredible India’ 

campaign mentioning the evolution of Indian tourism over a period of 6 years through this campaign.  

Further, in a research carried out by RawatS. R. et.al, (2016)7, it was observed that majority of the Indian population feels that India has the potential to carry out 

a successful Make in India campaign which will lead to economic development of the country. As a consequence, it will add to the brand value of the country. 

According to Shivani Mishra (2012)8, the small and medium scale industries which constitute 45 percent of the manufacturing output of the country has shown 

an upward trend in the era of globalization and has been able to carry forward the momentum of developing GDP of the country. However, challenges such as 

high cost credit, low access to new technology, poor adaptability to changing trends etc. cannot be denied. These factors may still come on the way of prosperity 

of these industries.  

Many researchers are of the view that we should stop marketing India as a brand. According to Sunil Khilnani (2009)9, it is not good to market India.  

However, Branding of a country does not come without challenges. According to Gupta & Singh (2007)10, Branding of country like India has always been a daunting 

task because of the deeply rooted caste and political divides that pose an obstruction. However, in an era where ‘Branding is not a choice but an obvious necessity’, 

a constant effort towards branding of the country has facilitated in solving the challenges presented before it by a country of widely varying Diaspora of population. 

In past decade or so, Brand India has gone leaps and bounds which can be seen by the increased income levels, spending propensity and purchasing power. 

Khanna& Monica (2011)11 have emphasized upon the complexity of Destination Branding. Various initiatives taken by the Union Government like Incredible India 

Campaign, India Brand Equity Foundation and India Everywhere Campaign launched at the World Economic Forum at Davos 2006, have facilitated in moving 

forward with the campaign. However, for the campaign to be a complete success a joint effort by various stakeholders is required. 

 

2.2 OBJECTIVES  
The basic objective behind this paper is to: 

1. Find out the current perspective of Indian people about Brand India on a global forum. 

2. Identify the challenges and opportunities before Brand India campaign. 

3. Contest its impact over (MSMEs) Micro, Small and Medium Enterprises. 

 

2.3 RESEARCH METHODOLOGY 
The research is based on both primary as well as secondary sources of information. Secondary data was collected from research papers, articles, newspapers, 

journals, magazines and online databases.  

Primary Data was collected through a questionnaire survey using random sampling method and its in-depth analysis. The sample comprised of 300 people from 

across the country belonging to four different age groups i.e., 15 years to 25 years; 25 to 35 years; 35 years to 50 years and 50 years & above. The sample was 

collected from professionals, service sector workers, students and employees of Small Scale Industries in the ratio of 25:25:25:25. The choice of sample was based 

                                                           
2 India Brand Equity Foundation (2015) http://www.ibef.org/ 
3Pravakar Sahoo (2012). The Indian economy: a rough 2012 but tougher 2013. East Asia Forum: Economics, Politics and Public Policy in East Asia and the Pacific 
4Loo & Davies (2006). Branding China: The Ultimate Challenge in Reputation Management. Corporate Reputation Review, September 2006, Volume 9, Issue 3, pp 

198–210 
5Morgan & Levine (2006). Doing Business Globally- Marketing ‘Brand India’. Roymorgan Research available at www.roymorgan.com/~/media/files/pa-

pers/2005/20050301.pdf?la=en. Accessed on 27th September 2016 
6 Amitabh Kant (2008). Branding India: An Incredible Story, ISBN: 9788172238094 Harper Collins India. 
7Rawat S. R., Dushyanth S., Kediya A. and Dhruvastha P. (2016). Modi’s Make in India drive: Right Time to give a National Call to become Global Manufacturing 

Hub. Indian Journal of Science and Technology, Vol 9(21), DOI: 10.17485/ijst/2016/v9i21/92606, June 2016. ISSN (Print) : 0974-6846 ISSN (Online) : 0974-5645, 

Available at http://www.indjst.org/index.php/indjst/article/viewFile/ 92606/70192 . Accessed on 18th September 2016. 
8Shivani Mishra (2012). Small Scale industries: Striving and Thriving in the era of Globalization.  International Journal of Enterprise Computing and Business Systems, 

Vol. 2 Issue 2 July 2012, ISSN(Online): 2230-8849 
9Sunil Khilnani (2009). Stop marketing India as a brand. The Hindu. 30 September 2009. Available at http://www.thehindu.com/opinion/columns/Ha-

san_Suroor/stop-marketing-india-as-a-brand-says-historian/article24254.ece accessed on 18th Sep 2016. 
10Gupta & Singh (2007). The Making of Brand India. International Conference on Marketing & Society, 2007, p.261-274 
11Khanna& Monica (2011).  Destination Branding: Tracking Brand India. Synergy (0973-8819). Jan 2011, Vol. 9 Issue 1, p40-49. 10p 
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on samples understanding of the topic. The expert opinion was also collected through in-depth interviews of Economics & Marketing professors from Pune City. 

