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ABSTRACT 

The opening of the Mexican economy and globalization bring new opportunities for Mexican companies to expand their markets 

and get their products around the world. The internationalization process requires a sound strategy for the consolidation in 

foreign markets. The aim of this study is to analyze the different internationalization strategies followed by three Mexican 

companies with a global presence: Grupo Modelo, Grupo Bimbo and Cemex. We conclude that the differences in their strategies 

arise from the characteristics of each of these companies.  
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KEDAH, MALAYSIA 

 

ABSTRACT 

Education and healthcare services are listed under the concurrent list of the 1999 Constitution of the Federal Republic of Nigeria. 

Specifically, the fourth schedule of the 1999 Constitution of Federal Republic of Nigeria charged local government as the third tier 

of government with the responsibility of providing and maintaining primary education and healthcare services to the people in 

the local areas. There are many factors militating against the delivery of these services. Out of these multifarious factors, this 

study focuses on three (3) main factors, namely fund/statutory allocation, managerial accountability, and leadership structure of 

the local governments in Oyo state. The objective of the study is to measure the relationship between fund/statutory allocation, 

managerial accountability, leadership structure and the delivery of primary education and healthcare service by local 

governments of Oyo state in Nigeria.  Thirty-three (33) local governments of Oyo state were used as sample of the study. Four 

hundred (400) questionnaires were administered on the respondents and three hundred and sixty-three (363) questionnaires 

were returned by respondents. Data collected from respondents were analyzed using statistical package for social sciences (SPSS) 

to find the correlation of the variables and multicollinearity is used to determine the relationship between the delivery of primary 

education and healthcare service and the identified variables. The findings of the study revealed that there are positive 

relationships between those services and fund/statutory allocation, managerial accountability and leadership structure. The 

research study recommends future researches on service delivery by local governments in Nigeria.  
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COVENTRY UNIVERSITY 

UNITED KINGDOM 

 

ABSTRACT 

This article explores the theoretical and conceptual framing of relationship marketing with customer retention and competitive 

advantage in service sectors like telecom industry. It has shown the history of RM theory and the different perspectives that have 

enriched its development. The first section also concentrates on the paradigm shift from marketing mix and the major strategic 

development of relational exchange and management among businesses both domestically and globally. Finally, a conceptual 

framework has been developed after studying the literature that will help researcher further to develop relationship of RM with 

customer retention and competitive advantage.   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



VOLUME NO. 2 (2011), ISSUE NO. 10 (OCTOBER) 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 

4
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DR. VIKRAM BISEN 

DIRECTOR 
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ABSTRACT 

Retail is India's largest industry. A number of factors are driving India's retail market. These includes increase in the young 

working population, hefty pay-packets, nuclear families in urban areas, increasing working-women population, increase in 

disposable income and customer aspiration, increase in expenditure for luxury items, and low share of organized retailing. The 

retail industry faces the difficult and costly challenge of recruiting and retaining the best talent. There are many factors that may 

limit the ability of retailers to keep valued employees, and it is essential to understand what employees’ value, that can cause 

them to stay and perform well. The rapid growth of retail sector is the major concern of employee’s retention problem because 

employees now have immense opportunity in their service period. Youngsters join the retail industry at lower salaries, get some 

much-needed experience and then move on to better jobs or back to school. The objective of this paper is to find out the various 

reasons why employees leave the job and suggest recommendation for employees’ retention in retail sector. With special 

reference to study of selected organized retailer in Lucknow city, Uttar Pradesh. 
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ABSTRACT 

The purpose of this study is to explore the cost of employee turnover based on the performance level of employees of five star 

hotels in Bangalore. From the analysis of the data collected from the participating hotels in the survey it has been observed that 

Food and Beverage Service department recorded the maximum number of employee turnover irrespective of the performance 

levels. As far as the low performing employee turnover is concerned Food and Beverage Production department recorded the 

second highest. Housekeeping department has the least number of employee turnover whether high performing, or medium 

performing or low performing employees. The category-wise average turnover cost analysis of the various hotels reveals that in 

the case of both high performing employees and medium performing employees the replacement hiring cost is the highest. The 

analysis also shows that the second highest category-wise average cost of employee turnover incurred by hotels are on training 

new hire cost. It has been observed that the training new hire cost is the maximum as far as the category-wise average cost of 

employee turnover is concerned in the case of low performing employee in hotels followed by replacement hiring cost . The study 

also reveals that there is a significant relationship between the Performance level of employees and Elements of Employee 

