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  Instead of one-way interruption, Web marketing is about 

delivering useful content at just the right moment that a buyer needs it.” 

– David Meerman Scott 

 
  The beauty of digital marketing is that the conversation is no longer a 

unidirectional spray of messaging. We want to engage customers at exactly the 

right time. 

 
  It provides huge pleasure to notice that the Department of Commerce is 

organizing the national conference on 22nd August 2019 at KSR College of Arts 

and Science for women within the idea of “MODERN MARKETING IN DIGITAL 

ERA” during this conference vast range of legendary college members and 

professionals would share vital themes of the conference. I assure that the 

Department of commerce can keep it up doing their works as excellent and 

build our college to proud and I wish for their future endeavours. 
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  Innovation needs to be part of your culture. Consumers are 

transforming faster than we are, and if we dont catch up, we’re in trouble.                                              

- Ian Schafer 

   

  My exuberant desires to the entire department for grand success of the 

conference. My delighted appreciation to the Department of Commerce for 

conducting the National Conference on the theme “MODERN MARKETING IN 

DIGITAL ERA” 22ndAugust 2019 with full dedication and commitment. This 

conference will help many scholars and students to get idea and importance of 

“MODERN MARKETING IN DIGITAL ERA” I hope that the conference will 

witness with strong output related to this topic. I wish the entire team of the 

Department of Commerce for their intensive work towards the Conference. 
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 Twitter is not a technology. It’s a conversation and it’s happening with 

or without you. 

- Charlene Li 
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many scholars and students to get idea and importance of. I hope that the 
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MARKETING IN DIGITAL ERA”. I wish the entire team of the department of 

commerce for their concentrated work towards the Conference. 
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 “On the Quality over quantity – Emails may best cost efficient but it’s no 

excuse to not produce quality content to give to a targeted audience”.  

- Benjamin Murray 

  

 I extend my gleeful, wishes to the Department of Commerce organizing the 

National Conference on the theme “MODERN MARKETING IN DIGITAL ERA” 

22ndAugust 2019. 

  
 The department has worked hard for this conference. Faculty members and 

research scholars from other colleges will surely share their thoughts and their 

experience. I extend my best wishes to the Head, faculty members and students for 

their magical effort to make this conference a successful one.  

     
  Signature of Principal 
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Performance of Crop Insurance
Scheme in Thoothukudi District of
Tamil Nadu

Dr. T. Rajendran
Assistant Professor [Agrl. Economics], Department of Social Sciences
Agricultural College and Research Institute
Tamil Nadu Agricultural University, Killikulam, Vallanad, Thoothukudi District

Abstract

Farmers are the backbone of the country. In order to protect their livelihood and
reduce farmer’s suicide, it is necessary to engage a farmer in insurance scheme.
Scheme is a thing that should be managed well by proper management and
continuous evaluation. On assessing the performance levels, the implementation
and reach of the scheme could be easily identi ed. The study has been conducted at
Vilathikulam and Srivaikundam blocks Thoothukudi district as randomly selected
with loanee sampling farmers’ size 30.

This study shows that maximum number of farmers [53.3%] earns an annual income
of Rs. 25000 - 50000/-. Cent per cent of the farmers were adopted in crop insurance
scheme. Farmers have received their insurance claims and still half or quarter of
the amount is in progress of transfer. Majority of the farmers feel that the insurance
amount received have compensated only 40 % of their crop loss.

There may be a need for more awareness among various farmers, ef cient regulation
mechanism, timely repayment of compensation and crop losses made by wild
animals like wild pig should also be included in the losses and there may be a need
for Separate Insurance Department in order to overview the progress of the scheme.

Keywords: performance, crop losses, crop insurance, loanee farmers, defaulters.

Introduction
 Crop insurance scheme to deal with risks associated with weather
 uctuation is imperative for alleviating the distress caused to the
farmers. Also, at present, only 23% of cropped area in India has
access to insurance. According to sources, Pradhan Mantri Fasal
Bima Yojana will increase the insurance coverage to 50 per cent of
the total crop area of 194.40 million hectare from the existing level
of about 25-27 per cent crop area.
 Farmers are the backbone of the country. In order to protect their
livelihood and reduce farmer’s suicide, it is necessary to engage a
farmer in insurance scheme. In such view, the study “Performance of
Crop Insurance Scheme in Thoothukudi District of Tamil Nadu” was
carried out with the objective of to study the performance of crop
insurance scheme in Thoothukudi district; and
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Methodology
 Random sampling technique has been followed in analyzing the performance of crop insurance
scheme in Thoothukudi district. Thoothukudi, district was selected purposively as it occupies a
pride place in area and production of the state and farmers of this district are aware of crop insurance
schemes. And also to facilitate convenience of our project work since it is located very near to our
college. This study has been conducted at Vilathikulam and Srivaikundam blocks Thoothukudi
district as randomly selected with loanee sampling farmers’ size 30.

Results and Discussion
Table 1 Land Holding Pattern

Based on the area [in acres] of land the farmers hold, farmers have been classi ed as follows
S. No Category Number Percentage

1 Marginal [<2.5 acres] 3 10.00

2 Small [2.5 to 5 acres] 8 26.70

3 Medium [5 to 8 acres] 12 40.00

4 Large [> 8 acres] 7 23.30

Total 30 100.00

 Inferred from table 1, it is inferred that most of the farmers are medium farmers i.e. they hold
5 to 8 acres and followed by small farmers [2.5 to 5 acres]. Medium farmers could face fewer
dif culties in paying premium amount than the marginal farmers. And so these areas could be
made more adoptable to stick to the policies of crop insurance scheme.

Table 2 Crops Cultivated
 The crops being cultivated in different blocks are as follows

Name of the Block Type of Land Sources of Irrigation Crops Cultivated

Srivaikundam
Wetland and
gardenland

Canal, Well
Rice, Blackgram,
Banana, Cocoa,

Vilathikulam Rainfed Rain
Chilli, Blackgram,
Greengram, Cumbu,
Maize, Sorghum

 Table 2 shows that Srivaikundam block use some sources of irrigation other than rain to cultivate
crops. But in Vilathikulam block, the only source of water is rain. Therefore there are many chances
of natural calamities like drought or  ood. And so the farmers in these areas must be well educated
about crop insurance scheme in order to compensate their yield loss. Adoption in this area will be
more if there is proper awareness with logical reasons.

Table 3 Annual Income
S. No Annual Income (in Rs.) Number Percentage

1 <25,000 5 16.70

2 25,000 - 50000 16 53.30

3 >50000 9 30.00

Total 30 100.00
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 Table 3 shows that maximum number of farmers earn an annual income of Rs. 25000 -50000/-
and followed by farmers earn an annual income >50000. This shows that they face few dif culties
in paying monthly premium since their annual income is not suf cient. Though they face few
dif culties in paying premium, the crop insurance scheme will help them during their yield loss
period. And so, if the farmers are well educated about the bene ts of this scheme, there will be a
great increase in the adoption rate.

Table 4  Sources of Information
Category Frequency Number Percentage

Listening to Television Often 30 100.00

Listening to Radio Often 30 100.00

Participation in agricultural meetings,
exhibitions, seminars

Often / occasionally 30 100.00

 Table 4 shows that the farmers often listen to television, radio for agriculture related news. They
also participate in the agriculture related meetings conducted by agriculture departments. Therefore
television, radio and agricultural meetings are the good means of communication through which
ideas of crop insurance scheme can be disseminated well.

Table 5 Awareness and Adoption
S. No Category Number Percentage

1 Awareness of the scheme 30 100.00

2 Adoption of the scheme 30 100.00

 From Table 5, it is inferred that cent per cent of the sample farmers’ were awareness and adoption
of crop insurance scheme.

Table 6 Enrollment
S. No Particulars Answers

1 Enrollment in previous year 30 farmers

2 Enrollment in present year 30 farmers

3 Insured crops
Rice, Banana, Cocoa, Chilli, Blackgram,
Greengram, Cumbu, Maize, Sorghum

4 Premium amount

Different for different crops
Kharif - 2 %
Rabi - 1.5 %
Horticultural crops - 5 %

5 Disasters faced Drought [2016 - 2017]

6 Losses experienced Pest and disease attack, yield loss

 From Table 6, it is inferred that all 30 farmers have been insured last year as well as this year.
The crops which have been cultivated in their  eld as mentioned above in table 5 have been insured.
The premium amount differs for different crops as mentioned in the table. The major disaster faced
by them was Drought [2016 - 2017].
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Table 7 Insurance Amount
S. No Particulars Answers

1
Farmers who received
insurance amount

30

2
Total insurance amount
credit

Differs for different crops
Still half of the amount is in
pending.

 Table 7 shows that all the farmers have received their insurance claims and still half or quarter
of the amount is in progress of transfer.

Table 8  Compensation
S. No Category Number Percentage

1 <25 % 10 33.30

2 25 - 50 % 12 40.00

3 >50 % 8 26.70

Total 30 100.00

 From Table 8, it is inferred that majority of the farmers feel that the insurance amount received
have compensated only 40.00 per cent of their crop loss. And so it is understood that the farmers
are expecting some additional amount in order to look after their livelihood during disaster periods.

Table 9 Details about Loan
S. No Category Number Percentage

1 Loanee farmers 6 20.00

2 Non - loanee farmers 24 80.00

Total 30 100.00
 From table 9, it is inferred that most of the farmers who have insured their crop have not obtained
crop loan. This means that there is not necessary that loanee farmers alone must insure their crop.
 Reasons quoted by the farmers for adoption of Crop Insurance Scheme
 To compensate yield loss, to supplement family income and to provide source for next agricultural
input.

