VoLUME No. 5 (2015), | ssue No. 12 (DECEMBER) | 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.Al,

Index Copernicus Publishers Panel, Poland [iffICAVAINEIONS08 8. number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4600 Cities in 180 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), | ssue No. 12 (DECEMBER) | SSN 2231-5756

CONTENTS

;f) TITLE & NAME OF THE AUTHOR (S) ‘;‘i‘f.e

1. |THE IMPACT OF USE OF ICT FOR BUSINESS PROCESS MANAGEMENT IN e-TOURISM 1
VIDYULLATA V. PAWAR & DR. S. D. MUNDHE

2. |AROLE OF KNOWLEDGE BASED SYSTEM IN INFORMATION SYSTEM AUDIT 3
A. B. DEVALE & DR. R. V. KULKARNI

3. | XML DATABASE: PAST, PRESENT AND FUTURE 6
KUMAR KALAMADI

4. |CRITICAL CHALLENGES AND TRANSFORMATIONS IN EDUCATION IN NIGERIA: SYNTHESIS AND 8
PROGNOSIS
TITUSAMODU UMORU

5. |IMPACT OF INFORMATION AND COMMUNICATION TECHNOLOGY (ICT) AMONG EXPORTER: A| 12
CRITICAL REVIEW OF LITERATURE
S.SHOBANA & DR. M. RAJAPRIYA

6. |SCOPE OF INFORMATION TECHNOLOGY IN THE BANKING SECTOR 21
SHRI VALLABH H. LELE
7. |PROBLEMS AND CHALLENGES OF COLLECTION DEVELOPMENT IN DIGITAL LIBRARIES 23

S.R. MANDALE & DR. KHOT N. B.
8. |IMPLEMENTATION OF ARTIFICIAL NEURAL NETWORK IN CONCURRENCY CONTROL OF| 26
DISTRIBUTED DATABASE SYSTEM
A. A. SATTIKAR & A. A. GOVANDE

9. |RESEARCH INFORMATION TECHNOLOGY: BEHAVIORAL ACCOUNTING 30
PATIL BHAGWAN SHANKAR

10. |ASTUDY ON USERS’ PREFERENCE TOWARDS MATRIMONIAL SITES IN COIMBATORE CITY 33
R.MONISHA

11. |FEDENA: EFFECTIVE ICT TOOL FOR EDUCATION MANAGEMENT SYSTEM 36
VARSHA P. DESAI

12. [SYSTEMATIC AND SCIENTIFIC APPROACH OF WEB DESIGNING 40
NILESH RAYGONDA PATIL

13. [PROMINENCE OF LISTENING EXPERTISE IN COMMUNICATION 42
DEEPA PATIL

14. |A REVIEW ON THE ROLE OF MOBILE BANKING IN SELECTED AREAS OF KARAD 44
SANTOSH B. POTADAR

15. |CHALLENGES IN WIRELESS NETWORK 46
SARIKA BABAN GAIKWAD

16. |RURAL INVESTORS’ PERCEPTION TOWARDS MUTUAL FUND DISTRIBUTION 48
L. MEENA

17. [IMPACT OF GENETIC ALGORITHM IN CODE COVERAGE FOR TEST SUIT BY JUNIT IN DYNAMIC| 52
CONVERSION
SASHIBHUSAN NAYAK & ANIL KUMAR BISWAL

18. |A STUDY ON CUSTOMER SERVICES OF NATIONALISED BANKS IN BANGALORE CITY 56
NANDINI.N

19. |ACRITICAL APPRAISAL OF RISK MANAGEMENT STRATEGIES OF MICROFINANCE INSTITUTIONSIN| 63
GHANA
ALHASSAN BUNYAMINU & CHARLES BARNOR

20. | CONSUMER TRUST IN ONLINE SHOPPING IN THE DOABA REGION OF PUNJAB 71
SHABNAM GULATI & DUSHANT NARULA
REQUEST FOR FEEDBACK & DISCLAIMER 76

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), | ssue No. 12 (DECEMBER) | 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

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
DR. SAMBHAVNA
Faculty, I.L.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), | ssue No. 12 (DECEMBER) | 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 I.T., Amity School of Engineering & Technology, Amity University, Noida
PROF. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
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.

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, 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), | ssue No. 12 (DECEMBER) | 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 - 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
L 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 entitled * ’ for possible publication in one
of 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.