Turnover Cost of Five Star Hotels in Bangalore. From the study it can be interpreted that there is no significant relationship 

between the performance level of employees and number of employees left Five Star Hotels in Bangalore. The study brings out 

the fact that there is significant relationship between the Performance Level of employees and Cost per Employee Turnover of 

Five Star Hotels in Bangalore 
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ABSTRACT 

Organized rural retailing plays vital role in development of rural India and economy. India is severely facing food inflation, 

floating near 20% in 2010. When it comes to groceries other than staples, local sourcing from the nearby wholesale market is 

adopted by every retailer. All such products suffer a mark-up of 25 - 30%, so as to absorb the cost structure. Thus, in many sub-

categories, the price levels of organised retailers are much above unorganised retailers and more than the wholesale prices by as 

much as 25 – 30%. Though organised retailers have a small share in the overall food retailing, price set by some organised 

retailers are taken as benchmark by not only other organised food retailers but also unorganised retailers. Therefore, food prices 

are soaring. All essential items like vegetables, oil, milk, sugar are getting costlier. It is because of the India’s agro products’ 

marketing is characterized by: Fragmentation of the supply chain, Concentration of market power with the wholesalers, Existence 

of large number of intermediaries, little or no quality control, Absence of standards, Lack of product innovation, Small volume for 

transactions and Low inventories etc. The article focuses Rural Procurement and Supply Outlet (RPSO) model to overcome the 

above problems.   
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ABSTRACT 

The most prominent yard stick of the quality in the world of industry is “Six Sigma”. The origin of this concept though very recent 

but credit goes to Japan as a contributor from its oriental practices, from “Martial Arts”, and from Buddhism. The world follows 

Japanese techniques as the best practices of improving quality. In fact the reality is that, quality concepts and practice originated 

in India – evidences are Arthashastra, Nitishastra, Rajdanda etc.  Japan learnt these concepts and techniques from India through 

Buddhism and Buddhist monks. Here it has been examined, the concept of “Six Sigma” which originates in India. This article goes 

in to the historical and the philosophical perspectives to provide an insight in to the origin of quality yard sticks in India in its 

oriental literature and it’s the then contemporary practices. Indian scholars in the present time do have more interest in learning 

the management techniques from the foreign presentations rather going for a “Renaissance” of oriental Indian management 

systems, which are more sound and appropriate for the world.  
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ABSTRACT 

The study aims to analyze “Impulsive buying behaviour and customer’s satisfaction towards retail outlet in Coimbatore city”. The 

objective of the study is to analyse the buying behaviour of the consumers’ of Big Bazaar. (2) To measure the level of satisfaction 

derived by the shoppers at Big Bazaar. (3) To assess the future relationship between the retailer and his customers. The study is 

based on the primary data collected from Big Bazaar Coimbatore region with the help of a structured questionnaire. The findings 

of the study states that consumer impulsive buying behaviour and consumer satisfaction is linked with buying performance. 
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ABSTRACT 

Retail industry is one of the largest industries in India. India is the third-most attractive retail market for global retailers among 

the 30 largest emerging markets, according to US consulting group AT Kearney’s report published in June 2010. The total retail 

sales in India will grow from US$ 395.96 billion in 2011 to US$ 785.12 billion by 2015, according to the BMI India Retail report for 

the third quarter of 2011. The branding of fast moving consumer goods has become an integral part of the lives of consumers. 

