VoLUME No. 5 (2015), I ssue No. 05 (M AY) | SSN 2231-5756

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A.,
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],
Index Copernicus Publishers Panel, Poland [HililICVAIIEIGHSI08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4255 Cities in 176 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. 5 (2015), I ssue No. 05 (M AY) | SSN 2231-5756

CONTENTS

Sr. TITLE & NAME OF THE AUTHOR (S)

1. |MARKETING STRATEGIES FOR THE VIETNAMESE GEOSYNTHETICS MARKET: A CASE STUDY OF| 1
L.COMPANY PROSPECTS
KEMO BADIANE & CHARLES S. CHIEN

2. |MILLENNIUM DEVELOPMENT GOALS IN AFRICA, POLICIES AND ACHIEVEMENT STRATEGIES: AN| 9
APPRAISAL AND WAYS FORWARD
DR. CHUKS P. MADUABUM & DR. ONYEMAECHI! J. ONWE

3. |EMOTIONAL INTELLIGENCE AMONG COLLEGE TEACHERS: AN EMPIRICAL ANALYSIS 18
M. SURYA KUMAR

4. |IMPACT OF ADVERTISEMENTS ON CONSUMPTION PATTERN OF SOFT DRINKS: A STUDY OF SELECT| 21
RESPONDENTS
DR. S. V. RAMANA

5. |BUYING BEHAVIOUR OF REFRIGERATOR BUYERS: A STUDY WITH SPECIAL REFERENCE TO CHITTOOR| 25
DISTRICT IN ANDHRA PRADESH
G.NIRMALA & K.RAMAKRISHNAIAH

6. |ANALYSIS OF ALCOHOL CONSUMPTION IN RAIPUR DISTRICT (CHHATTISGARH) 29
TANU ARORA & DR. G.D.S. BAGGA

7. |A GAP ANALYSIS OF THE ACTUAL LEVEL OF PERFORMANCES AND THE STANDARD LEVEL OF| 32
PERFORMANCES OF NEW GENERATION BANKS WITH SPECIAL REFERENCE TO HDFC BANK, AXIS BANK
AND INDUSIND BANK

DR. JEEMON JOSEPH

8. | WHERE HAS ALL THE GOOD MARKETING GONE: ETHICS 36
DR. ANITA SUKHWAL
9. |PARADIGM SHIFT IN CUSTOMER’S PREFERENCE REGARDING e-SHOPPING 39

TARANIJIT SINGH VI & DR. AMRINDER SINGH

10. |AN INTENSIVE RESEARCH ON CUSTOMER BEHAVIOUR IN HEALTH DRINKS MARKET IN TIRUPPURCITY | 42
THIYAGARAJ.V & DR. REVATHI MURALI

11.  MONOGRAPH ON MATHEMATICAL MODELLING OF C-RAN 45
SARIKA SAINI

12. |REGULATION AND DE-REGULATION OF COOPERATIVES IN CONTEXT OF LEGAL FRAMEWORK 51
DR. AMLANBRATA CHAKRABORTY

13. |ASTUDY ON ORGANIZED RETAILING AND ITS CHALLENGES 53
BEENA KUMARI

14. | WORK LIFE BALANCE OF WOMEN IN UNORGANIZED SECTOR OF VAIKOM MUNICIPALITY 56
JITHIN JOY

15. |IS CULTURAL SENSITIVITY REQUIRED BY POTENTIAL LEADERS: EMPIRICAL INVESTIGATION FOR SALES| 58
FUNCTION IN IT SECTOR

ANJU CHAWLA

16. | CAREER MOTIVATION OF HIGH SCHOOL TEACHERS 63
VIDHYA THAKKAR

17. |BEHAVIOURAL FINANCE: ITS BUILDING BLOCKS 66
DEEPIKA C

18. | ANALYSIS OF INVESTMENT OPTIONS 68
DR. RAMA NAIK.M

19. |IMPACT OF CULTURAL DIFFERENCES ON INTERNATIONAL BUSINESS: A REVIEW OF LITERATURE 78
RICHA GOEL

20. |PAYMENTS BANKS: A NEW LANDSCAPE FOR INDIAN BANKING SECTOR 82
ANUSHA GOEL
REQUEST FOR FEEDBACK & DISCLAIMER 85

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 05 (MAY) | SSN 2231-5756

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

CO-ORDINATOR.
AMITA
Faculty, Government M. S., Mohali

ADVISORS
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR.
PROF. R. K. SHARMA

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

CO-EDITOR.
DR. BHAVET
Faculty, Shree Ram Institute of Business & Management, 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 1. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. SAMBHAVNA
Faculty, I.I.T.M., Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 05 (MAY) | SSN 2231-5756

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

PROF. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
DR. SAMBHAV GARG
Faculty, Shree Ram Institute of Business & Management, Urjani
PROF. V. SELVAM
SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

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

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, IT & MANAGEMENT "

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 05 (M AY) | SSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of
Computer 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 Governance; 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 Organizations; Office Administration/Management; Operations Research/Statistics;
Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public
Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic
Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation 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; Modeling & Simulation; Neural Systems/Neural Networks;
Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming 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/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Education/Engineering/Mathematics/other, please specify)
DEAR SIR/MADAM

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

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

| affirm that all the authors have seen and agreed to the submitted version of the manuscript and their inclusion of names as co-authors.

