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PRICING STRATEGY IN MARKETING OF B-SCHOOLS: A STUDY OF THE INDIAN CONTEXT 
 

DR.RAJESH S. MODI 

ASST. PROFESSOR 

YANBU INDUSTRIAL COLLEGE, INDUSTRIAL MANAGEMENT TECHNOLOGY DEPARTMENT 

P.O.BOX 30436, YANBU-AL-SINIAYAH 

KINGDOM OF SAUDI ARABIA 
 

ABSTRACT 

The purpose of the present paper is to understand the various aspects of pricing strategy– intake capacity, 

scholarship, fundraising activities and generating other sources of income for marketing of B-Schools. The pricing 

strategy of the institute / B-Schools should be designed in such a way that the income of institute increases without 

compromising scholarship to the talented or meritorious students, attractive pay package to faculty members, 

upgrading and expanding the infrastructure facility for the benefit of the students etc. The finding is based on large, 

representative samples of 150 B-Schools as a primary source and with the real life examples of different aspects of 

pricing strategy of Indian B-Schools from various secondary sources. Survey results shows that the number of 

applications received for admission purpose are ranging from 500-200000. However, because of demand and 

supply gap, even “C” category of intuitions get, on an average 500 applications. Whereas the institutions like IIMs, 

MDI, FMS ,IIFT etc get more than 2,00,000 applications for admission. The chi square test (Test of Association) 

reveals that there is a significant relation between Number of Applications received and Category (A, B, C) of the 

institute. This research study include mainly two types of management institute i.e. private and grant-in-aid 

(government) and focus on the ranking like A, B and C. The study does not include the other the various categories 

of B-Schools like autonomous institute which are not approved by the AICTE, distance education, and various sub 

categories like A+, A ,A-, ,B+,B,B-,C+,C,C- etc.  
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INDIAN TEACHER’S STRESS IN RELATION TO JOB SATISFACTION: AN EMPIRICAL STUDY 
 

DR. B. V. PRASADA RAO 

ASSOCIATE PROFESSOR 

ADAMA UNIVERSITY 

ETHIOPIA 

 

S. R. PDALA 

TEACHING ASSOCIATE 

A. U. P. G. EXTENSION CENTRE 

VIZIANAGARAM 

 

WAKO GEDA OBSE 

LECTURER 

SCHOOL OF HUMANITIES AND NATURAL SCIENCES 

ADAMA UNIVERSITY 

ETHIOPIA 
 

ABSTRACT 

The aim of the research is to study the relationship between stress and job satisfaction among secondary school 

Teachers, besides testing whether the correlations obtained for the comparable sample differ significantly and 

concludes that both the aspects are significant statistically. The variables like Sex, Locality, Qualification, 

Experience, and type of management in respect of teachers stress are statically significant, while the variables like 

locality, Age, Experience, marital status and type of institution in respect of Teacher job satisfaction are differed 

significantly. The Teacher stress and job satisfaction aspects are independent but they are inter- dependent. The 

investigation shows that there is significance of relationship between the Dimensions of Teacher Stress and job 

satisfaction. 
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INEFFECTIVE CORPORATE GOVERNANCE: CHALLENGES OF INTERNAL AUDIT FUNCTION 
 

DR. ISHOLA RUFUS AKINTOYE 

SR. LECTURER, DEPARTMENT OF ACCOUNTING & FINANCE 

OLABISI ONABANJO UNIVERSITY, AGO-IWOYE 

NIGERIA 

 

DR. RICHARD O. AKINGUNOLA 

SR. LECTURER, DEPARTMENT OF ACCOUNTING & FINANCE 

OLABISI ONABANJO UNIVERSITY, AGO-IWOYE 

NIGERIA 

 

