VOLUME NoO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

A

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:Al, Google Scholar,
Open J-Gage, India [link of the same is duly available at Inflionet of University Grants Commission (U.G.C.)].
The American Economic Association's electronic bibliography, EconLit, U.S.A.,

Index Copernicus Publishers Panel, Poland [ililGIVENEIBHSI08 & number of libraries all around the world.

Circulated all over the world & Google has verified that scholars of more than 5000 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 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

CONTENTS
Sr. Page

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

1. |HRMPRACTICES AND EMPLOYEE ATTRITION: A GENDER CENTRIC ANALYSIS OF INDIAN BPO INDUSTRY 1
AMIT MALHOTRA & ADITYA GAUTAM

2. |CONSUMER BRAND PREFERENCE TOWARDS PASTEURIZED PACKAGED MILK IN GUDALUR TOWN 6
DR. L. RAMESH & POORNIMA.S

3. |ASSESSING THE POTENTIALITY OF RAINWATER HARVESTING SYSTEMS IN PUNE CITY 14
RAJESHWARI SHINDE & DR. VIJAYA S. NAWALE

4. |PROFITABILITY ANALYSIS OF SELECTED AUTOMOBILE COMPANIES IN INDIA 20

ANAND R. & MARIA D’'SOUZA

5. |THE COMPARATIVE ADVANTAGE OF NORTH CYPRUS IN THE GREEN LINE TRADE: EMPIRICAL ANALYSIS 23
DURING PERIODS OF 2005- 2013
ZEHRA SENHAZ, FEHIMAN EMINER & OKAN VELI SAFAKLI

6. |ANALYSIS THE INFLUENCE OF MACROECONOMIC VARIABLES ON JAKARTA COMPOSITE INDEX AND 31
SECTORAL INDEX STOCK RETURN

LIANITHA KURNIAWATI, DR. NOER AZAM ACHSANI & DR. LUKYTAWATI ANGGRAENI
7. |INDUCEMENT OF WOMEN ENTREPRENEURS ON BEAUTY PARLOUR BUSINESS IN SIVAGANGA DISTRICT 38
THANGAM ALAGARSAMY & DR. S. GANAPATHY

8. |ASTUDY OF MARKETING MIX STRATEGIES ON THE INDIAN UPVC WINDOW MARKET 41
K. SATYA SUBRAM, DR. MOHAMMED NAVED KHAN & DR. CHETAN SRIVASTAVA
9. | CONSUMER PERCEPTION TOWARDS MARKETING OF TANTEA PRODUCTS a7

S. DEEPA & M. JAYALAKSHMI

10. |ANALYSIS OF EDUCATIONAL FINANCIAL SCHEMES FOR SCHEDULED CASTES AND SCHEDULED TRIBES 51

IN INDIA
SUSHMA NANDKUMAR BANSODE & DR. CA SUBHASH PRALHAD DESAI

11. |PEER COACHING: A TOOL FOR CAREER DEVELOPMENT 54
CHANDRASHEKHAR CHOLLI, SREERAJ P S & DR. RAVINDER KAUR

12. |FACTORS AFFECTING CONSUMER PERCEPTION TOWARDS BRANDED CLOTHES IN RURAL AREAS 57

AMANDEEP KAUR SANDHU & GAGANDEEP KAUR

13. |COMPARATIVE ANALYSIS OF PRE AND POST-MERGER FINANCIAL PERFORMANCE WITH REFERENCE 61
TO IT SECTOR IN INDIA
ZOHRA BI

14. |THE ART OF GIVING FEEDBACK IN COACHING: SIGNIFICANCE AND PERSPECTIVE 70
MANALI DAREKAR, MILKA SEBASTIAN & DR. RAVINDER KAUR

15. |INVENTORY MANAGEMENT IN PAPER INDUSTRY: A COMPARATIVE STUDY IN SPML AND 74
INTERNATIONAL PAPER APPML
DR. YELLASWAMY AMBATI

16. |CORPORATE SOCIAL RESPONSIBILITIES OF COMMERCIAL BANKS IN INDIA WITH SPECIAL EMPHASIS TO 79
SBI
AMALKUMAR.P

17. |AUDIT PROCESS UNDER MGNREGA 82
KHEM RAJ

18. |COMPETITIVE CHALLENGE OF CASHEW INDUSTRY IN ANDHRA PRADESH (WITH REFERENCE TO 85
PRAKASAM, EAST & WEST GODAVARI DISTRICTS)
P.V.V. KUMAR, T. SUSMITHA, P. YAMUNA & B. YAMINI

19. |REGULATION OF E-COMMERCE IN INDIA 88
MAITRI TANDON

20. |STRATEGY IMPLEMENTATION AS INTERVENING FOR COMPANY’S RESOURCES AND REGULATIONS IN 93
ORDER TO FORM BUSINESS PERFORMANCE [STUDIES IN UNIT BUSINESSES OF PT PERTAMINA
(PERSERO)]