Conclusions
 This study shows that maximum number of farmers [53.3%] earns an annual income of
Rs. 25000 - 50000/-. Cent per cent of the farmers were adopted in crop insurance scheme. Farmers
have received their insurance claims and still half or quarter of the amount is in progress of transfer.
Majority of the farmers feel that the insurance amount received have compensated only 40% of
their crop loss. Constrains faced by the farmers were they feel dif culty in receiving the adangal
from the concerned of cer and in institution were the sanctioned amount from the Government is
delayed, they have  xed number of target farmers, there is lack of understanding about the scheme
among the farmers and there is lack of involvement among the farmers.
 There may be a need for more awareness among various farmers, ef cient regulation mechanism,
timely repayment of compensation and there may be a need for Separate Insurance Department in
order to overview the progress of the scheme.
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Petty Shopkeepers Opinion about
Cashless India - A Study with
Special Reference to Chennai City

M. Mohana Priya
Ph.D. Full Time Research Scholar
Department of Commerce
Madras Christian College
East Tambaram, Chennai, Tamil Nadu, India

Dr. Mrs. Tamilarasi Mailachalam, M.Com., M.Phil., Ph.D.,
Head, Associate Professor & Research Supervisor
Department of Commerce, Madras Christian College
Chennai, Tamil Nadu, India

Abstract

India aims to limit cash circulation and cash transaction which was intend to
came out in the form of demonetization. The intention behind demonetization is
focusing on eradicating corruption and makes each transaction accountable. The
cash circulation was controlled to a larger extended and focused to bring digital
payments. The shortage of bank notes during demonetization leads to start using
digital wallets. Digital users easily adopted the technological banking and shift
their transactions made through online. India grows very fast in making payments
and made transactions digitally. The main objective of this paper is to identify
the opinion of petty shopkeepers towards cashless India in Chennai City. Simple
Random Sampling technique was used to select the sample respondents. The petty
shopkeepers were selected as sample respondents. The study was carried out in
Chennai City. 100 sample respondents were selected. Percentage Analysis, t-Test
and ANOVA were used to process the data using SPSS to identify the opinion of
petty shopkeepers about cashless India. This paper has discussed about the opinion
petty shopkeepers about cashless India in Chennai City.

Keywords: Cashless Economy, Digital Payments, Petty Shopkeepers, Demonetization.

Intoduction
 India aims to limit cash circulation and cash transaction which
was intend to came out in the form of demonetization. The intention
behind demonetization is focusing on eradicating corruption and
makes each transaction accountable. The cash circulation was
controlled to a larger extended and focused to bring digital payments.
The shortage of banknotes during demonetization leads to start using
digital wallets. Digital users easily adopted the technological banking
and shift their transactions made through online. India grows very
fast in making payments and made transactions digitally. The below
picture clearly draft the usage of cashless focused within a year after
demonetization.

OPEN ACCESS

Volume: 7

Special Issue: 1

Month: August

Year: 2019

P-ISSN: 2320-4168

E-ISSN: 2582–0729

Impact Factor: 4.118

Citation:
Mohana Priya, M.,
and Tamilarasi
Mailachalam. “Petty
Shopkeepers Opinion
about Cashless
India - A Study with
Special Reference to
Chennai City.” Shanlax
International Journal of
Commerce, vol. 7,
no. S1, 2019, pp. 6-9.

DOI:
https://doi.org/10.5281/
zenodo.3371255



7

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

 India positions the 10th rank among countries in the world using Digital Payments. India attains
this position in a short span of time after demonetization and focused on cashless economy. But on
the negative side people who don’t know how to make digital payments are facing lot of problems.
The opinion of every person is different in going towards cashless economy in India. This study
was focused on the petty shopkeepers’ opinion about cashless India.

Objective of the Study
 The main objective of this paper is to identify the opinion of petty shopkeepers towards cashless
India in Chennai City

Methodology
 Simple Random Sampling technique was used to select the sample respondents. The petty
shopkeepers were selected as sample respondents. The study was carried out in Chennai City. 100
sample respondents were selected. Percentage Analysis, t-Test and ANOVA were used to process
the data using SPSS to identify the opinion of petty shopkeepers about cashless India.

Findings and Discussion
 The data collected were analysed and presented below:
 The major  ndings of the demographic pro le of the sample respondents in this study are
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•  Equal weightage is given to both the gender. 50 per cent male and 50 per cent female
respondents were selected for the study.

•  Majority are in the age group of 41-50 years (68 per cent).
•  Majority are having owned petty shop at their house or nearer to house (90 per cent).
•  Majority of 81 per cent of the respondents were completed only upto 5th to 8th Standard.
•  Majority of the respondents are running family business (49 per cent).
•  Majority of 92 per cent of the respondents prefer to use cash as payment mode.
•  Majority of 80 per cent of the respondents preferred to save money in bank and preferred

debit card to assess their account for making their transactions.

Hypothesis Testing -1 (t-Test)
 Ho: There is no signi cant difference between male and female with respect to opinion towards
Cashless India

Gender Mean S.D F p-value

Male 57.43 3.75
0.710 0.001*

Female 53.54 3.59
    Source: Primary Data

 Since p-value is lesser than 0.01 the null hypothesis is rejected at 1 % level of signi cance.
There is signi cant difference between male and female with respect to opinion towards cashless
India.  It shows that male and female are having different perception and opinion about Cashless
India.

Hypothesis Testing -2 (ANOVA)
 Ho: There is no signi cant difference between age group of the respondents with respect to
opinion about cashless India.

Age in Years Mean S.D F p-value

Upto 30 54.4494 4.72585

0.670 0.004**
31-40 59.2946 5.41755

41-50 57.2526 5.14223

Above 50 57.5445 4.54431
   Source: Primary Data

 Since p-value is lesser than 0.01 the null hypothesis is rejected at 1 % level of signi cance. There
is signi cant difference between age group of the respondents with respect to opinion towards
cashless India.  It shows that age plays a vital role in adopting cashless economy. The customers
are hesitating with going to Cashless transactions due to fear about cyber issues and they prefer to
go with cash transactions due to various reason. One among important factor is their wholesalers
and retailers are giving stock prefer cash payments and also they are unaware of maintaining proper
accounts.

Conclusion
 Cashless India helps to  ght against terrorism, corruption, money laundering but one biggest
problem in the working of cashless economy in India is cybercrime and anxiety about using digital
payment systems. Most of the petty shopkeepers are not technically and digitally literate to go
with cashless economy. For smooth implementation of cash less system in India, the following
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measures are recommended. Government have to bring transparency and ef ciency in e-payment
system, strategies used by government and RBI to encourage cashless transactions by licensing
payment banks, promoting mobile wallets and withdrawing service charge on cards and digital
payments. A  nancial literacy campaign should be conducted by government time to time to make
population aware of bene ts of electronic payments.
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Abstract

Stress is a universal phenomenon, which is prevalent in most of the people on Earth.
It is faced in every sector. The study aims to  nd the reason for stress among Pre-
school teachers. The respondents are from various schools located in Tambaram
area. The different stress Managements techniques followed by Pre-school teachers
and their top suggestions are mentionedbased on their responses from the survey.

Keywords: Pre-SchoolTeachers, Stress, Stress Management, Yoga and Meditation.

Introduction
Stress is a term which relates itself to a state of mental, emotional

strain or tension resulting from situations were adverse demands are
made. Stress can be from external or internal means. The external
stress comes from the environment, psychological or social situations.
The internal stress can be from illness or from a medical procedure.
In this fast pace world, where we demand things to be taken care then
and there, Stress has become a part of our day to day life. The stress is
subjective and it changes from person to person. An instance which
is stressful for a person may not have much impact on others. The
stress is temporary. Our body is expected to return back to normal
state. If the body is continued to stay in stress, it may take a toll,
which may result in various illness and health issues over a period of
time. Stress can be helpful sometimes, it is believed that our senses
are heightened which can help avoid any accidents or meet deadlines
by keeping our mind focused to overcome the after-effects which
may arise due to our ignorance. Even Pre- school teachers are not
exempted. The study aims to know about the reasons for stress and
the stress management techniques among Pre-school teachers.
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Causes of Stress
•  Occupational demands
•  Heavy Workload
•  Career concern
•  Work Under-load
•  Poor working conditions
•  Roles and Responsibility given
•  Frustration
•  Body Pain
•  Personality
•  Peer-pressure
•  Lack of discipline among learners
•  School Environment
•  School Management practices.

Types of Stress
 There are different types of stress. They are mentioned as follows.
 Acute Stress: It is the most basic and a frequent form of stress. It is our body’s most immediate
reaction to a new challenge, and it fasters a  ight response. It is also a kind of alertness when we
exhibit when taking a task, which can be as simple as riding a vehicle. The Acute stress will not
exhibit any lingering effects. Severe acute stress may result in post- traumatic stress disorder.
 Episodic Acute Stress: When a person experiences an acute stress frequently, it results in acute
episodic stress. Negative effects may be persistent in people with episodic acute stress.
 Chronic Stress: If the acute stress is not resolved and begins to increase or last for long period
of time, it begins a chronic stress.

Stress Management
 Stress is unique to every person and can also cause a chain reaction. Men and women who work,
show their work stress, as anger in front their family members and stress caused because of their
family situations or personal reasons might be re ected in their work. Like stress, their impact
on a person may also differ. Some people faint, some have headaches, insomnia, anger, changes
in bowel moment, constipation etc..,R Managing stress is much needed requirement for today’s
generation. For a happy and a peaceful life, stress management comes to the rescue.

Following methods can help to manage and relieve stress among Pre-School Teachers
•  Disconnect from school related activities at home
•  Do not work overtime
•  Try not to be perfect every time
•  Once a week, take time to plan your work for the entire week.
•  Have a relaxed sleep, or quick naps if required
•  Enjoy being with students
•  Regular exercise and training
•  Focused thinking
•  Balanced diet
•  Meditation and Yoga
•  Control your anger
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Objectives of the Study
•  To study the various causes of stress among Pre-school teachers.
•  To examine and suggests stress management techniques for pre-school teachers.

Scope of the Study
 The scope of the study is limited to 50 pre-school teachers from 5 schools in Tambaram.

Research Methodology
 Data collection: Primary data and Secondary data. Primary data is collected through questionnaire
and the secondary data includes books, journals, research papers and internet.
 Study Location: Respondents were selected from Tambaram area.