JIMOH EZEKIEL OSENI 

PH. D. SCHOLAR, FACULTY OF SOCIAL AND MANAGEMENT SCIENCES 

OLABISI ONABANJO UNIVERSITY, AGO-IWOYE 

NIGERIA 
 

ABSTRACT 

Several literatures have established relationship between internal control functions and corporate governance. For 

instance, the literatures pointed out the need for effective internal control function for the development and 

effectiveness of corporate governance. Earlier studies did not give consideration to the importance and 

effectiveness of corporate governance as a necessity to guaranteeing the effectiveness of the internal control 

function. This study bridges the gap in the earlier studies by examining the risks internal auditors face in 

environments not characterised with effective corporate governance. We administered questionnaires to personnel 

that perform internal audit functions to ascertain the roles corporate governance plays in achieving effective 

internal control function. We found out that corporate governance promotes effective internal control function and 

where the latter is absent the former cannot but operate ineffectively. 
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A NEXUS BETWEEN BOP ENTREPRENEURS AND BOP CONSUMERS: A SNAPSHOT FROM 

BANGLADESH 
 

KOHINOOR BISWAS 

ASST. PROFESSOR 

EAST WEST UNIVERSITY 

DHAKA 

BANGLADESH 

 

M SAYEED ALAM 

ASST. PROFESSOR 

EAST WEST UNIVERSITY 

DHAKA 

BANGLADESH 
 

ABSTRACT 

Poorest of the poor in the developing part of the world is defined as a promising market segment, namely BOP 

(Bottom of the Pyramid) with a market size of $ 1.3 trillion. Traditionally, businesses are meant to serve a single 

bottomline: profit maximization. The new business model proposes that businesses can rather serve the double 

bottomlines of profit maximizing and poverty alleviation by capitalizing on the untapped potential of BOP 

consumers. This paper looks into the potential of BOP entrepreneurs in the segment of BOP consumers. The authors 

attempt to explore the consumption pattern and profile of the two different entities: BOP entrepreneurs and BOP 

consumers. 30 respondents are chosen from each category and in-depth interviews are conducted. The findings are: 

BOP entrepreneurs can exploit the untapped potentials of the BOP consumer market which would add to their 

earning and ease out the poverty condition. On the contrary, the BOP consumers would benefit from better quality 

and competitive price contributing towards more savings and better consumption. 
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KAIZEN IN THE INDIAN CONTEXT- A CASE STUDY 
 

TUSHAR N. DESAI 

FOUNDER CHAIRMAN, INDIAN INSTITUTION OF INDUSTRIAL ENGINEERING, SURAT CHAPTER 

ASSOCIATE PROFESSOR, MECHANICAL ENGINEERING DEPARTMENT 

S. V. NATIONAL INSTITUTE OF TECHNOLOGY 

SURAT – 395 007 

 

N. K. KESHAVA PRASANNA 

VICE PRESIDENT 
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ABSTRACT 

Quality has become a prerequisite for success of any organization. It is being increasingly recognized that a high 

quality of products and services and their associated customer satisfaction are the key to survival for any 

enterprise. Quality consciousness of the customer and competitors has forced the manufacturers and service 

providers to search for more and more effective ways to achieve quality as defined by ultimate end users. In today’s 

turbulent and market driven economy, only those companies will survive who will adopt such practices, programs 

or methods which help in considerable and continuous improvement in products and services offered by them. Total 

Quality Management (TQM) is widely accepted philosophy for achieving continuous quality improvements in all 

aspects of business. Kaizen, a philosophy, a strategy, a progrmme & an inherent part of the TQM process, helps to 

improve quality of goods & services of an organization. Continuous improvement (or Kaizen) is the philosophy of 

continually seeking ways to improve operations. It transforms the drive towards quality into a never – ending 

journey. Kaizen means improvement & ongoing – continuous & never ending improvement involving everyone in 

work life. This has been one of the key concepts in success of Japanese industries. Kaizen is built on the premise that 

the knowledge of how to improve the workplace should come from the workplace itself and not to be imposed from 

outside. This paper illustrates the concept, principles of kaizen with a structured approach for its implementation. 