Analysis and interpretation of findings is based on graphical analysis of data.  

 

3 FINDINGS AND DISCUSSION  
Through the questionnaire survey an attempt was made to understand the perception of population towards the Brand India Campaign and impact on small scale 

industries.  

3.1 SAMPLE MIX 
Post “The micro, small and medium enterprises development act, 2006” (MSMED Act, 2006)12 the small scale industries now include Micro, small and Medium 

enterprises also13. 25% of the sample thus comprised of people engaged in such activities. The sample had equal representation of the sample belonging to 

different categories including SSIs employees, professionals (lawyers, engineers, and teachers), students currently pursuing either Economics or Commerce and 

people engaged in service sectors namely IT, consultancy and others. 

FIG. 1 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

3.2 ANALYSIS OF THE PARAMETERS AS PER THE SURVEY 

Findings of the data collected have been summarised here under in the Table No. 1 and explained in the following paragraphs numbered 3.2.1 to 3.2.9. 
 

TABLE NO. 1 

S.No Parameters Strongly Disa-
gree (%) 

Disagree 
(%) 

Nand 
(%) 

Agree 
(%) 

Strongly 
Agree (%) 

3.2.1 Brand India Campaign’s (BICs) Role in Bringing FDI to the Country 3 3 20 48 25 

3.2.2 Role &Importance of Small Scale Industries in Strengthening Indian Economy 3 21 11 57 8 

3.2.3 Impact of BIC on Small Scale Industries 5 14 19 47 15 

3.2.4 Increment in Nation’s Value 3 2 5 52 37 

3.2.5 Success of Government’s Strategy in Attracting FDI 6 11 18 50 15 

3.2.6 India- an Apt Destination for Investment 0 2 13 60 25 

3.2.7 Growth Potential for SSIs 2 6 18 54 20 

3.2.8 Well planned marketing 12 4 26 48 10 

3.2.9 Execution of BICs Marketing  22 51 21 4 2 

3.2.1 Brand India Campaign’s (BICs) Role in Bringing FDI to the Country 
Responding to the question on whether Brand India Campaign is capable enough to attract foreign investment for strengthening the Indian economy, 25% Strongly 

Agreed, 48 % Agreed, 20% said Neither Agree Nor Disagreed, 3 % Disagreed and remaining 3% Strongly Disagreed. The results clearly infer that 73 % in total are 

optimistic of the initiatives success towards strengthening Indian economy.  

3.2.2 Role &Importance of Small Scale Industries in Strengthening Indian Economy 

With the introduction of new MSMED (Micro, small, medium enterprise Development) Act, 2006 the small scale industries now include Micro, small and also 

medium enterprises. This sector now has more potential to generate employment and contribute towards manufacturing and exports of the country.  

Responding to the question on the role of SSIs in strengthening Indian Economy, 8 % Strongly Agreed that Indian Economy thrives on small scale industry, 57% 

Agreed, 21% Disagreed, 3 % Strongly Disagreed and 11% Neither Agree Nor Disagreed. So for this question also we majority i.e. 78 % felt that Indian Economy 

thrives on small scale industries.  

3.2.3 Impact of BIC on Small Scale Industries 

The sample comprising of professionals and also the employees of SSIs seemed to be satisfied by government’s Brand India Campaign and its impact over SSIs. 15 

% Strongly Agreed, 47% Agreed, 19% remained indecisive, 14% Disagreed and 5% Strongly Disagreed. 14% who Disagreed were of the opinion that brand India 

Campaign did not have any impact on the MSMEs or even if they had it was not positive.  

3.2.4 Increment in Nation’s Value  
Brand India Campaign was introduced with an objective to declare the world that India is a favourable destination not just as a market but also as an investment 

hub with major thrust on manufacturing. This step towards financial independence launched multiple projects including Make in India, Digital India and Incredible 

India to make it a fully developed nation in every sphere. Responding to the question on brand India campaign’s success on ameliorating the image of India and 

its products globally, 37% Strongly Agreed that the campaign managed to increase the nations worth, 52% Agreed, 5 % remained indecisive, 2% Disagreed, 3% 

Strongly Disagreed. 