Sample Size: 50 Pre-school teachers from 5 schools.
Sampling Method: This study was conducted by convenience sampling method.

Table 1 Causes of Stress
Particulars Rank

Work Overload 1

Job insecurity 2

Poor Working Conditions 4

No Participation in decision Making 7

School Environment 6

Peer & Pressure 5

Additional duties 3

 From the study, it is inferred that Work overload (95%) holds the top ranking among the causes of
stress. While the Job insecurity (87%), Additional Duties (80%), and the Poor working conditions
(74%) holds the 2nd, 3rd, 4th ranking for the cause of stress among Pre-school teachers. Peer &
pressure, school environment and no participation in decision making were also one among the
reasons for stress.

Table 2 Stress Management Techniques Adopted
Particulars Rank

Taking some “Me” Time 1

Physical exercise 5

Yoga & Meditation 6

Interacting with family members 3

Carry out hobbies 7

Balanced diet 4

Sleep 2

 From the respondents, it is found that most of them prefer some “Me” time (83%) and sleep
(77%) to get relieved from stress. They also interact with family members (75%) at the end of the
day, and also have a balanced diet (60%) to take care of their health.
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Research Findings & Conclusion
 From the demographic pro le, only females are preferred for the role of Pre-school Teachers
and most of them belong to age group of 18 -30. Majority of the respondents are unmarried (60%)
and the rest of them are married (40%). Most of the Pre-School teachers (44%) feel it is highly
stressful for them because of factors like the poor working conditions, overtime, Additional duties,
imbalance in maintaining the harmony between family and work and peer-pressure. In certain
cases, responses include exploitation, forced to work overtime were also the reasons for Stress.
Even though they are quali ed teachers, they felt they were not paid enough. The prime reason
which causes stress, should be eradicated rather than concentrating only on the stress management
techniques. Hence forth, School management should revise the salaries for Pre-school teachers on
a yearly basis considering their performance with a good hike.
 Many of the respondents were aware about the bene ts of the adopting techniques like yoga
and meditation. But they do not spend enough time to relieve their stress by doing so. Awareness
programs can be conducted to encourage Pre-school teachers to take up the practice of yoga and
meditation in their day to day lives. The management must take several initiatives to timely interact
with staffs and help the Pre-school teachers to advance and stabilize their career, for a stress free
work environment, which can bene t both the institution and the teachers as well.
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Abstract

Digitalization means a paperless transactions and usage of technology in the  eld
of Banking,  nance and corporate bodies. Create a easy mode of operations within
less time usage and make customer to feel more satis ed.

In this research an analysis about usage of plastic money, Net Banking and Online
Transactions its bene ts and drawbacks are focused.

Digitalization enables to increase the productivity and gives the strength to any
economy to manage with fast growing competitions.Its impact in the  eld of banking
and  nance enables the customers to have their transactions within no time and
also an easy and direct access to their accounts, it helps in reducing congestion in
bank work.

Digitalization – Cash less transactions not only makes easy transactions but
also helps in getting authenticated and formal transactions which serve as a
documentation. It helps to curb corruption and the  ow of black money which
results in an increased economic growth. The expenditure incurred in printing and
transportation of currency notes is also reduced.

Digitalization is much needed because cost associated with accounting and
handling cost is very high. Risk of theft can also be reduced and along with that
government need to keep an alert regarding online scam and identify theft incidents.
Digitalization also helps in reducing the germs transformation.

Introduction
 Digitalization refers to electronic mode of Financial and Banking
operations. It is popularly identi ed as paper less transactions. It is
most needed in the  eld of Banking, Finance, Corporate bodies and
Business Entities. This digitalization is most needed so as to meet the
international transactions and standards.
 The main objective of the analysis is to know how digital era is
bringing changes in money  ow in the economy and how bene cial
towards the economic improvement. Because of digitalization
government can get direct  nancial data which helps in framing
better  nancial plans and policies regarding developmental activities,
Improvement and Innovations in the  eld of energy, management,
housing and transportation.
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Steps towards Digitalization
 India’s emerging  nancial policies like Pradhan – Mantri- Jan- Dhan Yojana shows the
qualitative results of digitalization, where in a public can have Direct access to insurance, credit
and pension facilities and channelizing of all government bene ts directly into the bene ciaries
through their bank accounts. In addition the RBI has introduced UPI (Uni ed Payment Interface)
in order to encourage digital money transfers, where in the person with a valid Bank Account can
transfer funds and make payments without waiting for crucial bank or credit/debit card information.
Financial policy makers are looking at UPI as a critical  nancial inclusion tool, which can bring
greater success for the concept of Digitalization and make cashless transaction as one of the popular
model. It has potential to up bring the  nancial sector to the next level.
 With the increase in smart phone users, internet users, the Digital India focuses on payment
infrastructure and ease banking transactions. The government has outlined its vision in this regard
and highlighted three core areas namely – setting up of proper infrastructure facility to each and
every citizens, provision of services on demand and governance and lastly digital empowerment of
the citizens. The government has already allocated INR 10000 crores towards the project of Digital
India. It also planned to launch a Digi Gaon initiative which will provide tele medicines, education
and skills through digital technology, there by full  lling all goals of Digital India.
 In India we have 47% Unbanked population. Digital platforms are likely to deliver  nancial
services to both the unbanked and under-banked population, especially in rural/ remote regions,
at a low cost and subsequently increase digital  nancial access among the country’s population. It
could also give banks an opportunity to spread the costs or investments in technology over a much
larger base and increase the utilization of existing technology.

Impact of Digitalization in Banking and Finance (SBI)
 Digitalization in US resulted in 0.1% increase in GDP (2011-2015) with an amount of U$296
savings and in Singapore savings up to S$400 with an increase in GDP up to 0.1%, which inspired
the countries like India to introduce Digitalization.
 At present one can see the major changes happening in the  eld of Banking sector through net
banking, online payments like Phone pe, google pay, RTGS. NBFT etcIn union Budget Finance
Minister Smt. NirmalaSitaraman announced steps to promote digital transactions.
 SBI announced waiver off service charges for RTGS (Real Time Gross Settlement), NEFT
(National Electronic Fund Transfers), and YONO (You Only Need One) App from 1st of July
2019. The country’s Largest Lender IMPS – Immediate Payment Services waived off charges from
August 1st 2019.
 Waiving off the aforementioned charges is aimed at giving a boost to the movement of digital
funds and attract the customer to the digital transactions.

Statistics
 State Bank of India has largest network in India with 22010 Branches and an ATM/CDM
network of over 58000. In this Bank there are more than 6 crores Net Banking Users and 1.41
crores Mobile Banking Services. By latest Banks have reduced 20% charges for NBFT and RTGS.
 There are 25 million users of Google pay in India (every month transactions) and 1.2 million
business on platform. 100 million users of phonepe and consistent growth is seen as per recent
survey.
 251 million users of Electronic Banking Transactions, 1.4 billion credit card users and 3.3 billion
users of Debit card users can be noticed. India’s digital lending stood at US$75 billion in Financial
Year 18 and is estimated to reach US$1 trillion by Financial Year 2023 driven by the  vefold
increase in digital disbursement.
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Electronic (Digital) Banking Users

Year 2016-17 2017-18 2018-19

% of Users 88.9 92 92.6

Digitalization and Economic Growth
The report of central theme of the recent report on Economic outlook for Southeast Asia, China

and India’  indicates that ICT (information and communication technology) services embodied in
manufacturing and services account for a considerable increase in the value of exports from China,
India and other Asian nations.
 Improved telecom and Internet penetration, availability of skilled manpower for providing IT
services, entrepreneurship exhibited in building ICT start-ups, along with government embracing
ICT in its operations and services are enabling India to play a signi cant role in the digital economy.
 The digitisation embodied in manufacturing and services improves ef ciency, total factor
productivity, spill-over effects, transparency and accountability. For example, e-commerce has
improved logistics and supply chains; digital payment services have provided  exibility and
transparency; digital identi cation services have enabled de-duplication and prevention of fraud;
and digital learning platforms have augmented literacy. Though India pioneered offshore IT
services to contribute to exports worth $150 billion, it is this wave of digitisation that has brought
ICT services to the domestic market at large.

Conclusion
 Digitalization is much needed for developing countries like India because of increase in working
population and growth in earning capacity which is creating Demand for it. Mobile banking, Net
Banking and extension services at ATMs are improving operational ef ciency. Digitalization in
the  eld of Banking and Finance is creating healthy business fundamentals and development of
industries.
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and Of ine Parlour Services
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Abstract

As online marketing e commerce are trending in the market opportunity arose for
the service sector too.

Many organization launching there e portals and website to connect with the
customer and market their goods and services.

Among the trending digital marketing in service sector ola cabs,Uber cabs, swiggy,
zomato and urbanclap are the live examples

My main focus of study is on comparison between online and of ine parlour services.

From this study it was clear that the online parlour service is at growing stage and
of ine parlour is in maturity stage according to product life cycle concept.

Introduction
 Digital marketing gave an opportunity to many business to grow
and expand. Even service oriented business are establishing digitally
to expand and get recognized globally among such business units
urbanclap saloon at home (beauty parlour services) is one among the
many digital marketing sites.
 Online beauty care services are established by providing websites
to the customer to choose the service and the date of service to be
rendered at their convinient place where service provider to along
with the tools and necessaries to render services. Of ine beauty
parlour service are nothing but local parlours near to the residence
where we should go to get service done. Difference between of ine
parlour and online parlour service.

OPEN ACCESS

Volume: 7

Special Issue: 1

Month: August

Year: 2019

P-ISSN: 2320-4168

E-ISSN: 2582–0729

Impact Factor: 4.118

Citation:
Yadav, Ravula
Asmitha. “A Study
on Comparison of
Customer Preference
between Online Parlour
Website Services
and Of ine Parlour
Services.” Shanlax
International Journal of
Commerce, vol. 7,
no. S1, 2019, pp. 17-19.