This paper also presents an insight into the kaizen system in a large Petrochemical plant based at Surat, Gujarat, 

India. Areas for improvement of the system in this organization are also presented which helps to continuously 

improve quality and productivity of work processes of the organization and thereby helping the organization in 

setting and reaching higher and higher standards of performance. 
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ABSTRACT 

Human resource planning and development enable demand forecasting of manpower in the right ways. It is a 

planned strategic move to approach step by step. It is organized with the designed goals, objectives, mission and 

vision; to accomplish the target fixed. Managing changes in the organizations are necessary in the current times. It 

calibrate to the competition. It creates a stagnant organization amply kinetic and mobile. It happens by virtue of 

adopting cataclysmic changes seamlessly; in consonance to the business environment. The case in place is an 

example of human resource planning and strategic intervention in British Airways. This is a paradigm to envisage 

the facets of changes that occurred in the organisation. It a critical analysis to study the organizational processes 

and architecture (Haines, S. (Ed), 2006). In fact, the two books namely, ‘Third Wave’ and ‘Future Shock’ of Alvin 

Toffler propagated an ethos for change and highlighted its importance. It revolutionized the ideology of people to 

shift their focus. Both the books stated that, “Change is the process which pervades our life and it is important to 

look at it, not merely from the grand perspectives of history, but also from the vantage point of living, breathing 

individuals who experience it”. Therefore, change is believed to be the only thing that is constant and change is 

inevitable. British Airways had to adopt change for mitigating its fiscal crisis and revived the shocking people from 

a stalemate phase of the company; but the process that it passed through was scientifically model driven. In 

reading the organizational charts of the British Airways, we can explore an overview of the organizational profile. 

The organizational processes that were needed to be changed for meeting the offing changes in the environment in 

1980 are quite obvious. It happened with British Telecom too. It happened in the British political and people’s 

mandate. Companies went though the changes in the business philosophy. Core mission changed in the 

organizations. It was a time of reformation and reconstitution of the organizations across the globe and was in the 

path of privatization process (Baron, J.N. & Kreps, D.M., 1999). Changes happened with the organizational 

structure, organizational cultural-mix, recruitment-job placement-training and promotion policy. Essentially these 

all and other aspects relevantly provided ideas for studying organizational change in British Airlines. It also catered 

to changes in the HR policy, organizational architecture and organizational culture and so forth (Baren, D.R. & 

Schuler, R.S., 2004). These processes being inter-related also influenced each other. They critically examined to 

ascertain the issues and challenges, bottlenecks and benefits, and facilitated improvisation in the performance of 

British Airways. These all contributed for designing the organizational architecture in consonance to the need. 

Equity based privatization process, reformative steps, reengineering and competition call for precision in the 

decision making of the organization. These aspects being treated rightly give a picture of an intelligent future 

organization. 
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ABSTRACT 

Attrition is the biggest problem faced by BPO’s. Attrition rate in BPO’s is more than the attrition rate in any other 

sector. It becomes imperative to control this attrition rate. Many schemes have been applied in BPO’s for retention. 

A single tool alone is not sufficient for employee retention. The best results for employee retention can be achieved 

by applying different tools strategically. This paper highlights the main determinants affecting employee retention 

in the BPO sector. Further an attempt has been made to fathom out the retention practices prevalent in Indian 

BPO’S and compare the extent of employee satisfaction with respect to prevalent retention strategies adopted by 

Genpact and HCL. 
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ABSTRACT 

The development of entrepreneurship can be a major means of fighting economic inertia in rural areas. In this 

paper, the researcher made an attempt to understand the determinant factors of entrepreneurial activity. 400 rural 

entrepreneurs are selected in 40 Villages of 8 Taluk in Karnataka State, India through multiple sampling methods. 

