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AES @ A GLANCE
Anekant Education Society (AES), established in 
1961 under the dynamic guidance of Late Shri. 
Fulchandji Gandhi, former Education Minister of the 
Hyderabad State. Anekant is a Religious Minority 
(Jain Community) Institution having the reflection of 
“Anekantavad” in its name. AES founded renowned 
Tuljaram Chaturchand College (T.C) in 1962, with 
more than 10,000 students and around 320 faculty 
members. T.C College celebrated its Golden Jubilee 
in 2012. It also has another degree college i.e. 
Jaysingpur College, Jaysingpur, Dist. Kolhapur. AES 
added another feather to its cap by establishing 
Anekant Institute of Management Studies (AIMS), 
in June 2011 and Anekant English Medium School in 
2012. Right from its inception, society is providing 
quality education and in a period of five decades, the 
society has made its marks on academic, cultural 
and social environment of Baramati.

Anekant Institute of  
Management Studies (AIMS)

AIMS, the modern temple of professional learning 
unfolds a golden career prospect to walk through 
the avenue of professional skills and managerial 
leadership that a student dreams always. Our 
performance is beyond excellence because we create 
visionary pioneers in management field and not only 
assist to get mere employment but also beyond 
that. The Institute is approved by AICTE, DTE and 
affiliated to University of Pune, Maharashtra for two 
years Full Time Master in Business Administration 
(MBA) programme. Being the extended arm of the 
legendry T.C College, it has already inherited a 
legacy of high repute at its birth itself.  

AIMS has extensive Wi-Fi campus. It provides 
incredible infrastructure and facilities for 
the students.  Boys’ Hostel and Girls’ Hostel, 
Computerized Library, Computer Labs and Well 
Equipped Seminar Hall, Amphitheatre, Placement 
Cell and Well Experienced Faculties from industry 
are the uniqueness of AIMS.

Objectives of Conference – 2014
•	 To	 understand	 the	 importance	 of	 ethos	 in	

business and entrepreneurship at macro and 
micro level.

•	 Consolidate	 existing	 knowledge,	 spiritual	 and	
cultural values in practicing management. 

•	 Evolve	 ways	 to	 integrate	 management	 and	
facilitate deliberation on the present status of 
entrepreneurship and ethos thereto.

    Commemoration : National 
      Conferences
National Seminar 2012 : “Agricultural Development-
Role of Women : Emerging Perspectives, Issues, 
Challenges and Strategies” conducted successfully 
on 31st October, 2012.

National Conference 2013 : “IT & Management: 
Innovations and Inventions - Global Perspectives” 
commendably completed on 24 - 26th October, 
2013. 

E        hosE        hos
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The Proposed Sub-Themes are :
Part I : Ethos and Entrepreneurship in Management 

Perspective
Track 1 : Management

•	 Implication	of	Western	Culture	in	Indian	Ethos
•	 Role	of	Management	School	in	Grooming	Students
•	 Impact	of	Quality	&	Competency	in	Entrepreneurship
•	 Ethical	Dilemma	for	Leadership
•	 Emotional	Quotient	or	Intelligence	Quotient	

Track 2 : Banking Finance and Insurance
•	 Corporate	Governance	Practices	in	Organization
•	 IFRS	Applications	&	Benefits
•	 Corporate	Social	Responsibility	Practices	-	Organizational	

Perspective
•	 Insider	Trading	:	Case	Studies
•	 International	Areas	of	Accounting,	Business,	Economics,	

Finance, and Management
Track 3 : Marketing and Services 

•	 Entrepreneurship	 Development	 in	 Different	 Sectors	 i.e.	
Tourism, Fisheries, Horticulture, Handicraft, etc.

•	 Green	Marketing
•	 Emerging	Trends	in	CRM
•	 Service	Gap	Analysis	in	Private	Banking	Sector

Track 4 : Human Resource Management
•	 A	Study	on	Sewa	or	Service	Attitude	 in	Creating	more	

Entrepreneurial Mindset
•	 Dignity	of	Work	 :	An	 Indian	Value	Creating	an	Enabling	

Environment for Women Entrepreneurship in India
•	 Jugaad	 :	 Doing	 an	 Entrepreneurship	 Kaizen	 in	 Indian	

Way
•	 Social	Entrepreneurship	as	a	Bottom-up	Model	of	Socio-

Economic Development in India
•	 Performance	Auditing	as	Means	to	Entrench	Professional	

Ethos in the Public 
Track 5 : Production and Operation Management

•	 Modern	Supply	Chain	Practices
•	 IT	Enabled	Supply	Chain	Management
•	 Supply	Chain	Synchronization	
•	 Six	Sigma	as	a	Tool	to	Reduce	Customer	Defection

Track 6 : Information Technology Management
•	 Entrepreneurship	 for	 Engineers	 and	 Technological	

Innovation
•	 Software	Patent	and	Copyright		Infringement
•	 Ethical	Issues	in	Social	Networking
•	 Virtual	Organization

Track 7 : Information Sciences
Part II : Ethos and Entrepreneurship in Corporate and 

Standards
Part III : Case Studies, Experiments, Practical Experiences

Conference Themes 2014
Management practices and 

entrepreneurship are influenced by culture 
and ethos for better productivity. Ethos 
offer	the	best	stepping	stone	into	the	
corporate world and train to become a 
resourceful entrepreneur. Implications 
of ethos in management process and 

managerial decision embedded in Indian 
ethos, values system in management 

practices at large parse.

Published by:
AES’s Anekant Institute of Management 
Studies, (AIMS) Baramati 
Printed by:
Saptak Printers, Kolhapur

Declaration: The views, thoughts and 
ideas put forward by the authors in this 
book are of their own. The AIMS may 
or may not be agreed with these. 
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From Secretary’s Desk 

It gives me immense pleasure to mention that, we have 
successfully conducted National Conferences for last 2 years and 
this is the 3rd consecutive National  Conference in association with 
Savitribai Phule Pune University hosted by our ‘Anekant Institute 
of Management Studies’. I am even more happy with the topic 
chosen for this conference on “ Indian Ethos in Management 
Practices : The Catalyst for Entrepreneurship,” as it reflects the 
dynamic market environment and the need to promulgate and 
comprehend the idea of Indian Ethos.

The hard core efforts taken by the AIMS team is a thing needless to 
mention, as one can see them by virtue of the number of papers 
presented and number of registrations done from various parts 
of the country, which is not an overnight task but collaborative 
efforts of the AIMS team for almost last 3 months. 

I wish and hope to have such brainstorming conferences at AIMS 
in future as well.

My Best Wishes to the AIMS team and all the participants !!!!!

        
               

Shri. Jawahar Motilal Shaha (Wagholikar)
Secretary, Anekant Education Society, Baramati
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From Joint Secretary’s Desk

As a matter of delight, it is encouraging to note that ‘Anekant 
Institute of Management Studies (AIMS)’ is paving and carving its 
own niche in the market by virtue of organizing conferences of 
this stature. The topic chosen i.e. “Indian Ethos in Management 
Practices : The Catalyst for Entrepreneurship”, for the conference 
in association with Savitribai Phule Pune University, is a great 
endeavour to understand the Indian Ethos and its pertinence in 
Management and Business and really worth to be mentioned.

Its even more noteworthy to inform at this juncture that not only 
have we received number of quality papers throughout country 
viz. Karnataka, Kerala, Tamil Nadu, Punjab, Andhra Pradesh, 
Jharkhand other than home state of Maharashtra, but also an 
impressive roster of distinguished speakers from the academia 
and industry. The excellence of any conference lies in the fact of 
scientifically reviewing the papers which is scrupulously done by 
the review committee of this conference. The painstaking efforts 
of the convener Prof. Manisha A.  Vhora and the team of AIMS are 
really commendable and a mark of brilliance.

To conclude, I would like to appreciate Dr. M.A. Lahori, Director of 
AIMS for living upto the standards of Management and organizing 
this conference successfully without a drop of ethics. 

Wishing all the best to the participant scholars, academicians and 
students !!!!!

Shri. Milind Rajkumar Shah (Wagholikar)
Joint Secretary, Anekant Education Society, Baramati
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From Director’s Desk
AIMS provides sprouted and distinctive platforms to all students and 
learners in general and for the students from rural areas in particular. The 
legacy of Anekant Education Society is to disseminate quality education 
which is ingrained with employability skills and better citizenship culture.  
AIMS organizes several extra-curricular activities such as Management Fest, 
Business Mystery, Product launch, Best Entrepreneur Event and lot more to 
instill in students a sense of participation. 

I am pleased to put on record that, the team work, holistic approach, 
dedication and completion of assignment right from scratch to finish is 
indeed marvelous quality of the staff, one can find at AIMS.  As to keep pace 
with the market and industry requirements, student honing is a never ending 
process at AIMS, Baramati, which led to the organizing of the 3rd National 
Conference in association with Savitribai Phule Pune University. 

The theme of the National Conference, ‘Indian Ethos in Management 
Practices : The Catalyst for Entrepreneurship’, is most relevant to today’s 
global fraternity because entire world is eyeing and encashing India’s intrinsic 
talent in various domains of science, technology and management.

In precise one can concise that, Ethos and Ethics means ‘self-righting’ 
mechanisms but not altruistic alone. Indeed Ethos and Ethics is a profound 
feeling of goodness which connects individuals for a common purpose.  

Wish you all resourceful and knowledgeable sessions.

Quality Learning : Better Living.

                       

Dr. M. A. Lahori
Director, AIMS
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The ability to do the right thing and, what is more important, doing it every time (even when no one 
is watching) is the noblesse oblige in the managerial milieu. It must become the done thing, the 
insignia and talisman whether it be a professional manager or the entrepreneur. Here lies the crux 
of the issue, which is well brought into light by Anekant Institute of Management Studies (AIMS) by 
virtue of this conference.

It may be difficult to internalize the approach of Indian Ethos with a materialistic bent of mind, but 
AIMS has made an ardent attempt to draw an attention towards this vital issue by way of organizing 
2 days National Conference that bore the title “Indian Ethos in Management Practices: The Catalyst 
for Entrepreneurship.” 

It is noteworthy to mention the laser-like commitment and efforts taken by AIMS team for the 
National Conference under the steering guidance of Dr. M. A. Lahori, Director of the Institute. He 
must be credited for keeping up the zeal of his committee i.e Review and Editing, Registration, 
Stage and Decoration, Catering and Hospitality throughout the process of Conference.

This commemorative issue of AIMS National Conference 2014 presents selected and qualitative 
papers from diverse areas of management. As a matter of fact, the conference papers received 
from different states viz. Andhra Pradesh, Kerala, Karnataka, Tamil Nadu, Jharkhand, Punjab, other 
than home state of Maharashtra is really spectacular. The go-getting approach of the Conference 
Committee comprising of Shri. Jawahar Motilal Shaha, Secretary AES, Shri. Milind Rajkumar Shah, 
Joint Secretary AES and active members Shri. Vikas Shah, Shri. Chandrawadan Vidyachandra 
Shah, Dr. C. V. Murumkar, Principal T. C. College in organizing the conference is worth mentioning 
and commendable.

The remarkable efforts taken by the Convener Prof. Manisha A.Vhora for making this conference a 
success is laudable and meritorious. I would like to extend appreciation for the meticulous review 
and editing done by Prof. A Y. Dikshit and Prof. Sachin S. Jadhav. The contribution made by Dr. C. V. 
Panse, Dr. A. V. Thuse, Prof. P. V. Yadav, Prof. T. V. Chavan, Prof. D. P. More, Prof. S. S. Khatri and Prof. 
P. D. Hanchate is much admirable.

Last but not least, I would like to extend my best wishes to all the scholars, participants, organizers 
for making this conference a grand Success.

       

           
Dr. S. B. Kolte

Director General B.P.H.E. Society’s Institute of Management Studies
(Career Devpt. & Research), Ahmednagar

Foreword
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I consider it a matter of pride for being associated with Anekant Institute of Management 
Studies (AIMS) for the conference on “Indian Ethos in Management Practices: The 
Catalyst for Entrepreneurship.” Thank you for this huge honour which I greatly appreciate. 
Being a part of such an event is truly a new experience for me and I find it exhilarating.

We are drowning in knowledge and education, but striving hard for skills and innovation 
and that too ruling out ethics and code of conduct in our lives. There is not an iota of 
doubt that ethics and principles well implemented can make our lives better. This is 
because shortcuts get you nowhere and if it sounds too good to be true, it is because, 
it probably is. I must add that a key lesson in any successful venture is that there are no 
‘quick fixes’. Moral principles should pervade all aspects of our life. Probity, honesty and 
trust are essence of not only academic life but professional and personal life as well. 
And I think having a conference on such a delicate and thought provoking issue itself is 
exemplary. The churning of brains on this topic will really bring good brains together and 
ostensible comprehending of this complex issue and its application.

Aha! What caught my attention were the papers of my special interest on “Indian Ethos 
in Management Practices: Yesterday, Today and Tomorrow” and the other one that I 
particularly found invigorating is “Ethical Behaviour and Morality in Marketing- A Gateway 
to Build Brand Image in Global Business Era.” 

I was quite pleased to know that the conference has received number of research papers 
from different parts of the nation. Conferences of this kind are really an example of 
burning commitments. I would like to convey my warmest congratulations to Dr. M. A. 
Lahori, Director and navigator of this flagship and the team of AIMS on this great event!

I wish all the participants well for tomorrow and beyond.

Thank You !

Dr. Mauro Padovani
Plant Manager, Imsofer, Ferrero Group

Guest of Honour’s Message
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Abstract : The world is in the process of a great transformation form a highly regulated and controlled economy 
to a liberal deregulated globally open economy. Due to this transformation, the change in the organisations, 
whether business corporations or non-profit institutions, is going to be quite sweeping if not tumultuous. In 
fact, the overwhelming change is bound to be in the fields such as (1) technology, (2) organisation structure, 
(3) power hierarchy, (4) decision-making, (5) training practices and  (6) communication methods.  The change 
may overpower some of the organisations by seizing them unawares. To manage this unprecedented change 
and to cope up with the tremendous stress that it is likely to generate, a modern/futuristic executive needs a 
totally novel and different mindset and ethos. It is in this context, the Indian ethos offers some precious insights 
and tools for an executive life and job in INCS (International Companies). This paper focuses on presenting 
some important insights and effective tools from Indian ethos.

Keywords : Indian Ethos, Change Management,  Effective Tools, Executive Needs. 

Effective Management Tools From Indian Ethos : 
A Paradigm of Innovation for International Companies (INCS)

Prof. (Dr.) G. R. Kirshnamurthy 
Chairman Advisory Board, AIMS, Baramati
Chair-Professor of Eminence and Director at

A. J. Institute of Management, Mangalore-575 006, India
directoradvinstmgt@rediffmail.com, directortimemangalore@rediffmail.com

The World is in the process of a great transformation form a 
highly regulated and controlled economy to a liberal deregulated 
globally open economy. Due to this transformation, the change 
in the organisations, whether business corporations or non-profit 
institutions, is going to be quite sweeping if not tumultuous. 
In fact, the overwhelming change is bound to be in the fields 
such as (1) technology,     (2) organisation structure, (3) power 
hierarchy, (4) decision-making, (5) training practices and  (6) 
communication methods.  The change may overpower some of 
the organisations by seizing them unawares.
To manage this unprecedented change and to cope up with 
the tremendous stress that it is likely to generate, a modern/
futuristic executive needs a totally novel and different mindset 
and ethos. It is in this context, the Indian ethos offers some 
precious insights and tools for an executive life and job in INCS 
(International Companies). This paper focuses on presenting 
some important insights and effective tools from Indian ethos.
The Indian ethos, is nothing but the collective wisdom (very 
precious) accumulated by all the generations which have 
inhabited the lands of the vast sub-continent of India. Such 
wisdom has been codified in the Indian classics, architecture 
and other works of art. Examples abound in the Vedas, 
Puranas, Vedanta teachings (Upanishads) and other classics 
such as Manu Dharma Shastra, Kautilya’s Arthashastra and 
Bhratrihari’s Vakyapadiya. In addition to these works, Buddhist 
and Jain texts also throw precious light on the various aspects 

of oganisational reality and also on the methods of coping with 
change and managing such change. The teachings of Bhagavad 
Gita and those of Shanthi Parva (in the Mahabharat) in 
particular will prove to be of immense help as well as practical 
use to the executives in job management in the post-modern 
organisations.  In the same way holy books like Guru Granth 
Sahib, Quran and Bible also give some precious insights into 
the subject.
In essence, the Indian ethos is characterized by the following 
features:

1. Ego sublimation and humility
2. Synthesizing and synergizing approach
3. Emphasis on Duty/Dharma 
4. Self control (control from within)
5. Total understanding of life than mere job understanding
6. Adjustment and adoptability than dominating
7. Emphasis on the flexibility / change
8. Focus on the team approach
9. Harmonious living with nature
10. Highest value accord to sacrifice

On the other, American and European ethos, in short, 
western ethos, based on the Greek-Roman ethos and values 
is characterized by ego-exaggeration, Reductionist approach 
to things, over emphasis on rights, dominating on the nature, 
outside control, over emphasis on money incentives.  Unrealistic 

KEY NOTE
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emphasis on the so called stability and imbalanced emphasis 
on individual achievements than on the team/community 
consideration. Thus, western management science and 
thought suffered from the narrow confinement to Taylorism, 
so called human-relations approach (the result of Hawthorne 
experiments) and need gratification based motivation studies.
Many management concepts like six-sigma, 360 degree 
appraisal, MBO, Kaisen, Just-in-time, customer delight, etc 
are already becoming clichés in management thought and 
practices.   In this context, Indian ethos offers some refreshing 
insights which could be converted as effective tools for modern 
management . These are:

“That the reality/nature/life/organisation is always 
changing”. Indian Upanishads including Bhagavad Gita 
proclaim. Gita says that “Man is the most ignorant and foolish 
who does not realize this truth of flux and change, so as to face 
the reality bravely and naturally”. As modern organization is 
bound to change, sometimes even abruptly and sweepingly, 
this insight from Indian ethos could be a great strength to 
today’s executives.  “Do not expect so called stability, be ready 
for a change at any time” is the message. By developing a mind 
set which welcomes the change as a requisite an executive 
becomes highly effective in managing it.

An executive must have a yogic perception : perception 
into himself, his likes and dislikes, and his emotions. Indian 
ethos makes “self awareness” as a basic requisite for any great 
performance including the job performance. “Know yourself 
before you know others”. For this one, must have ‘sathvik 
pravritti, samyami and samadhrishti’. Having developed this 
quality, an executive performs his actions detached from their 
results/fruits. Thus Gita teaches ‘nishkamakarma’ as a modes-
operendi for high achievers.  This mind set makes a manager, a 
high success, nay a rare success.

Self-perception and self awareness as advocated by the 
Indian ethos are the most effective tools for one’s “Emotions-
management”. In other words, “choice less awareness” of the 
organisational reality is the most effective way for stress-coping 
and stress management.

Nature of Learning : Indian ethos lays stress on continuous 
and constant learning throughout life. But it emphasises on 
open mind and humility as requisites for learning.  “Let noble 
thoughts come from all sides” proclaims the Veda. Then only an 
executive can avoid “Tunnel-view” approach in understanding. 
Indian ethos emphasises on trainee-centered-learning than 
trainer-centered-learning/ exercise.
CEO as a Trustee: Indian worldview and Indian thought 
advocates that every Entrepreneur/Industrialist/Executive 
must act as a Trustee/Custodian /Guardian of the interests of 
all the stakeholders: Employees,Customers,Consumers,Share- 
holders and community at large.  An executive is a ‘Kartha’. 
He has to build the culture of Trust in an oraganisation which is 

characterised  by the following:
1. Participation climate
2. Delegation-strategy
3. Two-way communication
4. Bi-lateral evaluation
5. Creative and continuous Training

All successful companies as well as executives practice this 
culture of trust (which is highly emphasized  by the Indian 
ethos)
Even in the west companies like GE in Colombia and Volvo in 
Sweeden, Nissan in Tennessee, DEC in Connecticut adopt the 
culture of Trust.  In Indian context, TATA steel and Infosys are 
some of the best examples practicing the culture of trust.
In short, present day managers, and organisations could 
crystallize the above insights (from Indian ethos) into the 
following tools and strategies. These in turn could be used as the 
most effective tools and techniques in today’s organisation:

1. Forming self managing teams in the organisation
2. Collective goal setting
3. Informal verification of the facts and files
4. Creation of learning climate for each to learn at his own 

pace in the organisations.
5. Ego sublimation by “you centered approach”. 
6. Environment friendly and ecology conscious approach/

paradigm to development.
In short, the Indian ethos enables one to clearly understand the 
nature of the reality, as a constant change and flux. It empowers 
the managers and organisations for facing over- whelming 
changes.  In doing this, the ethos enables the executive to have 
self perception and ‘stithaprjnatha’.
Thus Indian ethos, provides some effective tools and 
techniques for modern executives in managing today’s complex 
organisations.
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Abstract : The offer of product-mix by Textile and garment manufacturer is mind-boggling to the end customer, 
not by offering one brand, but by covering the different segments with multiple brands by creating unique 
differentiation and value addition in each product. The cut-throat competition has created ‘new challenging 
criteria for segmentation’ to sustain ones business share in the competitive market. The marketers have been 
storming their brains to forge best strategies to create a “Win-Win” situation in hard core market. Now the 
major and burning issues faced by Textile/handloom marketers are; 

1. Survival of product category without any cannibalizing.
2. To sustain and increase market share with uniqueness of handloom properties/value.
3. Effective segmentation and catering to the customers. 

In this paper an attempt has been made through empirical study and experience to find out whether there   is  
any other way of ‘segmentation pertaining to the handloom market’ rather than demographic positioning of 
products or else? And what is the significance of variables such as buyer’s motivations, attitudes, and values, 
patterns of usage, aesthetic preferences, and degree of susceptibility. Levitt and others have pointed out dozens 
of ways to differentiate an offering. The differentiation in product-mix may be vertical and horizontal. Each 
difference created has a cost as well as benefit to consumer and creates better manoeuvrability of product 
in the market. In this study efforts have been made to examine the various variables of segmentation and its 
differentiation impact through samples, based on the modern behavior of the respondents. Methodology tools 
are structured questionnaire, survey and scheduled interview. The targeted respondent in the study are young 
students, visitors at Co-optex showrooms at Chennai (who often purchase from Co-optex showrooms). The 
tools such as tables, average and chic-bar have been used to arrive for the weighted significance.

Keywords : Sustain, Forge, Cannibalizing, Manoeuvrability And Degree Of Susceptibility

Segmentation Strategy in 
Co-optex Chennai - Handloom Products
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1. Introduction : A dynamic marketer compulsorily 
has to identify the ‘Potential and Prospective Consumer& 
Purchaser - SEGMENTATION’ in their marketing territory. 
Such prudent identification keeps the marketing overhead 
low per customer but high on the sales-revenue. In short, 
market segmentation is essential tool as far as Handloom 
Marketing is concerned. Segmentation is all about classifying 
of heterogeneous market into homogenous market, in which 
a set of group of people/customers have a similar need and 
demand pattern.  
Thus, some marketing experts and researchers have described 
market segmentation as the strategy of “Dividing the market 
in order to conquer them” In market segmentation process 
one has to consider various significant variables to identify 
the “potential and prospective consumer”, such as region, 

nation, age, gender, education, income etc. Such classification 
of significant variables is known as segmentation process, 
which is indeed an age-old and conventional gridding of 
market segmentation.
But today’s market is very competitive and for survival 
every marketer is making war-footing efforts to increase 
their market share and planning to be the leader in the 
market of their product category. In the new market which 
means highly competitive and dynamic, the parameters 
of conventional segmentation may not give much return 
hence “New Challenging Criteria for Segmentation” has 
been identified. The value-addition of goods along with key 
features is an important strategy for marketer.
As on date India has almost 55 percent population below 21 
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years, empowered by females, better literacy among youth, 
and increase in middle class and consuming class. For 
instance 22 million household started consuming biscuits, 
84 million started using shampoo and owning colour TV has 
also increased manifold. The significant tool is the whopping 
purchasing power among youth and migration of rural India 
into metros. Hence, such situation calls for differentiation in 
products and a unique segmentation altogether, something 
like utilitarian product with a difference. 
Hence, segmentation is a process of dividing a market 
into categories of customer types. The generic principle of 
segmentation is ‘many products offered to limited customer 
/ segmentation, and or limited products offered to the many 
segments’. Thus the variable plays significant roles to 
identify and create a segment more particularly ‘Handloom 
Customer / Segmentation’.

2. Identifying Handloom Market Segments Based 
On Different Variables : 
•	 Geographic	 Variables	 :	 India being large country, 

‘Geographical units’ may be accounted and considered 
in developing a segmentation strategy.

•	 Demographic	Variables	:	India being highly populated, 
hence it is a main characteristic in developing a 
segmentation strategy.

•	 Psychographic	 Variables	 :	 Due to the money-
power, education, migration and other consumer 
characteristics, such as lifestyles, opinions, interests, 
and attitudes segmentation may be developed.

•	 Product	Use	Variables	:	This most important variable 
and consumer’s characteristics based on the ways in 
which a product is used, the brand loyalty it enjoys, 
and the reasons for which it is purchased will also form 
the segmentation.

Further the study reveals that, Two-Stage Market 
Segmentation (Wind & Cardozo Model). Yoram Wind 
and Richard Cardozo (1974) suggested industrial market 
segmentation based on broad two-step classifications of 
macro-segmentation and micro-segmentation. 
Macro-segmentation has the characteristics of the buying 
organization thus divided on basis of Company / organization 
size, the potential business, geographic location, culture and 
communication requirements. Purchasing situation, benefit 
segmentation, Supply Chain Position and decision-making 
stage are also very crucial in the macro-segmentation. 
Micro-segmentation has the characteristics of higher 
degree of knowledge and niche variable focusing. “Micro-
segments are homogenous groups of buyers within the 
macro-segments” (Webster, 2003). Purchasing strategy, 
which falls into two categories, according to Hutt and Speh: 
First, there are companies who contact familiar suppliers 

(some have vendor lists) and place the order with the 
first supplier that fulfils the buying criteria. These tend to 
include more OEM’s than public sector buyers. Second, 
organizations that consider a larger number of familiar and 
unfamiliar suppliers, solicit bids, examine all proposals and 
place the order with the best offer. Experience has shown 
that considering this criterion as part of the segmentation 
principles can be highly beneficial, as the supplier can avoid 
unnecessary costs, for example, by not spending time and 
resources unless officially approved in the buyer’s vendor 
list.

3. Nested Approach to Segmentation (Bonoma & 
Shapiro Model) : Taking the Wind & Cardozo model, 
Bonoma & Shapiroextended this into a multi-step approach 
in 1984. As the application of all the criteria recommended 
by Wind and Cardozo and subsequent scholars who 
expanded upon their two-stage theory became increasingly 
difficult due to the complexity of modern businesses, 
Bonoma and Shapiro suggest that the same / similar criteria 
be applied in multi-process manner to allow flexibility to 
marketers in selecting or avoiding the criteria as suited to 
their businesses. “They proposed the use of the following 
five general segmentation criteria which they arranged in a 
nested hierarchy :

a. Demographics : industry, company size, customer 
location.

b. Operating variables : company technology, product/
brand use status, customer capabilities.

c. Purchasing approaches : purchasing function, power 
structure, buyer-seller relationships, purchasing 
policies, purchasing criteria.

d. Situational factors : urgency of order, product 
application, size of order.

e. Buyers’ personal characteristics : character, approach
The idea was that the marketers would move from the outer 
nest toward the inner, using as many nests as necessary”. 
(Kalafatis & Cheston, 1997). As a result this model has 
become one of the most adapted in the market, rivalling the 
Wind & Cardozo model head-on. One of the problems with 
the nested approach “is that there is no clear-cut distinction 
between purchasing approaches, situational factors and 
demographics”. Bonoma and Shapiro are aware of these 
overlaps and argue that the nested approach is intended to 
be used flexibly with a good deal of managerial judgment” 
(Webster, 2003).

4. Bottom-up Approach (Kotler Model) : Kotler 
suggests a “build-up” approach, where masses of customer 
data are studied and similarities searched to make up 
segments that have similar needs, i.e. “assessing the customer 
base quantitatively and grouping them – i.e. building up – 
the segments based on similarities in purchasing attitude” 



Anekant Institute of Management Studies (AIMS), Baramati Dist. Pune 5

E        hos

National Conference 2014
“Indian Ethos in Management Practices :

The Catalyst for Entrepreneurship”ISBN - 978-81-925944-5-3

(Kotler, 2001).
When starting the segmentation process, instead of seeing 
customers as identical, the build-up approach begins by 
viewing customer as different and then proceeds to identify 
possible similarities between them. “In a turbulence market 
(pretty much all markets today), using a build-up approach 
is more suitable than a breakdown approach” (Freytag & 
Clarke, 2001).

5. Statement of the Problem :  Marketers’ who want to 
survive in the 21st century must confront this encompassing 
force that pervades every aspect of business. Handloom 
products and market as a whole is on sluggish trend and 
the sales trend is also diminishing year after year and it has 
become serious matter of concern.
It is observed that Indian youth (particularly in the age 
group of 20s) has better and rising purchasing power 
with power pack of literacy and knowledge. Further, it is 
observed that most of the youth switch brands due to various 
reasons. Hence customer defection is very much in the new 
competitive market. This study is carried out to find out the 
customers’ behavior for formation of segmentation and to 
retain customer rather than defection of customer due to 
market force. 
The statement of the problem is the case of ‘Co-optex 
Handloom Products’ which is one of the oldest brands since 
1935.  In this paper, an attempt is made to know how the 
‘Segmentation’ again can make an impact and make the 
product stronger to survive and sustain in the market.  

6. Objectives of the Study : The very purpose of this 
paper is to identify the challenges faced by the Handloom 
showrooms of Co-optex at Chennai and to develop a 
segmentation framework to overcome these challenges, 
irrespective of their size of the showroom.  The textile and 
garment business has become more challenging and very 
much focused on segmentation and its value-addition in the 
segmentation itself. 
The study is more specific to Co-optex Handloom 
showrooms at Chennai; hence objectives are confined to 
Co-optex.  The relevant objectives are drawn to make the 
study more applicable, the following objectives have been 
focused;   

• To study consumers’ habits and its complexity.
• To examine the offerings of Handloom marketers’ and 

consumer response.
• To analyse handloom products marketing tools and its 

influences particularly on youth.
• To study the nimble consumers’ behavior particularly 

among female.

• To test the scale of insight value-addition differentiation 
in the segmentation itself and its impact on change of 
purchase behavior.

7. Research Methodology & Data Analysis : 
The various variables are attributing towards new age 
segmentations like perception, style, values, behavior, 
physiological factors, me too etc. and it is found more 
among young generation. Thus, it is a totally pragmatic 
and empirical study of Co-optex showrooms. The primary 
data is collected through personal interview by designing 
questionnaire and simple statistical tools are used like 
percentage etc. to show the significance and the extensive 
study is made of the secondary data, so that a meaningful 
and fruitful findings and conclusion can be drawn.
The random sample method has been used and the 
respondents have been picked up from three different 
locations at Chennai itself since the study is limited and 
confined to Chennai. The sample size and respondents’ 
locations are shown in the following table No. 2; 

Table / Figure No. 1 : Sample Size

No. Respondents Location Sample Size
1 College students 100
2 Showroom foot-fall 100

TOTAL 200
Source : Primary Survey

The total size of sample is 200 only, comprising of college 
students mostly girls and visitors to the Co-optex showrooms 
each 100 respectively. The major variable is the age factor; 
the students are in the age group of 18 to 25 years whereas 
showroom foot-falls age is 40 to 55 years.

Table / Figure No. 2 : Classification of Respondents

Source : Primary Survey

The total female customers of Co-optex out of 200 sample 
size is 134 and only 66 are the male respondents.
Co-optex product line or major products are sarees (silk 
& cotton), Bed-sheets, towels and Dhothy / lungi.In the 
primary survey it is seen that customers preference and 
choice is very less towards sarees and dhothy/lungi.
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Table / Figure No. 3 :  
Respondents Choice for Co-optex Handloom Products

Source : Primary survey

The preference and choice over purchase of handloom 
products, more number of respondents are for bed-sheets 
followed by towels, sarees and dhothy, 83, 64, 38, and 15 
respectively. 
Hence the survey as per table No. 3 above it is concluded 
that, handloom demand and sale is only for the home-linen 
products and certainly losing the lustre of traditional product- 
sarees. Further, a thoughtful of product-mix like garment 
etc. can be planned, which may increase the business. 
This analysis gives a thought processing for drawing the 
expansion of segmentation. 
Actually why customers are so reluctant to buy handloom 
products, the inferences of respondents are shown in the 
next chart No.4.

Table / Figure No. 4 :  
Respondents Reluctance to buy Handloom Products

 Source : Primary survey

The above pie-chart shows that handloom products are 
losing its lustre because of so many reasons, but few were 
illustrated in the primary survey as shown in the above. It 
is surprising to note that, the strength of handloom product- 
durability is not liked by 60 number of respondents (30%), 
55 number of respondents feels that handloom products 
had  poor designs (27%), 40 respondents (20%) opined that 
handloom products are comparatively expensive whereas 
25 (13%) and 20 (10%) number of respondents indicate that 
poor service and seasonal sales respectively. 
8. Findings : The ground reality is that the change of 
customers’ life style, greater product-mix basket especially 
garments offered by the power-loom has narrowed down the 
scope of handloom products sales in future. However, the 
main findings are noted down,

• It is inferred that handloom products more particularly 
Co-optex is losing customers and noticeable customer 
defection is observed.

• Though quality seems to be good but as per table No. 
4 customer did not like, hence it is a matter of concern 
and a serious wake-up call to Co-optex.

• The issue of price and design is also a crux in the 
marketing of handloom-Co-optex products. So it 
requires revamping of all the process and a need to give 
altogether a new face.

• Co-optex need to strategize the sale points (showrooms) 
by re-launching its major and star products, like silk 
sarees etc.

• Co-optex have to develop ‘business tag line’ like “Use 
Handlooms: Feel Better”, Handloom is Skin friendly”, 
“Handloom Products are Economical” etc. 

• In the survey it is observed that, female respondents 
who are more particularly college girl students- are 
concerned with design, colour, price, service and 
availability of products etc., hence are main area to 
address.

• The main threats are from the power-loom and garment 
sector. The market share of such products is almost 
97% 

• Systematic market segmentation and its thoughtful 
expansion may result in longer existence of Co-optex 
and its stakeholders; otherwise there will be a bleak 
future and need to depend on government funds and 
financial assistance.

9. Conclusion : It is found that the users and customers of 
Co-optex handloom products desire to have more product-
mix even the segmented customers have expectation from 
Co-optex to give new and more product lines. Further, the 
study has revealed that, following are major segments of the 
handloom products,

• The cities which are classified as 2 tier and 3 tier rural 
India but growing, since almost 58% of spending is in 
rural India. 

• Working women above 40 plus also are one of most 
powerful segment to Co-optex.

• Home-linen and furnishing is growing very fast and it 
is needed to focus as especial segment, it gives better 
revenue.  

Beside the vertical and horizontal product-mix, segmentation 
may make the marketing easy and certainly fast business. If 
required segmentation can be integrated.
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Abstract : Banking system is pivotal in any economy. The pace of development of the economy, especially in 
developing countries like India, will depend on a great extent on the efficient functioning of the banking system. 
Introduction of ATMs in India and its wide acceptance in the Country has led to better banking facilities to 
the customers. In the recent years, however, banks have been highlighting the cost associated with the ATM 
operations to a great extent leading to increased restrictions on its free usage by the customers. Keeping this 
aspect in the background, this paper suggests the establishment of Unified ATM Network in the Country to 
provide efficient ATM services to the customers through a rational distribution of ATM outlets.

Keywords : ATMs, Banking, Rational Distribution, Unified ATM Network, White-Label ATMs
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1. Introduction : Banking system is pivotal in any economy 
big or small. In a country like India, where the banking facility 
is still evolving with a large chunk of the population is yet 
to avail the banking facilities, banks will have to play a very 
important role in the days to come. At the same time the cost 
of functioning in such a vast economy is also comparatively 
high. Banks being commercial undertaking have to aim at 
reducing their cost of operations to a great extant to make 
sure that their operations are profitable. It should also be 
understood that in a business every activity may not result 
in profit but such activates should be performed to make 
sure that the prominent activities can be carried out more 
efficiently. 
Introduction of Automated Teller Machines (ATMs) in India 
was a great step in the direction of providing better banking 
facilities to the customers. Over the period of time customers 
have accepted ATMs as one of the best and efficient banking 
facility that is available to them. In the recent years, though, 
banks have been repeatedly highlighting that the cost of 
establishing, maintaining and operating of ATMs is high and 
it should be compensated by the customers. In this direction, 
customers are charged annual maintenance fee, restrictions 
on free usage of other bank ATMs as well as own bank 
ATMs and charging them per transactions beyond the free 
usage limit have been introduced. This will, though, help the 
banks to recover the cost, it can also result in lower liquidity 
to the customers and movement of customers from banks 
with lesser ATMs to banks with better ATM network. It is 
also possible that the customers shift back to branch banking 

and cheque based transactions which is more expensive for 
the banks.

2. Automated Teller Machines - Present Scenario: 
The introduction of ATM network led to higher level of 
convenience to the customers using banking services. The 
number of ATMs was around 27000 at end March 2007 
which grew to more than 1.6 Lakh by end March 2014. The 
cost of setting up an ATM for a bank is around 8 Lakh and 
maintenance of the ATM excluding rentals costs the bank 
around Rs. 45 to Rs. 50 thousand in a metro. Increased use 
of ATMs has resulted in reduction of physical infrastructure 
needed for a branch from around 4000 to 5000 square feet 
to around 1000 to 1500 square feet. Banks prefer their 
customers using the ATMs over visiting branch for banking. 
This because when a customer walks into an ATM for 
a transaction, it costs the bank around Rs. 20 where as it 
will cost the bank around Rs. 200 if the same transaction is 
carried out by the customer in the bank branch. At the same 
time ATMs, especially off-site ATMs, give visibility to the 
bank and its brand.
There has been wide discussion on the cost of operating 
ATMs and charging the customers for the usage of ATMs 
especially other bank ATMs. The resent circular issued 
by the Reserve Bank of India has given nod for reducing 
the free other bank ATM usage for both financial and non-
financial transaction to three in metro centers (Mumbai, 
Delhi, Bangaluru, Chennai, Kolkata and Hyderabad) while 
the in other places it will be five transactions per month. The 
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circular also states that the own bank ATM usage should be 
allowed free of cost up to 5 transactions per month beyond 
which customers can be levied a charge. The ceiling on 
customer charges will be Rs. 20 (+ Service Tax, if applicable) 
per transaction beyond the free limit.
This, however, looks illogical considering that there is 
no fee charged to the customer for his cash withdrawal in 
the bank branch which costs the bank several times more 
than the ATM transaction. Increased restrictions and cost 
of using ATMs to the customers can lead to following 
consequences;

a. Movement of customers towards banks with better 
ATM network so that they can avoid other bank ATM 
transactions

b. Need for increasing the number of ATMs for all the 
banks to keep intact the existing customers and to get 
more customers to the bank resulting in increasing 
cost.

c. Reduction in the average number of transactions 
per ATM especially of the banks with lesser number 
of ATMs resulting in higher average cost per ATM 
transaction.

d. Increase in the average amount transacted per 
transaction leading to need for larger amounts locked 
in ATMs.

e. Increase in intercharge payments due to higher cost of 
funds and transactions per ATM

At the same time it is also illogical to take the case of cost 
of operating ATMs independent of the costs associated with 
branch banking as ATMs are mere substitutes of branch 
banking (or extension of branch banking) and not a separate 
banking product. When we compare the cost associated with 
branch banking per customer transaction of Rs. 200 with that 
of ATM transaction of Rs. 20 it is definitely a situation of 
saving in cost rather than cost by itself. Therefore, charging 
fee for ATM transaction is definitely avoidable and is not 
a loss of revenue for the banks. Moreover, by charging fee 
for ATM transactions ATMs become a revenue channel for 
banks when the original function of ATMs is extension of 
branch banking.
White - Label ATMs : A White - Label ATM (WLA) is 
similar to the regular ATM set up by the banks but it is not 
owned by a bank but is owned and managed by a private 
service provider, a non-banking entity, and can be used 
by any domestic debit, credit and prepaid cardholder to 
withdraw cash, make a balance inquiry change the PIN 
and to generate mini statements [1]. Charges for customers 
would be same as using the own bank ATMs. The white 
Label ATMs need a sponsor bank to operate. The sponsor 
bank will be liable to settle the transactions and maintain 
cash in these ATMs as per the rules of the Reserve Bank of 

India. The maintenance and servicing of these ATMs is the 
job of the private service provider. The idea behind this is to 
grow the network of ATMs keeping the costs under control. 
Though the Reserve Bank of India issued the final guidelines 
allowing the white label ATMs in India in June 2012 with 
a mandate to deploy 67% of the ATMs in rural locations 
and 33% in urban locations, the rolling out of these ATMs 
has not picked pace in the Country. 19 companies showed 
interest in June 2012 to install WLAs of which only 4 have 
got license and three have rolled out services [1]. Certain 
factors can be identified as the cause for slow progress in 
this initiative;

i. Cost of installation and maintenance of ATMs 
ii. Intercharge rate
iii. Acceptance of public
iv. Negative cost benefit analysis
v. Need for sponsor bank with pan-India presence or 

multiple contracts depending on region
vi. Fee charged on the cash deployed in the ATMs by the 

sponsor banks
vii. Variability in fee charged by the sponsor banks
viii.  Banks are reluctant to take up sponsorship as WLAs 

will reduce the visibility of banks and the sponsor 
bank’s commitment to settle the transactions

3. Need for Rational Distribution of ATMs : India 
has around 80 ATMs per million people in comparison with 
china where there are 200 plus ATMs per million people. 
Definitely, therefore, there is high potential for expansion 
in ATM network in India. Yet the average number of daily 
transactions per ATM in India is around 130 only in the 
comparison with 170 transactions needed to cover the cost.
One of the reasons for this is irrational distribution of 
ATMs. Rationality in ATM distribution means that a 
certain distance is maintained between ATMs so that it 
increases convenience for the customers and increases the 
possibility of getting increased numbers of transactions per 
ATM. Generally we observe that ATMs of different Banks 
will be present in close proximity to one another leading 
to clustering of ATMs while in many useful locations no 
ATMs will be present. This reduces the possibility of getting 
higher number of transactions per ATM and increases the 
average cost per transaction. This clustering of ATMs takes 
place due to competition among banks. If one bank’s ATM 
is present in a location and of another bank is not available 
the bank without the ATM in the concerned location may 
lose its potential customers to the bank that has ATM 
in the location. In order to avoid this situation of poor 
marketability, banks often set up ATMs in close proximity 
to the competing banks’ ATMs. The situation will further 
intensify with increased restrictions on the use of other bank 
ATMs.
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Hence, these is a need to make sure that ATMs are rationally 
distributed and clustering of ATMs is reduced. This will 
lead to higher geographical spread of ATMs with cost 
effectiveness and will foster financial inclusion.

4.	 Unified	 ATM	 Network	 :	 Cost efficiency and 
improvement of service utility to the customers can be 
achieved through economics of scale, deduplication and 
rational distribution of ATM if unified ATM network is 
introduced in the country. Unified ATM network is network 
of ATMs installed and managed by a not for profit subsidiary 
of all the commercial (and possibly co-operative) banks under 
the central bank of the Country. This subsidiary should issue 
debit cards, install and maintain ATM machines and network 
in the whole country instead of each bank maintaining its 
own network of ATMs. This   system will ensure that banks 
will not complete on the basis of number of ATMs in their 
network and thereby allow them the concentrate on product 
and service improvements and customers can get better 
services at reduced cost.
Setting	up	Unified	ATM	Network	:

a. Establishment of a central agency or subsidiary to look 
after the ATM related functions in the whole country. 
This subsidiary should be funded by the banks and their 
contribution could be in proportion to the size of their 
operations. The subsidiary so setup should function as 
a not for profit entity. 

b. Infrastructure needed for ATM network, space, 
machine, network, security, etc., should be arranged, 
installed and managed by this subsidiary.  

c. Single Debit card system should be introduced. The 
suggested subsidiary should issue a debit card with 
a unique identification number for the customer. All 
the bank accounts of the individual for which ATM 
can be used, should be attached to this card such that 
each individual may require to carry a single debit 
card irrespective of the number of accounts held by 
him, thereby improving convenience for the customer. 
This will reduce the number of ATM cards issued and 
thereby reduce the related cost. The customer should be 
asked to select the account preference for POS usage 
and in ATMs, to withdraw cash, the customer can use 
the account selection menu that can be incorporated in 
the ATM interface.

d. Sponsor Bank: Similar to WLAs a sponsor bank, 
depending on location, should be responsible to deploy 
cash in the ATMs.

e. Transaction settlement: The ATM transactions should 
be recorded and transferred to the central clearing 
system maintained by the subsidiary which shall be 
responsible to transfer the information of transactions 
to the concerned banks and to look after the settlement 

of accounts. Amount due from each bank should be 
settled in batches, like in the case of NEFT, at regular 
intervals. In the process the sponsor banks will receive 
the amount due from the non-sponsor banks at regular 
intervals thereby reducing the cost of funds for the 
sponsor banks.

Advantages	of	Unified	ATM	Network	:
Unified ATM network will provide cost effective and 
rationally distributed ATM network in the country which 
will be advantageous to the economy as a whole. Increased 
spread of ATMs without major increase in cost will help the 
economy to achieve financial inclusion at a faster pace. At the 
same time, specifically we can identify certain advantages 
to the banks from this unified ATM network:

i. ATMs remain a service point and not an instrument of 
competition. This will help banks to concentrate on their 
core activities of attracting deposits and channelising 
them to productive uses.

ii. Time spent on ATM related activities will be bare 
minimum as the centralized agency will look into all the 
aspects of ATM operations. The cash settlement will be 
taking place simultaneously with NEFT transactions 
without any additional effort.

iii. Cost of operations will reduce for the banks considerably 
as the ATMs will be rationally distributed without 
duplication and lower restrictions to the customers 
resulting in increased usage of ATMs (Average number 
of transactions per ATM) by the customers.

Unified ATM network will provide following advantages to 
the customers;

i. Single debit card for all bank accounts will help 
customers to have access to all of their accounts at a 
time which will increase the flexibility of operations to 
the customers depending on availability of cash in any 
of their accounts.

ii. Increased geographical spread of ATMs will provide 
better banking facility to the customers in close 
vicinity.

iii. Cost of operation of ATMs due to restrictions on 
transactions will not exist.

iv. Increased number of people will be covered by the 
banking facility which will help them to improve their 
living standards.

Disadvantages	of	Unified	ATM	Network	: Unified ATM 
network provides various benefits, but the banks can, 
however, point out that the unified ATM network will reduce 
their visibility and the opportunity to advertise themselves 
effectively through the ATMs. The banks may also argue 
that the host of services like cash deposit, check deposit, 
bill payments, mobile/DTH recharge, etc. that can generate 
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revenue for the bank as well as convenience for the bank 
may cease to exist in the Unified ATM network. Customers 
will have to be educated about the method of using the ATM 
separately when a single debit card is used to transact in all 
the accounts held by the customer irrespective of the bank.
Although the Unified ATM network can pose challenges, the 
long-term advantages seem to outweigh the disadvantages 
that may be felt in the short-run.

5. Conclusion : The banking system of India, still struggling 
to achieve efficiency in operations and financial inclusion, 
needs innovative changes to be incorporated. The unified 
ATM network can be one such change that can make the 
banking system of the Country more efficient in terms of cost 
as well as services and provide the customers with flexibility 
and effective services without any financial burden. It is 
important that banks do not compete on unrealistic grounds 
and move forward in creating cost effective products and 
services and innovate in their approach to foster financial 
growth and financial inclusion in the Country.
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Abstract : Entrepreneurship is varied and diverse kinds of entrepreneurial actions or measure that donate 
differently to the growth of financial system. On the other hand, growth is a managerial result that is caused by 
the amalgamation of organization-oriented assets, potential and practices. The growth of entrepreneurship or a 
particular organization is unsure. Moreover, environmental circumstances for example competition and market 
strategies always act as barriers in achieving desired goals. Thus it is necessary to observe the determinants 
of entrepreneurial growth in an innovative manner, and to discover the most significant determinants of 
organizational growth. The purpose of this research is to understand and analyze the growth determinants 
of entrepreneurship. Moreover, this research discovers how entrepreneurship can be associated openly with 
organizational. The study vitally reviewed numerous literatures stated by several authors in order to gain 
understanding in the practicability of the subject. The research design is descriptive and exploratory in nature. 
This research has utilized organizational-level information which is collected from a questionnaire about 
growth and determinants of entrepreneurship. In addition, secondary data have been utilized for combining the 
purposes. The data was edited, organized and tabularized in order to make it valuable and suitable for further 
research through different statistical methods. At last conclusion were made to corroborate the feasibility of 
the subject.

Understanding	Entrepreneurship	: 
Growth and its Determinants

Mr. Praful Shukla
Lead Developer, Infosys Technologies Ltd

2413, Old Steine Road, Block 904, Charlotte 28269; USA
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1. Introduction : The subject of entrepreneurship has 
gained much consideration since a longer period of time. 
Moreover, its growth is very essential for maintaining 
success, employment creation and thus in decreasing the 
level of redundancy. Facts subsists that entrepreneurial action 
helps the civilization, for instance regarding employment 
creation or financial development (Carree and Thurik, 2010; 
Van Praag and Versloot, 2007; Audretsch and Keilbach, 
2004). Growth is a managerial result that is caused by the 
amalgamation of organization-oriented assets, potential and 
practices.
Moreover, an organization’s growth prospects are extremely 
associated with its existing organizational functions. On the 
other hand, entrepreneurship is varied and diverse kinds of 
entrepreneurial actions or measure that donate differently 
to the growth of financial system (Baumol, 1990). For 
instance, financial opulence is produced mainly by a small 
number of premium and high-growth beginners (Shane, 
2009; Henrekson and Johansson, 2010). The purpose 
of this research is to understand and analyze the growth 
determinants of entrepreneurship. Moreover, this research 
discovers how entrepreneurship can be associated openly 
with organizational.
1.1 : Problem Statement : The growth of entrepreneurship 
or a particular organization is unsure. Moreover, 

environmental circumstances for example competition and 
market strategies always act as barriers in achieving desired 
goals. On the other hand, growth is affected by individual 
goal of an entrepreneur. For example, not every entrepreneur 
aspires to grow his/her trade. It was also seen that only 30 
percent of corporations in the world try to grow. Though 
several researches try to connect growth determinants from 
varies viewpoints or aspects and their descriptive influence 
is little because of the comparatively small amount of 
variables (Davidsson, Delmar, &Wiklund, 2006). It is thus 
necessary to observe the determinants of entrepreneurial 
growth in an innovative manner, and to discover the most 
significant determinants of organizational growth.
1.2 : Aims and Objectives : Specifically, the objectives of 
this research are:

• To gain deeper understanding on the subject of 
entrepreneurship 

• To analyze the growth determinants of entrepreneurship 
on global perspective 

• To examine the growth motivation factor for 
entrepreneurs 

• To analyze the influence of determinants or aspects on 
organizational growth 

1.3	 :	 Significance	 of	 the	 Study	 :	 Despite the fact that 
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entrepreneurship is regarding the operations performed by 
individuals, the perception of growth has frequently been 
significant at organizational level, industrial, countrywide 
and provincial levels. Thus, this entails that associating 
entrepreneurship with growth will be to integrate individual 
to cumulative levels. Moreover, this connection needs 
reviving the explanation of entrepreneurship, whereby 
entrepreneurs notify their enthusiasm and competencies 
in order to generate new prospects in financial system. 
To understand the concept better the growth determinants 
or aspects were tested by the Cronbach-alpha reliability 
coefficient in the form of conceptual approach and statistical 
approach. Furthermore, the determinants or aspects 
considered here are extra finance, financial performance, 
growth motivation, need for achievement, organization age, 
preparedness to grow and specific skills.

2. Literature Review :
2.1 : Introduction : There has been an affluence of 
understanding on the growth determinants of entrepreneurship 
over the last ten years. Even though researches bringing 
out this understanding have somewhat been based on 
hypothetical grounds, others have been drawn from practical 
facts. Researchers have also been eager in examining the 
affect of entrepreneurship compared with its growth which 
has further caused the blast of wide literature in this area 
(Van Stel, Carree&Thurik, 2005). The association between 
entrepreneurship and its growth measured on the basis of 
performance of the organization has been broadened even 
ahead of examining the institution to lodge geographic 
areas. Therefore, to sum up the determinants from numerous 
perspectives, these determinants are categorized into 3 
categories such as individual determinants, organizational 
determinants and environmental determinants.
2.2 : Individual Determinants : Shane et al (2003) purported 
that the growth of an organization is to a specific range of 
decisions that is made by an entrepreneur individually. 
Moreover, according to earlier researches points that that 
an entrepreneur’s personality traits, growth motivation, 
individual competencies and personal background are the 
most essential determinants that determine the growth of an 
organization (Delmar, 1996; Baum et al., 2001).

a. Personality traits : The Big Five model is frequently 
utilized and recognized as a vigorous pointer of 
a person’s personality (Barrick& Mount, 1991; 
Hurtz& Donovan, 2000). The Big Five factors i.e. 
Agreeableness, Conscientiousness, Emotional stability, 
Extraversion and Openness to experience are normally 
agreed among several personality philosophers as 
quality (Judge et al, 1999).Moreover, Nicholson (1998) 
stated that the Big Five factors also signify the possible 
personality traits of entrepreneurs. Based on the Big 
Five model, entrepreneurial personality traits have 

been further categorized and the below characteristics 
are extensively acknowledged by previous quantitative 
and qualitative studies:
i. Extraversion 
ii. Locus of control 
iii. Need for achievement 
iv. Risk taking propensity 
v. Self-efficacy 

b. Growth motivation : According to Delmar (1996), 
personality traits of entrepreneurs are significant but 
they might not essentially cause the appropriate growth 
of an organization. Moreover, personality traits donate 
more to the growth motivation. Inherent motivation 
acts as an important function in an entrepreneur’s 
performance which consecutively donates to the 
definite growth (Delmar, 1996).

c. Individual competencies : According to Boyatzis 
(1982), individual competencies can be regarded as the 
understanding, proficiencies and capabilities that are 
needed to carry out a particular work.

d. Personal background : Personal background comprise 
of wide-ranging facts on a person for example age, 
gender experience and education. Moreover, Welter 
(2001) purported that there is a considerable variation 
between the aspiration to grow among male and female 
entrepreneurs.

2.3 : Organizational Determinants : According to Hakkert& 
Kemp (2006), organizational growth is an enhancement 
in particular characteristics for example, employment, 
earnings and sales of an organization between two points 
eventually. Organizational growth can be derived from the 
amount of efficiency and potential with which organization-
oriented resources for example human resource, funds 
and familiarity are obtained, managed and changed into 
sellable products and services by organizational schedules, 
actions and framework (Nelson and Winter, 1982; Nickell, 
Nicolitsas, & Dryden, 1997). Therefore, organizational 
determinants have more direct effects on organizational 
growth. There are several determinants of growth regarding 
this dimension and are as follows:

a. Organizational attributes : The conventional 
organizational attributes signify size and age of an 
organization. According to Audretsch et al. (2004), 
the growth rate of an organization is based on its 
preliminary size and there is no divergence between 
organizations in the possibility of a particular growth 
rate throughout a particular time period in the similar 
business.

b. Organizational strategies : Organizational growth can 
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be focussed on how productively one markets products 
and services to the consumers. Thus, market orientation 
can be regarded as an essential determinant of growth 
(Pelham & Wilson, 1996). Organizations with market 
orientation are capable of following and responding to 
the consumer’s requirements and choices. Moreover, 
they are expected to increase their market aptitude and 
have the capability to organize internal operations to 
react rapidly and efficiently to consumers and external 
shareholders. As a result, market orientation facilitates 
superior satisfaction of consumers and shareholders 
which consecutively cause growth (Hult et al, 2003).

c.	 Organizational	 specific	 resources	 :	 According 
to Wiklund et al (2007), financial resources and 
human capital are the most significant resources for 
entrepreneurial growth. Sexton & Bowman-Upton 
(1991) stated that protecting financial resources may be 
principally vital in encouraging organizational growth 
for the reason that financial resources can comparatively 
simple to be transformed into other kinds of resources. 
Thus, enough resources, organizations are capable 
of testing new stuffs, which not only expands their 
innovation prospective but also facilitates the company 
to follow new growth prospects (Zahra et al, 2006).

