VOLUME NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 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 Diréctories of Publishing Opportunities, U:S.Al, Google Scholar,
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 [ilICIVEINEIONSM08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 5504 Cities in 190 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 NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 2231-5756

CONTENTS

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

1. |AN ANALYSIS ON THE PERCEPTIONS AND INITIATIVES OF CSR IN IT INDUSTRIES OF SOUTHERN INDIA 1
A. K. NEERAJA RANI & DR. G. SUNITHA

2. |TRENDS AND INNOVATION IN MALE GROOMING INDUSTRY 3
DR. SANGEETA KOHLI & NIGAAR PATEL

3. |METRICS & ASSESSMENT OF EMPLOYER BRANDING 5
VENKATESH NAGA DEVAGUPTAPU

4. |TEENAGER’S ATTITUDE TOWARDS TELEVISION ADVERTISEMENTS: AN AREA CENTRIC ANALYSIS 9
ABHISHEK PANDEY & B.P. SINGHAL

5. |THE IMPACT OF STRATEGIC HUMAN RESOURCE MANAGEMENT ON EMPLOYEE PERFORMANCE 13

T PRAVEEN KUMAR & DR. R. S. MANI
6. |MANAGING HOSPITALITY WORKFORCE — VICIOUSLY WORRISOME FOR HUMAN CAPITAL SPECIALISTS 18
IN VARIOUS RESORTS OF UTTARAKHAND
SHIKHA CHANDNA & DR. J. K. TANDON

7. |LEADER SETS OFF THE CULTURE 21
DR. S. KRISHNAMURTHY NAIDU, D. SATYANARAYANA & E. SURESH
8. |TRAINING OF YOUTH FOOTBALL PROJECTS AND ITS CONTRIBUTION TO THE MAIN CLUB REFERS TO 23
KEMBATA TEMBARO ZONE TOWNS PARTICIPANT CLUBS
DR. MILKYAS BASSA MUKULO

9. |FACTORS AFFECTING THE BUYING BEHAVIOR AND BUYING PREFERENCES FOR RESIDENTIAL HOUSES 26
IN BANGALORE CITY
D. M. ARVIND MALLIK

10. |JOB STRESS AND QWL OF EMPLOYEE'’S IN TIRUPUR TEXTILE INDUSTRY 33
DR. R. KANAKARATHINAM
11. |CHALLENGES AND OPPORTUNITIES IN HUMAN RESOURCES 37

ARCHANA RAMCHANDRA PATIL
12. |A STUDY ON STRESS LEVEL OF WORKERS IN CONSTRUCTION SECTOR (WITH SPECIAL REFERENCE TO 39
NRI’S IN UAE)
AKHILA.P.S
13. |e-PAYMENT: A SOLUTION IN POST DEMONETISATION ERA 44
MEENAKSHI MITTAL & NANCY BANSAL
14. |ATTITUDE OF CUSTOMERS TOWARDS ONLINE ADVERTISEMENTS IN SIVAKASI 47
DR. M. RIFAYA MEERA & H. SAKTHI VADIVEL PANDIAN
15. |ASTUDY ON FINANCIAL HEALTH OF BALRAMPUR CHINI MILLS LTD., UTTAR PRADESH 60
A. ROJAMMAL & DR. S. BABU
16. |DIMENSIONS OF JOB SATISFACTION AND ITS IMPACT ON ORGANIZATIONAL CITIZENSHIP BEHAVIOR 66
AT THE SRI LANKA ADVANCED TECHNOLOGICAL EDUCATION (SLIATE)
P.P.G.T. GURUGE

17. |A STUDY ON ‘ECONOMIC AND INDUSTRIAL DEVELOPMENT’ ROLE OF TAMILNADU INDUSTRIAL 71
INVESTMENT CORPORATION IN RAMANATHAPURAM DISTRICT
R. MUTHUSAMY