Research study involved an in-depth examination of entrepreneurial activity, socio-economic variables and motives 

associated with rural entrepreneurship. To conclude, the various motivational factors will influence the 

entrepreneurship activity and their development.  
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ABSTRACT 

Employer branding is the image of an organization as a great place to work in the minds of its current employees 

and key stakeholders. It is the development of such an organizational culture which fosters a sense of 

belongingness with the company and encourages the employees to share organization's goals for success. In short, 

it is the value of the company in external marketplace. The goal of employer branding is to create loyal customers; 

the customers here being the employees. From an HR point of view branding is very important. If your organization 

has a good brand image in the market, it will help you in getting right workforce at right time and at the same time 

you will have a control over the employee cost. An organization with no brand name has to shell out lots of money 

to attract and retain the right candidate. This paper begins by defining the concept of Employer Branding practices 

carried out by the organisations to attract talents which help them to move towards their vision in a successful 

style. Types of Employer Branding, Branding Strategy and the benefits received by the organisation by adoption of 

the concept of Employer Branding in Indian context are then discussed. 
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ABSTRACT 

Students with high Emotional Quotient are highly successful and bag laurels in any context. Perhaps, high success 

rate of these students could be attributed to their Emotional competencies and efficacy. The present study 

examines the relationship between Emotional Intelligence and Personality of professional and non-professional 

students. The total sample comprises 246 students with a mean age of 22.43 of Visakhapatnam district, out of 

which 57% constitute male students, 43% constitute female students. 68 % constitute professional students and 

31% constitute non-professional students. Two inventories were used for data collection. Emotional intelligence 

scale developed by Dr.Meera Shanker and Dr.Omer Bin Sayeed (2006) was used to examine the emotional 

intelligence of students. Myer Briggs Type Indicator Form G developed by Isabel Myers and Katherine Briggs (1977) 

was used to measure the personality preference on 4 dichotomies that includes extraversion vs. introversion (E-I), 

sensing vs. intuition (S-N), thinking vs. feeling (T-F), judging vs. perceiving (J-P). Significant positive and negative 

correlations were found within male and female student groups on some factors of Emotional Intelligence and 

Personality. Results indicate significant positive correlation between Extraversion and some EI factors like 

impulsiveness, self acceptance, problem solving, self awareness, and personal fulfillment within professional 

student group and a negative correlation between Extraversion and some EI factors like empathy and anxiety and 

stress within non-professional student group. Most of the findings were consistent with the results reported 

elsewhere in the literature. 
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ABSTRACT 

Management is an exciting field where you can have an immediate impact on the operations of any business. The 

field of Management is a constantly changing hotbed of activities. New tools and techniques are continually being 

introduced to improve the efficiency, productivity, and profitability of any organization. All organizations and their 

departments, functions, or groups use Management methodologies, which include problem solving techniques and 

guidelines for various related activities. This research throws light on organization culture and its impact on 

management education of Rajasthan employee’s affectivity and efficiency. It analyses the importance of healthy 

organization culture, improvement of employees and organizational efficiency. The research paper proposes 

various ways of building an innovative organization culture and importance of quality of work life. The researcher 

has done a critical study of the impact of organization culture on faculty members of selected institution of 

Rajasthan. Professors, Readers and Lecturers working with selected management colleges of Rajasthan have been 

surveyed and their working condition, organization culture and satisfaction etc. has been deliberated. The purpose 

of research is to discover answers to the questions through the application of scientific procedures.  
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ABSTRACT 

Minerals & Metals Trading Corporation (MMTC) Ltd. was incorporated in the year 1963 by the Government of 

India, primarily with an objective to regulate the International trade of minerals and metals. Today, MMTC is 

India's largest International Trading Company having a strong nationwide trading network offering a large and 

wide range of products and services. In this paper, an attempt has been made to analyze the export performance of 

the corporation in the light of the export related objectives for which it was formed. The present paper looks into 

the functioning of MMTC particularly in the context of its export performance in the LPG regime. The study period is 

of 18 years (from 1991-92 to 2008-09) of the LPG regime. 
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ABSTRACT 