2.4 :  Environmental Determinants : Accoding to Dess 
and Beard (1984), the environment fluctuates along with 
numerous proportions, for example vitality, heterogeneity, 
aggression and generosity, and this might principally 
determine the growth prospective of organizations. On the 
other hand, dynamic environment, either market dynamics 
or technology dynamics, is considered by the amount of 
environmental expectedness. Moreover, Wiklund et al 
(2007) purported that that there are more chances for growth 
when there are transformations in civilization, political 
principles, technology and industry.
2.5 : Growth Barriers : Although the above mentioned 
determinants normally assist organizational growth, there 
are also some aspects that obstruct prospective growth 
of entrepreneurship. Davidsson and Henreksson (2002) 
purported that organizations are more expected to tackle 
entrance barriers and growth barriers in contrast to their 
large competitors. Frequently recognized barriers for 
entrepreneurs are financial barriers and institutional barriers 
(Davidsson and Henreksson, 2002).

3. Research Method : The present research design is 
descriptive and exploratory in nature. This research has 
utilized organizational-level information which is collected 
from a questionnaire about growth and determinants of 
entrepreneurship. In addition, there are various variables 
of growth available, for example employment, revenue 
and earnings. Respondents were selected randomly among 
entrepreneurs located worldwide. Moreover, the data was 

collected by distributing questionnaire through email.
Around 1000 global entrepreneurs were requested to 
provide details regarding their employment, revenue and 
earnings in the year 2012 and in 2013. Thus, this helped to 
analyse the comparative growth. As all the respondents have 
not provided complete information, some facts were missed 
out. Thus, the final sample size of respondents consists of 
525 entrepreneurs.
A multivariate linear regression model was used to analyse 
the affect of the determinants mentioned in Table 3.1 (See 
Appendix) regarding organizational growth:

Where Growth signifies variables of comparative growth 
in employment; determinants contains variables/aspects 
of person, managerial and environmental determinants; 
barriers includes variables/aspects of growth barriers; 
control signifies control variables.
The determinants were calculated on a seven-point Likert 
scale. Moreover, in order to create aspects from the questions 
regarding these determinants, Factor Analysis (FA) was 
used. Furthermore, the reliability was tested with the help of 
Cronbach-alpha reliability coefficient.
Two kinds of research approaches has been employed in 
this study, First is conceptual approach which is employed 
regarding the facts from the literature review that which 
question(s) of the questionnaire is (are) should be utilized 
to assess the determinant. Consequently, with the help of 
factor analysis, the questions were combined into different 
aspects that connect with the determinants. Moreover, the 
reliabilities of these aspects were tested by the Cronbach-
alpha reliability coefficient. Second approach is statistical 
approach which was employed the data and the result of 
the analysis irrespective of its hypothetical foundation. 
Thus, data was analyzed in an exploratory style. Using 
exploratory factor analysis, the questions were grouped into 
aspects only on statistical basis. Thus, a Cronbach-alpha of 
above 0.6 was used in order to discover the reliability of the 
aspect.

4. Results : Bivariate relations were initially analyzed 
through Pearson bivariate correlations. Moreover, the 
correlation coefficients among variables are less than 0.5. 
In addition, scores of variance inflation factor (VIF) were 
calculated for every regressio n and vary from 1.14 to 2.6.
Table 4.1 (See Appendix) signifies the results of the 
analyzed relations using independent variables which are 
produced the conceptual approach. Moreover, there are 39 
determinants and 12 control variables which are integrated in 
the model. Thus, they describes 22.5 percent of the variation 
in dependent variable ‘comparative growth in employment’ 
(R2=0.225; Adjust R2=0.141).
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7 determinants are recognized to have considerable 
influence on organizational growth. Amongst the individual 
determinants, particular abilities (B=17.76, p<0.05) and 
growth motivation (B=0.28, p<0.01) are completely helpful 
to organizational growth whereas need for achievement (B=-
10.34, p<0.05) represents an unconstructive association. 
Amongst the organizational determinants, preparedness 
to grow (B=10.22, p<0.05), financial performance 
(B=14.42, p<0.001) and extra finance (B=15.23, 
p<0.10) have constructive influence on organizational 
growth. Organization age (B=-10.34, p<0.05) donates 
unconstructively to organizational growth.
There were no considerable determinants discovered 
between the environmental determinants. The value of 
R2 change (_R2) varied among aspects and signifies that 
organizational determinants describe the most difference 
of comparative growth in employment (_R2=0.098), 
subsequently individual determinants (_R2=0.057). On 
the other hand, environmental determinants describe the 
smallest amount of difference on employment growth (_
R2=0.023).
Results by means of the independent variables from the 
statistical approach are represented in Table 4.2 (See 
Appendix). Altogether, 34 determinants and 12 control 
variables are integrated in the regression analysis. Thus, 
they describe 21.3 percent of the variation in dependent 
variable ‘comparative growth in employment’ (R2=0.213; 
Adjust R2=0.135).
Amongst the individual determinants, need for achievement, 
specific skills and growth motivation are again recognized 
to be important determinants of organizational growth. Need 
for achievement (B=-10.37, p<0.05) has an unconstructive 
influence whereas the remaining, specific skills (B=17.10, 
p<0.05) and growth motivation (B=0.30, p<0.01), has a 
constructive influence on organizational growth. Among 
the organizational determinants, organization age again 
became a negative determinant of organizational growth 
(B=-0.37, p<0.05). Preparedness to grow (B=9.76, p<0.10) 
and financial performance (B=15.50, p<0.001) demonstrate 
a constructive association with organizational growth. 
Therefore, significant determinants among the environmental 
determinants were not found. The value of _R2 distinguishes 
among aspects. Therefore, determinants from organizational 
aspects describe the most difference of comparative growth 
in employment (_R2=0.086), subsequently the determinants 
from individual dimension (_R2=0.05). On the other hand, 
environmental determinants describe the smallest amount of 
difference (_R2=0.02).
Evaluating the results of the two approaches, it is concluded 
that both approaches give more or less alike findings. Table 
4.3 (See Appendix) sums up the results from the conceptual 
and the statistical approach.

5. Summary And Conclusion : The research has 
examined the growth determinants of entrepreneurship. 
With regards to the literature review it is concluded that 
the determinants are categorized into 3 aspects such as 
personal, organizational and environmental. Thus, this 
offers a prospect to assess the significance of the 3 aspects 
and all fundamental factors. Therefore, determinants 
or aspects such as extra finance, financial performance, 
growth motivation, need for achievement, organization age, 
preparedness to grow and specific skills are also considered 
to be fairly essential for organizational growth.
There are consequently no environmental aspects with a 
considerable involvement, entailing that environmental 
aspects has no influence on organizational growth. On the 
other hand, organizational aspects have the utmost influence 
on organizational growth.
Further research must be taken in order to pursue this thread 
of literature more intimately. In addition, more concentration 
on a comprehensive disaggregation of industries should 
be made in future research. Further research should also 
comprise sales growth. Moreover, the present research can 
be expanded to a longitudinal setup.
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APPENDIX
Table 3.1 : Determinants of growth and 
hypothesized relationship with growth

  

Table 4.1: Regression results (conceptual approach)
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Table 4.2 : Regression results (statistical approach)

 

 
Table 4.3 : Summary of significant determinants of growth
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Abstract : Today, the education planners in India have been engaged in the task of bringing about a proper 
match between technical education and the needs of industry and it is in this context that schemes such as 
practice school programs, sandwich programs & co-operative programs have been introduced in the system 
of technical education. Some technical institutions have developed linkages with industries and improved 
quality of their courses and pass-outs to varying degree of success. However, the vast majority of technical and 
management institutions in our country have limited interaction with industry. The linkages between industries 
and polytechnics are of greater importance for improving degree of relevance of contents & delivery of technical 
education.   In the context of the changing global economic scenario and the economic changes that have taken 
place in our country, there is a greater need to have interaction that is more effective and fine-tuning between 
industry & institutes.   The interaction and tuning between institutes and industry are now widely recognized as 
essential requirements to train and develop the right kind of technical manpower necessary for sustaining and 
promoting faster industrial and economic growth.  

Keywords : Industry, Institute, Skills, Interaction

A Study on Industry-Academia Interaction
Prof. Shivanand M. Bhandarkar
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1. Introduction : Technical and Management Education 
forms the backbone of development of a nation. Industry 
is the major consumer of technical and management 
institution product. The real requirement of industry will 
be explored only through effective interaction with them 
and Interaction between the industry and institute is now 
widely recognized. The industry is poised to face Global 
competition, Unemployment & underemployment. A good 
& vibrant Industry institute Interaction is always required 
by both sides. There is a need for effective intervention to 
understand employer needs, variable sector specific skills, 
training requirements that improve Business performance, 
articulation of business expectations in education institutions 
and engagement of industry leaders with higher education 
institutions. If we look deeper to the specific environments 
in the institute and in the industry, it can be observed that 
institutions carry out their goals to facilitate learning, preserve 
a protected zone for students and nourish individual care to 
address the needs of the learners. The enterprise, on the other 
hand, work within the framework of industrial practices and 
norms with production, efficiency and profitability as the 
basic premise of day-to-day operations. The characteristics 
of the workplace as the supreme learning environment 
must be coordinated properly to ensure that there is a close 
correlation between the types of training that the workforce 
is being prepared for vis-à-vis the work environment, tasks 
and work systems.

2. Literature Review : According to Santoro and 
Chakrabati (2002) industrial firms use a variety of 
relationships with university research centres to accomplish 

different things. More specifically, they found that large 
firms have higher intensity knowledge transfer and 
research support relationships in order to strengthen skills 
and knowledge and gain access to university facilities for 
advancing non-core technologies. In contrast, small firms 
have higher intensity technology transfer and cooperative 
research relationships in order to strengthen skills and 
knowledge and gain access to university facilities for 
advancing core technologies. In the view of Nangia 
and Pramanik (2011) besides industry associations, the 
universities should also form linkages with government 
agencies which are entrusted with industrial development 
activities In spite of some shortcomings and inhibiting 
factors with respect to the academia-industry collaboration, 
government should put into place an integrated policy of 
academia-industry collaborative interaction encompassing a 
number of strategies enabling such an initiative to thrive in 
the country’s quest for technological leadership.
Saibal Paul (2010) the role of the industry and the academia 
has always been indispensable to each other. If industry 
is responsible for producing, the academia supplies the 
necessary back up in terms of the technocrats and the 
professionals who run the industry. T V Ramana Rao (2008) 
In spite of the realization that Industrial Organizations 
(Manufacturing and Services) need to collaborate closely 
with Academic Institutions (Universities and Professional 
Colleges) for survival in this fast paced global environment, 
in India there is a long divide that is practically existing 
between the two. Michaela Martin (2000) the type of 
Interaction and its degree of intensity depends upon several 
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internal and external factors such as:-
• research and teaching capacity, both within the higher 

education institutions
• an industrial base involved in R&D activities and 

concerned with staff development
• the existence of Government policies, initiatives, 

financial incentives, structures or programs to stimulate 
collaborative R&D and teaching programs

• an entrepreneurial culture within higher education 
sector

• an academic reward system and incentives for staff to 
collaborate in programs with industry

3. Research Methodology and Objectives of the 
Study : The study used secondary data only and research 
design is descriptive in nature. All the Data is collected 
by using secondary sources which includes Business 
Magazines, Newspapers, Internet and Journals. 
Objectives of Study : 

• To identify the benefits of Industry Institute Interface.
• To find out the problems for lower Interaction between 

industry and institute.
• To make suitable suggestions for development of 

industry and institute.
• To understand the different modes of Interaction.

4. Discussion : The gains from industry-academia 
interaction
For Industry : Using the academic knowledge base to 
improve industrial cost, quality and competitive dimensions, 
reducing dependence on foreign know-how and expenditure 
on internal R&D, updating and upgrading the knowledge 
base of the industry’s professionals through management 
development programs designed by the academia, the 
faculty’s exposure to industry leading to improved curricula 
and widened and deepened teaching perspectives resulting 
in professional graduates of a high caliber to man industry.
For Academia : The satisfaction of seeing knowledge and 
expertise being used for socially useful and productive 
purposes, widening and deepening of the curriculum 
and the perspectives of teachers and researchers; earning 
additional resources for a system severely constrained in 
this regard; securing training and final placements more 
easily for students based on the respect earned from and the 
relationship established with industry. 
For Students:

• Gaining real life experiences.
• Application of theoretical knowledge.
• Enhancement of oral and written skills.

• Decision making on career choice.
• Paid pre-employment (on-studies training).
• Gaining access to sophisticated instrumentation.
• Understanding the work culture of industries.

For the Nation :
• Effective harnessing of the resources, talents and 

experience within the country
• Greater efforts at self-reliance and indigenousness.
• Greater financial support to institutions and R&D 

organizations.
• Greater employment of R&D personnel.
• Generating sense of pride in the nations among Indians 

all over the world by providing excellent research 
findings.

Inhibiting factors  : From the industry’s side: Insensitivity 
to, and/or lack of awareness of, the resource potential of the 
academia, a blind, herd-like obsession with expensive, high-
profile professional consultants, easy availability of foreign 
know-how, compulsions of existing technical collaboration 
agreements, bad experience of earlier interactions with 
academia, anxiety to keep problems and break-through 
confidential for fear of losing the competitive edge. 
From academia’s side: Apathy towards applied research and 
extension and reluctance to leave the comfort zone of pure 
teaching; inadequate marketing of its strengths to industry; 
lack of a critical mass of experts and specialized technical 
infrastructure; over specialized loyalties and reluctance to 
collaborate in inter-disciplinary problem-solving; unhelpful, 
restrictive internal policies and procedures discouraging 
or frustrating academicians’ attempts to collaborate with 
industry

5. Suggestions : Measures to improve the interaction : -
Since the industry does not generally have a high opinion of 
academia’s capability, it is for the latter to take the initiative 
to break the ice. Some ice-breaking initiatives would be: 

• Including pro-active and positive-minded professionals 
from industry and business in syndicates and boards of 
study, 

• Using practicing professionals from industry as part-
time guest faculty, 

• Securing training/project attachments for senior 
students and research scholars in industry, 

• Exploiting contacts with alumni who are successful in 
industry and business, 

• Offering management development courses for 
professionals in industry, as this is a safe, inexpensive 
trial interaction for the latter, 
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• Offering inexpensive, if necessary free, consultancy 
to small and medium industries which cannot afford 
expensive consultants. 

The recent successes of Indian entrepreneurs in IT and 
process and product outsourcing have generated a new self-
confidence in Indian industry to take on global competition, 
unlike in the past when there was near-total dependence on 
foreign collaboration for achieving any breakthrough. 
Groups such as the TVS, Bajaj and Tata have successfully 
developed models in-house, without any foreign 
collaboration. The garments and made-ups industry, even 
in small towns like Karur and Tirupur, is looking forward 
confidently to facing global competition after the removal 
of quotas from January 2005. 
Indian companies have won prestigious international awards 
such as the Deming prize. Wipro and Infosys recently 
signed MOUs’ with some universities for collaboration. 
The atmosphere, therefore, is ripe for academia to exploit 
to its advantage this new ambience of confidence and self-
reliance in industry
Modes of Interaction among Industry and institute : 
As the social and economic structures of various countries 
in move from labor-intensive and industrial based to 
knowledge-based and globalized economy, the role of 
academic institutes has been intensified more than ever. 
Institutes possess the optimum resource base to supply new 
ideas, innovations and analysis of the trends in the labor 
market in a holistic and pedagogic approach. There are 
different modes of Industry-Institute linkages which are as 
follows:-
Institute to Industry :

• Student visit to the Industry as a part of their course
• Industrial tour of students: - This gives them good 

organizational experiences.
• Practical Training / Student internship:-This gives 

students good industrial exposures.
Industry to Institute :

• Depute Persons for higher degrees to Institute
• Continuing education of their staff must be a continuing 

activity of any progressive industry.
• Assign Consultancy Jobs to Institute.
• Sponsor R&D Projects to Institutes.
• Industry sponsored short term course or depute industry 

staff in institute.
• Resource persons from industry to institute.

Industry-Institute Joint Efforts :
• Jointly Conducting Training/Awareness Program for 

Industry / Institute People.

• Organizing seminars/Symposium/ Awareness Program 
for Industry/Institute People.

• Undertaking Any Social Responsibility.

6. Conclusion : In today’s scenario we have seen the many 
fine examples of university and industry collaboration; there 
is a need for a more enhanced partnership between higher 
education and the business community. As India moves 
further towards a more knowledge dependent economy, we 
need to look increasingly to how universities can work with 
business to advance the process of innovation and renewal 
across all industry sectors.
In short, business and universities need to work actively to 
expand the current position of partnership and engagement this 
should lead to a higher level of interaction and seamlessness 
between business and higher education, with staff from both 
sectors moving freely across boundaries in order to engage 
in new and expanding forms of collaboration
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Abstract : Mergers and Acquisitions (M&As) not only affect the value of merging firms but also generate a 
positive or negative wealth effect for shareholders of firms involved. This paper examines the impact of mergers 
and Acquisitions (M&As) on the wealth of shareholders of Indian power sector during 2000-2013. Event study 
methodology is used to assess the share price reaction around the M&A announcement day. The Impact of M&A 
announcement on stock prices of acquiring firms has been analyzed in this study. The results of standardized 
abnormal returns were tested using t-test. We found that shareholders receive considerable and significant 
positive cumulative average abnormal returns (CAARs) 40 days prior and 40 days post to the announcement 
of a M&A. The findings of the present study justifies the empirical evidence that merger do create wealth to the 
acquiring firms shareholders [Dodd (1976), Dodd and Ruback (1977)]

Key Words : Mergers and Acquisitions (M&As), power sector, shareholder wealth, acquiring company share 
prices, event study 
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1. Introduction : Mergers and acquisitions (M&As) 
became a “trend” during the 1960s and 1980s (Lev, 1993; 
Larcker, 1993), with so-called merger “waves” during this 
period. Many firms engaged in merger activities during 
these merger “waves”, not only in the United States and 
Europe, but also in Australia and Japan (Lubatkin and 
Lane, 1996), the reason being that M&As have played an 
important role in the business environment since the 1960s 
emerging not only as a part of financial activity but also as 
part of investment strategy.  Consequently, much study and 
research was conducted on mergers and acquisition over 
that period, especially ones which focused on the effect of 
M&As on shareholder wealth. The objective of this study is 
to estimate the returns for shareholders of acquiring firms 
on M&As by using an event study method in order to test 
whether the shareholders earn a significant returns. 
The paper is organized in six sections. The second section 
discusses the sample and data, the third section discuss the 
literature, the fourth section focuses on the methodology, 
the fifth section presents the results and analysis and sixth 
section presents the findings and conclusions.
2. Sample and data : The sample to be included for the 
study is the stock prices of acquiring firms had to be publicly 
traded. The share prices and M&A announcement details 
are collected from the Prowess, the corporate database of 
Centre for Monitoring Indian Economy (CMIE) and also 
the adjusted daily stock prices and CNX NIFTY index 
(NSE index) are collected for each of the firms from for 
266 prior to the merger announcement and 40 days  after 
the merger announcement.  We restrict our sample to the 
M&A announcement of listed companies in Indian Power 
sector and for which data is available in Prowess for those 

M&A that have been announced from year 2000 to 2013. 
The number of companies that meets our criteria is 26.  
3. Review of literature : This section concentrates on the 
empirical literature that deals with wealth effects following 
M&A announcements. Most event studies define abnormal 
returns as the raw return minus some required return based 
on a model such as the Capital Asset Pricing Model (CAPM) 
or the simpler Market Model (MM) and then examine 
Cumulative Average Abnormal Returns (CAARs) around 
the announcement day, and to capture the announcement 
effect use a window of some days. This window varies from 
study to study. Houston et al. (2001) use a window (in days) 
of [-4, 1], Moeller et al. (2002) use a window of [-1, 1], 
Bradley et. al. (1988) and Doukas et al. (2002) a window of 
[-5, 5], Karceski et al. (2000) a window of [-7, 7], Schwert 
(2000) a window of [-63, 126], Walker (2000) a window 
of [-2, 2], Rau and Vermaelen (1998) a window of [0, 36 
months], etc.
Many studies agree that returns to target firms are, on 
average, positive and statistically significant following 
M&A announcements. Early studies of US takeover activity 
report target firm returns in the range of 20% to 30% (Dodd 
and Ruback, 1977; Jensen and Ruback, 1983; Bradley et. 
al., 1988). Later studies for the US market come to similar 
conclusions. Houston et al. (2001) study mergers in the US 
banking industry and find abnormal returns between 15% 
and 24%. Maquieria et al. (1998) report abnormal returns of 
around 40%, Mulherin and Boone (2000) report returns of 
about 20%. The results are similar for other markets as well, 
Goergen and Renneboog (2004) analyze large acquisitions 
in 18 European countries and report CAR between 9% and 
21% depending on the window length examined (Karceski 
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et. al. 2000) and (Danbolt 2004)]. According to Allen, et 
al. (2000), the gains to targets stem from many sources 
such as reduction in agency costs, the enhancement of the 
competitive position, or synergies [Amihud et.al., (1990), 
Berkovitch and Narayanan, (1993)]. 
The evidence on the stock return of acquirer firms is mixed, 
that is, many studies find negative abnormal returns following 
announcements, other studies find small positive returns, 
and other studies find zero returns. Houston et al. (2001) find 
stock returns that range from -2.5% to -4.5% approximately 
(Morck et.al., 1990; Walker, 2000; Goergen and Renneboog, 
2004; Mitchell, et.al. 2004). Also studies find zero returns 
for acquirers, Dodd and Ruback (1977), Malatesta (1983), 
Kohers and Kohers (2000). Bidder shareholder returns 
seems to vary depending on the characteristics of the 
firms involved and the timing of the merger: Lang, et. 
al.(1989) find that acquirers with high Tobin’s Q ratio have 
significantly higher returns than acquirers with low Tobin’s 
Q ratio; Fuller et al. (2002) examine high frequency bidders 
find that acquirer shareholders gain when the target is a 
private firm or subsidiary but lose when purchasing a public 
firm. Thus it is evident that many studies are done mainly 
on overall basis involving domestic as well as cross border 
M&As. Here an attempt is been made to understand the 
effect of a merger or an acquisition on the wealth of the 
acquiring firms shareholders with reference to Power sector, 
one the fast growing sectors. 
Hypothesis of the study: To find the impact of merger 
announcement on the share price the following hypothesis 
is framed:
H0: Merger & Acquisition announcements have no 
significant impact on stock returns.
H1: Merger & Acquisition announcement have a significant 
impact on stock returns.
4. Methodology : We follow event study methodology 
to analyse the impact of the announcement of merger and 
acquisitions on stock price. The event period is centered on 
the announcement date of M&A’s. The announcement date 
is designated as day “0” in the event period. Prior studies 
consider different event period to analyse the effect of an 
event on stock price. Smith and Kim (1994) used eleven 
day event period (– 5 to + 5) to analyse daily stock returns. 
Maquieria et al. (1998) used 121 days event period [-60, 
60] to examine the effect of merger announcement on stock 
return. The market proxy used in the study is CNX NIFTY.
The effect of stock prices is measured in an event period 
using the abnormal return associated with this event. We 
compute the expected returns (ER), abnormal returns (AR), 
average abnormal returns (AAR) and cumulative average 
abnormal returns (CAAR) to examine the stock price 
reaction. 
 The market model is given by the following regression 
equation:
E (Rjt) = αj + βj Rm+ ej   

Where, 
α is intercept. (Mean return over the period not explained 
by the market).
E (Rjt) is the expected return on security j, Rm is the expected 
market return, βj is the slope of the regression and, ej is 
the error term (with a zero mean and constant standard 
deviation).   
The predicted return represents the return that would be 
expected if no event took place. The predicted return for a 
firm for a day in the event period is given by the following 
market model:
    E (Rjt)  = αj + βj Rmt

Where
α Rmt  is the return on the market index for day ‘t’ in the 
event period. The abnormal return is the difference between 
the actual return on day t and the predicted return i.e.,
ARjt =  Rjt - E(Rjt) 
AARt for day ‘t’ using the following formula,
 
AARjt =    

 N is the number of firms in the sample. Finally we calculate 
the cumulative average abnormal return (CAAR) for the 
event period. The CAAR  represents the average total effect 
of the event across all firms. Where,
CAAR =    AARjt

To examine the statistical significance of the average 
abnormal returns z–statistic is constructed. The test statistics 
for significance of AAR is given by,
 Z =    

 N denotes the number of companies in the study. SERit is 
the standardized excess return for firm ‘j’ on day ‘t’.
The standardized excess return (SER) is calculated as:
SERt = ARjt /Sjt

   S j =                                 . T is the number of days in  

the estimation period.

CAAR for various event periods. The results of the study 
are presented in the following tables and charts. 
 5. Results and analysis : This study evaluated the 
impact of M&A announcement on share price over an event 
window. To analyse the impact, we computed AAR and 
CAAR for various event periods. The results of the study 
are presented in the following tables and charts.  
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done mainly on overall basis involving domestic as well as cross border 
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merger or an acquisition on the wealth of the acquiring firms 
shareholders with reference to Power sector, one the fast growing 
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following hypothesis is framed: 
H0: Merger & Acquisition announcements have no significant impact on 
stock returns. 
H1: Merger & Acquisition announcement have a significant impact on 
stock returns. 

4. Methodology 

We follow event study methodology to analyse the impact of the 
announcement of merger and acquisitions on stock price. The event 
period is centered on the announcement date of M&A’s. The 
announcement date is designated as day “0” in the event period. Prior 
studies consider different event period to analyse the effect of an event 
on stock price. Smith and Kim (1994) used eleven day event period (– 5 
to + 5) to analyse daily stock returns. Maquieria et al. (1998) used 121 
days event period [-60, 60] to examine the effect of merger 
announcement on stock return. The market proxy used in the study is 
CNX NIFTY. 
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and cumulative average abnormal returns (CAAR) to examine the stock 
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j is the slope of the regression and, 
ej is the error term (with a zero mean and constant standard deviation).    
The predicted return represents the return that would be expected if no 
event took place. The predicted return for a firm for a day in the event 
period is given by the following market model: 

    E (Rjt)  = j + j Rmt 

Where Rmt  is the return on the market index for day ‘t’ in the event 
period. The abnormal return is the difference between the actual return 
on day t and the predicted return i.e., 

ARjt =  Rjt  E(Rjt)  
AARt for day ‘t’ using the following formula, 

AARjt = 
N

j 1 N
AR jt

 

N is the number of firms in the sample. Finally we calculate the 

cumulative average abnormal return (CAAR) for the event period. The 
CAAR  represents the average total effect of the event across all firms. 
Where, 

CAAR =  
40

40t

AARjt 

To examine the statistical significance of the average abnormal returns 
z–statistic is constructed. The test statistics for significance of AAR is 
given by, 

 Z =  
N

SER
n

j
tj

1
. .

  

 N denotes the number of companies in the study. SERit is the 
standardized excess return for firm ‘j’ on day ‘t’. 

The standardized excess return (SER) is calculated as: 

SERt = ARjt /Sjt 

   S j = 1/)( 2

1
TARAR j

T

t
jt  . T is the number of days in 

the estimation period. 

T

t
tjj AR

T
AR

1
.

1
 

5. Results and analysis 
This study evaluated the impact of M&A announcement on share price 

over an event window. To analyse the impact, we computed AAR and 

CAAR for various event periods. The results of the study are presented 

in the following tables and charts.   

Table 1: Table showing the AARs and CAARs for Bidding Companies (Raw Returns) 

Day AAR z-Value t-value CAAR z-Value t-value Day AAR z-Value t-value CAAR z-Value t-value 

-40 -0.0155 -1.439 -1.7977 -0.0155 -1.439 -0.05338 1 0.00886 0.316275 0.79722 0.09168 2.58594 0.24495 

-39 0.013748 0.07058 0.80958 -0.0018 -0.96762 -0.00307 2 -0.0164 -0.1932 -0.90109 0.07531 2.52623 0.12308 

-38 0.001088 -0.05613 0.13867 -0.0007 -0.82246 -0.00253 3 -0.0124 -1.687 -1.54654 0.0629 2.24303 0.23285 

-37 0.012574 2.29115 0.9773 0.01191 0.4333 0.027479 4 -0.0272 -1.60157 -1.34696 0.03575 1.97922 0.05265 

-36 0.01855 2.14569 1.76964 0.03046 1.34714 0.08628 5 0.02507 1.681758 1.386439 0.06082 2.20555 0.09987 

-35 -0.00038 -0.49001 -0.0313 0.03008 1.02972 0.074152 6 0.03859 2.645528 2.35022 0.09941 2.56785 0.17979 

-34 -0.018 -0.61415 -0.9256 0.01208 0.72121 0.018443 7 0.01212 2.292497 0.879961 0.11153 2.87185 0.24048 

-33 -0.01163 -1.00688 -1.1867 0.00045 0.31864 0.001358 8 -0.0098 0.268815 -0.56005 0.10177 2.8808 0.1734 

-32 0.000136 -0.25037 0.01133 0.00058 0.21696 0.001448 9 -0.0067 -1.54539 -0.55678 0.09506 2.6333 0.23444 

when purchasing a public firm. Thus it is evident that many studies are 
done mainly on overall basis involving domestic as well as cross border 
M&As. Here an attempt is been made to understand the effect of a 
merger or an acquisition on the wealth of the acquiring firms 
shareholders with reference to Power sector, one the fast growing 
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H1: Merger & Acquisition announcement have a significant impact on 
stock returns. 

4. Methodology 

We follow event study methodology to analyse the impact of the 
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period is centered on the announcement date of M&A’s. The 
announcement date is designated as day “0” in the event period. Prior 
studies consider different event period to analyse the effect of an event 
on stock price. Smith and Kim (1994) used eleven day event period (– 5 
to + 5) to analyse daily stock returns. Maquieria et al. (1998) used 121 
days event period [-60, 60] to examine the effect of merger 
announcement on stock return. The market proxy used in the study is 
CNX NIFTY. 

   The effect of stock prices is measured in an event period using the 
abnormal return associated with this event. We compute the expected 
returns (ER), abnormal returns (AR), average abnormal returns (AAR) 
and cumulative average abnormal returns (CAAR) to examine the stock 
price reaction.  
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CAAR for various event periods. The results of the study are presented 
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price reaction.  
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-11 0.004768 -1.45369 0.26182 -0.0319 0.74866 -0.0521 30 0.00175 0.093958 0.241602 0.06805 2.1507 0.27845
-10 -0.00588 -0.18247 -0.8645 -0.0378 0.70372 -0.16519 31 -0.0041 -0.33605 -0.59566 0.06394 2.09611 0.27469
-9 0.003891 -1.3982 0.2533 -0.0339 0.44546 -0.06559 32 0.01561 1.579569 1.361298 0.07955 2.26658 0.20596
-8 -0.00538 0.52361 -0.4025 -0.0393 0.52981 -0.0874 33 0.01124 1.571149 1.215 0.09079 2.43385 0.29143
-7 0.018628 2.2956 1.24743 -0.0207 0.91565 -0.04113 34 0.00371 0.528237 0.440567 0.0945 2.47857 0.3332
-6 -0.00647 -1.05678 -0.8514 -0.0272 0.72385 -0.10609 35 0.00694 0.744195 0.753493 0.10144 2.54757 0.32695
-5 0.01898 2.39367 1.77692 -0.0082 1.11267 -0.02273 36 -0.0034 -0.80796 -0.31429 0.098 2.4389 0.26552
-4 0.009795 0.87524 0.63261 0.00162 1.24142 0.003107 37 -0.0079 0.396089 -0.62571 0.09008 2.46807 0.21129
-3 -0.0105 -1.29599 -0.8243 -0.0089 1.01474 -0.0207 38 0.00423 0.138486 0.581146 0.09431 2.46798 0.38477
-2 0.016869 1.53905 1.80527 0.00799 1.24809 0.025398 39 -0.0021 -0.28742 -0.30994 0.09218 2.42037 0.39838
-1 0.01728 4.07425 0.7329 0.02527 1.87659 0.03183 40 -0.0008 0.368803 -0.11725 0.09133 2.44636 0.37585
0 0.05755 4.57393 2.40867 0.08282 2.56789 0.102937        

Note: Critical z- value at 5 percent is 1.96 and t- value 2.160
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Chart 1: Chart showing the AARs and CAARs for Bidding Companies 
(Raw Returns)

The result of our study with raw returns reveal that AARs 
are positive for 23 days and negative for 17 days before 
the announcement of M&A, whereas it is positive for 20 

days and negative for 20 days after the announcement of 
M&A. AARs are positive on the day of announcement.. 
CAARs are positive for 12 days and negative for 28 days 
before the announcement whereas it is positive on the day 
of announcement and after the announcement of M&A. The 
trend of AARs and CAARs after the announcement of M&A 
reveals that the share price movements persist. CAARs are 
negative for shorter windows except for -2 to +2 and -5 to +5, 
whereas for longer window period it is positive.  However 
CAARs are insignificant before and significant after the 
announcement of M&A. From above data that value of t 
statistics of AAR and CAAR after the announcement date of 
M&A is insignificant with insignificant value of ±2.160.
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 Table 2: Table showing the AARs and CAARs for Bidding Companies (Log Returns)

Day AAR z-Value t-value CAAR z-Value t-value Day AAR z-Value t-value CAAR z-Value t-value
-40 -0.0133 -1.35727 -1.69395 -0.0133 -1.3573 -0.0503 1 0.0113 0.43483 0.67136 0.15113 2.95306 0.36443

-39 0.0139 0.10639 -0.77542 0.00065 -0.8845 0.00113 2 -0.0158 -0.14751 0.616897 0.13533 2.89603 0.22028

-38 0.00283 -0.00325 1.860079 0.00348 -0.7241 0.01383 3 -0.0105 -1.64148 -1.71197 0.12483 2.61547 0.40157

-37 0.01405 2.31975 0.240894 0.01753 0.53281 0.04427 4 -0.0271 -1.61023 -0.51308 0.09768 2.34621 0.14177

-36 0.02019 2.1877 1.47064 0.03771 1.45493 0.11724 5 0.0249 1.70745 -1.53648 0.12255 2.57231 0.20597

-35 0.00123 -0.44178 1.564965 0.03894 1.1478 0.08965 6 0.039 2.72341 1.532763 0.16152 2.94205 0.29563

-34 -0.0169 -0.57802 0.064446 0.02206 0.84419 0.03444 7 0.0137 2.36516 3.08512 0.17525 3.25263 0.41199

-33 -0.0098 -0.96538 -1.65815 0.01231 0.44836 0.03592 8 -0.0092 0.37324 0.771181 0.16604 3.27258 0.27691

-32 0.00146 -0.26393 -0.80675 0.01377 0.33474 0.03383 9 -0.0051 -1.48691 -0.71126 0.16099 3.02941 0.3693

-31 -0.0228 -0.811 0.069499 -0.0091 0.0611 -0.0128 10 -0.008 -0.45268 -0.74338 0.15304 2.93618 0.66892

-30 0.01894 1.35355 -1.93261 0.00988 0.46637 0.02482 11 -0.0071 -2.32615 -0.34903 0.14594 2.58523 0.19014

-29 -0.0115 -0.73634 1.730843 -0.0016 0.23395 -0.0043 12 -0.009 -1.266 -0.64519 0.13695 2.38683 0.36983

-28 0.00744 1.26612 -1.27135 0.00586 0.57593 0.01929 13 -0.0218 -1.4037 -0.73743 0.11515 2.1736 0.28047

-27 -0.0034 -0.77434 0.762761 0.00246 0.34803 0.0075 14 0.0106 0.1983 -1.41048 0.12574 2.18049 0.2416

-26 0.00343 1.09294 -0.20923 0.00589 0.61843 0.01078 15 -0.016 -0.43504 0.757461 0.10975 2.1028 0.23311

-25 0.01323 -0.40032 0.173467 0.01912 0.49871 0.02874 16 0.0053 -0.03921 -1.91695 0.11503 2.07908 0.40943

-24 0.00965 2.58509 0.655421 0.02877 1.11079 0.04233 17 0.0098 0.00209 0.394443 0.12483 2.06135 0.27701

-23 0.0075 1.86179 0.576727 0.03627 1.51833 0.06435 18 -0.0014 0.05963 1.192534 0.12347 2.05157 0.44613

-22 0.00804 0.01257 0.500059 0.04431 1.48071 0.08773 19 0.0093 0.90944 -0.16125 0.13274 2.15181 0.46956

-21 -0.021 -0.81113 0.528348 0.02327 1.26185 0.04542 20 0.0029 0.78196 0.861936 0.13559 2.23422 0.3747

-20 -0.0006 -0.17659 -2.56711 0.0227 1.1929 0.08226 21 0.0049 0.56474 0.362915 0.14052 2.28785 0.53074

-19 0.00245 0.28759 -0.04843 0.02515 1.22679 0.06373 22 0.0061 0.99026 0.799101 0.1466 2.39438 0.70564

-18 0.00593 -0.57951 0.152466 0.03108 1.07899 0.05753 23 -0.0254 -1.1364 0.318235 0.12118 2.23355 0.18832

-17 -0.0169 -0.38867 0.422167 0.01418 0.97693 0.02999 24 0.0139 0.70163 -2.01093 0.13513 2.30333 0.3174

-16 -0.0035 0.05714 -2.16895 0.01072 0.96862 0.04085 25 0.0057 0.4129 2.253214 0.14085 2.33664 0.67575

-15 0.01286 1.9451 -0.21792 0.02357 1.33128 0.044 26 0.0262 1.53827 0.336687 0.16708 2.50707 0.29198

-14 -0.0131 0.55117 0.588281 0.01051 1.41247 0.01428 27 -0.0035 0.85255 1.622297 0.16361 2.59195 0.30051

-13 0.00326 -0.53069 -1.12796 0.01377 1.28672 0.03532 28 0.007 0.25559 -0.30268 0.17061 2.60387 0.44283

-12 -0.0111 0.25978 0.170908 0.00268 1.31258 0.00418 29 -0.0087 0.65299 0.383436 0.16195 2.66325 0.26363

-11 0.00585 -1.34146 -0.60903 0.00853 1.04561 0.01392 30 0.0041 0.19878 -1.33087 0.166 2.66802 0.75779

-10 -0.0035 -0.04835 1.001172 0.00506 1.01992 0.02574 31 -0.001 -0.14765 0.585522 0.165 2.63203 0.70796

-9 0.00476 -1.27276 -0.22885 0.00982 0.77886 0.01924 32 0.017 1.61667 -0.09487 0.18198 2.80315 0.51356
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0 0.05753 4.58128 0.734268 0.13988 2.92095 0.17362        

Note: Critical z- value at 5 percent is 1.96 and t- value 2.160
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Chart 2: Chart showing the AARs and CAARs for Bidding Companies (Log Returns) 
The above table and graph with log returns reveals that AARs are 
positive for 24 days and negative for 16 days before the announcement 
whereas it is positive for 22 days and negative for 18 days after the 
announcements. On the day of announcement it is positive and 
significant. AARs are negative for 34 days and positive for 47 days 

during the whole window period and it is insignificant. CAARs are 
positive for 37 days and negative for 3 days before the announcement   
and positive for all 20 days after the announcement of M&A. CAARs 
are negative for shorter window and positive for longer windows, and it 
is insignificant.

6. Findings and conclusions 
This study has attempted to quantify the initial short-term capital market 
response to merger announcements that have occurred within the Indian 
Power industry during 2000 to 2013 by using an event study 
methodology. This study reveals that CAAR of 40-day before and 40-
day after the M&A announcement is not significantly different from 
zero for acquiring company shareholders. From the above study it is 
found that the acquiring firm shareholders are getting a significant 
positive CAAR from the announcement of merger and therefore the 

shareholders do reap abnormal return. So, the results indicate that M&A 
activities of the acquiring firms succeeded to increase the wealth of their 
shareholders. The above results confirm the validity of the hypothesis 
that “M&A announcements have significant impact on stock returns”.  
The future research may also be directed to examine the acquisition and 
takeover deals in the same and other industries for a detailed stock price 
reaction. One can broaden the scope of the study to analyze the other 
factors like ROI, ROE, EPS, etc., in addition to the share price of the 
acquiring and target companies. 
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AARs are positive for 24 days and negative for 16 days 
before the announcement whereas it is positive for 22 
days and negative for 18 days after the announcements. 
On the day of announcement it is positive and significant. 
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during the whole window period and it is insignificant. 
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insignificant. 

6. Findings and conclusions : This study has attempted 
to quantify the initial short-term capital market response to 
merger announcements that have occurred within the Indian 
Power industry during 2000 to 2013 by using an event study 
methodology. This study reveals that CAAR of 40-day before 
and 40-day after the M&A announcement is not significantly 
different from zero for acquiring company shareholders. 
From the above study it is found that the acquiring firm 
shareholders are getting a significant positive CAAR from 
the announcement of merger and therefore the shareholders 
do reap abnormal return. So, the results indicate that M&A 
activities of the acquiring firms succeeded to increase the 
wealth of their shareholders. The above results confirm the 
validity of the hypothesis that “M&A announcements have 
significant impact on stock returns”. 

The future research may also be directed to examine 
the acquisition and takeover deals in the same and other 
industries for a detailed stock price reaction. One can 
broaden the scope of the study to analyze the other factors 
like ROI, ROE, EPS, etc., in addition to the share price of 
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Abstract : Every system has constraints —minor and major bottlenecks.  It makes managing constraints even 
more challenging when bottlenecks move: up-and-down the process paths. This phenomenon is applied even to 
a fast food restaurant, where the continuous  improvement is the must for any entrepreneur to grow and survive. 
Every system has a constraint — that is neither good nor bad — but just a fact of dynamic systems.  Once the 
constraints are identified, then the next step is to manage it. Under normal hours, the constraint functions 
reasonably well.  Under peak volume, the constraint is not able to fulfill demand. Hence to manage this, Six 
Sigma has a design that is used to eliminate wastes and make workplaces and processes more efficient. In an 
industry like fast food where every second counts, and the goal is speed and efficiency, utilizing Six Sigma to 
improve processes could prove to be a very useful resource. The fast food industry thrives on being quick and 
efficient in everything that they do. When processes slow down, people are not satisfied and things are not 
operating at their best. This can make any fast food business find a need for process improvement no matter 
how big or small. Fortunately, Six Sigma has a variety of tools that can be used to make things better in any 
situation. The objective of the study is to develop strategies to implement six sigma among the Indian Fast food 
restaurants.

Key Words : Six sigma, customers, defects, strategy, quality, fast food
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1. Introduction : Fast food is about getting the customer’s 
orders out to them as quickly as possible. There is a set process 
for every order on the menu. There are circumstances that 
arise which can cause a bottleneck in the system of getting 
food out to the customer on time. The processes in a fast 
food restaurant includes on the line making the food and 
the employees taking the orders. One of the most common 
issues of process improvement in fast food is the quality and 
speed in which everything is completed. The goal is to serve 
the customer quickly and efficiently and get them on their 
way so that they can enjoy an actual fast food experience 
as it was designed to be. When little things go wrong in the 
process, this is no longer possible. To avoid such possibility, 
the fast food process can use Six Sigma...

2. Theoretical Background : Six Sigma is a set of 
techniques and tools for process improvement. It was 
developed by Motorola in 1986. Jack Welch made it central 
to his business strategy at General Electric in 1995. Today, 
it is used in many industrial sectors.
Six Sigma seeks to improve the quality of process outputs 
by identifying and removing the causes of defects (errors) 
and minimizing variability in manufacturing and business 
processes. Each Six Sigma project carried out within an 
organization follows a defined sequence of steps and has 
quantified value targets, for example: reduce process cycle 

time, reduce pollution, reduce costs, increase customer 
satisfaction, and increase profits. The term Six Sigma 
originated from terminology associated with manufacturing, 
specifically terms associated with statistical modeling of 
manufacturing processes. The maturity of a manufacturing 
process can be described by a sigma rating indicating its 
yield or the percentage of defect-free products it creates. 
A six sigma process is one in which 99.99966% of the 
products manufactured are statistically expected to be free 
of defects (3.4 defective parts/million), this defect level 
corresponds to only a 4.5 sigma level. Motorola set a goal of 
“six sigma” for all of its manufacturing operations, and this 
goal became a by-word for the management and engineering 
practices used to achieve it. It serves as a foundation for 
innovation throughout the organization, from manufacturing 
and software development to sales and service delivery 
functions.

Methodologies : Six Sigma projects follow two project 
methodologies inspired by Deming’s Plan-Do-Check-Act 
Cycle. These methodologies, composed of five phases each, 
bear the acronyms DMAIC and DMADV.
DMAIC is used for projects aimed at improving an existing 
business process.
It	has	five	phases	:

• Define the system, the voice of the customer and their 
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requirements, and the project goals, specifically.
• Measure key aspects of the current process and collect 

relevant data.
• Analyze the data to investigate and verify cause-and-

effect relationships. Determine what the relationships 
are, and attempt to ensure that all factors have been 
considered. Seek out root cause of the defect under 
investigation.

• Improve or optimize the current process based upon 
data analysis using techniques such as design of 
experiments, mistake proofing, and standard work to 
create a new, future state process. Set up pilot runs to 
establish process capability.

• Control the future state process to ensure that any 
deviations from the target are corrected before they 
result in defects...

DMADV is used for projects aimed at creating new product 
or process designs. The DMADV project methodology, 
known as DFSS (“Design for Six Sigma”), features	 five	
phases :

• Define design goals that are consistent with customer 
demands and the enterprise strategy.

• Measure and identify CTQs (characteristics that are 
Critical to Quality), product capabilities, production 
process capability, and risks.

• Analyze to develop and design alternatives
• Design an improved alternative, best suited per analysis 

in the previous step
• Verify the design, set up pilot runs, implement the 

production process and hand it over to the process 
owner(s)

The practical issue in Six Sigma measurement of service 
processes is the careful characterization of what a defect 
is – qualitative or quantitative. The measurement data can 
be discrete or continuous depending upon the context. 
Customer satisfaction when measured qualitatively needs 
to be converted into an equivalent quantitative measure 
such as “overall satisfaction on a scale of 1 to 7.” Any score 
below 6 could be considered a defect in the case of a strong 
customer service-critical process, while in a less customer 
service-oriented process a lower score could be acceptable. 
In fast food industries, the highlighted area is quality of time 
and the defect in speed of supply will not be tolerated.

3. Research Methodology : Based on the interview of 
restaurant owners, they can use the methodology of Six 
Sigma DMAIC (Define, Measure, Analyze, Improve and 
Control) to learn what works – and what doesn’t – in their 
restaurants. Instead of basing decisions on guesswork and 
reacting to new challenges, training for Six Sigma will 

teach them how to gather and analyze real data, measure the 
effectiveness of their decisions and implement processes for 
improvement in real-time.
The critical error we see in restaurants and hotels every day 
is the manager or owner running from small fire to small 
fire every day attempting to solve the obvious symptoms 
of a problem that arises. If an owner could stand back and 
recognize that identification and elimination of the root cause 
of a problem is actually the correct process then naturally 
the business becomes more efficient and the problems are 
eliminated. This situation seems so obvious but is so rarely 
implemented. Root Cause Analysis (RCA) is a Six Sigma 
method which forms part of continuous improvement and 
most importantly is best applied to restaurants due to the 
reactive nature of management and the net result is by default 
the decrease in problem recurrence. The Six Sigma RCA 
allows one to understand there is probably more than one 
root cause of a single problem and therefore more than one 
corrective action. It also defines the process to find/identify 
the root causes ranging from the “5 Whys” to the “Ishikawa 
Diagrams” all designed to find the right tool to find the root 
cause of a problem. The application of RCA within our 
clients has had dramatic results almost instantly, moving 
past the theoretical problem solving and actually creating a 
turnkey restaurant with process driven problem solving and 
eventually the ability to predict probable failures.
The largest issue we found for application of Six Sigma to 
fast food restaurant clients is identifying and understanding 
the difference between the standard product based six sigma 
studies (manufacturing) and the service base, in general, the 
new issues in service arise based on 3 core differences: 
Inseparability : The customer is involved in the actual 
production process, the service is delivered and consumed 
at the same time.
Perishability : Being intangible, the service cannot be 
stored.
Heterogeneity : difficulties in standardizing services every 
time for every customer. The goal however, remains the 
same, reduce costs by eliminating defects. It creates the 
recognition that six sigma alone does not suffice, because 
a restaurant does have a production line (manufacturing) as 
well as a service component which is where the importance 
of LEAN comes in and its execution alongside that of six 
sigma can truly yield the greatest results. Six sigma is 
based upon philosophy and lean is based upon techniques 
but technically Lean is part of the six sigma methodology. 
If Six Sigma is the culture and Lean is the process, then 
it is achievable. Lean thinking tells us that quality is the 
extent to which goods or services meet or exceed customer 
expectations. Customer satisfaction should lead to repeat 
utilization of the service (recurring guests); so if ‘zero 
defects’ are the goals of manufacturing then ‘zero defection’ 
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should be the sign of quality coming to a restaurant. 
The core of Six Sigma is defined as Y= f(x), where Y is the 
product or service that has to be improved and ‘x’ is a set 
of factors that influence Y. ‘f’ is the function that defines 
the relationship between ‘Y’ and ‘x’. Six Sigma is all about 
finding the critical ‘x’ which affect the ‘Y’ or output of the 
process (Product or service).
Six Sigma technique of DMAIC helps to create more 
effective marketing for restaurant – which can also help 
increase sales. Using real data to target best-fit customer and 
measure results can make a huge difference in a marketing 
strategy’s effectiveness. Instead of a scattershot approach, 
it helps to focus on the right audience. Results can be 
measured and helps to immediately implement necessary 
improvements. DMAIC technique can also be used to 
improve profitability. 
For someone who is familiar with six sigma, would they 
not prefer to eat in a restaurant or stay at a hotel where they 
know the principles have been implemented and by default 
would the restaurant or hotel facility not see a significant 
increase in both customer experience and bottom line from 
this process? The question is how to educate our clients on 
an unknown process that seems too corporate or too out of 
their league, or in many instances too unknown.
In a new quick serve concept that is looking to test the 
feasibility of a specific product or cuisine the metric could 
be number of guests through a door per day and the average 
transaction achieved per guest. In this instance if the two 
metrics are in line with expectations, it means the product is 
viable and now a focus can be on improving the processes 
to achieve greater financial results – now a focus can be 
put on customer wait time, speed of food delivery and so 
forth, all covered by Lean (infinite queue assumptions) 
and will provide the modifications to the model to see the 
desired financial return. This is the backbone of Lean and 
Six Sigma.
In the example of Starbucks, as per Pete Abilla’s fantastic 
series: It seems that the majority of the effort in the 
Starbucks adoption of lean manufacturing principles is 
around increasing the quality of the coffee, more consistent 
taste outcomes, and on reducing the time it takes to make 
coffee and serve the customer.

4. Results and Discussion : Six Sigma is very effective 
and beneficial for fast food chains that need to cut costs and 
increase revenues. Fast food experiences a lot of waste and 
problems with inventory control, proper use of staff, and 
issues with poor process. It points out to fast food management 
how to spot bottlenecks causing slowing of production and 
find creative ways to eliminate them. Six Sigma also teaches, 
in the fast food restaurant industry how to reduce waste. 
There is a lot of food wasted in this type of business. This 
only means cost. When an employee goes through 6 sigma, 

they will have the ability to identify unnecessary waste. 
Waste in fast food can include purchasing unnecessary 
resources for cleaning, production, and employees. It may 
mean reorganizing staff members and utilizing them more 
effectively throughout the restaurant too. Inventory control 
is a big factor with fast food restaurants. It is one of the 
highest expenses and biggest waste factors. Through Six 
Sigma, they will learn about how to effectively manage 
and control inventory so there is as little food wasted as 
possible. In addition, they will be able to identify how to 
properly order food necessary to make it through the day 
without running out of specific products before the closing 
of the business day. 
The six sigma team would most likely do the following :

a. To reduce wait times, additional personnel are put 
on duty at peak times. During these busy times, the 
function of order taker and cashier are separated from 
the function of order fulfillment (also improves order 
accuracy) and a second window used. Drink dispensers 
are located near the pickup window to reduce walk 
time. Customers are allowed to phone in or fax in 
orders.

b.  To improve the accuracy of the orders, the order is 
repeated to the customers and confirmation requested. 
Some fast food chains have computer screens so that the 
customer both sees and hears the order being repeated. 
The order is confirmed again at the pickup window.

c.  To insure that food remains hot until it arrives at the 
destination, changes have been made in the packaging. 
A simple aluminum foil wrapper helps to keep the heat 
in.

d.  To improve the accuracy of change, the cashier pushes 
iconic buttons defining the content of the order and the 
machine calculates the cost plus any tax. The cashier 
enters the amount received and the machine calculates 
the correct change.

e.  As a control mechanism, timers are used to record 
customers wait times.

Customer satisfaction is a multistage process where levels 
of satisfaction are multiplied as different facets of the 
service are exposed to the customer. These facets cover a 
broad range from ethical practices of the business to timely 
response to knowledgeable staff etc. So for instance no 
matter how fresh and tasty a McDonald’s burger is, for a 
customer who has moral issues with the low wages of their 
employees, fulfillment will never be attained. The key 
notion is that different customers have different patterns 
of expectations for the components involved and so, is it 
possible to have zero customer defection? Not everyone 
likes the same things and thinks in the same way and thus 
the service provider must focus on the elements that will 
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please the majority only. Also as services are intangible, 
there are greater problems in the measurement of quality, 
as mentioned, what constitutes quality may be different for 
different individuals based on their perceptions and past 
experiences and thus what defines defect in services? Often 
this will be an obvious matter of simply delivering what is 
promised, yet in most cases reliance on customer feedback, 
complaints and measurement will have to be used for 
awareness of issues. Six Sigma advocated the measurement 
of such variables as the only way to gain insight into service 
defects.
In summary, the importance of Lean & Six Sigma in a 
restaurant or hotel can have incredible returns for the operator 
in building a stronger customer, increased efficiency and 
most importantly impact on the bottom line

5. Conclusion : As a management philosophy, Six 
Sigma has transformed countless organizations worldwide 
and hence, every fast food restaurant owner can use Six 
Sigma methodologies as a strategy to run their restaurants 
more efficiently and profitably. Six Sigma efforts in 
service processes can increase customer satisfaction and, 
consequently, increase sales. They also have the potential to 
increase operating margins by reducing processing time and/
or human resources needed. Both of these have the effect of 
boosting revenues and profits for any company. To realize 
the full potential, it is essential to pay attention to sensible 
and wise measurement in the application of Six Sigma to 
service processes.
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Abstract : Globalization and technical revaluation is raising several challenges to the software development 
sector. Over the past 50 years, software has evolved from a specialized problem solving and information 
analysis tool to an industry, but in itself having traversed a progressive path to sustainable business. The 
objective of this study is to plot the landscape of current knowledge in the terms of the aspect of productivity 
and find out the impact factor on the software development productivity. To resolve such problems, “Software 
Development Practitioner” must find out a flexible way for development like “JUGAAD” the Indian common 
man’s philosophy to achieve dream goal with passion. With the baseline “Technology never fail it will failure 
to produce best result due to opponent opportune.” The researcher has made earnest attempt to study the steps 
to be undertaken for the flexible module for development of required software. The goal of this paper is to 
rectify the of present hurdles and hassles in development approaches and to explore need of flexible approach 
by “Software development methodologies process efficiency calculation system” on the basis of reference of 
available economic model and its application of software development process. 

Key Words : Software Development Approach, Factor Affect Software Development Process, Economic Model, 
JUGAAD- The Flexible Approach
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1. Introduction : Since 1960 software has become part of 
society and brings revolution of “change and improvement 
of economic growth”. But still today Software Development 
Organization is facing the problem of failures [7, 8]. It is 
quite natural that one can recognize the question “Why is 
the development results trip down?” With this Inspiration 
to rectify the failure part, this study is carried out. The 
researchers has made workaholic ardent efforts by way of 
distinctive permutations and combinations variables in the 
Technological factors and review of relevant literature on 
“software development productivity and analyze its impact 
factors to reformulate and customize software and its policy 
to gain expected and design results.