The research findings are strongly hinting at the success of this initiative. The authors observed that majority agreed to its success in achieving the objectives for 

which it has been launched. 5 % of the sample saying Neither Agree Nor Disagree hints at either their lack of awareness of the topic or they want to reserve their 

comment as they feel it’s too early to make a decision. 

3.2.5 Success of Government’s Strategy in Attracting FDI 
The campaign has done a lot to impress multinational corporations and nations as a whole to come up and invest in a country like India. India with the help of its 

campaign has successfully made itself a suitable place to carry out business operations and has been able to attract foreign investors. It has been opening up 

different spheres for investments, be it airports, railways, FMCG or any other sector, the Foreign direct investment would generate employment opportunities in 

this great nation and would successfully be able to multiply those investments for a better tomorrow. 

In the survey when asked whether the government’s strategy worked out for generating FDI, 50% of the population Agreed, 15 % Strongly Agreed, 18 % Neither 

Agreed Nor Disagreed, 11 % Disagreed and 6 % Strongly Disagreed to it.  

                                                           
12MSMED Act, 2006. Available at http://ibcham.org/Documents/MSME%20Act%202006.pdf. Accessed on 18th September 2016. 
13Shivani Mishra (2012). Small Scale industries: Striving and Thriving in the era of Globalization.  International Journal of Enterprise Computing and Business Systems, 

Vol. 2 Issue 2 July 2012, ISSN(Online): 2230-8849 
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3.2.6 India- an Apt Destination for Investment 
With the increasing globalization and liberalization, India has been readily accepting foreign investors and trying its best to provide each and every business a 

suitable environment favourable for its growth and development. 

The data collected through the survey shows that 60% of the population Agreed that India is an able destination for business in various fields of service sector etc. 

The researcher believes that it is the manpower and skilled labour that India possesses that attracts people so easily and it is a good sign for India that it is moving 

toward the desired goal very quickly. Apart from this 25% Strongly Agreed to the fact of India emerging as an able destination for carrying business while 13 % 

Neither Agreed Nor Disagreed and rest 2 % Disagreed. 

3.2.7 Growth Potential for SSIs 
Small scale industry is contributing in a big way towards the growth of Indian economy, but according to respondents there is still a lot of potential for further 

growth in this sector. 20% Strongly Agreed, 54 % Agreed, 18% Neither Agreed Nor Disagreed, 6% Disagreed and 2% Strongly Disagreed. Inferring that small scale 

industries still have a lot to make and build the nation a future ready country. 

3.2.8 Planned Marketing of Brand India Campaign (BIC) 
Since it is the government who formulates its schemes and programmes, a successful planning and implementation of the campaign is very necessary. The cam-

paign’s objective being to attract the other nations and show India as a brand, the marketing techniques played a vital role in the process. To ensure whether 

government has been doing it the right way or not, the survey asked whether the government has been using the appropriate marketing techniques, 10% of the 

population Strongly Agreed and 48 % Agreed to the fact that the government has been doing pretty well. These responses were based on the assumptions that 

these campaigns were able to attract foreign MNC.  

Of the remaining 26% said Neither Agree Nor Disagree, 4% just Disagreed and 12% said Strongly Disagreed with the fact that there has been planned and appro-

priate marketing of Brand India Campaign. 

3.3.9 Execution of BICs Marketing  
Just to cross check the sample as to whether it is the planning or the execution that they are confused about and find out flaws in the government’s marketing 

technique, the researcher got a satisfactory data showing that 51% of the population Disagreed with the statement that the execution was improper thus in 

consonance with the previous question that was put forward. Whereas 4% said that the government failed to properly execute the marketing of a campaign which 

was planned very well. 21 % said Neither Agree Nor Disagree, 22% Strongly Disagreed and 2% of Strongly Agreed to the statement. 

3.2.10 Future of MSMEs Because of the Campaign 
Responding to the question on whether Brand India Campaign has positive impact on MSMEs, 74% of the population strongly agreed with 12 % agreeing, 5% 

neither agreeing nor disagreeing, 3 % disagreeing and 6 % strongly disagreeing with the question. This brings the researcher to the conclusion that Indian Economy 

is showing a positive growth so far and if everything goes well there is every possibility that the India once again will become the Golden sparrow.  
3.2.11 Impact of Brand India over Small Scale Industries 

FIG. 2 
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The above figure clearly reveals that the majority of sample believes that through this campaign the country’s development process will get a good kick-start. The 

small scale industries which in a way are the back bone of our economy need to be further encouraged and improved though various steps have already been 

instituted for improving the plight of SSIs in India under the Brand India Campaign.  