Consumers are literally confronted with hundreds of brands on a daily basis and are, therefore, spoilt for choice. The objective of 

conducting the research was to analyse the extent to which Indian retail store managers perceptions and consumers’ perceptions 

converge to promote brand equity in respect of fast moving consumer goods in retail chain stores at Bangalore. This was carried 

out by identifying the main variables like branding, packaging, pricing, promotions and quality. The study was based on the 

impact of these variables on the perception of consumers’ and Indian retail store managers. The study revealed that the 

consumers and store managers believe that consumer purchase depend on branding and the quality of the products and all other 

variables have a least impact.  
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ABSTRACT 

Environmental Management Accounting (EMA) is one the management systems to improve environmental and economic 

performance of business firms. Various research studies in industrially developed countries support it empirically. This paper 

makes an attempt to study the extent of EMA system and practices prevalent in  select Indian business firms with ISO 14001 

certification and make suggestions to strengthen it further on the basis of results. The study reveals that for majority of firms 

Physical Environmental Management Accounting (PEMA) system aspect is well developed but lot of scope is left for Monetary 

Environmental Management Accounting (MEMA) system aspect usage. The findings are in line with previous studies. The 

intervention of Institute of Cost and Works and Accountants of India (ICWAI) for making wide application of MEMA and its 

integration with PEMA can go a long way in making EMA a very effective tool for making Indian business firms sustainable. The 

issue of guideline on EMA in Indian context can be the right step in this direction.  
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ABSTRACT 

Retailing is the world’s largest private industry with total sales of $6.6 trillion. In India too, the industry is large, accounting for 

around 10% of GDP which is the second largest after agriculture. India has one of the highest densities of retail outlets in the 

entire world. The organized retail space had increased to 16 million sq ft in 2008 from barely 1 million sq ft in 2002. International 

retail chains, such as Wal-Mart, Tesco etc. are waiting in the wings for Foreign Direct Investment (FDI) being allowed in multi-

brand retailing. Even though the Indian market holds a lot of promise, the penetration of organized retail has been comparatively 

quite low in India. Till now, the primary focus of organized retail has been tier I cities, which are characterized by high purchasing 

power and increased awareness due to international exposure. As markets in metro cities face saturation, organized retailing is 

moving to non-metros to make the most of changing behavioral patterns brought about by increased earnings, western 

influences, increased number of working women and desire for luxury items. Consumers in small cities want to eat shop and get 

entertained under the same roof like their counterparts in the metros. This paper studies the changes taking place in Tier II and III 

cities and also the factors that have facilitated this transformation. 
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ABSTRACT 

The purpose of the study was to find out the difference in managerial creativity and work motivation of secondary school tribal 

teachers in relation to their occupational self efficacy. The study was descriptive in nature and conducted over a sample of 180 

secondary school tribal teachers in Kulgam, Shopian and Anantnag districts of Jammu and Kashmir State. Both male and female 

tribal teachers were selected as a sample with equal distribution of 90 males and 90 females by using purposive sampling 

technique. For collection of data, the investigator has used Managerial Creativity scale, Work Motivation Questionnaire and 

Occupational Self Efficacy scale. For the purpose of analysis and interpretation data, the investigator has also used t-test and co-

relation. The results of the study were:  (a). There exists a significant difference in managerial creativity of secondary school male 

and female tribal teachers, (b). There exists a significant difference in work motivation of secondary school male and female 

tribal teachers, (c). There exists no significant difference in occupational self efficacy of secondary school male and female tribal 

teachers, (d). There exists positive relationship between managerial creativity and occupational self efficacy of secondary school 

tribal teachers, (e). There exists positive relationship between work motivation and occupational self efficacy of secondary school 

male tribal teachers, (f). There exists positive relationship between work motivation and occupational self efficacy of secondary 

school female tribal teachers. 
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ABSTRACT 

CSR works as a powerful strategic weapon for leading companies when they communicate brand values to consumers.  Various 

studies, surveys and researches conducted at different points of time and in different countries indicate very clearly that the 

companies that spend more on CSR are preferred by consumers and enjoy good reputation socially also.  The present paper aims 

to highlight the efforts of Indian companies being exerted on CSR and their rating.  The voluntary nature of these activities paves 

the way for brand-building purposes, companies hope that consumers will take these activities at face value and attribute 

positive characteristics to the company resulting in favourable evaluations, acquisition of new customers, and increased loyalty.  