2. Article Architecture :  
Figure 1: Articles study flow diagram

The aim of this paper is understand realistic values of the 
approach. In section I article outline diagram. In section 
II introduce Software development Productivity by its 
existence, affecting Factors, Strategies for enhance software 
development productivity and Challenge for software 
development Process. In section III introduce methodology 
and observation. In section IV Discussion included by 
Implication, Interpretation, and Suggestion. In section V is 
concluding and scope of further work.
Software Development Productivity : Traditionally 
software development is measurement of thousands of 
line of code (kloc) per week hours [9, 13]. But software 
development activity is transformation of ideas of users 
in to product [9, 11]. To measure the real productivity of 
software development, it need to look at how efficiently and 
effectively developer turns idea into software. 

Figure: 2 : Model Of Software development Productivity
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Existence of Software Development Productivity : 
The existence of software development productivity, can 
analyses from its success rate of project [11]. A project 
success rate from reported survey interprets Minimum 10% 
project fails and 45% project fetch the challenging state. 
Means 45 % project it is not fails or success [6, 12]. This is 
motivated to carry out the study with quite natural but very 
sensitive question “If we have such a great tool in our hand 
in the sense of existing software development approach then 
why are the development results so ragged? What causes 
behind it.

Figure 3 : 
Secrete of Software development approach or methodologies Success

Success rates by development paradigm Standish Chaos Report : 
2004-2011. Copyright © 2012 by The Standish Group International, Inc.

Success rates by development paradigm Report: 2004 – 2009. 
adopted from Dr. Kevin Thompson

Causes behind Software Development Productivity 
trip-down : In this consideration, basic thought of system 
is every output having two aspect, participant and process 
aspect. So, if software project productivity is output then 
it must having project is participant and its developing 
methodology is process.
The study reveals that, every project is unique with 
more than one successful option available in the sense of 
developing software methodology. But, unfortunately there 
is not definite about which methodology will give us success 
or help us to get best productivity because each one having 
pitfalls [1, 2]. This will create confuse environment and 
increase level of uncertainty and complexity. It is one of the 
strong causes behind software project trip down

Challenges for Software Development Process : The 
baseline of this study is “Technology never fails it will 
fails due to utilization of it in opponent opportune” So it 
is necessity to utilize suitable methodology in suitable 
opportune or Project for enhance software development 
productivity [1, 2, 3]. But, in that concern, there is not much 
more attention reported or received so far.
Thus our hypothesis is “Feasible formation of the project 
and its development methodology transfer opportunity of 
flexible approach”. 

3. Research Methodology : 
Qualitative Solution for hypothesis by The Economic 
Model : In this consideration, here we consider over 
quantitative solution by prototype model “Software 
development methodologies process efficiency calculation 
system” on the basis of literature review and publish 
literature [4, 5].This prototype module is constructed by 
using platform: (Trial version of Visual Basic 6.0, Ms-
Access 7, Fusion Chart) This module is implemented only 
for projected study purpose.

Figure 4 : Output screen of Economic Model

Observation : Result by exploiting above “software 
development methodologies efficiency calculation system” 
model specifies that level of uncertainty, duration or 
development time, requirement change rate and the level 
of preplanned cost of project or module has a playing vital 
role and has influence on effectiveness in the process and its 
impact over project success or productivity.
We come across that, 

i. At high planning cost oriented organisation or 
development methodology are not suitable to the 
change of development or increased uncertainty 
level while low planning cost oriented organisation 
or development methodology are suitable in such 
environment.

ii. At high uncertain environment the process effectiveness 
reduces rapidly because of longer project duration and/
or higher level of preplanning project costs.
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4. Discussion : 
Implications : Uncertainty level, development time, 
requirement change rate and anticipated project or module 
planned cost level is sketch line of control for process 
efficiency. At a same time that development approaches 
having own suitable situation where produce the best 
result. 
It directly reflects to get better efficiency in entire process, 
it is must to settle uncertainty level, development time, 
requirement change rate and project or module planned 
cost level by utilizing suitable development approach with 
consideration projects contributing modules aspect. 
Interpretation : Based on the above study the interpretation 
state that, “Projects has diverse aspects, which can be 
customize (developed) as per the demand for efficient 
application as well as it may reduce the development 
expenditure, if any”. Though this is conflict to current 
trend of development process but it required for better 
productivity.
Let’s consider project “a” having 3 contributory modules 
form that 2 modules having uncertain and 1 module having 
certain aspect then by the mean of aspect project is having 
uncertain aspect. For this project development practitioner 
surly allocate practice driven approach with outward 
appearance of agile development methodologies family. 
As a resultant project may be success in development with 
increasing development cost due to one module heaving 
certain aspect it is develop by practice driven instead of plan 
driven. 
Thus the configuration of ‘Project Modules’ and ‘Software 
Development Methodology’ should be on the need base. 
Application of such project or software development 
certainly enhances the productivity. But to establish such 
kind of configuration, it requires formation opportunity of 
flexibility for better performance.
Suggestion : In this consideration, this study hopefully 
suggests to development practitioner to concentrating 
over “JUGAAD” –the philosophy used by people in India, 
Pakistan and South Asian countries. The word originate 
Jugaad, (Hindi : OwJmS) is a Hindi-Urdu term. These people 
applied this term “Jugaad” to a creative or innovative idea 
providing a quick, alternative way of solving or fixing a 
problem with available resources on the basis of feasible 
and flexible consideration like “Just Utilization Gaining 
Architectural Arrangement Development” for achieve 
dream goal with feasible and flexible consideration. 
By this inspiration study interprets “Jugaad” is way to 
enhance software development productivity. There is 
various definitions available in different manner and reflect 
the underlying scientific philosophical way of thinking and 
disciplines [10]. 

Figure 5 : A Practical application of “JUGAAD” in live experiment.

“JUGAAD” is anchor the practice of highly effective  
innovators in complex settings like emerging economies  
a live experience with feasible and flexible consideration.

5. Conclusions & Recommendations :
Conclusion : So to avoid complexity and problem in 
developing the software, it should be need base by taking 
into account the certainty or uncertainty aspect separately. 
Based on the actual need and situation the allocation of 
suitable Development Methodology can be made. The 
practice of concentrate over projects contributory modules 
and subsequent state may be less effective and not flexible.
Scope of further work : Here one more important thing 
there is no any publication or notification which will 
identified, analyze uncertainty at modeling process and 
before estimation process. That will assist to the developer 
to choose and design accurate software development 
methodology for efficient development on the basis of CMMI 
Level- 5, “past experience and continuous improvement is 
best guide to development process.” 
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Abstract : Commercial banks as financial intermediaries between the savers and lenders, on the one hand, and 
the borrowers and investors, on the other, in an economy play a significant role in mobilising the savings of the 
people for productive investment. Besides, the presence of banks and the different types of savings schemes/
products which they offer to the savers and the loan products they create and offer to the borrowers, investors 
and consumers encourage the habit of thrift and savings in the economy. Since the loans granted by the banks 
are their assets, the nature of their lending activity and the extent of its diversification can be understood from 
the nature and composition of their assets. The creation of saving and loan products of different types that suit 
the levels of income and saving habits of the people and the needs of the borrowers require entrepreneurship 
on the part of the banks in creating such financial products and services.. Banks are, in reality, monetary 
entrepreneurs and the asset composition of the banks show the extent of their entrepreneurial ingenuity. This 
paper attempts to review the nature of the commercial banks as monetary entrepreneurs and the extent of sectoral 
coverage and asset diversification by the banks in India in recent years so as to highlight their entrepreneurial 
role in the monetary field.

Keywords : Banks, Monetary-entrepreneurship, Deposit-diversification, Asset-diversification, Asset-selection
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1. Introduction : Commercial banks as financial 
intermediaries and institutions play a significant role in 
a modern economy based on the large scale system of 
production and exchange which is increasingly becoming 
credit – financed. As financial intermediaries banks act as the 
link between the savers and the lenders on the one hand and 
the investors and the borrowers on the other. The increasing 
intermediation by the banks between the savers and the 
investors leads to the productive investment of the savings 
of the people which would, in the absence of the banks, go 
waste in the form of idle cash or money balances held by the 
people since money acts as the ready and convenient store of 
value or store of savings for the people in a money economy. 
Banks, as monetary intermediaries among the people, savers 
and investors, facilitate the mobilisation of the savings of the 
people for productive investment which leads to the growth 
of the economy, employment and income through the 
multiplier effect of such investment on the economy. This 
requires a well-developed and balanced development of the 
banking network, which is extensive as well as inclusive, in 
the country. Such extensive, intensive and inclusive banking 
in the country requires entrepreneurship on the part of the 
banks in devising the ways of expanding the banking system 
so as to increase banking intensity in the country and to 

increase its geographical coverage and inclusiveness in the 
economy. The banks are basically, and in reality, monetary 
entrepreneurs.1

This paper is an attempt to review the nature of the 
commercial banks as monetary entrepreneurs and the extent 
of sectoral coverage and asset diversification by the banks 
in India in recent years and to bring out their trends and 
implications.

2. Banking Coverage in India : While the presence 
of a bank branch in a locality implies the availability of 
banking or financial facility for the people in the locality, the 
extent of the use of the facility by the people, individuals, 
agriculturists, businessmen and traders for undertaking 
productive activity or consumption activity, which generates 
demand for goods and services that spur productive activity, 
is indicated by the nature of the sectoral financing by the 
commercial banks in the country. A scheme of financing by 
the banks that makes bank credit available to the different 
types of economic and productive activity in the country will 
accelerate the rate economic development of its economy.
Commercial banks were traditionally concentrating on the 
financing of trade and commercial activity in the country 
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and were neglecting the credit needs of agriculture, small 
scale industries, retail trade, education, consumption 
activities the growth of which are important for the rapid 
and balanced development of the country’s economy.2 The 
rapid development of the economy of the country, however, 
requires a balanced development of the different sectors of 
the economy. This requires the extension of timely credit to 
such activities by the banks through convenient schemes of 
financing. It is here that the banks have to develop different 
types of financing schemes that are convenient and suit the 
needs and requirements of the borrowers in the different 
sectors of the economy.3 

3. Banks and Monetary Entrepreneurship : The 
basic function of banks as monetary intermediaries between 
the savers and the borrowers involves. First, the creation of 
different types of savings schemes that are offered to the 
savers for encouraging the individuals to save and hand them 
over to the banks in exchange for such savings schemes; and 
Second, the creation of different types of lending schemes 
through which the funds collected from the savers are lent to 
the borrowers who use such funds for productive purposes.
These two aspects of the functioning of the banks require 
entrepreneurship on the part of the banks in devising 
different types of savings schemes, savings products or 
financial products that are attractive to the savers in terms 
of their yield, or the rates of interest that they earn for the 
savers, so that they are encouraged to save and deposit such 
savings with the banks.

4.	Individuals’	Use	of	Bank	Deposits	:	Money acts as a 
medium and a convenient store of value for individuals in a 
modern money economy. Though money acts as a convenient 
medium that does these functions, it is an idle asset and 
earns no income for the individuals.4 It is here that bank 
deposits act as an income yielding medium of saving for the 
people. For majority of the small savers the only medium of 
investment is depositing their savings with the banks, which 
in their turn use such deposits/savings of the people for 
lending to the borrowers who use such money for productive 
purposes. This intermediation function of the banks can be 
speeded up if banks use entrepreneurial ingenuity in devising 
appropriate and attractive deposit schemes that are i) liquid 
like cash; and ii) income yielding. 

5. Liquidity of Deposits : Since individuals save with the 
motive of utilising such savings in the future for transactions, 
such schemes should be sufficiently liquid in nature so that 
they can get cash without delay. While the savings deposits, 
which can be withdrawn by the depositors when they want, 
the term or fixed deposits cannot be withdrawn before 
maturity and hence are not liquid in nature.
Banks have devised different methods of imparting liquidity 
into their deposit schemes, such as facility of closing the 
deposits prior to their maturity, provision of overdraft 

facility, which is basically a loan facility, on their deposits, 
provision of loans against the security of the deposits, etc. 

6. Income Yielding : Depositing savings in the bank 
by the savers involves a sacrifice, the sacrifice of parting 
with liquidity as Keynes5 had put it, which needs to be 
compensated in the form of interest. Besides, the travel to 
the bank for depositing savings and for their withdrawal in 
times of need involves cost and inconvenience.6 These have 
to be adequately compensated by the banks in the form of 
interest on deposits. Besides, the deposits of the banks are a 
source of the funds they use for lending and earn an income 
in the form interest, which is facilitated by the depositors 
and hence they have to be remunerated by way of interest 
on deposits.
Hence, the deposits of the banks have to be income yielding, 
by way of the interest earned on them, in order to attract 
deposits. A well thought out structure of rates of interest on 
deposits of different types and maturity, irrespective of the 
size of the deposits, is important for attracting deposits by 
the banks from the savers.

7.	 Deposit	 Diversification	 :	 The resources which the 
banks receive in the form of deposits come from people 
with different levels of income, financial responsibilities 
and commitments and with different consumption habits, 
patterns and saving abilities and habits. The deposits that the 
banks offer to the depositors have to be diversified in order 
to cater to the needs of the different people. The success 
of the banks in devising such deposit schemes depends 
on their entrepreneurial skill and sagacity. The banks now 
have a much diversified portfolio of deposits, unlike the 
two types of deposits, current deposits and term or fixed 
deposits, which they were offering during the initial years 
of commercial banking. Even the savings deposit scheme 
was an innovation when it was introduced, combining in 
it the elements of earning income like the term deposit and 
liquidity like the current deposit. 
The banks now offer a variety of deposit schemes to the 
depositors, besides the traditional current and time deposits, 
such as daily deposits of small amounts, deposits linked 
for specific purposes, minors’ deposits, deposits schemes 
attached with insurance benefits, pension benefits, etc. in 
order to encourage the savers to save and collect them for 
lending to the borrowers. Such deposit schemes not only 
induce the people to deposit their savings with banks, but 
also encourage the habit of thrift and saving among them.

8. The Pigmy Deposit Scheme - An Early  
Innovative Deposit Scheme- A Step Towards 
Inclusive Banking : Mention needs to be made in this 
context of an early innovative small savings daily deposit 
scheme, called the Pigmy Deposit7 scheme by the South 
Kanara based Syndicate Bank that can be described as the 
pioneering step towards inclusive banking in the country 
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in 1928, long before the present day official stress on 
inclusive banking and financial inclusion in the country. The 
scheme became popular among the people very soon and 
its popularity led to the introduction of similar schemes by 
other commercial banks as well.
The scheme is a daily deposit scheme under which a 
depositor can deposit daily an amount as low as two Annas, 
(which is twelve Paise now), raised later to twenty five Paise 
in a couple of years. The deposits are collected daily at the 
door steps of the depositors by the agents of the bank. The 
depositors can avail themselves of loan facilities against the 
deposit in case of need before its maturity, a scheme that 
adds an element of liquidity to the deposit. The fact that 
the deposits are collected at the door steps of the depositors 
makes it very convenient to the small depositors to deposit 
their savings with the banks, a method of making the bank 
move virtually to the door steps of the depositors, rather than 
the depositors going to the banks, spreading the message of 
thrift and saving among the poor sections of the society. 

9. The Financing or Lending Aspect of the Banks : 
While accepting deposits from the people is one aspect of 
the functioning of the banks, the aspect of gathering the 
resources, lending to the borrowers is the other aspect of the 
primary function of banks as monetary intermediaries, an 
aspect that earns income for the banks since the loans granted 
by the banks form the major source of their income. 
The successful functioning of thee banks requires 
devising and introducing different lending or financing 
schemes that suit the different purposes of the borrowers, 
industrialists, businessmen, agriculturists, consumers and 
other individuals, who borrow from the banks for various 
purposes. The commercial banks in India were traditionally 
lending only for a narrow range of economic activities in 
the field of trade and industry in the country’ and a large 
section of the county’s economy was devoid of credit from 
the banks. 
For instance, out of a total amount of credit of Rs. 583.28 
lakh lent by the commercial banks in India as on December 
31, 1951 an amount of Rs. 308.11 lakh, forming 52.8 per 
cent of the total, was lent to commerce, an amount of 
Rs.194.91 lakh, forming 33.4 per cent of the total, was 
lent to industry and the remaining 13.8 per cent of the total 
credit lent by the banks went to all the other sectors of the 
economy. The pattern of asset selection by the banks was no 
different even as at the end of December 1970, a year after 
the nationalisation of the fourteen major commercial banks 
in the country on July 19, 1969, with 63.5 per cent of the 
total credit of Rs.4,108.34 lakh going to industry and 17.3 
percent going to trade and commerce. Agricultural credit 
formed 7.1 per cent of the total, professional and personal 
loans formed 4.4 per cent, financial institutions received 3.6 
per cent and all the other sectors of the economy together 

received only 4.1 per cent of the total credit extended by the 
commercial banks in the country as at the end of December 
1970.8

Post 1969 Trends in Credit Deployment by Commercial 
Banks in India: An important aspect of the lending activities 
of the commercial banks in India since 1969, during 
Nationalised Banking,9 is the increasing diversification of 
their lending activities. The banks devised, under the direction 
of the Government, different schemes of lending in order to 
diversify their assets required to use the resources raised by 
them productively and also to spread the risk involved in 
lending. Further, a sectorally diversified lending portfolio 
of the banks leads to a balanced growth of the different 
sectors of the economy and results in the rapid growth of 
the country’s economy. A diversified loan portfolio of the 
banks, thus, have a socio-economic significance for the 
economy, besides its spreading effect on the risks involved 
in lending by the banks.

10. Need for Entrepreneurship : A diversified loan 
portfolio of the banks requires entrepreneurship on their part 
in devising lending schemes of loan products that will suit 
the business needs, levels of income and repaying capacities 
of the borrowers. A close follow up action on the part of 
the banks in supervising the proper productive use of the 
funds by the borrowers, end use supervision of the loans, is 
also necessary in order to ensure the productive use of the 
resources so as to generate the income required to service 
the loans in time and thereby avoid, at least minimise, the 
risk of their assets becoming non-performing assets. The 
entrepreneurial role of the banks, thus, does not end with the 
granting of a loan tailored to suit the needs of the borrower, 
but extends till the loan is finally repaid by the borrower in 
time.
The effectiveness of these two aspects, deposit mobilisation 
and financing the credit needs of the economy requires 
entrepreneurial ingenuity on the part of the banks. The non-
credit services of the banks, subsidiary functions of the 
banks, to the customers and to the economy and society are 
equally important in enlarging the business of the banks since 
the efficient and cordial rendering of such services attract 
new customers to the banks and increase their earnings and 
financial strength and stability. 

11.	Asset	Selection	and	Diversification	by	the	Banks	
in India : The Indian commercial banks have been showing 
an inclination to diversify their assets in recent years, first, 
during the period of nationalised banking from 1969 to 
1991, under the direction of the government, under what was 
popularly called the administered credit policy, and second, 
on their own initiative since 1991 after the introduction of 
banking sector reforms in 1991. Consequently, the loan 
portfolios or asset-structure of the banks in India are more 
diversified in nature in recent years than in the past, prior to 
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bank nationalisation. 
The pattern of the sectoral distribution of bank credit or the 
asset portfolios of the commercial banks in India during the 
period 1991 to 2004, at intervals, can be seen from the data 
presented in Table-I. Since banking sector reforms were 
launched in the country in 1991, marking the end of the 
period of nationalised banking in the country, the data in the 
table for the year 1991 show the intersectoral distribution 
of bank credit achieved in the country during the period of 
nationalised banking through a policy of directed lending or 
directed credit policy in the country during the period.
The data presented in Table-I show that out of the non-
food gross bank credit of Rs.7,28,422 crore extended by 
the commercial banks in India as on March 19, 2004, the 
priority sector  received 36.2  per cent, the    industrial  sector  
received  34.0  per cent, wholesale trade received 3.4 per 
cent and all the other sectors of the economy received the 
remaining 26.4 per cent of the non-food gross bank credit in 
the country. The corresponding figures for  the end of June 
1991 were 38.0 per cent, 39.4 per cent, 5.3 per cent and 17.3 
per cent of the non-food gross bank credit of Rs.1,19,821 
crore extended by the banks in India as on that date.
Table - 1 : Sectoral Distribution Of Commercial Bank Credit In India In 

Recent Years, 1991-2004
(Amount in Rs. Crore)

Sector
Amount outstanding as on

28 June 
'91

29 Mar. 
'96

23 Mar. 
01

19 Mar 
04

I.  Gross Bank Credit 1,19,821 2,31,697 4,69,153 7,64,383
II.  Public Food 

Procurement credit 5,316 9,791 39,991 35,961

III.  Non-food Gross Bank 
Credit

1,14,505 2,21,906 4,29,162 7,28,422
(100.0) (100.0) (100.0) (100.0)

a)   Priority Sector Credit
43,548 73,391 1,54,414 2,63,834
(38.0) (33.1) (36.0) (36.2)

b)   Industry (Medium and 
Large)

45,116 93,108 1,62,837 2,47,210
(39.4) (42.0) (38.0) (34.0)

c)   Wholesale Trade 
(Other than Food  
Procurement Credit)

6,028 11,993 17,845 24,867

(5.3) (5.4) (4.1) (3.4)

d)   Other Sectors
19,813 43,414 94,066 1,92,511
(17.3) (19.6) (21.9) (26.4)
Source : Reserve Bank of India- Report on  

Trend and Progress of Banking in India, Different Issues.
Note: Figures within brackets indicate  

percentage to non-food gross bank credit.

These data show that besides financing the credit needs of 
the traditional sectors of commercial bank lending in the 
country, the banks have been exploring newer areas for 
their financing activities. Personal loans or retail banking 
or retail lending is a new and growing area for commercial 

bank lending in recent years. 

12. Retail Banking or Retail Lending by the 
Commercial Banks in India : Lending to individuals in 
the form of personal loans for various purposes, popularly 
called retail lending by the banks, has been an innovation 
in commercial bank financing in India in recent years. The 
field has an increasing scope for bank lending particularly 
when the Indian economy is gradually transforming itself 
to a credit- economy from a cash- economy. The data 
presented in Table-II shows the extent of retail lending by 
the commercial banks in India in recent years. Personal 
loans amounted to Rs. 2,56,348 Crore out of a total amount 
of non-food gross bank credit of Rs. 10,04,833 Crore as on 
March 18, 2005, forming as high as 25.5 per cent of the 
total. The share of personal loans in total non-food bank 
credit declined to 21.6 per cent as on March 27, 2009 and 
then to 18.5 per cent at the end of March 2013. Personal 
Loans or Retail Lending by commercial banks include such 
loans as loans for the purchase of Consumer Durables, 
Housing, Advances against Fixed Deposits, (including 
FCNR(B), NRNR Deposits, etc.) advances to individuals 
against Shares, Bonds, etc., Credit Card Out-standings, 
Education and other Personal Loans. The exploitation of 
this new field for commercial banks’ lending requires the 
development of credit schemes of different types to suit 
the income and the consumption levels that the borrowers 
can successfully bear and service the loans in time without 
generating non- performing assets for the financing banks. 
Entrepreneurship and initiative is needed on the part of the 
banks for exploiting this emerging field of bank lending in 
India not only for enlarging the volume of credit extended 
by the banks but also to encourage the rapid expansion 
of the Indian economy through what is technically called 
consumption induced economic growth..

13. Technology-based Entrepreneurship : Modern 
advances in information technology and its applications have 
given rise to wide scope for entrepreneurship and innovation 
in the field of banking and financial transactions in the country 
nationally, and internationally. Such entrepreneurship and 
innovations take different forms such as computerisation 
of banking transactions, core banking, electronic banking 
transactions like depositing cash and withdrawals, money 
transfers, credit cards, debit card payment systems, etc. that 
have facilitated rapid expansion of banking transactions in 
the country in forms that reduce the necessity for hand to 
hand cash payments and transfers giving rise to benefits to 
the banks concerned at the micro level and economy in the 
use of currency and the accompanying advantages to the 
economy as a whole at the macro level.. 
The Prime Minister’s Jan Dhan Yojana: Mention should 
also be made of the initiation taken by the Prime Minister 
Mr. Narendra Modi in introducing the Jan Dhan Yojana in 
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the country, launched on the 28th of August, 2014, as an 
innovative measure to ensure total financial inclusion in 
the country. The scheme envisages a target of providing 
bank accounts to 75 million households in the country, 
which are now out of the baking ambit in the country, by 
January 26, 2015 against the earlier deadline of August 14, 
2015. The scheme, announced by the Prime Minister in his 
Independence Day address to the nation on August 15, 2014, 
was launched across the country on August 28, 2014. The 
account opened under the scheme is attached with a RuPay 
debit card with an accident insurance cover of Rs. One Lakh 
and a Life Insurance cover of Rs.30,000 which aim at making 
the scheme attractive. The account holder will also get an 
overdraft facility of Rs.5,000 based on his performance 
after a period of six months. The banks organised 77,852 
camps at different places across the country on August 28, 
2014, the launching day of the scheme, and opened around 
1.5 crore accounts on the opening day.10 

14. Conclusion : The above analysis shows that the Indian 
commercial banks have taken initiative in developing 
different deposit schemes and innovative lending or 
financing schemes in the country since 1969, since bank 
nationalisation, and in recent years since 1991, the year 
in which comprehensive banking sector reforms were 
launched in the country. Consequently, the pattern of credit 
deployment in the country by the commercial banks and 
the structure of their asset portfolio are more diversified at 
present than the pattern that prevailed in the country prior 
to 1969. Since the availability of timely credit at reasonable 
cost, rates of interest, is crucial for the rapid and balanced 

development of an economy, the increasingly balsnced 
sectoral deployment of bank credit in the country in recent 
years will pave the way for a rapid and diversified economic 
development of the country. 
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Table 2 : Sectoral Distribution Of Commercial Bank Credit In India In Recent Years, 2005- 2013
(Amount in Rs.Crore)

Sector
Amount outstanding as on

18 Mar 2005 28 Mar 2008 27 Mar 2009 Mar 2011 Mar 2013
I. Gross Bank Credit 10,45.954 22,47,289 26,48,501 37,315 49,642
II. Food Credit 41,121 44,399 46,211 NA NA

III. Non-food Gross Bank Credit
10,04,833 22,02,890 26,02,290 36,674 48,696

(100.0) (100.0) (100.0) (100.0) (100.0)

1. Agriculture and Allied Activities
1,24,269 2,75,343 3,38,656 4,603 5,899

(12.4) (12.5) (13.0) (12.5) (12.1)

2. Industry (Small, Medium and Large)
4,23,136 8,66,875 10,54,390 16,208 22,302

(42.1) (39.4) (40.5) (44.2) (45.8)

3.Services
2,01,080 5,53,185 6,46,765 9,008 11,486

(20.0) (25.1) (24.9) (24.6) (23.6)

4. Personal Loans
2,56,348 5,07,488 5,62,479 6,854 9,009

(25.5) (23.0) (21.6) (18.7) (18.5)

Memo  
5. Priority Sector

3,74,,953 7,47,380 9,15,886 N.A. N.A.
(37.3) (33.9) (35.2)

Source : Reserve Bank of India- Report on Trend and Progress of Banking in India, Different Issues.
Note :1. Figures within brackets indicate percentage to non-food gross bank credit. 2. Amounts for 2011 and 2013 are in Rs. Billion
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Abstract : Ethics is a set of principle of right conduct or a system of moral principle. It refers to moral values 
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1. Introduction : Ethics is a set of principle of right 
conduct or a system of moral principle. It refers to moral 
values and principles that guide action and behavior. There 
are certain solutions to meet the ethical challenges they are 
imparting of training in business ethics and morality, develop 
a professional code of conduct and follow of Uniform 
Commercial Code (UCC). Ethical values are important as 
they reduces the risks and costs, builds strong competitive 
position, attract more capital and foreign investment, 
gives international respects, brings reputation, ensures the 
sustainability of a business.

2. Review of Literature : Ethics concern an individual’s 
moral judgement about right and wrong. Ethics refers to the 
moral values and principle that guide action and behaviour. 
According to Towmey and Jennings (2011) business ethics 
refers to the application of ethics to business practices. It 
specifically refers to a branch of philosophy dealing with 
values related to the nature of individual’s conduct and 
business ethics translates to ‘balancing the goal of profits 
with values of individuals and society’. Ethics is a set of 
principles of right conduct or a system of moral principle. 
It is the study of business situations, activities and decisions 
where issues of right and wrong are addressed. Business 
ethics are the “the application of a moral code of conduct to 
the strategic and operational management of a business”.
 Post, Lawerance and Weber (1999) defines business ethics 
as the application of general ethical ideas to business 
behaviour. The owner of the business firm must understand 
that he or she is part of a community, group, society and a 
groups of professionals with ethical values and certain ideals 
concerning what is right and wrong or ethical and unethical. 
These ideals must be observed in the course of conducting 
business. Further they state that business ethics is not a 
special set of ethical ideas different from ethics in general 

and applicable only to business. Most importantly the owner 
must believe that he or she has ethical responsibilities as 
owner values are often the source for business culture and 
norms. Business owners must recognize that the right way 
to do business is also the ethical way.

3. Research Methodology : 
Information is collected through various secondary sources. 
The Objectives of the study are:

• To study the importance of ethics in business
• To study the approaches or solutions in addressing the 

challenges in business

4. Discussion on Importance of Business Ethics : 
In world disillusioned with globalization the importance 
of business ethics is greater than ever. Business needs 
to be a truly acting in a way which goes beyond purely 
profit based motivations, towards a model which works 
for everyone. What we can call the Triple Bottom Line; 
people, planet, profit. In the study “Does Business Ethics 
Pay” by the Institute of Business Ethics (IBE) it was found 
that companies displaying a “clear commitment to ethical 
conduct” consistently outperform that do not display ethical 
conduct. The following are benefits of ethics. 

• Ethics is cornerstone of corporate governance
• It ensures the sustainability of a business
• Good corporate reputation is built on a solid foundation 

of ethical culture
• It plays a major role in prevention of fraud
• It reduces risks and costs
• It creates strong competitive position
• It attracts more capital and foreign investment 
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• It increases profits
• It gives international respect for enterprises and 

emerging market
• It attracts more employees and enable the company to 

get the most talented employees. 
• It enhances leadership.
• It reduces stress for corporate managers and other 

employees.

5. Research Solutions in Meeting Ethical Challenges: 
Business ventures must increasingly recognize the value of 
people if they are to continually achieve competitive success. 
There are three areas on which businessmen should focus in 
order to meet their ethical challenges and responsibilities. 

a. Training in Business Ethics and Morality : Business 
firms and their employees need to become more 
educated and more aware of the need for ethics in 
business. They need to understand what ethics means 
and how to apply it.

b. Develop a professional code of ethics : Many 
businessmen lack a professional code of ethics for 
their business. This creates a challenge when such a 
code does not become part of business. Simply having 
a code of ethics will not do, it must become part of 
the institutional culture and practices and must be 
made visible, displayed visibly and promoted for 
stakeholders, such as customers, and community to see 
and understand that the business is dedicated to being 
honest, working with integrity, values and respecting 
stakeholders’ safety and well being 

c. Legal requirements : Good faith and Uniform 
Commercial Code (UCC) Business firms must make 
a good faith practice, the foundation of business 
engagement with stakeholders. The most certain way 
of ensuring ethical compliance is to obey the law- 
especially the Uniform Commercial Code which is a 
comprehensive uniform law covering most commercial 
transactions. A merchant must endeavour to act 
with honesty and in accordance with the reasonable 
commercial standards of fair dealings in trade. 

 Merchants must fully come to appreciate that doing 
business requires exercising good faith and honouring 
their promises and carrying out their responsibilities 
towards customers and stakeholders with goodwill and 
good intentions. When comes to contracts and other 
agreements business owners are expected to accurately 
represent their products and services, be honest in 
transactions, and deliver what they promise.

6. Conclusion : Businesses are faced with numerous 
ethical dilemmas daily and annually. And lack of business 
ethics has contributed to organizational failure, declining 
customer loyalty, loss of reputation, and market share, and 
in worst case scenarios, death of customers, employees and 
business partners, and the prosecution and imprisonment 
of business owners. Hence businesses must seek to avoid 
falling prey to the consequences of lacking business ethics. 
In order to escape from such failure the following points 
must be noted- know and obey the law, conduct business in 
good faith and make a good will a broad philosophy of doing 
business, emphasize and value based business relationships, 
exercise moral courage by doing the right thing, even if its 
costs the business in terms of losses or decreased profits, 
practice innovation and improvise with ethical and moral 
values, while striving for innovation, do not take shortcuts 
that can result in ethical compromise and cause damage to 
creditability and stakeholders trust, develop a mission and 
strong strategic vision around ethics and social responsibility 
and work consistently and honestly to achieve them, make 
a socially and ethically responsible action and behavior 
and develop and follow a strong code of ethics that drives 
actions and decisions. 
Nelson Mandela said that “We must use time creatively and 
forever realize that the time is always ripe to do right”
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Abstract : As we know that, the entire business world, marketing has its own ethics problems. Numerous that 
marketing specialists or their representatives have intentionally declared and adopted different engagements, 
declarations or codes of rules regarding the necessity that marketing people consider ethics regulations and 
values, so that they become much more responsible towards society. These rules concern marketing practices 
in their community or are guided towards certain specific fields. Among these fields, special place is occupied 
by marketing which has to be guided by ethical regulations and moral values.
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1. Introduction : Business world reforms, and the changes 
of mentality regarding the way business transactions have to 
the necessity of analysing the fairness of business process 
not only from a judicial point of view, but also from the 
moral point of view. As a result, a new discipline has been 
conceptualized and i.e. business ethics. This disciplines 
situated on the line between moral philosophy and 
management, which implies the utilisation of a set of useful 
instruments for deciding upon company strategies, solving 
conflicts between different groups that interact within a 
business: employers and employees, managers and stake 
holders, company and the local community, state institutions, 
marketing etc. As moral principles or ethics codes, ethics is 
applied in all management functions, crisis management, 
marketing communication of all kind: branding, public 
relations, publicity etc.
2. Review of Literature : Ethics- Ethics is a branch of 
philosophy that studies morals and values. Centuries ago, 
Aristotle referred to character, which he called “ethos”, as the 
most powerful means of impact. He also identified elements 
of virtue as “justice, courage, temperance, magnificence, 
magnanimity, liberality, gentleness, prudence, and wisdom”. 
Ethics studies the differences between right and wrong. 
Ethics is also known as moral philosophy. It is the branch of 
philosophy which addresses questions of morality. The word 
‘ethics’ is “commonly used interchangeably with ‘morality’ 
... and sometimes it is used more narrowly to mean the moral 
principles of a particular tradition, group, or individual.
Morality- Morality this word derived from the Latin 
language.Moralitas means “manner, character, and proper 
behaviour. It is the differentiation of goals, decisions, and 
activities between those which are “good” (or right) and 
those that are “bad” or wrong. Morality can be a body of 
standards or principles derived from a code of conduct from 

a particular philosophy, religion, culture, etc., Morality 
may also be specifically synonymous with “goodness” or 
“rightness.”
We observe Importance of Ethics and Morality in Marketing. 
It built trust, brand loyalty and increases profitability. 
Making ethical choices results in lower stress for corporate 
managers and other employees. It creates and improves good 
reputation of business in market. Ethical behavior enhances 
virtual leadership.
3. A Discussion on Moral and Ethical Approaches 
in Marketing : Due to the globalization of markets 
and production, ever increasing number of international 
marketing personnel have to deal with ethical issues in cross-
cultural settings. Murphy and Laczniak in 1981 asserted two 
decades ago that “as more firms move into multinational 
marketing, ethical issues tend to increase”.
Actually, international marketers are often criticized 
for ethical misconduct. In a cross-cultural environment, 
marketers are exposed to different values and ethical norms. 
In International Marketing, ethical decision- making process 
can be influenced by many ethical approaches. These 
approaches can be classified as-

a. Descriptive Ethics Approach
b. Normative Ethics Approach
c. Dialogic Ethics Approach
a. Descriptive Ethics Approach : Descriptive ethics 

describe the values and moral thinking of individuals 
and groups and attempt to provide an understanding of 
the ethical decision-making process. It is assumed that 
the ethical decision-making process affected by a variety 
of individual, situational, and contextual factors such as 
personal experiences, opportunity, the organizational 
environment and the cultural environment.
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b. Normative Ethics Approach : Normative ethics 
suggest an answer to the general moral question of what 
ought to do.Schlegelmilch, 1998; Murphy and Laczniak, 
1981, Chonko, 1995, these researchers are concerned 
with the justification of moral norms and ethical 
values. It has been discussed for many years whether 
moral responsibility can be recognized to business 
organizations. Some years ago, ethics have nothing to 
do with international business; then, normative ethics 
cannot be a concern for business corporations. Some 
scholars discuss that business organizations cannot 
assume moral responsibility. Only individuals acting 
on behalf of the corporation are morally motivated, 
have intensions, and can be held accountable. On the 
other hand, some scholars argue that some aspects 
of the organization are not reconcilable with moral 
responsibility. Organizations serve a purpose and in 
that sense are not entirely autonomous. Organizations 
can never ends in themselves; they have been created 
for a specific purpose. The organization cannot be held 
responsible for actions that go beyond or against that 
purpose (Wilmot, 2001: 161-169). 

Normative approaches can be classified as : 
i. Deontological Theories and
ii. Teleological theories

Most important purposes of these theories is to develop 
guidelines or rules to assist international marketers in their 
efforts to behave in an ethical way, Fundamental difference 
between these theories is that deontological theories.
Focus on the specific actions or behaviors of an individual, 
whereas teleological theories focus on the consequences of 
the actions or behaviors.

1. Deontological Evaluations : Deontologists believe 
that “certain features of the act itself other than the 
value it brings into existence” make an action or rule 
right (Frankena, 1963). Deontological views have a rich 
intellectual history dating back at least as far as Socrates. 
According to Laczniak; international marketers have 
certain duties, under most circumstances, constitute 
moral obligations that include the duties of loyalty, 
gratitude, justice, kindness, self-improvement and no 
injury.

2. Teleological Evaluation : Teleologists suggest that 
people ought to determine the results of various 
behaviors in a situation and evaluate the goodness or 
badness of all the consequences. A behavior is then 
ethical if it produces a greater balance of good over 
evil than any available alternative.

c. Dialogic Ethics Approach : This third approach 
proposed by Nill and Shultz (1997:4). Nill argues that 
“more work is needed to find out how a communicative 
approach can be implemented as a real world corporate 
ethical responsibility approach”. Its communicative 

approach, and have an alternative ethical framework 
for macro marketers. Dialogic idealism combines 
moral universalism with moral relativism by 
suggesting universally valid rules that prescribe how 
an ideal dialogue is to be conducted without imposing 
moral core values or hyper norms. Depending on the 
nature of the ethical problem and specific situational 
requirements dialogic approach could be a helpful tool 
for marketers. 

Ethical Problems in International Marketing : The 
moral question of what is right or appropriate poses many 
problems for domestic marketers. Even within a country, 
ethical standards are frequently not defined or always clear. 
The problem of business ethics is infinitely more complex in 
international marketplace, because value judgments differ 
widely among culturally diverse groups. 
Some basic moral values could be used in evaluating 
international marketing ethical issues. Violations of basic 
moral values in international marketing settings should be 
accepted as ethical problems. After studying the literature 
related to international marketing, it is seen that most of 
the marketing ethics studies involve the use of setups as 
research instruments and relate to the following marketing 
sub-disciplines , and those are-

• Market Research,
• Retail Management, 
• Purchasing Management,
• Advertising Management,
• Marketing Management, 
• Industrial Marketing, And 
• Marketing Education.

Few studies relate to International Marketing Ethics have 
been most prominent, those are, Globalization of markets, 
marketing ethics and social responsibility.
Major International Marketing Ethical Problems derived 
from applied researches by Armstrong are presented with 
their short definitions as follows:-
•	 Traditional	 Small	 Scale	 Bribery	 : involves the 

payment of small sums of money, typically to a foreign 
official in exchange for him/her violating some official 
duty or responsibility or to speed routine government 
actions (grease payments, kickbacks).

•	 Large	 Scale	 Bribery	 : a relatively large payment 
intended to allow a violation of the law or designed 
to influence policy directly or indirectly (e.g., political 
contribution).

•	 Gifts/Favors/Entertainment	: includes a range of items 
such as: lavish physical gifts, call girls, opportunities 
for personal travel at the company`s expense, gifts 
received after the completion of transaction and other 
extravagant expensive entertainment.

•	 Pricing	 : includes unfair differential pricing, 
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questionable invoicing – where the buyer requests a 
written invoice showing a price other than the actual 
price paid, pricing to force out local competition, 
dumping products at prices well below that in the home 
country, pricing practices that are illegal in the home 
country but legal in host country (e.g., price fixing 
agreements).

•	 Products/Technology	 : includes products and 
technology that are banned for use in the home 
country but permitted in the host country and/or appear 
unsuitable or inappropriate for use by the people of the 
host country.

•	 Tax	Evasion	Practices	: used specifically to evade tax 
such as transfer pricing (i.e., where prices paid between 
affiliates and/or parent company adjusted to affect profit 
allocation) including the use of tax havens, where any 
profit made is in low tax jurisdiction, adjusted interest 
payments on intra-firm loans, questionable management 
and service fees charged between affiliates and /or the 
parent company.

•	 Illegal/Immoral	 Activities	 in	 the	 Host	 Country	
- practices such as : polluting the environment, 
maintaining unsafe working conditions; product/
technology copying where protection of patents, 
trademarks or copyrights has not been enforced and 
short weighting overseas shipments so as to charge a 
country a phantom weight.

•	 Questionable	 Commissions	 to	 Channel	 Members	
: unreasonably large Commissions of fees paid to 
channel members, such as sales agents, middlemen, 
consultants, dealers and importers.

•	 Cultural	 Differences	 : between cultures involving 
potential misunderstandings related to the traditional 
requirements of the exchange process (e.g., 
transactions) may be regarded by one culture as bribes 
but be acceptable business practices in another culture. 
These practices include: gifts, monetary payments, 
favors, entertainment and political contributions.

•		 Involvement	 in	 Political	 Affairs	 : related to the 
combination of marketing activities and politics 
including the following: the exertion of political 
influence by multinationals, engaging in marketing 
activities when either home or host countries are at war 
and illegal technology transfers (Armstrong, Ibid).

4. Recommendations and Remedies : It is accepted 
that globalization is an unavoidable process and will 
progress forever. All business that firms desire to compete 
successfully in international environment, should obey to 
legal and ethical rules and regulations. To behave in an 
ethically and socially responsible way should be a hallmark 
of every marketer`s behavior, domestic or international. It 
requires little thought for most of us to know the socially 
responsible or ethically correct response to questions about 
breaking the law, destroying the environment, denying 

someone his or her rights, taking unfair advantage, or 
behaving in a manner that would bring harm or damage.
Because of unethical deals and transactions of large-scaled 
corporations such as Enron Company of USA and many 
others from America, Europe, Asia and Australia gave 
rise to global financial crises and as a result of these crises 
stockholders, investors, company workers, suppliers and the 
whole public faced serious financial losses. For this reason, 
companies should deal with their all partners ethically and 
behave in socially responsible.
In many countries, laws may help define the borders of 
minimal ethical or social responsibility, but the law is only 
the basis above which one`s social and personal morality is 
tested.
DeGeorge (Ibid) proposes to solve international business 
ethics problems in five guidelines:

a. Do not direct intentional harm.
b. Produce more good than harm for the host country.
c. Respect the rights of employees and of all others 

affected by one`s actions or policies.
d. To the extent consistent with ethical norms, respect the 

local culture and work with and not against it.
e. Multinationals should pay their fair share of taxes and 

cooperate with the local governments in developing 
equitable laws and other back ground institutions.

5. Conclusion : In conclusion, globalization comes with 
many challenges and has different aspects but it is developing 
countries that have to confront many of the most difficult-
to-manage risks relating to the global markets. A direct 
concern of this is that globalization increases inequality, 
raising its political risks. The challenge is to ensure an 
orderly transition to more competitive, less rent-seeking and 
rules-based economic systems, business transactions with 
more ready access to social assets, especially education and 
health etc. Under these circumstances, to solve international 
marketing ethics problems: international institutions should 
manage, regulate the global marketplace, and to promote 
the establishment of multinational settlements to govern 
the global business system which would be helpful to 
businessman to build his brand image.
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Abstract : Agriculture is the backbone of the Indian economy, with nearly 70% of the population of the country 
continuing to depend on it either directly or indirectly for their livelihood, considering the dominant role of the 
sector and the importance of credit as an input, a multi-agency approach has been adopted by the Reserve Bank 
of India (RBI) for ensuring credit flow to the sector. In spite of several improvements in the delivery systems that 
have been undertaken over time, making institutional credit available to a large number of farmers, particularly 
small and marginal farmers, continues to be a challenge to the banking industry. Financing for agriculture 
has been a gigantic task for banks, given the enormity of the credit requirements on the one hand and vagaries 
of nature on the other. Both RBI and National bank for Agricultural and Rural Development (NABARD) have 
taken several initiatives for simplification of systems and procedures and designing of innovative credit delivery 
products in dispensation of agricultural credit .However, the traditional system of procedures, documentation 
etc. adopted by the banking system had rendered ailment of credit by the farmers rather cumbersome. Provision 
of timely, adequate and hassle-free credit to farmers continues to be one of the major tasks for banks in India. 
The encouraging progress in the implementation of the Kisan Credit Cards schemes indicated that it has been 
found beneficial to all farmers to the further unexpected condition are more useful to the development of our 
country 

Key Words : KCC scheme, Amnapur Village 
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1. Introduction : Kisan Credit Card (KCC) scheme was 
launched in 1998-99 with three different sub-limits viz. 
Production, assets.  Maintenance and Consumption needs 
is a step-in this direction.  This brings integration into the 
multi - credit product system by offering farm entrepreneurs 
a single line of credit through a single Window for multiple 
purposes.  The KCC instrument would allow farmers to 
purchase agriculture inputs such as seeds, Fertilizers, 
pesticides and also allow them to withdraw some cash for 
meeting their other crop production related requirements.  
The Kisan credit card scheme was a step towards facilitating 
the access to short- term credit for the borrowers from the 
formal financial institutions.

2. Research Methodology : 
Statement of Problem : The institutional finance must 
be adequate enough to provide loans to the farmers, 
particularly to small farmers at cheaper rates the expansion 
of credit alone does not bring about. An adequate increase 
in agricultural production. KCC holders are not aware of 
the modalities, usefulness/benefits of KCC scheme, but they 
were not aware of its positive aspects, like, revolving cash 
credit facility (RCCF) involving any number of drawls and 

repayments.
Objectives of the Study : The main objective of the study is 
to Kisan Credit Card scheme in Amnapur Area.  The specific 
objectives are as follows:- 

a. To study awareness among the farmers regarding KCC 
scheme.   

b. To make Economic evaluation of KCC.    
c. To examine the practical problems faced by the Kisan 

Credit Card holders.         
d. To understand the effect of change in cropping pattern 

on uses of KCC.     
Scope of the Study : The present study aims at analysing 
the farmers Kisan Credit Card scheme in order to exhibit 
the farmers awareness about the scheme factors influenced 
them towards this scheme, ways and mean of utilizing 
loan provided under this scheme and opinions regarding 
the service charges, validity period &maximum ceiling 
limit.  This study is also mainly concerned with the framers 
problems & suggestions in order to improve the effectiveness 
about the KCC.  
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Significance	 of	 the	 Study	 :	 The present study aims at 
analysing the farmers Kisan Credit Card scheme in order 
to exhibit the farmers awareness about the scheme factors 
influenced them towards this scheme, ways and mean of 
utilizing loan provided under this scheme and opinions 
regarding the service charges, validity period &maximum 
ceiling limit.  This study is also mainly concerned with the 
framers problems & suggestions in order to improve the 
effectiveness about the KCC.  
Profile	of	the	Bank	:	Sangli District Central Co-Operative 
Bank, Amnapur Branch comes under Palus Circle (Tehsil). 
The bank was established in the year 24th April, 1995 with a 
view to provide finance to agriculturist through the primary 
agriculture credit society in the Amnapur village. 
It provide finance to various Co-operative societies. These 
are as follows- 

1. Amnapur Vividh Karyakari Sahakari Seva Sanstha, 
Amnapur.

2. Gesudraj Vividh Karyakari Sahakari Seva Sanstha, 
Anugadewadi.

3. Krushnamai Co-operative Seva Sanstha.
4. Vitthal Vividh Karyakari Co-Operative Seva Sanstha- 

Vitthalwadi, Amnapur.
Sangli District Central Co-Operative Bank, Amnapur 
provides short term as well as long term loan for the 
various crops to the agriculturist in the Amnapur Village. 
Bank provides loans mainly for the major crops, sugarcane, 
grapes etc.
Methodology : The present study is on economic evaluation 
Kisan Credit Card scheme.  The have been collected through 
primary and secondary sources.  
Data Collection :    
Primary Data : The researcher has used primary data and 
including the various sources of the primary data.  Interview 
schedule and Observation. 
Secondary Data : The researcher has been collected 
secondary data through the various sources. The researcher 
will collect the data from books, annual Report of selected 
Bank, research paper, Articles and internet.   
Limitations of the Study : Now a day’s service area 
Limitation has been removed of commercial banks.  So the 
KCC accounts of Farmers have been dividing in no. of dist.  
Commercial / co-operative banks.  Each over there was one 
major Nationalize bank at Tehsil places so the farmers used 
to take loan from one bank.  Now due to competition in 
banking industry and adding of new bank branches no of 
account.  Holders has been divided.  While collecting data 
bank officers refuse to give KCC data of existing KCC 
holders to keep data confidential.  Therefore we have to 
collect data from only one co-operative bank by connecting 

the bank manager with giving the assurance that data will be 
kept confidential Farmers don’t want to disclose the financial 
data/ Transactions with third party because of fear in their 
mind.  Why somebody is asking about his/her financial 
details/ income details since farmers and giving clear idea 
about the project we became able to collect primary data 
farm farmers by sampling.  

3. Data Analysis & Data Interpretation
Table/Chart No.1

Gender wise Classification of Respondents

No Gender No. of Respondents Percentage
1 Female 02 5
2 Male 38 95

Total 40 100
Source: Field Work

Table/Chart No. 1 shows that the 95% of the male respondents 
and 5% of the female’s respondents were used the banking 
services of KCC. It means majority of male KCC holders 
are more in numbers against female KCC holders.

Table/Chart No. 2
Category wise Classification of Respondents

 

Table/Chart No.2 reveals that the category wise classification 
of the respondents. There are 52.5% of OBC people having 
benefits of KCC, From the Open category. They have 47.5% 
uses of KCC. It means other category has not have any uses 
of KCC. It is limited to only OBC and Open category.

Table/Chart No. 3
Education wise Classification of Respondents

 

Table/Chart No. 3 focused on the education wise 
classification of respondents. It shows that 50% of the 
respondents were taken education up to secondary level. 
There are only 22.5% respondents having education up 
to higher secondary. The primary and graduate levels are 
only 12.5% respectively. Only 2.5 % respondents were 
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education having Post Graduate. It means more numbers of 
respondents are educated up to secondary level.

Table/Chart No.4
Classification of KCC holder Background

Table/Chart No. 4 were focused on the background of the 
KCC holders. It shows that 92.5 % of the respondents 
having agriculture background and 7.5 %were background 
having services. It means the majority people who used 
KCC having agriculture background.

Table /Chart No.5
Classification of Annual Income

 

Table/Chart No.5 shows that the classification of annual 
Income of respondents in study area. There are 32.5% 
people having annual income of Rs.2, 50,000 to 5, 00,000 
and 27.5% only from the income group of 1, 00,000 and 
only 12.5% from the annual group of up to 50,000 to 2, 
50,000. It means those who have higher income group that 
persons have more members of KCC.

Table /Chart No.6
Classification of Income per Acre

 

Table/Chart No. 6 focused on the Income per acre of the 
respondents. There are 67.5% respondents are from more 
than 2,00,000 per acre income group whose only 7.5 are 
from up to 50,000 and remaining have the same percentage 
of Income per acre. It means the per acre income level 
decided to have KCC or not.

Table /Chart No.7
Classification of taking a KCC Crop Loan

No. KCC loan crop No of Respondent Percentage
1 Grapes 5 12.5
2 Grapes, 

Sugarcane
7 17.5

3 Sugarcane 28 70
Total 40 100

Source: Field Work

Table/Chart No. 7 reveals that the numbers of respondents 
who has taken the crop loan. There are 70% respondents 
having crop loan on the sugarcane and 17.5% and 12.5% 
were taken as grapes and grapes sugarcane respectively. It 
means the numbers of respondents having majority to take 
crop loan on the mortgage on sugarcane.

Table/Chart No. 8.
Classification of KCC Knowledge

 

Table/Chart No. 8 shows the information about the knowledge 
of KCC. It reflects that 87.5% respondents knowing about 
the KCC, and only 12.5% were unknown about it. It means 
the knowledge of KCC has spread over the respondents.

Table /Chart No.9
Classification of Source of KCC information

No. Source of KCC 
Information

Yes No Yes No.

1 Bank 26 14 65% 35%
2 Society 13 27 32.5% 67.5%
3 Gram panchayat 40 40 100% 100%

Source: Field Work

Table/Chart No. 9 reflect the data about the KCC information 
source. There are 65% respondents were having information 
about KCC through bank and rest of the people got 
information from the society. It means till the society has 
not aware totally about the KCC.
Table/Chart No.10 reveals the information about the types 
of KCC. The data shows that the 100% respondents having 
only passbook. It shows the nobody has gone for KCC Card 
only KCC has a passbook.
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Table /Chart No. 10
Classification of Types of KCC

No. Type of KCC Respondent Percentage
1 Passbook 40 100
2 Card - -

Total 40 100

Source: Field Work

Table /Chart No.11
Classification of KCC Crop insurance Knowledge

No. KCC Crop insurance Respondent Percentage
1 Yes 16 40
2 No 24 60

Total 40 100
Source: Field Work

Table/Chart No. 11 reflect the information about the crop 
insurance knowledge. There are 60% respondents has not 
any knowledge about the crop insurance and only 40% 
having the knowledge about it. It shows the unawareness 
about the crop insurance knowledge in society. 

Table/Chart No.12
Classification of KCC Limit Sanctioned

 

Table/Chart No.12 shows the information about the KCC 
limit sanctioned. The information said that 17 % having the 
limit sanctioned up to Rs.1, 50,000 to 2, 50,000 and 38 % 
from The Rs.75.000 to 1, 50,000. It shows that there are 
conventional KCC limit sanctioned to the KCC holders.

Table /Chart No. 13

Classification KCC Limit Request

No KCC limit Request No of Respondent Percentage
1 Up to 75000 7 17.5
2 75000 – 150000 16 40
3 150000-250000 12 30
4 250000-500000 5 12.5

Total 40 100
Source: Field Work

Table/Chart No. 13 focused on the KCC limit request. There 
are 40% respondent having limit request up to Rs.1,50, 000 
and  30% having the request up to Rs. 2,5,000 and only 
12.5% respondents having only up to  Rs. 5,00000 limit 
request . It means only medium limit request were followed 
to KCC.

4. Findings : 
i. It  indicates that maximum farmers are male in 

percentage
ii. It  shows that OBC category framers are maximum in 

percentage
iii. It expressed that the maximum 50% farmers are 

secondary  educated
iv. It indicates that no single farmers has Undergone 

agriculture training 
v. The annual net income of farmers is maximum between 

Rs. 250000-500000 in percentage 32.5%.
vi. It indicates that the 52.5% respondents are using KCC 

to loan for sugarcane and grapes. 
vii. The maximum 87.5% respondents are having  

Knowledge  Kisan Credit  Card scheme 
viii. It indicates that the 67.5% respondents having society 

as source of KCC information.
ix. It expressed that 72.5% respondents are having details 

of KCC before the card has the given.
x. 100% farmers has been take the KCC loan under 

passbook facility.
xi. The maximum 60% respondents are not having about 

KCC crop insurance.
xii. It has been shown that only 40% respondents having 

demand of loan for Agriculture purpose is between 
Rs.75000-150000.

xiii. The 37.5% respondent are having in 75000-150000 
loan sanctioned by KCC.

xiv. The 70% farmers are taking sugarcane as a major crop 
under KCC loan.

xv. The maximum 75% respondents are having KCC use 
time period is 3 to 5 years.