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion
of 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

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

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), | ssue No. 12 (DECEMBER) | SSN 2231-5756

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 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) 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 within twenty four hours 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 a 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 the
cover page of the manuscript, in the manner as mentioned in the guidelines.

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

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and
email/alternate 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 italicized text, ranging between 150 to 300 words. The abstract must be informative and explain
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.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at
www.aeaweb.org/econlit/jelCodes.php, however, mentioning 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 range from 2000 to 5000 WORDS.

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), | ssue No. 12 (DECEMBER) | SSN 2231-5756

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

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae
number placed at the right. The equation editor provided with standard versions of Microsoft Word should 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: 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 are supposed to follow Harvard Style of Referencing. Also check to make sure
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.

. 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 italics. Double quotation marks are used for titles of journal articles, book chapters,

dissertations, reports, working papers, unpublished material, etc.
. For titles in a language other than English, provide an English translation in 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 after 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,"
Journal of Urban Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management
Association, New Delhi, India, 19-23

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
d 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, IT & MANAGEMENT vii

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), | ssue No. 12 (DECEMBER) | SSN 2231-5756
RURAL INVESTORS’ PERCEPTION TOWARDS MUTUAL FUND DISTRIBUTION

L. MEENA
ASST. PROFESSOR
DEPARTMENT OF MBA
FATIMA COLLEGE (AUTONOMOUS)
MADURAI

Mutual fund industry has become the primary source of economic growth. But the industry still lacks growth far behind in terms of total assets with respect to other
developed nations. One of the main reasons for lack of growth is that its failure to tap the semi-urban and rural areas. The Mutual fund industry in India is slowly
shifting from top 15 cities to beyond top 15 locations to expand their market base and to tap the untapped B15 potential market avenues (Indian mutual fund
industry: Challenging the status quo, setting the growth path, Cll (Confederation of Indian Industry) and PwC (PricewaterhouseCoopers), Mutual fund Summit,
2013). Various modes of distribution channels were followed by the investment advisory firms to penetrate into semi-urban and rural areas. This study determines
the perception of rural investors (from B15 locations) towards the various mutual fund distribution channels adopted by the investment advisory firms. This study
recommends the mutual fund agencies to reach the prospective investors in rural areas of Madurai city through modern forms of electronic communication
(mobiles) and expand their distribution network through banking technologies, India post office and Fair price shops in order to make the campaign more
personalized and reach the targeted in the untapped rural market.

KEYWORDS

investor, investment advisory firm, mutual funds.

INTRODUCTION

he mutual fund is a type of professionally-managed collective investment scheme which pools money from many investors. The profit gained from

investments is shared to unit holders in proportion to the number of units owned by them. Thus, a Mutual Fund is the most suitable investment for the

common man as it offers an opportunity to invest in a diversified, professionally managed basket of securities at a relatively low cost. The story of mutual
fund industry in India started in 1963 with the formation of Unit Trust of India at the initiative of the Government of India and Reserve Bank. The launching of
innovative schemes in India has been rather slow due to prevailing investment psychology and infrastructural inadequacies. Mutual funds have evolved over the
years keeping in view the changes in the economic and financial systems, as well as the legal environment of the country. According to the requirements and
changes in the investors’ perceptions and expectations, new products are launched. Past studies revealed that mutual fund in India is growing but the industry is
still struggling to win the investors’ confidence and to reach the beyond top 15 cities in India. One of the main reasons for lack of growth is that the lack of investors’
confidence especially from the semi-urban and rural areas. The Mutual fund industry in India is slowly shifting from top 15 cities to beyond top 15 locations to
expand their market base and to tap the untapped B15 potential market avenues (Indian mutual fund industry: Challenging the status quo, setting the growth
path, Cll and PwC, Mutual fund Summit, 2013). Various strategies were devised by the AMFI (Association of Mutual funds of India), SEBI (Securities and Exchange
Board of India) & investment advisory firms to penetrate into semi-urban and rural areas. This study determines the investors’ perception towards the various
distribution channels of investment advisory firms.
Marketing is very important issue now a days and service marketing is accepted and necessary for all the service industry participants. Mutual funds are not away
from this truth. Mutual Fund Marketing is different from marketing of other goods because the past performance of the Mutual fund and general expectations
can be told, no performance guarantee can be given in case of Mutual fund. According to Trivedi Akhil various channels adopted by Mutual Funds can be divided
into three main headings:
1. DIRECT MARKETING: This constitutes 20 percent of the total sales of mutual funds. Some of the important tools used in this type of selling are: Personal Selling,
Telemarketing, Direct mail, Advertisements in newspapers and magazines & Hoardings and Banners
2. SELLING THROUGH INTERMEDIARIES: Intermediaries contribute towards 80% of the total sales of mutual funds. These are the distributors who are in direct
touch with the investors. They perform an important role in attracting new customers. Most of these intermediaries are also involved in selling shares and other
investment instruments. They do a commendable job in convincing investors to invest in mutual funds. A lot depends on the after sale services offered by the
intermediary to the customer.
3. JOINT CALLS: This is generally done when the prospect seems to be a high net worth (HNI) investor. The agent (who is located close to the HNIs residence or
area of operation) visits the prospect and briefs him about the fund. The conversion rate is very high in this situation, generally, around 60%. Both the fund and
the agent provide even after sale services in this particular case. ‘Meetings with HNI’ is a special feature of all the funds. Whenever a top official visits a particular
branch office, he devotes at least one to two hours in meeting with the HNIs of that particular area. This generally develops a faith among the HNIs towards the
fund.