An attempt has been made to find out relationship among CSR activities and brand value from consumer’s point of view.  Finally, 

some suggestions have been enumerated for companies with low CSR rating to enhance it. 
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ABSTRACT 

A brand should move beyond its physical character to acquire a perceptual character hence representing itself as a means to 

achieve what is sought by a customer. A Brand to some may be a simple name, logo or symbol whereas to others it may be a 

promise, guarantee, reputation or identification. Reebok is an American-inspired, global brand that creates and markets sports 

and lifestyle products built upon a strong heritage and authenticity in sports, fitness and women’s categories. The brand is 

committed to designing products and marketing programs that reflect creativity and the desire to constantly challenge the status 

quo. This paper is empirical and explains the main factors which effect the purchase decision of branded sports accessories.   
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ABSTRACT 

The study attempts to analyze the impact of advertising on consumer buying behavior.Market provides a key to gain actual 

success only to those brands which match best to the current environment i.e." imperative" which can be delivered what are the 

people needs and they are ready to buy at the right time without any delay. The study, based on an analytical approach on a 

survey of 200 randomly selected consumers in Agra city, examined the role played by advertising in influencing consumers buying 

behavior for Nestle, which is one of the leading nutrition, health and wellness company. Results reveal that consumers are highly 

influenced by advertising in their preference for the brand. The mean value of the consumers’ preference for Nestle is 4.36 which 

is the highest in comparison to the various brands. The major reasons for this preference are its attractive advertising policy and 

rich quality. In this reference, the survey reveals that TV advertisements of Nestle influence the buying of consumers the most. 

The creative presentation and language of TV advertisements of Nestle are successful to convey Message, Emotion, Value system 

regarding the product. The study clearly reveals that the advertisement has its impact on buying behavior of consumers. 

Therefore, it is advisable to companies to emphasize their advertisement campaign not only to retain their market but to height it 

also. 
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ABSTRACT 

Adolescents are no longer adolescents now days.  Their thinking is more of an adult. Right from the time the child is in junior 

school, his/her thoughts are revolving around the choice of career. Undecided students often need more knowledge to make a 

decision in general and intervention with them need to focus less on information giving and more on helping them reduce 

barriers to decision making. The magnitude and stability of individual and socio cultural influence on adolescents’ career interests 

require further investigation.Thus; the present study will examine the stability of career interests of middle and high school 

students. The current study aims to analize,“ The influence of certain factors such as the ordinal position, socio-economic status,   

and the urban, rural area  as factors affecting the adolescents choice in career”. “Stratified Random Sampling” method was 

adopted for selecting the sample.The investigator randomly selected 100 adolescents. From the 100 students, 50 were boys and 

50 were girls. The investigator with the help of the class teacher gave them the questionnaire to be filled in & returned. Since, the 

objective of the study is to find out if there is any significant difference in career choice among adolescents, t – test as a statistical 

tool is used. The research results acquired indicate that there is no difference in career choice between the first-born and the 

second born adolescents. It also shows that there is significant difference in the career choice among the lower income group and 

middle-income group adolescents. There also exists an observable difference in career choice among adolescents coming from 

the rural and urban areas. It can also be seen that there is a significant difference in career choice among adolescents from 

middle and higher secondary schools. Hence, it can be concluded that factors, such as ordinal position, economic status (income 

category) rural & urban areas, and the standard of class does influence the career choice of adolescents.  
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ABSTRACT 

The forces of globalization prompt more and more countries to open their doors to foreign investment; and as businesses expand 

across borders the need arises to recognise the benefits of having commonly accepted and understood financial reporting 

standards. The sound financial reporting standards underline the trust that investors place in financial reporting information; and 

thus play an important role in contributing to the economic development of a country The International Financial Reporting 

Standards (IFRSs) issued by the International Accounting Standards Board (IASB) are increasingly being recognized as Global 

Reporting Standards. More than 100 countries such as countries of European Union, Australia, New Zealand, and Russia currently 

require or permit the use of IFRSs in their countries. Now, as the world globalises, it has become imperative for India also to make 

a formal strategy for convergence with IFRSs with the objective to harmonise with globally accepted accounting standards. Such 

converged accounting standards also aim at bringing more transparency in financial matters, thus seek to protect the interests of 

investors and improve standards of good corporate governance. They would also enhance the global competitiveness of Indian 

Industry. This conceptual paper examines various divergences between Indian Accounting Standards (ASs) and International 