“Supply chains compete with each other not the organizations”, told by many supply chain experts. It goes without 

saying that suppliers are the heart of supply chain. So Supplier selection is one of the key tasks of supply chain 

management. Supplier selection also must be directed in the line of sustainability means looking beyond profit 

lines i.e. including human and environmental factors. The industry is increasingly exhibiting concerns over 

sustainability, driven by massages from different platforms of world, current legislation system. They are also 

exhibiting seriousness in implementation of those systems and concerned about public interest too. This factor 

forced to change many countries future government policy, current production operations practices, and created 

new business models. Supplier selection is always a vital responsibility and exercise of management and becomes 

more complex when we emphasis on sustainability. Supplier selection in triple bottom line theory means going 

beyond operational parameters of supplier selection. The environmental and social parameters also should be 

included along with operational parameters. Factor comparison method is a value engineering tool used in this 

paper to assess the relative weight between factors of supplier selection in a scientific manner. This paper provides 

a background to better understand the required criteria’s of supplier evaluation in the sustainable era. It also 

defines how much weightage is to be provided to which factor.  
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ABSTRACT 

Commodity trading is the modern technique of reducing risk.  The first organized futures market in India was 

established in 1875 by the ‘Bombay Cotton Trade Association’ to trade cotton. With the aim to create a nationwide 

efficient commodity exchange, which could provide price discovery and offer price-risk management to all 

participants involved in the commodity business cycle, Multi Commodity Exchange (MCX) was created in 2003. The 

study is conducted to give the concepts of commodities trading in India, various trends in commodity trading with 

special reference to Aluminium, the Role of Commodities in Financial Markets, to study In Detail the Role of Options 

in Aluminium commodities with special reference to HINDALCO a leading company in Aluminum sector. With the 

help of this Study it was the found that Call Option is Profitable for Buyer and Put Option is Profitable for Seller. 
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ABSTRACT 

This study is an attempt to assess the level of responsibility of line managers in HR activities. The information is 

collected from 176 line managers. The analysis indicates that line managers have moderate responsibility for HRM. 

Although their level of responsibility appears to be more in performance management and training and 

development related activities and less in compensation related activities. The study highlights the significant 

difference in certain HR activities of line managers based on the nature of business, ownerships of the 

organizations, the length of services and functional area of line managers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



VOLUME NO:  2 (2011), I SSUE NO. 3 (M ARCH )                                       ISSN 0976-2183 

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

www.ijrcm.org.in 

21

MARKET BASKET ANALYSIS TO THE RESCUE OF RETAIL INDUSTRY 
 

MR. R. NAVEEN KUMAR 

ASST. PROFESSOR 

SHRI NEHRU MAHA VIDYALAYA OF MANAGEMENT STUDIES 

COIMBATORE 

 

DR. G. RAVINDRAN 

ASSOCIATE PROFESSOR 

SCHOOL OF MANAGMENT 

KARUNYA UNIVERSITY 

COIMBATORE- 641 114 
 

ABSTRACT 

Retail industry is moving with a great pace in the Indian market, it has to set parameters to identify and measure 

the performance of participants in the market. A retailer may group its customers based on purchases and can do 

various analyses to determine which different products should be merchandized together to improve sales and 

revenue. This analysis helps in deciding the store layout, product assortment, and promotional plans and cross 

selling opportunities. Market-basket analysis is an effective way to ascertain the relationship between products. It 

is an analysis made on customers purchasing behavior during same visit and single order. Data mining techniques 

are used to ascertain the combination of categories within a customer's "basket". Now-a-days, market basket 

analysis has been intensively used in many companies as a means to discover product associations and helps 

retailers in promotion strategy. 
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ABSTRACT 

This study deals with the volatility of Indian Stock markets. Volatility is the other name of stock market. Every day 

brings with a new challenge for all the participants in the stock market, primarily for the brokers and investors – the 

duo who occupies driving seat of the market. Higher reward investments tend to carry greater risk and this is the 

rule of the game. 21st January 2008 – Black Monday and 18th May 2009 – Golden Monday are the two days which 

represent the true evidence of the two extreme sides of the stock market. Where the stock market plunge whip 

lashed many investors and left them wondering what to do about their portfolios, on the other side the revival and 

upswing in the market brought back the investors in a better position. Forming the above as a basis for a study, this 

report provides an in depth sectoral analysis of the stock market i.e. analyzing stocks of major companies within 

different major industrial and services sector. The analysis in the report provides input for the investors that would 

help them make intelligent investing decisions. 
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ABSTRACT 