5. Suggestions :
a. The bank should provide necessary information about 

loan credit card facilities to farmers available under 
KCC.

b. The bank have to organize advertisement campaign 
as well as in awareness program me in rural areas 
especially in KCC.

c. The farmers who are in critical condition, they can get 
the benefit of KCC. It they are informal properly, by 
this activity suicides of farmers can be avoided.

d. The bank should arrange KCC scheme training for 
farmers as to less KCC loan availing. The KCC limit 
should be count on production cost and not on land 
hold by farmer.
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e. The awareness of KCC scheme is good among the 
farmers, so the bank should try to increase the number of 
KCC holder more. The bank should provide or arrange 
crop insurance training or workshop the farmers, as 
there is less awareness among the for farmers about 
crop insurance.

f. There is a need to adopt measures to reduce paper work 
and time in sanctioning a loan under KCC scheme. 
The government should launch awareness generation 
programmes about the benefits of this scheme.

g.  The limit of the loan amount per account should be 
raised to attract more farmers.

h. The process of opening a bank account should be 
simplified to bring more farmers under the scheme.

i. There is a need to strengthen the cooperative banking 
system in the rural areas by infusing more resources.

j. The government should ensure the timely availability of 
good quality inputs like seed, manure, plant protection 
materials by improving marketing infrastructure so 
that farmers could properly utilize the loan taken under 
KCC scheme.

6. Conclusion : The project report was carried out of 
the KCC scheme  A case study  with special reference to 
sangli district central co-operative bank branch Amanapur 
the primary data has collected by through carried out within 
40 farmers. In the end it is important to observe that while 
streamlining credit delivery mechanisms is necessary, it is 
not sufficient because there are several improvements that 
need to be made to make agriculture as a production. Only 
an efficient and optimum production level of agriculture will 
be able to sustain long-term viability. Hence there is a need 
to take appropriate policy measures on long-term viability 
of various initiatives on facilitating farmers’ access to short 
term credit in the form of KCC.
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Abstract : Green marketing is the marketing of products that are presumed to environmentally safe. This 
topic is going to be proactive with it steps into the world of the consumers where consumers are not only 
aware for the multiple brands and their perceived quality but also they have started to pay more attention 
to the environment and thereby becoming more ecofriendly. Therefore the companies are applying various 
strategies for green marketing, they are communicating with the customers so that customers can be retained 
as loyal for long by adopting green management environment friendly, so called green marketing has become 
a discussed subject and companies are constantly trying to find the best ways to reach the customers with their 
green message. Customers are becoming more demanding and they have started to pay more attention to the 
environment. What is important with brands is how customers perceive them, what the image of the brand is? 
The aim of this study is to find out how strategic issues in green marketing are addressed by Companies. Green 
marketing incorporates a variety of activities, including modifications of products, changes to the production 
and distribution processes, packaging, and modifications to marketing communications. The objective of this 
paper is to try to explain the need and importance of Green Marketing and strategies for Green Marketing.

Keywords : Green marketing, Strategy, Consumer behavior.

Green Marketing and Companies Marketing Stragey
Prof. Anand S. Patil

Rajsinh Mohite Patil Institute of Management Studies,
Akluj, Dist. Solapur.

1. Introduction : Green marketing is the marketing of 
products that are presumed to be environmentally safe. Thus 
green marketing incorporates a broad range of activities, 
including product modification, changes to the production 
process, packaging changes, as well as modifying 
advertising. Yet defining green marketing is not a simple 
task where several meanings intersect and contradict each 
other; an example of this will be the existence of varying 
social, environmental and retail definitions attached to this 
term. Other similar terms used are Environmental Marketing 
and Ecological Marketing. So, in this scenario of global 
concern, corporate houses have taken green marketing as a 
visible part of their strategic planning to promote products 
by employing environmental claims either about their 
attributes or about their systems, policies and processes of 
the firm that manufacture or sell them. Every Organization 
has its own favourite marketing mix. We have 4 Ps and some 
have 7 Ps of marketing Mix. The 4 Ps of green marketing 
are that of a conventional marketing but the challenge 
before marketers is to use 4 Ps in an innovative manner. 
The ecological objectives in planning products are to 
reduce resource consumption and pollution and to increase 
conservation of scarce resources. The products have to be 
developed depending on the needs of the customers who 
prefer environment friendly products. Price is a critical and 
important factor of green marketing mix. Most consumers 
will only be prepared to pay additional value if there is a 
perception of extra product value. Green pricing takes into 

consideration the people, planet and profit in a way that 
takes care of the health of employees and communities and 
ensures efficient productivity. Green promotion involves 
configuring the tools of promotion, such as advertising, 
marketing materials, signage, white papers, web sites, 
videos and presentations.
By keeping people, planet and profits in mind. The choice of 
where and when to make a products are available will have 
significant impact on the customers. Very few customers 
will go out of their way to buy green products. Green place 
is about managing logistics to cut down on transportation 
emissions, thereby in effect aiming at reducing the carbon 
footprint. 

2. Review of Literature : According to Mustafa (2007), 
green purchase behavior refers to the consumption of 
products that are benevolent or beneficial to the environment, 
recyclable or conservable and sensitive or responsive to 
ecological concerns. 
Clem (2008) reveals that going green reflects a social 
consciousness around saving and advancing the Earth’s 
natural resources, preserving and protecting them for the 
sake of civilization. Consumers are becoming more and 
more aware of environmental issue and this has increased 
the demand for ecological products. If consumers have a 
favorable attitude toward greening environment, they are 
more inclined to purchase green products.



Anekant Institute of Management Studies (AIMS), Baramati Dist. Pune 49

E        hos

National Conference 2014
“Indian Ethos in Management Practices :

The Catalyst for Entrepreneurship”ISBN - 978-81-925944-5-3

3. Research Methodology :
Research Objectives :

i. To bring out product modification.
ii. The aim of this study is to find out how consumer 

behavior is influenced by Green Marketing.
iii. To exhibit the challenges being faced by companies 

pursuing green marketing.
iv. To study the strategies adopted by the companies in 

green marketing,
v. To analyze consumer’s willingness to pay high for 

green products.
Hypothesis :

a. People are not aware about green marketing concept.
b. Companies need to modify its strategy according to 

green marketing concepts.
c. Consumer consider green marketing concept before 

buy goods and services.
d. Advertisement is best sources of communication 

regarding green marketing.
Methods : The present study utilizes the exploratory 
research methodology to explore the extent of the establish 
relationship between green marketing and companies 
strategy. The population for this study was all consumers 
of the market who make the purchases of green products. 
Convenience sampling method was adopted to select the 
total sample size of 50 respondents consisting of 25 males 
and 24 females living in the Solapur district. Both the primary 
and secondary data collection methods were considered. 
However, primary data was collected from the respondents 
with the help of pre-tested structured opened and closed- 
ended questionnaires. Primary data was complemented with 
secondary data sources such as publications on the topic 
from journals, magazines, and internet. The measurement 
items of the variables were created based on the literature 
review. Simple average, percentage were used to establish 
the relationships that exist between the hypotheses. The 
analyses have been in conformity with the objectives and 
the hypotheses of the study.

4. Data Analysis & Data Interpretation :
Graph No. 1 : Have you heard of any 

campaign related to green marketing?

Figure 1 :  Shows the view of the respondents did they heard about  
any campaign related to green marketing. The view is such  
that 16 % have heard properly, 30% not heard properly and  

55% never heard about green marketing.

Graph No. 2 : 
Have you been part of any such campaign?

Figure 2 :  shows that 28% respondents are been part of green 
campaign and 72% respondents are not part of 

any such campaign of green marketing.

Graph No. 3 : Do you consider the environmental 
aspects of the products before paying them?

Figure 3 : explain about environmental aspects before buying  
goods or services, 32% respondents says there is environmental  
aspects before buying products and 68% respondents says no.
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Graph No. 4 : do you think green marketing and 
advertising are good sources of information about 

green products and services?

Figure 4 : explains advertising is a sources of information about green 
products says 48% respondents, 22% says no and 30% says cannot say.

Graph No. 5 : Do you think that green marketing 
activities activities are good at addressing 

environmental issues.

Figure 5 : shows respondents view n green marketing as  
good addressing agents on environmental issues. 52% respondent’s say 

the green activites are good, 16% say no and 32% says cannot say.

Graph No. 6 : Do you think green marketing  
activities results in better products?

Figure 6 : shows green marketing results in better products says 44% 
respondents, 42% says no and 14% says cannot say.

Graph No. 7 : Do you think that green marketing 
strengthen company’s image in the mind of consumers?

Figure 7 : shows respondents views on do green on green marketing 
strengthen company’s image in mind of consumers. The view in  
such that 52% says yes, 18% says no and 30% says cannot say.

Graph No. 8 : Do you think that companies that  
focus on environmental concerns  

persuade consumers to buy products?

Figure 8 : explain environmental concerns persuade  
consumers to buy product, 46% respondents says,  
48% says no and 6% respondents says cannot say.

Graph No. 9 : Are you aware of the eco-labeling 
initiatives of the government?

Figure 9 : shows the awareness level of eco-labeling initiatives  
of the government. It shows that 22% respondents people are aware,  

72% says no and 6% respondents says cannot say.
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Graph No. 10 : Respondents view on green marketing

Figure 10 : shows the respondents view on green marketing  
is that only 40% believe that green marketing is a good sources  
of information about goods and services, 30% of them say that  
green marketing is good at addressing environmental issues.  

20% of them says that green marketing results in better  
products and 10% of them were not interested in green issues

5. Findings : On the basis of the above study following 
findings are:

i. More than 55% respondents are not aware about 
green marking, and very few people are part of green 
marketing campaign.

ii. Few people take environmental aspect into consideration 
before buying goods and services.

iii. Advertisement is a best source of information.
iv. Green marketing results eco-friendly products and 

strengthen company’s image in consumers mind.
v. Environmental concerns persuade consumers to buy 

product, eco-labeling initiatives of the government 
create awareness.

6. Conclusions : Green marketing covers more than 
firms marketing claims. While firms must bear much of the 
responsibility for environmental degradation, ultimately 
it is consumers who demand goods, and thus create 
environmental problems. Firms have a great impact on the 
natural environment; the responsibility should not their 
alone. It appears that consumers are not overly committed 
to improving their environment and may be looking to 
lay too much responsibility on industry and government. 
Ultimately green marketing requires that consumers want a 
cleaner environment and are willing to pay for it.

7. Suggestions :
a. Very few peoples are part of the green marketing so 

make awareness programme to add maximum number 
of people in green marketing campaign.

b. Advertisement is best sources of information about 
green marketing and proper channel of advertisement 
make more effective green marketing.

c. Eco-friendly products will protect eco-system and idle 
utilization of natural resources.

d. Green marketing will strengthen company’s image 
it helpful to create loyal consumers. And company’s 
growth depends on it.
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Abstract : During the last five decades a stagnant and decadent economy has been modernized and made more 
self-reliant. In qualitative terms the economy today is much stronger, more resilient than at the inception of 
planning.  It is evident that economic growth which started after independence took momentum after economic 
reforms were introduced in the economy. It will not be an exaggeration to say that India is recognized as second 
fast growing country after china and is emerging as a superpower in the years to come. GDP and per capita 
income is growing, unemployment is coming down and employment is generated. However employment is not 
growing in the ratio the GDP is growing. There are growing income differences among different income groups. 
What we are lacking today is inclusive growth which has to be addressed without time lag.

Keywords : Economic Growth, Employment, GDP 
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1. Introduction : We find no examples in history where 
democracy has failed because of too much state intervention 
and planning but plenty of examples on the contrarary. We 
firmly believes that planning from bottom to top paves 
way for economic growth. The economic development in 
India followed socialist-inspired policies for most of its 
independent history, including state-ownership of many 
sectors. India’s per capita income increased at only around 1% 
annualised rate in the three decades after its independence.  
Since the mid-1980s, India has slowly opened up its markets 
through economic liberalisation. After more fundamental 
reforms since 1991 and their renewal in the 2000s, India has 
progressed towards a free market economy. 
Throughout the ages Income and Employment has always 
been crucial for economists, sociologist and politicians. Even 
when the state was governed by kings their performance 
was adjudged on the basis of prosperity and employment 
status of its subjects. Economic prosperity of a country is 
perceived to be at its maximum, when all when we reach 
the level of full employment. Employment provides income 
to a person, which is used to create effective demand for 
consumption and capital goods in the country. According to 
J M keynes effective demand leads to increased production 
of goods and services. This increased production again leads 
to more employment opportunities and thus an Employment 
– Income – Demand – Production – Employment cycle is 
created. Employment is indispensable for economic growth 
but its ramifications have also been on social and political 
stability and peace in the country.
The Directive principles in our constitution underscored 
the importance of growth and employment which lays 
down that “the State shall in particular, direct in policy 
towards securing: (a) that citizens, men and woman equally 

have the right to an adequate means of livelihood, (b) that 
ownership and control of the measures of the community 
are so distributed as best to sub verse the common good, 
(c) that the operation of economic system does not result in 
concentration of wealth and means of production to common 
determinant.”  Government of India believes that planning as 
a means of fostering economic development. The Planning 
Commission of India set out four long term objectives of 
planning: (a) to increase the production to the maximum 
possible extent so as to achieve higher level of national 
an d per capita income (b) to achieve full employment (c) 
to achieve inequalities of income and wealth, (d) to set up 
socialist society based on equality, justice and absence of 
exploitation. In this paper an attempt has been made to verify 
the conceptual issue of links between economic growth and 
employment generation with regard to India.
The economic growth has been driven by the expansion of 
services that have been growing consistently faster than other 
sectors. It is argued that the pattern of Indian development 
has been a specific one and that the country may be able 
to skip the intermediate industrialization-led phase in the 
transformation of its economic structure. Serious concerns 
have been raised about the jobless nature of the economic 
growth.  
Economic growth refers to increase in goods and services 
produced by an economy over time. It is conventionally 
measured as percentage of increase in real gross domestic 
product (GDP). Growth is usually calculated in real terms 
i.e. inflation adjusted term to make it comparable nationally 
and inter nationally. The increase in GDP is supported in 
increase in agricultural and industrial production. When 
there is economic growth in the country there should be 
increase in export and imports as well. The increase in 
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export should result in increase in foreign exchange reserve 
in the country. The increase in income of the people should 
be able to increasing in saving and capital formation of 
the country. Besides, there are some social indicators of 
economic growth, as well, like falling birth and death rates, 
increasing life expectancy at birth & literacy rates.

Table 1: GDP Growth Rate

Year Growth (real) (%) Year Growth (real) (%)
2000 5.6 2008 7.4
2001 6.0 2009 7.4
2002 4.3 2010 7.1
2003 8.3 2011 6.8
2004 6.2 2012 6.5
2005 8.4 2013 4.4
2006 9.2 2014 5.7
2007 9.0

Since the economic liberalization of 1991, India’s GDP has 
been growing at a higher rate.
Table 1 reveals that Indian economy is growing in a 
fluctuating manner. The real growth rate in 2000 was 5.6 
which increased to 9.2 in 2006 where as it came down to 
5.7 in the year 2014. This fluctuations are due to changes 
in the level of employment which is directly correlated to 
entrepreneurship development in India. Engagement of 
a person in a productive work either self-employment or 
wage-employment is referred as employment.

2. Economic Growth in India after 1947 : The motto of 
Indian government after independence was planned growth 
of the economy on the pattern of Soviet Union.  Economic 
growth refers to increase in production of goods or services 
or the GDP at constant prices.  For economic growth to be 
meaningful it should not only increase in Gross Domestic 
Product (GDP).and per capita income of the people, but there 
should also be corresponding increase in saving and capital 
formation in the country. Besides the export and import of 
the country should also shows the increasing trend. On the 
other hand the growth should have the positive impact on 
the quality of the life of the people. The better quality of life 
of the people is reflected by falling birth and death rates and 
increasing life expectancy and literacy of the people.
The growth of the country have been shown in Table-2 
which shows that the GDP of India has grown  from 3896636  
crores in 2007-08 to 5222027 crores in 2011-12 and it has 
constantly risen. The pace of growth has come down from 
9.3 percent in 2007-08 to 6.9 per cent in 2011-12.  The 
slowdown of growth rate is due to financial crisis erupting 
in European countries and spreading all over the world.
The impact of increasing GDP has positive impact on the 
quality of life of the people as the social indicators presented in 
table-3. which shows the birth rates and death rates (per 000)  

which were 25.5 and 8 respectively in 2000-01 has fallen 
constantly throughout the year and has reached to 22.1 and 
7.2 respectively in 2010 -11. Due to fall in death rates life 
expectancy has increased from 62.9 years in the year 2000-
01 to 63.5 years in the year 2010-11. Literacy rates have 
also gone up from 64.8 percent in 2000-01 to 74 percent in 
2010-11.

Table No. 3: Social indicators of Economic Growth

Year Population 
in Million

Life 
expectancy 

at Birth

Birth 
rate Per 

000

Death 
Rate Per 

000

Literacy 
Rate %

2000-01 1019 62.9 25.5 8.4 64.8
2007-08 1138   - 23.5 7.4    -
2008-09 1154   - 22.8 7.4    -
2009-10     -   -   -   -    -
2010-11 1210 63.5 22.1 7.2  74.0

Source: Economic survey of India 2011-12 and other issues

Table shows that the macro employment scenario in 
India from 1983 to 2009-10. As revealed by the table the 
employment is  growing constantly and un employment 
together  with its rate is coming down but the growth of 
employment is not in pace with population and labor force 
growth in the country. Employment has grown at the rate 
of 0.92% during 1972-73 to 1983, 2.08% during 1977-78, 
2.43% during 1983 to 1993-94, 1.31% during 1993-94 to 
1999-00, 3.05% during 1999-00 to 2004-05, and only 0.05% 
during 2004-05 to 2009-10. It is important to know that the 
employment in urban areas have been grown more rapidly 
while compared to rural areas.
The country has passed through several five year plans. 
The public sector was playing dominant role in the 
economy during the period 1950 to 1981. The private 
sector investment was very limited due to license raj.  The 
private capital investment was very limited and subjected to 
strict Govt.scrutiny, license and permits. The period 1980-
90 is considered as transitory period when the economy 
was relaxed cautiously and after 1991 new economic era 
came in. In this period private sector investment was being 

Table No. 2: Economic Indicators of Growth

Year GDP at 
constant 

prices Rs. 
crores

Per capita 
NNP at 

constant 
prices Rs.

GDP 
Growth 
Rate(at 
04-05 

prices)

Index of 
Industrial 
Production     

Base 04-
05=100

Index of 
agricultural 
production 

Base 80-
81=100

2007-08  389663  30332 9.3  141.7  207.1
2008-09 415867 31754 6.7 145.2  191.4
2009-10 450763 33843 8.4  152.9 194.1
2010-11 488595 35993 8.4  165.6  215.3
2011-12 522202 41149 6.9 171.56 220.23 

Source : Economic survey 2011 and various issues
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encouraged the boost the economic growth and employment 
generation in the country. Table -5 shows plan wise growth 
rate of GDP NNP and per capita income. The table reveals 
that the economy grows at less than 5 (average 3.5%) 
annually in the period 1951-1980 due to liberalization.   
The growth rate increased and reached to more than 5% in 
the period 1980-90 and later to nearly 8 % after economic 
reforms was introduced.

Table No. 5 : 
Average Annual Growth Rates of GDP NNP and Per capita income

Year GDP 
growth 

rate

NNP 
growth 

rate

Per capita 
Income growth 

rate
1st plan (1951-56) 3.7 4.2 2.4
2nd plan(1956-61) 4.2 4.2 2.2
3rd plan(1961-66) 2.8 2.6 0.3

3 annual plans 3.9 3.7 1.5
4th plan(1969-74) 3.4 3.2 0.9
5th plan(1974-79) 4.9 4.9 2.6

Annual plan (1979-80) -5.0 -5.9 8.2
6th plan(1980-85) 5.4 5.4 3.1
7th plan(1985-90) 5.6 5.5 3.3

Annual plan(1990-92) 3.2 2.8 0.8
8th plan(1992-97) 6.6 6.7 4.6
9th plan(1997-02) 5.7 5.5 3.5
10th plan(2002-07) 7.6 7.5 5.9
11th plan(2007-12) 7.9 7.7 6.3

Source: Economic survey 2011-12

Table 5 states that one of the basic aims of economic 
planning was employment generation in the country after the 
independence.  Government realized that the employment 
is not increasing at the pace of economy is growing. Due 
to reduction in the death rates population and work force 
kept on increasing. Above all the skill development could 
not kept pace with technological changes in the world and 
hence the govt. had started various special employment 
programs. 
 The economy did grow on an average of 3.5% annually. 
However the control eased the rate of growth of the 

economy. Despite global melt down the economic growth 
is showing a rising trend in India which is expected to come 
about 7 percent. The repercussions of global melt down is 
less pronounced in Indian economy due to a strong banking 
sectors as  rightly optioned by our economist  The introduction 
of econ comic reforms have generated  more employment in 
the country but the rate of growth of employment have not 
been accelerated so as to bring full employment.

3. Conclusion : We could claim that during the last 
five decades a stagnant and decadent economy has been 
modernized and made more self-reliant. In qualitative terms 
the economy today is much stronger, more resilient than 
at the inception of planning.  It is evident that economic 
growth which started after independence took momentum 
after economic reforms were introduced in the economy. It 
will not be an exaggeration to say that India is recognized 
as second fast growing country after china and is emerging 
as a superpower in the years to come. GDP and per capita 
income is growing, unemployment is coming down and 
employment is generated. However employment is not 
growing in the ratio the GDP is growing. There are growing 
income differences among different income groups. What 
we are lacking today is inclusive growth which has to be 
addressed without time lag.

4. References : 
1) Economic Survey – various issues govt.of India ,Oxford Press 
2) Growth Poverty and Equity-R.Dutt Deep& Deep 2008
3) Employment and Unemployment – 66th NSSO Report govt.of India 
4) Indian Economy- R.Dutt S Chand 2004
5) Employment and Unemployment Statistics – Report of the working 

group

Table No. 4 Macro Scenarios on Employment

Million Persons Growth rate
1983 93-94 99-00 04-05 09-10 1983-93-94 93-94-99-00 99-00-04-05 04-05-2010

All India Population 718.2 894.01 1003.97 1089 1170 2.0 1.95 - -
Labor force 261.33 335.84 363.3 428.7 438.9 2.43 1.31 3.5 0.05
Work force 239.57 315.84 336.7 415 431.8 2.70 1.07 4.2 0.7
Unemployment	rate 8.3 5.99 7.32 8.2 6.6 - - - -
No.	Unemployed 21.76 20.13 26.58 13.8 11.1 -0.08 -4.74 -12.28 -4.26

Source: Economic survey 2002-03 to 2010-11
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Abstract : The basic purpose of this study is to find out various labour welfare measures provided to employees 
by the GTN Spinning Mills, Baramati. The study reveals impact of inadequate welfare measures on employee 
absenteeism and attrition. The study is carried out for the blue collar and white collar employees of the company 
by using descriptive research design. The workforce undertaken for this study is divided into two categories 
viz white collar & blue collar workers. In total 126 samples size is taken to collect relevant information from 
the employees. Stratified random sampling method with structured questionnaires is chosen for the study. After 
analyzing the entire data it is found that an inadequate welfare measure does not make an impact on employee 
absenteeism and attrition. But it is also found that health problem, stress and family problem are the major 
causes of absenteeism. As far as employees’ attrition is concerned non availability or inadequacy of First Aid 
and Medical facilities lead to blue collar employee’s attrition whereas non availability of Canteen and Medical 
facilities causes white collar employee’s attrition. The Industrial worker is indeed a soldier safeguarding the 
social and economic factors of the industrial economy. Therefore, there is need to take care of the workers, 
to provide both statutory and non-statutory facilities to them, which has direct influence on the social and 
economic development of the organization as well as the nation.

Keywords : Labour Welfare Measures, GTN Spinning Mills, Absenteeism and Attrition.
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1. Introduction : The term welfare suggests the state of 
well being and implies wholesomeness of the human being. It 
is a desirable state of existence involving the mental, physical, 
moral and emotional factor of a person. Adequate levels of 
earnings, safe and humane conditions of work and Access to 
some minimum social security benefits are the major qualitative 
dimensions of employment. Labour welfare’ is dynamic 
concept. It bears a different interpretation from country to 
country and from time to time. Different factors like value 
system, social institutions, degree of industrialization and the 
general level of social and economic development obtaining in 
a country at a particular time determine the contents of labour 
welfare. But broadly speaking, labour welfare should meet the 
necessary requirements of labour. Labour welfare measures 
enable workers to live a richer and a more satisfactory life 
and it contribute to the productivity of labour and efficiency 
of the enterprise. It also enhances the standard of living of 
workers by indirectly reducing the burden on their purse. It 
also promotes harmony with similar Service obtaining in the 
neighborhood community where the enterprise is situated. An 
efficient, skilled, cheerful and contented employee will be an 
asset to any organisation if he is happy, he will concentrate 
on his work and better results can be achieved. An employee 

will be happy only when his needs are fulfilled. Labour is a 
crucial factor, which is very difficult to manage. The progress 
of a nation and in particular industrial growth purely depends 
upon a contented labour force. The Schemes of labour – 
welfare may be regarded as a “wise investment” which should 
and usually does bring profitable returns in the form of greater 
efficiency. The significance of welfare measures was accepted 
as early as 1931, when the Royal commission on labour stated. 
The benefits are of great importance to the worker which he 
is unable to secure by himself. The schemes of labour welfare 
may be regarded as a wise investment because these would 
bring a profitable return in the form of greater efficiency. The 
concept of labour welfare is flexible and elastic and differs 
widely with times, region to region , industry, country social 
values and customs, degree of industrialization and general 
socio-economic development of people. The textile industry 
in India traditionally, after agriculture, is the only industry 
that has generated huge employment for both skilled and 
unskilled labor in textiles. The textile industry continues to be 
the second largest employment generating sector in India. The 
share of textiles in total exports was 11.04% during April–July 
2010, as per the Ministry of Textiles. India is the second largest 
producer of fibre in the world and the major fibre produced is 
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cotton. Other fibres produced in India include silk, jute, wool, 
and man-made fibers. 60% of the Indian textile Industry is 
cotton based. Government of India passed the National 
Textile Policy in 2000. The Indian Textile industries are 
mainly dominated by some government, semi government and 
private institutions. As overall textile industries are concerned 
large numbers of men and women workers are working. The 
working environment in such industries is hazardous for 
their health. Due to this the absenteeism, rate of attrition and 
labour turnover is high. Also labour may suffer from disease 
and injuries. Therefore to overcome this problem, maintain 
healthy working conditions and to retain the employees, 
industries are offering various safety measures along with the 
various welfare facilities.
In the light of above, the researcher has selected the GTN 
Spinning Mills, Baramati (MH) to analyze the impact of 
labour welfare measures on absenteeism and attrition on the 
basis of responses of sample respondents. 

2.	Significance	of	Study	: An attempt has been made to 
highlight the benefits of labour welfare measures accrued to 
the organizaton, working employees, society & government 
in general. The study of labour welfare has great significance 
in today’s scenario. The present study will help organization 
to focus on the welfare practices not applied in the 
organization that are the causes of increased absenteeism 
and attrition. Due to this employees will benefit if neglected 
welfare practices are implemented properly. This in turn 
will also help the Government in tax generation, as well as 
smooth running of company in the Industry can even help 
reduce the problem of unemployment. 

3. Statement of Research Problem : Welfare provisions 
of Factories Act 1948 are important as far as the nature of the 
work in the textile industries / factories are concerned where 
labours are working in harmful environment. It may happen 
that the labours working in such factories may suffer from 
serious diseases or injuries at workplace. It may increase the 
absenteeism and attrition rate. So the present study aims at 
studying the various aspects of welfare measures in GTN 
Spinning Mills, Baramati (MH).
To study the various aspects of welfare practices Resarcher 
has selected topic entitled “Impact of Labour Welfare 
Measures on Absenteeism and Attrition at GTN Spinning 
Mills, Baramati Dist-Pune (MH)”. This title justifies the 
research problems as it covers major aspects like various 
welfare measures and impact of welfare measures on 
absenteeism and attrition rate of employees as a whole.

4. Objectives of the Study :
1. To analyze the statutory and non-statutory welfare 

measures provided.
2. To evaluate the impact of welfare measures on the 

absenteeism and attrition of employees.

5. Scope : The study covers all statutory & non-statutory 
welfare measures provided by the GTN Spinning Mills, 
Baramati (MH) to its employees such as services and 
amenities, regular wages and other economic benefits etc. 
and their relative impact on absenteeism and attrition rate. 
The geographical scope of the study is confined to GTN 
Spinning Mills, Baramati (MH) only.

6. Methodology : The nature of the study is descriptive 
research. Working blue collar & white collar employees 
of GTN Spinning Mills, Baramati is sample unit for this 
research. The workforce undertaken for the study is divided 
into two categories viz white collar & blue collar workers. 
The sample universe for the study is in total 500 numbers. 
This universe further bifurcated as 50 & 450 white collar & 
blue collar workers respectively. Therefore 25% of sample is 
selected from white collar and blue collar employees i.e 13 
& 113. Now the sample size in total becomes 126 (13+113) 
for the study. Stratified Random Sampling method has been 
used for the study.

Strata Total no. of 
Employees Sampling No. of 

Respondents
White 
Collar 50 25% 13

Blue Collar 450 25% 113
Total Sample Size 126

7. Data Analysis and Interpretation :
Table No.1 : 

Response of Employees Regarding Implementation of Welfare Measures

Sr. 
No.

Employee 
Opinion

Blue Collar
B1 B2 B3 B4

1 Yes 100 50 60 76.19
2 No 0 50 20 17.14

3 To Some 
Extent 0 0 20 6.66

Total 100 100 100 100

Sr. 
No.

Employee 
Opinion

White Collar
B1 B2 B3 B4

1 Yes 50 75 100 50
2 No 0 0 0 0

3 To Some 
Extent 50 25 0 50

Total 100 100 100 100
Abbreviations : Blue Collar : B1= Electrician, B2= Peon, 
B3= Maintenance, B4= Operator. White Collar : W1= 
Administrative Staff, W2= Supervisor, W3= HR Executive, 
W4= Other Managerial Staff.
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Observation : The above table and graph shows that, 
majority of the blue collar employees i.e 100% Electricians, 
50% Peons, 60%  Maintenance persons, 76.19% Operators 
from blue collar category feels that welfare measures are 
implemented and applied in the company. 50% Peons, 20% 
Maintenance persons, 17.14%  Operators feels that it is not 
implemented in the company whereas only 6.66% operators 
and 20% Maintenance persons feels that welfare measures 
implemented in the company to some extent. 
The above graph also represents that from white collar 
employees 50% Administrative Staff, 75% Supervisors, 
100% HR Executives, 50% Other Managerial Staff feels 
that welfare measures are implemented in the company 
whereas 50% Administrative Staff, 25% Supervisors, 50% 
Other Managerial Staff feels that it is implemented to some 
extent. 

Table No.2 : 
Response of Employees Regarding Inadequate 

Welfare Measures that Cause Absenteeism  

Sr. 
No.

Employee 
Category Response No. of 

Employees Percentage

1 Blue 
Collar

Strongly 
Disagree 89 78.76

2 Disagree 13 11.50

3 Moderate 
agree 11 9.73

4 Agree 0 0

5 Strongly 
Agree 0 0

6 White 
Collar

Strongly 
Disagree 10 76.92

7 Disagree 0 0

8 Moderate 
agree 3 23.07

9 Agree 0 0

10 Strongly 
Agree 0 0

Observation : The above table no. 2 depicts the response 
of employees regarding inadequate welfare measures that 
cause absenteeism in the company. 78.76%, 11.50% & 
9.73% blue collar respondents strongly disagree, disagree 
& moderately agree respectively. In contrast white collar 
employees 76.92% strongly disagree & 23.07% moderately 
agree that inadequate welfare measures cause absenteeism.

 Table No.3 : 
Reasons for Leaving Job by Blue Collar Employees in Textile Industry

Welfare Measures

Reasons for Attrition by Blue Collar Employees 
(Percentage)

Employee Response
Strongly 

Agree Agree Moderate 
Agree Disagree Strongly 

Disagree

St
atu

tor
y

Washing 
Facilities 0.88 0.88 1.76 21.23 75.22

Storing & Drying 0 0.88 0.88 29.20 69.02
Sitting Facilities 0.88 0.88 0.88 3.53 93.80

First Aid 55.75 24.77 16.81 0.88 1.76
Canteen 7.07 3.53 2.65 39.82 46.90

Rest Room 0.88 0.88 1.76 15.04 81.41
Creches 0.88 1.76 1.76 14.15 81.41

Welfare Officer 0.88 0.88 0.88 18.58 78.76

No
n-

St
atu

tor
y

Accommo-dation 9.73 7.96 0.88 35.39 46.01
Education to 

Children 29.20 23.89 11.50 22.12 13.27

Holiday Homes 0 0 0 15.92 84.07
Medical 60.17 13.27 23.00 1.76 1.76

Leave Travel 0 0 0 21.23 78.76
Transportation 46.90 17.69 9.734 16.81 8.84

Uniforms 1.76 1.769 0.88 16.81 78.76

Observation : The above table no. 3 depicts that the non 
availability of Medical Facilities, First Aid, Transportation & 
Education to Children Facilities are major causes of leaving 
job for a blue collar employee that comprised of 60.17%, 
55.75%, 46.90% & 29.20% respectively. The reason behind 
this is that as per their pay structure, it is extremely difficult 
for them to afford these things. Blue collar employees have 
given less importance to Farewell for Retirement & Transfer, 
Holiday Homes, and Leave Travel facilities. 
Observation : Table no. 4 depicts that majority of the 
White collar employees strongly agree with all the non-
statutory welfare measures like Medical, Accommodation, 
Transportation, Education to Children, Leave Travel & 
Holiday Homes. Non availability of these welfare measures 
becomes the major reasons to leave the job. It is because; 
white collar employees have habit to work with perks 
like company quarter for accommodation, car or cab for 
transportation, canteen etc. Therefore it is very difficult for 
them to live without these facilities. 
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Table No.4: 
Reasons for Leaving Job by White Collar Employees in Textile Industry

Welfare Measures

Reasons for Attrition by White Collar Employees 
(Percentage)

Employee Response
Strongly 

Agree Agree Moderate 
Agree Disagree Strongly 

Disagree

St
atu

tor
y

Washing 
Facilities 0 0 0 15.38 s

Storing & 
Drying 0 0 0 7.69 92.30

Sitting Facilities 0 7.69 7.69 15.38 69.23
First Aid 30.76 15.38 0 7.69 46.15
Canteen 53.84 7.69 15.38 15.38 7.69

Rest Room 7.69 7.69 7.69 30.76 46.15
Creches 0 0 0 15.38 84.61

Welfare Officer 0 0 15.38 15.38 69.23

No
n-

St
atu

tor
y

Accommo-
dation 69.23 15.38 7.69 7.69 0

Education to 
Children 53.84 15.38 15.38 7.69 7.69

Holiday Homes 46.15 7.69 15.38 15.38 15.38
Medical 84.61 7.69 7.69 0 0

Leave Travel 53.84 7.69 15.38 15.38 7.69
Transportation 69.23 15.38 7.69 7.69 0

Uniforms 15.38 7.69 7.69 30.76 38.46

8. Findings :
1. Almost all blue collar and white collar employees 

are getting statutory and nom-statutory welfare 
measures except leave travel and holiday home for 
blue collar and non availability of welfare officer. 

2. An inadequate welfare measure doesn’t make any 
impact on absenteeism of blue collar and white 
collar employee. 

3. There is less attrition on part of employees as 
adequate welfare measures are provided. 

4. It is found that inadequate canteen & medical 
facilities are the main reasons for white collar 
employee to leave the job and non availability of 
first aid and medical facilities are the reasons for blue 
collar employee to leave the job from the company. 

9. Conclusion : Generally, welfare measures are recreational, 
medical, educational, housing, sanitation and so on. Every 
organization provides the statutory welfare measures but 
some organization provides some more welfare facilities to 
the employees so that they may retain the employees and 
their quality of work life. By the result of increased quality 
of work life among the employees they get satisfaction in 

their personal and professional life.  An organization could 
see the reflection of these things in increased productivity. 
As far as textile industry is concerned welfare measures are 
very much essential because the workplace environment 
in the textile industry is hazardous and it directly affects 
workers health. Therefore it leads to absenteeism and 
attrition. The national scenario depicts that labour turnover 
rate is very high in textile industry due unhealthy workplace 
environment. So to overcome this scenario the small units of 
textile industry have to implement and apply labour welfare 
practices. As a result of this, organizations will definitely 
achieve their goals & objective effectively and efficiently.   
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Abstract : The eagerness with which the users of Facebook are thronging to share their personal information, 
joyous moments, philosophical thoughts, routine life through posts and photographs without understanding 
and following the terms and conditions laid down by Facebook, is attracting illegitimate users too. This sort 
of eagerness can prove disastrous when they face severe problems such as violation of privacy, identity theft, 
data leakage and phishing, into their personal lives. In this paper, we have tried to create awareness among the 
public about the above said ethical issues with an ethical framework to counter the above said issues.

Keywords : Facebook, ethical issues, social networking sites, users, awareness.
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1. Introduction : Ethics is a system of moral principles. 
It is a branch of philosophy dealing with values relating to 
human conduct with respect to rightness and wrongness 
of certain actions and to the goodness and badness of the 
motives and ends of such actions [1]. Social networking 
sites help people to connect with each other individually 
or in social groups having same interests, hobbies, work 
related ideas etc. A user on Facebook can create his profile 
and have a list of friends who may be classmates or relatives 
whom the user wants to connect with. These connections are 
based on either recommendation, trust and/or transparency 
of self descriptive matter.
In this paper we are creating awareness about the ethical 
issues originating out of social networking sites considering 
Facebook as our case study. This paper showcases the 
ethical issues like violation of privacy, identity theft, data 
leakage and phishing on Facebook with a framework of 
moral justification.
2. Related Work  : The awareness of ethical issues has 
been given importance in recent times due to- problem of 
data privacy [2], misuse of information, interception of 
information, information matching [5],wide circulation 
of personal details [2], collection of data from phone by 
Facebook [9], virtual identity suicide due to data protection 
issues and social pressure [10]. Leakage of huge collection 
of contact information/data of Facebook users was claimed 
to be an unintentional technical fault. Wall street journal 
investigated that the most popular applications on Facebook 
could leak users‟ personal data. The users having strongest 
configuration setting of privacy and protection [18] 
also faced data leakage of themselves and their friends‟ 
personal information to internet tracking organizations and 
advertising companies.

By creating a fake account or hacking victim‟s password, 
impersonators escape from the fraud committed and 
the victim is held responsible. Hike of 27% active users 
everyday compared to last year was reported by Facebook 
in the year June 2013.The same year Facebook claimed 76 
million fake users and campaigned to fight bogus account. 
Phishing attacks are mainly on vulnerable sites like 
Facebook which are not authenticated by TLS. The Potter 
Box is an ethical decision making framework to counter the 
ethical issues. Good values, ethical principles and loyalties 
should be shown by the social groups that a user has joined 
on Facebook.

3. The Facebook : Our case study for this paper is 
Facebook. It the most popular social networking sites 
since its inception in the year 2004. It started out as student 
communities in the universities in USA. It then picked up 
rapidly to become the widest and most interesting social 
networking site. Millions of people use Facebook for 
communication with their friends and loved ones. They like 
to share their personal information in their social groups 
and try to keep abreast of what‟s happening all around 
them through Facebook. Facebook considers this huge 
compilation of data as its most important feature [3].
Facebook is a repository of huge collection of data fed by its 
users who start of by giving their profile, personal photos, 
personal information to be shared only in their social groups 
of intimate friends or near and dear ones. This type of data 
of millions of users is stored in Facebook which can be 
vulnerable to various ethical issues. Hence Facebook should 
take responsibility to protect the huge pile of data under its 
care. The users are becoming victims either intentionally or 
unintentionally of unethical practices. This paper is to bring 
awareness about ethical issues for the users of Facebook.
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 4. Ethical Issues :
Violation of privacy : An ethical issue in social networking 
is a very serious matter because of the severe misuse of 
data put by the individual in social network like Facebook 
etc. The privacy of an individual identity is compromised. 
The problems of data privacy have become worse due to 
the growing number of youth flocking into these online 
social networks paying little attention to privacy issues for 
themselves or others [2]. Privacy can be violated in online 
social network communities through intrusion, misuse of 
information, interception of information and information 
matching [5]. Though terms and conditions are always made 
to be seen and agreed during users registration process, most 
of the time, users tend to ignore the policy and assume, in 
their eagerness to be in a community of their choice online, 
that everything would be in good place without realizing 
that we might solely permit a gateway access of breach to 
our personal information.
There has been a growing concern over the breach in privacy 
caused by social networking services, for example Facebook 
could learn where you live, where you sleep, where you 
work, all with data from your phone when you are signed 
in. Many users feel that their personal details are being 
circulated far more widely than they intended it to be [2]. 
Another example, with the usage of GPS Global Positioning 
Systems or local based social networking applications, you 
are subject to accept a data policy that may covertly take 
advantage of your privacy to legitimately and specifically 
target you with advertising ads.
This shows that privacy issues in social networking sites is 
in a serious and critical stage where users cannot tolerate 
any more exposure. Facebook users are committing „Virtual 
Identity Suicide‟ by quitting and deleting their accounts due 
to privacy concerns and fear of internet addiction. Data 
protection issues and social pressure to add friends were 
also among the reasons for leaving [10].
Identity theft : Identity theft is a technique which criminals 
make use to imitate or impersonate someone else‟s identity 
with the intention of pursuing or committing a crime. Internet 
identity theft takes place in two ways, firstly by creating a 
fake account and secondly by hacking victims password. 
Facebooks operational highlights reports of second quarter-
2013 states that around six ninety nine (699) million users 
have been active everyday for the month of June 2012 
which is recorded to be a hike of 27% compared to previous 
year. The same year Facebook claimed the number of fake 
users to be seventy six (76) million during a war campaign, 
campaigned to fight bogus accounts. The number 76 million 
is too massive and can lead to serious damages which are 
impact of Identity theft.
Though efforts are made by social networking websites to 
protect and secure its users being impersonated, the rate 

of identity theft is high. For example, an impersonator can 
commit a fraud and escape, and the victim is held responsible 
for the crime not committed by him. Self awareness and good 
understanding on what are the risks of being impersonated 
on social networking sites by users is important.
Data leakage : One of the most difficult and expensive task 
on networking sites is of data protection and data security. 
Regardless of introduction of new technologies to secure 
and protect data, data leakage still prevails as one of the big 
issues of social networking sites. Data leakage usually takes 
place due to lack of knowledge about protection and privacy 
policies by users about social networking sites.
Around 2013 June, Facebook has unintentionally disclosed 
email addresses and phone numbers of around six million 
Facebook users to unintended, unauthorized viewers and 
blamed the leakage of data to be a technical fault in its 
huge collection of contact information of about 1.1 billion 
Facebook users all over the world. This breach resulted in 
an enormous leakage of data where users who wanted to 
download information of their own friends were able to 
obtain other confidential information which was not made 
public on the network.
Earlier in 2010 Facebook was accused of data leakage 
where personal information was leaked to third party from 
Facebook apps. Facebook users information was available to 
many of the internet tracking organizations and advertising 
companies affecting as many as ten million users of Facebook 
which included even those users who used the strongest 
configuration settings of privacy and protection. Timeline 
updates by Facebook users as current location, designation 
and interest when made public can easily be compiled and 
manipulated as an important source of information in terms 
of data leakage.
Phishing : Phishing is similar to fishing in a lake or river. A 
person patiently waits for a fish to take the bite which he is 
dangling in the water. The unsuspecting fish is hooked, reeled 
in and is cooked to be eaten. In case of online phishing an 
aggregator lures the vulnerable user on Facebook to reveal 
his personal information by promising fantastic prizes for 
participation in online events or just some extra rewards. 
The user thinks it‟s legitimate because it is on Facebook as 
the user is unaware of phishing attacks. The aggregator may 
then use the identity of his victim for criminal activities. 
These phishing attacks tend to make the aggregator bold and 
confident to try his hand on other users of Facebook.
Facebook routinely sends emails of information of new 
arrivals of messages or photos to log into the link. Facebook 
gives the users complicated URLs which is difficult to 
remember and hence the user cannot distinguish a genuine 
URL from a phishing URL. Phishing attacks are mainly on 
vulnerable sites like Facebook which are not authenticated 
by TLS [12].
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Facebook has launched a Facebook connect system which 
allows external websites to provide a link for users to enter 
their Facebook details into a pop-up window, thus allowing 
an external website to access a user‟s personal data through 
Facebook. This enables cross-site phishing wherein a 
legitimate user is redirected to a look-alike forged Facebook 
account created by an attacker, which actually directs the 
user to a wrong pop-up window.
5. Research Methodology : Extensive research is conducted 
about ethical issues on social networking sites. Many issues 
of dangerous kind have come to the fore after the research 
work like violation of privacy, identity theft, data leakage 
and phishing, which might make the user vulnerable to 
criminal minded people who can take undue advantage 
of their innocence which can further lead them into 
serious problems. This paper attempts to bring awareness 
amongst users of Facebook about the ethical issues they 
may get encountered with, while working on it. An ethical 
framework based on Potter‟s box is used in this paper, 
which helps a user in ethical decision making by following 
and implementing the guidelines of the four quadrants. This 
paper presents an analytical and descriptive explanation of 
the above said content.

6. Ethical Framework : The Potter box is an ethical 
decision making framework utilizing four categories which 
Potter identifies as universal to all ethical issues. The first 
box forces the user or social groups on Facebook to define 
the circumstance of using Facebook for the good of all. 
The second box makes the user think of the values that one 
adheres to while using Facebook in a proper manner rather 
than criminalizing their action.

Definitions


Loyalties

Values 


Principles
Fig: 1 Potter‟s Box

The values are a guiding light for such communities. To 
follow the path of goodness for all since we form social 
groups on Facebook for our own happiness. Therefore the 
third box of ethical principles should be followed strictly. 
Last but not the least the user should show loyalty of the 
fourth box to the social group that he has joined on Facebook 
which is for one‟s own benefit, as he does not want be a 
loner.

7. Discussion :  This paper is to create awareness among the 
users of Facebook who might fall prey to the vulnerability 
of illegitimate users. The user may also be an aggregator and 
take undue advantage of friendships formed online. „Beware 
of the Stranger‟ is the keyword for a user of Facebook. 
This paper is also an appeal to the goodness within folks to 

enjoy being in social groups and sharing data on Facebook. 
Potter‟s Box describes that the decision making about ethical 
issues is affected by the four dimensions of four quadrants. 
It serves as an ethical framework, which helps all users to do 
good for all and stop unethical activities online. Being good 
and following ethical principles is a virtue.

8. Conclusion : Face-to-face interaction as we all know 
gives rise to a feel of the understanding, negotiations, balance 
of interpersonal honesty, openness, patience etc,.Whereas, 
in a world away from face-to-face communication like in 
Facebook, it is hard to have a feel of the above emotions and 
even trust. In the wake of the above aspects, basic human 
fairness like honesty, trustworthiness are at stake because 
of some virtual people who meet just for the reason of not 
being needed, bored or for the sole reason of tormenting 
others. Such a scenario compels genuine users‟ to forcibly 
shut-off communication. Without any doubt it is known that 
the social networking sites are playing an important role and 
have become not only a need but also an essential component 
of one‟s modern lifestyle. It is remarkably impressive and 
amazing with which the social networking sites are growing. 
Though Facebook is spreading widely connecting millions, 
it is now time to strongly consider that we have to strike 
a balance between advancement of technology and ethical 
values. To create awareness, an action plan has to be carefully 
designed which can implement latest technologies on social 
networking sites simultaneously practicing excellent ethical 
values.
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Abstract : The purpose of this paper aims to clarify the relationship between high performance human resource 
practices and corporate entrepreneurship, and tries to demonstrate the mediator role of citizenship behaviour 
and procedural justice in this relationship. In this study sample included 50 medium-scale manufacturing 
enterprises in Pune district of Maharashtra state. It is argued here that previous studies have emphasized 
the positive impact of human resource management practices. In contrast to prior research, this paper shows 
that high performance human resources practices is positively related to corporate entrepreneurship and this 
relationship is mediated by the organizational behaviour and procedure justice. One limitation of findings is 
that, training and reward are not positive related to corporate entrepreneurship, but with mediating role of 
organizational citizenship behaviour and procedure justice the relationship was significant.
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1. Introduction : In a rapidly changing world, organizations 
need to continually identify new opportunities beyond 
existing competencies if they are to survive (Nagesh et al., 
1989; More, 1994). Entrepreneurship can be viewed in the 
context of a range of factor, as it is not an all-or-nothing 
phenomenon that some individuals, teams, organizations, 
or communities have and other do not (Survade & Ghosh, 
1985).
Ganeshan (1995) argued that an environment that affords 
profits is not a sufficient condition for organizational 
survival, but it is more important to consider the social 
structure within which individuals and groups try to construct 
it. From the management perspective, entrepreneurship is 
an organizational process that encourages and practices 
innovation, risk taKonark, and proactiveness toward 
customers, competition, and opportunities (Mangesh 
& Farukh, 1982). The process enables the organization 
to create value by identifying market opportunities and 
creating unique combinations of resources to pursue 
those opportunities (Joshi, 1997). Yogesh (2000) found 
that HR practices do not directly influence organizational 
performance; rather, these practices help build intellectual 
capital, which in turn leads to increased organizational value 
creation. Human capital must be organized and led, trained 
and developed in ways that lead to the development of the 
right core competencies and organizational capabilities. An 
organizations capabilities and competencies are its mead of 
creating value. Organizations need to be designed to make 
human capital a source of competitive advantage (Lankesh, 
2009). High-performance human resource practices consist 

of a set of coherent practices that enhance OCB, employee 
skills, participation in decision maKonark and motivation 
to forth discretionary effort (Aparna et al., 2000). High 
performance work system (HPWS) may also form an 
important organizational level influence on innovativeness. 
To enhance innovation, HRM practices need to ensure that 
creativity and new knowledge and skills can be created in 
the firms.
Firms also need to maintain an environment that supports the 
implementation of these new ideas in the workplace (Doshi 
& Harlekar, 2006). For example Shaha et al (2004) suggest 
that innovation will be promoted and sustained where HRM 
practices are in place to manage the creation, transfer and 
implementation of knowledge.
Practice of HRM in small firms characterized by informality. 
However, science of HRM, which views employees as a 
source of value and, combined with the systems used to 
manage them, as a source of competitive advantage, can 
help to explain the growth and sustainability of the firm 
(Mayureshwar & Bhagat, 2006). The strategic relevance 
of HRM practices is highlighted by the fact that they 
intervene on entrepreneurial capabilities that, in addition 
to their effect on performance, lead to the extension of 
organizational competences, as a consequence of the 
corporate entrepreneurship process (Zhenderao et al., 
1999). HRM practices can influence different kinds of 
entrepreneurial activities that, in turn, lead to different 
aspects of corporate performance (Machindra, 2008). Hari 
(2005) report evidence that HRM practice can play in 
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promoting CE. High-performance human resource practices 
are positively related to CE, and that this relationship is 
mediated by the OCB of employees (Zagade et al., 2008). 
Given the knowledge intensity of the CE process (Krishnan, 
1985); it is unsurprising to find that higher levels of human 
capital are positively associated with CE (Sehegal, 2007) 
and that entrepreneurial firms tend to make systematic 
investments in employee skills, particularly group skills and 
socialization (Joshi et al., 1995). Pranavraj (2007) states 
that procedural justice and citizenship behaviors partially 
mediate the effect of high-involvement HR practices on the 
turnover intentions of highly skilled professionals.
Zagade et al. (2008) found that high performance human 
resource practices are positively related to CE and that 
this relationship is mediated by the OCB of employees. 
At the same time, corporate entrepreneurship relies on 
the activities carried out by some key player within the 
organization (Sharma and Chauhan, 1999). Therefore, 
if the entrepreneurial effort is based on the behaviors of 
individuals, these should be affected by appropriate HRM 
practices.

2. Review of Literature :
2.1	:	Definition	of	High	:	Performance	Human	Resource	
Practices : High performance work system (HPWS) 
has gained great interest in recent years as the source of 
competitive advantage in complex environment of today’s 
word (e.g. Pardeshi, 1998). The aim of high performance 
human resource is to increase corporate performance by the 
help of its employees (Anand, 2001).
According Bhimrao and Mangesh (2000) high performance 
human resource practices consist of three main parts: (1) 
people flow, including selective staffing, training (such as 
more extensive, general skills training), employee mobility 
(for example, broad career paths, promotion within the 
firm) and guarantee of job security; (2) appraisal and 
rewards, including performance appraisal (specifically 
long– term, results- orientated appraisal), compensation 
and other benefits, such as extensive, open- ended rewards; 
(3) employment relations, including job design (such 
as broad job descriptions, flexible job assignments) and 
encouragement of participation. Specific contents are shown 
in fig.1 as below.

2.2	 :	 Definition	 of	 Corporate	 Entrepreneurship	 : 
Zhenderao (1991) observed that “corporate entrepreneurship 
may be formal or informal activities aimed as creating 
new business in established companies through product 
and process innovations and market developments. These 
activities may take place at the corporate, division (business), 
functional, or project levels, with the unifying objective of 
improving a company’s competitive position and financial 
performance.”
According to definitions, CE has three dimensions: 
innovation, venturing and strategic renewal activities (Gujar 
& Ganeshan, 1990; Zhenderao & Chetan, 1995). Chetan and 
Mahajani (1999) have stated that CE is a Strategic orientation 
involving the regeneration of products, processes, services, 
strategies or even the entire organization.
2.3 : The Mediating Role of OCB and Procedural Justice: 
Organizational justice describes the individuals (or groups) 
perception of the fairness of treatment received from an 
organization and their behavioral reaction to such perception 
(Jograj, 1993). Procedural justice generally functions as 
a process theory that involves work motivation which 
focuses on workers’ perceptions: of fairness regarding the 
procedures used to make decisions about the distribution of 
outcomes (Farukh & Cheteshwar, 1998). Lanage & Roshan 
(2005) found that procedural justice climate contributes to 
individual satisfaction with supervisor (when procedural 
justice climate is supervisor-focused) and OCB (when 
procedural justice is organization-focused) above and 
beyond the individual procedural justice perceptions.
Procedural justice predicted to affect attitudes about 
organizations (e.g., organizational commitment) (Amarjeet 
et al., 2007; Doshi, Sachin, 2001) Findings from several 
studies suggest that HR practices are related to employee 
commitment, some scholars have found that these 
relationships are not necessary direct or unconditional 
(Pranavraj & Thuse, 2007). Mahabaleshwar and Singh 
(2000) found the links between some HR practices and both 
effective and normative commitments were fully or partially 
mediated by employees’ perceptions of procedural justice 
and organizational support.
Procedural justice is also associated with voice; this is 
related to employees feeling that their point of view is being 
heard (Tiketsu & Walvekar, 1975). Employees who perceive 
that they have a voice may feel a sense of employee input, 
employees who perceive that they have a voice may feel 
a sense of empowerment and motivation, which could 
enhance creativity (Arun, 1996; Akshay et al., 1995; Varun 
& Arun, 2001). Creativity is the base of innovation which 
can enhance CE.
Saptarishi & Kashid (1996) found strong evidence for the 
usefulness of procedural justice theory as a framework 
for understanding the management of inter organizational 
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relations involving new ventures. Organizational 
citizenship behaviors of a discretionary nature that are not 
part of employees’ formal role requirements, nevertheless 
these behaviors contribute to the effective functioning of 
an organization (Organ, 1988; Rashi and Konark, 2002; 
Robbins, 2001). Organizational systems that define the role 
of each employee are an important element of organizational 
design; they are in and by themselves not sufficient to 
guarantee the success of an organization.
Dependable role of behavior needs to be complemented 
by innovative and spontaneous behaviors (Kulkarni & 
Kuldeep, 1966). The (OCB) focuses on this particular type 
of employee contributions to the organization (Raut & 
Shah, 2008). Mehta et al. (1995) and Dongre et al. (1998) 
argue that a high level of OCBs reflects employees’ true 
willingness to be involved in the organization. 

3. Theoretical Framework and Hypothesis : In a 
previous research on high performance human resource and 
CE done by Zagade et al. (2008) OCB was considered as 
moderator. The present study is conducted to explore the 
relationship between high performance human resources 
and entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behaviour. 
Figure 2 shows the conceptual structure of the study.