18. |A STUDY ON CUSTOMER PREFERENTIAL FACTORS TOWARDS LIFE INSURANCE CORPORATION OF 79
INDIA PRODUCTS IN MADURAI DISTRICT
S. KUMARESAN

19. |MONITORING AND SURVEILLANCE (MOS) OF BANKING OPERATIONS: A TECHNOLOGICAL 85

PERSPECTIVE
Y. GEETHA DEVI
20. |STUDY ON EMPLOYEE JOB SATISFACTION 87
K.V.S. SREEDHAR
REQUEST FOR FEEDBACK & DISCLAIMER 92

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 NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 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

ADVISOR
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR
PROF. R. K. SHARMA
Professor & Dean, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR
DR. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY BOARD
PROF. S. P. TIWARI
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad
DR. CHRISTIAN EHIOBUCHE
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, Woodland
Park NJ 07424, USA
PROF. SIKANDER KUMAR
Chairman, Department of Economics, Himachal Pradesh University, Shimla, Himachal Pradesh
DR. JOSE G. VARGAS-HERNANDEZ
Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Gua-
dalajara, Mexico
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
DR. TEGUH WIDODO
Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, JI. Telekomunikasi, Terusan
Buah Batu, Kabupaten Bandung, Indonesia
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, 1.G.N.O.U., New 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 NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 2231-5756
DR. CLIFFORD OBIYO OFURUM
Director, Department of Accounting, University of Port Harcourt, Rivers State, Nigeria
DR. KAUP MOHAMED
Dean & Managing Director, London American City College/ICBEST, United Arab Emirates
SUNIL KUMAR KARWASRA
Principal, Aakash College of Education, ChanderKalan, Tohana, Fatehabad
DR. MIKE AMUHAYA IRAVO
Principal, Jomo Kenyatta University of Agriculture and Technology, Westlands Campus, Nairobi-Kenya
DR. S. TABASSUM SULTANA
Principal, Matrusri Institute of P.G. Studies, Hyderabad
DR. NEPOMUCENO TIU
Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines
PROF. SANJIV MITTAL
Professor, University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
DR. ANA STAMBUK
Head of Department in Statistics, Faculty of Economics, University of Rijeka, Rijeka, Croatia
PROF. RAJENDER GUPTA
Convener, Board of Studies in Economics, University of Jammu, Jammu
DR. SHIB SHANKAR ROY
Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. SRINIVAS MADISHETTI
Professor, School of Business, Mzumbe University, Tanzania
PROF. NAWAB ALI KHAN
Professor, Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
MUDENDA COLLINS
Head of the Department of Operations & Supply Chain, The Copperbelt University, Zambia
DR. EGWAKHE A. JOHNSON
Professor, Babcock University, llishan-Remo, Ogun State, Nigeria
Dr. A. SURYANARAYANA
Professor, Department of Business Management, Osmania University, Hyderabad
Dr. MURAT DARCIN
Associate Dean, Gendarmerie and Coast Guard Academy, Ankara, Turkey
PROF. ABHAY BANSAL
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida
DR. YOUNOS VAKIL ALROAIA
Head of International Center, DOS in Management, Semnan Branch, Islamic Azad University, Semnan, Iran
WILLIAM NKOMO
Asst. Head of the Department, Faculty of Computing, Botho University, Francistown, Botswana
DR. JAYASHREE SHANTARAM PATIL (DAKE)
Head of the Department, Badruka PG Centre, Hyderabad
SHASHI KHURANA
Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala
DR. SEOW TA WEEA
Associate Professor, Universiti Tun Hussein Onn Malaysia, Parit Raja, Malaysia
DR. OKAN VELI SAFAKLI
Associate Professor, European University of Lefke, Lefke, Cyprus
DR. MOHENDER KUMAR GUPTA
Associate Professor, Government College, Hodal

