
VOLUME NO. 3 (2013), ISSUE NO. 01 (JANUARY) ISSN 2231-5756 

 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 with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 2022 Cities in 153 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. 3 (2013), ISSUE NO. 01 (JANUARY) 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 

http://ijrcm.org.in/ 

ii 

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 

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

No. 

1. THE EXTENT OF THE IMPORTANCE OF PERSONALITY INDICATORS OF INDEPENDENT ENTREPRENEUR THROUGH USING GROUP ANALYTICAL 

HIERARCHY PROCESS 

MOJGAN RIAZI, DR. YOUNOS VAKIL ALROAIA & DR. ALI AKBAR AMIN BIDOKHTI 

1 

2. ASSOCIATION OF TRAINING PRACTICES WITH JOB SATISFACTION IN PUBLIC SECTOR ORGANIZATIONS 

RIZWAN BASHIR & FARZANA BASHIR 
8 

3. STUDYING THE RELATIONSHIP BETWEEN SOCIAL CAPITAL AND TALENT MANAGEMENT IN IRAN STATE MANAGEMENT TRAINING CENTER (SMTC) 

SAYED ALI AKBAR AHMADI, MOHAMMAD ALI SARLAK, MUSA MAHDAVI, MOHAMMAD REZA DARAEI & SAMIRA GHANIABADI 
14 

4. CONTEMPLATIVE SCRUTINY OF THE ADEQUACY OF HERZBERG’S MOTIVATION-HYGIENE THEORY: A VERDICT OF JOB SATISFACTION IN THE MID 