Also, if my/our manuscript is accepted, |/We agree to comply with the formalities as given on the website of the journal & you are free to publish our contribution in any of
your journals.

NAME OF CORRESPONDING AUTHOR

Designation

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

WhatsApp or Viber is active on your above noted Mobile Number (Yes/No)
Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

NOTES:

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

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

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

Engineering/Mathematics/other, please specify)

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

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

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

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission of
manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and cover page of the manuscript, in the
manner as mentioned in the guidelines.

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

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email address should
be in italic & 11-point Calibri Font. It must be centered underneath the title.

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT v

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. 5 (2015), I ssue No. 05 (M AY) | SSN 2231-5756

5. _: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, results &
conclusion in a single para. Abbreviations must be mentioned in full.

6. -: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aeaweb.org/econlit/jelCodes.php

7. _: JEL Code must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by commas and full

stops at the end.

8. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. |t must be prepared on a single space and single
column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every page. It should be
free from grammatical, spelling and punctuation errors and must be thoroughly edited.

9. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
10. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.
11 _: The main text should follow the following sequence:

INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBIJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

LIMITATIONS

SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

12. _: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources of data
should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

13. _: These should be consecutively numbered in parentheses, horizontally centered with equation/formulae number placed at the right. The
equation editor provided with standard versions of Microsoft Word should be utilized. If any other equation editor is utilized, author must confirm that these equations
may be viewed and edited in versions of Microsoft Office that do not have the editor.

14. _: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined on first use in each section: Reserve
Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation of
manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure that everything that you are including in the reference section is cited
in the paper. The author (s) are supposed to follow the references as per the following:

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

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

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

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

d The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working papers,
unpublished material, etc.

i For titles in a language other than English, provide an English translation in parentheses.

i Headers, footers, endnotes and footnotes may not be used in the document, but in short succinct notes making a specific point, may be placed in number orders following

the references.

BOOKS

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

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

CONTRIBUTIONS TO BOOKS

d 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

d Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, Vol. 21, No.
1, pp. 83-104.

CONFERENCE PAPERS

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

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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. 5 (2015), I ssue No. 05 (M AY) | SSN 2231-5756
WHERE HAS ALL THE GOOD MARKETING GONE: ETHICS

DR. ANITA SUKHWAL
ASSOCIATE PROFESSOR
UNIVERSITY OF KOTA
KOTA

The advent of new economic policy, removal of trade barriers, manpower retrenchment and attrition of employees has shaken the trust of customers. When in
today era we talk about customer delightness, the issue of rebuilding the trust becomes a major concern, Instead of thinking on the ground of marketing
philosophy the need of the hour shifts the trends to Ethics in Sales and Marketing. The paper encovers the introduction, ethical values, Ethical issues life line of
marketing - in specific areas of CRM, CSR and Advertising. The paper concludes with the suggestion that a more detailed study of the Ethics is needed. While
many authors think that this is a relatively new concept, Ethics is perhaps as old as business itself and in some societies one cannot do the business without being
socially ethical.

KEYWORDS
ethical marketing, CRM, CSR, advertising.

INTRODUCTION
ndia is no longer existing in a isolated world. Being the global economy it can’t keep itself aloof from the various intricacies of the world. Different
economies of the world witness a continuous change in the environment it operates in. To keep up with the pace close monitoring become inescapable.
The roadmap of economic development started with the adoption of new economic policy. It was adopted at the time of economic distress and difficulties
and there was no better alternative to restore confidence in international community. It stressed the approach of delicencing, decontrol and deregulation in
Indian economy which spurred the overall economic development.
Increased scrutiny of corporate action in today business climate puts pressure on all facts of corporate structure to adhere to ethical business practices found on
principles that are honest, fair and transparent to the stakeholders. The sales and marketing profession is a driving force in our economy and should not be left
untouched when scrutinizing ethical issue. A society where the consumer is confident of honest is one that will prosper.
The paper was carried out by reviewing a large collection of publication on the subject of ethics in Sales and Marketing. Flowing through the thoughts of authors
from the conceptual understanding and diving into niches of marketing sensing the CRM, CSR and Advertising practices, the paper concludes with the findings
and suggestions from the authors to the companies as how to use ethics as a weapon to earn profits.