Retail, one of India’s upcoming industries, has presently emerged as the most dynamic and fast paced industries of 

recent times with several players entering the market. One of the routes to succeed in retail business is to focus on 

own brands / store brands / private label brands (PLs) ; as the financials of retail firms are very sensitive to margins 

on the brands they sell. Further, PLs also offer retailers greater control over the supply chain, negotiating margins 

with National Brand (NBs) manufacturers or companies; opportunity to launch customized products; opportunity to 

launch innovative products, hence to build platform for store loyalty and increase footfalls. As managing PLs is 

quite critical function, hence they are to be managed professionally. This paper focuses on, determining & 

comparing customers’ attitude towards NBs & PLs with respect different attributes. Further it also discusses the 

effect on preference pattern with respect to demographic profile of respondents for private label brands in different 

categories of products. 
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ABSTRACT 

The essence of modern marketing lies in building of profit along with creating meaningful value satisfaction for the 

customers, whose needs and desires have to be coordinated with the set of products and production programmes. 

Therefore, marketing success of an enterprise depends on its ability to create a community of satisfied consumers. 

All the business activities should be carried out in ways which are directed towards the satisfaction of the consumer 

needs. Consumer behaviour is affected by a host of variables ranging from personal, professional needs, attitudes, 

values, personality characteristics, social, economic and cultural background, age, gender, professional status to 

social influences of various kinds exerted a family, friends, colleagues and society as a whole. Everybody in this 

world is a customer. The customers need a variety of goods and services right from our birth to death. All customers 

are buyers and all buyers are not customers. The attitude of customer or buyer decides how demand will emerge 

for a new product and service and how existing goods and services are sold.  Customer satisfaction is the process 

and activates the people engage in searching for, selecting, purchasing, using, evaluating and disposing of products 

and services so as to satisfy their needs and desires. Consumer buying behavior is influenced by four major 

psychological factors-motivation, perception, learning, and beliefs and attitudes. The main aim of this paper is to 

identify factors which are influencing on customers for purchase of motor vehicles of Sowjanya Pvt. Ltd., Nandyal, 

Kurnool district. Finally, it ends with a set of opinions from the respondents who brought the motor vehicles are 

influenced by the brand image, mileage and price. The study will help to know the different services provided by 

Hero Honda bikes and the satisfaction derived by people from the performance of the bike. It also helps to know the 

level of awareness of customers regarding the new launching bikes of Hero Honda. The required data for the study 

has been collected from both primary & secondary data sources. The data has been analysed based on customer 

awareness, age, income, customer opinion, customer satisfaction, price quality of the bike and the like. Major 

findings and suggestions are found in the study. Finally, it is concluded with conventions and inferences. The 

consumer decision to purchase a bike is based on own perception, experience and belief and role of friends, 

relatives and family members is found to be significant. The brand preference is much depending on image, mileage 

and price. The advertisement in televisions, newspapers, magazines is effective in giving information to the 

consumers about the vehicle and its characteristics. Thus, the customer’s satisfaction of motor bikes is not based on 

single variable; it is multivariable decision and requires a careful study of customers’ socio-economic needs from 

time to time. 
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IMPACT OF SOCIO-CULTURAL DYNAMICS ON CONSUMER BEHAVIOUR AT FOOD OUTLETS: AN 

EMPIRICAL STUDY IN WESTERN MAHARASHTRA 
 

PROF. PADMPRIYA ANAND IRABATTI 

SR. FACULTY OF MARKETING 

DEPARTMENT OF M.B.A. 

BHARATI VIDYAPEETH UNIVERSITY 

A.K.I.M.S.S. 