51.8% adhered to the view that campaigns like Make in India, Digital India and Incredible India are making Indians the talk-of-the-show in every nook and corner 

of the world. Personalities like Facebook CEO, Mark Zuckerberg and Hollywood Actors are openly endorsing Brand India. One may even see Make in India posters 

at Heathrow airport. 

50.6 % people believed that the Government’s strategy is working out. This response from the majority of the people shows that the residents and the citizens 

have faith in the present government. However, one must note that country image is for external audiences, and this exercise must not be used to serve domestic 

political objectives. The experience of the 2003 'Indian Shining' campaign has entered the lore of how branding can be misused for partisan purposes.  

 

4.   CONCLUSION 
Things look bright for sure! 

Brand India is an attempt to create ripples in this vast ocean of marketing and pacing the process of development in the country.The International Monetary Fund 

(IMF) and the Moody’s Investors Service have forecasted that India will witness a GDP growth rate of 7.5 per cent in 2016, due to improved investor confidence, 

lower food prices and better policy reforms. Besides, according to mid-year update of United Nations World Economic Situation and Prospects, India is expected 

to grow at 7.6 per cent in 2015 and at 7.7 per cent in 2016. If everything goes right, India's GDP will be bigger than Japan, Germany combined in 4 years (IMF)14. 

In a developing country like India, the role and importance of small-scale industries is very significant towards poverty eradication, employment generation, rural 

development and creating regional balance in promotion and growth of various development activities. It is estimated that this sector has been contributing about 

40% of the gross value of output produced in the manufacturing sector and the generation of employment by the small-scale sector is more than five times to that 

of the large-scale sector. This clearly shows the importance of small-scale industries in the economic development of the country. People were asked about the 

possibility of small scale sector benefitting. A total of 89% answered that they view MSMEs flourishing because of this campaign. 

We must also take in account the various criticisms put forth by distinguished economists in posing India as a brand and the need to Make for India along whilst 

Make in India. But at the end we must not forget that the world is a global village and principle today says that consumers across the world like to purchase 

products which are cheaper and are of good quality. We must strive to make the consumer the king pin of the market by offering such goods and rendering world 

class services. Much has been done and much needs to be done as we still have miles to go before we sleep. Experience shows that a strong and stable government 

at the centre is a requisite for proper functioning of policies and implementation of framework. Intentions have always been bona-fide but lack of managerial 

efficiency has slowed us from climbing that extra ladder 

Good marketing is no accident. It is both an art and a science and it results from careful planning and execution using state-of-the-art tools and techniques. In the 

face of digital revolution and other major changes across the globe it is imperative for India to show that it has great power. But as it is said that with great power 

comes great responsibility, so is true for India to build itself as a strong brand and its people as intangible assets for the whole astronomical object known to harbor 

life. 

 

5.   RECOMMENDATIONS 
FDI plays an important role in any country’s economic activities. Companies big or small cannot solely depend on the conventional source of finance all together. 

For financial and technological support they have to depend on foreign resources. For big companies getting FDI is not difficult issue because of financial security, 

reach in global market and business experience but for small scale industries it is still a buzzword15. And with huge investments in infrastructure development on 

the anvil, India today is a preferred investment destination globally. It has one of the world's most rapidly growing markets with a huge consumer base. In order 

to match up with this progress and for the survival of the small scale industries the author would like to make following recommendations that should be done 

like- 

• With a view to liberalize the small scale industries sector and augment economic activity in the country, the FDI norms governing SSIs should be relaxed and 

a notification should be tabled before Parliament, enabling an increase in the limits of FDI in the small scale industries sector. 

• To involve the small scale industries of various ends of the countries to make it more far reaching  

• To set up a different helper bodies for the sole purpose of making innovative idea of marketing the small scale industries through brand India campaign and 

help the government in executing it  

• To market the brand India campaigns as much as possible through social media and natural press by highlighting the changes in the situations of the nation 

and improvements in small scale industries. 

• To give boost to Make For India16 along with make in India through initiatives such as Start-up India17 

 

6.  LIMITATIONS AND FUTURE SCOPE OF STUDY 
The respondents to this empirical survey were majorly citizens of India and not NRIs whose opinion on the change of the reputation of the nation at a global level 

would be insightful.  

This empirical survey has its responses majorly from the education sector and service sector but not many from the primary sector (i.e. agricultural sector) on 

which many small scale depend on. So, there is a future scope for research in this area.  

The topic of this research exceptionally covers a very vast area and is of extreme significance and the Researchers trusts that it will incite more Indian academicians 

to research on this matter as it can also be taken as different aspect of Brand India campaign 
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