ETHICAL VALUES: A REVIEW

Ethics refer to a system of moral principal- a sence of right & wrong & goodness & badness of action. In other words, ‘ethics’ is the discipline that examines ones
moral standards or the moral standards of a society. It asks how these standards apply to our lives & whether these standards are reasonable or unreasonable
that is whether good reasons or poor once support them. The ethics is used in several different ways; the term ethical value refers to the moral valve of each self
help group towards running their group business.( Nath & Baruah, 2008).

The word ethics is still vague, but is a contemporary issue to many corporate professionals, while many organizations maintain ‘ethical credo’ in black and white.
However, the corporate world also has been inclined to experience unethical practice due to aggressive approach is to achievement. It's immediately impact has
been reflected in the managerial practices and eventually on their perceptions and values. The gap between expected standard ethical behavior and actual
behavior is immense and organizational rituals, to some extents along with socioeconomic factors support unethical behavior and compel employees to practice
in this manner. Hence, building awareness of ethical norms is important in sustaining managerial ethics.

Perhaps the most difficult managerial problem involves issue of ethics. Ethics is a problem not only for managers, but also for almost every person in the society.
Business everywhere needs to earn profit in order to remain in existence. Some companies aggressively seek to maximize their profit, grow at any cost and focus
on nothing but what is best for the company. Others take a different approach to business and actively work for the betterment of society even when it means
less profit for the owners. Most business however, adopts a position somewhere between these extremes. Decision about which of these approaches to take are
in turn affected by managerial ethics and social responsibility (Akhter & Islam, 2009).

Business ethics are one of the important, perhaps the most misunderstood concept in the world of business today. The field of business ethics deals with
questions about whether specific business practices are acceptable. Members of the organizations increasingly find themselves facing ethical dilemmas,
situations in which they are required to define right and wrong conduct. By its very nature, the field of business ethics is controversial and there is no universally
accepted approach for resolving its question. More imagination and creativity are needed in examining these important issues.Ethical or unethical is often
determined by the public as embodied in the mass media, interest group and business organization as well as through individuals personal morals and values .

ETHICAL ISSUES LIFE LINE OF MARKETING

Business ethics is not a recent theory. Over the years attempts have been made to find out its different dimensions. Ethics in Sales and Marketing does not
confine itself to a single area of sales and Marketing. Business or an enterprise is made by the people and works for the people. The long run success of any
enterprises depends on its strong organization of internal and external customers i.e. employee and consumers respectively. Hence three main trends or scope
of ethics in Sales and Marketing can be identified and these are:

1. CRM

2. CSR

3. Ethicsin advertising.

1) CUSTOMER RELATIONSHIP MANAGEMENT

In today’s competitive business environment, customers are making their buying decisions not just on the basis of product comparison, but on the basis of
relationship they have with the company. In fact, ensuring customer satisfaction is the key to success and companies are actively engaged in studying and
exploring the conceptual foundations of managing relationship with customers. A brand derives strength from its experience with its customers and customer’s
relationship management or CRM is all about providing customers a great experience. (Mishra, 2008)

CRM is the seamless co- ordination between sales, customer’s service, marketing field support and other customer- touching functions. It integrates people,
processes, and maximizes relationship with all customers and partners, e- customers, distributional channel numbers, internal customers and suppliers. CRM
results in a number of benefits to an organization like increased margin improved customer satisfaction rating and decreased administrative costs. CRM is
managing customer knowledge to generate value added products and to have a sustained relationship. (Sudhakar, 2009).
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CRM is increasingly used to learn about customers needs and behavior, as good relationship is very essential for successful brand marketing. CRM is now
recognized as a powerful tool, for brand marketing to have an edge over the competitors .CRM is the establishment, development, maintain, and optimization of
long term mutually beneficial relationship between customers and companies. (pallavi, 2009)

Building long term customer relationship with customers is the key to success for the company, in turn, these relationships translate into increasing sales
revenue and profits.CRM is the best tool to build a powerful customer experience as the most competitive weapon around our business. CRM inverts the
pyramid for achieving success in businesses in the 21* century.

OBJECTIVES OF ETHICAL CRM

1. To provide better customer service.

2. To help sales staff close deals faster.

3. Todiscover new customers.

4. Toincrease customer revenue.

In present era the paradigm shifts in marketing practices from the traditional marketing to reactive marketing and then to relationship marketing has reiterated
the significance of leveraging firm- customer relationship for reaping mutual benefits. Thus relationship marketing has come to fore and occupied centre stages
one of the strategic tool for organized retailers to develop ways for attracting and motivating potential customers to remain staunch loyalists forever ( Prasad &
Aryasri 2008).

BENEFITS OF ETHICAL CRM

. Improvement in sales revenue.