REVIEW OF LITERATURE

Ippolito (1989) stated that investor is ready to invest in those fund or schemes which have resulted good rewards and most investors’ is attracted by those funds
or schemes that are performing better over the worst. Rajeswari and Ramamoorthy (2001) have conducted a study to understand the factors influencing the fund
selection behaviour of 350 MF (Mutual fund) investors in order to provide some meaningful inferences for Asset Management Companies (AMC) to innovatively
design the products. Sankaran (2004) proposed the future direction for investors to invest in pension funds, as government is envisaging a policy to cover all kinds
of investors. He further opined that MF industry will continue to grow in spite of competition and will be propelled in the right direction because of the investor
friendly financial markets. H. Desigan et al. (2006) conducted a study on women investor’s perception towards investment and found that women investor’s
basically are indecisive in investing in MF’s due to various reasons like lack of knowledge about the investment protection and their various investment procedures,
market fluctuations, various risks associated with investment, assessment of investment and redressal of grievances regarding their various investment related
problems. K. Lashmana Rao (2011) made analysis of perception of Investor towards mutual fund schemes, he made conclusion SEBI, AMFI, and IRDA (Insurance
Regulatory Authority of India) should take appropriate steps to enhance Investors knowledge for making more prudent decisions.

NEED FOR THE STUDY

In order to expand the market base of the mutual fund industry, appropriate distribution network need to be devised. Though the industry is widespread, still as
per ICI (Investment Institute Company) Fact book 2013, AUM (Asset Under Management) to GDP (Gross Domestic Product) ratio of our country stands at 7% only
compared to a global average of 37%. Thus there is a need to determine the investors’ perception towards the present distribution channels in order to redesign
the same. Although many studies were conducted in mutual fund awareness, performance evaluation and preference towards various schemes, no study exists
in finding out the perception of investors towards the distribution channels especially in the rural and semi-urban areas, which is called as B15 (Beyond top 15
cities in India) and requires mutual fund penetration.
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STATEMENT OF THE PROBLEM

As per the CIl — PwC report on “Indian Mutual Fund industry, 2013”, increasing mutual fund penetration will largely depend on increasing investor awareness at
grass-roots level. However, AUMs have so far been largely concentrated in the top 15 cities in the country, with smaller cities and rural areas having minimal
contribution to the industry. The Mutual fund industry in India is slowly shifting from T15 (Top 15 cities) to B15 (beyond top 15 cities) locations to expand their
market base and to tap the untapped B15 potential market avenues (Indian mutual fund industry: Challenging the status quo, setting the growth path, Cll and
PwC, Mutual fund Summit, 2013). Thus the present study is an attempt to determine the perception of investors towards the existing distribution channels of the
investment advisory firms.

OBIJECTIVES OF THE STUDY

In light of this background this study tries to achieve the following objectives:

1. Toidentify the existing distribution channels followed by the investment advisory firms in the semi-urban and rural areas of Madurai city.

2. Toanalyze rural investors’ perception towards the various distribution channels

3. To offer valuable suggestions to the investment advisory firms, regulatory authorities & the government to redesign the distribution network and to
penetrate the untapped semi-urban and rural areas

SCOPE OF THE STUDY

The study assessed the perception of investors in the three rural areas around Madurai city (Chellampatti, Karumathur & Pappapatti) towards the three distribution
channels viz. direct selling, selling through intermediaries & joint calls of mutual fund investment firms. Madurai is one of the B15 cities in India. So the study chose
Madurai as the area of study. The study was conducted for a period of three months from June — August 2015.