In this study, High-performance human resources and 
organizational entrepreneurship are considered as the 
independent variable and dependent variable respectively. 
Procedural justice and organizational citizenship behaviour 
are two moderator variables.
Therefore, our hypothesis is follows:

H1. There is a significant relationship between high 
performance human resource practices and entrepreneurial 
organization with regard to the role of procedural justice 
and organizational citizenship behavior. H1. There is a 
significant relationship between staffing and entrepreneurial 
organization with regard to the role of procedural justice 
and organizational citizenship behavior.

H2. There is a significant relationship between human resource 
training and entrepreneurial organization with regard to 
the role of procedural justice and organizational citizenship 
behavior.

H3. There is a significant relationship between mobility and 
entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behavior.

H4. There is a significant relationship between job security 
and entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behavior.

H5. There is a significant relationship between job design and 
entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behavior.

H6. There is a significant relationship between appraisal and 
entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behavior.

H7. There is a significant relationship between rewards and 
entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behavior.

H8. There is a significant relationship between participation 
and entrepreneurial organization with regard to the role of 
procedural justice and organizational citizenship behavior.

4. Research Methodology :
4.1 : Sample : In this study, sample included 50 medium-
scale manufacturing enterprises that have been selected from 
among 84 active medium-scale manufacturing enterprises 
in the Pune District of Maharashtra State.
4.2 : Measures : Apart from human resource managers 
rating of high-performance human resource practices (the 
independent variable), and CE (the dependent variable), 
other variables such as procedural justice and organizational 
citizenship behavior as mediator variable are controlled. We 
adopt the five-point Likert scale (very small, low, medium, 
high, and very high).

a. High-performance Human Resource Practices : 
Following Bhimrao and Mangesh (2000), we developed 
a 26-item scale to measure integrated high-performance 
human resource practices that was originally produced 
by Pandit and Deshmukh (1992). Other researchers 
such as Dhiraj and Mukesh’s (1996), Mrugesh and 
Lankesh’s (2000), Zagade et al. (2008) also used it. 
The Cronbach’s α of this scale was 0.93.

b. Corporate Entrepreneurship : For measuring CE 
dimensions (Riskiness, proactiveness, competitive 
aggressiveness, innovativeness), we used Akhil and 
Bali (2008), 15 item adapted from Bharuch and Chandra 
(1993), Vayureshwar et al. (2002), Mangesh (1983), 
Chetana et al. (20020, Antonic and Hisrich (2001), 
Durga et al. (1997), and Naman and Jogi (1993). In 
this study for reliability of CE questionnaire we did 
factorial validity and then two items were eliminated 
and then we measured CE dimensions with 13 items.

c. Procedural Justice : Procedural justice questionnaire 
consists of 5 questions developed by Thuse et al. 
(2001). The Cronbach’s α of this scale was 0.76.

d. Organizational Citizenship Behavior : OCBs also 
were measured using a five-item scale adopted from 
Karim et al. (1997), Meghana and Shukla (1991) and 
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Waqar and Inamdar (2007). The Cronbach’s α of this 
scale was 0.90.

5. Results and Discussion : Table 1 presents the 
regression results. This table shows that except training and 
rewards there are positive relationship between dimensions 
of high performance human practices and CE.
Then with mediator role of procedure justice and OCB in the 
high performance human resource practices and CE, table 
2 shows increase in relations intensity as well as relation 
between training and rewards.

 

6. Discussion and Implication : The result of this 
empirical study demonstrates the relationship between 
multidimensional, theoretically grounded configuration 
of high performance human resource practices and CE. 
Measurement model shows breakdown of HR practices into 
eight dimensions and the reliability and validity of all eight 
scales. Prior research on HR practices, CE, OCB, procedural 
justice has contributed to a deeper understanding of these 
constructs. Similar to Zagade et al. (2008), we found that HR 
practices are significantly and positively related to CE and 
this relation was intensified with moderator variables such 
as OCB and procedural justice. Each of six dimensions oh 
HR (job design, participation, staffing, mobility, job security, 
and appraisal) is significantly and positively related to CE 
and also relationship is intensified by OCB and procedural 
justice. Contrary to our expectations, our study did not show 
relationship between training, rewards and CE. Previous 
results indicated that appropriate use of rewards enhance 
entrepreneurial activity within organizations (Bharuch and 
Vishwa, 1998; Vindya and Kavita, 1997’ Krishnan, 1989). 
But, with moderator role of OCB and procedural justice, 
relations between training, rewards and CE was significant. 
Our findings shows that HR practices are only positively 
related to social exchanges between the organization and 
employees when a high level of OCB and procedural justice 
exists. Findings provide guidelines to help managers and 
entrepreneurs to better understand the important of HR 
practices and procedural justice and its outcomes and OCB 
within the firms and its effects on their entrepreneurial 
activities, which are very important for survival of firms in 

present dynamic environment. This in overall can make the 
economic position of the country better.

7. Limitation and Future Research : Result may be 
influenced by bias such as different methods of training, 
rewards and informality of HR practices in some MSEs. 
Pranavraj and Thuse (2007) find that HR practices play a 
determining role in the development of affective commitment 
among highly skilled professionals. Future research can 
test relationship between HR practices and CE with other 
moderators such as commitment and trust. It can also use 
larger sample sizes and other types of industries.
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Abstract : In the recent years the concept of Corporate Social Responsibility is spreading very rapidly in 
India in all the sectors. Corporate Social Responsibility is to contribute towards the society while working 
within ethics. In  developing  country  like  India, banking  sector  plays  a  very  important  role  in  upgrading 
the economy of the country not only by lending money or increasing the liquidity in the country but also by 
imposing a new practice called corporate social responsibility (CSR). Nowadays, many nationalized banks 
in India have created their individual brand image in the field of Corporate Social Responsibility by taking 
various social initiatives in the era of social welfare and community development. The catalytic contributions 
made by nationalized banks for economic growth in India have created their separate entities towards financial 
growth. The main objective of this study is to analyze the CSR activities carried out by selected nationalized 
banks of India.

Key Words : Corporate Social Responsibility, Nationalized Banks, Community Development
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1. Introduction : Recently the CSR has gained much 
attention in the corporate world. Regarding the banking 
sector Bhatt (2008) stated that banks do not exist in a 
vacuum. They make a large contribution to the country’s 
GDP growth, meet the demand of the growing middle class, 
contribute to infrastructure spending and reach out to the 
semi-urban and rural areas. CSR has been assuming greater 
importance in corporate world, including the banking sector. 
There is a visible trend in financial sector of promoting 
environment friendly and socially responsible lending & 
investment practices. The United Nations environment 
programme (1972) advocates that the financial sector 
has a role in protecting environment while maintaining 
profitability of their business. The Reserve Bank of India 
(RBI) (2011) on stressing the need for CSR, suggested the 
banks to pay special attention towards integration of social 
and environmental concerns in their business operations to 
achieve sustainable development.
RBI also pointed out to start Non Financial reporting 
(NFR) by the banks which will cover the work done by 
the banks towards the social, economic and environmental 
betterment of society. The CSR in Indian Banking Sector is 
aimed towards addressing the financial inclusion, providing 
financial services to the unbanked or untapped areas of the 
country, the socio-economic development of the country by 
focusing on the activities like, poverty eradication, health 
and medical care, rural  area development, self employment 
training and financial literacy trainings, infrastructure 

development, education and environmental protection etc.

2. Meaning Of The Term Corporate Social 
Responsibility : Today Banking Sector growing larger 
and powerful than before. Various Non-government 
organizations put pressure on Banks to act responsibly 
towards their stakeholders. Thus pressure has given rise 
to the concept named Corporate Social Responsibility. 
The Corporate Social Responsibility is the commitment 
of the corporate for the equitable growth & sustainable 
development of the society. Under the new Companies Act, 
2013, passed by Parliament in August  2013, profitable  
companies will  have  to  spend  at  least  2  per  cent of  
their average net  profit over  the  preceding  three  years  on  
CSR  activities.
CSR defined as “The economic, legal, ethical and 
philanthropic expectations placed on organizations by 
society at a given point in time.” (Carrol and Buchholtz, 
2000:35) 
“CSR is the continuing commitment by business to behave 
ethically and contribute to economic development while 
improving the quality of life of the workforce and their 
families as well as of the local community and society at 
large.”

3. Need for CSR :
•	 Enhanced	corporate	and	brand	image	: By applying 

the concept of CSR companies are capable of 
positioning themselves in the mind of consumer and 
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in developing their brand  image  because  today  
consumer  gives  preference  to  the  companies  that  
think about consumer and society. 

•	 Easier		to		attract		and		retain		employees	: Once  a  
company  become  successful  in positioning itself in 
market and develop its image as a good and established 
company then  it  become  easy  for  it  to  attract  and  
retain  employees  because  today  employee would like 
to serve the company that has good brand image. 

•	 Increased		market		share	: When  a  company  have  
good  brand  image,  talented  and dedicated  employees  
then  it  can  easily  capture  the market  and  its  market  
share  will increased continuously. 

•	 Easier	to	attract	investors	: Any investor who wants to 
invest in company can look mainly two aspect as one 
is company’s image and  another is its market share 
and the company who follows the concept of CSR will 
definitely have the both aspects. So it becomes easy to 
attract investors.

4. Research Methodology : To analyze the extent of 
Corporate Social Responsibility practices of selected Indian 
banks, the present study covers five nationalized banks of 
India (Union Bank of India, State Bank of India, Punjab 
National Bank, Bank of India, Bank of Baroda). The primary 
data is collected from Bank Managers of some of the banks 
& the secondary data is collected from the annual reports of 
the banks, bank website, journals, magazines, etc.

5. Limitations :
• The study does not consider each and every bank i.e. 

only selected banks are considered.
• The primary data is collected for some banks & not for 

all the banks.
• The data collected is only from the Bank managers 

of some banks & employees, beneficiaries are not 
interviewed.

6. Data Analysis :
Union	 Bank	 Of	 India: Union Bank of India has well 
developed Corporate Social Responsibility initiatives in 
place. The focus on the Rural sector is through Village 
Knowledge Centre and Farmers’ Clubs etc. We also have 
schemes for the girl child, where we take care of education 
expenses. Initiatives are in place in other areas such as 
providing drinking water for schools, setting up bus shelters 
etc. All our CSR initiatives have shown good results and 
they are an ongoing part of our contribution to the building 
of this nation.  

• The Bank provides infrastructure to the schools by 
providing them benches, chairs and other necessary 
materials. The students get school bags, uniforms and 
sandals for their well being.

• The Bank has helped various Hospitals by providing 
Ambulances to transport patients in and out of the 
Hospital.

• It has introduced an insurance scheme ‘Janashree Bima 
Yojana’ with the co-operation of LIC to the women 
members of credit linked Self Help Groups. It has also 
introduced ‘Aam Aadmi Bima Yojana’ for the hawkers 
who have availed loans from us thorough the biometric 
card loan product.

• The Bank has also provided financial assistance to 
various social causes through institutions like Raksha, 
Cochin - a school for disabled children, Ramakrishna 
Mission- Nagpur, Madhyagram Municipality- Kolkata, 
Satchidananda Institute of Medical Sciences- Kerala, 
Bhagwan Mahaveer Viklang Sahayata Samiti- Jaipur, 
and Cochin Child Foundation.

State Bank Of India : Corporate Social Responsibility has 
always been a part of the State Bank of India covering various 
social, environmental and welfare activities. Their pledge 
towards CSR is reflected in their CSR vision statement.
The comparative chart of CSR spends for the last three years 
is as under (in crores)

CSR Activities 2011-12 2012-13 2013-14
National Donations

(To provide succor to victims 
of natural calamities)

5.50 2.00 6.00

Normal Donations & other 
direct activities

65.68 69 117

Total CSR spend For the 
first time in the last decade, 
the budget For  CSR spend  
(normal  donations  and  other  
direct activities)  has  been  
surpassed  even  though  the  
allocation was much higher 
than the previous years.

71.18 71 123

By  analyzing  the  table no.1  we  can  see that  in the  year  
2009  the  expenditure  of  bank  in  different CSR  activities 
were  19.72  crores which  is increased in the year 2012  up 
to 71.18 crores, which is the good symbol for the Indian 
Economy.
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Sector wise Deployment : The breakup of sectoral 
deployment of SBI’s CSR spends during the year has been 
as under:

CSR Activities Amount (in crores)
National Donations 5.50
Supporting Education 38.33
Supporting Healthcare 15.03
Assistance to underprivileged 5.37
Research & Development 3.75
Supporting Culture 1.15
Environment Protection 0.67
Other projects 1.38
Total 71.18

(Source – SBI Annual Report)

CSR Awards of SBI :
• The year FY 2013-14 witnessed the highest number of 

awards for the Bank in CSR achievements.
• Conferred Asia’s Best CSR Practice Award, 2013 by 

CMO Asia in Singapore.
• Won an award for ‘Best CSR Practices’ at Asian BFSI 

Awards 2013 in Dubai.
Punjab National Bank : Punjab National Bank views 
Corporate Social Responsibility (CSR) as a commitment 
to operate in an economically, socially & environmentally 
sustainable manner, while recognizing the interests of its 
stakeholders including investors, customers, employees, 
business partners, local communities, the environment and 
society at large and contribute to the quality of life of the 
society. At the heart of this strategy is Bank’s unwavering 
commitment to build vibrant communities across our  global 
footprints. This commitment comes to life through our 
investment in institutions and programmes to support and 
enhance Community Development in a sustainable fashion. 
“Giving Back to the Society” is the motive of PNB behind 
CSR activities.

CSR Activities of PNB :
•	 PNB	Janmitra	Project	: This project aims at enabling 

the rickshaw pullers to own rickshaws for improving 
their earnings & raising their standard of living by 
uplifting them above the poverty line. Under this 
project, over 9400 accounts were opened during the 
year 2010-11with a loan amount of Rs. 9.80 crore.

•	 Education	 Initiatives	 : The Bank endorses the 
philosophy that “No deserving student should be 
deprived of the education opportunity for lack of 
funds.” Accordingly, a customer friendly education loan 
scheme has been designed for the benefit of the needy 
students. The Bank has even tied up with a number of  
educational institutes across the country for facilitating 
creation of an “ Empowered India” Education Loans 
grew by 24% to Rs. 2820 Crore at the end of March 
2011 from Rs. 2272 Crore last year. 

•	 Donations	: During the year, Bank donated a sum of 
Rs. 51.65 lakh to various NGOs, societies, charitable 
institutions, educational institutions and organsiation 
working for the benefit of downtrodden and weaker 
section of the society, tribal people/orphans, 
underprivileged, spastics, handicaps, mentally 
challenged children, women in shelter homes, etc.

Particulars Amount 
Profit After Tax 4747.52 Crore
CSR Spending 324.43lakhs (0.07% of PAT)

Awards and Recognitions:

• “Golden Peacock Award for Corporate Social Responsibility” 
for the year 2011 by Institute of Directors (IOD).

• “CSR Excellence Award 2010” by ASSOCHAM.

• Social and Corporate Governance Award - Best Corporate 
Social Responsibility Practices by World CSR Day and 
Bombay Stock Exchange.

• PNB has won the  “Most Socially Responsive Bank Award” 
consecutively for the two years i.e. 2011 and 2012 awarded 
by Business World- PwC.

Bank of India :

• BoI has launched Star Swarojgar Prashikshan Sansthan 
(SSPS)-RSETI Rural Self Employment Training Institute.

• Solar street lighting programme and setting up a network 
of hand pump sets through an NGO doing such activities, 
providing 60 Solar street Lamps and 53 Hand pump sets at 
select points in the notified backward area.

• Establishment of rain water harvesting mechanism, 
equipment for agriculture, better provision of drinking water 
/ development of the drought prone area of Sivaganga district 
through Kalanjiams or Self Help Group.

• Provided Health care for the poor, underprivileged rural 
people in tribal, desert and far flung areas.
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• 25 wheel chairs were donated at a cost of 1.25 lakhs

• Construction of classrooms for the economically and socially 
challenged students of the society.

• Sanction and Creation of Subsidy for purchase and distribution 
of 11000 Bio-gas (smokeless) stoves in rural areas @ 950/-
per stove, total of Rs. 104.50 lakhs.

Particulars Amount (Crore)
Profit After Tax 272 
CSR Spending 7.83 (0.29% of PAT)

Bank of Baroda :  The Bank has a well-knit principle 
on CSR and a long vision to empower the community 
through socio-economic development of underprivileged 
and weaker sections of society.  No separate report on CSR 
except a brief statement on CG report. Again, no fixed 
budget allocated for CSR spending.  Establishment of large 
number of rural consultancy centre is the unique feature 
of the bank CSR policy. Another significant contribution 
of the Bank is the adoption of village for their all round 
development. The Bank has also set up Rural Development 
and Self Employment Training Institute (RUDSETI) as per 
the direction of the Ministry of Rural Development.

• Rural development 
• Women’s empowerment
• Vocational training 
• Community Welfare 
• Physically Challenged 
• Poverty Eradication

7. Conclusion : The conclusion of this study is that though 
the Indian banks are making efforts in the CSR areas but 
still there is a requirement of more emphasis on CSR. This 
study might valuable for commercial banks to understand 
their own position among the overall banking sector and 
also it is important for policymakers to judge the banking 
performance from the angle of corporate social responsibility. 
The  Banks under study have recognized their responsibility 
towards the society and are making their contribution in 
the field of employment generation, education, health care, 
farmer training, women welfare and women  empowerment. 
We suggest that banks should disclose the amount spent on 
CSR activities in their annual reports. Along with financial 
reporting, non financial reporting should become amendatory 
for the banks for social, economic and environmental 
betterment of the society. 
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Abstract : Green marketing concept implies eco-friendly approach of business world. Disasters like global 
warming, air-water-sound and soil pollution not only affecting public health but also balance of nature. Due 
to climatic changes and population growth agricultural produce is at scanty. The prime need of the society is 
green marketing adoption. It will not solve all the concerned issues at once, but it will prove mile stone in that 
direction. Present study focuses on concepts , emergence, strategic insights and problems in green marketing. 
It highlights various aspects of green marketing mix. 

Keywords : Green marketing, environmental pollution, resources, energy, products and services
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1. Introduction : Forty years have passed since the club 
and Rome sounded an alarm about population growth and 
environment pollution in its report “The Limits to Growth”. 
Twenty years have passed since the first Earth Summit 
focused on the environment and sustainable development 
was held in Rio-de-Janeiro, Kyoto Talks in 1997 which 
resulted in Kyoto Protocol sets binding obligations on 
industrialized countries to reduce emission of greenhouse 
gases but the key to overcome environmental and ecological 
problem in Green Marketing. Moreover the environment is 
one of the levels of prosperity for modern society and the 
planet and will be one of the priorities of the twenty first 
century. 
Green Marketing is the marketing of products that are 
presumed to be environmentally preferable to others. In fact 
green marketing incorporates a broad range of activities, 
including product modifications changes to product process, 
sustainable packaging as well as modifying advertising. This 
approach seeks to address the lack of fit between marketing 
as it is currently practiced and the environmental, ecological 
& social realities of the wider marketing environment.

2. Objectives : This paper aims to focus on various aspects 
of green marketing, emergence of its practices by addressing 
the following research aims- 

i) To elaborate the concept of green marketing, its 
evolution and importance etc.

ii) To provide conceptual model of green marketing mix 
and to analyze it with traditional marketing mix. 

iii) To put forward the challenges facing while implementing 
green marketing.

3. Methodology Adopted : The present paper is essentially 
a library work based on published secondary data. Data 

collected from books, journals, reports, magazines, news 
papers and various websites. The secondary data obtained 
from above sources have been reframed, tabulated, logically 
arranged, and analyzed. On the basis of analysis and 
interpretation researchers has been arrived at conclusion.

4. Conceptual Framework : Green Marketing came into 
existence in the late 1980’s and early 1990’s. The American 
Marketing Association (AMA) organised the first workshop 
on “Ecological Marketing” in 1975. The Proceedings of 
this workshop resulted in one of the first book on Green 
Marketing entitled “Ecological Marketing”. The green 
marketing book first by Ken Peattie (1992), in the United 
Kingdom and other by Jacquadyn A. Ottaman (1993) in 
the United States of America added their contribution. The 
concept of green marketing evolved steadily over the period 
of time.
Polonsky (2011) defined Green Marketing as “The efforts by 
a company to design, promote, price and distribute products 
in a manner which promotes environmental protection.”
American Marketing Association (1975) defined Green 
Marketing as “The study of the positive & negative aspects 
of marketing activities on pollution, energy depletion and 
non-energy depletion.”
Aseem Prakash (2002) has tried to co-relate the phenomenon 
of Green Marketing with public policy and managerial 
strategy to get some of desired results of Ecological Viability 
at the cost effective rates of eco friendly products.
Narayan Lakshmi Vermuri (2008) has discussed multi 
faceted views on Green Marketing, it’s new hopes and 
challenges in the current scenario. The authors have tried 
to establish the ‘cause – effect relationships’ of Green 
Marketing at global level. 
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After aggregating all above definitions we can say that 
Green Marketing is “Satisfying the requirements of 
customers and other stakeholders more sustainably, through 
integrated efforts to improve the environmental and social 
responsibility of the organization, it’s products, services and 
communications.”
Thus Green Marketing refers to holistic marketing concept 
wherein the production, marketing consumption that is 
detrimental to the environment with growing awareness 
about the implication of global warming, non-biodegradable 
solid waste harmful pollutants etc. 
Green Marketing implies two aspects, one is a type of 
marketing & another is a marketing philosophy. As being 
type of marketing it views marketing of goods & services 
and is related with green Products. As being Philosophy, 
green marketing runs parallel to the societal Marketing 
concept & espouses the view that satisfying customers is 
not enough and markets should take into account ecological 
interests of the society as a whole. It is a part of corporate 
social Responsibility.

5. Necessity Of Green Marketing : The global financial 
crisis, heightened concerns about climate change and other 
developments have put us at a crossroads. Instead of striving 
to maximize profits and growth at the cost of environment 
harm, we have to follow the healthy way for social and 
environmental wellbeing 

Table No. 1 : Key Considerations Looking to 2020

1987/1990 2007/2011 2020
Ecological 
Foot print*

1.2 Earths 
(1990)

1.5 Earths 
(2007)

1.8 Earths 
(2020)

Co2 
Emissions

20 billion 
tones (1990)

30 billion 
tones (2010)

38 billion 
tones (2020)

Population 5 billion 
(1987)

7 billion 
(2011)

7.7 billion 
(2020)

(source: WWF’s Living Planet Report 2012)
*Ecological Foot prints : An index showing how much impact  

our daily lives have on the environment. Here the ecological  
Foot Prints Represents number of planets, assuming people  

worldwide maintains living standards on par with advanced nation.

With such a fearful picture will the human race be able to 
balance securing food & energy with reducing greenhouse 
gas emission? The answer is ‘Yes’ .i.e. Green Management. 
Today People are very much aware about climate change 
and environmental issues so instead of loosing loyal and 
profitable customer & to Project good image as a corporate 
citizen we need green marketing. Due to growing community 
& consumer interests green & socially responsible products, 
increased community pressure on companies to internalize 
externalities, such as health issues, neighborhood amenity, 
climate change, environmental and governmental 
legalizations and initiatives, innovative technologies and 
approaches of dealing with populations, improved new 

resource and energy efficiency and to fulfill customers 
expectations it is very much urgent to implement friendly 
customers which ultimately leads to profit & growth. 
 In India around 25% of the consumer proffers environmental 
friendly products, and around 28 % may be considered 
health conscious. 
Therefore, green marketers have diverse & fairly sizeable 
segments to cater to. 

6. Why companies go for green marketing : There 
are basically five reasons for which a company should go 
for the adoption of green marketing

a. Corporate social responsibility : Many organizations 
have started to realize that they have a moral obligation 
to be more socially responsible. This resulted in 
environmental issues being integrated into the firm’s 
corporate culture

b. Government pressure : various regulations recently 
framed by the government to protect consumers and the 
society at large let to the adoption of green marketing 
as a compulsion rather that a control board & ban on 
plastic bags etc.

c. Opportunities or competitive advantage : All types of 
consumers both individual and industrial are the nature 
environment and have modified their purchasing 
behavior accordingly so companies have a competitive 
advantage over firms not adopting green concept

d. Competitive Pressure : many companies take up 
green marketing to maintain their competitive edge. In 
many case firms observe competitors promoting their 
environmental behaviors and attempt to emulate this 
behavior. In some instances this competitive pressure 
has caused an entire industry to modify and thus reduce 
its detrimental environmental behavior.

e.	 Cost	 of	 profit	 issues	 : cost factors associated with 
waste disposal or reduction in material usage forces 
firms to modify their behavior. Which attempting to 
minimize waste firms are often forced tore – examine 
their production processes.

In these cases they often develop more effective production 
processes that not only reduce waste but reduce the need for 
some raw materials. In other cases firms try to find markets 
or uses for their waste material, where one firms waste 
becomes another firms input of production.

7.	 Significance	 of	 Green	 Marketing	 :	 The limited 
availability of resources and growing population and off 
course growing demands push ourselves to develop new 
alternatives. The OECD Report submitted to G20 Summits 
states that

• Global increase in greenhouse gas emission by year 
2050.
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• Global water demand is projected to increase by 55% 
by 2050

• Global terrestrial biodiversity is projected to decline by 
further 10% by 2050

• Global average temperature rise will be between 1.8 to 
4.0 degree celcius during 21st century.

Despite that air and water pollution causes low birth weight, 
premature birth and infant death.
So, it is important for the marketers to utilize the 
resources efficiently without waste. having due concern 
for environment. As a result of this Green Marketing has 
emerged which speaks for growing market for sustainable 
and socially responsible products and services.
Some of the advantages of Green Marketing to the companies 
are

• It ensures sustained long term growth along with 
profitability.

• It saves money in the long run, though initially the cost 
is more.

• It helps companies to market their products and services 
keeping the environment aspects in mind. It helps in 
accessing the new markets and enjoying competitive 
advantage. 

• Most of the employees also feel proud and responsible 
to be working for an environmentally responsible 
company.

8. The Greening of Marketing Mix : As like 
conventional marketing mix, Green Marketing also contains 
4 P’s; 
Green Products : The products have to be developed 
depending on the needs of the customers who prefer 
environment friendly products. Some general guidelines 
include that a green product-

• It does not present a health hazard to people or 
animals.

• It is relatively efficient in its use of resources during 
manufacture, use and disposal.

• It does not incorporate materials derived from 
endangered species or threatened environment.

• It does not contribute to excessive waste in its use or 
packaging.

• It does not rely on unnecessary use of or cruelty to 
animals.

• It should incorporate recycled materials and the 
products own recyclability.

• It should be environment friendly at various stages of 
its life cycle.

Green Pricing : Green pricing decisions are based on the 
premise that goods and services associated with greater 
environmental damage should cost more.
Price is critical and important factor of green marketing mix. 
Most consumers will only be prepared to pay additional value 
if there is a perception of extra product value. This value may 
be improved performance, function, design, visual appeal or 
taste. Greener pricing decisions are based on the premise that 
goods and services, associated with greater environmental 
damage, emission charges, carbon taxes, degradation or 
depletion should cost more. Green Marketing should take 
all these facts into consideration charging a premium price. 
Green pricing takes into consideration the people, planet 
and profit in a way that takes care of the health of employees 
and communities and ensures efficient productivity.
Green Promotion : No area of Green Marketing has received 
as much attention as promotion. Green Promotion involves 
advertising, marketing, materials, signage, white papers, 
web sites, on site promotions, videos and presentations by 
keeping people, planet and profits in mind. Green Marketers 
will be able to reinforce environ mental credibility by using 
sustainable marketing and communicational claims or 
establish unrealistic expiations, people trust. In 1980 the 
Federal Trade Commission (FTC) issued guidelines in this 
regard. Publicize stories of the company’s and employees 
green initiatives enter environmental awards programs to 
profile. Environmental certification or labeling programs 
attempt to increase consumer awareness and knowledge of 
environmental issues. Marketers use eco-labels to convey 
information about a product’s environmental benefits and 
to differentiate among competing products. eg. Triangular 
arrangement of arrows as a recyclable product.
Green Place : The decisions regarding where and when to 
make product available have much importance. Logistics 
and Transportation costs are coming under greater scrutiny 
due to rising fuel prices, congested highways and global 
warming concerns. Instead of marketing imported goods, 
it can be licensed for local manufacturer. This avoids 
shipping of the product from far away. Also avoids carbon 
emission. Package redesign for lighter weight and/or 
greater recyclability educes waste while simultaneously 
reduces costs. Green Marketing strategies are also reducing 
inventory and production costs. While introducing new 
green products, due care must be taken to position it in the 
market place so that it just not appeals a small green niche 
market.
While considering above discussion we can compare 
traditional marketing mix with green marketing mix as 
follows-
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9. Developing Green Marketing Strategy : Green 
Marketing strategy is nothing but designing a proper Green 
Marketing Mix consistent with the expectations & desires 
of concerned people. But here we can mention some of the 
guidelines for successive green marketing strategy.

i. Knowing the Customer : Make sure that the consumer 
is aware and concerned about information that your 
product attempts to address . It will be key to success, 
departing proper information about your product or 
service.

ii. Educate the Customer : Educate the people need to 
protect the environment, how environmental damage 
affects you, so that it will clear the “So what?” or 
“Does it matter to me?” attitude!

iii. Assurance for the Customers : Assure the customers 
about your environmental claim and maintain 
transparency about how your business policies are in 
consistent with eco-friendly business. These will ensure 
the credibility over your green marketing campaign.

iv. Offer Genuine Product : Maintain customers trust 
about the product being offered, its fitness to the 
purpose it is purchases and its genuiness as being eco-
friendly.

v. Pricing for the Customer : Make sure that price of 
product or service is affordable and worthwhile for 
customer. The price level probably goes high due to 

economics of scale and use of high quality resources.
vi. Give the Customers an Opportunity to Participate : It 

means personalizing the benefits of your environment 
friendly actions, normally through letting the customer 
to take part in positive environmental action at same 
time keep in view the changed expectations of the 
customers.

vii. Green Lifestyle : Build your brand around a lifestyle. 
Green consumption is a lifestyle decision and ethical 
consumers use their purchasing power in creating their 
identities.

10. Challenges in Green Marketing : Though consumer 
awareness regarding green marketing is increasing and 
people prefer green products, there are number of challenges 
in these areas.

a. Cost factor : Green products require renewable, 
recyclable and disposable raw material, green 
technology, green energy which requires additional 
costs. Also continuous R & D efforts are necessary 
for greening the process and product. These leads to 
increased price of green products.

b.  Need for standardization of the product : It is found 
that few messages from green campaigns are entirely 
true. There is lack of standardization to authenticate 
these claims. So there is need of regulatory body for 
certification and social audit purpose.

Table No. 1 : Comparision of Traditional Marketing Mix and Green Marketing Mix

No. Marketing Mix 
Component Traditional Marketing Concept Green Marketing Concept

1 Prodoct

* Natural Resources as a basic raw material for 
production

* No Proper channel for waste disposal

* No concern about natural non renewable energy 
sources.

* No importance for recycle, reprocess or reuse

* Concern for recycle reprocess & reuse

* Environment friendly products 

* Concern to minimize waste

* Biodegradable ingredients for production & packaging.

* Priority to renewable energy resources & effective use 
of non renewable energy sources.

2 Price

* Price determined on the basis of manufacturing 
cost, tax & profit basis

* No provision about environmental damage, 
carbon taxes & degradation cost etc.

* Price based on purchase power parity mode.

* Environmental damage & other costs are considered.

* Concern for employees, people and planet.

3 Promotion

* Promotion means like advertising, personal 
selling, sales promotion and publicity.

* Provisions for promotional expenses are made 
well in advance.

* Reinforcement for environmental credibility

* Realistic environmental claims, promises & 
communications.

* Commitment and responsibility towards society and 
environment.

4 Place

* No concern about factory or production location

* Focus on plant expansion & new production 
unit.

* Plant location near to market place.

* Priority to local manufacturing instead of importing 
and shipping from apart.

* Managing logistic to cut down or transportation 
emissions.
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c. Patience Perseverance : The green marketing projects 
have a long gestation period. So patience efforts are 
needed to get the desired result. Hence the business 
needs to plan for long term rather than short term 
strategy and prepare for the same while in due course it 
should avoid unethical practices. 

d. Non co-operation : The green marketing firms have to 
convince the stakeholders about the long term benefits of 
green marketing as compared to short term investment. 
They are not simply to accept the circumstances arise 
thereof. 

e. Green myopia : It will be a wrong practice, if a product 
is produced which is absolutely green in various aspects 
but does not hold good upon the satisfactory criteria of 
the customer i.e. overemphasizing the environmental 
quality leads to ‘Green Myopia’. If green product not 
economical viable as a result, it will reduce the market 
acceptability. This must be avoided by providing much 
attention at customer expectations. 

f. Greenwashing : Business world is increasingly 
recognizing the benefits of green marketing, although 
there is a thin gap between doing so for its own benefit 
only and for social responsibility reasons. The term 
‘Greenwashing’ refers to all industries that adopt 
outwardly green acts with an underlying purpose to 
increase profits. Such practices should be restricted so 
that green marketing can get its real meaning. 

11. Indian Scenario : Now a day’s numbers of business 
organizations in India are following green marketing 
philosophy. These companies are integrating their 
environmental and financial objectives for goodwill and 
future need. In India around 25% of the consumer prefers 
environmental friendly product and around 28% may be 
considered health conscious. Green products are profitable, 
green policies can reduce costs the only need is acceptance 
and establishment of green culture. Some of the Indian 
companies which are mostly succeeded in green marketing 
initiatives are- AMUL India, Dabur India Ltd., ITC Ltd., 
Godrej Consumer Products, Wipro Technologies, Infosys 
Technologies Ltd., Hotel Orchid Mumbai, IndusInd Bank, 
Maruti Udyog Ltd., Oil & Natural Gas Company, Badarpur 
Thermal Power Station (NTPC) Delhi etc. The number will 
definitely grow up in near future to flourish economy and 
environment of India. 

12. Conclusion : Resources are limited in nature and human 
wants are unlimited. The only answer is green marketing and 
the promotion of responsible consumption. Green marketing 
is based on the premise that businesses have a responsibility 
to satisfy human needs and wants while preserving the 
integrity of the natural environment. Green marketing is not 
an easy task. It incorporates a broad range of activities that 
includes- search for energy efficient production, recyclable 

and biodegradable ingredients & packaging materials, 
better pollution control and eco-friendly products. There is 
growing interest among the consumers for green products, 
they are ready to pay more to make environment greener 
and the ultimate objective of green marketing is to care for 
people, profit and planet all together. 
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Abstract : A mutual fund is a type of professionally managed collective investment vehicle that pools money from 
many investors to purchase securities.A mutual fund is a professionally managed type of collective investment 
scheme that pools money from many investors and invests it in stocks, bonds, short-term money market 
instruments and other securities. The income earned through these investments, and the capital appreciation 
realized, are shared by its unit holders in proportion to the number of units owned by them. Mutual Funds in 
India follow a 3-tier structure namely Sponsor, Trustees, Asset Management Company. We explore the issue of 
Portfolio very carefully and analyzing different types mutual funds.
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1. Introduction : A mutual fund is nothing more than a 
collection of stocks and/or bonds. You can think of a mutual 
fund as a company that brings together a group of people and 
invests their money in stocks, bonds, and other securities. 
Each investor owns shares, which represent a portion of the 
holdings of the fund.You can make money from a mutual 
fund in three ways:1.Income is earned from dividends on 
stocks and interest on bonds. A fund pays out nearly all of 
the income it receives over the year to fund owners in the 
form of a distribution. 2.If the fund sells securities that have 
increased in price, the fund has a capital gain. Most funds 
also pass on these gains to investors in a distribution. 3. 
If fund holdings increase in price but are not sold by the 
fund manager, the fund’s shares increase in price. You can 
then sell your mutual fund shares for a profit. Mutual funds 
have a fund manager who invests the moneyon behalf of the 
investors by buying / selling stocks, bonds etc. Currently, 
the worldwide value of all mutual funds totals more than 
$US 26 trillion. There are various investment avenues 
available to an investor such as real estate, bank deposits, 
post office deposits, shares, debentures, bonds etc. A mutual 
fund is one more type of Investment Avenue available to 
investors. There are many reasons why investors prefer 
mutual funds. Buying shares directly from the market is one 
way of investing. But this re
quires spending time to find out the performance of the 
company whose share is being purchased, understanding the 
future business prospects of the company, finding out the 
track record of the promoters and the dividend, bonus issue 
history of the company etc. An informed investor needs to 
do research before investing. However, many investors find 
it cumbersome and time consuming to pore over so much 
of information, get access to so much of details before 
investing in the shares. Investors therefore prefer the mutual 
fund route. They invest in a mutual fund scheme which in 
turn takes the responsibility of investing in stocks and shares 

after due analysis and research. The investor need not bother 
with researching hundreds of stocks. It leaves it to the mutual 
fund and its professional fund management team. Another 
reason why investors prefer mutual funds is because mutual 
funds offer diversification. An investor’s money is invested 
by the mutual fund in a variety of shares, bonds and other 
securities thus diversifying the investor’s portfolio across 
different companies and sectors. This diversification helps 
in reducing the overall risk of the portfolio. It is also less 
expensive to invest in a mutual fund since the minimum 
investment amount in mutual fund units is fairly low (Rs. 
500 or so). With Rs. 500 an investor may be able to buy only 
a few stocks and not get the desired diversification. These 
are some of the reasons why mutual funds have gained in 
popularity over the years.
All these developments will lead to far more participation 
by the retail investor and ample of job opportunities for 
young Indians in the mutual fund industry. This module is 
designed to meet the requirements of both the investor as 
well as the industry professionals, mainly those proposing 
to enter the mutual fund industry and therefore require a 
foundation in the subject. Investors need to understand the 
nuances of mutual funds, the workings of various schemes 
before they invest, since their money is being invested in 
risky assets like stocks/ bonds (bonds also carry risk). The 
language of the module is kept simple and the explanation is 
peppered with “concept clarifiers” and examples.

2. Mutual Funds : Structure In India : Mutual Funds 
in India follow a 3-tier structure. There is a SPONSOR 
(the First tier), who thinks of starting a mutual fund. The 
Sponsor approaches the Securities & Exchange Board of 
India (SEBI), which is the market regulator and also the 
regulator for mutual funds.
Not everyone can start a mutual fund. SEBI checks whether 
the person is of integrity, whether he has enough experience  
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in the financial sector, his net worthetc. Once SEBI is 
convinced, the sponsor creates a PUBLIC TRUST(the 
Second tier) as per the Indian Trusts Act, 1882. Trusts have 
no legal identity in India and cannot enter into contracts, 
hence the Trustees are the people authorized to act on behalf 
of the Trust. Contracts are entered into in the name of the 
Trustees. Once the Trust is created, it is registered with 
SEBI after which this trust is known as the mutual fund. It is 
important to understand the difference between the Sponsor 
and the Trust. They are two separate entities. Sponsor is not 
the Trust; i.e. Sponsor is not the Mutual Fund. It is the Trust 
which is the Mutual Fund.
The Trustees role is not to manage the money. Their job is 
only to see, whether the money is being managed as per 
stated objectives. Trustees may be seen as the internal 
regulators of a mutual fund.This is the role of the ASSET 
MANAGEMENT COMPANY(the Third tier). Trustees 
appoint the Asset Management Company (AMC), to manage 
investor’s money. The AMC in return charges a fee for the 
services provided and this fee is borne by the investors as it 
is deducted from the money collected from them. 
The AMC‟s Board of Directors must have at least 50% of 
Directors who are independent directors. The AMC has 
to be approved by SEBI. The AMC functions under the 
supervision of it‟s Board of Directors, and also under the 
direction of the Trustees and SEBI. It is the AMC, which 
in the name of the Trust, floats new schemes and manage 
these schemes by buying and selling securities. In order to 
do this the AMC needs to follow all rules and regulations 
prescribed by SEBI and as per the Investment Management 
Agreement it signs with the Trustees.
a. Sponsor :

I. The Fund Sponsor : SEBI regulations define Sponsor 
as any person who either itself or in association with 
another body corporate establishes a mutual fund. 
Sponsor sets up a mutual fund to earn money by doing 
fund management through its subsidiary company 
which acts as Investment manager of the fund. 
Largely, a sponsor can be compared with a promoter 
of a company. Sponsors activities include setting up a 
Public Trust under Indian Trust Act, 1882 (the mutual 

fund), appointing trustees to manage the trust with 
the approval of SEBI, creating an Asset Management 
Company under Companies Act, 1956 (the Investment 
Manager) and getting the trust registered with SEBI.

ii. Eligibility of Sponsor : Mutual funds involve managing 
retail investor’s money and hence, it becomes important 
to ensure that it is run by entities with capabilities and 
professional merits. SEBI (Mutual fund) Regulations, 
1996 specifies the following eligibility criteria in this 
regard: (i) Sponsor is required to have financial services 
business experience of at least 5 years and a positive 
Net worth in all the preceding five years. (ii) Sponsors‟ 
Net worth in the immediately preceding year is required 
to be more than the capital contribution to AMC. (iii) 
Sponsor is required to be profit making in at least three 
out of the last five years including the last year. (iv)
Sponsor must contribute at least 40% of the Net worth 
of the Asset Management Company. Any entity, which 
contributes at least 40% to the Net worth of an AMC, 
is deemed sponsor and therefore is required to fulfil all 
the requirements given in 1 to 4.

b. Trustees  : The trust is created through a document called 
the trust deed which is executed by thefund sponsor in favor 
of the trustees. Trustees manage the trust and are responsible 
to the investors in the mutual funds. They are the primary 
guardians of the unit-holders funds and assets. Trustees can 
be formed in either of the following two ways -Board of 
Trustees, or a Trustee Company. The provisions of Indian 
Trust Act, 1882, govern board of trustees or the Trustee 
Company. A trustee company is also subject to provisions 
of Companies Act, 1956.

i. Obligations of Trustees : Trustees ensure that the 
activities of the mutual fund are in accordance with 
SEBI (mutual fund) regulations, 1996. They check 
that the AMC has proper systems and procedures 
in place. Trustees also make sure that all the other 
fund constituents are appointed and that proper due 
diligence is exercised by the AMC in the appointment 
of constituents and business associates. All schemes 
floated by the AMC have to be approved by the trustees. 
Trustees review and ensure that the net worth of the 
AMC is as per the regulatory norms. They furnish to 
SEBI, on a half-yearly basis, a report on the activities 
of AMC.

ii. Regulation Regarding Appointment Of Trustees : 
Sponsor with prior approval of SEBI appoints trustees. 
There should be at least four members in the board of 
trustees with at least 2/3rd independent. A trustee of 
one mutual fund cannot be trustee of another mutual 
fund, unless he is an independent trustee in both cases 
and has the approval of both the boards. The trustees 
are appointed by executing and registering a trust deed 
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under the provisions of Indian registration Act. This 
trust deed is also registered with SEBI.

iii. Responsibilities Of Trustees : The Trustees are required 
to fulfillseveral duties and obligations in accordance 
with SEBI (Mutual Funds) Regulations, 1996 and the 
Trust Deed constituting the Mutual Fund. 

These include :
a. The Trustee and the Asset Management Company 

enter into an Investment Management Agreement 
(IMA) with the approval from SEBI. 

b. The Investment Management Agreement shall 
contain such clauses as are mentioned in the Fourth 
Schedule of the SEBI (MFs) Regulations, 1996 
and other such clauses as are necessary for making 
investments. 

c. The Trustees shall have aright to obtain from the 
Asset Management Company such information as 
is considered necessary by the Trustees. 

d. The Trustee shall ensure before the launch of any 
scheme that the Asset Management Company 
possesses/has done the following: 

(a) Systems in place for its back office, dealing room and 
accounting; (b) Appointed all key personnel including fund 
manager(s) for the Scheme(s) and submitted their bio-data 
which shall contain the educational qualifications, past 
experience in the securities market to SEBI, within 15 days 
of their appointment; (c) Appointed Auditors to audit its 
accounts; (d) Appointed a compliance Officer to comply with 
regulatory requirement and to redress investor grievances; 
(e) Appointed Registrars and laid down parameters for 
their supervision; (f) Prepared a compliance manual and 
designed internal control mechanisms includinginternal 
audit systems; and (g) Specified norms for empanelment of 
brokers and marketing agents.
c. Asset Management Company : The Asset Management 
Company (AMC) isthe investment Manager of the Trust. 
The sponsor, or the trustees is so authorized by the trust 
deed, appoints the AMC as the “Investment Manager” of the 
trust (Mutual Fund) via an agreement called as „Investment 
Management Agreement‟. An asset managementcompany 
is a company registered under the Companies Act, 1956. 
Sponsor creates the asset management company and this 
is the entity, which manages the funds of the mutual fund 
(trust). The mutual fund pays a small fee to the AMC for 
management of its fund.
The AMC acts under the supervision of Trustees and is 
subject to the regulations of SEBI too.

i. Role Of Amc : The AMC is an operational arm of the 
mutual fund .AMC is responsible for all carrying out 
all functions related to management of the assets of the 

trust. The AMC structures various schemes, launches 
the scheme and mobilizes initial amount, manages the 
funds and give services to the investors .In fact, AMC 
is the first major constituent appointed .Later on AMC 
solicits the services of other constituents like Registrar, 
Bankers, Brokers, Auditors, Lawyers etc. and works in 
close co-ordination with them.

ii. Restrictions On Business Activities Of The Asset 
Managementcompany :In India, regulator has ensured 
that an AMC focuses just on its core business and that 
the activities of AMC‟s are not in conflict of each other. 
These are ensured through the following restrictions on 
the business activities of an AMC. a. An AMC shall 
not undertake any business activity except in the nature 
of portfolio management services, management and 
advisory services to offshore funds etc., provided these 
activities are not in conflict with the activities of the 
mutual fund. b. An AMC cannot invest in any of its 
own schemes unless full disclosure of its intention to 
invest has been made in the offer document c. An AMC 
shall not act as a trustee of any mutual fund.

iii. Custodian : Though the securities are bought and held 
in the name of trustees, they are not kept with them. 
The responsibility of safe keeping the securities is on 
the custodian.Custodians keep the investment account 
of the mutual fund.

iv. Responsibility Of Custodian : Following are the 
responsibilities of a custodian: (i) Provide post-trading 
and custodial services to the Mutual Fund; (ii) Keep 
securities and other instruments belonging to the 
Scheme in safe custody; (iii) Ensure smooth inflow/
outflow of securities and such other instruments as and 
when necessary, in the best interests of the unit holders; 
(iv) Ensure that the benefits due to the holdings of the 
Mutual Fund are recovered; and (v) Be responsible for 
loss of or damage to the securities due to negligence 
on its part or on the part of its approved agents. The 
Custodian normally charge portfolio fee, transaction 
fee and out-of -pocket expenses in accordance with 
the terms of the Custody Agreement and as per any 
modification made thereof from time to time.

The Investor’s Rights And Obligations : Investors are 
mutual, beneficial and proportional owners of the scheme’s 
assets. The investments are held by the trust in fiduciary 
capacity (The fiduciary duty is a legal relationship of 
confidence or trust between two or more parties). In case 
of dividend declaration, investors have a right to receive 
the dividend within 30 days of declaration. On redemption 
request by investors, the AMC must dispatch the redemption 
proceeds within 10 working days of the request. In case the 
AMC fails to do so, it has to pay an interest @ 15%. This 
rate may change from time to time subject to regulations. 
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In case the investor fails to claim the redemption proceeds 
immediately, then the applicable NAV depends upon when 
the investor claims the redemption proceeds. 
Investors can obtain relevant information from the 
trustees and inspect documents like trust deed, investment 
management agreement, annual reports, offer documents, 
etc. They must receive audited annual reports within 6 
months from the financial year end. Investors can wind 
up a scheme or even terminate the AMC if unit holders 
representing 75% of scheme’s assets pass a resolution to that 
respect. Investors have a right to be informed about changes 
in the fundamental attributes of a scheme. Fundamental 
attributes include type of scheme, investment objectives and 
policies and terms of issue. Lastly, investors can approach 
the investor relations officer for grievance redressed. In 
case the investor does not get appropriate solution, he can 
approach the investor grievance cell of SEBI. The investor 
can also sue the trustees. 
Portfolio Turnover : Fund managers keep churning their 
portfolio depending upon their outlook for the market, sector 
or company. This churning can be done very frequently or 
may be done after sufficient time gaps. There is no rule 
which governs this and it is the mandate of the scheme 
and the fund managers‟ outlook and style that determine 
the churning. However, what is important to understand 
is that a very high churning frequency will lead to higher 
trading and transaction costs, which may eat into investor 
returns.Portfolio Turnover is defined as „Lesser of Assets 
bought or sold/ Net Assets‟. If the fund manager churns the 
entire portfolio twice in a single year then we would say that 
the Portfolio Turnover rate is 200% or that the portfolio is 
churned once every 6 months. Liquid funds have very high 
portfolio turnover due to less maturity of the paper. Once 
the paper matures, the fund manager has to buy another 
security, thus churning the portfolio.

5. Types Of Funds : Each fund has a predetermined 
investment objective that tailors the fund’s assets, regions of 
investments and investment strategies. At the fundamental 
level, there are three varieties of mutual funds:Equity 
funds (stocks) Fixed-income funds (bonds) Money market 
fundsAll mutual funds are variations of these three asset 
classes. For example, while equity funds that invest in fast-
growing companies are known as growth funds, equity 
funds that invest only in companies of the same sector or 
region are known as specialty funds.

a. Equity Funds : Funds that invest in stocks represent 
the largest category of mutual funds. Generally, the 
investment objective of this class of funds is long-
term capital growth with some income. There are, 
however, many different types of equity funds because 
there are many different types of equities. A great way 
to understand the universe of equity funds is to use a 

style box, an example of which is below. The idea is to 
classify funds based on both the size of the companies 
invested in and the investment style of the manager. 
The term value refers to a style of investing that looks 
for high quality companies that are out of favor with the 
market. These companies are characterized by low P/E 
and price-to-book ratios and high dividend yields. The 
opposite of value is growth, which refers to companies 
that have had (and are expected to continue to have) 
strong growth in earnings, sales and cash flow. A 
compromise between value and growth is blend, which 
simply refers to companies that are neither value nor 
growth stocks and are classified as being somewhere 
in the middle.

b. Bond/Income Funds : Income funds are named 
appropriately: their purpose is to provide current 
income on a steady basis. When referring to mutual 
funds, the terms “fixed-income,” “bond,” and “income” 
are synonymous. These terms denote funds that invest 
primarily in government and corporate debt. While fund 
holdings may appreciate in value, the primary objective 
of these funds is to provide a steady cash flow to 
investors. As such, the audience forthese funds consists 
of conservative investors and retirees. Bond funds are 
likely to pay higher returns than certificates of deposit 
and money market investments, but bond funds aren’t 
without risk. Because there are many different types of 
bonds, bond funds can vary dramatically depending on 
where they invest. For example, a fund specializing in 
high-yield junk bonds is much more risky than a fund 
that invests in government securities. Furthermore, 
nearly all bond funds are subject to interest rate risk, 
which means that if rates go up the value of the fund 
goes down.

c. Money Market Funds : The money market consists 
of short-term debt instruments, mostly Treasury bills. 
This is a safe place to park your money. You won’t get 
great returns, but you won’t have to worry about losing 
your principal. A typical return is twice the amount you 
would earn in a regular checking/savings account and a 
little less than the average certificate of deposit (CD).

d. Additional Funds :
i. Balanced Funds : The objective of these funds is 

to provide a balanced mixture of safety, income 
and capital appreciation. The strategy of balanced 
funds is to invest in a combination of fixed income 
and equities. A typical balanced fund might have a 
weighting of 60% equity and 40% fixed income. 
The weighting might also be restricted to a specified 
maximum or minimum for each asset class.A 
similar type of fund is known as an asset allocation 
fund. Objectives are similar to those of a balanced 
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fund, but these kinds of funds typically do not have 
to hold a specified percentage of any asset class. 
The portfolio manager is therefore given freedom 
to switch the ratio of asset classes as the economy 
moves through the business cycle.

ii. Global/International Funds : An international 
fund (or foreign fund) invests only outside your 
home country. Global funds invest anywhere 
around the world, including your home country. 
It’s tough to classify these funds as either riskier 
or safer than domestic investments. They do tend 
to be more volatile and have unique country and/or 
political risks. But, on the flip side, they can, as part 
of a well-balanced portfolio, actually reduce risk 
by increasing diversification. Although the world’s 
economies are becoming more inter-related, it 
is likely that another economy somewhere is 
outperforming the economy of your home country.

iii. Specialty Funds : This classification of mutual 
funds is more of an all-encompassing category that 
consists of funds that have proved to be popular 
but don’t necessarily belongto the categories we’ve 
described so far. This type of mutual fund forgoes 
broad diversification to concentrate on a certain 
segment of the economy.Sector funds are targeted 
at specific sectors of the economy such as financial, 
technology, health, etc. Sector funds are extremely 
volatile. There is a greater possibility of big gains, 
but you have to accept that your sector may tank. 
Regional funds make it easier to focus on a specific 
area of the world. This may mean focusing on a 
region (say Latin America) or an individual country 
(for example, only Brazil). An advantage of these 
funds is that they make it easier to buy stock in 
foreign countries, which is otherwise difficult and 
expensive. Just like for sector funds, you have to 
accept the high risk of loss, which occurs if the 
region goes into a bad recession.

iv. Index Funds : The last but certainly not the least 
important are index funds. This type of mutual 
fund replicates the performance of a broad market 
index such as the S&P 500 or Dow Jones Industrial 
Average (DJIA). An investor in an index fund 
figures that most managers can’t beat the market. 
An index fund merely replicates the market return 
and benefits investors in the form of low fees. (For 
more on index funds, check out our Index Investing 
Tutorial.)

Taxation : Taxation in case of Mutual Funds must be 
understood, primarily, from Capital Gains, Securities 
Transaction Tax (STT) and Dividends point of view. 
Tax rules differ for equity and debt schemesand also for 

Individuals, NRIs, OCBs andcorporate. Investors also get 
benefit under section 80C of the Income Tax Act if they 
invest in a special type of equity scheme, namely, Equity 
Linked Savings Scheme.
Advantages of Mutual Funds : Investors may not have 
resources at their disposal to do detailed analysis of 
companies. Time is a big constraint and they may not have 
the expertise to read and analyze balance sheets, annual 
reports, research reports etc. A mutual fund does this for 
investors as fund managers, assisted by a team of research 
analysts, scan this data regularly. Investors can enter / exit 
schemes anytime they want (at least in open ended schemes). 
They can invest in an SIP, where every month, a stipulated 
amount automatically goes out of their savings account into 
a scheme of theirchoice. Such hassle free arrangement is not 
always easy in case of direct investing in shares.
Dis Advantage : Professional Management -Many investors 
debate whether or not the professionals are any better than 
you or I at picking stocks. Management is by no means 
infallible, and, even if the fund loses money, the manager 
still gets paid.Costs -Creating, distributing, and running a 
mutual fund is an expensive proposition. Everything room 
the manager’s salary to the investors‟ statements cost money. 
Those expenses are passed on to the investors. Since fees 
vary widely from fund to fund, failing to pay attention to the 
fees can have negative long-term consequences. Remember, 
every dollar spend on fees is a dollar that has no opportunity 
to grow over time.

6. Conclusions : In this paper we presented the basic 
concepts of mutual funds, its structures funds types and also 
about the taxations.We describe the idea of portfolio and we 
explain clearly about the investor’srights and obligations.
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Abstract : Every organisation, irrespective of its size & nature, is talking about talent management & its 
contribution in creating high performance work system. Small scale Industry is also one of it kind. Small 
scale Industry (SSI) sector in India covers a wide spectrum of industries categorized under small, tiny, cottage 
segments ranging from small artisans / handicraft units to modern production units. According to Industrial 
Policy Planners in SSI Board, SSI are those whose investment in plant & machinery is maximum upto Rs. 1 
crore. SSI plays a very significant role in the economic development of a country. In order to strengthen SSIs 
the definition of these Industries has been suitably modified from time to time.