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/

iv




VOLUME NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 2231-5756

DR. BORIS MILOVIC
Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia
DR. MOHAMMAD TALHA
Associate Professor, Department of Accounting & MIS, College of Industrial Management, King Fahd Uni-
versity of Petroleum & Minerals, Dhahran, Saudi Arabia
DR. V. SELVAM
Associate Professor, SSL, VIT University, Vellore
DR. IQBAL THONSE HAWALDAR
Associate Professor, College of Business Administration, Kingdom University, Bahrain
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. ALEXANDER MOSESOV
Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan
DR. ASHOK KUMAR CHAUHAN
Reader, Department of Economics, Kurukshetra University, Kurukshetra
YU-BING WANG
Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan
SURJEET SINGH
Faculty, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.
DR. MELAKE TEWOLDE TECLEGHIORGIS
Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea
DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
DR. SAMBHAVNA
Faculty, I.1.T.M., Delhi
DR. THAMPOE MANAGALESWARAN
Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka
DR. SHIVAKUMAR DEENE
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
SURAJ GAUDEL
BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal

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 NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-
puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics;
Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-
ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice;
Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics
& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development
Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics;
Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management;
Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-
ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-
duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-
tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-
tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer
Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-
eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-
gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript - in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT
1. COVERING LETTER FOR SUBMISSION:

DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript titled * ' for likely publication in one of
your journals.

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

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

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation/Post*

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)

Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant
Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-
sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of
author is not acceptable for the purpose.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, 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 NoO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 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) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message
w.r.t. to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

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

instance.

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

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

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

_: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title.

_: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.
_: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-
dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

_: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic
order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except
special words e.g. name of the Countries, abbreviations etc.

-: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-
web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

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

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

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. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 2231-5756

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

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed
at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is
utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the
editor.

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

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

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

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

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

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

. The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters,

dissertations, reports, working papers, unpublished material, etc.
. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders before the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited
by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.

JOURNAL AND OTHER ARTICLES

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

CONFERENCE PAPERS

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

UNPUBLISHED DISSERTATIONS

. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITES
. Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, 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/

viii




VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL) ISSN 2231-5756
METRICS & ASSESSMENT OF EMPLOYER BRANDING

VENKATESH NAGA DEVAGUPTAPU
PROFESSOR (OB & HR AREA)
GOA INSTITUTE OF MANAGEMENT
PORIEM

ABSTRACT

In the competitive market place, organizations are fighting battles on all fronts i.e., building & retaining market share, stakeholder satisfaction and more im-
portantly recruiting & retaining best talent. The war for talent is influenced by employer brand which in turn is influenced by employee value proposition (EVP).
Organizations have been investing time, money and resources into building employer branding efforts, while investors and stakeholders increasingly becoming
sceptical and are demanding for evidence of delivery at ground level. Also HR as a function is transitioning away from being a staff function to being a core and
strategic contributor. The key anchor in this transformation process is the metrics driven approach. As is the case with other HR initiatives, HR functionaries have
working towards metrics driven approach towards employer branding efforts. This paper presents perspectives and approaches that both researchers and practi-
tioners can adopt to reap ROl on the investment that are being made towards Employer Branding.

KEYWORDS

ROI, employer brand, employee value proposition, metrics, stakeholder satisfaction.

INTRODUCTION
ccording to Wikipedia, Employer Brand refers to the reputation of the organization as employer, and is influenced by the value proposition the organization
goffers to its employees. The term was introduced early 1990s. Minchington described it as “image of the organization” and as an “employer of choice”
among the key stake holders (active and passive candidates, clients/customers and other key stakeholders), The core influencing factor of Employer brand
is the Employee Value Proposition. The root word is Customer Value Proposition (CVP) which refers to a well-defined and persuasive marketing statement related
to the product or service. It refers to the perceived/actual benefits that the customer would derive from buying the product or service. It is used to target and
attract the customers and not to the distributors, staff and suppliers.

