
VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

 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., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
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 1771 Cities in 148 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. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 

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

1. SIGNIFICANCE OF COST MANAGEMENT TECHNIQUES IN DECISION MAKING: AN EMPIRICAL STUDY ON ETHIOPIAN MANUFACTURING 

PRIVATE LIMITED COMPANIES (PLCs) 

DR. FISSEHA GIRMAY TESSEMA 

1 

2. TECHNICAL EFFICIENCY ANALYSIS AND INFLUENCE OF SUBSIDIES ON THE TECHNICAL EFFICIENCY OF FARMS IN THE SLOVAK REPUBLIC 

DR. ING. ANDREJ JAHNÁTEK, DR. ING. JANA MIKLOVIČOVÁ & ING. SILVIA MIKLOVIČOVÁ 
10 

3. A COMPARISON OF DATA MINING TECHNIQUES FOR GOING CONCERN PREDICTION 

FEZEH ZAHEDI FARD & MAHDI SALEHI 
14 

4. DETERMINANTS OF CONSTRAINTS TO LOW PROVISION OF LIVESTOCK INSURANCE IN KENYA: A CASE STUDY OF NAKURU COUNTY 

THOMAS MOCHOGE MOTINDI, NEBAT GALO MUGENDA & HENRY KIMATHI MUKARIA 

20 

5. PERCEPTIONS OF ACCOUNTANTS ON FACTORS AFFECTING AUDITOR’S INDEPENDENCE IN NIGERIA 

AKINYOMI OLADELE JOHN & TASIE, CHUKWUMERIJE 

25 

6. AN ASSESSMENT OF MARKET SUSTAINABILITY OF PRIVATE SECTOR HOUSING PROJECT FINANCING OPTIONS IN NIGERIA 

I.S. YESUFU, O.I. BEJIDE, F.E. UWADIA & S.I. YESUFU 

30 

7. AN EXPLORATORY STUDY ON THE PERCEPTION OF CUSTOMERS TOWARDS THE ROLE OF MOBILE BANKING, AND ITS EFFECT ON QUALITY 

OF SERVICE DELIVERY, IN THE RWANDAN BANKING INDUSTRY 

MACHOGU MORONGE ABIUD, LYNET OKIKO  & VICTORIA KADONDI 

35 

8. BUSINESS PROCESS REENGINEERING AND ORGANIZATIONAL PERFORMANCE 

C. S. RAMANIGOPAL, G. PALANIAPPAN, N.HEMALATHA & M. MANICKAM 

41 

9. CUSTOMER PERCEPTION OF REAL ESTATE SECTOR IN INDIA: A CASE STUDY OF UNORGANISED PROPERTY ADVISORS IN PUNJAB-INDIA 

DR. JASKARAN SINGH DHILLON & B. J. S. LUBANA 

46 

10. INNOVATIVE TECHNOLOGY AND PRIVATE SECTOR BANKS: A STUDY OF SELECTED PRIVATE SECTOR BANKS OF ANAND DISTRICT 

POOJARA J.G. & CHRISTIAN S.R. 
51 

11. THE PROBLEMS AND PERFORMANCE OF HANDLOOM COOPERATIVE SOCIETIES WITH REFERENCE TO ANDHRA PRADESH INDIA 

DR. R. EMMANIEL 

54 

12. IMPACT OF GENDER AND TASK CONDITIONS ON TEAMS: A STUDY OF INDIAN PROFESSIONALS 

DEEPIKA TIWARI & AJEYA JHA 

58 

13. MOTIVATIONAL PREFERENCES OF TEACHERS WORKING IN PRIVATE ENGINEERING INSTITUTIONS IN WESTERN INDIA REGION: AN 

EXPLORATORY STUDY 

DD MUNDHRA & WALLACE JACOB 

68 

14. CHANNEL MANAGEMENT IN INSURANCE BUSINESS 

DR. C BHANU KIRAN & DR. M. MUTYALU NAIDU 

74 

15. MANAGEMENT INFORMATION SYSTEM APPLIED TO MECHANICAL DEPARTMENT OF AN ENGINEERING COLLEGE 

C.G. RAMACHANDRA & DR. T. R. SRINIVAS 
78 

16. A STUDY ON THE PERCEPTIONS OF EMPLOYEES ON LEADERSHIP CONCEPTS AND CONSTRUCTS IN LIC 

H. HEMA LAKSHMI, P. R. SIVASANKAR & DASARI.PANDURANGARAO 
83 

17. TEXTURE FEATURE EXTRACTION 

GANESH S. RAGHTATE & DR. S. S. SALANKAR 
87 

18. INDIAN BANKS: AN IMMENSE DEVELOPING SECTOR 

PRASHANT VIJAYSING PATIL & DR. DEVENDRASING V. THAKOR 
91 

19. DEVALUATION OF INDIAN RUPEE & ITS IMPACT ON INDIAN ECONOMY 

DR. NARENDRA KUMAR BATRA, DHEERAJ GANDHI & BHARAT KUMAR  
95 

20. SERVICE PRODUCTIVITY: CONCERNS, CHALLENGES, AND RESEARCH DIRECTIONS 

DR. SUNIL C. D’SOUZA 
99 

21. A STUDY OF THE MANAGERIAL STYLES OF EXECUTIVES IN THE MANUFACTURING COMPANIES OF PUNJAB 

DR. NAVPREET SINGH SIDHU 
105 

22. FINANCIAL LEVERAGE AND IT’S IMPACT ON COST OF CAPITAL AND CAPITAL STRUCTURE 

SHASHANK JAIN, SHIVANGI  GUPTA & HAMENDRA KUMAR PORWAL 
112 

23. REACH OF INTERNET BANKING 

DR. A. JAYAKUMAR & G.ANBALAGAN. 
118 