ELFIEN GOENTORO

REQUEST FOR FEEDBACK & DISCLAIMER 97

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

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

http://ijrcm.org.in/




VOLUME NoO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

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, Government 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

FORMER CO-ORDINATOR,
DR. S. GARG

Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, 1.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

EDITOR,

PROF. R. K. SHARMA

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

CO-EDITOR.
DR. BHAVET

Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY 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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

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

http://ijrcm.org.in/




VOLUME NoO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida
PROF. V. SELVAM
SSL, VIT University, Vellore
PROF. N. SUNDARAM
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
DR. JASVEEN KAUR
Asst. Professor, University Business School, Guru Nanak Dev University, Amritsar

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

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

http://ijrcm.org.in/




VOLUME NO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

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.

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

http://ijrcm.org.in/




VOLUME NO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

10.
11.

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) Thereis 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.

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

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

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.

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.

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.

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.

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT Vi

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

http://ijrcm.org.in/




VOLUME NO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183

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.

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

J 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.

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

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

http://ijrcm.org.in/

Vii




VOLUME NO. 7 (2016), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183
CONSUMER PERCEPTION TOWARDS MARKETING OF TANTEA PRODUCTS

S. DEEPA
RESEARCH SCHOLAR
ASST. PROFESSOR
RESEARCH CENTRE IN COMMERCE
THE STANDARD FIREWORKS RAJARATNAM COLLEGE FOR WOMEN
SIVAKASI

M. JAYALAKSHMI
ASSOCIATE PROFESSOR
RESEARCH CENTRE IN COMMERCE
THE STANDARD FIREWORKS RAJARATNAM COLLEGE FOR WOMEN
SIVAKASI

ABSTRACT
Consumer perception analysis aims to ultimately improve business performance through an understanding of past and present consumers so as to determine and
identify future consumers and their perception. Perception is defined as “the process by which people select, organize and interpret information to form a mean-
ingful picture of the world”. In this paper, results relating to consumers perception on Tamilnadu Tea Plantation Corporation Limited (TANTEA) products in respect
of various elements of marketing mix includes product, price, place/physical distribution and promotion are discussed.

KEYWORDS

consumer perception, marketing, marketing mix, TANTEA.

INTRODUCTION
amilnadu Tea Plantation Corporation Limited - TANTEA is an undertaking of the State Government of Tamilnadu, India. A Vision that took root in 1968, to
mrehabilitate Sri Lankan repatriates trained in the fine art of tea culture. TANTEA is one of the biggest black tea producers in India with high quality clonal
tea plantations spread over nearly 4500 ha. in Nilgiris and Coimbatore districts of Tamilnadu.
Consumer perception refers to the process by which a consumer selects, organizes and interprets information or stimuli inputs to create a meaningful picture of
the brand or the product. Consumers perception towards marketing can be examined through their views towards the for basic dimensions of marketing known
as 4 P's namely Product, Price, Place/ Physical distribution and Promotion.
Perception being an abstract concept cannot be measured directly in terms of quantitative terms. But perception can be measured indirectly by devising an
attitude scale. The researcher has devised an attitude scale for measuring the level of perception of the consumers towards marketing of TANTEA products. To
analyse the level of perception of the consumers, some important components are identified and a comprehensive study has been made by measuring the level
of satisfaction.
In this study, 54 statements have been formulated under four heads namely product, price, place/physical distribution and promotion to measure the perception
level. Likert’s five-point attitude scale was constructed by awarding scores to these 54 statements. With the help of the scale, the extent of perception has been
measured.

RATIONALE OF THE STUDY

The TamilNadu Tea Plantation Corporation Limited is one of the biggest black tea producers in India. It aims to improve the distribution effectiveness and explore
the preferences of the retail outlets. The outlets bridge the gap between the consumer and the dealers. The limited distribution of TANTEA in selected regions
alone make the dealers to face with out of stock position and create dissatisfaction among the retail outlets which leads to dissatisfaction among customers too
who switch over to other brands. Hence, the researcher is interested to study the consumer perception towards marketing of TANTEA products.

OBJECTIVES OF THE STUDY
1.  Toanalyse the consumer perception towards marketing of TANTEA.
2.  To offer valuable suggestions based on the findings.

RESEARCH METHODOLOGY

The information required for the study are collected by means of primary source. The data which is collected in a fresh manner and which is not available is termed
as primary data. The primary data have been collected from the consumers of TANTEA. For the purpose of the survey, Likert’s five-point attitude scale was con-
structed by awarding scores to 54 statements under four heads namely product, price, place/physical distribution and promotion.