LEVEL MANAGER IN TELECOMMUNICATION INDUSTRY 

ABU ZAFAR AHMED MUKUL, SHAH JOHIR RAYHAN & MD. SHAKIB HOSSAIN 

21 

5. PLANNING AND MANAGING A SCHEDULED SERVICE 

DR. IGNATIUS A. NWOKORO 

29 

6. REAL INCOME, INFLATION, AND INDUSTRIAL PRODUCTIVITY IN NIGERIA (1970-2005) 

Dr. OWOLABI A. USMAN & ADEGBITE TAJUDEEN ADEJARE 

34 

7. DEVELOPMENT OF SMALL AND MEDIUM ENTERPRISES IN NIGERIA: A PARADIGM SHIFT 

ADEYEMI, A. ADEKUNLE 

40 

8. THE EVALUATION OF KNOWLEDGE MANAGEMENT’S EFFECTIVENESS ON E-LEARNING: A CASE STUDY ON PAYAME NOOR UNIVERSITY OF IRAN 

BAHAREH SHAHRIARI & KIARASH JAHANPOUR 

45 

9. THE RELATIONSHIP BETWEEN ORGANIZATIONAL CULTURE AND JOB SATISFACTION AMONG PROFESSIONAL STAFF IN VIETNAMESE 

CONSTRUCTION COMPANIES 

NGUYEN PHI TAN 

49 

10. ANALYSIS OF LIQUIDITY OF SELECTED PRIVATE SECTOR INDIAN BANKS 

SULTAN SINGH, SAHILA CHOUDHRY & MOHINA 

54 

11. PRODUCTIVITY MEASUREMENT OF PUBLIC SECTORS BANKS IN INDIA 

DR. BHAVET, PRIYA JINDAL & DR. SAMBHAV GARG 

57 

12. IMBIBE ETHICAL EDUCATION 

DR. T. SREE LATHA & SAVANAM CHANDRA SEKHAR 

63 

13. MODELING INDIAN MONSOON (RAINFALL) VOLATILITY AS AN INDEX BASED RISK TRANSFER PRODUCT 

D P. SHIVKUMAR, M PRABHU & DR. G. KOTRESHWAR 

66 

14. THE DEVELOPMENT OF SMALL SCALE INDUSTRIES IN MEGHALAYA 

MUSHTAQ MOHMAD SOFI & DR. HARSH VARDHAN JHAMB 

72 

15. REGRESSION MODELS 

M.VENKATARAMANAIAH & M.SUDARSANA RAO 
83 

16. EFFECTIVENESS OF EMPLOYEE RETENTION TECHNIQUES ADOPTED BY BPO COMPANIES WITH REFERENCE TO CHENNAI 

DR. RANJITHAM.D 
86 

17. ROLE OF FOREIGN DIRECT INVESTMENT IN EDUCATION INSTITUTIONS IN INDIA 

SHABANA, SONIKA CHOUDHARY & DR. M. L. GUPTA 
91 

18. AN EXAMINATION OF LONG-RUN AND SHORT-RUN RELATIONSHIP BETWEEN CRUDE OIL PRICE, GOLD PRICE, EXCHANGE RATE AND INDIAN STOCK 

MARKET 

R.KANAKARAJAMMAL, S.PAULRAJ & M.V.ARULALAN 

94 

19. MYSTERY SHOPPING– THE MIRACLE TOOL IN BUSINESS RESEARCH 

SHAKEEL-UL-REHMAN & A.VELSAMY 
101 

20. THE EMPIRICAL INVESTIGATION BETWEEN EMOTIONAL COMPETENCE AND WORK PERFORMANCE OF INDIAN SALES PEOPLE 

DR. RITIKA SHARMA 
104 

21. MARKETING OF BRANDED PRODUCT IN RURAL AREA: A CONCEPTUAL BASED STUDY ON RURAL MARKET 

PANKAJ ARORA & AJITHA PRASHANT 
111 

22. A STUDY ON EMPLOYEES JOB SATISFACTION WITH SPECIAL REFERENCE TO COACH FACTORY 

P.MANONMANI & V.UMA 
120 

23. E-CRM APPLICATION IN INSURANCE SECTOR AND RETENTION OF CUSTOMERS 

DASH BISWAMOHAN. & MISHRA RADHAKRISHNA 
123 

24. THE USAGE OF SIX SIGMA TOOLS IN BRINGING DOWN THE DEFECTS IN THE HR PROCESSES 

SREEJA K & MINTU THANKACHAN 
128 

25. WOMEN EMERGING GLOBALLY AS THE POTENTIAL MARKET: REASONS, IMPLICATIONS AND ISSUES 

DR. JAYA PALIWAL 
136 

26. URBAN RESIDENTIAL WATER SUPPLY IN GADAG TOWN IN KARNATAKA STATE 

DR. H H BHARADI 
140 

27. TECHNICAL ANALYSIS: A TOOL TO MEASURE MARKET VOLATILITY 

G.B.SABARI RAJAN 
144 

28. CO-BRANDED CREDIT CARD - A TAILOR-MADE PRODUCT NICHE FOR CONSUMERS 

DR. A. JESU KULANDAIRAJ 
150 

29. A COMPARATIVE STUDY ON CUSTOMER SATISFACTION WITH SERVICE QUALITY IN PUBLIC AND PRIVATE SECTOR BANKS 

DR. SAMBHAV GARG, PRIYA JINDAL & DR. BHAVET 
153 

30. EMOTIONAL INTELLIGENCE (EI): AN IMPERATIVE SKILL FOR MANAGERS IN THE GLOBAL WORKPLACE 

SMARTY MUKUNDAN 
157 

 REQUEST FOR FEEDBACK 160 



VOLUME NO. 3 (2013), ISSUE NO. 01 (JANUARY) 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 

http://ijrcm.org.in/ 

iii 

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 
    

FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    
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 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
AMITA 

Faculty, Government M. S., Mohali 
    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

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 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

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

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 
    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL 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.I.T.M., Delhi 



VOLUME NO. 3 (2013), ISSUE NO. 01 (JANUARY) 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 

http://ijrcm.org.in/ 

iv 

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 EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE 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, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

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 

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

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 
    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 

    



VOLUME NO. 3 (2013), ISSUE NO. 01 (JANUARY) 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 

http://ijrcm.org.in/ 

v 

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of 

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; 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; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labor 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; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES 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/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

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

I 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 author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/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: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

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. 