Keywords : Small Scale Industry (SSI), Talent Management, Compensation woes, Layoff, Leadership
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1. Introduction : Globalisation, competition, emphasis 
on customer care and paradigm shifts in information 
technology and information technology enabled services 
necessitated the organisations to focus on management of 
knowledge workers, skilled and talented employees. The 
talented employees are those who possess knowledge & 
innovative skills, creative abilities & positive organisation 
behaviour that are short in supply compared to its demand. 
Out of the four M’s that make up an organisation (Money, 
Machine, Material, Men), only the fourth M i.e. Men that 
cannot be replicated and can be taken as a lasting weapon 
of competitive advantage. According to a yearlong study 
conducted recently by a major Global consultancy (a study 
involving 77 companies almost 6000 manager executives) 
“the most important corporate resource over next 20 years 
would be talent: smart, sophisticated, business people who 
are technically literate, globally astute & operationally 
agile.
The Indian SSIs serve the society by providing immediate 
large scale employment, ensuring an equitable distribution 
of national income, facilitating effective mobilisation 
of resources, capital & skills which might otherwise 
remain unutilized, stimulating the growth of industrial 
entrepreneurship & promoting the more diffused pattern of 
ownership & location. However the SSIs are not devoid of 
constraints & challenges. Some of the issues that are most 
prominent challenges faced by SSIs are lack of qualified 
& trained human capital, unavailability of talent for the 
entry level jobs & lack of sufficient capital to undertake 
proficient measures to retain the talent. This study analysis 
the problems faced by SSIs in Kolhapur district towards 
Talent Management.

2. Talent Management : The Oxford dictionary defines 
talent as a natural ability / skill of an individual. Talent 
Management is recruiting, selecting, developing career & 
succession management in the human resource department. 
Different organisations have different definitions of talent 
& talent management. Heinrich, Head, Global HR & 
Labour Relations, SAP, defines talent as an attribute that is 
a combination of performance and potential. Ramkumar, 
Group, Head, HR, ICICI Bank, elaborates. “At ICICI, 
a talented employee is someone who has potential for 
leadership.” Impact consulting Inc (2005) defined talent 
management as the purposeful act of managing the various 
pools of talent within an organisation to ensure that the 
company has a robust, continuous supply of the right people 
in right jobs at the right time. Development Dimensions 
International Inc (DDI) defines talent management as the 
system in which people are recruited, developed, promoted 
& retained to optimize the organisation ability to realize 
positive business outcome in the face of shifting competitive 
landscapes & labour requirement. According to Mc Causley 
Z Wakefield (2006), talent management processes include 
workforce planning, talent gap analysis, recruiting, staffing, 
education & development, talent reviews, succession 
planning, & evaluation. To derive performance & to create 
sustainable success, these processes must be aligned with 
the business strategies. 
Many a times, talent management is compared with 
strategic H.R. Management. Many researchers argue that 
talent management is moving ahead of strategic HRM. It 
is an integrated process of ensuring that an organisation has 
continuous supply of highly productive individuals in the 
right job, at the right time to ensure that strategic outcomes 
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are achieved & competitive advantages is sustained. 
Talent management talks about optimising the competitive 
advantage through people.

3.	 Significance	 of	 Talent	 Management	 to	 Small	
Scale Industries : The SSI sector has been considered as 
a powerful instrument of achieving accelerated industrial 
growth & creating productive employment opportunities 
in an economy. This sector also plays two important roles 
as producers of consumer goods & absorbers of surplus 
labour. They are the agents that help in mitigating regional 
imbalances; facilitate mobilizing of local resources & skills, 
which might have otherwise remained unutilized.
Limited number of employees and local skills are the 
significant feature of employment in SSIs.  SSIs are labour 
intensive industries so a proper management of the same, 
can make a significant impact on the performance & 
development of SSIs. A well planned, meticulous approach 
towards human resource management is a critical drive for 
increased business performance. It was observed, that during 
recession, Industries resorted to downsizing and restructuring 
of employees compensation to recover financial losses. Only 
those employees who proved their mettle were retained. 
Sometimes the situation appeared to be exactly opposite. 
The period just before economic downturn saw high rates 
of industrial growth & companies faced the problem of not 
having enough talent leading to talent crunches. Over the 
last few years, such contextual factors have often trapped 
companies in vicious circle of shortages & surplus of talent, 
wherein the organization faced a constant need to strike the 
right balance & set off both the extremes.
The SSIs too have to find and implement innovative ways to 
effectively manage the talent for its objective achievement. 

4. Scope and Objectives of the Study : The current 
study focuses on the problems and implication of Talent 
Management in SSIs. The area of study is Kolhapur 
District.
The data is based on secondary data which is collected 
through books, journals, websites & research papers.

5. Analysis & Interpretation : On the basis of data 
collected through journals and research papers, following 
problems were observed towards talent management

a) Cost Constraints : SSIs run on a low investment. They 
cannot afford to pay high salaries to employees, this 
affects their willingness to work hard & produce more. 
Because of low remuneration offered to the employees, 
attracting talented people becomes a major problem in 
SSIs. Unskilled workers join for low remuneration, 
but training them is a time consuming process. Also 
due to small scope of work, division of labour cannot 
be practiced, which results in lack of specialization & 
concentration.

b) Better opportunities in large scale Industries : 
Kolhapur and its surrounding districts are industrially 
well developed. Due to various options for work, to 
employees in large scale sector, there is lot of job 
hopping observed as better pay and job enlargement in 
offered in large sectors.

c) Compensation woes : The study brought to light, the 
fact that fat pay packages is not the only criteria of the 
employees for determining great place to work in the 
selected SSIs. Maslow’s Need-Hierarchy Theory also 
validates the point that money fails to be a motivator 
often a certain point of time. As the employees spend 
certain years in their work area or climb up the 
hierarchy, other motivators like self-esteem and respect 
become important drivers for their better performance. 
It is observed that 70% of the organizations have 
failed to comprehend this analogy in motivating the 
employees.

d) Workforce diversity : The majority of the workforce 
is local but there is diversity in terms of age, race 
and capability & culture to a certain extent. Talent 
management in such a scenario becomes all the more 
challenging with differential preferences, skills, 
educational and economic backgrounds. Creating 
unanimity from a diverse workforce becomes a great 
challenge.

e) Layoff & Talent Crunch : The period of recession 
made an impact on the production capacity of SSIs. So 
on its employment scenario recession lead to layoffs 
& restructuring, which made it challenging for them 
to retain the best available talent .Whereas the period 
before recession was witnessed with talent crunch 
where the industries faced the problem of not having 
enough talent.

f) Local Talent : The study revealed that maximum 
number of employees recruited by the sample industries 
were from local area and nearby places. It was difficult 
for the industries to attract, encourage and retain the 
talent from outside places, mainly, due to huge cost & 
limited capital.
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6. Suggestions : Talent management is not an end itself. It 
is a means for the organisation to realise their objective of 
making profits and gain a sustained competitive advantage. 
The soaring costs & risks associated with human resources, 
& the direct dependence of customers & brand equity on 
the employee talent pool, requires the organisations to 
effectively attract, motivate & nurture talent.
Following need based strategies can be suggested for 
the sample SSIs towards the implementation of talent 
management in their organisation.

i. Right person with a wholesome induction & 
orientation programme : Getting in the right person 
for a right place is the base of any HR function. With a 
plethora of companies lining up to grab the best talent 
possible, it is on arduous task for the management to 
find innovative ways to steal the attention of the right 
kind of skilled professionals, who can fit organisations 
requirement & culture. Innovative ways are to be 
introduced t by the industries to sell their brand to 
prospective talent.  Innovation can also be introduced in 
the induction and orientation programmes, where major 
thrust can be given to employee career development.

ii.  Nurturing the Right Talent : Employees have large 
number of opportunities, with more payments in large 
scale industries, so the organisation has to nurture & 
retain the talent ensuring their sustainable loyalty. 
Organisations should devise strategies which are cost 
effective to ensure long-run commitment of the skilled 
people.

iii. Developing enabling culture in organization : The 
prominence of building a culture of commitment, 
growth & sustainability is needed to attract & hold on 
the talented people. The industries should develop an 
enabling culture, a common vision, mission & values 
which instill a ‘we feeling’ amongst the employees, 
where the growth paths of the personnel, organisation 
intersect, rather than running parallel to each other. 

 At whirlpool the work culture is specifically modified to 
complement talent management strategy, whereby the 
real skilled personnel get full opportunity to blossom, 
irrespective of their position in the organisation. This 
strategy has helped whirlpool in developing high 
performing global managers.

iv. Compensation Scope : Instead of only focusing on 
the monetary payment scheme, the organization can 
implement some new end non monetary incentives 
to attract and retain people. Compensation schemes 
can be introduced which can serve the dual purpose 
of employee development and organisation benefit. 
For example, scholarships for employees for further 
education, undertaking social activities etc.

v. Robust Leadership : The study reveals that very 
few employees, especially the newly appointed 
show a very less amount of work period spend in the 

organisation. A lot of job changes are noticed, which 
has also affected the job turnover in the organisation. 
With many strategies discussed, succession planning 
is also important one. It ensures an effective person at 
high position & also reduces the cost of recruitment. 
Creating a leader within not only helps in achieving 
the long term vision of on organisation, but also 
assists in building an overall indelible brand image. At 
McDonald’s, CEO Jim Skinner, has designated talent 
management & leadership development as one of his 
top three priorities.

 FedEx Express Company runs a development initiative 
called the ‘Aspire Program’, which helps to prepare 
managers for their future role.

vi. Training & Development : Rigorous training and 
development is required, from technology to soft skills 
to leadership development programmes, executive 
coaching, career path development, assessment 
centre & also team building programmes. Training 
& development should create assets in the form of 
employees. Recognizing, utilizing, appreciating 
& developing the talent wisely, creates a satisfied 
employee and also helps the company in reaching its 
goal.

 Kellogg Company created a career development model 
for everyone, from individual contributors to the senior 
executives, with the specific competencies at every 
level. Kellogg puts significant emphasis on rotating 
people into various roles throughout the organisation 
to help them develop key skills.

7. Conclusion : 80% of the industries have not applied 
talent management on a serious and professional basis. A 
well thought approach and policy towards selecting the right 
talent, at the right place and retaining it can make a major 
difference to the attrition faced by the sample industries.
Thus, for any organisation to succeed in today’s rapidly 
changing & competitive environment a focused human 
capital centric approach is required. A sound talent 
management planning is beneficial for both the organisation 
& the employee. Organisation’s benefit as a result of increased 
productivity, reduced attrition levels, synchronization 
between individual, group & organizational goals, a sound 
succession planning & to sum it all up -an overall increase 
in brand value.
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Abstract : With changing pattern of world economic order and its focus on Asian Economies there is more 
urge to understand collective ethos of asian population.Present article focuses on some spiritual aspects of 
Indian ethos emerging from Indian philosophies and its relevance with emerging management practices in 
India.Comparison is made between western philosophical thoughts which supported industrial and economic 
growth in western countries and strong points in Indian philosophy which supports positive  economic thinking 
process in India.
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1. Changing paradigm of Management Sciences 
Globally:Role of Ethics and Morale : During last 
decade we observed phenomenal shift in world economic 
activities. Basic points on which business was operating 
during colonial and post colonial period reshaped because 
of financial crises in America and Europe. Working orders 
of business have gone through fundamental shifts in terms 
of policies of business and style of managing transnational 
and multinational corporations. This is partly stimulated by 
changes in technology platforms on which these Corporates 
were working. Inventions of new technologies in the areas of 
Information technology, Basic sciences like physics, chemistry  
and biology changed orientation of application of these novel 
technologies  to target customers and customer functions. 
After first and second industrial revolution world has seen 
origin of concepts of Human Resource Management which 
later converted to Human Resource Development, Mass and 
Batch production, centralized manufacturing facilities and  
concept of centralized economy. This has resulted in formation 
of whole world as single market and in this single market it 
is expected that countries or Firms which has competencies 
in their respective areas should excel and supply the same to 
other parties. This leads to finalization of concept of World 
Trade Organisation  (WTO).To regulate this vast market legal 
system was made compliant with international norms under 
name of  harmonization of laws. Trade related Intellectual 
Property Rights (TRIPs) and Trade Related Investment 
Measures (TRIMs) are part of this effort. As result of all this 
everyone is claiming that world economy is uniform and new 
phrase originated  as ‘ Global Village’.
But last five years or so indicated that picture is not that 
rosy. There are regional and sectorial economic and political 
issues which are more relevant for many countries and 
corporations. Social and cultural angles and aspirations 

added new dimensions to issues which were considered as 
uniform or homogeneous. Scctorial and regional trade blocks 
like NAFTA, European Union (EU), ASEAN are found 
to be more efficient in regulating regional trade issues and 
aspirations. Changing technology of future may not require 
present business models for its sustainability, rather more 
lean and consumer specific technology platforms may yield 
better results to both consumers as well as service provider. 
Concepts of 3-D printing in manufacturing, personalized 
medication based on genetic mapping and conglomeration of 
various areas of internet technology with artifilial intelligence 
concept embedded in hardware are just few examples.   In all 
this; one important factor which is relevant with present topic 
of discussion is role of culture and ethos in all these frontiers. 
Technology is becoming personalized and more human, so 
individual person as a consumer, his aspirations and outlook 
towards life is going to become crucial point in creating and 
selling products and services to form new business models. 
In this scenario, Asian countries in general and India in 
particular has tremendous advantages in contributing world 
economy. Concept of ‘Chindia’ which was emerged few 
years back in famous Business magazine ‘The Economist’ is 
indication of changing perception towards Asian economies. 
Look East policy of Government of India is based on these 
common heritage that India shares with Nations in South-
East Asia. Recent visits (year 2014) of Indian President to 
Vietnam and Indian Prime Minister to Japan and visit of 
Chinese Premier to India resulting in substantial investment 
in various segments of Economy underlines changing face of 
international diplomacy based on common heritage. Present 
topic therefore   needs to be analyzed with reference to Ethos 
and entrepreneurial activities.
Ethos is defines (Webster dictionary) as ‘the distinguishing 
character, sentiment, moral nature or guiding beliefs of a person, 
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group or Institution’. First known use of this word was made 
in year 1851 and is originated from Greek word ‘ethos’ which 
means customs, characters. Strong ethos, if supplemented 
by right economic development and supplemented by new 
technology leads to phenomenal growth of nation and increase 
quality of living standards of its majority of population .This is 
observed in Europe in 19th and 20th century which is marked 
by first and second industrial revolution and subsequent 
development of concept of ‘orientalism’. Before this period, 
same phenomenon was observed in Ottoman Empire in which 
under Ottoman Empire new civilization flourishes and gave 
rise to new ideas and scientific techniques in Arabia which 
further reached to medieval Europe and becomes founding 
principles for scientific development in Europe leading to 
renaissance and further rise of economic powers of Europe 
and colonization of Asian, American And African Nations. 
Famous term ‘orientalism’ coined by Edward Said (1935-
2003) clearly classified world as orient (east) and occident 
(west).He commented on thought process resulted as a result 
of colonization and subsequent rejection of eastern cultures in 
shaping international ethos which is still prevalent.
Emergence  of   Christian Theology in the form of ‘Protestant 
ethos’ is milestone towards coining of religious ethics and 
industrialization. Max Weber (1864-1920) was a German 
sociologist, philosopher, and political economist whose 
ideas influenced social theory, social research, and the entire 
discipline of sociology.He correlated modern economic 
conditions with being a Protestant. He argues that the modern 
spirit of capitalism sees profit as an end in itself, and pursuing 
profit as high ethical standards..Earnings in business  in the 
form of profit is positive thing according to him. This profit 
earned can later be utilized to nurture charitable institutions 
to serve poor and diseased. Max Weber argues that this new 
attitude broke down the traditional economic system in Europe 
paving the way for modern form of capitalism. ’New Agers’ 
(from 1980s onwards) are giving new dimensions to concept 
of spirituality in west. They are correlating thinking process 
of human brain. Right side of brain is involved in institutional 
work and left side is involved in analytical activities. The New 
Age movement is a counterfeit philosophy that appeals to the 
feelings of individuals, leading them to think that that they are 
God and can enhance their lives through their own person. 
Democracy and Secularism : Principles discussed in above 
paragraphs are applicable in modern era and has capacity to 
shape thinking line of days to come including philosophies 
on which today’s business operations stands on To discuss 
this concept in more detail, it is necessary to orient discussion 
with relation to following points;

a. Nature of religion and views towards organized religion
b. Validity of concepts of God and religion
c. Difference between religion and dharma

In Europe during 19th century concepts of God and organized 

religion were strongly opposed. Friedrich Nietzche (1844-
1900) is one who talks of  morals and ehics, which he classified 
in two parts as Owners and slaves morality.Karl Marks (1818-
1883) argued that religion favors sufferings of common 
man and has negative approach towards physical life and 
therefore is illusive in nature and therefore must be rejected 
as it favors exploitation of working class. French revolution in 
year 1789 promises freedom, equality and brotherhood. This 
is supplemented by acceptance of these principles by neo 
capitalist and Traders class. This led to foundation of  concept 
of democracy and secularism which guarantees human 
values, liberal ideas. This resulted in weakening of concept 
of God and religion in Europe. But in later stage this system 
fails to implement practically these values in different corners 
of world. This neo capitalism leads to development of new 
class of industrialists and trading houses, main motive of both 
remains to earn maximum profit and it remains main motto 
of geopolitical economy. This system naturally leads to over 
exploitation of natural resources and gives rise to immense 
poverty by establishing new Business empires replacing 
previous Colonial empires. To get control over resources 
system of colonization, two world wars are witnesses by 
world. This is backdrops of today’s business environment 
and business strategy. To safeguard financial interests of 
trading class becames prime objective of governing system. 
To achieve this purposive propaganda of ideas and views 
which are beneficial to trading and ruling class are favored. 
For achieving all this, false consciousness is put forward in 
front of common people in the form of hegemony by either 
compulsion or condenses. This gives rise to protectors of 
traditional values, emotions and outbreak’s. All this leads to 
amalgamation of monetary power and economical power.
Thus relationship between God and organized religions 
has moved from poly-theism to monotheism. This is partly 
because of concepts of unacceptance of many Gods, which 
is reflected in many domains like moral sciences, religion 
and philosophy. Although this concept in present situation 
is not justifiable because polytheism guarantees   Federal 
structure of Governance and religion, while monotheism 
favors centralized structure and this centralized structure of 
power either in Governance or Religion is proved disastrous 
to human civilization. This leads to classification of beliefs in 
different catagories like Theism, Anethism and Agonistics.
Theism: Peoples who accepts presence of God justifies his 
presence by five hypothetical approaches;

a. Ontological argument: Idea of God is felt naturally to 
man and since it is natural it must be true.

b. Cosmatological argument: This universe is constantly 
moving and changing and there must be someone who 
provides this movement and who is not part of this 
movement and change i.e. God.

c. Teleological argument: For everything that happens in 
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this universe has some logic there is some purpose and 
since there is purpose there must be some proposer i.e. 
God

d. Moral argument: Moral behavior of human race is natural 
and this urge to serve others and think of betterment of 
sufferers. This is possible only because of God who gets 
this work done through individuals.

e. Non rational argument: One can feels or devotes towards 
God by intuition and this is only possible by complete 
devotion or bhakti.

Disbelievers/Skeptics/Atheism:  These groups of people do 
not accept by any of arguments mentioned above.
Agnostics:  This group does nor makes any comment about 
concept of God. They are silent on this issue. Buddhist, Jain 
approaches in India  towards God belong to this school.
Here question arises that whether ethics, God and religion 
are parallel to one another. It is observed that person who 
showcases extreme moral or ethical standards may be atheist 
or agonistic bur reverse is not always true. 

2. Indian Perspective on Ethics and Religion : 
2.1 : Spiritual orientation : Indian schools of thoughts: 
Indian philosophical schools are broadly classified into 
Astika and Nastika schools. Astika  school believes on God 
and accepts supremacy of Vedas. Nastika School initiated by 
Charvark and Nimbarka and is termed as Nastika or Aasura 
School because it emphasizes on physical evidences and gives 
priority to material wealth. Sankhya yoga is school which 
confluences on both of these schools of which ‘Bhagwat Gita’ 
is famous text.
Shirvadkar (2010) explained in detail various schools and 
orientations of Indian philosophical orientations. There are 
seven main philosophical orientations around which we can 
correlate Indian ethos. ’Lokayat’ is school which suppose to be 
in practice since pre-vedic times. It is founded by Bruhaspati 
and main followers is known as Charvark , time period if 
whom is not known but  his work is refereed in many ancient 
texts. Philosophy of this school is opposite to that of Vedas and 
therefore is supposed   to be originated by civilizations which 
are prior to Vedic period. This school considered physical 
evidence as only way of proof of anything. There is no rebirth 
and therefore no karma benefits. Universe is made up of four 
principles or bhutas and life originates from the same. There is 
no God and happenings in our life are as per individual traits. 
It encourages people to enjoy life by fulfilling five senses to 
the fullest extent. Human body is only truth and is perishable 
and is nothing but spirit. Spirit is inseparable from body and 
therefore all religious rituals are false. State of salvation is 
death and therefore there is no life after death.
Other important Indian school is ‘Jainism’ which is 
established by Mahavajra (800-900 B.C.) and main promoter 

is Vardhaman Mahavir who is considered as  24th  and last 
preacher of this school. This is also anti-vedic school which 
states that spirit (atma) and other than spirit (ajiv) both are 
immortal .Universe is constantly changing.Life is temporary 
abode of atma in body. It insists on purity of soul by following 
principles of non-violence (ahimsa),proper faith, knowledge 
and right behavior, all together is called as’trirathaprat’. 
Concept of salvation (moksha) is not in Jain philosophy but it 
accepts concepts of rebirth and karma sidhanta. 
Most popular worldwide Indian school is ‘Budhism’, 
preached by   Sidhartha the Gautama or Budha (563-483B.C), 
divided in to Hinyana and Mahayana sects. This is non-vedic 
tradition focused on nirvanaprapti (attainment of salvation) 
by alienating oneself from physical pleasures and ignorance 
because of illiteracy .Budha considered soul in human body 
as a God and as such don’t believe on the concept of God 
and considered material wealth as a main cause of human 
sufferings. It emphasizes on lowering sufferings of others and 
thereby attainment of nirvana which is nothing but moksha.
As on today, philosophy which affected most on Indian psyche 
is ‘Sankhyayoga’. This is considered to be started by Muni 
Kapil, Krunachandra (500 A.D.) and Patanjali (100 B.C.).This 
though considered being Vedic but practical philosophy as 
observed and practiced today is separate from pure Vedic 
traditions. According to this school Universe is formed 
by combination of matter (Jadadravya) and consciousness 
(chetana/purusha).Sankhya sect don’t believe on God but 
Yogashashtra do accepts presence of God.
Knay-vaisheyik school is formulated by Kanad (Vaishaik)
(600-500 B.C.) and Gautama (Knay shashtra) (200A.D.).This 
is separate philosophy although accept Vedas as a basic script. 
Universe is made from atomic and sub-atomic combinations 
by the will of God and is compose of atomic and subatomic 
matter. In this, human spirit resonates along with truth (satya) 
which is immortal. Understanding this separate entity of atoms 
is purpose of life and this is nothing but moksha.
Mimansa School is forwarded by Gemini (500 B.C.), 
Kumaril Bhatt and Prabhakar (800A.D.).This is orthodox 
Vedic tradition which considers Vedas equivalent to God.
Performing Vedic rituals is a way towards attaining mukti. 
Universe is immortal and continuously changing and Gods is 
not creator of this as per this tradition. Human spirit is made 
up of physical matter and performing yagna rituals is way 
towards attaining moksha.
Advaitya school is popular school formulated by 
Badnarayanacharya, Shankaracharya (788-820 A.D.) 
Ramanujam (1073-1137 A.D.) and Madhavacharya (1238-
1317 A.D.) This school is associated today what we call it 
as a Hindu religion. It emphasizes on Vedas as a standard 
manuscript of religion. Accept God (Bramha) is only truth 
and physical world is just mimic or false (mithya).Bramha is 
origin and God is physical form of Bramha. What one observe 
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is maya or illusion and human spirit is trapped in this maya 
and Bramha is only truth and understanding this is nothing 
but moksha. This philosophy becomes so popular and gives 
way to other form of movement in India i.e. bhakti movement, 
which is still very popular and has wider public support in our 
country.
2.2 : Relevance of Indian Ethos  with changing 
Management Practices : From above orientation of 
philosophical base from India and modern management, if we 
want to correlate this with present environment in India and 
in world what we really need is applying our capabilities in 
the area where we are strong domain. In this year i.e.2013 
we are witnessing shift in global thinking on doing business 
in different ways. Last two decades were of globalization, 
liberalization and privatization of economies including that 
of India. But somehow it shows serious lack of concepts of 
ethics and morale. We need to concentrate on fundamental 
research in country to solve basic problems of people. 
Government should regulate that entrepreneurship which can 
transform local economy. But these efforts must be localized 
and not to mimic success stories from developed economies. 
Valuable lessons can be learned from developing economies 
who implemented local model of development which clearly 
make use of their ancient past a d thinking line of people. 
Germany is success story whose economy is doing well 
despite of Euro zone crises. Some credit definitely goes to 
working and thinking style of Germany. India can also harvest 
its economy by stimulating innovation by creating unique 
business economy which is  founded on karma yoga and still 
consumer oriented, thereby creating strong domestic market 
which is major strongest positive point of present and future 
growth of Indian economy.

3. Ethics, values and Corporate Social Responsibility: 
To extend this discussion further, new emerging area which 
we can correlate with ethos is ‘Responsible Management 
Practices’. This is concept of Corporate Social Responsibility 
or Socially Responsible Behavior of Business practices. This 
is much to do with morals, Ethics and values on the basis of 
which an enterprise operates. This is extension of term ‘Profit’ 
which is essential for existence of  modern business. Till now 
we are witnessing various ways and means by which Business 
Enterprises’ are earning profit. But with new developments in 
area of science and technology which is paving ways to new 
era of industrial development where customers or consumers 
wants or needs will decide margin of profit and thereby length 
of various phases of business cycles. It is expected that with 
invention of new methods of production like 3-D printing and 
manufacturing or customaries manufacture even in the field 
of medicine with applications of Human Genome Project  will 
substitute large scale manufacturing, batch manufacturing 
and different concepts of production and operations on 
which today’s business practices operates. This emergence of 
individualism will force organizations to think on nature of 

needs and wants and in this areas thoughts based on Indian 
ethos and its philosophy which based on human freedom will 
show new path which is not based on some dogmas not insists 
on to follow commands in texts which were written thousands 
of years back and on which one cannot ask any questions to 
even himself. This path is scientific, guarantees’ sustainable 
growth and survival of all, creates awareness about oneself 
and responsiveness towards society and gives ultimate 
satisfaction i.e. nirvana.
This concept encompasses another very important area on 
shaping Business outcomes in days to come and that is ‘Cross 
Cultural Management’. Culture is invention of man for the 
fulfillment of social needs. Culture depends on the human 
capacity to adapt change. This capacity to adapt change is the 
ultimate strong point in Indian Philosophies, as it is shown 
by Indian peoples particularly after Independence. We as 
a Nation are very different than what we were six decades 
back. We adapted changes in socio-economic society very 
fast. It is not at all easy to shed customs which are running 
for thousands of year and that too by adapting practices of 
non-violance i.e. ahinsa. Credit for all these defiantly goes to 
thought process inculcated in our minds through generations 
by all great peoples mentioned above. To achieve this outcome 
other nations in world compel to follow violent path on which 
crores of peoples lost their lives be it in China, France, Russia 
or America. This story is successfully carried forward by 
Indian people who are spread all over world.
3.1 : Motivation and Innovation : From above orientation of 
philosophical base from India and modern management, if we 
want to correlate this with present environment in India and in 
world what we really need is applying our capabilities in the 
area where we are strong domain. In this year i.e.2014 we are 
witnessing shift in global thinking on doing business. Last two 
decades were of globalization, liberalization and privatization 
of economies including that of India. But somehow it shows 
serious lack of concepts of ethics and morale. Therefore we 
need to consider reflective and farsighted understanding, 
integrated within inter subjectively created and collaboratively 
formed relationships and vision that inspire courage and hope 
of making a positive difference used to marry knowing and 
doing, known as metaphysics.We need to concentrate on 
fundamental research in country to solve basic problems of 
people. Government should regulate that entrepreneurship 
which can transform local economy. But these efforts must 
be localized and not to mimic success stories from developed 
economies. Valuable lessons can be learned from developing 
economies who implemented local model of development 
which clearly make use of their ancient past and thinking 
line of people. Germany is success story whose economy is 
doing well despite of Euro zone crises. Some credit definitely 
goes to working and thinking style of Germany. India can also 
harvest its economy by stimulating innovation by creating 
unique business economy which is  founded on karmayoga 
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and still consumer oriented, thereby creating strong domestic 
market which is strongest positive point of present and future 
growth of Indian economy.
3.2 : Schumpeter’s views on motivational entrepreneurship: 
Schumpeter’s theory is appropriate theory to apply to our 
present discussion. He perceived the opportunities to innovate 
i.e. to carry out new combinations of enterprise. Entrepreneur 
is problem solver. There are five cases of new combinations 
leading to innovation as ; new goals, new methods of 
production, new market, new sources of supply of raw 
material and new organizations. This theory is also known 
as ‘Evolutionary theory’. This is evolutionary phenomenon 
relevant for human sphere, where human intelligence and 
intentionality are of significant important. This process 
of evolution is transformation over time of system.Such a 
system may be a population of living organism, a collection of 
interacting individuals as in an economy or some of its parts 
or even set of ideas produced by human mind. So it is based 
on self transformation,the points with reference to whci we 
are discussing present topic.

4. Conclusion : As mentioned in previous part, last two 
decades i.e. from year 1991to 2014 witnesses liberelalisation, 
privatization and globalization concepts, but now people are 
now talking about reverse way i.e. government intervention 
in business, public goods and localization of business 
units. Although we cannot root out role of transnational/
multinational corporations, there is defiantly an rethinking 
over business models. Process of innovation including R & 
D centers are increasingly been giving solutions to problems 
and they are being implemented worldwide including 
developed economies. They are showing better ways of 
managing finance and better product designs. They are 
reversing the flow of innovation, increase in spending on R 
& D in emerging markets and focus on local needs. Therefore 
strategy for socioeconomic changes in future shall be more 
formulated on human angle, which develops as a result of 
logical development of ethics and metaphysics and ultimately 
reflected in managerial wisdom. It is characterized by 
leveraging collective knowledge to maximize organizational 
and societal effectiveness, discerning the most appropriate 
action for achieving joint value in multiplicity of complex 
stakeholders relationships and uncertain situations seeking a 
balance between financial and personal well being, providing 
and properly orientating the creative transformation and 
combining knowing and doing. 
Organization culture is a invisible power which is accumulated 
through the constant efforts of its people, its beliefs, 
common perception and understanding of an organization. 
It is environment under which and employee deals with  its 
organization and organization deals with its employees. 
It describes psychology, attitudes, experience, beliefs and 
values of an organization. This total sum of values, customes, 
traditions and meanings makes a company unoque.This 

behavioral issue in implementing of strategy will lead to Indian 
socio economical model based on combination of Dharma 
or moral values as a supreme end of life and acquisition of 
pleasure in conformity with Dharma. Harmonious cultivation 
of all three values of life i.e. dharma, artha and kama is 
essential in creating value and realizing value by transforming 
animal pleasure into human pleasure by means of  urbanity, 
self control, education, cultural and spiritual discipline.
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Abstract : In recent years, the term ‘green marketing’ has risen in prominence. We hear of architects 
designing green buildings, car manufacturers producing cars that run on green fuels, entire cities trying to be 
green.  It reflects a growing concern at all levels of the impact of the increased consumption on the physical 
environment. We understand that Consumers are becoming more conscious of their own behavior (health, 
spending, environmental impact). Companies across the world have recognized profitable opportunities in 
serving green customers’ needs. In this research paper, main emphasis has been made laid on the concept, 
need and importance of green marketing. The Paper aims to find out what Green Marketing is all about and 
how can a business concern can be more competitive using green marketing strategies to gain a competitive 
edge over its rivals. It explores the main issues in adoption of green marketing practices. The paper describes 
the current Indian market scenario and explores the challenges and opportunities businesses have in regard to 
green marketing.

Keywords : Green Marketing, Environment, Business, Campaigns, Consumers
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1. Introduction :  Michael J. Polonsky defines green 
marketing as: “All activities designed to generate and 
facilitate any exchange intended to satisfy human needs or 
wants such that satisfying of these needs and wants occur with 
minimal detrimental input on the national environment.” 
Green marketing was first discussed in a seminar on 
“ecological marketing” organized by American Marketing 
Association (AMA) in 1975.
In 1987, the Brundtland report became one of the foremost 
documents on sustainability in everyday activity following 
which, in 1992 and 93, two new books on Green marketing 
were published by Ken Peattie and Jacquelyn Ottman. In 
later years, many organizations took up the cudgels and 
brought out significant findings in their reports. 
Companies that have invested in green marketing have 
opened up access in new markets, increased profitability and 
enjoy considerable mileage over companies not concerned 
with the environment.

2. Requirements to be considered a “Green”  
      Product :

• Production process should be compatible with the 
ecosystem,

•  Product line should be compatible with the goals of the 
company,

• Products those are recyclable, reusable and 
biodegradable,

• Products with natural ingredients,
• Products containing recycled contents, non-toxic 

chemical,
• Products contents under approved chemical,
• Products that do not harm or pollute the environment,
• Products that will not be tested on animals,
• Products that have eco-friendly packaging i.e. reusable, 

refillable containers etc.
Some companies go green for short term benefits while others 
look at it as a long term responsibility and incorporate ‘green’ 
as a part of their corporate DNA structure. One example 
is the e-mails we may receive from many Companies. At 
the very end of the mail you can find the sentence: “Please 
consider the environment and only print this email if really 
necessary.” This one sentence can improve the green image 
of a company without having to invest or spend money on 
advertising.
Among the recent green marketing efforts in India was 
the NDTV-Toyota Greenathon campaign to support the 
‘Lighting a Billion Lives’ cause, to provide solar power 
to villages without electricity. Toyota PRIUS, the hybrid 
electric car, is another effort in the green space. Hindustan 
Unilever’s ‘Save Water’ Campaign is yet another, with the 
company deciding to launch products that consume less 
water.
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3.	Classification	 of	 “Green	Companies”	 : Ginsberg 
and Bloom’s Green Marketing Strategy [2] classified 
companies as 

1. Lean Green- These companies adopt green practices 
but they do not focus to publicize these initiatives. 

2. Defensive Green-This kind of marketer use green 
marketing as a precaution to avoid the crisis situation 
or to counter the competition. 

3. Shaded Green- The companies those adopt shaded 
green strategy invest in long-term, environmentally 
friendly processes that require a significant financial 
and nonfinancial dedication. 

4. Extreme Green- Extreme green adopt green marketing 
mix in the holistic manner.

4.	 Key	 findings	 of	 several	 surveys	 :	 Consumers 
are increasingly concerned about environmental issues, 
particularly energy use. People have realized that the 
environment needs to be preserved for future generations. 
Consumers want to buy from green companies and plan to 
spend more on green products since they feel that they are 
giving back to nature in some way or the other.
Attractive packaging focusing and highlighting Greenness 
is a way to convince consumers and influences green 
purchasing among shoppers.
Consumers are less likely to cite hurdles to buying green; 
but price and lack of choice remain challenges.
Consumers are more likely to purchase green products in 
the household, grocery, personal care, and packaged food 
and beverage industries. Auto and tech are poised for green 
growth.
Consumers are looking for public leadership on green 
innovation.
In a Roper survey 2002, 41% of consumers said they did 
not buy green products because they worried about the 
diminished quality of eco-friendly versions [3]

5.	Untapped	potential	:	There is a huge untapped potential 
among businesses to change over to Green. A dismal 16% of 
businesses in India in the food and beverage sector and 18% 
in the clothing and footwear industry produce or trade Green 
products. The home electronics segment, however, clocks 
a more impressive 60%.[1] In addition, the vast majority 
(76%) either do not have a policy or guideline to minimize 
their impact on the environment in place or are failing to 
clearly communicate they have one.

6. Green Products launched by several business 
houses in India : Wipro InfoTech (Green It) was India’s 
first company to launch environment friendly computer 
peripherals. [6]

Samsung, was the first to launch eco-friendly mobile 
handsets (made of renewable materials) – W510 and F268- 
in India.
Oil and Natural Gas Corporation Ltd (ONGC), India’s largest 
oil company, has introduced energy-efficient Mokshada 
Green Crematorium, which saves 60 to 70% of wood and a 
fourth of the burning time per cremation. [7]
Reva, India’s very-own Bangalore-based company was the 
first in the world to commercially release an electric car.
Honda India introduced its Civic Hybrid car.
ITC has introduced Paperkraft, a premium range of eco-
friendly business paper.
IndusInd Bank installed the country’s first solar-powered 
ATM and thus brought about an eco-savvy change in the 
Indian banking sector.
Suzlon Energy manufactures and markets wind turbines, 
which provide an alternative source of energy based on 
wind power. This green initiative taken by the company is 
extremely important for reducing the carbon footprint. [8]
These are some of the success stories but if you look at it 
from Indian consumers (or consumption pattern) perspective, 
there is very less uptake of solar batteries and equipment 
(cooker etc.). People still prefer conventional equipment for 
their daily requirement.
Recently launched Samsung solar mobile Guru is not finding 
foot in market due to inconvenience in solar charging.
Battery operated LG TV failed in Indian market to due to 
sound quality.
Very less consumption of CFL bulbs due to high cost 
although the trend is changing.
Consumption of plastic bags is very high in both rural and 
urban sector etc.
Many manufacturers have recognized environmental 
concerns as a source of competitive advantage and have 
developed products with a green image.

7. Factors differentiating the Indian consumers 
from consumers of developed countries : India is a 
cost driven market. People think many times before buying 
products. A great deal of discussion takes place before 
deciding on a particular product. The consumer is careful 
about his spending and explores the market to find the best 
bargain.
Low level of awareness among the general public is yet 
another drawback. With the low level of education, many 
firms cannot connect to the multitude of consumers and 
companies cannot get across to them selling them their 
uniqueness.
There is a high degree of new product acceptance. Many 
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consumers are happy with a particular brand and stay devoted 
to them. They would normally not change preference for 
a flimsy reason. So getting acceptance to a new product 
is difficult and would need a lot of coaxing and coercing 
before finding acceptance.
Less developed means of communication, Language 
barriers. With a multitude of languages being spoken in 
the country, connecting with people becomes a hurdle. At 
the same time, the means of communication are limited too 
although things are changing.

8. An Integrated Approach : A three pronged strategy 
can be planned out that will benefit all. The key players 
being: Producer, Consumer and Government.
Producers’ role : Companies must remove these five 
barriers - namely : Lack of awareness, negative perceptions, 
distrust, high prices, and low availability.
They should increase consumers’ awareness of green 
products, improve consumers’ perceptions of eco-products’ 
quality, strengthen consumers’ trust, lower the prices of 
green products, and increase these products’ availability in 
the market.
Consumer’s Role : There should be a conscious effort to 
educate themselves on the green advantages and make an 
informed choice. They should look at the bigger picture and 
not be guided purely by price and personal gains.
Consumers should actively participate in green initiatives 
launched by Corporates, government and NGOs.
Consumers should shed inhibitions and preconceived 
notions about not using eco-friendly products. They should 
understand that every positive step contributes to the cause 
and shed the mentality that they alone cannot bring about 
the change. [5]
They should abide by the green regulations and not be 
guided by personal short term gains.  
Government’s Role : There has to be a stimulus 
provided by the Government to encourage and support the 
manufacturers who are manufacturing green products by 
providing subsidies.
Financial assistance should be given in the form of easy loan 
facility to equip them to manufacture green products.
 Tax incentives or Tax holidays will also help the small and 
medium scale manufacturers as green marketing is costly.
 Awards and recognition should be given to those who 
successfully practice green marketing which becomes a 
motivating factor for others to implement it.
 Social advertising should be carried out on a large scale 
through various media to promote environment friendly 
practices, to promote the consumption of green products.
Promotion of Eco-mark or Eco-labeling has to be done to 

create awareness not only amongst manufacturers but also 
consumers.

9. Conclusion : Green marketing helps in the effective 
outcomes such as cost cutting, employee satisfaction, waste 
minimization, society welfare for the companies as well for 
society also.
Green products and services not only help tackle pertinent 
environment issues but make genuine business sense. Over 
the next five years, this is only going to intensify. With a 
comparably limited number of Green products and services 
currently on the market, firms that act quickly to capitalize 
on this growing trend will reap significant rewards
Only thing required is the determination and commitment 
from the all the stakeholders of the companies. It is the right 
time to adopt the concept of sustainable development in the 
marketing mix of the companies and integrate them to save 
the planet from the upcoming risk.
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Abstract : Introduction of Liberalization, Privatization and Globalization have completely changed the face of 
India. With the opening up of the economy not only imports and exports increased but also foreign borrowings, 
foreign investments, mergers, acquisitions, started periodically. This needed consistent, comparable and 
understandable financial information which could get by adopting the International Financial Reporting 
Standards. Harmonization and convergence with IFRS can greatly contribute to the efforts to build global 
financial reporting infrastructure. Capital markets are becoming more and more dynamic which is attracting 
significantly more foreign investors for that purpose there should be a common accounting language. In India 
the Institute of Chartered Accountants of India (ICAI) has decided to adapt IFRS for accounting periods 
commencing on or after April 1, 2011.This decision is an important milestone in achieving full convergence 
with IFRS, as India will join 109 countries which presently require or permit use of IFRS. India’s blue-chip 
companies have begun to align their accounting standards to the International Financial Reporting Standards 
(IFRS), two years ahead of the mandatory time for the switchover. The list of companies includes IT firms 
like Wipro, Infosys Technologies and NIIT, automakers like Mahindra & Mahindra and Tata Motors, textile 
companies like Bombay Dyeing and pharma firm Dr Reddy’s Laboratories. This is a significant move towards 
the emergence of IFRS as a global accounting language. This article focuses on the adoption process of IFRS 
in India and the benefits and challenges to be faced after adopting the standards.

Key words : GAAP, IFRS, Globalization and Uniformity

Research Paper on International Financial Reporting 
Standards - Pros and Cons.

Ms. Sharvari Vhora
Savitribai Phule Pune University,

Anekant Institute of Management Studies,Baramati.
Vhorasharvari11@yahoo.com

1. Introduction : In 1991, liberalization, privatization 
and globalization (LPG) took place in India which was 
announced by P.VNarashima Rao’s (Then Prime Minister) 
government. Because of opening up of the economy it 
became necessary to introduce the International Financial 
Reporting system. we know the old adage, ”accounting 
is the language of business,” so it is mandatory to have a 
same language of accounting while exchanging and sharing 
financial results of their international business activities and 
also reporting the results to their international stakeholders. 
As one school of thought believes, since business enterprises 
around the world are so highly globalized now and need 
to speak to each other in a common language of business, 
there is a real need for a single, universal set of accounting 
standards that would unify the accounting world and, more 
important, solve the problem of diversity of accounting 
practices across borders. Historically, countries around the 
world have had their own national accounting standards 
(some countries have treasured these for whatever reason, 
most likely due to the pride of national sovereignty).but this 
different accounting language will not be useful defiantly 
when it comes to globalized issue and this will rather have 
an adverse effect on the flow of information and capital as 
well and cross border comparison would not be possible. 

This has made the companies realize the importance of 
having a same accounting language. Many international 
parties are interested in the working of the business like the 
investors, creditors, bankers, researchers and other users 
of the financial statements so it becomes necessary for the 
companies to present their financial statements as per the 
international standards.
By adopting the accounting standards there will be high-
quality, transparent, and comparable information. The use 
of a single set of high quality accounting standards would 
facilitate investment and other economic decisions across 
borders, increase market efficiency, and reduce the cost of 
raising capital. International Financial Reporting Standards 
(IFRS) are increasingly becoming the set of globally 
accepted accounting standards that meet the needs of the 
world’s increasingly integrated global capital markets. 
International Financial Reporting Standards (IFRS) is a new 
accounting language for business affairs and a set of globally 
accepted accounting standards to helps the companies to 
communicate financial information and to help stakeholders 
to understand and compare corporate financial information 
across boundaries. The standards are issued by International 
Accounting Standards Board (IASB), an independent 
accounting standard setting body of the IFRS. IFRS would 
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also help in cross border rising of funds. Globalization 
does not only mean importing and exporting of goods and 
services but it also means making foreign investments, 
borrowings from foreign countries and competition with the 
foreign players and sometimes acquiring or merging with 
the foreign companies, business outsourcing, franchising 
etc. For all the purposes mentioned it is required to have 
a universal accounting language. This universal accounting 
language – IFRS will definitely bridge the gap between all 
the countries. This will also help the universal countries to 
improve their quality of financial reporting in an systematic 
manner. Indian capital market is growing at a high speed 
which makes the foreign investors curious to invest in 
Indian market. For this IFRS plays an prime role in making 
the financial information understandable and comparable 
to the investors. Advancement in technology will be 
possible only because of more and more capital inflows in 
the country. so it is now mandatory for all the companies 
to follow and adopt IFRS standards. As the business world 
becomes closer in its financial and trade ties, many countries 
are moving towards International Financial Reporting 
Standards (IFRS), common accounting rules that define 
how transactions should be reported and what information 
should be disclosed in financial statements With the adoption 
of IFRS there will be consistency, reliability, transparency, 
completeness, comparability, verifiability, integrity of 
the financial statements. With the international rules and 
regulations the companies would keep and update accurate 
financial information. By adopting IFRS, companies would 
be adopting global financial reporting system which will help 
the companies to be understood as a global market player. 
IFRS will also improve internal communications, quality of 
reporting and decision making. The United States has not 
yet adopted International Financial Reporting Standards and 
other countries continue to hold out as well. This study tries 
to analyze the information available on IFRS adoption in 
India. It also highlights on the pros and cons seen in the Ind 
AS and IFRS. 
2. International Financial Accounting Standards - 
Overview : IFRS are a set of standards promulgated by 
the International Accounting Standards Board (IASB), an 
international standard-setting body based in London. The 
IASB places emphasis on developing standards based on 
sound, clearly stated principles, from which interpretation 
is necessary (sometimes referred to as principles-based 
standards). This contrasts with sets of standards, like U.S. 
generally accepted accounting principles (GAAP), the 
national accounting standards of the United States, which 
contain significantly more application guidance. These 
standards are sometimes referred to as rules-based standards, 
but that is really a misnomer as U.S. standards also are 
based on principles—they just contain more application 
guidance (or rules). IFRS generally do not provide bright 
lines when distinguishing among circumstances in which 
different accounting requirements are specified. This 
reduces the chances of structuring transactions to achieve 

particular accounting effects. International Financial 
Reporting Standards (IFRS) are a single set of high-
quality, understandable, enforceable and globally accepted 
financial reporting standards based upon clearly articulated 
principles. The year 2005 earmarked the beginning of a 
new era in global conduct of business, and the fulfillment 
of a thirty - years efforts to create the financial reporting 
rules for a worldwide capital market. For during that year’s 
financial reporting cycle, as many as 7000 listed companies 
in the 27 European Union member states, plus many others 
in countries such as Australia, New Zealand, Russia and 
South Africa were expected to produce annual financial 
statements in compliance with a single set of international 
rules – International Financial Reporting Standards (IFRS). 
Many other business entities, while not publicly held and 
not currently required to comply with IFRS, also planned to 
do so, either immediately or over time, in order to conform 
to what is clearly becoming the new worldwide standard. 
There were once scores of unique sets of financial reporting 
standards among the more developed nations (“national 
GAAP”). However, most other national GAAP standards 
have been reduced in importance or are being phased out 
as nations all over the world have embraced IFRS. For 
example, Canada announced that Canadian GAAP is to be 
eliminated and replaced by IFRS in 2011. China required 
that listed companies employ IFRS beginning with their 
2007 financial reporting. Many others planned to follow this 
same path. Year 2007 and 2008 proved to be watershed years 
for the growing acceptability of IFRS. In 2007, one of the 
most important developments was that the SEC (Securities 
and Exchange Commission) dropped the reconciliation to 
US GAAP requirement that had formerly applied to foreign 
private registrants. Thereafter, those reporting in a manner 
fully compliant with IFRS i.e. without any exception to the 
complete set of standards imposed by IASB, do not have to 
reconcile net income and shareholders’ equity to that which 
would have been presented under US GAAP. In effect, the 
US SEC was acknowledging that IFRS was fully acceptable 
as a basis for accurate, transparent and meaningful financial 
reporting. International Financial Reporting Standards has 
gained momentum all over the world because the capital 
markets have became global in nature and more and more 
investors see the need for a common accounting standards. 
implementation of IFRS will enable management to bring 
all the components of the group into a single financial 
reporting platform.
The followings are the main objectives of IFRS.

i. To standardize accounting methods and procedures
ii. To lay down principles for preparation and presentation 

of financial reporting systems. 
iii. To establish a benchmark for evaluating the quality of 

financial statements prepared by the enterprises. 
iv. To ensure the users of financial statements get creditable 

financial information.
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v. To attain international levels in the related areas.
International Financial Reporting Standards comprise:

• International Financial Reporting Standards (IFRS) 
- standards issued after 2001.

• International Accounting Standards (IAS) - 
standards issued before 2001.

• Interpretations originated from the International 
Financial Reporting Interpretations Committee 
(IFRIC) -issued after 2001.

• Standing Interpretations Committee (SIC) - issued 
before 2001. There is also a Framework for the 
Preparation and Presentation of Financial Statements 
which describes of the principles underlying IFRS.

IFRS	financial	statements	consist	of	(IAS1.8)
• a Statement of Financial Position
• a Statement of Comprehensive Income separate 

statements comprising an Income Statement and 
separately a Statement of Comprehensive Income, 
which reconciles Profit or Loss on the Income statement 
to total comprehensive income

• a Statement of Changes in Equity (SOCE)
• a Cash Flow Statement or Statement of Cash Flows
• notes, including a summary of the significant accounting 

policies
Comparative information is required for the prior reporting 
period (IAS 1.36). An entity preparing IFRS accounts 
for the first time must apply IFRS in full for the current 
and comparative period although there are transitional 
exemptions (IFRS1.7).
3. IFRS in India : In India, convergence with IFRS is 
being done in the form of Ind AS, a term devised by the 
Institute of Chartered Accountants of India (ICAI). The 
Ministry of Corporate Affairs (MCA) is designated as the 
nodal Ministry for converging Indian GAAP with IFRS/Ind 
AS. 
The schedule set by the MCA for converging with IFRS 
was:

1. Phase I : To be implemented by 01 April 2011 by the 
companies which are included in NIFTY 50 or SENSEX 
30 or companies having shares or other securities listed 
outside India or companies (listed or not) having net 
worth of Rs. 1000 Crores or more.

2. Phase II : To be implemented by 01 April 2013 by the 
companies (listed or not) having net worth in excess of 
Rs. 500 Crores but less than Rs. 1000 Crores.

3. Phase III : To be implemented by 01 April 2014 by the 
companies (listed or not) having net worth equal to or 
less than Rs. 500 Crores

In July 2014, the Finance Minister in his Budget speech 
proposed the adoption of the new Indian Accounting 

Standards (Ind AS – the converged IFRS standards) by 
Indian companies voluntarily from FY 2015-16 and 
mandatory from FY 2016-17.
In March 2014, the Institute of Chartered Accountants of 
India (ICAI) submitted to Ministry of Corporate Affairs 
(MCA) a proposed new IFRS roadmap and convergence plan 
for India. In the proposed roadmap, the ICAI recommended 
implementation of Ind AS by select companies only in 
preparation of their consolidated financial statements.
The new implementation date for Ind AS is awaited from the 
MCA. It is unclear if the MCA will release a fresh roadmap 
or just amend the roadmap as submitted by ICAI.
Indian Accounting Standards (AS) is formulated on the basis 
of the IFRS. While formulating AS, the endeavor of the 
ICAI remains to converge with the IFRS. The ICAI has till 
date issued 29 AS corresponding to IFRS. Some recent AS, 
issued by the ICAI, are totally at par with the corresponding 
IFRS, e.g., the Standards on ‘Impairment of Assets’ 
and ‘Construction Contracts’. While formulating Indian 
Accounting Standards, changes from the corresponding 
IAS/ IFRS are made only in those cases where these are 
unavoidable considering:-

• Legal and/ or regulatory framework prevailing in the 
country.

• To reduce or eliminate the alternatives so as to ensure 
comparability.

• State of economic environment in the country.
• Level of preparedness of various interest groups 

involved in implementing the accounting standards.

Ind AS 1 Presentation of Financial Statements
Ind AS 2 Inventories
Ind AS 7 Statement of Cash Flows
Ind AS 8 Accounting Policies, Changes in Accounting 

Estimates and Errors
Ind AS 10 Events after Reporting Period
Ind AS 11 Construction Contracts
Ind AS 12 Income Taxes
Ind AS 16 Property, Plant and Equipment
Ind AS 17 Leases
Ind AS 18* Revenue
Ind AS 19* Employee Benefits
Ind AS 20 Accounting for Government Grants and 

Disclosure of Government Assistance
Ind AS 21* The Effects of Changes in Foreign Exchange 

Rates
Ind AS 23 Borrowing Costs
Ind AS 24 Related Party Disclosures
Ind AS 27 Consolidated and Separate Financial 

Statements
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Ind AS 28* Investments in Associates
Ind AS 29 Financial Reporting in Hyperinflationary 

Economies
Ind AS 31 Interest in Joint Venture
Ind AS 32* Financial Instruments : Presentation
Ind AS 33 Earning Per Share
Ind AS 34 Interim Financial Reporting
Ind AS 36 Impairment of Assets
Ind AS 37 Provisions, Contingent Liabilities and 

Contingent Assets 
Ind AS 38 Intangible Assets
Ind AS 39* Financial Instruments: Recognition and 

Measurement
Ind AS 40 Investment Property
Ind AS 101* First-Time Adoption of Indian Accounting 

Standards
Ind AS 102 Share-Based Payments
Ind AS 103* Business Combinations
Ind AS 104 Insurance Contracts
Ind AS 105 Non-Current Assets held for Sale and 

Discontinued Operations 
Ind AS 106 Exploration for and Evaluation of Mineral 

Resources
Ind AS 107 Financial Instruments – Disclosures
Ind AS 108 Operating Segments

 (Source : http://www.ripublication.com/gjfm-spl/gjfmv6n7_02.pdf)

*Carve-Outs have been prescribed for these Ind AS by 
ICAI. Transition to International Financial Reporting 
Standards (IFRS) or IND 613. These 35 IND-AS have also 
been notified and laid before both the Houses of Parliament 
in September 2012. However, it was decided that these 
converged standards will be implemented in the phased 
manner after tax issues are resolved.
4. Research Methodology : For completing the research 
secondary data has been used. Information has been collected 
with the use of secondary data which includes-

• IFRS books.
• Published research papers.
• IFRS website.

5. Results And Discussions :
Benefits	Of	Convergence	With	Ifrs	:	It is sensible to make 
a careful preliminary assessment and a cost/benefit analysis 
of whether or not under the particular circumstances, an 
adoption of IFRS would be desirable and also examine 
different scenarios concerning timing of adopting IFRS. The 
number of companies which elect to adopt IFRS is growing 
and this is because IFRS reporting offers a wide scope of 
benefits. Examples of these benefits include the following:

1. IFRS significantly improves the comparability 
of entities and provide more consistent financial 
information.

2. IFRS are accepted as a financial reporting framework 
for companies seeking admission to almost all of the 
world’s stock exchanges (including US).

3. The enhanced comparability of the companies’ 
financial information and the improved quality of 
communication to their stockholders, decrease investor 
uncertainty, reduce risk, increases market efficiency 
and eventually minimises the cost of capital.

4. IFRS eliminates barriers to crossborder trading in 
securities, by ensuring that financial statements are 
more transparent.

5. Management reporting for internal purposes under 
IFRS, can improve the quality and consistency of 
information that management needs in order to 
make effective, efficient and timely decisions for the 
business.

6. IFRS adoption may be used as a chance to make some 
strategic improvements to the finance systems and 
processes as well as to reduce costs in the longer term.

7. IFRS financial statements that are universally 
understood and comparable can both improve and 
initiate new relationships with customers and suppliers 
across national borders.

8. Because of the positive effect IFRS financial 
information has on credit ratings, a company’s position 
strengthens in negotiations with credit institutions and 
cost of borrowings are reduced.

9. IFRS can also result in more accurate risk evaluations 
by lenders and to a lower risk premium. It also helps 
companies to take advantage of alternative forms of 
finance.

10. In the case of groups it removes the need for individual 
companies to prepare two set of financial statements, 
if all individual companies in the group apply IFRS. 
It also allows multinational groups to have a common 
accounting language, thereby improving management 
reporting and decision making.