24. THE PROPOSED GOODS AND SERVICE TAX REGIME: AN ANALYSIS OF THE DIFFERENT MODELS TO SELECT A SUITABLE MODEL FOR INDIA 

ASHISH TIWARI & VINAYAK GUPTA 
122 

25. ESTIMATION OF STOCK OPTION PRICES USING BLACK-SCHOLES MODEL 

DR. S. SARAVANAN & G. PRADEEP KUMAR 
130 

26. MIS AND MANAGEMENT 

DR.PULI.SUBRMANYAM & S.ISMAIL BASHA 
137 

27. REFORMS IN INDIAN FINANCIAL SYSTEM: A CONCEPTUAL APPROACH 

PRAVEEN KUMAR SINHA 
147 

28. NATURAL RUBBER PRODUCTION IN INDIA 

DR. P. CHENNAKRISHNAN 
151 

29. QUALITY IMPROVEMENT IN FREE AND OPEN SOURCE SOFTWARE PROJECTS 

DR. SHAIK MAHABOOB BASHA 
157 

30. ICT & PRODUCTIVITY AND GROWTH BUSINESS: NEW RESULTS BASED ON INTERNATIONAL MICRODATA  

VAHID RANGRIZ 
160 

 REQUEST FOR FEEDBACK 165 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

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

    

FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    
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 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
AMITA 

Faculty, Government M. S., Mohali 

    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

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

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

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

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

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

EDITORIAL EDITORIAL EDITORIAL EDITORIAL ADVISORY BOARDADVISORY BOARDADVISORY BOARDADVISORY BOARD    
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

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

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

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

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

DR. MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. A. SURYANARAYANA 
Department of Business Management, Osmania University, Hyderabad 

DR. SAMBHAV GARG 
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

DR. S. TABASSUM SULTANA 

Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

SURJEET SINGH 
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt. 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government H. S., Mohali 

DR. MOHITA 

Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 

Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL LEGAL LEGAL LEGAL ADVISORSADVISORSADVISORSADVISORS    
JITENDER S. CHAHAL 

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

CHANDER BHUSHAN SHARMA 

Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 

    

    



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

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

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; 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; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

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

Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational 

Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

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

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com. 

GUIDELINES FOR SUBMGUIDELINES FOR SUBMGUIDELINES FOR SUBMGUIDELINES FOR SUBMISSION OF MANUSCRIPTISSION OF MANUSCRIPTISSION OF MANUSCRIPTISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject:  SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

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

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

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

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

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

d) The total size of the file containing the manuscript is required to be below 500 KB. 