HYPOTHESES TESTED

Based on the above objectives, the following hypotheses were framed and tested using appropriate statistical tools in this study:

(i) There is no significant relationship between the demographic variables and the perception of rural investors towards direct selling channel of mutual fund
investment firms

(ii) There is no significant association between the gender of the respondents with investors’ perception towards selling through intermediaries

RESEARCH METHODOLOGY

The study adopted both primary as well as secondary data. The primary data was collected through questionnaire, which consisted of two parts. Part one pertains
to the general information about the respondents seeking their demographic characteristics and part two attempted to draw responses on the perception of rural
investors towards the various marketing strategies. A pilot study was conducted among 25 respondents. The researcher also circulated the questionnaire among
various industry experts and academicians. The comments and suggestions received were incorporated into the questionnaire and refined.

The list of investors from the three rural areas was obtained from the financial intermediaries, those who were ready to share the investor database. A sample of
200 was selected through simple random sampling adopting lottery technique. Secondary data was obtained from the official websites of AMFI & SEBI. Appropriate
statistical tools like percentage analysis, chi-square analysis and Analysis of Variance (ANOVA) were applied to analyse the collected data.

RESULTS & DISCUSSION
TABLE 1: DEMOGRAPHIC CLASSIFICATION OF RESPONDENTS

Demographic variables Classification
Gender Male Female
147 (73.5%) 53 (26.5%)
Age (in years) Less than25 | 25-35 35-45 45 -55 Above 55
8 (4%) 38 (19%) 82 (41%) 22 (11%) 50 (25%)
Marital status Married Unmarried Divorced Widowed
58 (29%) 48 (24%) 8 (4%) 86 (43%)
Education Schooling Under graduation | Post graduation | Professional others
84 (42%) 63 (31.5%) 22 (11%) 11 (5.5%) 20 (10%)
Employment status Salaried Business Professional Agriculturist Retired Unemployed
62 (31%) 23 (11.5%) 4 (2%) 85 (42.5%) 3(1.5%) | 23(11.5%)
Monthly income (in Rs.) | Below 10000 | 10000 — 20000 20000 - 30000 30000 - 40000 | Above 40000
93 (46.5%) 67 (33.5%) 22 (11%) 12 (6%) 6 (3%)

Source: Primary data
Table 1 depicts that majority of the respondents were male (73.5%). Most of the respondents belong to the category of 35 to 45 years, 86% of the respondents
were widowed, and majority (84%) come under schooling category. 85% of the respondents were agriculturists and 93% receive monthly income less than
Rs.10000.
TABLE 2: INVESTORS’ PERCEPTION TOWARDS DISTRIBUTION CHANNELS

Distribution channel Poor Bad Fair Good Excellent
Direct selling 96 (48%) 12 (6%) | 8 (4%) 52 (26%) | 32 (16%)
Selling through intermediaries | 38 (19%) 18 (9%) 1(0.5%) | 44 (22%) | 99 (49.5%)
Joint calls 99 (49.5%) | 72 (36%) | 4 (2%) 12 (6%) 13 (6.5%)

Source: Primary data

TABLE 3: CROSS TABULATION BETWEEN GENDER AND INVESTORS’ PERCEPTION TOWARDS DIRECT SELLING STRATEGY

Gender Direct selling Total
Poor | Bad | Good | Fair | Excellent

Male 65 11 8 33 30 147

Female | 31 1 0 19 2 53

Total 96 12 8 52 32 200

Source: Primary data
The table above shows that among 147 male respondents, 65 perceived direct selling strategies to be poor, 33 as fair, 30 as excellent, 11 as bad and only 8 as
good. It could also be inferred that among 53 female respondents, 31 perceived it as poor, 19 as fair, 2 as excellent and 1 as bad.
INVESTORS’ PERCEPTION TOWARDS DIRECT SELLING
In order to examine the formulated null hypothesis, chi-square test was employed. The computed results are given in Table 4.
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Hypothesis 1: There is no significant relationship between the demographic profile of the respondents and their perception towards direct selling

TABLE 4: CHI-SQUARE TEST BETWEEN GENDER AND INVESTORS’ PERCEPTION TOWARDS DIRECT SELLING

Demographic factors | d.f | Chi-square value | P value | Inference (5% significance level)
Gender 4 6.668 0.155 Insignificant

Age 16 | 47.388 0.000 Significant

Marital status 12 | 48.073 0.000 Significant

Education 16 | 77.307 0.000 Significant

Employment status 20 | 100.942 0.000 Significant

Monthly income 16 | 41.252 0.001 Significant

It could be inferred from the table 4 from above that other than gender, all the other demographic variables have insignificant relationship with investors’
perception towards direct selling channel of mutual fund investment firms.