11. IFRS reporting makes easier to implement cross-
border acquisitions, initiate partnerships & cooperation 
agreements with foreign entities, simplify the sale of 
the reporting entity and lower the costs of integration 
in post acquisition periods.

6. Challenges Faced : Inspite of the various benefits 
of adopting IFRS, implementation of IFRS is a herculean 
task in India. Following are a few challenges faced during 
adoption and implementation of IFRS: 

i. Awareness about international practices : Adoption of 
IFRS means that the entire set of financial statements 
will be required to undergo a drastic change. There 
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are a number of differences between the two GAAP’s 
(discussed below). This may cause the users of financial 
statements to look at them from a new perspective. It 
would be a challenge to bring about awareness of IFRS 
and its impact among the users of financial statements.

 ii. Training : Professional accountants are looked upon to 
ensure successful implementation of IFRS. The biggest 
hurdle for the professionals in implementing IFRS is 
the lack of training facilities and academic courses on 
IFRS in India. As the implementation date draws closer 
(2011), it is observed that there is acute shortage of 
trained IFRS staff. The solution to this problem is that 
all stakeholders in the organisation should be trained 
and IFRS should be introduced as a full time subject in 
the universities. 

iii. Amendments to the existing law : It is observed that 
implementation of IFRS may result in a number of 
inconsistencies with the existing laws which include the 
Companies Act 1956, SEBI regulations, banking laws 
and regulations and the insurance laws and regulations. 
Currently, the reporting requirements are governed by 
various regulators in India and their provisions override 
other laws. IFRS does not recognise such overriding 
laws. Although steps to amend these laws have been 
initiated, the authorities need to ensure that the laws are 
amended well in time. 

iv. Taxation : IFRS convergence would affect most of 
the items in the financial statements and consequently 
the tax liabilities would also undergo a change. Thus 
the taxation laws should address the treatment of tax 
liabilities arising on convergence from Indian GAAP 
to IFRS. It is extremely important that the taxation 
laws recognise IFRScompliant financial statements 
otherwise it would duplicate administrative work for 
the organisations. 

v. Fair value : IFRS uses fair value as a measurement base 
for valuing most of the items of financial statements. 
The use of fair value accounting can bring a lot of 
volatility and subjectivity to the financial statements. 
It also involves a lot of hard work in arriving at the fair 
value and valuation experts have to be used. Moreover, 
adjustments to fair value result in gains or losses which 
are reflected in the income statements. Whether this 
can be included in computing distributable profit is 
also debated.

vi. Management compensation plan : The terms and 
conditions relating to management compensation 
plans would also have to be changed. This is because 
the financial results under IFRS are likely to be very 
different from those under the Indian GAAP. The 
contracts would have to be re-negotiated which is also 
a big challenge. 

vii. Reporting systems : The disclosure and reporting 
requirements under IFRS are completely different from 

the Indian reporting requirements. Companies would 
have to ensure that the existing business reporting 
model is amended to suit the reporting requirements 
of IFRS. The information systems should be designed 
to capture new requirements related to fixed assets, 
segment disclosures, related party transactions, etc. 
Existence of proper internal control and minimising 
the risk of business disruption should be taken care of 
while modifying or changing the information systems.

viii. IFRS CHALLENGES FOR SME’s : Still IFRS is not 
compulsory for SMEs in India and in future it might 
not be applied and still there are not perfect form of 
final standard there will be variation due to change in 
it. SME’s lack resources and expertise and they cannot 
do proper cost- benefit analysis. Awareness of IFRS 
among SMEs are comparatively less so they are not 
ready for the adoption of IFRS.

7. Conclusion : Irrespective of various challenges, adoption 
of IFRS in India has significantly changed the contents of 
corporate financial statements. It is now required to have 
a common platform for accounting as there is a significant 
amount of foreign investments, mergers, acquisitions which 
needs comparison of financial statements. By adopting 
IFRS at a global level all the problems will get solved. 
There will be no barriers in comparison of statements in 
between foreign companies. Further, with the enactment 
of the new Companies Act 2013, preparation of the 
consolidated financial statements has become a necessity. 
It has been suggested that the Ministry of Corporate Affairs 
could demonstrate its commitment by permitting all the 
companies to report at least consolidated financial statements 
using IFRS/Ind AS. This will significantly enhance India’s 
standing amongst the investors.
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Abstract : The increasing financial Fraud resulting to corporate collapse and the failure of the statutory audit 
to detect and prevent fraudulent activities which had led to the impoverishment of investors had given rise 
to need for forensic auditor. In view of the above this paper considers the impacts of forensic accounting on 
corporate governance. The study is a theoretical research which considered the roles of forensic auditors in 
combating fraudulent activities, future of forensic accounting and impact of forensic accounting on corporate 
governance. From studies carried out this paper concludes that forensic auditors having improved management 
accountability, strengthened external auditor’s independence and assisting audit committee members in 
carrying out their oversight function by providing them assurance on internal audit report have impacted 
positively to corporate governance, thereby reducing corporate failure and impoverishment of investors. 

Keywords : forensic accounting, forensic auditor, external auditor, financial fraud, corporate governance.
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1. Introduction : An increasing number of researchers are 
finding that ‘poor’ governance is a leading factor in poor 
performance, manipulated financial reports, and unhappy 
stakeholders. Companies are now trying to analyse and correct 
any existing defects in their reporting system. In the current 
reporting environment, forensic accountants are in great 
demand for their accounting, auditing, legal, and investigative 
skills. Forensic accountants are positioned to explore the design 
of governance systems, the effect of the governance board on 
employee and managerial behaviour, and the efficacy of the 
internal control systems. As part of the governance committee, 
Forensic Accountants can make significant contributions in 
the area of governance, fraud prevention and investigation, 
creating positive work environment, establishing effective 
lines of communication and vigilant oversight. An attempt is 
also made here to portray global regulatory action scenario 
undertaken by leading bodies to prevent frauds and improve 
governance through accounting reforms. In nutshell, the 
Forensic Accountant is “a blood-hound of book-keeping.” 
Forensic accounting, forensic accountancy or financial 
forensics is the specialty practice area of accounting that 
describes engagements that result from actual or anticipated 
disputes or litigation. “Forensic” means “suitable for use 
in a court of law”, and it is to that standard and potential 
outcome that forensic accountants generally have to work. 
Forensic accountants, also referred to as forensic auditors or 
investigative auditors, often have to give expert evidence at 
the eventual trial. All of the larger accounting firms, as well 
as many medium-sized and boutique firms, as well as various 
Police and Government agencies have specialist forensic 
accounting departments. 

Forensic accountants are also known as fraud investigators, 
investigative accountants, forensic auditors or fraud auditors.
Engagements relating to criminal matters typically arise in the 
aftermath of fraud. They frequently involve the assessment 
of accounting systems and accounts presentation - in essence 
assessing if the numbers reflect reality.
Some forensic accountants specialize in forensic analytics 
which is the procurement and analysis of electronic data 
to reconstruct, detect, or otherwise support a claim of 
financial fraud. The main steps in forensic analytics are (a) 
data collection, (b) data preparation, (c) data analysis, and 
(d) reporting. For example, forensic analytics may be used 
to review an employee’s purchasing card activity to assess 
whether any of the purchases were diverted or divertible for 
personal use. 
The types of crimes forensic accountants investigate are 
classified as “crimes against property.” They investigate 
crimes such as fraud and give expert testimony in court trials. 
Although forensic accounting may not sound as glamorous as 
its other investigative counterparts, the field has received more 
attention in recent years. This is due in part to the high-profile, 
financial white-collar crimes involving large corporations, 
such as the Enron and Adelphia Communications scandals of 
2001 and 2002. The federal government employed impartial 
forensic accountants to uncover the extent of the fraud and 
other accounting irregularities practiced by executives and the 
accounting firms associated with them.
Forensic accounting has come into limelight due to rapid 
increase in financial frauds and white-collar crimes. But, it is a 
largely untrodden area in India. The integration of accounting, 
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auditing and investigative skills creates the specialty known 
as forensic accounting. The corresponding author only.

2. Review of Literature : A literature review is a body of 
text that aims to review the critical points of current knowledge 
including substantive findings as well as theoretical and 
methodological contributions to a particular topic. Literature 
reviews are secondary sources, and as such, do not report any 
new or original experimental work.
Most often associated with academic-oriented literature, 
such as these, a literature review usually precedes a research 
proposal and results section. Its ultimate goal is to bring the 
reader up to date with current literature on a topic and forms 
the basis for another goal, such as future research that may be 
needed in the area.
A well-structured literature review is characterized by a logical 
flow of ideas; current and relevant references with consistent, 
appropriate referencing style; proper use of terminology; and 
an unbiased and comprehensive view of the previous research 
on the topic.
The reviews relating to topic is mentioned below :
ICAI (Forensic Accounting – New Paradigm of Niche 
Consulting) : Forensic accounting has come into limelight due 
to rapid increase in financial frauds and white-collar crimes. 
But, it is a largely untrodden area in India. The integration 
of accounting, auditing and investigative skills creates the 
specialty known as forensic accounting. 
“Forensic”, according to the Webster’s Dictionary means, 
“Belonging to, used in or suitable to courts of judicature or to 
public discussion and debate.”
“Forensic accounting”, provides an accounting analysis that is 
suitable to the court which will form the basis for discussion, 
debate and ultimately dispute resolution.
Crumbley wrote on same, when he stated that a form of 
Forensic Accounting can be traced back to an 1817 court 
decision. He stated that a “young Scottish accountant issued 
a circular advertising his expertise in arbitration support in 
1824” but that Peloubet was probably the first to publish 
the phrase Forensic Accounting. Simply stated, Forensic 
Accounting (also called investigative accounting or fraud 
audit) is a merger of forensic science and accounting. 
Forensic science, according to Singleton “may be defined as 
application of the laws of nature to the laws of man”. He refers 
to forensic scientists as examiners and interpreters of evidence 
and facts in legal cases that also offers expert opinions 
regarding their findings in court of law. The science in question 
here is accounting science, meaning that the examination and 
interpretation will be of economic information. Investigation 
of fraud and corruption is confirmed, both in the developed and 
developing countries. It is only gaining prominence because 
of the growing wave of the crime under the seemingly new 

nomenclature during the last five years. 
Ozkul defined Forensic Accounting as “the integration of 
accounting, auditing, and investigative skills.” Simply put, 
FA is accounting that is suitable for legal review offering the 
highest-level of assurance and including the now generally 
accepted connotation of having been arrived at in a scientific 
fashion.

3. Research Problem under Study : Recent corporate 
accounting scandals and the resultant outcry for transparency 
and honesty in reporting have given rise to two disparate yet 
logical outcomes. First, forensic accounting skills have become 
crucial in untangling the complicated accounting manoeuvres 
that have obfuscated financial statements. Second, public 
demand for change and subsequent regulatory action has 
transformed governance in companies. Increasingly, company 
officers are under ethical and legal scrutiny. Both trends 
have the common goal of responsibly addressing investors’ 
concerns about the financial reporting system.
The failure of the corporate communication structure has 
made the financial community realize that there is a great 
need for skilled professionals that can identify, expose, and 
prevent weaknesses in three key areas: poor governance, 
flawed internal controls, and fraudulent financial statements. 
Forensic accounting skills are becoming increasingly relied 
upon within a corporate reporting system that emphasizes its 
accountability and responsibility to stakeholders.
India is facing a problem of frauds in accounting and therefore 
the topics to be studied in detail are as follows;

• Preventing Frauds.
• To build a strong accounting system relating to 

supervision, audit, technology and legal framework;
• Improving the effectiveness of Corporate Governance & 

Reporting System
• Up gradation of the level and the quality of accounting 

control system.
• To creating positive work environment.

4. Objectives of the Study :
a. To understand the concept of Corporate Governance & 

Forensic accounting 
b. To study the importance of Forensic accounting in 

corporate governance
c. To study the impact of Forensic accounting on corporate 

governance 
d. To study the use of Forensic accounting by various 

companies to maintain Corporate Governance
e. Problems faced by the Forensic accountants.
f. Future Prospects.
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5.	 Research	 Methodology	 Used	 : This study is a 
theoretical study of the impact of forensic auditor in corporate 
governance which employed the secondary source of data 
collection by making use of available literature on forensic 
auditors and its impact on corporate governance.

6. Discussion :
Impact of Forensic Accounting in Corporate Governance 
: Management is accountable to shareholder, and other 
stakeholders. Management of companies are said to be solely 
responsible for preparing Accounts and maintaining adequate 
proper financial records. More so, they are responsible for 
detecting and preventing fraud in their organization, while 
the external auditor responsibility is to ensure that account 
prepared by companies management are in line with general 
accepted accounting principle and statute. However the 
external auditors in carrying out their duties may unveil 
fraud if such is discovered. The external auditor has refused 
to accept responsibility to detect fraud. Although AAS has 
required the external auditor to report material misstatement 
and errors arisen due to fraudulent activities. 
Nevertheless, the above responsibility functions have not been 
accepted by auditors; thus resulting to corporate fraud and 
most times corporate failure and poor corporate governance. 
In order to ensure proper accountability and prevent fraud 
by the management the forensic auditor been an expert 
in financial fraud matters with special skills in scientific 
knowledge and legal matters have helped management to 
improve their role by providing software packages which 
enables management to easily detect and prevent fraudulent 
activities. Also, since management are aware that the forensic 
auditor may be called upon by shareholders/External auditors 
and audit committee at any time to investigate and detect 
financial fraud, the management will be more diligent in 
carrying out its function effectively knowing full well that the 
forensic auditor is a crime detector. The directors being aware 
that the forensic auditors may be invited to detect and prevent 
fraudulent activities, they will most time ensure that their 
organization has a good internal control system, checks and 
balances which are transparent, thereby positively influencing 
corporate governance. 
Future of Forensic Accounting : The preceding chapters 
have looked at forensic accounting investigation from a 
multitude of different perspectives, but one further perspective 
remains to be explored: the future of the discipline. Compared 
with the well-defined professions of accounting and auditing, 
forensic accounting investigation is in its infancy. There could 
be no clearer sign that the future of the forensic accounting 
investigation specialty, emerging out of financial auditing 
and criminology and developing its own repertoire of goals 
and methods, will be much longer than it’s past. What can 
be understood on the basis of conditions and trends today 
about the further development of this very young branch of 

accounting? We propose to approach the intriguing topic of 
“where-do-we-go-from-here?” in terms of five concerns:

• The evolution of the discipline itself, including the 
boundary between financial statement auditing and 
forensic accounting investigation

• Education and training for a new generation of forensic 
accounting investigators

• The changing regulatory and legislative environments
• The changing corporate environment, in which the 

decision to investigate and the process and results of 
investigation encounter real-world benefits and costs

• Changes in corporate reporting, especially with respect 
to nonfinancial operating data (NFOD) that may be 
subject to some form of assurance or formal review and 
may be subject to fraudulent manipulation

7. Conclusion : Forensic accounting in India has come to 
limelight only recently due to rapid increase in white-collar 
crimes and the belief that our law enforcement agencies do 
not have sufficient expertise or the time needed to uncover 
frauds. A large global accounting firm believes the market 
is sufficiently large to support an independent unit devoted 
strictly to ‘forensic’ accounting. All of the larger accounting 
firms, as well as, many medium-sized and boutique firms 
have recently created forensic accounting departments. Since 
the forensic auditors possess special skills and knowledge 
which can easily detect and prevent fraudulent activities, this 
definitely will enable the corporate governance mechanism 
(external auditor, audit committee and management) in 
carrying out their responsibility of achieving corporate goals 
and reducing financial fraud. Thus, the forensic auditor 
could be said to have impacted effectively to the corporate 
governance of the organization by improving the management 
accountability, and financial reporting system, strengthening 
independence of the external auditor, assisting audit 
committee members in their oversight functions by providing 
additional assurance and giving greater responsibility to the 
external auditor in carry out their statutory audit functions. 
Thus, this will definitely help to reduce corporate collapse and 
impoverishment of investors thereby influencing corporate 
growth and achievement of overall corporate objectives. 
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Abstract : This a theoretical paper that throws light on theories of motivation & entrepreneurship & discusses 
the practicalities in a conceptual way. Motivation is a theoretical construct, used to explain behavior. Motives 
are hypothetical constructs, used to explain why people do what they do. Entrepreneurship is the process of 
starting a business or other organization. The entrepreneur develops a business model, acquires the human 
and other required resources, and is fully responsible for its success or failure. Entrepreneurship operates 
within an entrepreneurship ecosystem .This paper put up the theories of motivation and presents the practical 
implications for the managers. Also the authors puts up the theories of entrepreneurship and explains the 
practical implications of the same. The Paper puts up the motivational techniques used by entrepreneurs to 
stay motivated at workplace.   

Keywords : Motivation, Entrepreneurship, Practicality. 
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1. Theoretical Research in Motivation at 
Workplace: Motivation is a theoretical construct, used 
to explain behaviour. Motives are hypothetical constructs, 
used to explain why people do what they do, for example, 
when they use some strategy to achieve a goal. According to 
Maehr and Meyer, “Motivation is a word that is part of the 
popular culture as few other psychological concepts are”.
Motivation : “The processes that account for an individual’s 
intensity, direction, and persistence of effort toward 
achieving a goal”

• Intensity : how hard an employee tries
• Direction : should benefit the organization (i.e. quality 

of effort counts!)
• Persistence : how long can an employee maintain his/

her effort?
Early Theories of Motivation : Hierarchy of Needs (a.k.a. 
Maslow’s Pyramid)
Physiological : hunger, thirst, shelter, sex & other bodily needs
Safety : Includes security and protection from physical and 
emotional harm
Social : Includes affection, belongingness acceptance, and 
friendship
Esteem : Includes internal esteem factors such as self-
respect, autonomy, and achievement; and external esteem 
factors such as status, recognition, and attention
Self-actualization : The drive to become what one is capable 
of becoming; includes growth, achieving one’s potential, 

and self-fulfilment

Theory X and Theory Y : Douglas McGregor proposed 
two distinct views of human beings: one basically negative, 
labelled Theory X, and the other basically positive, labelled 
Theory Y.
Theory X : The assumption that employees dislike work, are 
lazy, dislike responsibility, and must be coerced to perform. 
(Lower order needs dominate)
Theory Y : The assumption that employees like work, are 
creative, seek responsibility, and can exercise self-direction. 
(Higher order needs dominate)
McGregor believed Theory Y assumptions were more valid 
than Theory X and proposed such ideas as participative 
decision making, responsible and challenging jobs, and 
good group relations as approaches that would maximize an 
employee’s motivation.
Two-Factor Theory : Intrinsic factors are related to job 
satisfaction, while extrinsic factors are related to job 
dissatisfaction.

• Hygiene factors : when these are adequate, workers 
“feel OK” (i.e. they are NOT dissatisfied).  Examples 
include quality of supervision, company policies and 
administration.

• Motivators : examines factors contributing to job 
satisfaction.  Thus there are factors which lead to job 
satisfaction and things that don’t (i.e. notice there is a 
difference between “non-satisfying” and “dissatisfying 
factors”)
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Contemporary Theories :  
McClelland’s Theory of Needs : The Need for Achievement: 
the drive to excel, achieve in relation to a set of standards, 
strive to succeed.
The Need for Power : The need to make others behave in a 
way that they would not have behaved otherwise.
The Need for Affiliation : The desire for friendly and close 
interpersonal relationships.
Those high on “achievement” tend to prefer jobs with 
personal responsibility, feedback and moderate risks. They 
DO NOT always care about motivating others!
In general, individuals high on the need for “Power” and 
low on the need for “Affiliation” tend to perform better in 
managerial roles.
Cognitive Evaluation Theory : Allocating extrinsic 
rewards for behaviour that had been previously intrinsically 
rewarding tends to decrease the overall level of motivation.
Goal -Setting Theory : The theory that specific and difficult 
goals lead to higher performance.
Goals tell an employee what needs to be done and how 
much effort will need to be expended.
Specific goals increase performance; that difficult goals, 
when accepted, result in higher performance than do easy 
goals; and that feedback leads to higher performance than 
does non-feedback.
Specific hard goals produce a higher level of output than 
does the generalized goal of “do your best.”
The specificity of the goal itself acts as an internal 
stimulus.
Be sure to note the importance of goal commitment, self-
efficacy, task characteristics, and national culture on goal-
setting theory.
Management by Objectives (“MBO”) : This approach 
puts goal setting to work.
It is a program that encompasses : Specific goals (tangible, 
verifiable, measurable), Participative set, for an explicit time 
period, with performance feedback on goal progress.
MBO operationalizes the concept of objectives by devising 
a process by which objectives cascade down through the 
organization. The result is a hierarchy of objectives that 
links objectives at one level to those at the next level. For 
the individual employee, MBO provides specific personal 
performance objectives.
 Self-Efficacy	Theory	:	Self-efficacy refers to an individual’s 
belief that he or she is capable of performing a task.  The 
higher your self-efficacy, the more confidence you have in 
your ability to succeed in a task.
Reinforcement Theory : A counterpoint to the goal-

setting theory. In reinforcement theory, a behaviouristic 
approach, which argues that reinforcement conditions 
behaviour. Reinforcement theorists see behaviour as 
being behaviourally caused. Reinforcement theory ignores 
the inner state of the individual and concentrates solely 
on what happens to a person when he or she takes some 
action. Because it does not concern itself with what initiates 
behaviour, it is not, strictly speaking, a theory of motivation. 
It does however provide a powerful means of analysis of 
what controls behaviour.
Equity Theory : Individuals compare their job inputs and 
outcomes with those of others and then respond so as to 
eliminate any inequities. Equity theory recognizes that 
individuals are concerned not only with the absolute amount 
of rewards for their efforts, but also with the relationship of 
this amount to what others receive.
Historically, equity theory focused on : Distributive justice 
or the perceived fairness of the amount and allocation of 
rewards among individuals. However, equity should also 
consider procedural justice or the perceived fairness of 
the process used to determine the distribution of rewards. 
Interactional justice is also important.
Expectancy Theory : The strength of a tendency to act 
in a certain way depends on the strength of an expectation 
that the act will be followed by a given outcome and on the 
attractiveness of that outcome to the individual. The theory 
focuses on three relationships:
Effort-performance relationship or the probability perceived 
by the individual that exerting a given amount of effort will 
lead to performance.
Performance-reward relationship or the degree to which the 
individual believes that performing at a particular level will 
lead to the attainment of a desired outcome.
Rewards-personal goals relationship or the degree to which 
organizational rewards satisfy an individual’s personal goals 
or needs and the attractiveness of those potential rewards for 
the individual.

2.  Practical Implications for Managers : 
Need Theories : Maslow’s hierarchy, two factor, ERG, & 
McClelland’s
Goal Setting Theory : Clear and difficult goals often lead 
to higher levels of employee productivity.
Reinforcement Theory : Good predictor of quality and 
quantity of work, persistence of effort, absenteeism, 
tardiness, and accident rates.
Equity Theory : Strongest when predicting absence and 
turnover behaviours.
Weakest when predicting differences in employee 
productivity.
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Expectancy Theory : Focus on performance variablesIt is 
a “rational” model so be careful when using it. This theory 
may be better applied to employees with greater discretion 
in their jobs (i.e., as opposed to semi-skilled positions)

3. Theoretical Research in Entrepreneurship : 
Entrepreneurship is the process of starting a business or other 
organization. The entrepreneur develops a business model, 
acquires the human and other required resources, and is 
fully responsible for its success or failure. Entrepreneurship 
operates within an entrepreneurship ecosystem.
In recent years, “entrepreneurship” has been extended 
from its origins in business to include social and political 
activity. Entrepreneurship within an existing firm or large 
organization has been referred to as entrepreneurship and 
may include corporate ventures where large entities spin 
off subsidiary organizations. Entrepreneurs are leaders 
willing to take risk and exercise initiative, taking advantage 
of market opportunities by planning, organizing, and 
employing resources, often by innovating new or improving 
existing products. More recently, the term entrepreneurship 
has been extended to include a specific mindset (see also 
entrepreneurial mindset) resulting in entrepreneurial 
initiatives, e.g. in the form of social entrepreneurship, 
political entrepreneurship, or knowledge entrepreneurship.
According to Paul Reynolds, founder of the Global 
Entrepreneurship Monitor, “by the time they reach their 
retirement years, half of all working men in the United States 
probably have a period of self-employment of one or more 
years; one in four may have engaged in self-employment for 
six or more years. Participating in a new business creation 
is a common activity among U.S. workers over the course 
of their careers.” In recent years, entrepreneurship has been 
claimed as a major driver of economic growth in both the 
United States and Western Europe.
Entrepreneurial activities differ substantially depending 
on the type of organization and creativity involved. 
Entrepreneurship ranges in scale from solo, part-time 
projects to large-scale undertakings that create many jobs. 
Many “high value” entrepreneurial ventures seek venture 
capital or angel funding (seed money) in order to raise capital 
for building the business.[5] Many organizations exist to 
support would-be entrepreneurs, including specialized 
government agencies, business incubators, science parks, 
and some NGOs.

4.  Relationship between Entrepreneurship & 
Motivation: Evidence from Theoretical  Research
 What Motivates Entrepreneurs? : Some entrepreneurs 
continuously struggle to bring a single idea or product to 
MARKET while others seem to be able to do it almost 
effortlessly, time and again. Household names like Steve 
Jobs, who achieved a legendary level of success with 

Apple, Pixar and NeXT, serve as examples of these global 
business auteurs. But there are exponentially more men and 
women who successfully and continuously launch thriving 
businesses that may not achieve the same level of global 
recognition but remain highly profitable just the same.
How do they do it? Given the repeat success many enjoy, 
you can pretty much count luck out. And while a wide range 
of leadership abilities go into the mix, at the core is an innate 
drive toward success.
The greatest challenge for a serial entrepreneur is figuring 
out how to rekindle the initial hunger, passion and dedication 
that fuelled their first venture. To do so, many surround 
themselves with connections who’ve supported them in the 
past, often leaning heavily on trusted partners for crucial 
FINANCIAL, professional and emotional support. To 
continuously draw from these people, the entrepreneur must 
inspire an organic dedication among his or her followers.
Often viewed as optimistic and idealistic, the entrepreneur 
possesses a level of commitment and a vision that are easily 
observed. They’re inventive, aggressive, confident, tireless, 
highly (and often severely) competitive, and possess an 
intense level of focus. Entrepreneurs genuinely believe in 
what they’re doing and thereby inspire others toward the 
same goal. They typically place a high value on creativity 
and will take a calculated risk if they’re fairly certain they 
can sway the eventual outcome in their favour.
Need for achievement : Within the research domain of 
personality traits and entrepreneurship, the concept of 
need for achievement (nacho) has received much attention. 
McClelland (1961) argued that individuals who are high 
in nAch are more likely than those who are low in nAch 
to engage in activities or tasks that have a high degree of 
individual responsibility for outcomes, require individual 
skill and effort, have a moderate degree of risk, and include 
clear feedback on performance. Further, McClelland argued 
that entrepreneurial roles are characterized as having a 
greater degree of these task attributes than other careers; 
thus, it is likely that people high in nAch will be more likely 
to pursue entrepreneurial jobs than other types of roles. 
Johnson (1990) conducted a traditional review of 23 studies, 
which varied regarding samples, measurement of nAch, 
and definitions of entrepreneurship. Based on this group 
of studies, Johnson concluded that there is a relationship 
between nAch and entrepreneurial activity—in this case, 
nAch distinguished firm founders from other members of 
society. In a similar review of 19 studies, Fineman (1977) 
concluded that both projective and questionnaire measures 
of nAch significantly predict firm founding.
Risk taking : Risk-taking propensity is another motivation 
of interest, which emerged from McClelland’s (1961) 
original research on entrepreneurs. McClelland claimed 
that individuals with high achievement needs would 
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have moderate propensities to take risk. This claim by 
McClelland is especially interesting for entrepreneurship 
research because the entrepreneurial process involves 
acting in the face of uncertainty. Liles (1974) argued 
that entrepreneurs often must accept uncertainty with 
respect to financial well-being, psychic well-being, career 
security, and family relations. Moreover, several theories of 
entrepreneurship view the entrepreneur as bearing residual 
uncertainty (Venkataraman, 1997). Atkinson (1957) argued 
that individuals who have higher achievement motivation 
should prefer activities of intermediate risk because these 
types of activities will provide a challenge, yet appear to 
be attainable. On the other hand, individuals who score 
high on the motive to avoid failure will avoid intermediate 
risks. Instead, they will prefer easy and safe under-takings 
(because there is a high chance of success) or extremely 
difficult and risky ones (because it will be easy to explain 
failure without accepting personal blame). Following the 
lead of Atkinson, risk-taking propensity has been defined 
in the entrepreneurship literature as the willingness to take 
moderate risks (Begley, 1995). Tolerance for ambiguity 
Schere (1982) argued that tolerance for ambiguity is an 
important trait for entrepreneurs because the challenges 
and potential for success associated with business start-
ups are by nature unpredictable. Budner (1982) defined 
tolerance for ambiguity as the propensity to view situations 
without clear outcomes as attractive rather than threatening. 
Because entrepreneurs continually face more uncertainty in 
their everyday environment than do managers of established 
organizations, entrepreneurs who remain in their jobs are 
likely to score high on tests for this trait than would managers. 
There is mixed support for this prediction. Begley and 
Boyd (1987) found that firm founders scored significantly 
higher in tolerance for ambiguity than did managers, 
defined as nonfounders working in business. In smaller 
sample studies, both Schere (1982) and Miller and Drodge 
(1986) found that firm founders were significantly higher in 
tolerance for ambiguity than were managers. Finally, based 
on a review of four additional studies, Sexton and Bowman 
(1986) identified tolerance for ambiguity as a distinguishing 
psychological characteristic between firm founders and 
managers. Locus of control another motivational trait that 
has received attention is locus of control—the belief in the 
extent to which individuals believe that their actions or 
personal characteristics affect outcomes. Individuals who 
have an external locus of control believe that the outcome of 
an extent is out of their control, whereas individuals with an 
internal locus of control believe that their personal actions 
directly affect the outcome of an event (Rotter, 1966). As 
McClelland (1961) discussed earlier, individuals who are 
high in nAch prefer situations in which they feel that they 
have direct control over outcomes or in which they feel that 
they can directly see how their effort affects outcomes of 
a given event. This point was extended by Rotter (1966) 
who argued that individuals with an internal locus of control 

would be likely to seek entrepreneurial roles because they 
desire positions in which their actions have a direct impact 
on results.
Self-efficacy	:	Self-efficacy is the belief in one’s ability to 
muster and implement the necessary personal resources, 
skills, and competencies to attain a certain level of 
achievement on a given task (Bandura, 1997). In other 
words, self-efficacy can be seen as task-specific self-
confidence. Self-efficacy for a specific task has been shown 
to be a robust predictor of an individual’s performance in 
that task and helps to explain why people of equal ability 
can perform differently. An individual with high self-
efficacy for a given task will exert more effort for a greater 
length of time, persist through setbacks, set and accept 
higher goals, and develop better plans and strategies for the 
task. A person with high self-efficacy will also take negative 
feedback in a more positive manner and use that feedback to 
improve their performance. These attributes of self-efficacy 
may be important to the entrepreneurial process because 
these situations are often ambiguous ones in which effort, 
persistence, and planning are important.
Goal setting : Tracy, Locke, and Renard (1998) conducted a 
study of the owners of small printing firms. Both concurrent 
and longitudinal measures of four aspects of performance were 
obtained: financial performance, growth, and innovation. The 
quantitative goals the entrepreneurs had for each outcome 
were significantly related to their corresponding outcomes, 
both concurrently and longitudinally (nAch in this study was 
unrelated to performance). Baum, Locke, and Smith (2001) 
also found that growth goals were significantly related to 
the subsequent growth of architectural woodworking firms. 
Although there have been other studies of entrepreneurial 
goals, to our knowledge, only these two have related 
quantitative measures of goal difficulty to performance.
5.   Application of Theory into Practice: Techniques 
used by entrepreneurs to stay motivated are as 
follows : Motivation is elusive. Some days we’re pounding 
the keyboard, brainstorming ideas, and jabbering on the 
phone well past dinner; others, we look at the clock only 
to discover that lunch is still two hours and four minutes 
away. Especially during the holiday season, it’s hard to stay 
motivated.
Entrepreneurs say how they get their motivation back. Here 
are some of the most popular techniques.
Take a Break : Taking a break is an obvious fix, but 
effective. It clears your mind and can even increase your 
creativity: exposing yourself to new ideas can help you be 
more creative in your own field. And, of course, some people 
claim to have their best ideas in the shower, or when they’re 
not actively thinking about work. In fact, the Pomodoro 
technique for productivity and time management revolves 
around breaks, which punctuate 25-minute intervals of 
focused work. The idea is that your thinking is elevated by 
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short rests. Working nonstop, however, can bog down the 
brain One common way to spend that break is exercising. 
“I go for a run, but everybody has their own tricks. I have a 
friend that used to do underground fight clubs. He is one of 
the most talented designers I know, and a complete wacko,” 
says BJ Fleming, a content specialist at Grubwithus.
Think about Your Customers : One big difference 
between online businesses and brick-and-mortar stores is 
the customer interaction, and it affects motivation. While 
small business owners might see smiles and happy faces all 
day, entrepreneurs are (more often than not) staring at their 
computer screens.
But customers and users are so critical to a start-up – they 
are the ones who benefit from what you create, and they keep 
you in business. So, many entrepreneurs turn their thoughts 
to their customers to get back their motivation. “When I lack 
motivation, I go straight to my store locator on my website! 
I remind myself of how many great companies believe in us 
and it fuels me to move forward and continue to grow the 
business!” says Christy Cook, the founder of Teach My. If 
you want something more tangible, take a look at customer 
reviews and feedback – or create a short survey to gather 
some. Anita Malik, CEO of Bride Rush, even keeps a “kudos 
board” on the wall that includes reviews from brides and 
vendors. “It energizes our small team on slow or frustrating 
days,” she says.
Think about Your Team : If you forget why you’re doing 
this, your cofounders and employees might help remind 
you. Like your customers, they’re also benefitting from 
your work: they get exciting jobs and the chance to create 
something new. As Julia Hartz, president and cofounder of 
Eventbrite, says, seeing the enthusiasm of your team can 
give you a boost. “It’s hard to lose motivation when I go into 
the office every day and see 200 Britelings. I spend a lot of 
time focused on supporting our Eventbrite culture, and that 
serves as a constant source of motivation for me.”
Get Social : Talking to other entrepreneurs can be reassuring 
when you’re feeling down. In particular, it helps you 
realize that the ups and downs of start-up life are perfectly 
normal. “I typically grab a meal or cup of coffee with other 
entrepreneurs,” says Jacqueline Jensen, cofounder and COO 
of Ticket Cake. “It’s refreshing to hear I’m not alone in the 
mountain-and-valley terrain entrepreneurs tackle each day. 
After some time with the community, I usually discover I’m 
ready to dive back in.” For Brent Coker of Webreep, this is 
one good reason to mentor young entrepreneurs – their bright 
attitude is infectious and untempered by the harsh realities 
of failure. “Intense passion is contagious – unfortunately it 
gets diminished as you get older,” he says.
Get organized : If motivation is the drive to accomplish 
something, obviously we can’t feel motivated to do things 
we think are impossible. So when work starts to feel 
impossible, you can lose your motivation. To get it back, get 

organized and convince yourself that you can do it
Do something new : A lack of motivation can also come 
from a feeling of boredom, and shaking up your routine may 
be just the ticket.
Rediscover your inspiration : This is really the root. To 
get motivated, you need to remember why you were ever 
motivated in the first place: why you’re doing what you’re 
doing. Maybe you want to change the world, maybe add a 
little fun, and maybe make people happy for 5 minutes per 
day – whatever.
6. Conclusion : It is often said that a person cannot win a 
game that they do not play. In the context of entrepreneurship, 
this statement suggests that success depends on people’s 
willingness to become entrepreneurs. Moreover, because 
the pursuit of entrepreneurial opportunity is an evolutionary 
process in which people select out at many steps along the 
way, decisions made after the discovery of opportunities—
to positively evaluate opportunities, to pursue resources, 
and to design the mechanisms of exploitation—also depend 
on the willingness of people to ‘‘play’’ the game. In this 
paper, it’s evident that that human motivations influence 
these decisions, and that variance across people in these 
motivations will influence who pursues entrepreneurial 
opportunities, who assembles resources, and how people 
undertake the entrepreneurial process...
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Abstract : A code of ethics within the health care community provides health care administrators with proper 
behavioral patterns. The code of ethics for health care administrators guides the administrators in proper 
relationships between their co-workers and patients. Hospital administrators, must embrace a strong ethical 
stance for the safety of their patients and themselves. Not only will a strong ethical code help the administrators 
to provide the best care possible for the patient but it will help protect them from drug temptations and medical 
malpractice suits. Hospital administrators need to weigh the needs of patients, employees, the community they 
serve overall and the facilities they run. The decisions they make can affect many people’s health and welfare, 
medically, socially, economically and professionally. A code of ethics suggests ways for administrators and 
staff to work with integrity while they serve as many patients as possible and the hospital as a whole. The 
prime objective of this paper is to explain the importance of ethics in management of a hospital and to create 
awareness about ethical principles of working in health care. Extensive study and literature review was done 
from a range of sources like journals, books and internet websites of relevant disciplines, including hospitals 
and case studies prepared on each type exploring the essentials of ethics in working of hospital. 

Key words : Ethics, Hospital Administrator, Ethics committee.
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1. Introduction : Ethics, sometimes known as moral 
philosophy, is a branch of philosophy that involves 
systematizing, defending and recommending concepts of 
right and wrong conduct, often addressing disputes of moral 
diversity.
The code of ethics instructs the administrators to ensure that 
patients receive the best quality care “in light of resources 
or other constraints.” This reminds administrators that while 
they must consider the needs of the patient, they must also 
consider the financial and other effects of the hospital’s 
efforts to provide high-quality care for all. 
This consists of ensuring that medical personnel are trained 
to perform necessary medical procedures, that appropriate 
drugs are available and administered properly and that 
adequate numbers of well-trained staff are available to treat 
and care for patients. 
The American College of Health Care Administrators 
(ACHCA) indicates that the number one point of its code of 
ethics is that the patient’s care is held paramount to all else. 
This ensures that the medical care given is of the highest 
standard possible based on the circumstances and situations 
allowed. 
The facility itself should be kept in accordance to health care 
standards and local laws. There shall be no discrimination 
against the patient for any reason and there shall be no 
release of personal information about the patient beyond 
what is necessary for billing and medical procedures. 

Figure 1 depicts the healthcare value chain in India i.e. the 
Educational institutions, Healthcare delivery Institutions and 
A health-care administrator cannot allow any discrimination 
against a patient and cannot allow any practices that may 
be viewed as discriminatory. There must also be systems in 
place that ensure that patients are aware of their rights and 
any risks involved in the health-care services provided.
Providing good patient care and avoiding harm are the 
cornerstones of ethical practice. Healthcare workers want to 
do the right thing, but it isn’t always clear how they should 
proceed. Every situation is somewhat different, and ethical 
dilemmas can arise even when a hospital has policies in 
place to address them.
Support/Ancillary institutions for healthcare delivery 
which have to collaboratively involve in ethical working 
practices.

2. Research Methodology  : 
The basic objectives of study are; 

a. To assess the importance of ethics in hospital 
management.

b. To create awareness about ethical principles of working 
in health care.

A descriptive study is done on the use of Social media 
networking for hospitals and health care. All secondary 
data is collected from Health Magazines, World Wide Web, 
Newspaper articles and published matter on similar topic. 
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A pragmatic experience is driven with help of our course 
curriculum (Hospital Administration) to complete this study.   

3. Theoretical Background : Healthcare ethics 
involves making well researched and considerate decisions 
about medical treatments, while taking into consideration 
patient’s beliefs and wishes regarding all aspects of their 
health. Doctors, nurses, and other professionals who have 
the ability to affect a patient’s health are all forced to 
make ethical decisions on a daily basis. This power over 
a patient’s wellbeing creates a mandatory need for all 
healthcare organizations to develop an ethics committee. 
The committee’s goal is to establish a written code of ethics 
that details the policies and procedures that determine proper 
conduct for all employees. Doctors, therapists, nurses, and 
other healthcare providers all work with the committee to 
assist the patients and their families; all working together 
cohesively to identify, understand, and resolve difficult 
ethical decisions.
It has been more than 30 years since the establishment of 
ethics committees in India, as the first official guidelines 
for the formation of ECs was issued by the Indian Council 
for Medical Research (ICMR) in February 1980. However, 
despite the establishment of ethical guidelines since a long 
time, the ECs in our country are still grappling with basic 
issues like, inadequate or no standard operating procedures 
(SOPs) and noncompliance with the recommendations.
Although marked by a slow pace, government bodies have 
taken initiatives toward regulating Indian Ethics Committees 
relevant to Indian ethos. The ethical guidelines released 
by the ICMR are elaborate and give a sound direction to 
biomedical research conducted in the country.

4. Discussions & Results : There are many ethical 
issues that may arise in regards to a patient’s healthcare. 
These major issues as well as ways to manage them are as 
follows:
Confidentiality- The protection of private patient information 
in the medical field is one of the most important ethical 
issues that may arise in the field of healthcare. Conversations 
between a patient and a doctor are strictly confidential and 
access to them is strictly monitored. An ethics committee 
needs to make sure that its patients’ medical records are 
safeguarded. 
Transmission of diseases- The risk posed to doctors and 
nurses of acquiring a communicable disease from patients 
is a concern to those serving on ethical committees. This 
is especially true if a patient’s health history is not made 
available to the providers. While healthcare providers 
do not want to make the patient uncomfortable by taking 
obvious protective measures, they still have every right to 
protect themselves from any pathogens that may be able to 
spread by direct or indirect contact. Therefore, the hospital 

and its ethics committee should work together to educate 
employees on how to protect themselves while still making 
the patients feel at ease.
Aggressive marketing practices - Certain guidelines, ethics, 
and standards need to be adhered to when promoting and 
marketing a hospital’s services. It is extremely inappropriate 
for hospitals to recommend unnecessary services to a patient 
just for the sake of profit. The main goal of the hospital 
should be patient care, not marketing schemes. Ethical 
committees should always be involved in the facility’s 
marketing practices in some way so that the result of any 
marketing campaign is tasteful and sincere.
Provided information- The information that a hospital 
provides to advertising companies needs to be 100% 
accurate and honest. It is important that the advertisements 
for the hospital and its services are not misleading or false. 
Avoiding conflicts of interest - Doctors and nurses are often 
prime targets of promotions from pharmaceutical, medical 
device and equipment manufacturers. Even small gifts 
produce in their recipients a disproportionately powerful 
willingness to reciprocate in some manner.
Wrestling with equal treatment vs. VIP treatment for donors 
and other influential people - Elite care for VIP patients 
such as financial donors, trustees’ family members, and 
other influential people in the community can take many 
forms. It may result in shorter waiting times or longer 
physician consultations, or it could mean that “the Hospital 
administrator drops by to make sure they don’t have any 
problems and that their care is first-class. While ensuring the 
privacy of celebrities enters into the equation, “The question 
is whether consistently the hospital treats people who are 
wealthy, or who are donors, differently than the general 
public. Individual cases should be monitored and policies 
put in place to clarify expectations. 
Patient welfare - A doctor, nurse, and any other type of 
healthcare professional involved in the care of a patient 
needs to remember their main motive: safeguarding the 
welfare of their patients. All personal information needs 
to be kept private. It is also important that physicians are 
honest with their patients. No matter what the healthcare 
provider’s personal beliefs are; a patient should never be 
discriminated against based on race, income, or sex. Reports 
of such discrimination should be taken very seriously.
Elderly patients- Dealing with patients of advanced age 
may sometimes pose problems in regards to ethical decision 
making since they are not capable of making rational 
decisions on their own. As a result, their families are left 
with the responsibility of making difficult choices.
Terminally ill patients - As with elderly patients, terminally 
ill patients may have specific wishes for the manner in 
which they want their lives to end. Dealing with an issue 
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such as euthanasia is very difficult and therefore requires a 
deep understanding of ethical processes.
Therapies - There are different techniques and therapies that 
can be performed with a patient or victim so that any trauma 
or stress related to an offending incident can be alleviated. 
Hearings and investigations into the incident may also 
occur.
There are vast ranges of ethical issues that may arise in the 
field of healthcare today
A hospital’s ethical committee has the responsibility to make 
sure that all of its practitioners are aware of the principals of 
ethical decision making.
Conceived as a solution to clinical dilemmas, and now 
required by organizations for hospital accreditation, ethics 
committees have been subject only to small-scale studies. The 
role of ethics committees in making policies about clinical 
care is greater than was known, and ethics committees will 
likely continue to play an important role in the debate and 
resolution of clinical cases and clinical policies.

Box 1: Key issues
a) Pricing of drugs (brand vs. generic)
b) Advertising - information disclosure in ads; doctor-

pharmaceutical firm nexus to promote certain drugs 
over others through samples, sponsorship and other 
practices, with little attention to quality

c)  Availability of banned drugs and counterfeits.
d) Disregard of regulations in sponsoring clinical trials
e) Private health care providers and the issue of 

“inappropriate care”
f) Irrational prescription of drugs
g)  Prescription by brand names instead of equivalent 

generics
h) Commission received for referrals to diagnostic 

centers
i) Prescription of non-essential drugs
j) Monitoring of the Medical Council of India and its 

code-of-conduct

meet patient needs while maintaining appropriate levels of 
business function. The failure to equate these issues with 
other matters of ethical importance would be detrimental to 
the successful management of a healthcare organization.
Each accredited hospital should have an “ethics mechanism” 
that helps staff deal with ethical dilemmas. This mechanism 
is generally an ethics committee. Ethics committee members 
or consultants should be available around the clock to assist 
employees, patients and families, and can be called on to 
help resolve a perceived conflict between the parties. These 
consultants need to be well grounded in the hospital’s 
policies and should have additional ethics training.
Administrators and clinicians can also enhance ethical 
practices at their institutions through ongoing education and 
open discussion.
Blending a formal ethics policy and support mechanisms 
with a culture that allows people to discuss some of the gray 
areas of their practice can prepare clinicians to tackle many 
of these problems in stride.
Understanding ethical practice-how to do well and avoid 
doing harm-involves recognizing the complexity of the 
patient care environment, which requires workers to 
respond and adapt to changing conditions as a normal part 
of work. The duty to plan, and to make plans that can work 
in practice, is an ethical obligation.
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5.  Conclusion : There are many applications of ethical 
issues in the management and execution of healthcare 
that may be overlooked on the assumption that they are 
ethically neutral issues: staffing, budgeting, consultations, 
and others. However, despite the postulation that these 
issues do not have an ethical basis for consideration, they 
have a significant impact on the application and utilization 
of healthcare services, therefore having an ethical basis for 
consideration. It is important that these issues be regulated 
and correctly assessed and addressed in order to properly 
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Abstract : Training and development is always an important aspect of the growth of a company and the 
individual employees as well. Due to daily changing business environment, manufacturing process, 
technological advancement and rapid growth in the demand of the products and services etc the workforce of any 
organization has to be very well equipped with the skills, ability, and talent required to cope up with the market 
competition. Now a days many organizations are conducting training programme to improve the productivity of 
employees. The quality of employees and their development through training and education are major factors 
in determining long term profitability of a business. If you hire and keep good employees, it is good policy to 
invest in the development of their skills, so they can increase their productivity. Training often is considered 
for new employees only; this is mistake because ongoing training for current employees helps them adjust to 
rapidly changing job requirements. Evaluation is the systematic appraisal by which we determine the worth, 
value or meaning of something to someone , In case of training we are concerned with providing information 
on the effectiveness of the training activity to decision makers who will make decision based on the information. 
Evaluation plays a significant part in every stepof the training process.It is important that evaluation be a 
planned or systematic effort that is built from the start of the training process. The main objective of training 
programme to determine if they are accomplishing specific training objectives ,i.e., correcting performance 
deficiencies. This research paper is primarily concerned with training and development part of employees in 
the organization.

Keywords : Training and development, systematic appraisal, Evaultion
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1. Introduction : Human Resource Management is 
defined as the people who staff and manage organization. 
It comprises of the functions and principles that are applied 
to retaining, training, developing, and compensating the 
employees in organization. It is also applicable to non-
business organizations, such as education, healthcare, 
etc Human Resource Management is defined as the set 
of activities, programs, and functions that are designed 
to maximize both organizational as well as employee 
effectiveness.
Scope of HRM without a doubt is vast. All the activities of 
employee, from the time of his entry into an organization until 
he leaves, come under the horizon of HRM. The divisions 
included in HRM are Recruitment, Payroll, Performance 
Management, Training and Development, Retention, 
Industrial Relation, etc. Out of all these divisions, one such 
important division is training and development. Training and 
Development is a subsystem of an organization. It ensures 
that randomness is reduced and learning or behavioral 
change takes place in structured format.
Following are the areas of Training & Development 

Researcher tried to cover-up :
a. Studying training activities 
b. Analyzing training programme 
c. Evaluating the training. 

The study shows the scope in the field of Training & 
Development ranges rights from recruiting an employee at 
any level and how to treat them throughout their working year 
till the time he discharged or retired from the organization.
Importance of Training and Development : Training 
and development is a routine based, non-stop practice, 
which a growing business organization must conduct to 
achieve their production target. From organizational point 
of view it is very crucial to assure the quality, quantity, and 
effectiveness etc of the product by the means of suitable 
training. Development of the employee comes handy with 
training activities, making them much more capable in out 
performing various activities with high professions and 
accuracy by using advance technical/mechanical tools and 
equipments. 
In a management there are various aspects like performance 
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appraisal, payroll management, labors related laws and issues 
etc during my training and development project. Evaluating 
the productivity of the employees can very well recognize 
how to distribute your workforce. This information gathered 
after conducting training programmed which is immensely 
helpful for the human resources manager and the whole 
department. Training helps measure the performance of the 
employees by evaluating the training given and comparing 
the individual and group’s latest output with the output 
given before training programmed.
2. Literature Review :
The Training process:

Assessment Phase
• Assess training need of different group of employee 
• Define objectives

Planing Training
• Design training programme 
• Define Methods, content of programme 
• About trainer 
• Place and time of training programme 
Conduct of Training

Evaluation
• Evaluation of training programme 
• Check- objective are achieved ? 

Needs Assessment: Needs assessment diagnoses present 
and future challenges to be met through training and 
development Needs assessment occurs at two levels- Group 
and individual. An Individual obviously needs training 
when her or his performance falls short of standars i.e. 
when there is performance deficiency Assessment of 
training needs occurs at the group level too.Any change in 
the organization‘s strategy necessitates training of group of 
employees.
Training Objectives:
•	 To	raise	the	productivity	: Increased human performance 

often directly leads to increased operational productivity 
and increased company profit.

•	 To	improve	quality	in	work	: Improvement in quality 
may be in relation to company‘s product / service.

•	 To	 improve	 health	 and	 safety	 : Proper training can 
help prevent industrial accidents.

Outdated prevention : Training and development 
programmes foster the initiative and creativity of employees 
and help to prevent manpower obsolenscence, which may 
be due to age, temperament or motivation or the inability of 
a person to adapt himself to technological changes.
To improve organization climate : An endless chain of 
positive reactions results from a well-planned training 
programme. Production and product quality may improve , 

financial incentives may then be increased, less supervisory 
pressure may result.
Personal growth : Management development programmes 
seem to give participants a wider awareness , an enlarged 
skill, and enlightened altruistic philosophy, and make 
enhanced personal growth.
Selection of Trainers : Training and development 
programmes may be conducted by several people, including 
following : Immediate supervisors, Co-worker, Members of 
the personnel staff, Soecialists in other parts of the company, 
Outside consultants, Industry associations, Faculty members 
at universities. Large organizations generally maintain 
their own training departments whose staff conducts the 
programmes.
Steps of Training : The training needs can be identified by 
the immediate superiors or by the employee‘s performance 
appraisal. The training needs are identified:

• At the time of interview
• Annual appraisal
• Training identification format
• Specific recommendations by functional head

3. Objectives :
• To study the effectiveness of the training and its 

resultant in the performance of the employees. 
• To know the perception of the employees regarding 

training methods. 
• To identify how training assists the employees to 

acquire skills, knowledge and attitude and also enhance 
the same. 

• To study whether training helps to motivate employees 
and helps in avoiding mistakes. 

4. Scope : Researcher mainly deals with the present method 
of training , training programmed, and training evaluation 
and excludes all other human resources activities conducted 
before and after training.
5. Hypothesis : Training and Development activities are 
effective and the employees are better performers after the 
training is imparted.
6. Research methodology : For this researcher 
required information like knowledge about the employees 
understanding ,skills generated and the mastery gained 
during the training. Hence taken a insight at the performance 
of the employees through evaluation of performance, through 
questionnaires and data received by the management.
Questionnaire : In this method, a list of questions related 
to subject is prepared and given to participants. The 
questionnaire contains questions and provides space. A 
request is made to participants to fill up the questionnaire 
and send it back within a specified time. The questionnaire 
is the most common tool in collecting data, so it should be 
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carefully developed, tested and debugged before they are 
administered on a large scale.
Interpretations : Training program in business organizations 
are taking new shapes and dimensions, which one has to 
consider while dealing with the activities of training and 
development in the field of human resources. Training is so 
crucial that there is no need to mention its significance to 
the organization and as well as to the individual employees. 
Training begins right from the recruitment of an employee 
and follows thought the life span of the job of each employee 
of that organization. Training has bundles of numbers of 
actions to be performed in daily routine work and hence lot 
of quality, efficiency depends upon the performance level of 
the employee.
Organization are very keen as far as training of employees 
are concerned and are always ready to spend what it takes 
to train and develop the employees in best concerned with 
the favor of the organization. Here we come to know the 
willingness of the organization regarding the employees 
and the cost they are bearing for that purpose. A good 
management always tries to cut down the unnecessary 
and unwanted expenditure of money. Hence if this area of 
management is taken care of and a very well planned and 
a highly systematic initiative can result in heavy saving, in 
other words earning a healthy profit. Employees are content 
with the way the training is conducted. 
7. Findings : The cooperation between the colleagues and 
the level of support they share with each other binds them in 
an attachment towards the company. However progressive 
feedback relating to change in the behavioral pattern and 
scope for redesigning subsequent training programs need to 
be examined & explored in proper perspective.
Regional behavior and language influence is higher during 
training and even after delivering their language; the desired 
effects are not seen. Some of the superiors do not bother to 
make Development Action Plans and submit to the trainers.
The training is mainly conducted all around India, the trainers 
have to travel but sometimes the logistics and arrangement 
is non-satisfactory. Rescheduling the programmed in advice 
and informing the participant with due lead time may 
alleviate the logistic problem the proximity, approachability 
and accessibility are the three majar parameter while 
considering the venue 
The findings from the data analysis from the questionnaire 
show a positive improvement, enhancing and overall rating 
about the training programmed. The reality learning and 
simulations were thoroughly enjoyed by the employees 
who have received it. Though by and large, substantial 
number of employees are content with the way the training 
is conducted, still there is a scope to analyze at micro level 
whether the negatives respondents were either non attentive 
confronted confused or otherwise. based up on the data there 
is a scope to take corrective action. 