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

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

 

5. 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 stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES & TABLES: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources 

of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. 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 are supposed to follow Harvard Style of Referencing. 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 italics. 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 parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

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," Journal 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 Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES  

• 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 Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-5756 

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

http://ijrcm.org.in/ 

74 

CHANNEL MANAGEMENT IN INSURANCE BUSINESS 
 

DR. C BHANU KIRAN  

PLACEMENT OFFICER  

ANANTHA LAKSHMI ENGINEERING COLLEGE 

ANANTAPUR 

 

DR. M. MUTYALU NAIDU  

PROFESSOR  

SRI KRISHNADEVARAYA INSTITUTE OF MANAGEMENT 

SRI KRISHNADEVARAYA UNIVERSITY 

ANANTAPUR 

 

ABSTRACT 
A channel Management or trade channel is defined as the path or route along which goods move from producers or manufacturers to ultimate consumers or 
industrial users. In other words, it is a distribution network through which producer puts his products in the market and passes it to the actual users. This channel 
consists of: - producers, consumers or users and the various middlemen like wholesalers, selling agents and retailers (dealers) who intervene between the 
producers and consumers. Therefore, the channel serves to bridge the gap between the point of production and the point of consumption thereby creating time, 
place and possession utilities. Marketplace success for most organizations requires delivering a customer experience across multiple channels that differentiates 
an organization from its competition. Understanding the elements of experience that really excites different types of customers in a multi channel world is 
complex. But getting it right can significantly improve loyalty and value. In an increasingly challenging marketplace, the end-to-end customer experience has 
become the new battleground. Success in business today requires companies to deliver a superior, differentiated experience attuned to ever-changing customer 
needs and preferences. A company’s multichannel strategy is critical because of the central role its channels must play in the information-rich, seamless and 
tailored experience customers are beginning to expect.  
 

KEYWORDS 
Channel Levels, Intermediatories, Strategies, New channels, Banc assurance, Challenges. 

 

INTRODUCTION 
 distribution channel is the route by which the product or service (or offer) prepared by the producer reaches the ultimate consumer (or buyer). The 

distribution channel bridges the gap between the producer (point of manufacture or generation of service) and the consumer (point of sale). They are the 

prime drivers of growth for any organization.
1
 They are the enabling mechanism or a set of interdependent organizations involved in the process of 

making a product or service available for use or consumption by the consumer or business user. 

A company’s channel decisions directly affect every other marketing decision. The company’s pricing depends on the distribution channels it works with. The 

firm’s sales force and communication decisions depend on how much persuasion, training, motivation and support its channel partners need. Whether a 

company develops or acquires new products may depend on how well those products or services fit the capabilities of its channel members. Distribution system 

can be used to gain a competitive advantage. The use of intermediaries results from their greater efficiency in making goods or services available to target 

markets and through their contacts, specialization and scale of operation, intermediaries usually offer the firm more than it can achieve on its own. From the 

economic system’s point of view, the role marketing intermediaries is to transform the assortments of products or services made by the producers into the 

assortments wanted by the consumers. They play an important role in matching demand and supply. Members of the marketing channel perform many key 

functions and help to complete transactions. 

• Information: Gathering and distributing marketing research and intelligence information abut actors and forces in the marketing environment needed for 

planning and aiding exchange. 

• Promotion: Developing and spreading persuasive communications about an offer 

• Contact: Finding and communicating with prospective buyers. 

• Matching: Shaping and fitting the offer to the buyer’s needs, including such as manufacturing, grading, assembling and packaging. 

• Negotiations: Reaching an agreement on price and other terms of the offer so that ownership or possession can be transferred. 

• Physical distribution: Transporting and storing goods. 

• Financing: Acquiring and using funds to cover the costs of the channel work. 

• Risk taking: Assuming the risks of carrying out the channel work. 

In dividing the work of the channel, the various functions should be assigned to the channel members who can add the most value for the cost. 

CHANNEL LEVELS 

Companies can design their distribution channels to make products and services available to customers in different ways. Each layer of marketing intermediaries 

that performs some work in bringing the product and its ownership closer to the final buyer is the channel level. The number of intermediary levels indicates the 

length of a channel. A direct marketing channel is the one which has no intermediary levels; the company sells directly to the customers. Indirect marketing 

channel has one or more than one intermediaries 

TYPES OF INTERMEDIARIES 

A firm should identify the types of channel members available to carry out its channel work. The main course of action can be to use company’s own sales force 

whereby the company can expand the company’s direct sales force. It can assign outside salespeople to territories and have them to contact all prospects in the 

area or develop company’s sales force for different activities. The company can hire manufacturer’s agents, independent firms whose sales forces handle related 