DOI:
https://doi.org/10.5281/
zenodo.3371263



National Conference on “Modern Marketing in Digital ERA”

18

Nature Of ine parlour Online parlour

Comfort levels
High as we know the parlour and
artist from before it seems to be
friendly.

Low as every time you book different
persons may approach for providing
service.

Price of services
Expenses are low compare to
online parlour service.

Expenses are high comparatively.

Pre booking
Pre booking is not necessary  rst
come  rst service policy is opted in
of ine parlours.

Pre booking is must that too in advance
because service providing professional
slots may be full so 2 days before booking
is must.

No Waiting
Customer needs to wait if the artist
is already involved with other
customer.

No waiting as artist will only come to
provide service to customer on scheduled
time

Trust issues

Customers feel satis ed and happy
to go to parlours as they have trust
on the artist and their work and
establishments.

Customers may be doubtful about the
artists service as they may not know the
artists and their work.

Security issues

Customers feel safe and secure
to get the services done as they
have established relations with the
regular parlours and their identity.

Customers may not feel safe and secured
to get the service done by the artist and
also their visit to home may also be
unsecured any crime or theft can happen
on the name of service.

Awareness

People are aware of their local
beauty parlour through their friends
neighbours posters etc., and also
their existence and functioning

People are not much aware of the online
website providing parlour service at
home and their access and functioning
procedures and details it is a major
drawback for their business.

Literature Review
1.  A Study on the Service Quality Attributes of Parlour Service Employees and Their Contribution

to Customer Satisfaction in the Beauty Care Service Industry (2017)
2.  Customer Attitude towards Beauty Parlour-A Study on: Persona - (2014)

Research Methodology
Sample Size
 The project data is collected on information from 100 respondents who are the customers of
parlour, online parlour, users of cosmetics and grooming tools.
Sampling Techniques
 The sampling technique adopted was the convenient sampling technique for the consumers. The
respondents for the study were chosen following the random sampling method.
Sources of Data Collection
 The data collected for the study included primary and secondary data.
1. Primary Data
 Primary data is the original data collected specially for the research. The method used to collect
primary data is structured questionnaire.
2. Secondary Data
 The secondary data for the study was obtained from
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•  Websites
•  Online journals

Tools used for Analysis
The researcher adopted these tools for analysis:
•  Percentage analysis

Findings
1.  36% of respondents visit beauty parlours more than thrice and 17% visit parlour twice in six

months
2.  71% of respondents have not experienced online parlour websites service at home where as

17% respondent say it was good experience.

Observations
•  Consumer reaction suggests that parlour is still market leader among all its close counter parts

in the beauty and grooming segments it holds as maximum respondents opted beauty parlour
compare to other segments.

•  The factors like best quality, best price, comfort, full satisfaction and friendly nature attracting
the customers more towards parlour than cosmetics, tools and online parlour services.

•  Consumers are not showing that kind of craze in online parlours i.e., salon at home, urban clap
services at present.

•  Probably it could be because of the in uence snatched by parlours near to home, known
parlours and also customers have trust issues, security issues and ignorance of online parlour
service so that they are not showing interest.

•  Celebrities also affect the brand. Parlour is having the regular importance and need but online
parlour service recently started its endorsement using celebrities so that can impact in future.

Suggestions
Online parlour services
•  The online parlour websites must advertise their services in a  easy and attractive manner by

showing how to access and use their service as the study reveals 71% are not aware with online
parlour websites providing services at home.

•  The online parlour services must take appropriate steps to make their position in the market by
providing demonstrations free of cost or at less price and make customer believe that they are
true and best in providing service.

•  The online parlour service providing websites must prefer good celebrities to make their brand
popular and also assure the safety with their service providers.

•  Now they realised the needs and investing much in endorsements using celebrities and clear-
cut advertisement regarding the process of service provided.
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An Analysis of Technology
Acceptance of Electronic
Commerce among Young Age
Group

Kishore Raaj Suresh
Research Scholar, Department of Management Studies
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Abstract

Purpose – This study investigates the consumer’s technology adoption toward
electronic commerce. In addition to the variables perceived usefulness and
perceived ease of use derived from TAM, the study included and tested factors like
perceived cost, perceived risk and social in uence.

Design/methodology/approach – A questionnaire was developed primarily based
on the available scales in the already published literature. All model constructs
requested participants to indicate their perceptions on seven-point Likert-style
responses ranging from 1(strongly disagree), through 3(undecided) to 5(strongly
agree). The data analysis was executed using Smart PLS to test the validity and
reliability of the measurement instrument.

Findings – The study results suggest that consumers attitudes toward e-commerce
are signi cantly impacted by perceived cost perceived and social in uence and an
extended TAM model framework was proposed and empirically tested using the
data collected from the survey.

Managerial Implications – The study gives electronic commerce  rms vital
indications on to not only focus entirely on the quanti able utility of their services
but also every other factor in uencing use. They should, also, try to give users
the cost the social in uence factor more and thereby focusing on the loyalty of
thecustomers.

Originality/value – This is one of the few studies which includes variables like
perceived cost and social in uence factors in an emerging economy context by
using the extended Technology Adoption Model framework.

Introduction
 Electronic commerce is about core business activities that involve
purchasing and selling services, products and data online. The term
e-commerce is coined to denote a wide range of online business
processes for goods and services. E-commerce is the deployment of
electronic communications and digital data processing technology in
business activities to build, alter and reanalyse relationships to add
value between organisations and individuals.[12] Malhotra (2014)
 Electronic commerce (e-commerce), which is a part of the
information technology revolution is used widely in world trade
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generally and especially  in the Indian  economy.  Due to the  tremendous  progress in technology,
methodologies for business transactions have underwent change.  India being one ofthe fast adaptors
of technology, is getting used with the current scenario of electronic data exchanges and has taken to
e-commerce. India is exhibiting considerable development in E-commerce. The cheap availability
of the PC and the increasing usage of the Internet are some favourable factors. Awareness about
the opportunities offered by e-commerce has increased amidst the business communities prevalent
in India. [13] Malhotra (2014) Kaur and Kaur(2015a)
 The e-commerce market in India has increased by 34 percent in the past seven years. It was
estimated to be about USD 600 million in 2011-12 and is anticipated to reach USD 9 billion by
2016 and touch USD 70 billion by 2020.

Challenge Faced in E-Commerce are
1.  Indian customers are more likely tore turn much of the products they buy over the internet.
2.  Inmostcases, Cash on delivery is preferred by the customers.
3.  Payment gate ways have got a high failurerate.
4.  Internet penetration isless.
5.  Feature phones still dominate. [14] Kaurand Kaur (2015b) Panigrahietal. (2016)
 This study focuses on analysing the main factors that may block or enhance the adoption of
electronics in the Indian context. This research aims to rede ne the relationship that exists between
crucial background factors before the idea of adoption of electronic commerce, stressing to assess
the sole aim of adopting this service by current Indian users of mobiles. This study contributes to
research on consumer behaviour, where many authors, through various models and factors, have
tried to elucidate the action of individual people in the face of technological innovations. The
current study makes use of the TAM theory as a beginning point to answer the questionproposed.

Review of literature
 TAM was employed for empirical validation, and our results showed that all variables except
perceived ease of use affected users ’ behavioural intent considerably. Of all, the compatibility had
the most potent in uence. Also, a striking, and the somewhat sceptical  nding was the excellent
impact of perceived risk on behavioural intention to use. [1] Yang (2005)
 The study applies the Technology Acceptance Model (TAM) to probe into factors affecting
Singapore- ansÕ attitude toward this arising mobile technology and applications. Most of
the positive relationships between PU, PEOU, AT, innovativeness, adoption behaviour, and
demographics are backed up by the empirical data. Findings also strengthen the applicability of
TAM and its extension to analyse M-commerce adoption. [2] Wu and Wang (2005)
 This paper investigates how the warmth of humans and amiability can be consolidated using
theweb interface to positively in uence the attitudes of customers towards online shopping. An
empirical study was carried out to explore the effect of different levels of socially rich text and
picture design elements on the discernment of online social presence and its consequent impact on
antecedents of attitudes towards websites. Higher levels of discerned social presence are found to
positively in uence the perceived bene t, trust and amusement of shopping websites, heading to
more and more approving consumer attitudes. [3] Hassanein and &amp; (2007)
 This article consolidates the quality of e-shopping, enjoyment, and trust into a technology
acceptance model (TAM) to perceive consumer acceptance of e-shopping. E-shopping quality
for clothing products comprises of four dimensions: web site design, customer service, privacy/
security, and  nally atmospheric/experiential. Consumer discernments of effectiveness and attitude
toward e-shopping impact intention to shop online whereas perceived ease of use does not impact
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attitude toward e-shopping. Shopping pleasure and assurance play crucial roles in the adoption of
e-shopping by consumers. [4] Ha and Stoel (2009)
 Perceived usefulness (PU), was identi ed to be the most signi cant factor which might affect the
intention of Internet shopping. Consumers are widely impacted by the effectiveness of the products
instead of its ease of use, and this research supports that. Perceived ease of use (EOU) had a  good
in uence on the Internet shopping intention, but not so effective like the usefulness predictor.
Perceived enjoyment (PE) as well as subjective norms (SN) are Emphatically associated with the
intention yet partially. [5] Mandilasetal.(2013);AgrebiandJallais(2015)
 The study aims to examine the key factors that impact users ’ behavioural intention to make use
of e-commerce transactions by empirically exploring the causal relationship that prevails between
perceived security and privacy, perceived risks and perceived trust with behavioural intention to
deploy e-commerce. Findings of Structural Equation Modelling (SEM) elucidate that perceived
security and privacy and also perceived risks have got an important relationship with behavioural
intention, while perceived trust ex- habits contrary result. [6]
 This research aspires to suggest an extended Technology Acceptance Model (TAM) that will
furnish better apprehension of the acceptance of purchasing via smartphones. The structural model
analysis has underlined two differences that exist between the pro les of two individuals. The  rst
difference is the favourable and vital impact of perceived enjoyment on the intention to make use
of smartphones to buy products since it is only signi cant among the buyers. The second difference
is the effect of satisfaction on the intention to use smartphones for shopping, which is signi cant
only among the purchasers. Managerial suggestions are discussed further. [7] Hidayah et al. (2015)
 The outcomes of this study indicated that factors like ef ciency, system availability,
ful lment, privacy, satisfaction, trust and commitment directly or indirectly impact the loyalty
of m-commerce customer in Malaysia. Fascinatingly, most substantial in uence on satisfaction
is made by ef ciency,which in turn impacts customer loyalty. Furthermore, commitment has
a more signi cant effect on customer loyalty when compared to Satisfactionandtrust.Thisre
searchbecomesapartofcustomerloyaltyresearchstreambyconsolidatingservicequalityandrelat
ionshipqualityconstructsinthee-commercecontext.[8]OnnandSoon(2015) This study uses an
extended technology acceptance model (TAM) and the theory of diffusiono nnovations(DOI)
toperceivetheintentiontousemobilecommerceapplicationsforpurchasingpurposes.
 The variables - perceived pleasure, perceived risk and personal innovativeness were included
in the original model. The price sensitivity criterion was forecasted using the variables - perceived
risk, personal innovativeness, satisfaction and the intention to employ. Outcomes of this research
show that personal creativeness and perceived risk have got a signi cant role in determining
the intention to use mobile shopping applications. Customers who are very innovative and
with a higher purpose to use mobile shopping applications are seldom sensitive to price. [9]
Natarajan et al. (2016)
 The formulations of TAM,  perceived ease of use (PEOU) and perceived usefulness (PU) were
foundto be chie y explored by researchers. Besides, other constructs like perceived risk, perceived
enjoyment, personal innovativeness, self-ef cacy, trust, security and perceived cost have been
extensively examined. The rapid rise in the usage of mobile applications is one of the primary
reasons behind this.  Usersarenow more conscious about their privacy and security while carrying
out transactions on their mobile devices. [10] Chhonker et al.(2017)