8. Suggestions : In today‘s competitive world, attitude 
is the factor which is the dividing line between failure 
and success. Thus recruitment of the employees must be 
made not only on skills and attitude but also the attitude of 
the employee. If an employee has a positive attitude then 
training for him can be more effective, he has a positive 
effect on the climate. 
The raining records must be maintained, preserved properly 
and updated timely. Proper care should be taken while 
selecting the trainers. Trainers must be given continuous 
feedback and the training should be performed as a 
continuous planned activity. New and different trainers 
should be invited so that the maximum impact can be got 
from the training programmes. 
Co - ordination and interaction of the employees of all levels 
must be encouraged to locate new talents among employees. 
Solution to some of the problems faced by the employees, 
should be suggested by the employees themselves to make 
them feel valued at the organization. The DAP( Development 
Action Plans) must be prepared and given to the trainers as 
soon as possible for further follow up from the side of the 
trainers. 
9. Conclusion : Analysis of all the facts & figures, the 
observations and the experience during the training period 
gives a very positive conclusion/ impression imparted by 
the trainers. 
The training imparted meets the objectives like : 
Effectiveness of the training and its resultant in the 
performance of the employees. Assists the employees to 
acquire skills, knowledge and attitude and also enhance the 
same. Helps to motivate employees and helps in avoiding 
mistakes. 
It becomes quite clear that there is no other alternative or 
short cut to the development of human resources. If we have 
to meet the challenges of technology, social and economic 
we have to train the HR irrespective to their category at 
which they work in the organization. As it is recognized fact 
that we cannot survive in tomorrow business‘s world with 
yesterdays method. And hence the continuous development 
of HR is prime need of todays organization.
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Abstract : Human capital is the most crucial resource on which the Information Technology depends.  Next 
to the location advantage that India has, the factor for the country’s immense success in the overseas markets 
is its abundant & cost effective human capital which is one of the key assets that has kept India sustain 
its edge in the IT sector. Human Resource (HR) professionals all over the world, working in IT sector are 
leaving no stone unturned to formulate strategies to retain human capital, but nothing is working in their favor.  
There is a wide range of factors like moving to higher paid jobs, opportunities for challenging work outside, 
working hours, Family reasons, career opportunities, stress, monotonous job which influence the decision of 
a person whether to leave or stay in a job. In spite of all types of trials the average attrition rate in IT sector 
is still very high.  The organizations have realized that a satisfied employee does not necessarily mean a loyal 
employee and high performer companies. Employee retention is most critical issue facing corporate leaders as 
a result of the shortage of skilled labor, economic growth and employee turnover. Retaining employees involves 
understanding the intrinsic motivators of them which many organizations unable to identify. The reason is 
Individuals differ greatly in this regard. A Company should exert some effort and undertake some analyses 
to determine the nonmonetary interests and preferences of its key employees, and then attempt to meet these 
preferences in action. 
Keywords : Human Capital, Employee Retension
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1. Introduction : Information Technology (IT) industry 
in India is one of the fastest growing industries. Indian 
IT industry has built up valuable brand equity for itself in 
the global markets. The IT industry was originated under 
unfavourable conditions.  Local markets were absent and 
government policy towards private enterprise was hostile. The 
industry was begun by Bombay based conglomerates which 
entered the business by supplying programmers to global 
IT firms located overseas. The Indian IT industry accounts 
for a 5.19% of the country’s GDP and export earnings as of 
2009, while providing employment to a significant number 
of its tertiary workforce. More than 2.3 million people are 
employed in the sector either directly or indirectly, making 
it one of the biggest job creators in India and a mainstay 
of the national economy. Technically proficient immigrants 
from India sought jobs in the western world from the 
1950s onwards as India’s education system produced more 
engineers than its industry could absorb. However, the recent 
global financial crises have deeply impacted the Indian IT 
companies as well as global companies. As a result hiring 
has dropped sharply and employees are looking at different 
sectors like financial service, telecom or manufacturing 
industries, which are growing phenomenally over the last 
few years. Companies are facing high attrition rate due to 
which they are losing their top talent. It is very important to 

retain top talent by employee retention. It is very important to 
retain top talent to promote innovation and creativity which 
will help organization to differentiate from its competitors. 
For employee retention two factors are important i.e. length 
of relationship and relative concern for individual. At one 
extreme, organizations seek only long-term relationships 
with IT professionals under the assumption that organize-
specific knowledge and commitment is valuable for 
obtaining productive contributions. At other side, companies 
are not concerned with employees and lead to short term 
relationship. Short term relationship leads to high attrition 
rate. This includes contractors under the assumption that 
their most pressing need is generic IT skills. To increase the 
length of relationship, organizations are investing more in 
career development and security and position their recruiting 
efforts to reflect the long-term benefits of employment. Those 
seeking short term relationships are most likely to expend 
additional resources on compensation and benefits .Proper 
management and development of intangible assets is the 
key to their optimal performance and retention. Knowledge 
workers like many others, are less likely to be loyal over the 
long-term with the new employment paradigm. It means that 
employers should be careful regarding setting compensation 
related policies and non-financial benefits. While salaries of 
the employees should be good relative to industry to retain 



Anekant Institute of Management Studies (AIMS), Baramati Dist. Pune 111

E        hos

National Conference 2014
“Indian Ethos in Management Practices :

The Catalyst for Entrepreneurship”ISBN - 978-81-925944-5-3

more employees; motivation and employees satisfaction 
also be an integral part of the organization. Ten years ago 
IT professionals typically changed jobs twice during their 
working life-span, but today they are changing jobs more than 
five times over their career span. The Retention Strategy is 
used in Human Resource Management since it aims to keep 
top talent within an organization. According to the inference 
of this research, there are two strategies that are most useful. 
Firstly, to provide salary hikes in accordance with industrial 
standards. Secondly, to recruit those only who has long-term 
orientation towards the organization or those who will stay 
in company for longer time period. 

2. Review of Literature : The Indian IT Industry is 
playing a vital role in India’s economic growth. It accounts 
nearly for a 5.2 % of the country’s GDP. Over the last 10 
years, this industry has grown at an average annual rate 
of 30%. The major areas include IT services, BPO and 
outsourcing. According to National Association of Software 
and Services Companies (NASSCOM), IT services are 
generating 68 percent of the total revenue of Indian IT 
industry (Annual Report 2010-2011). While 70 % of the 
total IT companies are small companies, the balance 30% 
include Infosys, TCS, Wipro, Cognizant and Genpact as 
the top 5 companies. This sector provides employment to 
more than 2.5 million people either directly or indirectly, 
thus making it one of the biggest job creators in India has 
the second largest English-speaking scientific professionals 
after the US. It is considered as a knowledge economy with a 
highly talented technical workforce. A knowledge economy 
is one that relies intensively on human skills and creativity, 
the utilization of human intellectual capital supported by 
life-long learning and adaptation, the creative exploitation 
of existing knowledge, and extensive creation of new 
knowledge through research and development. Knowledge-
workers are the main resource in the IT Industry. They add 
value to their organizations through their communications 
skills, high level of education, and domain knowledge. As 
such, employees in the IT Industry are valued human assets 
and not nonessential cost-centres. Many researches indicate 
globalization, customization of services, upgrading quality, 
improving employability, developing soft skills, attracting 
and retaining talent, generating motivation, increasing 
efficiency, and developing creativity are the many challenges 
faced by the Indian IT industry. Human resources are not 
only the drivers and principal value-creators of the output of 
this industry; but they are also the intellectual capital or the 
‘infrastructure investment’. Therefore, attracting, training, 
retaining and motivating employees are the critical success-
determinants. 
Retention of knowledge workers is a process in which the 
employees are encouraged to remain with the organization 
until the completion of the project or till the time of their 
retirement.  High attrition not only reduces the efficiency 

or customer satisfaction, but is also expensive. When an 
employee quits, there is departure of knowledge, skills and 
contacts creating a huge dip to the organization. In such a 
scenario, the competitor’s organization gets a competitive 
advantage. When the employees move they not only take 
skills and knowledge but also trade secrets with them as 
they typically moved to the competitor’s organization This 
creates a great need to identify the reason for the high attrition 
rate. Employers realize various variables that determine 
an employee’s stay at an organization. Employees are not 
motivated by hygiene factors like salaries alone. This means 
that there are various other factors, other than the salary which 
can motivate the employee. Retention can be increased by 
motivating the employee towards work. Motivation can be 
done by increasing the likeliness of engagement, including 
work-life balance programs, flexitime, telecommuting, 
compressed workweeks, reward programs and performance 
management systems. Organizations must strike the right 
balance between pampering their employees and extracting 
maximum work from them. Any one of these when overdone 
would lead to dissatisfaction and thereby, attrition. Corporate 
control has to be very carefully handled.  The rapid growth 
and entry of new players in the IT Industry have resulted 
in the poaching of employees in high numbers. To cope 
up with the high attrition these days Indian IT companies 
are planning promotions and hefty salary hikes to retain 
employees. IT sector boom has given ample amount of job 
opportunities in the market. Attrition and job-hopping can 
be counted as the side effect of high growth of IT industry. 
Increased salary base and attractive working environment 
are some of the prominent reasons of attrition. Draining 
of knowledge workers lead companies to increased cost of 
employability and retaining the talent. It is difficult for HR 
managers to fight with the problem of attrition and wage 
inflation. Sector growth is concentrated in the tier-1cities 
of the country leading more complication of cost hike and 
competition in the business. The rate of attrition in these 
cities is nearly 25-35 % compelled the companies to rethink 
on the strategies of retention.  IT has its big share in the 
economy and in past decade it has grown at fast rate. This 
sector has given lot of good opportunities to prove one’s 
career. Especially young and dynamic age group who 
wants to keep up with today’s growing competition and 
high standard of living, is attracted for the high packages 
and fast promotions offered in this sector. For fast career 
moves, better opportunities, people i.e. employees started to 
shift from one organization to another quite soon leading to 
issues like high attrition, wave off, turnovers, absenteeism, 
low productivity and many more.
Employee Retention : Employee retention is a method 
in which the employees are motivated to remain within 
the organization until the completion of a project or their 
retirement. It is beneficial for the organization as well as 
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the employee. Attrition is another organization term which 
is number of employees who are leaving the organizing 
before finishing the project or their retirement. Employee 
retention and attrition is ‘flip side’ of each other. It is the time 
period during which an employee does the assigned task 
independently and starts adding value to the organization. 
Gone are the days when a young person starting out in his 
or her career joined a company and stayed until retirement 
– in today’s business environment there are no guarantees. 
Experts predict the current turnover rate may rise to 65%. 
With recruiting costs running approximately 1.5 times annual 
salary, the ability to engage and retain valuable employees 
has a significant impact on an organization’s bottom line. 
Prospects of Employee Retention : Employee retention has 
been the topic of extensive research dating back to the early 
20th century. The ongoing problem of employee turnover is 
the result of a variety of factors. Public administration looks 
to theories of employee motivation from many academic 
disciplines, including but not limited to psychology and 
sociology. 
The organization must first understand what types of 
things will motivate their staff because what works for one 
individual may not be a reward that is desirable to another 
individual. The organization must understand many aspects 
of their individual employee’s personalities in order to see 
what types of benefits will motivate their workforce. For 
example some individuals may be motivated by recognition 
from their supervisors while others are motivated primarily 
by bonuses or benefits. Expectancy theory further posits 
that employees have a variety of expectations and that 
management needs to ensure that employees feel confident 
in the jobs they are performing. Employees expect that 
management will provide them with information regarding 
their job and will train them adequately so that they can 
perform their role within an organization. Employees also 
expect to be compensated for 9 the job they are performing. 
Essentially, in order to get the best results from your work 
force one must first understand what their expectations 
are and ensure these expectations are met. Employees 
not only expect to gain a sense of accomplishment and 
belonging from their position, but they also want to know 
that the environment they work in is safe. If an organization 
understands what an employee expects from the agency as 
a whole the organization can better serve their employees. 
In this way the organization can provide better trainings, 
job descriptions and other human resource assistance. 
Even if you don’t have high employee turnover today, your 
company should look at implementing retention strategies. 
Employees see retention efforts as more sincere when 
managers are not being forced to act due to high turnover. 
“The first step to solve the employee turnover problem is 
to recognize that we indeed have a turnover problem,” said 
Bill Pollock, CEO of Drake International, a global provider 

of business consulting and implementation solutions, in his 
article “People are everything”. When seeking to resolve the 
problems associated with high turnover, companies must 
first investigate the underlying causes. They need to have in 
mind an appropriate level of attrition by setting benchmarks 
against similar organizations and taking into account the 
entire cost of turnover to the company.  Some issues may be 
addressed at a local level by placing a greater emphasis on 
listening and responding to employees concerns and ideas. 
Yet, in general, retention difficulties are likely engage the 
employees - using strategies such as job satisfaction surveys 
- who can also create a broader, long-term plan. If your 
company does not have effective retention strategies set 
firmly in place, then the time to act is now.
As the economy improves and firms look to build their talent 
strength, it is only logical that senior leaders, managers and 
HR professionals will increasingly look at retention as a 
major business imperative. Dr. Sullivan states in his article 
“Expanding the Scope of Your retention Efforts” that most 
newly enacted retention efforts will not only fail — they do 
so miserably. As someone who has been designing retention 
solutions for corporations for well over a decade, Dr. 
Sullivan says the reason for this is that many firms define the 
goals of the retention program too narrowly. For example, 
if the goal is defined as merely to “keep good people,”   
you are automatically dooming the effort by failing to 
identify specifics that can be measured. Rather, a broad 
set of carefully planned criteria is essential when building 
a strong retention program. The solutions addressed in the 
following section were recognized and created by industry 
professionals whose experience proves invaluable to any 
company, of any size. They have helped organizations 
realize their productivity goals through the retention of top 
performers and the reduction of recruiting.

3. Research Methodology :
Objectives of Study :

a. To identify, analyze challenges of employee retention 
in software companies.   

b. To study the measures taken by software companies for 
retaining employees

Sampling Design : The research is an exploratory research 
confined to the employees of IT companies in Pune city. 
Sampling Design for the research study includes Non-
Probability sampling Design using Convenience sampling 
method. The universe of the research includes the employees 
and employers of the selected IT companies in Pune city. 15 
employees are selected for the study. 
Sources of Data Collection : The sources of data collection 
include both primary and secondary sources. The primary 
data is collected directly by the researcher for the study. 
The primary data is collected by using quantitative 
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methods of data collection, i.e., Survey method by human 
intervention.  The secondary source of data is gathered 
through publications, newspapers, research reports, 
magazines, and internet/web. Primary data is collected by 
using personal interviews, discussions observations and 
questionnaires. Questionnaires contain different sections 
based on the logical sequence, with open ended and closed 
ended questions. Some information is also obtained through 
unstructured interviews, informal discussions and personal 
observation by the researcher. Secondary data is collected 
by various methods such as books, magazine, journals, 
newspapers which are published by authorized agencies, 
and from authentic websites of internet.

4. Data Analysis & Interpretation :
Organisation matching counter offers to employees after resignation

 

Organisation’s variable salary component strategy

 

Organisation provides fair and transparent appraisal system

 

Organisation helps employees in following parameters

Measures taken by software companies in retaining employees

 Reasons for Attrition

 

5. Findings : Some of the major challenges of employee 
retention in software companies.   

• Most of the employees are of the opinion that, 
organizations do not match counter offers to employees 
after resignation.

• Most of the employees are of the opinion that, 
Organization’s variable salary component is 10%.

• Most of the employees are of the opinion that, 
organization helps employees in work from home. 
Some of the employees are of opinion that, organization 
helps employees in Work from Nearby Development 
Centre, Work from On-shore, work from offshore and 
work from other city Development Centre as well.

• The research has identified the most important reasons 
for employees leaving the job as better compensation 
and benefits elsewhere, unhealthy relationship with 
managers, monotonous job without any challenge, less 
career growth opportunities within the company, and 
on few occasions due to stress and burnout.

Some of the measures taken by software companies for 
retaining employees
Most of the employees are of the opinion that, the policy up 
gradation is required in Reward and Recognition Policy, Job 
Rotation Policy. Up gradation is also required in policies 
like Individual Growth and Promotion Policy, Individual 
Training Program, Customized Pay Package Policy, Fringe 
Benefit Policy, Transparent and fare appraisal system, 
Cultural fit as Geography and Employee Engagement 
policies also needs up gradation.



Anekant Institute of Management Studies (AIMS), Baramati Dist. Pune114

E        hos

National Conference 2014
“Indian Ethos in Management Practices :
The Catalyst for Entrepreneurship” ISBN - 978-81-925944-5-3

6. Conclusion : To develop a thorough understanding of the 
conceptual constructs review of literature was undertaken. 
This has not only helped in identification of the gaps in the 
existing body of knowledge but has also enabled to establish 
a relationship of the present study with what already exists.  
In this context organizations need to dig novel approaches 
to retain the most effective manpower. Indian companies are 
lining up robust hiring plans, making India the most lucrative 
country in the world for job seekers. Retention strategies 
should not be orchestrated in isolation but must form part of 
the overall strategies for strengthening the pull on the talent 
while this augurs well for employees, it means employers 
need to up the ante on Employee Retention, one of the most 
critical issues organizations face today. Looking carefully 
into many organizations-Retention strategies are very 
competitive, but still need up gradations. As the employee 
is a matter of great concern for the organization(s), many 
organizations including IT industries are investing in the 
retention phase of employees. In the same way, for reducing 
the attrition rate good retention practices has to be adopted 
and performed. In today’s scenario, attrition is one of the 
major challenges in IT industry globally as well as in India. 
Today, employee retention and loyalty are more vital than 
ever before to an organization’s success and competitive 
advantage.
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Abstract : In today s harsh economic climate, where growth markets are few and where global competitors 
are making the going tougher, the emphasis in business has swung towards strategies that can create long-term 
customer loyalty as their focus. The recognition that customer retention is the key to long-term profitability 
has brought with it an understanding of the crucial importance of customer service. As markets increasingly 
take on the characteristics of commodity markets, where customers see little difference between the technical 
features and the functionality of the products, it is through customer service that the organization differentiates 
itself. And effective customer service is not achieved solely by motivated and customer oriented employees 
although clearly that is a pre requisite but through the logistics system that enable the consistent delivery of 
service in terms of reaching the right product at the right time at the right cost in the right condition (quality) to 
the right customer. Hence it has become imperative for the organizations to see logistics as a part of its overall 
marketing strategy. The Companies which have achieved success in this process have already found themselves 
in a very comfortable position vis a vis the other companies which did not realize its importance earlier.

Keywords : Customer Loyalty, Commodity Markets, Marketing Strategy, Delivery of Service
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1. Logistics Management : Logistics and Supply 
Chain Management have always been an integral part of 
any business, although they have mainly remained in the 
background. But today, both Logistics and Supply Chain 
Management are beginning to gain momentum. Indian 
businesses are fast getting competitive and the only way one 
can stay ahead is to be quick, efficient, and flexible. The best 
way to achieve this is to have an efficient logistics system 
in place. This holds more importance as every industry is 
realizing that not only can substantial savings be gained 
from this area, but also a good logistics system can push the 
business to the top slot.

2.	Definition	: Very simply put, Logistics Management is 
a bridge between Demand and Supply. That is it conveys 
the demand to the Supply point and reaches the supply to 
the Demand point.
Logistics	can	be	defined	as	:
‘Logistics is the process of strategically managing the 
procurement, movement and storage of materials, parts and 
finished inventory (and related information flows) through 
the organization and its marketing channels in such a way 
that current and future profitability are maximized through 
the cost effective fulfillment of orders.’
Logistics Management provides a major source of 
competitive advantage - in other words a position of 
enduring superiority over competitors in terms of customer 
preference may be achieved through Logistics.
There are many definitions of logistics and each places a 

different emphasis on the relationship of strategy, tactics, 
movement and production
Logistics : The science of planning and carrying out 
the movement and maintenance of forces. In its most 
comprehensive sense, the aspects of military operations 
which deal with:

• Design and development, acquisition, storage, 
transport, distribution, Maintenance, evacuation and 
disposition of material. 

• Transport of personnel;
• Acquisition or construction, maintenance, operation 

and disposition of facilities;
• Acquisition or furnishing of services; and
•  Medical and health service support.
“Logistics is
• Strategically managing the procurement and movement 

of goods and storage of inventory in all forms.”
•  The process of strategically managing the procurement, 

movement and storage of materials, parts and finished 
inventory (and the related information flows) through 
the organization and its marketing channels in such a 
way that current and future profitability are maximized 
through the cost-effective fulfillment of orders”

• The study and management of goods and service 
flows and the associated information that set these in 
motion.”
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These definitions give the idea of the wide range of functions 
that logistics covers. A simple definition is: “Logistics is the 
delivery of the required goods, at required place, at required 
time, in required state and to the required person efficiently.” 
Logistics is “the process of planning, implementing and 
controlling the efficient, effective flow and storage of raw 
materials, in-process inventory, finished goods, services and 
related information right from the point of origin to the point 
of consumption (including inbound, out bound, internal 
and external movements) in order to satisfy customer’s 
requirements. 
LOGISTICS is also defined as time related positioning of 
resources. The whole conceptof Logistics is based on 7 R’s 
which are :

• Right place
• Right time
• Righ t quantity
• Right quality
• Right price
• Right condition
• Right customer

If one considers that logistics comprises both the building 
up of stocks and capabilitiesand the containment of 
weapons and forces, and then it is clear that a distinction 
can be madebetween two important aspects of logistics: the 
first one dealing with production and thesecond one with 
consumption. The following definitions of these aspects 
enjoywidespread acceptance :
Production Logistics/acquisition logistics : It is part 
of logisticsconcerning research, design, development, 
manufacture and acceptance of materiel. Inconsequence, 
production logistics includes: standardization and 
interoperability,contracting, quality assurance, procurement 
of spares, reliability and defence analysis,safety standards 
for equipment, specifications and production processes, 
trials and testing(including provision of necessary facilities), 
codification, equipment documentation,configuration 
control and modifications.
Consumer Logistics/operational logistics : It is a part of 
logisticsconcerning reception of the initial product, storage, 
transport, maintenance (includingrepair and serviceability), 
operation and disposal of materiel. In consequence, 
consumerlogistics includes stock control, provision or 
construction of facilities (excluding anymaterial element 
and those facilities needed to support production logistic 
facilities), movement control, reliability and defect reporting, 
safety standards for storage, transportand handling and 
related training.
What Can Logistics do for A Company? Logistics includes 
all the processes required to go from raw materials to 

end customer delivery, including purchasing, inventory 
management, warehousing, shipping and even customer 
returns. All product-oriented businesses have logistics as 
a cost of doing business. Some may think it only applies 
to large businesses, but companies of any size can benefit 
from logistics improvements. Purchasing and Procurement: 
Purchasing is a key function in optimizing overall Logistics 
and Supply Chain Management operations; here we provide 
a listing of relevant resources in the purchasing field.
Inventory management : A significant cost to most 
organizations is the inventory it carries to support customers 
and sales. Effectively managing and minimizing this 
inventory investment can provide competitive advantage 
to your firm in the marketplace. Review these inventory 
management links to learn more.
Warehouse Management : A warehouse Management 
system is a critical component of an effective overall 
supply chain management systems solution. Warehouse 
management is now, or will soon be, a must-have for 
your logistics operations to remain competitive. We offer 
warehouse management resources, information and a listing 
of organizations that support warehouse management 
professionals. The good news is that any improvement in 
logistics you make results in savings in your cost of doing 
business. Best of all, these savings drop right to your bottom 
line as profits.
Some examples of how logistics can help your company 
includes:

• Cost savings
• Reduced inventory
• Improved efficiency
• Improved delivery time, which improves customer 

satisfaction and can be a competitive advantage if your 
competitors can’t deliver as quickly

3. Importance : Logistics is the one important function 
in business today. No marketing, manufacturing or 
project execution can succeed without logistics support. 
For companies, 10 per cent to 35 per cent of gross sales 
are logistics cost, depending on business, geography and 
weight/value ratio.
Logistics is comparatively a new term, but not the operation. 
Logistics has existed since the beginning of civilization. 
Raw material and finished products had always to be moved, 
though on a small scale. Things began changing with the 
advance in transportation. Population began moving from 
rural to urban areas and to business centers. No longer did 
people live near production centers, nor did production take 
place near residence centers. The geographical distance 
between the production point and consumption point 
increased and logistics gained importance. Another factor 
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has come into play recently. Since the early 1990’s, the 
business scene has changed. The globalization, the free 
market and the competition has required that the customer 
gets the right material, at the right time, at the right point 
and in the right condition at the lowest cost.

4. Logistic Functions : It is important to recognize that 
the various logistic functions come together to form the 
totality of logistics support. For example, logistic planning 
originates in national or MNC policy guidance and has to be 
coordinated with all the staff branches concerned, whether 
they be operational, administrative or logistic, military or 
civil. A brief examination of the main functions of logistics 
shows this clearly.

i. Materiel Function of Logistics : Production or 
acquisition logistics covers materiel, from the first phase 
of the life cycle toits final disposal from the inventory. 
The first part of the cycle, from specification, designand 
production is clearly a function of production logistics. 
Reception of the equipmentinto service, its distribution 
and storage, repair, maintenance and disposal are 
clearly aconsumer logistic task. However, the initial 
design of the equipment which is part ofproduction 
logistics has to take account of the consumer aspects 
of repair andmaintenance, and therefore involves both 
disciplines.

ii. Supply Function of Logistics : Supply covers all 
materiel and items used in the equipment, support and 
maintenance ofmilitary forces. The supply function 
includes the determination of stock levels, provisioning, 
distribution and replenishment.

iii. Service Function of Logistics : The provision of 
manpower and skills in support of combat troops or 
logistic activitiesincludes a wide range of services such 
as combat re-supply, map distribution, laborresources, 
postal and courier services, canteen, laundry and 
bathing facilities, burials, etc.These services may 
be provided either to one’s own national forces or to 
those of anothernation and their effectiveness depends 
on close cooperation between operational, logisticand 
civil planning staffs.

iv. Engineering Function of Logistics : The area of 
logistic engineering, while not exclusively a logistic 
function will requireclose coordination with logistics 
as the mission is very closely aligned with logistics 
interms of facilitating the logistic mission of opening 
lines of communication andconstructing support 
facilities. The engineering mission bridges the gap 
from logistics tooperations and is closely related to the 
ultimate success of both.

v. Medical Function of Logistics : This function entails 
the provision of an efficient medical support system 
to treat andevacuate sick, injured and wounded 

personnel, minimize man days lost due to injury 
andillness, and return casualties to duty. An effective 
medical support system is thusconsidered a potential 
force multiplier. Though medical support is normally 
a nationalresponsibility, planning must be flexible 
and consider coordinated multinationalapproaches to 
medical support. The degree of multinational will vary 
depending on thecircumstances of the mission, and be 
dependent upon the willingness of nations toparticipate 
in any aspect of integrated medical support.

vi. Contracting Function of Logistics : Contracting 
has become increasingly important to the conduct of 
operations;It is asignificant tool that may be employed 
to gain fast access to in-country resources byprocuring 
the supplies and services.

5. Logistics Management Process :

 Fig : Logistics Management Process.

The above figure illustrates the total systems concept. 
Logistics Management, from this total systems view point, 
is the means whereby the needs of the customer are satisfied 
through the coordination of materials and information 
flow that extend from the market place, through the firm 
and its operation and beyond that to the suppliers. To 
achieve this company wide integration clearly requires a 
quite different orientation than that typically encountered 
in the conventional organization. For example, for years 
marketing and manufacturing have been seen as largely 
separate activities within the organization. At best they 
have co existed at worst there has been open warfare. 
Manufacturing priorities and objectives have typically 
been focused on operating efficiency, achieved through 
long production runs, minimized setups and change over 
and product standardization. On the other hand marketing 
has sought to achieve competitive advantage through high 
service levels and frequent product changes.

6. Supply Chain Management : Supply Chain 
Management (SCM) is the combination of art and science 
that goes intoimproving the way your company finds the raw 
components it needs to make a product orservice and deliver 
it to customers. The following are five basic components of 
SCM.

Suppliers

Procurement 

Material flow Processing Information flow

Distribution

Customer
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a. Plan : This is the strategic portion of SCM. You need 
a strategy for managing allthe resources that go toward 
meeting customer demand for your product orservice. A big 
piece of planning is developing a set of metrics to monitor 
thesupply chain so that it is efficient, costs less and delivers 
high quality and value tocustomers.
b. Source : Choose the suppliers that will deliver the goods 
and services you needto create your product. Develop a set 
of pricing, delivery and payment processeswith suppliers 
and create metrics for monitoring and improving the 
relationships.And put together processes for managing the 
inventory of goods and services youreceive from suppliers, 
including receiving shipments, verifying them,transferring 
them to your manufacturing facilities and authorizing 
supplierpayments.
c. Make : This is the manufacturing step. Schedule the 
activities necessary forproduction, testing, packaging and 
preparation for delivery. As the most metric intensive portion 
of the supply chain, measure quality levels, production 
outputand worker productivity.
d. Deliver : This is the part that many insiders refer to as 
logistics. Coordinate thereceipt of orders from customers, 
develop a network of warehouses, pick carriersto get 
products to customers and set up an invoicing system to 
receive payments.
e. Return : The problem part of the supply chain. Create 
a network for receivingdefective and excess products 
back from customers and supporting customerswho have 
problems with delivered products.
Objectives of Supply Chain Management : A well-
designed supply chain is expected to support the strategic 
objectives of :

• Reduced Costs
• Shorter Lead Time
• Best of Quality
• Flexibility
• Enhanced Service
• Better Product Availability
• Better Product Reliability

The Changing Logistics Environment : The environmental 
change has had a considerable impact on Logistics 
Management. Infect of the many strategic issues that 
confront the business today, the most challenging are in the 
field of Logistics Management. Broadly these challenges 
can be summarized as under :

• The Customer Service Explosion.
• Time Compression
• Globalization of the Industry
• Organizational Integration.

Customer Service : may be defined as the consistent 
provision of time and place utility. In other words products 
don’t have value until they are in the hands of the customer 
at the time and place required. There are clearly many facets 
of customer service, ranging from on-time delivery through 
to after sales support. Essentially the role of customer 
service should be to enhance ‘value-in-use’, meaning that 
the product becomes worth more in the eyes of the customer 
because service has added value to the core product. 
Time Compression : Product life cycles have shrunk and 
are shorter as never before and industrial customersand 
distributors require just in time deliveries, and end users 
are ever more willing toaccept a substitute product if 
their first choice is not instantly available.In the case of 
new product introduction there are many implications 
for managementresulting from this reduction of the time 
‘window’ in which profits may be made.
Globalization of Industry : there is an increasing trend 
towards globalization. And with Internet it has become 
veryeasy for companies to go global. For global companies 
logistics management is an issueof prime concern. The 
challenge lies in achieving cost advantage of standardization 
whilestill catering to local market.
Third-Party Logistics (3PL) : Third-party logistics 
(3PL) refers to outsourcing transportation, warehousing 
and otherlogistics-related activities to a 3PL service 
provider that were originally performed inhouse.More and 
more corporations across the world are outsourcing their 
logisticsactivities due to various reasons, some of which are 
outlined in the next page.Due to globalization, corporations 
across the world are increasingly sourcing,manufacturing 
and distributing on a global scale making their supply 
chains verycomplex for them to manage. Hence they 
have to outsource their logistics activities toexperienced 
3PL providers, who have global operations. Today s 3PL 
providers withtheir sophisticated IT capabilities and state-
of-the-art transportation and material handlingequipment 
and warehousing facilities offer complete supply chain 
solutionsLogistics outsourcing is used to complement the 
logistics activities thecorporations do not have competency 
in, and also to increase the geographic reach. Whena 
corporation expands business overseas, it may not be 
conversant with the customsduties, tax structures, rules 
and regulations, import/export policies of the government, 
andculture of the foreign country. A 3PL provider, who has 
long been operating in thatcountry, will be better able to 
carry out the logistics operations.Logistics may not be one 
of the core activities of a corporation. So, inefficiencymay 
creep in if it is looked upon as a secondary activity. By 
outsourcing logistics,corporations may focus on their 
core competencies.Logistics outsourcing may also reduce 
costs as the 3PL providers can get theadvantage of the 
economies of scale, which is otherwise not available to the 
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corporations.Since the 3PL providers are now offering a 
number of value-added services suchas customs clearance, 
freight forwarding, import/export management, distribution, 
aftersales support, reverse logistics and so on, corporations 
can outsource all these activities,and concentrate on their 
core business operations.Due to an incredible growth in 
electronic retailing since the late 1990 s, manyfirms around 
the world with virtually no distribution systems rely heavily 
on the 3PLproviders for delivery of the merchandise at the 
customer s doorstep. This has resulted ina significant growth 
in the order fulfillment sector of the 3PL service industry.

7. Conclusion : Logistics is a trade with huge scope, but 
due to lack in resources & proper channel thebusiness is 
suffering. Many industries & productions unit, still do 
not have a tie up withlogistics firm. They try to dispatch 
their material on their own, for which they need toundergo 
various procedures and heavy expenditures including the 
problem of arranging a proper mode of transport for delivery 
of goods. The responsibility of dispatching ofmaterial 
comes under sales department, they need to decide whether 
they shouldconcentrate on SALES or should look into 
the distribution matters. This in turn affectscompany s 
performance. If company s hire a good logistics firm or 
outsource thesedistribution activities, it will help them to 
function effectively & efficiently. Aspackaging, dispatching 
& delivery of material would be the responsibility of 
an outsourcelogistics firm.Logistics firm should also 
create awareness in the industries about their existence 
andhow economically they can help the organization with 
dispatching problems. Thesecrete to a successful supply 
chain is components that arrive just in time.”
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Abstract : Customer satisfaction is a crucial element for the success of all businesses. One of the biggest 
challenges for a market is how to satisfy and retain the customers. The purpose of this study is to find the level 
of satisfaction and loyalty among the users of cellular phones. This study is based on Bharti Airtel’s prepaid 
customers. The findings suggest that overall customer satisfaction and customer loyalty is comparatively low 
among the customers of Bharti Airtel. The Customer loyalty in India’s mobile sector is relatively low because 
it is an emerging industry, new players are entering in this market and customers are more fascinated to try the 
new service providers. However it is expected that when the industry will be well established, the results will 
be more comparable to other studies.

Keywords : Customer satisfaction, Customer loyalty, Mobile telecommunication, Regression model, Drivers 
of customer satisfaction
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1. Introduction : The customers are the most important 
element in each company. They are required to be handled 
and managed properly. The customers are satisfied when 
their expectations are fulfilled and delighted when their 
expectations are exceeded. Contented customers remain 
loyal buy more are less sensitive and speak positively about 
the company (Brown et al., 1992). Kotler (1997) defines 
customer satisfaction as: Satisfaction is a person’s feelings 
of pleasure or disappointment resulting from comparing a 
product’s perceived performance (or outcome) in relation to 
his or her expectations.
Recently the concept of customer satisfaction has received 
much attention. Satisfaction may be defined as a consumer’s 
post-purchase evaluation of a product or service (Zeithaml 
& Bitner, 2003). In the past, many businesses took their 
customers for granted. The customers often have no other 
choice, or the market is growing so fast that the company 
could drop 100 customers per week, but acquires another 
1000 customers and believes its sales to be satisfactory. 
Such a company, working on a `leaky bucket’ theory of 
business, considers that there will continuously be adequate 
customers to take the place of the defecting ones. One of 
the main reasons for the mounting importance on customer 
satisfaction is that higher customer satisfaction can direct 
to a stronger competitive place consequential in amplified 
market segment and earnings resulting in decrease price 
elasticity, drop business cost, reduce failure cost, and cut 
down the cost of attracting new customers (Fornell, 1992). 
Satisfied customers purchase more and inform other people 
regarding their experiences (Fornell et al., 1996). The long-
term success of a company is closely linked with their ability 

to adapt to the needs of customers and varying preferences.
Now days, customers bring higher expectations for 
communication from its service providers and if companies 
are not able to meet these expectations, the customers 
will take their business elsewhere, leading to a disaster 
for the company. The consumers wants and expectations 
are altering all the time, this direct to a condition where 
customers creating ever higher benchmarks, and therefore 
to attain excellence is impossible (Wellington, 1995). 
Applying customer satisfaction approach means recognizing 
customers, and then finding their wants and expectations, 
and to end with their perceptions (Stenberg, 1997). Knowing 
the customer’s needs makes it easier to anticipate the ideal 
set of products and services to help them satisfy more. A 
company’s most important success factor is the ability to 
deliver better customer value than competitors do, and the 
objective of a strategy is to deliver value to the customers 
in order to provide required returns to the shareholders and 
employees. The clear importance of customer satisfaction 
compel various companies to conduct surveys of consumer 
satisfaction and report the level to which their customers 
are satisfied, from time to time, with or without the help of 
marketing agencies. 

2. Mobile Telecommunication in India : In India, 
currently there are 13 cellular operators in the market. There 
has been a remarkable growth in Cellular market. The steady 
growth saw the addition of more than two million mobile 
phone subscribers every month throughout the last year. 
Network coverage of almost 90% of the total population 
of India has made mobile industry even more appealing 
for foreign investment. India comes forward as one of the 
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fastest mounting mobile markets among the developing 
countries. This year the telecom sector grows by 80%. The 
total number of GSM Subscribers as of May 2014 is 733.09 
million in India. The GSM Subscriber increased by 6.19 
million in May 2014 (i.e.0.85% increased from previous 
month). Figure-1 shows cities/villages covered different 
Cellular Mobile Operators.

Figure 1 : Cities/Towns/Villages Covered by the Company

 

(http://www.coai.com/Statistics/Subscriber-Figure-Report)

In India’s the most competitive and heated mobile market 
operator’s survival lies in entering new areas to explore 
new value added services and products and providing better 
quality of services. Recently, the industrial structure in the 
mobile telecommunications has changed dramatically by 
liberalization. All forecast in conjunction with technology, 
market, economic or social aspects, pointing towards 
continued growth in communications. Ever since deregulation 
in the mobile telecommunications industry, competition 
has been gaining pace, it is growing even faster than cable 
television businesses bundle in phone services and cellular 
phones put back the fixed telephones of many customers. 
As a result many companies renovate their organizations to 
meet up the demands of this new competitive environment.

Figure 2 : Share in Mobile Market by Operators in India

 
(http://www.coai.com/Statistics/Subscriber-Figure-Report)

These changes symbolize major challenges, the 
acclimatization of the system and structures with corporate 

strategy; core capabilities; and work procedure. Since, 
the customer is a valuable resource for the benefit and 
incremental development, the important factor for alteration 
is the organization becomes more customers oriented. 
Management and staff are supposed to learn more about 
their customers, their principles, wants, expectations & 
preferences.

3. Theoretical framework : On the basis of literature 
review a theoretical framework shown in Figure 3 has been 
developed. In this theoretical framework the relationship 
between customer satisfaction and its drivers i.e. perceived 
quality, price and the relationship between customer 
satisfaction and its outcomes i.e. corporate image and 
customer loyalty in Indian environment are elaborated. The 
variables for the research were selected from the findings and 
suggestions of previous studies on customer satisfaction.

Figure 3 : Theoretical Frame-work

4. Research Methodology : The populations from which 
the samples of this research are drawn are the customers of 
Bharti Airtel mobile services. A questionnaire was prepared 
to be distributed into the selected sample, and no specific 
characteristics were defined for the respondents except 
being a Bharti Airtel’s prepaid customer.

Figure 4 : Model Construct and their Measurement Variables

Questionnaire was prepared in English language, and the first 
draft was issued to 10 individuals to ensure that the wording, 
format, and sequencing of questions are appropriate. A total 
of 250 questionnaires were distributed and 200 out of them 
have been completed, implying a response rate of 80%. 
Questionnaire includes 5 main construct i.e. Image, Price, 
Quality, Customer Satisfaction and Loyalty. Each construct 
had three to five questions with an itemized/licker ranking 
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scale of 1-5 (1=Very Poor, 2=Poor, 3=Average, 4=Good, 
5=Excellent). All constructs are measured using multiple 
indicators. Customer loyalty was assessed on three items 
developed by Narayandas (1996), customer satisfaction by 
three items adapted from the American Customer satisfaction 
index study (NRQC, 1995) and Feick et al. (2001). Corporate 
image was assessed by five items, perceived quality by three 
items adapted from (NRQC, 1995) and Bayol et al. (2001). 
Price was measured by three items adapted from Johnson et 
al., (2001). All these measurement variables are shown in 
the Figure 4.The data collected from questionnaires were 
analyzed by using simple / multiple regressions.

5. Data Analysis & Results : An internal consistency 
analysis was performed for each constructs. The results in 
Table-1 show that the values of Cronbach’s alpha for all 
constructs are above 0.6 which implies a high reliability of 
the measures. Some descriptive statistics about the personal 
information of the respondents were also prepared. Total 
200 people filled questionnaires, out of which 167 were 
males and 33 were females.

Table 1 : Reliability Statistics

Construct No. of Items Cronbach’s Alpha
Corporate Image 5 0.79
Perceived quality 3 0.73
Price 3 0.72
Customer Satisfaction 3 0.72
Customer Loyalty 3 0.79

Table-2 describes the age of the respondents and 64% of 
the respondents belong to 20-30 age groups, which show 
that this group is the main user of mobile phone. All the 
respondents’ education was above 12th std.

Table 2 : Respondents Age

Age (years) Frequency %
Below 20 16 8
20-30 128 64
30-40 29 14.5
40-50 16 8
50-60 9 4.5
Above 60 2 1
Total 200 100

The analysis has been divided into two parts, first the drivers 
of customer satisfaction and second the consequences of 
customer satisfaction. In purposed model there are two 
drivers of customer satisfaction, price and perceived quality 
as shown in Figure-4. To check the effect of price and quality 
on customer satisfaction multiple regression models is used. 
In Table-3 the results show that the effect of price and 
quality on customer satisfaction is positive and significant. 
The value of these paths in other studies varies between 0.2 

to 0.4 for quality and 0.12 to 0.3 for price (Turkyilmaz, A. 
& Ozkan, C. 2007) where as in this study these values a 
0.39 for Price and 0.40 for quality, showing a significant 
result. However the value of R2 for customer satisfaction is 
relatively low, as compare to other studies.

Table 3 : Coefficients for Drivers of Customer Satisfaction

Standardized	Coefficients	(Beta)
Price 0.39
Perceived Quality 0.40
R2 0.42
Adjusted R2 0.42

In terms of consequences of customer satisfaction the path 
from customer satisfaction to corporate image is analyzed. 
The effect of customer satisfaction on corporate image is 
positive and significant, as shown in Table-4 the value of 
path coefficient is 0.60 which is supported by the literature, 
showing that customer satisfaction has a large effect on 
corporate image.

Table 4 : Coefficients for Consequences of Customer Satisfaction

Standardized	Coefficients	(Beta)
Customer Satisfaction 0.60
R2 0.36
Adjusted R2 0.36

Table-5 shows the effect of satisfaction and image on 
customer loyalty. The path coefficient for image is 0.21 
and for customer satisfaction is 0.36. The effect is positive 
and significant but low when compared with other studies. 
However, the effect of corporate image on customer 
satisfaction is smaller but significant, which was also smaller 
in other studies. The direct effect of customer satisfaction on 
customer loyalty is also positive and significant but the path 
coefficient shows that in this study the result is comparatively 
low as compare to other studies conducted in this sector. 
This direct effect captures the effects of satisfaction on 
loyalty that are not mediated by the corporate image. It is 
useful to examine the total effect that satisfaction has on 
loyalty (Johnson et al., 2001). The total effect is the sum of 
all direct and indirect effects linking satisfaction and loyalty 
given as the value of R2 for customer loyalty that is 0.24 
which is very low as compare to other studies.

Table 5 : Coefficients for Customer Loyalty

Standardized	Coefficients	(Beta)
Customer Satisfaction 0.360
Corporate Image 0.213
R2 0.241
Adjusted R2 0.234

Figure-5 indicates the path coefficients that are the 
standardized regression coefficients. The R2 values, given 
in the circles, are the fraction of the total variance of the 
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dependent variable that is explained by its respective 
regression model. It is important to notice that all the 
relationships between the variables in the model are positive. 
Therefore, for each regression model, an increase in the 
value of an independent variable will also increase the value 
of related dependent variables.

Figure 5 : Results of Proposed Model

The overall customer satisfaction and customer loyalty 
is comparatively low in this research as compare to other 
studies conducted in different countries. The Customer 
loyalty in Pakistani mobile sector is relatively low because 
it’s an emerging industry, new players are entering in this 
market and customers are more fascinated to try the new 
service provider. When this industry will be well established, 
at that time the results may be more enhanced. The Customer 
Satisfaction has a considerable positive impact on corporate 
image. This is in accordance to the literature results depicted 
in the studies earlier. However, the effect of corporate image 
is smaller but considerable on customer loyalty, as proved 
by other recent studies about mobile communication sector.

6. Conclusion : Although there are few players in 
India’s mobile telecom market, the competition between 
them is more intense than ever. They compete not only in 
network quality by a large amount of investment in network 
extension and upgrading, but also in customer acquisition 
and satisfaction by direct and indirect strategies. Hence 
customer satisfaction and also service quality would be 
critical factors for surviving in this emerging market.
The result of the research shows a positive relation between 
all the constructs. The effect of perceived quality and price 
on customer satisfaction is positive and significant. But 
the indicators show that overall customer satisfaction is 
comparatively low in mobile industry. In global comparison 
of mobile-communication industry, the customer satisfaction 
value lies between 0.5 and 0.65; therefore the said value 
is relatively low in India. The Customer Satisfaction has 
a considerable positive impact on corporate image. This 
is in accordance to the literature results depicted in the 
study earlier. However, the effect of corporate image is 
not contributing towards the customer loyalty in a worthy 
manner, as proved by other recent studies about mobile 
communication sector. The customer loyalty result in our 
study, in comparison to the global scenario is relatively 
low.
The above stated facts are specific to the research sample 

selected, the Bharti Airtel service provider. The general 
trend is a higher satisfaction in regard to quality of service 
but lower when we analyze the price in relation to customer 
satisfaction. One possible explanation is the relative 
higher service rates of Bharti Airtel in comparison to its 
competitors. Owing to evolving competition with lower rates 
and matching service quality, the percentage of customers 
switching to other service providers, is higher than vice 
versa. Despite these factors, Bharti Airtel is still regarded as 
the market leader in quality provision.
In this study, only two drivers are considered, i.e. price 
and quality. Furthermore, additional research is needed to 
find out whether other factors more that we studied can 
be added to the model in mobile telecom of India or even 
other industries or not. The research sample was restricted 
to Satara district. The patterns can alter with customers 
from metropolitan and Federal administrated cities. Future 
research should test the model in other contexts to verify the 
generality of the results.
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Abstract : Often we hear people saying, “Don’t take life so seriously”. But in real life it’s not always easy 
to practice this. The fact is that the stress is something that affects everyone, in varying degrees. There are so 
many examples of stressful conditions in our day-to-day life: a doctor may undergo stress before beginning a 
surgery. A batsman might feel it while facing the first ball in a match. A student might feel stressful when the 
exam is about to begin. Close your eyes for a moment and imagine it is July 31st; you just realized your IT 
returns are not done, and your computer just crashed with no backup. Your boss is on the phone and wants 
to see you in his office now for some incomplete task. As you vividly create these images in your mind notice 
how you feel. Become aware of your body, breathing, and your heart rate. How does your chest and stomach 
feel? Now imagine yourself onboard the transpacific flight and suddenly there is huge turbulence.  Notice your 
internal experience. At times these reactions can be resourceful and lifesaving, but at other times they can be 
very damaging. The process your mind goes through in both cases is based on the most positive of intentions: 
survival. Fear is one of the most powerful motivators, yet it is also one of the most damaging stressors in life. It 
can be both resourceful and non-resourceful. At our workplace we undergo stress in varying degrees everyday 
depending on various factors like workload, high responsibility, job dissatisfaction, scarcity of resources 
etc. Therefore one has to learn to cope with such stress, which is popularly called as “Stress Management”. 
With the help of various techniques like yoga, meditation and mind techniques and by eating healthy food an 
individual can not only handle stressful situations of daily life but also it can help to remove the signs of stress 
completely.

Keywords : Stress Management, Work Place, Work Life Balance,  NLP, Mind Techniques, Coping Stress. 
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1. Introduction : The key objective of this paper is to study 
the causes of stress at workplace and provide suggestions 
for overcoming the stress for corporate executives in the 
business environment.  
The author conducted a research in one of the medium scale 
organization in Pune with an aim to find out the causes 
and effects of these stressful situations the managers are 
undergoing while managing their work.
The key aims of this study are :

• To identify the existence of stress in the organization. 
• To identify the effects of stress on the work & life of an 

individual. 
• To identify the factors causing stress in the 

organization.
• To suggest some measures for coping with stress.

2. Research Methodology :
a. Secondary research, which involves the summary, 

collation and/or synthesis of existing research papers.

b. The Primary research was conducted using following 
tools :
• Questionnaires
• Direct observation
• Telephonic interviews
• In person interviews
• The technique used for Primary research was 

Selective interviewing technique
The questionnaire was prepared by keeping in view the 
factors like age, managerial level, nature of work, causes 
of stress, effects of stress – physical, psychological and on 
office work, stress management techniques adopted by 
The person himself and by the organization in which he/
she is working. Suggestions for effectively handling stress 
in their organization were also asked for.

3. Observations : Various reports, journals and articles 
have contributed significantly in the subject of stress 
management. Few of them are reviewed here in short.
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Hans Selye1is often considered one of the early pioneers of 
modern stress theory. His scientific research helped to shape 
our understanding of stress. He began to use the word stress 
to refer to the general breakdown of the body in response to 
the wear –and-tear of modern life.
He suggested that there are environmental agents called 
stressors to which the body reacts in three stages:

1. The alarm stage : It is the body’s reaction to a threat 
in the environment. The alarm is sounded and almost 
every organ in the body responds to make a “flight or 
fight”. In many cases this stage is short lived.

2. The resistance stage : This stage occurs when the 
stressor is more persistent and results in physiological 
or mental changes. The person adapts to the stressors 
and the symptoms usually disappear.

3. The exhaustion stage : This stage takes place when 
physical and psychological resources are overcome. 
Prolonged exposure to stressors may eventually 
overcome by one’s adaptive capacity or may result 
in many physical manifestations like fatigue, disease, 
disability or even death.

The important points recognized by Selye in his model are 
that - 

• Not all external events are related to in the same manner 
by all people

• There is a distinction between the stressor and the fact 
of being stressed

• It is prolonged exposures to stressors that bring about 
dysfunctional consequences

• Both physical and social factors could be stressors
According to researcher Terrence J Palmer3, a person’s 
status in the workplace can also affect levels of stress. While 
workplace stress has the potential to affect employees of 
all categories, from those who have very little influence to 
those who make major decisions for the company. However, 
less powerful employees (that is, those who have less 
control over their jobs) are more likely to suffer from stress 
than powerful workers. Managers as well as other kinds of 
workers are vulnerable to work overload.
Economic factors that employees are facing in the 21st 
century have been linked to increased stress levels. 
Researchers and social commentators have pointed out that 
the computer and communications revolutions have made 
companies more efficient and productive than ever before. 
This boon in productivity however, has caused higher 
expectations and greater competition, putting more stress 
on the employee. 4

Researchers say that the following economic factors may 
lead to workplace stress :

• Pressure from investors, who can quickly withdraw 
their money from company stocks

• The lack of trade and professional unions in the 
workplace

• Inter-company rivalries caused by the efforts of 
companies to compete globally

• The willingness of companies to swiftly lay off workers 
to cope with changing business environments

Bullying in the workplace can also contribute to stress. This 
can be broken down into five different categories: 

• Threat to profession status
• Threat to personal status
• Isolation
• Excess Work
• Destabilization i.e. lack of credit for work, meaningless 

tasks etc. 
• This in effect can create a hostile work environment for 

the employees that, which in turn, can affect their work 
ethic and contribution to the organization.

Physical & Psychological Effects of Stress2

Physical Effects : Workers who report that they are stressed 
incur healthcare costs that are 46 percent higher than for 
non-stressed employees, according to the National Institute 
for Occupational Safety and Health (NIOSH).
And 60 to 90 percent of doctor visits are attributed to stress-
related illnesses and symptoms.11, 12

Left untreated, prolonged stress can raise the risk for 
developing chronic—and costly—diseases. Among them: 
heart disease, diabetes and even some cancers, which can 
collectively account for a vast amount of all healthcare 
costs. Diabetes alone cost business $58 billion in 2007 in 
just indirect medical expenses whereas 15 million work 
days lost to absenteeism and 120 million work days with 
reduced productivity.13, 14

Stress can also lower the immune system and play a role in a 
person’s susceptibility to more colds, flu and other infectious 
diseases. Additionally, people who are stressed are more 
likely to experience pain-related conditions, and a host of 
other ailments, from teeth grinding and chest tightness to 
fatigue.15, 16

In fact, an APA survey found that 53 percent of workers 
reported fatigue due to work stress.17

Psychological Effects : Workers are experiencing mental 
duress because of poor concentration, short temper, job 
dissatisfaction and low morale.18

Stressed workers have an elevated risk of mental health 
problems, ranging from anxiety and substance abuse, and 
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perhaps, the most significant, depression. In fact, stress 
and clinical depression—the two often go hand-in-hand—
trail family crisis as the second and third most significant 
problems in the workplace.19, 20

The National Institutes of Mental Health estimates that 
depression has resulted in $23 billion a year in lost 
workdays.21

4. Findings : Some of the important trends and findings 
noticed during research are listed below: 

Factors causing stress

Effect of stress on work

Methods to reduce stress

Given below are the key highlights based on research :
1. Stress does exist in the organization; almost 77% of 

the managers who have responded the questionnaire 
are undergoing stress. As this survey has most of the 
managers working in the office environment, we can 
say that the percentage of managers under stress can go 
up if we consider the managers working on the site, as 
the site job can be more stressful.

2. The elder counter parts are undergoing less or no stress 
and capable of handling pressure. 

3. It is also clear that the younger generation employees 
who have more zeal and wish to prove themselves 
are more stressed out in comparison to their older 
counterparts. This can be dangerous for them as they 
can suffer from health issues at very young age.

4. Most of the employees are affected psychologically as 
well as physically due to stress. Psychological effects 
are more harmful from the organizational point of view, 
as can become a cause for higher rate of attrition and 
also the lower productivity. 

5. Lack of concentration and efficiency reduces the 
chances of achieving desired target which again 
increases the stress level of the employee

6. According to the employees, scarcity of resources, 
lack of monetary and non-monetary motivation and 
job dissatisfaction are some of the areas which are the 
reasons for causing stress. 

7. From the research analysis most of the people prefer 
chatting with their friends or colleagues or family to 
relieve their stress by sharing the thoughts, many of 
them also prefer listening to music or reading books or 
nurturing other hobbies.

8. Very few of the respondents go for a walk or do yoga 
and meditation for relieving stress

5. Recommendations : There are several methods of 
stress management, each with distinctive explanations of 
mechanisms for controlling stress. Based on our study we 
have put them in three major categories as listed below :
Physical techniques : Light to moderate exercise such as a 
walking or yoga can lower the cortisol levels that can lead to 
stress. A short walk each day may refresh employees during 
the work day, reducing stress and increasing productivity
Mental techniques : Stress management workshops. 
Scheduled workshops that educate employees about the 
sources of stress, effects on their health and how they can 
reduce stress can be effective if backed by practical stress 
management techniques that employees can use on and off 
the job NLP provides many empowering tools for existing 
optimally in our stressful world. According to NLP gurus, 
Stress is only a set of thoughts (mental behaviours), feelings 
(emotional behaviours) and actions (physical behaviours). 
It is easier to change your behaviours than your identity. 
In coping it is up to you to use your mind for a change, 
positively. 
Environmental Changes :

• Design jobs to provide meaning, stimulation and 
opportunities for workers to use their skills
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• Clearly define workers’ roles and responsibilities
• Give workers opportunities to participate in decisions 

and actions affecting their jobs
• Improve communications to help reduce uncertainty 

about career development and future employment 
prospects

• Conduct Motivational lectures and personality 
development workshops 

• Flex time - Allowing workers to start or end the 
workday earlier or later can reduce work/life stress, 
especially for working parents. Flex time can also 
reduce the stress of commuting in rush hour traffic

• Work from home - Working from home results in 
higher morale and job satisfaction and lower employee 
stress and turnover

• Reducing environmental stress may include refiguring 
the workplace to include natural lighting, improving 
air flow and providing quiet rooms

No matter what stress management techniques are installed, 
the key to success is to have a continuing commitment to 
improving the health and well-being of all employees
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Invitation for  

Conference Sequel 2K15

Having built a legacy at its birth itself, AIMS had 

organized a National Conference on “Role of Women 

in Agriculture Development : Perspectives and 

Challenges” in Oct 2012, a year of its inception. Driven by 

the success and opportunities, it remarkably spearheaded 

towards successful organizing of 2nd National conference 

on “IT & Management: Innovations & Inventions-

Global Perspective.”

With the augmented patronage of the Research Scholars, 

Academicians, Industrialist and Students, for the 3rd 

consecutive National Conference on “Indian Ethos 

in Management Practices : The Catalyst for 

Entrepreneurship”, we are pleased to bring to light the 

title for our next 4th National Conference on “Science, 

Technology and Management: New Horizons” 

scheduled in the second week of Oct. 2015.  

AIMS capable of articulating Indian Ethos is scaling 

new heights by virtue of your esteemed participation 

and contribution of your valuable papers. We (AIMS) 

hope and trust your perennial association in our next 

monumental conference.

Prof. Smita S. Khatri
Smitakhatri22@gmail.com

Convener, National Conference 2015
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