SOLAPUR 
 

ABSTRACT 

Culture plays vital role in economic development of any country. The wheel of the Indian lifestyle is moving at such 

an unprecedented pace that it is also affecting the cultural roots of Indian consumers.  Lot of Socio-cultural shifts 

can be observed in this highly competitive era of growing Fast Food culture. This study is an attempt to explore the 

impact of such Socio- cultural dynamics on consumer preferences at Fast Food outlet. The purpose of this study is to 

analyse the change in consumer food habits mainly due to change in societal and cultural shifts.  As fast food 

purchases are impulse buying decisions, this paper evaluates how change in social and cultural related impulses 

influence the behaviour of consumers towards eating at fast food outlets. This paper focuses the societal shifts such 

as irregular working hours, longer time spent in transit, and fragmented mealtimes, increasing dependency on 

ready to eat meals, , increase in nuclear and dual income families, increasing influence of children in purchase 

decisions etc.. The impact of cultural dynamics such as increasing influence of western culture, rise in hygiene and 

beauty conscious customers, customized festival celebrations especially amongst urban citizens, and increasing 

health consciousness, on food habits is also investigated. 
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IMPACT OF DERIVATIVES TRADING ON MARKET VOLATILITY AND LIQUIDITY 
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LECTURER IN COMMERCE & MANAGEMENT 

ARYA COLLEGE 

LUDHIANA – 141 001 
 

ABSTRACT 

Derivatives trading in the stock market have been a subject of enthusiasm of research in the field of finance. The 

derivatives are defined as the future contracts whose value depends upon the underlying assets. The main logic 

behind the derivatives trading is that derivatives reduce the risk by providing an additional channel to invest with 

lower trading cost and it facilitates the investors to extend their settlement through the future contracts. It provides 

extra liquidity in the stock market. Now, one of the most important issues that have occupied the financial 

managers and the academicians in Finance all over the world is the financial markets volatility and Liquidity. So 

here, an attempt has been conducted to find out the impact of derivatives trading on market volatility and liquidity. 

The purpose of this research paper is to examine the volatility in the Indian stock market after the introduction of 

futures and option contracts. Various volatility forecasting approaches are used such as ARCH, GARCH and EGARCH 

models using the data for a sample period of 10 years from April 1997 to March 2010. The closing prices in the end 

of the day have been used. NSE Nifty 50 index has been used as a proxy of stock market return. The conditional 

volatility of inter day market returns before and after the introduction of derivatives products are estimated with 

the GARCH model. The analysis concluded that the derivatives trading have done its work. It has enhanced the 

efficiency of the stock market by reducing the spot market volatility and by enhancing the liquidity. 
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IMPACT OF THE DEMOGRAPHICAL FACTORS ON THE PURCHASING BEHAVIOUR OF THE 

CUSTOMERS’ WITH SPECIAL REFERENCE TO FMCG: AN EMPIRICAL STUDY 
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SANGRUR – 148 001 
 

ABSTARCT 

FMCG companies has to cater for needs, preferences, resources and behaviours of the various individuals, as the 

market is expanding day by day, the situation is getting hard for the FMCG marketers. One of the basic concept 

that FMCG marketer uses is the dividing the whole market into various segments. But as the markets are changing 

the basis are hard to fix and their dependability is also uncertain. This research paper highlights the scope of these 

demographical factors helping the FMCG marketers in segmenting the market. 
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FINANCING STRATEGIES IN POWER PROJECTS FINANCING FOR THE DEVELOPMENT OF 

ECONOMY - INVESTMENT OPPORTUNITIES AND CHALLENGES – A STUDY OF INDO-CANADIAN 

EXPERIENCES 
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RESEARCH SCHOLAR, SCHOOL OF MANAGEMENT STUDIES 

UNIVERSITY OF HYDERABAD 

HYDERABAD - 500 046 
 

ABSTRACT 

The Indian economy is booming, with rate of Gross Domestic Product (GDP) growth exceeding 8% every year since 

2003/04. Long-run economic growth is influenced by the availability of infrastructure services including electricity. 