Theoretical Background and Hypothesis Development
1. Theoretical background Technology Acceptance Model (TAM)
 Koufaris (2002) assessed the other literature in TAM and  gured out that the TAM can be
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employed to analyse the attitude of customer toward e-commerce and its impacts and the acceptance
to shop online.   This attitude is in uenced mainly by two factors:  usefulness of e-commerce and
ease ofuse of e-commerce. Forusefulness the customer wishes to get many advantages from an
online purchase like saving money, time and the comfort of selecting from a wide range of products
or services. For  Ease of use, which is concerned to obtain the stated bene ts, the customer must be
capable of doing the following tasks effortlessly: data search, ordering and making use of customer
services. ( Makame et al., 2014; Alam et al., 2011; Sebora, 2009). This study states that customers
who think that purchasing over the internet is useful and those people who are capable of doing it
quickly, adopt e-commerce. This results inthe followinghypotheses:
 H1: Perceived usefulness in uences e-commerce behavioural intention favourably.
 H2: Perceived ease of use impacts e-commerce behavioural intention positively.

2. Perceived risk and e-commerce behaviouralintention
 This is one of the signi cant constructs in e-commerce research; it denotes the degree of
customer believes that the employment of e-commerce is not secure. Perceived risk is a blend of
Information Misuse, Failure to Gain Product Bene t and Functionality Inef ciency Risk (Glover
and Benbasat, 2011). When customers purchase from the web, they furnish their personal and
 nancial information. There is prob- ability that both the information is given to the network
might be misused. Furthermore, during online Shopping the customer might face challenges
such as the purchased product may not ful l the expectations because the customer did not check
properly beforehand. The most common problem is the delay in delivery. The customer can also
face dif culties like  nding, choosing, ordering, paying, receiving, returning, exchanging, and
maintaining anything purchased via e-commerce (Glover and Benbasat, 2011; Pavlou, 2003;
Miyazaki and Fernandez, 2001; Pavlou et al., 2007). As regards to our research, consumers who
trust that the level of perceived risk is less are more likely to adopt e-commerce. This forms the
following hypotheses:
 H3: Perceived risk has a negative in uence on e-commerce behavioural intention

3. Perceived Cost and E-Commerce Behavioural Intention
 According to behavioural decision theory, the perceived cost (PCST) pattern is crucial to
perceived usefulness as well as perceived ease of use. As Chen et al. pointed out, consumers must
put up with non-negligiblepriceswhileswitchingbetweenvariousbrandsofgoodsorrelatedservicesin
different markets [5]. Changing from wired electronic service stomobile commerce costs some
additional expenditure. Equipment costs, access cost, and transaction fees are the three signi cant
elements that make mobile commerce use more costly when compared to wired electronic services.
Besides, disappointing experiences like slow connections, poorquality, out dated content, missing
links, and defects have frustrated online users [7]. It is true that perceived cost has got a signi cant
impact on behaviour alintention [13]. This leads to the following hypothesis:
 H4: Perceived cost impacts e-commerce behavioural intention in a positive way.
 P. Luarn and H. H. Lin, “Toward an understanding of the behavioural intention to use mobile
banking,” Computers in Human Behavior, vol. 21, 2005, pp. 873-891.
 J. H. Wu and S. C. Wang, “What drives mobile commerce? An empirical evaluation of the
revised technology acceptance model,” Information and Management, vol. 42, 2005, pp. 719–729.
 D. Gefen, E. Karahanna, and D. W. Straub, “Trust and TAM in Online Shopping: An Integrated
Model”. MIS Quarterly, vol. 27, 2003, pp. 51-90.
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Social In uence and E-Commerce Behavioural Intention
 SI is stated as the extent to which an individual perceives how signi cant others believe he
or she should make use of the new system (Venkatesh etal., 2003). SI as adirect determinant of
BI is constituted as subjective standard in theory of reasone daction (TRA), social elements in
the model of PC utilisation (MPCU) and image in innovation diffusion theory(IDT).Though they
have different labels, every construct has got the explicit or implicit belief that the behaviour of
individuals is affected by the way in which they think others will them as a result of using the
technology. The construct of SI has been employed by researchers to probe into customers’ usage
intention of technologies linked to the internet, online purchases, online banking, mobile chat and
mobile banking (Amin, 2008; Kleijnen et al., 2004; Nysveen, 2005; Venkatesh et al.,2012).
 H5 : Perceived cost will have a positive effect on e-commerce behaviouralintention

Figure  1:  Proposed Research Model
Fig. 1. Research model
Source: Author

Research Method
 The research methodology involved two steps: qualitative AND quantitative research. Qualitative
research was conducted with a sample of 20 people. To notice the defects of the INSTRUMENT.
The secondperiod of the of cial research was carried out as soon as the question was edited from
the test results. Respondents were selected by convenient methods with a sample size of 140 people
(88 males and 52 females).Theirageswerefrom18to30yearsold,andallwereuniversitystudents.
 The survey replied by respondents is the core tool to collect data. The questionnaire contained
questions about the technology acceptance of the customer concerning the usage of e-commerce.
 The survey was conducted on JULY 09, 2019. Data processing and statistical analysis software
is used by SmartPLS. The reliability and validity of the scale were tested by Cronbach’s Alpha,
Average Variance Extracted (Pvc) and Composite Reliability (Pc). Followed by a linear structural
model, SEM was used totest the researchhypotheses.

Results
 Structural Equation Modeling (SEM) is used in the theoretical framework. Partial Least Square
method can handle many independent variables, even when multicollinearity exists. PLS can be
implemented as a regression model, predicting one or more dependent variables from a set of one
or additional independent variables, or it can be implemented as a path model. Partial Least Square
(PLS) method can associate with the set of independent variables to multiple dependent variables.
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Consistency and Reliability
 In this re ective model, convergent validity is tested through composite reliability or Cronbach’s
alpha. Composite reliability is the measure of reliability since Cronbach’s alpha sometimes
underestimates the scale reliability. Table 2 shows that composite reliability varies from 0.876 to
0.900, which is above the preferred value of 0.5. This proves that the model is internally consistent.
Tocheck whether the indicators for variables display convergent validity, Cronbach’s alpha is used.
From Table 2, it can be observed that  all the factors are reliable ( >0.60) and Pvc>0.5.

Table 1  Reliability Table

Cronbach’s
Alpha rho_A Composite

Reliability
Average Variance
Extracted (AVE)

E-commerce Behavioural 0.881 0.885 0.926 0.807

Intention

Perceived Cost_ 0.888 0.9 0.917 0.69

Perceived Ease of Use 0.847 0.873 0.891 0.623

Perceived Usefulness 0.897 0.907 0.928 0.764

Percieved Risk 0.855 0.886 0.904 0.706

Social In uence_ 0.847 0.885 0.907 0.766
Source: Author

Structural Equation Modeling (SEM)
 SEM results in the  rst showed that the model is compatible with data research. The behavioural
intention is affected.by perceived usefulness, perceived ease of use perceived cost and social
in uence. The perceived risk is notrelative with customer behaviour alintentionas Table 3 (Fig.2).
 Fig. 2. Structural Equation Modeling (SEM) in the  rst

Source: Author

Structural Equation Modeling (SEM)i
 SEM results showed that the model is compatible with data research: SRMR, d ULS value is
below 0.08 (Fig. 2 and Table 3 ). Table 3

 Figure  2  SEM Results



K.S.R. COLLEGE OF ARTS AND SCIENCE FOR WOMEN, Tiruchengode, Namakkal

National Conference on “Modern Marketing in Digital ERA”