OBJECTIVES

The objectives of the study are:

1.  Toknow the dimensions of Employer Branding.

2. To know the stakeholders involved in Employer Branding.

3. How do we assess ROI on investment on Employer Branding?

RESEARCH METHODOLOGY
This research paper is based on descriptive study and is based on secondary data i.e., research carried out various researchers in the areas of Employer Branding,
dimensions of employer branding, practices and approaches, business outcomes of employer branding initiatives.

LITERATURE & CONCEPTUAL REVIEW

In the research study aimed at probing the impact of EVP on business outcomes (Heger Brian K, 2007) have identified that EVP influences employee engagement
and retention, both of which have positive impact on the business results of an organization. Mckinsey Quarterly have identified that superior EVP are able to
identify and attract “right fit” talent. Another research paper has identified that employer brand refers to the efforts of an organization to promote itself both to
internal and external employee segments. The research article titled “A stakeholder’s perspective of the value proposition concept” has identified that EVP helps
in co-creation of value with the stakeholders. Pratiba Goswami (2015) in her research paper has identified that EVP helps in identifying and attracting right talent
for the organization.

In the white paper (2015) Prof Paul and Dr Lillian have approached Employer Branding from the perspective of broader HR Proposition and studied it from three
dimensions |, em 1) as a form of psychological contract, 2) form of social identity and 3) form of tow-way signalling to existing and prospective employees. They
have identified Employer Branding as a 3 step process 1) Development of value proposition based on organization’s culture, style of management, profile of
existing employees, and quality of products and service quality of the organization. 2) External marketing of the value position of the brand primarily to attract
right-talent 3) Internal marketing of employer branding on the “brand promise” embedded into the culture and its commitment of the values and goals to the
employees.

Dr Chitramani & Deepa (2013) in their study of employer brand of three Indian IT firms Infosys, TCS and Wipro have identified they have developed their Employer
Brand as USP based on HR practices and culture. Infosys had leveraged on “middle-class turning into millionaires’, Wipro is viewed as ‘take-off point for entrepre-
neurs' and TCS is viewed as “training ground for freshers”. Chlo’e & S’ebastien (2013) in their research study in France, on Gen Y Preferences and its impact on
Employer Branding have identified that they prefer Job Security and relaxed environment and that their expectations are heterogeneous.

Prieska Kharisma in her research study on Employer Branding, has identified that it is important that organization works on creating unique brand identity (social
identity) that for employer branding, employees (both current and prospective) identify with the brand identification features. These features include socially
constructed through thoughts, feelings, and comportments of individuals and group members.

Suman & Suparna (2010) in their research on employer branding and studied internal and external branding practices of Indian organization like TATA steel, Ceat,
TCS and have leveraged on their inherent strengths and practices to create an employer brand,

Gaye (2015) in his research on engagement & retention of milennials has identified that HR practices have a major role in internal branding. He studied the
employee expectations from the cohorts of baby boomers, Gen X and Gen Y. The expectations of millennials are 1) meaningful employment 2) Technology inte-
grated workplace 3) Flexible work environment and 4) fast track career opportunities.

Dr. Venkatesh (2015) in his comparative study of CSR practices has identified that organization ethos, leadership and culture have a deep influence on CSR practices
of organization and also on the People Practices in organization.

CIPD in their survey on Employer branding has identified the various practices being adopted by organizations for the purpose of employer brandingi.e., 1) Campus
Hiring 2) Diversity Communications 3) Compensation & benefits Strategy 4) It Technology and communications 5) Physical working environment 6) Public Relations
7) Performance Management 8) Career Website 9) Leadership & Management Behaviours 10) Learning & Development opportunities/initiatives 11) Employee
Communications 12) Recruitment advertising. The expected outcomes of employer brand as identified by participating organizations in the survey in the order of
priority are 1) Alignment to Vision/Values 2) Improve Recruitment Performance 3) Compete for Talent (labour) 4) Increase Employee Satisfaction 5) Improve
productivity/delivery 6) Reduce attrition and 7) Reduce HR Costs
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Hudosn in their Employer Brand Engagement Model have tracked it through the four stages i.e., 1) Audit & Assessment of Current State 2) Develop and define the

Employer Brand 3) Communication the brand proposition to target segments and 4) measuring the impact of branding initiatives.