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. ABSTRACT: 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. 



VOLUME NO. 3 (2013), ISSUE NO. 01 (JANUARY) 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 

http://ijrcm.org.in/ 

vi 

 

5. 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 stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It 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. 

7. HEADINGS: 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. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. 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. 

11. EQUATIONS: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. 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. 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.  

• 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 parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN 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, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES  

• 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 Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 3 (2013), ISSUE NO. 01 (JANUARY) 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 

http://ijrcm.org.in/ 

136 
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ABSTRACT 
Women across the world are expanding beyond traditional roles to influence decisions in the home, in business and in politics. In fact, women already make the 

majority of the world's purchasing decisions. Boston Consulting Group estimates that they control some $12 trillion of the world's $18.4 trillion in annual 

consumer spending, and that percentage will likely rise as a new upwardly mobile class of young female professionals overtakes their male peers in wealth and 

status. In developed countries, there is already an elite cadre of urban women who are more powerful than their male counterparts. This paper tries to examine 

the changing role of women in the global economy and also analyses the reasons and issues associated with the transition. Besides, this paper also studies the 

implications of this transition on the market conditions. 

 

KEYWORDS 
Women, Potential Market, Purchasing Decisions, Economic Growth.  

 

INTRODUCTION 
ll over world, women are emerging both as consumers, as well as as decision-makers across various socio-economic strata.  Apart from the increasing 

female employment or rising income, the changing socioeconomic factor is responsible for the change. A report by Boston Consulting Group said a billion 

women are participants in the global workforce. It added that in the US, they controlled half the country's wealth. In addition to their increasing 

purchasing power, women make or influence 60-80 per cent of all consumption decisions, depending on the category of product or service. These factors made 

women the potential and largest addressable market globally.  

 

LITERATURE REVIEW 
According to an October 10, 2012 global thematic report by José Martins Soares and Inês Duarte Silva, analysts at Espirito Santo Investment Bank, regardless of 

differences in culture, religion, geographical position, economic development leads to increased female participation in the workforce and higher wealth being 

"owned" by women everywhere. In addition it is clear that women are becoming an increasing economic force in terms of their purchasing influence and power 

(Silverstein and Sayre 2009a; 2009b). Silverstein and Sayre indicate that women in the USA control $20 trillion in consumer spending and this figure is expected 

to increase. In addition, women earn about $11 trillion in total yearly income and this figure will also rise. Women make major purchasing decisions in several 

areas (for example, home furnishings, vacations, automobiles). Women represent the largest market opportunity in the world (Wittenberg-Cox and Maitland, 

2008). Shiver(2009), based on the fact that half the US workplace is now female, used the phrase ‘female nation’ to highlight the fact that this body of employed 

women is going to bring about changes to men, women, families, organizations and society as a whole. 

 

IMPORTANCE OF THE STUDY 
The importance of the study can be perceived by the fact that the study unravels the most powerful force,’ the women force’, in the global demand over the 

next decade.  It also focuses on the changing role of women in the world economy. The consumption drivers across the globe are manifold –changing 

demographics, rising incomes and under-penetration- but the strong emergence of women both as consumers and as decision makers, is playing out across the 

globe and points to the growing financial activity by women.  The study is also significant for the marketers as it indicates that they have a massive opportunity 

to better connect women with the products they buy and the media technologies they use to make a positive impact both in their lives and in the bottom line. 

This paper explores all these possibilities and makes the readers acquainted about this sweeping change that is happening at various socio-economic strata. The 

study also helps people and the researchers in the business world to identify the transition and make best out of it by making gender focus business plan and 

addressing to the changing structure and mood of the market.  

 

STATEMENT OF THE PROBLEM 
Women are now set to drive the post-recession world economy and the credit goes to an estimated $5 trillion in new female-earned income that will be coming 

on line over the next five years. Worldwide, total income for men ($23.4 trillion) is still more than double that for women ($10.5 trillion), but the gap is poised to 

shrink significantly, because the vast majority of new income growth over the next few years will go to women, due to a narrowing wage gap and rising female 

employment. Thus, it becomes imperative to study the status of women as the largest addressable and emerging global market and how they influence and 

control the majority of purchasing decisions in a household and grow their influence in global economy. 