RESULTS & DISCUSSION
In this section, results relating to consumers opinion in respect of various elements of marketing mix includes product, price, place/physical distribution and
promotion are discussed.
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CONFIRMATORY FACTOR ANALYSIS ON CONSUMER PERCEPTION ON PRODUCT

FIGURE 1: PRODUCT

This is a simple regression model where one observed variable, the consumers perception towards product, is predicted as a linear combination of the other
observed variables. The model assumes '1' as standardized regression weights which specifies that other variables must have a weight of 1. Each single headed
arrow represents a regression weight in the prediction of consumer perception towards the product of TANTEA. Each single-headed arrow represents a regression
weight. The value shown against two sided arrows (-.13,.12, -.18,.37,.27,.21,.50,.32,.60,.21,.15,.30,.20,.39,.39,.45,.45,.28,.28,.32,.18,.22,.21) is the correlation be-
tween the observed variables and  satisfaction about TANTEA  products. The values shown with single sided arrow
(.67,.76,.80,.66,.77,.72,.77,.41,.38,.39,.31,.36,.29,.38,.52) are standardized regression weights. The consumer perception is influenced Regularly using TANTEA
(.80). The next two equally influencing variables are High brand image for TANTEA and Product is readily available (No product shortage) (.77) followed by Satisfied
with the quantity supplied (.76), Product meets the taste and preferences of customer (.72), Quality of the product is good (.67), Wide varieties of products
available (.66), There is product adulteration (.52), Packaging is good (.41), Reusable containers are useful (.39). The next two equally influencing variables are
Packaging is more attractive and Labeling explain the product usage (.38) followed by Induce to make repeated purchase (.36), By consuming feel freshness (.31).
The least influencing factor is TANTEA is preferred by all (.29).

CONFIRMATORY FACTOR ANALYSIS ON CONSUMER PERCEPTION ON PRICE

FIGURE 2: PRICE

This is a simple regression model where one observed variable, the consumers perception towards price, is predicted as a linear combination of the other observed
variables. The model assumes '1' as standardized regression weights which specifies that other variables must have a weight of 1. Each single headed arrow
represents a regression weight in the prediction of consumer perception towards the product of TANTEA. Each single-headed arrow represents a regression weight.
The value shown against two sided arrows (.22, -.24,.50,.25,.26,.61,.49,.37,.64,.41,.48) is the correlation between the observed variables and satisfaction about
TANTEA products. The values shown with single sided arrow (.54,.53,.50,.58,.42,.58,.60,.51,.48,.59,.27,.28,.30,.26) are standardized regression weights. The con-
sumer perception is influenced Price reduction will enhance market expansion (.60) followed by fluctuation in price affect the effective purchase (.59). The next
two equally influencing variables are Price variation for different varieties is acceptable and Price of the product ensure best value for money (.58) followed by
TANTEA adopts genuine pricing methods (.54), The price is reasonable (.53), Higher the quality, higher the price (.51), Different varieties offered at different prices
(.50), Higher the price, higher the benefit from the product (.48), Auction price influence the product price (.42), The price of white tea is high (.30), Government
policy has impact on the price of the product (.28), Brand image enhance the price of the product (.27). The least influencing factor is The price of the green tea is
acceptable (.26).
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CONFIRMATORY FACTOR ANALYSIS ON CONSUMER PERCEPTION ON PLACE/PHYSICAL DISTRIBUTION

FIGURE 3: PLACE/PHYSICAL DISTRIBUTION
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This is a simple regression model where one observed variable, the consumers perception towards place/physical distribution, is predicted as a linear combination
of the other observed variables. The model assumes '1' as standardized regression weights which specifies that other variables must have a weight of 1. Each single
headed arrow represents a regression weight in the prediction of consumer perception towards the place/physical distribution of TANTEA. Each single-headed
arrow represents a regression weight. The value shown against two sided arrows (.49,.31,.22,.59,.46,.72) is the correlation between the observed variables and
satisfaction about TANTEA products. The values shown with single sided arrow (.62,.68,.70,.71,.68,.47,.40,.52,.43,.34,.31,.27) are standardized regression weights.
The consumer perception is influenced TANTEA can sold through Fair Price Shops (.71) followed by TANTEA can expand the market (.70). The next two equally
influencing variables are Area coverage is adequate and Area of location of TANTEA shop is easy to access (.68) followed by TANTEA is available with all retailers
(.62), More number of TANTEA shops can be established (.52), Follow the shortest channel of distribution (.47), Increased retail outlets ensure easy access to the
TANTEA (.43), Distributing the products mainly through exclusive agency (.40), Services of middleman is prompt (.34), Packaging protect the product in transit
(.31). The least influencing factor is There is no product defect / damage (.27).