products from many companies in different regions or industries to sell the products or services. The company may find distributors including financial 

distributors in the different regions or industries who will carry on the activities and give them exclusive distribution, good margins, product training and 

promotional support 

LIFE INSURANCE DISTRIBUTION 

Distribution of life insurance varies from the distribution of other tangible products or other forms of insurance. Various reasons can be attributed to this, mainly 

being the fact that life insurance is not an immediate need for the customers and thus the concept goes that life insurance is not bought but sold. This is because 

the possibility of death is either ignored or not considered imminent. The requirements of today which seems to be more compelling, take over the 

requirements of tomorrow. There is no compulsion to under the law to buy life insurance unlike the other forms of insurance. Also superstitious beliefs and 

cultural or religious backgrounds often interfere with the process of considering the importance of life insurance. People need to be persuaded to take up 

A
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insurance because there is a need to be concerned about the future and that life insurance is a necessity and not an option. This need arises because there is a 

tendency to leave everything to fate and also there are notions that insurance is not a very good investment since the yields are low and the time period 

involved is much more. Insurance is a concept that has to be explained and its usefulness clarified personally to the people. Each prospective buyer has his own 

special needs and requires specialized solution. Personalized guidance is possible when there is a face to face contact between the agent and the customer. 

INTERMEDIARIES IN LIFE INSURANCE 

The role played by the distributor or the producer in an insurance market is very critical. In an insurance market it is the distributor who makes the difference in 

terms of quality of advice for choice of product, servicing of policy post sale and settlement of claims. In a market with distinct cultural and social ethos, these 

conditions play a major role in shaping the distribution channel and their effectiveness. 

The channels of distribution can be grouped under two heads namely, 

PERSONALIZED DISTRIBUTION SYSTEM                  

This includes all channels like agencies of different models and brokers, banks and work site market 

DIRECT RESPONSE DISTRIBUTION SYSTEMS                 

This covers all channels through which the client purchases the insurance directly. This segment utilizes various media such as internet, telemarketing, direct 

mailing, call centers and so on and is just catching up. The traditional channels of distribution are agents and brokers. 

AGENTS  

The companies emphasise on building a good field force, trained to get people thinking about their family’s financial security and recommend appropriate 

policies for their needs. Currently most of the life insurance companies follow this traditional route of marketing. The tied agency channels (agents) has yielded 

place to multiple distribution channels. This is to primarily ensure that the reach is increased, the customer base is enlarged, to have an adequate channel mix 

for different segments of market and to ultimately ensure growth in volumes. 

CHALLENGES  

The insurance agent has to know which product will appeal to the customer and also know his competitor’s products in the same space to be an effective 

salesman. In the current scenario, the new companies are looking for well educated and aware individuals from elite class and offer them high remuneration 

which may not be possible in the insurance business with its price pressures and the complexity of selling insurance. There are high attrition rates of agents due 

to indiscriminate agent appointment. There is a lack of knowledge of the competitive market and the inability to do intelligent comparisons with the 

competitors’s products and educating and training these agents is a serious challenge for the insurance companies. Apart from this age and gender poses a 

challenge. Notions of the elder being more knowledgeable restrict the efficiency of the young salesmen. The increase in number of insurance companies in India 

has failed to improve the consumers’ response to the insurance products. The low consumer response proves to be one of the biggest challenges faced by the 

agents. In spite of telemarketing departments that takes care of marketing insurance products of companies, they have not been able to capture the attention of 

the customers because of their inappropriate call timings and push selling strategies. There is a lack of knowledge about insurance benefits and is viewed as a 

sole device of tax savings by people. They are usually found to be ignorant of the benefits and are found to have an inappropriate insurance coverage.
2
 Apart 

from this lack of trust in private life insurance companies form barriers for effective distribution. The people have preconceived notions about private 

organizations of often being involved in fraudulent activities and unethical practices. The agents also suffer from the continuous pressures from the companies 

to achieve high targets due to intense rivalry among the private life insurance companies in India. As a result the agents vie for the numbers game without 

paying heed to the customers’ requirements. Moreover the agents resort to push sales instead of need based selling, thereby resulting in lower customer 

satisfaction. Apart from this the pay packages of the employees are found to be inadequate considering the amount of pressure they have to handle on a daily 

basis. The agents receive a meager amount of commission based on the number of policies sold and are constantly burdened with astronomical targets to 

achieve. As a result the agents lack the motivational aspect, besides the financial security, which ultimately gets reflected in their abysmal performance. The lack 

of penetration in rural areas poses a challenge since the rural and the semi urban areas of the country remain untouched which actually have huge potential. 