 

OBJECTIVES 
1. To examine the changing role of women as consumers and decision makers in world economy 

2. To study the status of women as the emerging market over the next decade 

3. To analyze the power women represent in driving consumer demand 

4. To analyze the reasons behind the transition on the market 

5. To study the implications of the changing role of women as the emerging market 

 

HYPOTHESIS 
The narrowing wage gap and rising female employment increase woman’s purchasing power. 

With increasing purchasing power, women can control and influence consumption decisions. 

 

RESEARCH METHODOLOGY 
The research is more descriptive and exploratory in nature. It involves an in-depth study of the transitional role of women in global economy. It is also the 

exploration of the emerging phenomena guiding the status of women. Most estimates in this paper are based on secondary data which includes the reports and 

data from United Nations, World Bank, International Labour Organisation, United Nations Development Fund for Women (UNIFEM), the global research firm 

‘Espirito Santo’, market research firm ‘Indian Market Research Bureau’ (IMRB), published information and other related data.  

 

 

A
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RESULTS AND FINDINGS 
1. CHANGING ROLE OF WOMEN IN THE GLOBAL ECONOMY 

Across the world, women's power of influence extends well beyond the traditional roles of family and education to government, business, and the environment. 

This is just the start of a sweeping change. Women around the globe have more control over their life choices and path than ever before. In emerging markets, 

women are entering the workforce at lightning speed. There is also a  distinct swing in decision making, favouring the feminine gender. Today, it is the woman in 

a household who makes the decisions in the majority of purchases--not only in the home with food and cars, but with services such as banking and health care. 

With increasing purchasing power, women make or influence between 60 – 80 per cent of all consumption decisions. With access to more choices, they are 

delaying marriage to increase their educational and career opportunities. 

The chart below indicates the liberty and autonomy being exercised by women on the various areas of decision making in developed and emerging economies.  

As compared to developed economies, the emerging economies are giving many portals of freedom to women in the decision-making areas. Across 18 

dimensions analyzed, more than 77 percent of women in emerging countries believe the future will be brighter for their daughters. The areas where 

improvement will be the greatest are technology (84%), education (83%), travel (82%), financial stability (81%), purchasing power (81%) and careers (80%). 

Women in Turkey (92%), Nigeria (89%) and Malaysia (89%) were the most optimistic. 

 
Source: Nielsen Women of Tomorrow Study 2011. 

 

2. STATUS OF WOMEN AS THE EMERGING MARKET 

Women are the next largest global emerging market. Their economic power is truly revolutionary, representing the largest market opportunity in the world. 

Over the next decade, they will exercise colossal influence over politics, sport, business and society.  Women control 65 percent of global spending and more 

than 80 percent of U.S. spending. In the next five years, the global incomes of women will grow from US$13 trillion to US$18 trillion. That incremental US$5 

trillion is almost twice the growth in GDP expected from China and India combined. By the year 2028, women will control close to 75% of discretionary spending 

worldwide. Women own about a third of all businesses in the world, and nearly half of those businesses are in developing markets.  According to consulting firm 

BCG, one billion of them now participate in the workforce globally and control 50 per cent of the wealth in the US.  

 

3. PREFERENTIAL AREAS OF WOMEN FOR SPENDING 

I. Spending by women, both in current (clothes, food) and durables, as well as in services (education, healthcare, financial) is likely to be more family 

oriented. 

As women around the world see a great optimism in education and access to technology and they believe that education can promise them and their family a 

good fortune and better, they invest a larger proportion of their income in the education of their children, preparing the latter to make a greater economic 

impact in the future.  According to figure 2, against 16 percent women in developed countries, 56 percent of women in emerging countries plan to allocate 

additional income for their children’s education. Women in Nigeria, India and Malaysia placed the most importance in saving for their children’s education —a 

choice that ranked in the top three out of 25 different options for how they plan to allocate their additional salary in the next five years. 