ANALYSIS OF VARIANCE (ANOVA)

Analysis of Variance is conducted to understand whether the differences are significant or not with respect to the demographic variable gender with their
perception towards selling through intermediaries.

Hypothesis 2: The perception of investors towards selling through intermediaries does not vary with gender

TABLE 5: ONE WAY ANOVA BETWEEN GENDER OF THE RESPONDENTS AND INVESTORS’ PERCEPTION TOWARDS SELLING THROUGH INTERMEDIARIES

Source of variation Sum of Squares | df Mean Square F Sig

I hold good perception towards selling of mutual funds | Between groups 0.867 4 217

through intermediaries Within groups 59.173 371 159 1.359 | 0.248
Total 60.040 375

It is obvious from the table above that there is no significant difference (sig = 0.248) in perception of respondents towards selling through intermediaries among
different gender of the respondents at 5% level. This finding indicates that the perception among the rural investors towards selling through intermediaries do not
vary with their gender at 5%.

FINDINGS OF THE STUDY

The study is conducted to analyze the perception of investors towards the three distribution channel viz. direct selling, selling through intermediaries & joint calls.
It is found that most of the rural investors perceive selling through intermediaries as excellent. The study also found that other than gender, all the other
demographic variables have insignificant relationship with investors’ perception towards direct selling channel of mutual fund investment firms. From ANOVA, the
present study determined that rural investors’ perception towards selling through intermediaries not varies between different genders of the respondents.

RECOMMENDATIONS

On the basis of the findings of the study, the following recommendations are put forth to the investment advisory firms, regulatory authorities & the government:

1.  Since the investors hold very poor perception towards the direct selling channel of the investment advisory firms, measures need to be taken to redesign the
same. At present the mutual fund companies those sell through online and through their company personnel, may have to think of rebuilding a new team of
personnel trained with suitable selling techniques

2. Although selling through intermediaries is found to have welcomed by the investors, there are chance for misguiding the investors by those intermediaries,
who work for incentives. In order to build investor confidence in the semi-urban and rural areas, the regulatory authorities AMFI & SEBI, need to tighten
rules of the code of conduct of the brokers, agents and other intermediaries. This may protect investors misguided by intermediaries interested in pure
incentives

3. Appropriate education programmes need to be organized by the regulatory authorities and investment advisory firms, in the reachable areas for the rural
investors, to create awareness towards mutual funds and to boost up their confidence and morale. The education programmes so organized need to be
conducted with good attendance. The attendance for the programmes can be achieved through proper advance communication and interest kindling among
the rural investors

4. The government and the regulatory authorities need to rethink and redesign the existing distribution network, by including new forms of electronic
communication i.e. mobiles, selling through India post offices, nationalized banks & fair price shops. Since these mode have greatest reach in the semi-urban
and rural areas, and also the rural people have higher confidence in the words of the post office, banks and fair price shops, these channels can be used for
selling mutual funds

CONCLUSION

The present study is an attempt to determine the perception of rural investors towards the various distribution channels at present followed by the mutual fund
investment firms. Mutual funds are a greatest source of economic development by way of channelizing the savings of numerable investors towards productive
investment avenues. If this industry is redesigned with newer and better modes of distribution channels, the industry can wear a new face among the public which
paves way for the expansion of the industry in the rural segment.

LIMITATIONS

The study is conducted among only three rural areas in Madurai. The results of the study are applicable only to B15 cities in India and cannot be generalized to
T15 cities. The researcher found difficult to collect rural investor database from the financial intermediaries, since many were not willing to supply the same for
the research purpose.

DIRECTIONS FOR FURTHER RESEARCH

Further research can be conducted on the reach of mutual funds through new forms of electronic communication. It is also needed to undertake researches
specifically focusing on the investor education programmes and its effectiveness to identify new ways of programme conduction. Researches may also be carried
out on the ways of confidence building among the present and prospective investors.
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