Most of the insurance companies set up their bases in the urban areas and developed regions of the country due to availability of the infrastructural, 

transportation and distribution facilities. This hampers the business opportunities of private life insurance companies with respect to the maximum GDP –

contributing sector of the economy. Entry restrictions and operational barriers are the two trade barriers responsible for the underperformance of the country’s 

insurance sector. Regulatory dilemmas like entry of foreign players through joint ventures with companies and the minimum investment required and license 

requirements bring in more challenges. However in spite of these they still continue to be the mostly used channel. 

STRATEGIES TO OVERCOME CHALLENGES 

The insurance Companies need to take up a holistic approach in addressing the impediments to insurance selling, the crucial parameter in achieving success. As 

a result, the insurance companies must frame and/or revamp the existing strategies, while keeping the following in mind. 

(a) INNOVATIVE PRODUCTS  

The companies should go for need based selling and try to promote awareness, literacy and the understanding among the people to eliminate the perception of 

the insurance products being a sole means of tax benefits. The insurers should focus on the financial protection and long term wealth creation and have four 

different types of product in their kitty, commonly known as PIPS (protection-insurance-pensions-savings). They have to gauge the needs of the customers and 

their financial capability before offering the product that would suit their preference. As a result the companies with their innovative products may capture the 

huge untapped insurance market in India   

(b) CUSTOMERS 

The starting point of the strategy formulation is the customers who are the driving force behind much of the changes taking place in the insurance industry. The 

tastes and preferences of the customers are changing at a high pace and prefer alternative investments like private equity and venture capital and guaranteed 

investment products. They demand products any place, anytime and anywhere. They are in a constant demand of innovative and quality services and products 

coupled with competitive pricings and on time services. The customers usually tend to resort to brand names since there are a large number of companies and 

array of financial products available. The use of technology would further cater to increasingly knowledgeable clients, setting aside the traditional agent client 

relationship. 

(c) TECHNOLOGY  

New technology challenges the traditional methods of insurers in terms of changing distribution channels, facilitating customer relationship management and 

enhancing customer service. The issue of online claim processing through the web based software has been the topic of focus for the insurers. In addition the 

use of expert system is particularly helpful for the sales force of the service organization. The knowledge based expert system can be used more directly as a 

training tool for the sales people. The expert system can be used as a guide when interacting with the customers and assists the salesman to match various 

products in congruence with the customer’s necessities and risk involvements. The sales force would be able to deal with more unusual and unique customer 

cases thereby resulting in effective selling and reduced direct selling costs through the use of expert systems. 

(d) AGENT’S SKILLS 

The knowledge and skills of the agents assume significance since the traditional models are giving way to newer innovative strategies in attracting and 

maintaining the satisfaction level of the customers.
3
 The knowledgeable and skilled agents are found to spend more time with customers in building 

relationships. The knowledge and skill of the agent assume significance in this context. The 80-20 rule applies here i.e. 80% of the revenue comes from 20% of 

the sales people.
4
 

(e) SELECTION CRITERIA OF AGENTS 

The selection criteria used at the time of recruiting sales people help to determine the person’s ability in becoming an effective salesman. Since insurance is an 

intangible product, the insurance firms must have a clear vision about the type of training that needs to be imparted to the salespeople. Training would make a 

salesperson more responsive to the pre sale, during sale, and post sale services. Technology oriented training using expert systems will be of great help. 
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(f) NATURE OF CUSTOMERS 

This refers to the quality of customers. The strategy of the firms should not be the “law of large numbers”
5
 instead they should focus on the trust between the 

insurers and the customers in terms of regular payment premium and continuation of policy 

(g) MARKETING STRATEGIES 

An innovative and integrated marketing strategy based on the customer needs and the ever changing environment would ensure sustainable competitive 

advantage. Traditional business models are giving way to new and more innovative strategies. This is due to variety of factors including globalization of financial 

markets, demands of customers who want to obtain full range of financial services from single institution, insurers seeking to acquire new distribution channels, 

access to better technology, entry into new markets through affiliations and acquisitions. Moreover the companies should quickly adapt to the changing 

demands of the customer. 