II. Health, convenience and affordability are also often cited as important criteria in women's spending decisions. With more women - generally more 

prudent beings - receiving better insurance terms, healthcare services are investing in women's medical care, automobile groups in training more 

female drivers, etc. 

III. Women will be spending more on themselves, with young sectors in fast-moving consumer goods (FMCG), like beauty-care and furnishings, growing. 

But it's not just lipstick and lampshades - women are transforming longer-term sectors.  
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FIGURE 1: WOMEN’S PREFERENCE OF EDUCATION FOR THEIR CHILDREN (%) 

 
Source: Nelson Women of Tomorrow Study 2011 

IV. The survey, which interviewed 9,000 urban women above 25 years says as an impact of increasing financial independence, there has been a 33% 

jump in the number of women who have a savings bank account in the last decade. Also, from only 4% of women owning their own credit card 

back in 2001, there has been a 150% growth as 10% of women in 2010 possessed a credit card. Marketers are also looking to tap this sizeable 

opportunity. Banks offer gold purchase schemes largely to working women, which is increasingly becoming the target market. The credit card 

business is also targeting women by offering rewards/bonuses on high-spend categories and heavy discounts on women-oriented brands. 

V. Women may also play an important role in reshaping industries like financial services. The female propensity to save may fuel growth of banking 

services in countries such as India, where roughly half of all household assets are currently held in physical categories like land and machinery. The 

vast unmet desire among Western women for more simple, understandable financial products and services could also help make retail investing in 

countries like the U.S. more accessible and transparent. Analysts say companies like Visa, Wal-Mart, Nestle, Johnson & Johnson, and others that 

already have a strong leg up in the women's market stand to prosper further from the female consumer boom. 

 

4. REASONS BEHIND THE TRANSITION IN THE GLOBAL MARKET 
I. BETTER OPPORTUNITIES 

Better access to education, improved career opportunities, higher pay scales, narrowing wage gap, increasing female employment and participation in both 

developed and emerging economies are paving the way for a rise in women’s economic power and thus across the world, women are now seen as the largest 

addressable potential market.  

II. HIGHER AMBITIONS 

Women want to expand beyond career and home to influence decisions in both business and politics to benefit others. Women everywhere echoed similar 

sentiments about wanting to play an integral and equal part in making a positive change for the future and affecting policies that would affect her family and the 

environment. 

III. CHANGING SOCIO-ECONOMIC ENVIRONMENT 

It is not just the rising incomes that are fuelling the trend but also the changing socio-economic environment as urban women are now more independent, 

better educated and career-oriented. It is, therefore, not surprising to see that women are the decision-makers when it comes to the purchase of most 

consumer durables. 

 

5. IMPLICATIONS 
The implications are revolutionary. The rise of women as a grand, cross-border emerging market could have implications as profound as the rise of India and 

China. There is a wide body of research to suggest that women's spending patterns may be exactly what the world needs at this moment.  

I. MORE PARTICIPATION IN DECISION MAKING PROCESS 

Most importantly, having her own money empowers a woman to participate with strength in family decision-making - a huge change for women especially 

Indian women whose lives are often circumscribed due to gender and economic weakness.  

II. GREATER CONSUMPTION 

Economists have studied how women spend in comparison to men, and they tend to spend more on things that are linked to people's well being, like health, 

education and finance, food, beauty care, child care, furnishing and growing. Women appreciating education's liberating impact will invest intensively in the 

same for their children - great news for Education Sector. Greater consumption is just one sure result.  

III. MORE SAVING AND MORE INVESTMENT 

Knowing the average woman's financial prudence, higher national savings are likely. Economists have studied that they tend to save more, and exhibit less risky 

financial behavior. Women already represent one of the highest growth opportunities for investment globally; in emerging markets this opportunity is growing 

even faster. Based on a study of 13 Emerging Markets (EMs) – Brazil, China, Czech Republic, Hungary, India, Indonesia, Republic of Korea, Mexico, Poland, Russia, 

South Africa, Turkey and the Ukraine – analysts suggest that investors should be able to play this convergence and structural change in their economies via the 

equity markets. 