CONFIRMATORY FACTOR ANALYSIS ON CONSUMER PERCEPTION ON PROMOTION

FIGURE 4: PROMOTION
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This is a simple regression model where one observed variable, the consumers perception towards promotion, is predicted as a linear combination of the other
observed variables. The model assumes '1' as standardized regression weights which specifies that other variables must have a weight of 1. Each single headed
arrow represents a regression weight in the prediction of consumer perception towards the promotion of TANTEA. Each single-headed arrow represents a regres-
sion weight. The value shown against two sided arrows (.60,.45, -.33,.16,.34,.23, -.23,.69, -.28, -.66,.45) is the correlation between the observed variables and
satisfaction about TANTEA promotion. The values shown with single sided arrow (.33,.67,.79,.78,.50,.50,.50,.74,.82,.72,.73,.64,.46) are standardized regression
weights. The consumer perception is influenced More and clear product information is available in labeling (.82) followed by Media selected for promotion of
TANTEA is effective (.79), Promotional strategies are adopted in selected regions only (.78), More and clear product information is available in advertisement (.74),
TANTEA website influence to purchase the product (.73), Web advertisement of TANTEA is well known (.72), Different media are used to promote TANTEA (.67),
TANTEA attracts new customers (.64). The next three equally influencing variables are Special seasonal promotional activities are carried out, In exhibition, stall
for TANTEA is effective and Offers and discounts are given to promote sales (.50) followed by Recommend the product to others (.46). The least influencing factor
is Knowledge of product gained through their promotional strategy (.33).

TABLE 1: MODEL FIT SUMMARY OF CONFIRMATORY FACTOR ANALYSIS

Indices Product (Value) | Price (Value) | Place/Physical Distribution (Value) | Promotion (Value) | Suggested value
Chi-square value | 302.164 211.481 186.952 233.888 -

P value <0.001 <0.001 <0.001 <0.001 <0.01

GFI 0.938 0.953 0.950 0.944 >0.90

AGFI 0.918 0.925 0.919 0.906 >0.90

CFI 0.948 0.944 0.947 0.959 >0.90

RMR 0.060 0.037 0.044 0.054 <0.08

RMSEA 0.077 0.061 0.070 0.075 <0.08

Source: Computed data
From the above Table 1 it is found that the calculated P value is less than 0.01 which indicates perfectly fit. Here GFI (Goodness of Fit Index) value and AGFI
(Adjusted Goodness of Fit Index) value is greater than 0.9 which represent it is a good fit. The calculated CFl (Comparative Fit Index) value is greater than 0.9 which
means that it is a perfectly fit and also it is found that RMR (Root Mean Square Residuals) and RMSEA (Root Mean Square Error of Approximation) value is less
than 0.08 which indicated it is perfectly fit in all the marketing elements.

FINDINGS

«  The consumer perception towards product is analysed with 15 variables of which "Regularly using TANTEA" is the most dominating variable.

«  The consumer perception towards price is analysed with 14 variables of which "Price reduction will enhance market expansion" is the most dominating
variable.

< The consumer perception towards place/physical distribution is analysed with 12 variables of which "TANTEA can sold through Fair Price Shops" is the most
dominating variable.

< The consumer perception towards promotion is analysed with 13 variables of which "More and clear product information is available in labeling" is the most
dominating variable.

RECOMMENDATIONS/SUGGESTIONS

»  When new varieties of tea are introduced in the market, special offers, discounts and compliments should be given by the TANTEA to attract the consumers
to purchase it.

»  Market survey and market research by dealers for TANTEA products should be carried out on a continuous basis and strategies towards improving consumer
satisfaction must be based on the research findings.

»  TANTEA can adopt proper grading techniques to fix price for each grade because in Tamil Nadu the price of tea was varying from year to year.

»  TANTEA should adopt careful pricing policy to retain the existing consumers and attract new consumers.

»  The marketers of TANTEA should provide excellent distribution network to enable all types of tea to reach all types of shops located in all parts of rural and
urban areas.

»  TANTEA should popularize their brand through proper promotional measures.

»  TANTEA should advertise their product through electronic media in order to attract the consumers easily. Especially TANTEA could advertise through televi-
sion and mobile phones so that the consumers will immediately notice it.

CONCLUSION

The key problem area of the company is its inability to get good price for tea. Despite 40 years of existence, its dependence on auction sales resulted in realisation
of substantially low prices for tea. As the fall in tea prices was much higher compared to the production expenses, to overcome this deficiency, the Company
should take immediate and effective steps to reduce its over dependence on auction sales and to improve direct sales and sale of packet tea in the liberalised tea
marketing scenario. The price fluctuations of the product should be regulated. Though TANTEA products have more quality, lack of promotional measures leads
to problem in sale of product. The future sale of TANTEA products might be increased by increased promotion. Thus TANTEA a public sector company, can become
a role model to others.
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