. Increase in profit.

. Reduction in cost of marketing.

. Better understanding of customers.

. Decreased cost for customers

. Improvement in customer satisfaction.

. Timely delivery of products, Personalization and closeness.

. Availability of wide variety of products.

o Improvement in customer satisfaction.

. Maintaining customer loyalty.

The strategy towards developing and maintaining sustainable relationship provide a win win platform for customers as well as sellers.

2) CORPORATE SOCIAL RESPONSIBILITY

CSR identifies as a controversial subject. It acknowledges the fact that some authors think CSR is irrelevant to business, while others think that it is a bad idea for
business. However, it takes sides with those who think that CSR is of strategic importance to business. For some people, CSR is about program me but it is
beyond that. Stuff that you do where you can describe what you are taken to achieve, what approach you have taken achieve it, and whether it worked or not.
But it needs to include the other aspect how you and your staff behave on a day to day basic. You could label this element straight business ethics (sharma,
2009).

The world business council for sustainable development defines CSR as “the counting commitment by business to behave ethically and contribute to economic
development while improving the quality of life of the work force and their families as well as of the local community and society at large”.

The CSR framework of companies in India has evolved over a period of time. For business conglomerates like Tata, Birla, ITS or the Godrej family, their specific
approach and strategies are mainly based and driven by the ethical beliefs of the founding fathers (sharma 2009). However, of late, the companies have been
influenced by several internal & external factors prevailing in business areas in which the companies operate the socio economic environment, and the emerging
opportunities.

Organizations are getting competitive in whatever they do. Moreover, companies are being closely monitored under provisions like corporate governance which
bind organizations towards ethics and transparency. In such a scenario, future looks healthy and people in general can expect to drive benefits out of it. Ethics is
necessary in order to create a more harmonious relationship between the corporation and the society at large. Profit earning is the main goal of the most
organization and they strive for it. But, in this era of globalization and cut throat competition the scenario has changed. The first concern of the company is the
happiness of the people connected to it. In today world companies believe in the philosophy that they are an indispensable part of the society.(kautish, 2009).
CSR is making socially responsible product, engaging in a socially responsible employee relations and making a commitment to the society around it. Some
define CSR as commitment of the business to contribute for sustainable economic development, working with employee, local community and business partners
and to the society at the large in order to improve their quality if work life (Soni, 2009).

3) ETHICS IN ADVERTISING

Advertising is one of the most powerful marketing tools which enhance communication by connecting the company with the customers. One of the questions
discussed while analyzing the ethical aspect of advertising is the use of fear appeals and threat to popularize a certain product, concept etc. or to boost up the
sales. The idea of using fear to advertise a certain product is viewed as unethical if the solutions that are advertised cannot eliminate the threat presented
(Mohideem 2009). This holds true as long as advertisers show the consequences of not playing heed to the recommendation offered in the advertisement.
Furthermore, using fear appeals and threats is considered unethical as they might create unnecessary anxiety among potential customers. However some
people support the idea of using fear for marketing purpose. They claim that such advertisements reflect the norms of a certain society.

CONCLUSION

It is argued that of all business practices, marketing “receives the most scrutiny, generates controversy and faces the most criticism about ethics.” Indeed, ethics
might turn out to be a rather tricky question as long as it is expanded not only to one domino but also to several areas. Much has been discussed about
Recession and financial crises, stock marker crashes and bailout of banks nothing much have been left untold, it just like US sneezes and the whole world catches
cold. Salary deduction, technology degradation, Retrenchment, turnout were some of its immediate effect, though the situation has improved, yet the crises has
left certain depurated impact.

Further, ethical values create credibility with the public. A company perceived by the public to be ethically & socially responsive will be honored & respected
even by those who have no intimate knowledge of its actual working. So, Ethics in this respect extends to a long way from sales to fulfilling its social
responsibility and thereby building a strong customer resource base through CRM. As we wade further into the 21 century, CSR plays a pivotal role in
addressing the global resources crisis on the other hand helping solve problem by providing technologies, while on the other hand navigating controversy over
such issues in India from community to corporate use. Moral and ethical standards were proposed to restrict the range of products, services and practices that
can be advertised. Nevertheless, the problem still persists.

RECOMMENDATIONS

1. The HRM department should mention the explicitely ethical code of conduct in the appointment letter.

2 The proper communication of ethical code of conduct of conduct should be the duty of Deparmental Heads.

3.  Meeting should have 5 minute provision for discussion on this contemporary evergreen issue. Open disscussion should be initiated.

4 To inculcate ethical values and culture it is essential to acknowledge and consider Ethical behaviour of the personnel and suitable reward system should be
designed.
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5.  The implementation of the Ethical guidelines should be made the duty of the managerial staff. Follow up should be on continuous basis.
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