IV. SLOWER GROWTH RATES IN MALE-ORIENTED PRODUCT CATEGORIES 

The fallout for business and investors could also be significant. Goldman Sachs estimates that more male-oriented product categories may show slower growth 

rates than areas like consumer durables, food, health care, and childcare—in short, all the stuff that women spend their money on. A handful of forward-

thinking companies with product lines that were historically considered male-dominated, such as electronics and automotive, are starting to redirect their 

design and messaging at women. The businesses that spend the time and resources to engage and understand this female consumer will claim those dollars and 

create a win-win situation with a long-term and loyal consumer. 

V. GROWTH OF SOCIAL MEDIA AS AN INDISPENSABLE TOOL 

Social networking is connecting women across the globe, broadening her “circle of influence” and becoming an indispensable tool for solving problems, asking 

questions, and building the community. Marketers have an opportunity to better connect with women online to make them feel like valued customers —and 

then reward them for being an advocate for the brand. Throughout the entire consumer journey, women use each other as experts and themselves as the 

ultimate experience filter. Women are heavily influenced by other women's opinions throughout the purchasing journey and they look to each other as sources 
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of advice and for real-time reviews of products. As a result of this powerful communication, businesses can quickly decline or improve based on how they adopt 

to these new realities.  

In the U.S., women rule the blogosphere--managing, creating, and sharing consumer opinions on products with every keystroke. In fact, a recent Com Score 

report on women and the web found that their influence online is gaining massive momentum globally. They reported that, "Once women connect, they engage; 

once they engage, they embrace; once they embrace, they drive. And that's the future. The internet: It's women's work." The same power of influence is at work 

in emerging markets as well. 

 

6. ISSUES 
I. UNTAPPED POTENTIAL 

According to the International Labour Organization, nearly half or 48.4 percent of the available productive potential of women is under or unutilized compared 

to 22.3 percent for men. If their “untapped potential” is put to proper use, it could help end the cycle of poverty in many parts of the world. Approximately 860 

million women — over 25% of all women worldwide — are "not prepared" and/or "not enabled" to take part in the world economy. 

 

 
Source: Booz and Company 

Most of these women are between the ages of 20 and 65, and nearly 95% live in emerging economies; the rest live in North America, Western Europe and Japan. 

Counting female births and those under age 20, this number will add up to a billion in the next decade. This group is a powerful resource for driving global 

economic growth and will have a multiplier effect, which happens when large population segments integrate into the global economy, as in the case of China 

and India. As newly enabled consumers and workers enter the economy, they create new markets and increase the available talent pool.  

II. LEGAL, SOCIAL, FINANCIAL AND CULTURAL CONSTRAINTS 

The women  generally face formidable legal, social, financial and cultural constraints that prevent their full participation in society. By eliminating restrictions on 

women, governments and businesses can benefit from a vital resource to spur growth and innovation. 

III. UNDER INVESTMENT IN WOMEN 

Under-investing in women not only limits economic and social development, but puts a brake on poverty reduction. Propelling women forward can bring 

powerful positive change to the global economy. 

 

CONCLUSION 
The women's place in the world has risen in the last several decades. They are the next global emerging market. Women take and influence the majority of 

purchasing decisions in a household. It is a great opportunity for the marketers to better connect women with the products they buy and the media technologies 

they use to make a positive impact both in their lives and in the bottom line.  Due to a narrowing wage gap and rising female employment, the gap between the 

total income of men and women is shrinking and is giving indications that the women are now driving the market and thus a ray of hope for the market 

recovery. However, their full participation is impeded by the legal, social, financial and cultural constraints. Unless these restrictions are eliminated, government 

and businesses cannot benefit from this vital resource to spur growth and innovation 
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