(h) ALTERNATIVE DISTRIBUTION CHANNELS 

The development of alternate channels like direct marketing, work site marketing etc. will create awareness about an insurance product which in turn may help 

the individual agents as a prospecting tool. It is a natural inclination on advice of a financial advisor before investing high amounts of premiums. And hence, the 

importance of their role in the financial world.
6
 The emphasis has shifted from single unit sale towards multiple products selling. As part of their marketing 

strategy, the private life insurance companies resort to several distribution channels such as banks, brokers, corporate agents and other intermediaries to reach 

out to the masses through out the length and breadth of the country. The use of sophisticated and user friendly technology enabled the consumer to have a 

wider array of information about the financial products before going for the product.   

BROKERS 

Brokers are the intermediaries who represent the customer and sell the products of more than one company. The brokers in the urban area can attract the elite 

and the upper middle class customers very well. They help the clients to find the best product suited to them and can effectively address the mind block faced 

by the public companies.  Insurance brokers are professionals who assess the risk on behalf of a client, advise on the mitigation of  that risk, identify the optimal 

insurance policy structure, bring together  the insurer and the insured, carry out the preparatory work to insurance contracts and where necessary, assist in the 

administration and performance of such contracts, in particular when claim arises. The brokers are retained by the insured and their prime responsibility lies 

towards the insured unlike the agents. The main difference between the brokers and the agents is the that the agent acts on behalf of one insurer and can offer 

what his insurer has to offer whereas broker acts on behalf of his client and is not tied to an insurer. While brokers have done well and captured a good share in 

the non-life business their contribution has been rather insignificant on the life side.
7
 

CHALLENGES  

The challenge here lies in establishing regulations that protect the customer and attract the right players into the brokerage market rather than creating another 

middlemen segment eroding the premium. 

NEW CHANNELS OF DISTRIBUTION 

BANKS  

The banks (especially public sector) have become one of the foremost channels of distribution and are referred to bancassurance. The bancassurance is the 

distribution of insurance products through the bank’s distribution channel. It is a phenomenon where in the insurance products are offered through the 

distribution channel of the banking services along with a complete range of banking and investments products and services. In simple terms, bancassurance tries 

to exploit synergies between both the insurance and banking operations. The main functions of banking can be described as resource mobilization, credit 

dispensation, risk management and fund management where as the main functions of insurance can be categorised as risk management, fund management and 

reinsurance. In particular life insurance companies deal with savings and investment and so do the banks. Thus there is synergy between the operations of the 

two. Banking is fully governed by RBI while the insurance sector is governed by the IRDA and bank assurance being the combination of two sectors is governed 

by both the regulators and each of them have given guidelines for the functioning . 

RBI Guidelines for banks entering into insurance sector provides three options for banks. They are, 

• Joint ventures will be allowed for financially strong banks wishing to undertake insurance business with risk participation. 

• For banks which are not eligible for this joint venture option, an investment option up to 10% of the net worth of the bank or Rs 50 crores, which ever is 

lower, is available. 

• Finally any commercial bank will be allowed to undertake insurance business as agent of insurance companies. This will be on a fee basis with no risk 

participation. 

IRDA Guidelines for the bancassurance are, 

• Each bank that sells insurance must have a chief insurance executive to handle all the insurance activities. 

• All the people involved in selling should undergo mandatory training at an institute accredited by IRDA and pass the examination conducted by the 

authority. 

• Commercial banks including the co-operative banks and regional rural banks may become corporate agents for one insurance company. 

• Banks cannot become insurance brokers. 

Bancassurance can be a sure shot way to reach a wide base of customers provided it is used sensibly. Bancassurance is a mutually beneficial situation as banks 

can expand their range of products on offer to customers and earn more, while the insurance company profits from the exposure at the branches and the 

security of receiving timely payments. The products that are likely to sell well through bancassurance are commoditiser term and annuity products. Also those 

products that combine insurance and banking needs help to create demand such as a loan cover, term assurance and simple products that can be sold over the 

counter at banks. Apart from this the banks with rural area network helps to fulfill rural and social obligations imposed by the IRDA. 