26

Table  2  SEM Result Beta Values

E-commerce Behavioural Intention

Perceived Cost_ 0.238

Perceived Ease Of Use 0.222

Perceived Usefulness 0.216

Perceived Risk 0.089

Social In uence_ 0.157

Table  3  Model Fit Criteria

Saturated Model Estimated Model

SRMR 0.054 0.049

NFI 0.903 0.886
Source: Author

In bootstrapping, resampling methods are used to compute the signi cance of PLS coef cients. The
output of signi cance levels can be retrieved from the boot-strapping option. Table 4 shows the results
of hypotheses testing; all the t values above 1.96 are signi cant at the .05 level.  Hypotheses H1, H2,
H4 and  H5 were supported. The results indicated a positive ( β = 0.238 ) and signi cant (p <0.05)
association between perceived cost and behavioural intention (Table 5).
 OuterLoadingswerehigherthan0.5(P<0.05),sotheyaresigni cant Outer
 Weights were lower than 0.05 (P <0.05) so they are supported Table 4

Table  4: p-values

Original
Sample

(O)

Sample
Mean
(M)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|) P Values

PerceivedCost_->
E-commerce 0.238 0.24 0.03 7.835 0

Behavioural
Intention
Perceived Ease of Use -> 0.222 0.226 0.041 5.362 0
E-commerce
Behavioural
Intention
Perceived Usefulness -> 0.216 0.215 0.044 4.905 0
E-commerce
Behavioural
Intention
Percieved Risk ->
E-commerce 0.089 0.089 0.032 2.813 0.005

Behavioural
Intention

0.157 0.154 0.033 4.809 0
E-commerce
Behavioural
Intention
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Conclusion
 The study results suggest that consumers attitudes toward e-commerce are signi cantly
impacted by perceived cost perceived and social in uence and an extended TAM model
framework was proposed and empirically tested using the data collected from the survey.
Seeing the vital role of social in uence  and price saving factors it is suggested that the
marketers should focus on af liation marketing approach, which enables them to attach with
the customers and should concentrate on offering various cost-ef cient deals to save money
and make a win-win situation. The above  ndings can provide useful insights for marketers as
considering the basic constructs of technology acceptance can be cooperative in developing
and  ltering new technologies which can lead to the high acceptance of e-commerce apps among
students. This study also subsidises to the existing literature by giving new insights into the factors
affecting the adoption of apps among the travellers

Managerial implications Limitations and Suggestions for Further Research
 Theoretically, this research unlocks new ways to examine the use of technology in the commerce
industry,andtheresultsmaydirectacademiciansinformingtheirfutureresearchmodelsinmoreef cient
ways. The study gives marketers an idea of purchase expectations from the apps and electronic ways.
Marketerstendtoemphasisentirelyonthequantifiableutilityoftheirapps,ignoringeveryotherfactor
in uencing use. Our results propose that there is a signi cant impact of consumers habit on personal
technology use when they face a varied environment and ever-varying and therefore, target audience
habit must be analysed before creating the technology platform. We recommend examining different
phasesofshopping,likebeforeandduringthepurchasetodeterminehowwellsuchassociationshappen in
other  nancial prudence. It can also be a well-meant pursuit in the upcoming to focus on shopping
places andtime.
 Besides the implications, this research has some limitations. The scope of this research has some
limitations which apply to how broadly its outcomes can be applied. These limitations must be
acknowledged to add context to the conclusions from the research results. Firstly, this questionnaire
used in this research was answered by respondents studying in university only. According to the
result of this research and the limitations above, further research may consider the following points:
 This research’s result is applied only to Pondicherry University. The same  ndings may not
occur in other places because of culture di ff erences. Further research could apply the  ndings of
this thesis as an example to the Internet market in other countries. In addition, to get a clear picture
and better understanding of customer loyalty, further research may investigate other factors such as
the impact of cultural differences on different countries. Future research may also study different
and additional variables that could in uence customerloyalty.
 In brief, the  ndings of this research provide direction for e-commerce  rms to determine which
attributes to focus on enhancing overall customer behavioural intention. The research has value
because it proposed and justify a theoretical model to explain customer behavioural intention to
accept e-commerce in the context of Pondicherry University.
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Abstract

India is one of the largest markets for smart phones and mobile apps, which is why
local brands are changing their strategy from mobile-also to mobile- rst. Banks
and payment gateways will soon follow the same approach for their cashless
transactions, and mobile will play a big role towards the Government of India’s
“Cashless India” initiative — a major step towards making India a digitally
empowered and cashless economy. In this white paper, we will explore the role of
mobile in Indian and global cashless economies, identify ways to conduct cashless
transactions, address potential security challenges, and discuss best practices for
writing secure code for mobile apps.

Keywords: Cashless, Mobie, Payment, Transactions, Security.

Introduction
 Digital India is the  agship programme of the Government of
India. It was launched on 1st July 2015 by Prime Minister Narendra
Modi, with a vision to transform India into a digitally empowered
society and knowledge economy. “Faceless, Paperless, Cashless” is
one of the professed roles of Digital  India.  Major  progress towards
this goal was made in late 2016, when the government took steps to
demonetize the country. Now, even small retailers and shop owners
are using cashless models like Pay tm for transactions. A cashless
economy is one in which all transactions are made using credit/
debit cards or digital devices (e.g., point-of-sales machines, digital
wallets, etc.), and the circulation of  liquid money or  paper currency
is minimal. In this economy,  a third-party such as the government
or a public/private sector bank possesses an individual’s money and
can circulate that money whenever it is not needed by the individual.
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Merits of a Cashless Economy
 Some of the merits of a cashless economy are listed below, going through these you will realize
how signi cant this initiative is and how it will shape the Indian economy in a positive way.
1.    It boosts the economy because the cost of making and handling paper money is quite high.
2.    It reduces the terrorist activities, as most of the terrorist activities are fueled by the black money

in hard cash.
3.   This  aids the environment, as no trees are cut for printing of paper money.
4.   Reduction in crime  rates. Crimes with  nancial motives are rare in cashless economy. An

instance of this has been seen in Delhi recently when the government pulled out high value
notes.

5.    It is the medicine for fake money problem. No cash simply means any fake cash.
6.   Adherence to labour laws can be achieved, as now labours will be paid in their bank accounts.

Demerits of a Cashless Economy
 Every initiative has a lop side also, some of the demerits of cashless economy with respective
to India are given below. In the later part of this article we will talk in detail about the challenges
related to cyber security, individual’s  nancial data, and online banking fraud which a cashless
economy can face.
1.  No cash in hand. Always a dependency on your card or bank system connectivity.
2.    Major part of Indian population is not  educated  about  banking systems, speci cally about the

digital aspect of it. Hence they may resist making online transactions.
3.    Automation and online transactions will cut down large number of jobs.
4.    India is dominated by small retailers and they don’t have enough resources to invest in electronic

payments.
5.    Increase in cyber crimes and online banking frauds.

How Will Mobile Play a Signi cant Role in the Cashless India Initiative?
 India has shown a rapid growth in the Smartphone  market  worldwide,  with around 27.5 million
devices sold in the second quarter of 2016, up by 17 percent from the previous quarter (according
to IDC). This growth in sales is paralleled by an equally enormous growth in the number of mobile
internet users in India. According to  a  report  by  the Internet  and  Mobile Association of India,
India was estimated to have 371 million mobile internet users as of June  2016.  As  per  the  recent
study  on the Growth  of  the  Indian  Mobile  App Market, application downloads in India increased
from 1.56 billion in 2012 to 9 billion in 2015. It also says that Smartphone users  in  India  have
the  highest Smartphone  usage rates globally, with an average of 3 hours spent on their devices
(for comparison, the average time spent on mobile phone by users in the US is 132 minutes). These
numbers tell us that smart phones and mobile apps are already getting into the DNA of the Indian
population. It is impossible to imagine a life today without smart  phones.  Mobile  apps  assist
us  in every aspect  of  our  daily routines, from communication and navigation to shopping and
entertainment. Taking a cue from this market trend, big brands are moving from mobile-also  to
mobile- rst  strategies around their products and services. For example, brands like Quikr, Olx,
Uber, and Flip kart now advertise their presence on mobile devices  rst. As such, we can assume that
mobile will take a front seat when it comes to implementing initiatives like Cashless India. Banks
and payment gateway companies have already started leveraging mobile networks as a channel for
extending their existing payment infrastructure because of the reach and easy of access that mobile
offers. Paytm wallet, India’s largest mobile payment service platform, has over 150 million wallets
and 75 million Android-based app downloads as of late 2016. The app enables users to buy air and



31

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

movie tickets, book taxis, recharge their mobile devices, pay various bills, purchase fuel at petrol
pumps, and even shop at small retailers and neighborhood shops. Furthermore, the Government
of India’s additional initiatives like Mobile Seva and reward schemes like Lucky Grahak Yojana
and Digi Dhan Vyapar Yojana are supplementing the use of mobile in a cashless economy. Mobile
Seva provides a fully operational mobile payment gateway, incorporating various channels for
making electronic payments through mobile devices. Government departments and agencies can
integrate the gateway with their applications, so that citizens and businesses can make payments
for various government services through their  mobile  devices. Launched  in  late 2016, Lucky
Grahak Yojana distributes daily and weekly rewards to thousands of retail consumers. Similarly,
Digi Dhan Vyapar Yojana distributes weekly rewards to thousands of small businesses. To qualify
for these rewards, applicants must make digital payments through a Uni ed Payment Interface
(UPI), RuPay, the Aadhaar Enabled Payment System (AEPS), or an Unstructured Supplementary
Service Data (USSD). These initiatives have boosted con dence in digital mediums for payment
services and will likely lead  to increased private sector mobile payment services, as well. The Role
of Mobile in Global Cashless Economies.

Popular Methods for Conducting Mobile
Cashless Transactions
 Cashless transactions via mobile, commonly referred to as “mobile payments,” are generally
de ned as payment services operated under  nancial regulation and performed via a mobile device.
Thus, instead of paying with cash, cheque, or credit card, a consumer can use a mobile phone to
pay for services or goods. Although this  concept  has been in place for a long time, it is only
recently that the technology needed to support such a system has become widely available. There
are numerous enablers in the mobile payment space; the most popular of these models  of mobile
payments are described below.