Financial Reporting Standards (IFRs) and discusses the relevance of convergence of Indian Accounting Standards (ASs) with 

International Financial Reporting Standards (IFRSs). 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



VOLUME NO. 2 (2011), ISSUE NO. 10 (OCTOBER) 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 

18 

A CRITICAL STUDY OF CONSUMER PREFERENCES TOWARDS ORGANIZED RETAIL IN JAIPUR 
 

DR. SUSMIT JAIN 

ASST. PROFESSOR 

INDIAN INSTITUTE OF HEALTH MANAGEMENT RESEARCH (SOCIETY) 

1, PRABHU DAYAL MARG, SANGANER AIRPORT, JAIPUR – 302 011 

 

ABSTRACT 

After years of unorganized retailing and fragmented ‘kirana’ stores, the Indian retail industry has finally begun to move towards 

modernization. New marketing formats like departmental stores, hypermarkets, supermarkets and specialty stores are 

spearheading the modernization drive. In Jaipur, Rajasthan, Retailing concept is fast catching up the minds of the consumers and 

organized retail sector is expected to rise in the next five years. But the consumer retailing needs differ from region to region and 

across different cities. The consumer decision processes depend on the consumer behavior. Consumers are often studied because 

certain decisions are significantly affected by their behavior or expected actions. The research focuses on three sectors of 

organized retail in Jaipur viz. Grocery, Fast-food Chains and Apparel and Foot wear sector and an attempt has been made to find 

out whether the retailers like Big Bazaar, Reliance, More etc. will be able to get accomplishment in Jaipur. The research focuses 

on examining the impact of Jaipur consumers’ demographic variables in various types of organized food and grocery retail 

formats (convenient, supermarket and hypermarket) and exploring the drivers of customer satisfaction and Loyalty in Jaipur 

Retail Supermarkets.  The study also identifies the consumer’s recommendations so as attract more customers to a shopping 

area. The study was exploratory and descriptive using both secondary and primary data sources. Statistical analysis was done 

including hypothesis testing, Chi-Square test, Factor analysis and regression analysis. Through factor analysis two models were 

generated on Food & Grocery Retail Segment and Fast Food Chains in Jaipur.  
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ABSTRACT 

This article is an outline of the study conducted on the topic” A Study on Attitude of Women towards Fitness Centre in 

Ramanathapuram, Tamil Nadu”. The main objectives of the study are to find out the level of awareness of the women towards 

fitness centre, to analyze the purpose of going to fitness centre and to examine the attitude of the women towards fitness centre. 

The present study has been confined to Study the level of awareness and attitude of women towards fitness centre. The present 

study is an empirical research based on survey method. The researchers have collected primary data by comprehensive interview 

schedule and Secondary data have been collected from websites, books and journals with regard to the fitness centre.  The study 

will cover only from the point of women who are going to the fitness centre. This study was carried out for a period of two 

months. The data which were collected from the respondents were analysed by using percentage analysis. Five point scales that 

are Likert’s scale analysis, weighted average ranking and chi-square test. In Ramanathapuram Town Women have low level of 

awareness and low level of attitude towards fitness centre. 
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ABSTRACT 

The growth of financial market attracts attention towards investors and their behavior. The researchers, academicians and 

industrialists realize the importance of behavior finance. The behavior finance is nothing but psychological and sociological issues 

that impact the decision-making process of individuals, groups, and organizations
7
. For the study, the equity investors were 

selected from city of Ahmedabad and Khambhat (Gujarat). The data is collected through questionnaire. The statistical tool like 

Likert scale and Chi Square has been applied. The study found that the most influencing factors in investment decisions are 

“financial performance of Company, long Term Performance of Stock, sentiment for the stock market, expected Results of the 

company (Cash dividend, Bonus Share, Buyback of Shares), reputation of Firm. FII Movement in Stock Market, Affordability of 

Share Price”. And less influencing factors are “coverage in Print media, company’s Ratio analysis, CSR of the company, traded in 

multiple stock exchanges.” 
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ABSTRACT 