In order to support a sustaining high GDP growth rate of around 9 percent per annum, demand for power can be 

expected to rise at the rate around 10 percent annually for the next decade. Power sector contribution to Indian 

GDP is 2.4 percent, it is very significant. Keeping in view the impact of investment for the development of GDP, the 

study has been undertaken to analyze the role of investment in power sector for the development of economy in 

India and Canada. The study mainly focused on the inflow of investment in power sector, mode of financing and the 

influence of various risk factors on inflow of investment. The compared the level of investment by public and private 

sectors in both India and Canada and also analyze the reasons for the short fall of invest .finally the study draws 

some conclusions from the experiences of both countries and made suitable suggestions for the development of 

investment and various measures to be taken for attracting private sector for its investment.    
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ABSTRACT 

The value chain of healthcare system comprises of three major components viz. pre-hospital care, definite 

healthcare (hospital care) and rehabilitation. Each component is important in order to provide a secure and strong 

healthcare environment. In most developing countries the pre-hospital care, especially in case of emergency, is the 

weakest link in the value chain and needs huge investment to make the public healthcare system more robust, to 

ensure better health outcomes. In 2005, Emergency Management and Research Institute (EMRI) started working in 

Andhra Pradesh with the vision of responding to 30 million emergencies per annum in PPP framework as a nodal 

agency and to save one million lives per annum. EMRI (Emergency Management and Research Institute) is a 

pioneer in Emergency Management Services in India. As a not - for - profit professional organization operating in 

the Public Private Partnership (PPP) mode, EMRI is the only professional Emergency Service Provider in India today. 

Since the study examines the strategies deployed by EMRI, in uplifting life expectancy in Andhra Pradesh. Since 

EMRI provide the emergency response services along with quality pre-hospital care; the study examines the role of 

EMRI as an effective and efficient Emergency Management Service provider in improvement of the public 

healthcare delivery system in A.P., Gujarat and Rajasthan. The study provides an in depth analysis of a model 

comprising structure, system and processes of organization for providing emergency medical service through PPP 

mode. The outcome of the study will help developing countries to adopt the model successfully in their countries  
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ABSTRACT 

Media being an attribute to communicate one’s product has got an essential core importance in knowing the 

consumer’s perception towards different products. It changes consumer preferences, creates brand loyalty, and 

persuades consumers to favour commodities that they did not previously find useful. The research work on impact 

of media advertisement on consumers buying behaviour is conducted at the Jaipur city which includes men and 

women of every age. The non-probability sampling was adopted including the sample size of 74. The survey was 

conducted at various shopping centres of Jaipur including Gaurav Tower, Reliance Fresh, National Handloom, Vishal 

Mega Mart, and Big Bazaar, City Pulse, MGF Metropolitan. The objective of the research is to know whether the 

media has any impact in the minds of consumers before making the purchase decision. Under this project a 

questionnaire is drafted which includes 13 questions, on the basis of which we have tried to find out the impact of 

media on consumers buying behaviour. For the research, we collected primary data to gain first hand information. 

Various bar graphs and pie charts were used to analyze and interpret the data by using chi-square test. At the 

initial stage of the project we conducted the pilot study with the sample size of 20 at Amity University Jaipur. After 

the pilot study the validity testing was done and then finally the questionnaires were filled by the respondents.  It 

took 3 months for the completion of the research. The study of consumer behaviour helps everybody as all are 

consumers. It is essential for marketers to understand consumers to survive and succeed in this competitive 

marketing environment. Media being an attribute to communicate ones product has got an essential core 

importance in knowing the consumers perception towards different products. It changes consumer’s preferences, 

create brand loyalty and persuade consumers to favour commodities that they did not previously find useful. It is 

found from the research that media plays a significant role in consumers buying behaviour. The impact of 

advertisements influences the consumers mind before making buying decisions.  
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