Mobile Wallets
 Mobile Wallets enable consumers to make 1-click payments via a mobile phone because the
user’s card information has already been stored securely in the cloud. In this model, a consumer
only has to enter their credit card information once. Some of the major players in this space include
Pay TM, Apple Pay, Android Pay or Google Wallet, PayPal, Samsung Pay, Square Wallet, and
Capital One Wallet.

Mobile Banking Apps
 Most of the larger banks offer mobile banking apps on popular mobile platforms like iOS,
Android, Windows Phone, etc. In addition to enabling consumers to view their balance and
transaction history, transfer   money  between   accounts,   and make credit card payments, these
apps also allow consumers to pay their utility bills and generate One-Time-Password (OTP) for
some online purchases. These apps also have some useful features like locating banks or ATMs,
contacting banking personals, changing PINs, etc.

Card-Based Payments
 In this model, retailers offer a mobile app that integrates with payment gateways (e.g., PayPal,
Authorize.net, Secure pay, etc.) and enables consumers to enter their credit card details to make
purchases. The drawback of this model is that when a consumer has to enter details onto a
mobile phone, it can reduce the success rate (conversion) of payments. If a payment vendor can
automatically (and securely) recall a consumer’s  card  information,  it provides the customer with
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a simple click-to-buy experience, which increases conversion rates for additional payments. Most
of the ecommerce   mobile   apps   support   this model.

Carrier Billing
 Consumers can also make purchases on an ecommerce or mobile app using mobile billing, or
carrier billing. Based on a two- factor authentication process involving a PIN and an OTP, carrier
billing charges purchases to the consumer’s account (i.e., the carrier pays the charges and passes
along the charges to the consumer’s next mobile service bill). Since carrier billing does not involve
credit/debit cards or even pre-registering  a  consumer’s  banking details with an online payment
vendor like PayPal, it is a true alternative payment method (and very prevalent in Asia).

Contactless / Near Field Communications (NFC)
 With contactless payment, a consumer inputs their credit card information into their Smartphone
(e.g., Apple Pay), where it is securely stored on the embedded smart chip  for  future use.  When the
consumer wants to make a purchase at a store, they simply hold up their phone to the mobile payment
reader at the point-of-sales (POS) terminal. The smart chip on the consumer’s phone connects to an
antenna, and the POS terminal emits a high-frequency radio wave that facilitates communications
between the reader and the phone. When the phone is in range, a wireless communication protocol
links  the terminal and  the phone,  which exchange information and conduct a secure transaction.
All of this occurs in a fraction of a second. Near  eld communication (NFC) technology works
by bringing together two electronic devices, typically a mobile device such as a Smartphone and
a reader of some kind. NFC always involves one initiator that generates an RF  eld to power a
passive target. In terms of payment technology, the reader is the initiator and the Smartphone
(which contains the credit card information) is the target.

Security Challenges for Mobile Cashless Transactions
 There are a number  of vulnerabilities  in mobile cashless transactions that can be exploited by
hackers and result in the denial or theft of services for consumers, as well as the loss of revenue,
brand reputation, and customer base for vendors. In this section, we will identify some of these
vulnerabilities and explain how mobile app developers and end user/customers can prevent their
sensitive personal information and transactions from being hacked. In the next section, we will
focus on how developers can further prevent these attacks altogether through stronger, more secure
code.

Insecure Public Wi
 Nobody wants to burn their cellular data when public wi  hotspots are available everywhere,
but free public wi  networks are mostly insecure. Unlike your home wi , which is encrypted with
a password (hopefully), public wi  is not. This means you are at a risk from attackers monitoring
your online activity, such as texts you sent and websites you logged into.Wi  uses radio waves, and
radio waves are not direct or sent through a secure physical line. They broadcast, which means that
anyone within range and with the right network snif ng tools can see what you are doing online.
Network snif ng is the process of intercepting   data   packets   sent   over   a network. Snif ng can
be used to capture sensitive data such as login credentials, eavesdrop on chat messages, capture
 les transferred, intercept and modify requests (man-in-the-middle attack), etc. To avoid such
attacks, you should always use OpenSSL, which is provided by most of the websites — including
Google, Face book, and most bank sites. You will know OpenSSL is enabled when the website
URL has HTTPS (versus HTTP).



33

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

 Another security threat from public wi  is the possibility of having your phone infected if
someone else on the same public network has a malware on their phones. To prevent such threats,
you should have good malware   protection   installed   on   your phone. To be safe, use free wi
sparingly on your mobile devices, and never use it to access con dential or personal services (e.g.,
banking or credit card information). Moreover, you should only connect to the known public wi
and always verify the name of a business’ wi  network before connecting to it.

Developers
 You should not allow invalid certi cates. Instead, use SSL certi cate pinning and include an
additional encryption layer over HTTPS. These measures will ensure that your mobile apps are
fully secure, especially if they have mobile payment integration.

Android Repackaging Attack
 Android  has the biggest market share in terms  of mobile  operating  systems,  with more
than 95% in market share in 2016 in India. In Android devices, a common security threat is the
repackaging attack, in which:
1.    Hackers download the binary of a popular mobile app from app markets
2.    Reverse engineer the app
3.  Modify its code or add some malicious payloads
4.   Upload the modi ed app to the app market
 Often it is very dif cult for consumers to tell the difference between the modi ed app and the
original app, as they look and work exactly the same. Furthermore, Android’s signature method
allows self-sign, which make it relatively easy to repackage apps. Once a modi ed  app  is  installed
on the consumer’s mobile phone, the malicious code inside the app can conduct attacks, usually in
the background.

Developers
 To prevent hackers from reverse engineering your mobile app, you should use tools like
DexGuard for high-level code obfuscation.  You  can  also  add  security measures like verifying
the application signed certi cate in code upon app launch.

Interception of OTA Transmission
 Hackers can also intercept data traf c when it is transmitted over the air (OTA) between a phone
and a POS terminal, resulting in security issues like identity theft, information disclosure, and
replay attacks.

Developers
 Countermeasures include (1) only establishing connections with trusted platforms, (2)  using
secure protocols  for connections, and (3) implementing an additional layer of encryption over the
secure connection protocols.

Malicious Third-Party Apps
 Carelessly installing malicious third-party apps on your mobile phone and providing elevated
access rights to them may result into sensitive  information disclosure  and loss or corruption of  le
system and system resources.  Thus  you  should  only  install apps from trusted hosting platforms
and websites, and you should carefully read the app’s instructions before installing it and granting
it permissions.
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Absence of Multifactor Authentication
 Simple password- or PIN-based authentication  does  not  stand  a  chance against the technological
advancements in attacking methods. As CPU processing speeds increase, brute force attacks have
become   a   real   threat.   Developments like GPGPU password cracking and rainbow  tables have
provided  many advances  for  attackers. GPGPU cracking can produce more than 500,000,000
passwords per second, even on lower-end gaming hardware. Similarly, rainbow tables can crack
14-character alphanumeric passwords in about 160 seconds. Using weak passwords or PINs further
empowers such attacks, which is why vendors are increasingly using multi-factor authentication
schemes that require more than one identity credential. Multifactor authentication combines two or
more independent credentials, such as what the user knows (i.e., password or PIN), what the user
has (i.e., security token) and what the user is (i.e., biometric veri cation). The goal of multi-factor
authentication is to create a layered defense and make it more dif cult for attackers to perform an
unauthorized access.

Lost, Stolen or Resold Mobile Devices
 Mobile devices are small and handy, and we carry them with us everywhere. This makes
them vulnerable to theft and loss, which in turn leaves sensitive personal or corporate data open
to exploitation. And if you sell your phone without  rst wiping it, you risk selling all of that
information, too. Once an attacker get access to a lost, stolen, or un wiped mobile device, they can
jailbreak it or make it rooted, which in turn compromises the security layer at the OS level. If your
application is running on a phone that is jail broken, then it can compromise your personal data and
the security of your overall system in a number of ways. Even iOS, which is very popular for its
security capabilities, can be exploited in a number of ways when jail broken:
1.   The keychain in an iOS device is a secure storage container that can be used to store sensitive

information like usernames, passwords, and tokens. Apple itself uses the keychain to store
wi  passwords, VPN credentials, email credentials, etc. But on a jail broken iOS device, a
keychain_dumper tool can be used to extract all the information from your phone’s keychain.

2.   If an attacker accesses the source code of your mobile application, they can discover security
lops in it. If the attacker has a jail broken iOS device and the target iOS app is running  on  it,
they don’t  need  to access the actual source code because  they  can  just  use  tools like class-

 dump, clutch and cycript to decipher and perform a runtime analysis of the target app’s source
code. They can also use techniques like method swizzling to manipulate the target app’s code
at runtime.

 To defend against such security threats, consumers should always remote wipe your lost or stolen
mobile device to completely erase its data. Application developers should (1) include a jailbreak/
rooted detection code in their apps to prevent attackers from accessing their critical features, and
(2) implement an additional layer of security before storing data even in the mobile OS’s secure
storage keychain.

Hole in Web View Container Approach for Hybrid Apps
 Although most modern web browsers prevent certain vulnerabilities such as malicious scripts or
cross-domain requests, hybrid applications use UI Web view (iOS) or Web View (Android). These
are native controls that use Web Kit engines and do not offer the same level of support as a browser
does. Hence, there can be certain vulnerabilities that your hybrid application can face, such as
attacks through holes on the Web View access control mechanism. This attack is possible through
Web View’s add   JavaScript   Interface   API,   which enables a web application’s JavaScript code
to invoke the Android application’s Java code (similar implementation is available for iOS, as
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well). Allowing apps to bind an interface to WebView fundamentally changes the security of
browsers — speci cally, it breaks the sandbox model adopted by all browsers. Because of the risk
of running untrusted JavaScript programs inside the browser, all browsers implement an access
control mechanism called a sandbox to contain the behaviour of these programs. The sandbox
basically achieves two objectives:
1.  Isolate web pages from the system.
2.  Isolate the web  pages  of one origin from those of another origin.
 The second objective mainly enforces the Same-Origin Policy (SOP).When an application uses
add Java script Interface to attach an interface to Web View, it breaks the browser’s sandbox
isolation, essentially creating holes in the sandbox. Through these holes, JavaScript programs are
allowed to access system resources such as  les, databases, camera, contact, locations, etc. Once
an interface is registered to Web View through add Java script Interface, it becomes global. All
pages  loaded  in the Web View can call this interface and access the same data maintained by
the interface.This makes it possible for web pages from one origin to affect those from others,
defeating SOP.