Today 'Celebrity Endorsement' has attracted immense debate on whether it really contributes to the brand building process or 

whether it is just another lazy tool to make the brand more visible in the minds of the consumers. Although it has been observed 

that the presence of a well-known personality helps in solving the problem of over-communication that is becoming more 

prominent these days, there are few undesirable impacts of this practice on the brand. The theories like 'Source Credibility 

Theory, Source Attractiveness Theory and Meaning Transfer Theory' provide a basis on which the methodology of celebrity 

endorsement works and also explains how the process of the celebrity endorsement influences the minds of the consumers. The 

basic objective of this study is to analyse the impact of celebrity endorsement on Fast moving consumer goods, both a 

quantitative and qualitative approach were utilized. Quantitative research examines numerical relations between two or more 

measurable qualities. Such an approach is usually associated with large-scale studies and is related to the objectivity of the 

researcher. Qualitative research on the other hand relies on transforming the observed phenomena to written words instead of 

numbers. A combination of a holistic perspective and specific perspective is ideal in this study in order to measure the 

respondents purchasing behaviour and understanding their attitudes.  
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ABSTRACT 

The present study has been undertaken to examine the stock return behavior of selected Asian stock markets. The study is based 

on daily data for stock indices of the Hong-Kong, Japan, India, Singapore and Taiwan for the period of 2
nd

 January 2001 to 30
th

 

June 2011. The stock return behavior of selected Asian stock markets has been examined using Jarque-Bera, Run test, 

Kolmogorov-Smirnov (K-S) test and GARCH model. The analysis of the share price behavior indicated that all test used in present 

study reject the hypothesis of random walk for all selected Asian stock markets except the Run test which supports the hypothesis 

of random walk for Hong- Kong and Taiwan. The results seem to go against the recent efforts towards improving the functioning 

and transparency of the stock markets. The reform process and opening up of Stock Markets as a result of liberalization 

measures taken by Governments in the past decade have not been able to bring more discipline in these stock markets. It seems 

that certain anomalies still exist in these stock markets which may be making these stock markets inefficient. It provides market 

players the opportunity to predict future prices and bring the possibility of earning higher than expected returns and investors 

can earn excess profits using past stock prices as their source of information.  
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ABSTRACT 

For the total economic development of India it is important to develop rural India. Government and RBI being aware of the fact 

has always been keen to spread formal financing system through opening number of branches in under banked in unbanked 

areas. The government is also coming up with number of schemes in every five year plans, but still there are number of villages 

unbanked. As Reserve Bank of India data shows that as many as 139 districts suffer from massive financial exclusion, with the 

adult population per branch in these districts being above 20,000 and only 3 percent with borrowings from banks. This paper is to 

bring forward the various factors related to banks and rural population which at micro and macro level hindering the financial 

inclusion. This paper also proposed the recommendation to minimize the lacunas to accelerate financial inclusion. 
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ABSTRACT 

The concept of work-life balance is based on the notion that paid work and personal life should be seen less as competing 

priorities than as complementary elements of a full life. This initiative was aimed at encouraging employers to adopt flexible 

working arrangements such as job sharing, flexi-time, compressed hours and others, to help their employees to achieve a better 

balance between the demands of paid employment and those arising from there. The way to achieve this is to adopt an approach 

that is “conceptualized” as a two way process involving a consideration of the needs of employees as well as those of employers 

In order to engage employers in this process it is important to demonstrate the benefits that can be derived from employment 

policies and practices that support work-life balance, and the scope that exists for mitigating their negative effects on the 

management of the business. This articles discusses the significance of flexible work timing in work life balances 
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ABSTRACT 

At present the Indian women’s are changing constantly. Women of today are no more confined to kitchen and four walls of the 

house. The unfolding changes in the composition of the workforce together with the growing proportion of workers in non-

traditional family forms have focused discriminating attention on the conflicts faced by employed men and women in balancing 

the competing demands and responsibilities of work and family roles. The females are coming out and earning equivalent to 

men. The aim of the study is to find the quality of life among female professionals in comparison to the male employees. The 

study is conducted with 50 male and 50 female professionals working in government and private sector organizations. The 

research reveals that there is no difference in the quality of work life of male and female employees, but still the women 

professionals are less satisfied in their general life than the men. 
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