BANCASSURANCE CONVERGENCE STRATEGIES 

The success of bancassurance depends on the development and successful execution of the collaborative strategies. The strategies to be adapted should 

primarily revolve around the customer and be directed towards enhancing the value of the customer.
8
 It implies that the strategy execution should eventually 

lead to customer attraction and retention. Technology adaptation is one strategy that is gaining significant coverage for varied reasons. As the level of 

technology is enhanced in banks, they are able to develop new operating capabilities, thereby offering unprecedented service to the customers. Data 

management systems enable maintenance of seamless data in an integrated fashion. Tailor made technological applications can then be used to touch the 

business processes in the collaboration process thereby ensuring faster execution through automated services. The reduced costs and enhanced revenues will 

confer competitive advantage to the technology adopters. On the Indian front, SBI life has reaped the maximum benefits out of bancassurance. Taking 

advantage of its branch network, it generated almost 39% of its total premium in 2006-07 through bancassurance route. Thus, bancassurance has its own share 

of advantages and disadvantages. If properly executed, the concept of one-stop shop for financial products is bound to be a reality.
9 

 

WORK SITE MARKETING 
Work site marketing channel is used to tap one of the biggest markets. With changes in human resource management policies and compensation packages, 

group products or work sites products do have a definite market .the advantages of work site marketing are  

• Captive customer base 

• Potential to sell both individual and group insurance 

• High trust factor 

• High volume 
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CHALLENGES  

The challenges here would be to sell customized, cost effective product with good after sales service. This will bring continued business to the insurance 

company. Technology has a key role to play in work site marketing to ensure cost benefits. 

 

TABLE 1:  TIE UPS BETWEEN THE LIFE INSURANCE COMPANIES AND BANKS 

Insurance company Banks 

HDFC Standard Life Union bank of India, Indian  bank, HDFC bank, Bank of Baroda, Saraswat bank  

ICICI Prudential Federal bank, ICICI bank, Bank of India, Lord Krishna bank, South Indian bank,  and many other cooperative banks 

Birla Sunlife Citi bank, IDBI bank, Catholic Syrian bank, Development Credit bank 

AVIVA ABN amro, American bank, Canara bank, Lakshmi Vilas bank, Centurion bank of Punjab, IndusInd bank, Punjab and Sind bank and 24 

others including the cooperative banks 

BAJAJ Allianz Standard chartered bank, syndicate bank 

SBI Life SBI, BNP Paribas 

Tata AIG Life 

Insurance co. 

HSBC Bank, United Bank of India 

Ing Vysya Life 

Insurance 

ING Vysya bank 

LIC Andhra bank, Dena bank, Corporation bank, Indian overseas bank, Allahabad bank, Vijaya bank, Central bank of India 

Metlife UTI bank, Dhanalakshmi bank, J&K bank, Karnataka bank 

Source: Banks and Insurance Companies’ websites 

INTERNET  

The use of this channel is restricted since it requires a lot of face to face persuasion. The insecurity attached to the transactions over the net are another 

inhibiting factor. While the technology capability is there, improvements in band with and infrastructure are needed. The products need to be simpler with auto 

underwriting facility 

CHALLENGE  

These channels by themselves will not be able to overcome the mindset of the people, but rather can only be enablers for the human channels. 

INVISIBLE INSURER  

In this model, the insurance company or its representative is not the entity marketing the products. The insurance cover is sold by an automobile/credit card 

company as an add-on product leveraging the brand of the retailer. The risk is carried by the insurance company which underwrites it .This models can be 

adapted in all market segments for the different lines of business. The arrangements is attractive because of low distribution cost and captive customer cost 

RETAIL ASSURANCE 

‘Insurance products are being sold at retail outlets.’ This news should convey the message that Indian insurance industry is really boiling. Not only the insurance 

players but also their distribution partners are very much interested in this kind of game plan. The office of the chief post-master general, Chennai has mooted 

the idea of selling some of the insurance products through post offices. With 1.53 lakh post offices in the country, more than twice the number of bank 

branches, it can really be a channel with very great potential. Medicine Shoppe, a pharma chain store group and Bajaj Allianz have tied up to provide free 

insurance cover of Rs.2/- on every purchase of pharma products worth Rs.1/-. This scheme is open to 5-25 years age group, and distributed through its 40 

outlets. Also insurance selling has gone the ‘corner shop’ way, with TATA-AIG’s plans to sell the policies at petrol bunks. 
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