FIG. 1

Hudson Employer Brand Engagement Model
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Most of the Employer Branding Frameworks have the following stages and components:

TABLE 1

Phase | Actionable

Phase | : Audit & Assessment . Define People Strategy, Organizational goals & objectives

. Understand the current EVP Perceptions and channel effectiveness

. Consultation with Internal focus groups, management teams and employee surveys
. Compiling of audit report, analysis and findings identification

Phase Il : EVP Strategy Development . Development of unique EVP attributes & statements
. Cross checking the developed EVP
Phase Il : EVP Testing & Approval . Test EVP statements across divisions and regions

. Development of communication strategy plans

Phase IV: Alignment & Communication | Alignment of EVP process

. Internal engagement & communication
. External communication & roll-out
Phase V : Management & Metrics . Identification & implementation of reporting structure and assigning of responsibilities across functions

. Tracking effectiveness and efficiency metrics for internal and external metrics

EMPLOYER ATTRACTIVENESS & EMPLOYER BRANDING

Peirrre (2005) in his research on employer attractiveness has developed an employer attractiveness scale with dimensions covering the areas of 1) Recognition/ap-
preciation from management 2) working environment (Happy, fun & exciting) 3) springboard for future employment 4) Feeling good about yourself as a result of
working for a particular organisation 5) Feeling more self-confident as a result of working for a particular organisation 6) Gaining career-enhancing experience 7)
Having a good relationship with superiors 8) relationship with your colleagues (good, supportive and encouraging) 9) Progressive work practices 10) Value and
support to employee creativity 11) Quality of products & services of the organization 12) Career Progression opportunities 13) Humanitarian organisation (gives
back to society) 13) Opportunity to apply what was learned at a tertiary institution 14) Opportunity to teach others what was learnt 15) Climate of acceptance and
belongingness 16) Customer-centricity of the organization 17) Job security within the organisation 18) Hands-on inter-departmental experience 19) Above average

basic salary & attractive overall compensation package
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EMPLOYER BRANDING — INTERNAL & EXTERNAL

The employer branding efforts of the organization has two dimensions i.e., internal and external and the initiatives under both the dimensions are captured below:

TABLE 2
External Internal
Visibility of Senior Leadership in Media Vision, Values & culture of the organization
Quality of Products & Services Organizational Initiatives towards quality products & services
Customer speak on products and services Walk the talk by senior leaders

Brand presence across media (print/TV/social spaces) | Accessibility of leaders to employees
Presence of organisations on Job Portals/career sites People Practices of the organization

Campus activities & presence 1) Managerial support to employees
Employee speak on social media like glass door 2)  Performance Management system
Recruitment advertisements in print media 3) Learning & Development Opportunities
Recruitment process and treatment of applicants 4)  Career Progression Opportunities
Employer of Choice awards 5) Employee Communication

Best People Practice awards 6) Compensation & Benefits

Awards for organizational excellence
Organizational initiatives for community cause

PARTNERS/STAKEHOLDERS IN EMPLOYER BRANDING

Employer branding is no longer the exclusive domain of HR professionals. In the changed paradigm, HR professionals are partnering with Top Management,
Corporate Communications, Marketing & Branding team members, Managers keeping in view the visibility of 360 visibility of the brand both to the internal and
external stakeholders.

METRICS FOR EMPLOYER BRANDING

In the changed paradigm, employer branding is part of organizational strategy and branding initiatives and the efforts of employer branding are to be linked to
the business outcomes. The priorities/objectives of employer branding will vary based on the context of the organization. The metrics are mapped to internal and
external branding efforts and metrics are:
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TABLE 3
Dimension & Metrics | Metric Definition
External
Visibility of Senior Leadership Extent to which the senior leadership are seen in external media/events
Overall Company Rating The company rating can be given by investment rating agencies, glass door surveys
CEO Approval Rating The rating that CEO received on professional sites such as Glass Door
Business Outlook for the organisation Business outlook that is realised by corporate communications team, or stock market analysts
No of Media Rich post on social networks The number of posts made/influenced by the organization and the hits/views for such post
Clear EVP in Posts & Competitive Differentia- | Ability of organization to present its value proposition to candidates. Efforts to ensure that target audience
tion is able to clearly understand EVP after reading the posts
"Product" Testing: Process of organization to complete any process or review any information as an employee or candidate
No of recruitment advertisements No of advertisements that the organization has published across media. This will help target candidate pool

to view/preview the organization as a “happening organization”

Awareness among potential hires (Basic, Re- | The awareness can be assessed by carrying out surveys. The awareness can vary from Basic (i.e., awareness

call, Top of the Mind) of the organization brand) ; Recall (ability of candidate to recall the brand in the segment such HLL/Nestle in
FMCG, in Amazon/Flipkart Ecommerce etc.)

No of applicants The number of applicants for position that position adverts receive. This indicates if the brand is aspirational.

Candidate job acceptance rate This is indicated by the number of candidates to whom jobs have been offered Vs their acceptance rate

Participation in campus activities/hiring events | The presence of the organization in hiring events such as campus hiring, online hiring carnivals

Image Survey on campus The image survey can be carried out among potential candidates on parameters such as (innovation, attrac-
tiveness, ethical standards, financial strength, market leadership, and social responsibility

Organizational Personality Assessment This can carried out during semantic differential based on organizational attributes such as innovative, quality
of products

Internal

Visibility of Senior Leadership in Townhall The availability of Senior Leaders such as CXOs in the town hall meetings to share the vision and organiza-
tional priorities, connect with employees

Employee Feedback Employee Feedback is taken on Employer Branding initiatives and the effectiveness

Cost Per Hire The average cost incurred by the organization in hiring candidates. The higher the employer brand aware-
ness, lower will the cost per hire. This is due to fact that organization can reach out to larger candidate pools
and motivate them to go through the selection process.

Time to Hire This is measured by the average time taken by the organization to hire a candidate for the position.

Candidate quality This is measured by the ratio of qualified applicants to total applicants for an advertised position

Cost-per-qualified-candidate This metric is assessed by the cost incurred by the organization to hire quality candidate

% of employee referrals The cost that the organization is incurring in sourcing candidates through channels such as internal job
posts or paid sourcing from external sources

Retention rate The retention of employees in general and those from talent pools

Employee Engagement/satisfaction Surveys The engagement/satisfaction score of organization across various dimensions. These surveys can be carried
out either internally or through third party

Absenteeism The absenteeism of employees

Promotion readiness rating This is measured by the number of available candidates for next level promotion. The underlying assumption

being that in an organization with higher employer brand appeal, talent retention is high and consequently
the availability of talent readiness for next level

Performance ratings of newly promoted man- | The performance ratings of newly promoted managers indicates the quality of internal talent

agers
Manager/executive failure rate The number of managers/executives who tend to fail in their roles. This is based on the underlying assump-
tion that in case of organization with higher level of employer brand awareness would result in higher quality
talent retention and consequently the lower failure rate of managers/executives
CONCLUSION

In the competitive world, the key differentiator is the quality of talent that the organization attracts and retains. The enabling parameter is employer brand.
Organizations have realized the imperativeness and are directing efforts to build and nature employer brand. However, organizations are now focussing on quality
of efforts, impact and ROI aspects for their efforts. It is this context that this research paper based on secondary and descriptive research presents the metrics
along with interpretation. The metric can be used by organization, based on their strategic priorities.
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