Developers
 Developers  can  prevent  this attack by (1) making sure no sensitive data is maintained in the
class implementing the Javascript Interface and (2) having proper input parameter validations in
the function calls of the class implementing the Javascript Interface.

Malicious Access to Session Token
 Tokens are used by many apps to perform multiple transactions without having to re- authenticate
users for a speci c amount of time or for a limited number of transactions (called a “session”).
Since these transactions can involve sensitive information, a token should remain con dential.
Improper session handling occurs when an app unintentionally shares such session tokens with
malicious actors through hacking, thus allowing them to impersonate legitimate users. To avoid
such threats, a session token must be kept encrypted within a device’s memory and should only be
shared with the user’s server module over a secure communication channel.  In the  next section,
we explain how developers can keep tokens con dential and encrypted by using best practices to
write secure code for mobile apps.

Best Practices for Writing Secure Code for Mobile Apps
 As we have discussed, mobile devices face many security challenges and threats, especially
when it comes to  nancial transactions  and  handling  personal sensitive data. Furthermore, hackers
often tap vulnerabilities or bugs in the design and code of mobile applications. In this section, we
will  explore  what  mobile  app developers can do to remove such vulnerabilities and make their
cashless transaction apps more secure.

Use Hardware Level Security for Sensitive Data
 Speed and power ef ciency are critical for mobile devices. Cryptographic operations are complex
and can impact a mobile device’s performance and battery life if not designed and implemented
properly. As such, mobile devices come with hardware encryption features that are both fast and
more secure. IOS devices have a dedicated Advanced Encryption Standard (AES) 256- bit crypto
engine built into the DRM path between the  ash storage and the main system memory, making
 le encryption highly ef cient. This engine works with the SHA-1 cryptographic hash function,
which is also implemented in the hardware to reduce the overhead of cryptographic operations.
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In  hardware  encryption,  the AES 256-bit key is fused into the crypto engine to make it more
secure. Thus building encryption into the physical architecture makes it faster and more reliable
to encrypt data stored on iOS devices. Android phones also support such hardware encryption
engines, depending on the manufacturer (e.g., Nexus devices have been encrypted by default).
Since hardware security varies for different platforms, developers should refer to a platform’s
unique API guidelines to better understand how to leverage its built-in hardware security measures.

Only Store PINS in User’s Memory
 A PIN or password should be used a generate the encryption keys at runtime, but they should
never be saved in the app. As we have seen in the previous sections, even the most secured storage
like the iOS keychain can be hacked. Hence you data is never safe unless it is guarded by something
that is not present on your phone at all, like the PIN that is only in user’s memory. For this you have
to make sure that all your sensitive data is encrypted using an encryption key, and this key should
only be generated based on some con dential algorithm that takes  a PIN  as  the  input. Only when
a user enters a valid PIN will the sensitive data be retrieved in a valid form; otherwise, the data
will be retrieved in an invalid form. If a hacker accesses your phone, retrieves your stored sensitive
data, and reengineers your app code, they will not be able to understand the data that they retrieve.

Encryption Key Should Be a Function of User PIN
 One of the best ways to ensure that your encryption key is secure is to make it a function of
the user PIN and not save the PIN anywhere on the phone. With other encryption key generation
methods, there is a chance of it being compromised. Here are some example scenarios:
1.    If your encryption key is hardcoded in the code, or if it is generated at runtime with some

con dential runtime routine, a hacker can reengineer your app code from its binary.
2.    If your encryption key is stored in some secure storage  like the  iOS keychain, then it can be

hacked as explained in the previous section.
3.    If you receive your encryption key from the server  over  the network using an HTTP or

HTTPS connection, then it can also be compromised  by network snif ng attacks.
 Your encryption key is most secured if it only exists when a user enters their PIN. This way, it
will be cleaned when the app is closed or  it   goes to the background,  in which case the app will
again prompt the user to enter their PIN.

Use HTTPS Instead of HTTP
 Hypertext Transfer Protocol Secure (HTTPS) is a more secure way to access the web. It’s a
combination of two different protocols: Hypertext Transfer Protocol (HTTP) and SSL/TLS protocol.
It is a more a secure way of sending requests to a server from a client,  and the communication
is entirely encrypted, meaning no one can know what you  are looking  for. HTTPS encryption
also defeats snif ng attacks by concealing the traf c’s meaning from everyone except those who
know the secret of decrypting it. The traf c remains visible to the sniffer, but it appears as streams
of random bytes rather than the plain text form of  JSON/XML  body,  HTML,  links, cookies,
passwords, etc. As such, developers must restrain from using HTTP URLs  in  their  apps. The
server  must enforce the use of HTTPS to prevent unsecure connections from being established.

Consider  Post  for  Sending  Sensitive Data Over GET
 The HTTP POST method does not expose information via the URL, in contrast with GET, which
passes actual information as part of the URL — thus exposing it through server logs, browser
history, or caches. Sending sensitive information via GET parameters also makes it easy to alter
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the data submitted to the server in snif ng attacks. Finally, a third-party can send a link with a
malicious GET request, where (as a rule) you cannot email a link that will force a POST request.

Use Separate Channels of Communication for Sensitive Data
 System security should not rely on one channel of communication. It is a best practice to use
separate channels of communication when sharing sensitive information such as a PIN or password.
For example, you can use an HTTPS network connection to share encrypted data between the
client and server, and then use APNS/GCM or SMS to share the PIN or token/key with the client
app. This way, even if one channel of communication is compromised,  the security of the overall
system remains intact.

Accept Only Valid SSL Certi cates
 An SSL certi cate from a provider that your app trusts veri es that the website or vendor is who
they say they are. Otherwise, anyone could make their own certi cate for google.com or thebank.
com and pretend to be someone else. For this reason, your HTTPS connection must reject all SSL
certi cates that are invalid for any reason.

Follow Secure Coding Practices from Respective Platforms
 Every platform publishes and promotes the use of an extensive set of secure coding practices
and guidelines. Mobile app developers must be aware of and follow these known secure coding
practices. More importantly, they should be part of your code review checklist. Some secure coding
practices include:
•    Performing input validation
•  Being careful with memory management
•     Not using insecure C functions
•  Avoiding the use of immutable containers when storing sensitive data

Implement  Jail  broken/Rooted  Device Detection
 As mentioned in the previous section, jail broken and rooted devices are prone to a number of
security threats that can compromise a user’s personal or company data in many ways. Some of
these threats include:
• Hackers may engage in brute force attacks on pass codes.
• A  malicious  app  with  privileged access may drain the device’s battery life or destabilize the

operating system.
• Remote attackers may exploit a secure shell server on such a device, get access to your

application’s sandbox, and copy sensitive data.
 All apps  must be able  to detect the jail broken or rooted status of the device and must limit its
functionality, erase data completely, or silently notify the authorities.

Verify  Data  and  Files  Integrity  with Hash
 Examining the integrity and authenticity of the data and  les transferred between your app and
your server can be of great importance to your app’s security. Implementing hash functions can add
great value to your app’s integrity, although you should check the  les and make sure that you are
the communication channel you use to deliver the hash is different than the one you used for the
data and  les.
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Avoid Data Cloning
 Backup and restore tools help users copy their device’s complete data and transfer it to different/
multiple devices, resulting in the cloning of your app’s data. However, if a user performs a data
backup on someone else’s computer and accidentally copies sensitive information such as their
banking details, then this process may result in a security threat.To prevent users from cloning your
app’s data, you should generate a unique device  ngerprint to encrypt your app’s data. This will
render the data useless on other devices, even after backup and restore.

Always Encrypt Data at Rest and Data in Transit
 “Data at rest” is the data stored in persistent storage, either on the client side or on the server side.
“Data in transit” refers to the data travelling to and from the client and server over the network.
Your application data spends most of its time either at rest or in transit, which makes the data
extremely vulnerable from a security point of view. Data at rest is saved in local storage, which
can be hacked if the mobile device is lost or stolen. Similarly, data in transit can be hacked through
insecure public wi  since it is traveling over the network.
 Use symmetric and asymmetric algorithms to keep data encrypted when it’s at rest or in
transit. HTTPS best practices can be applied to encrypt  data  in  transit, whereas various database
encryption techniques can be used to encrypt data at rest.

Sanitize Sensitive Data
 To avoid security breaches, sanitize sensitive data using techniques such as:
• Encrypt sensitive data in memory immediately after use.
• Do  not  create multiple copies of sensitive data.
• Do not create immutable copies of sensitive data.
• Always create mutable copies; after using them, reset/set zeroes on its memory locations to

avoid creating multiple references to sensitive data.

Strip Debug Symbols and Use Obfuscation Options
 Stripping debug symbols and using obfuscation options increases code complexity for “bad
actors” who are trying to reverse engineer or disassemble your app’s code by making it more
dif cult to identify and understand sensitive variables, structures, and critical logic/routines. It
encrypts or hides hardcoded strings in the code and secures hardcoded server URLs, user names,
passwords, and encryption keys. Another advantage of obfuscation is size reduction, as long
descriptive identi ers can be changed into small, one- character identi ers with ease. A good
obfuscator such as DexGuard for Android apps  can  also  remove  unused  code  and provides
many other code-shortening features.

Beware of the Background State
 On most mobile platforms, apps either stay in the background (i.e., in a suspended or frozen
state), or they stay live. Even when an app goes into the background, it may still hold sensitive
data in its memory or show a screenshot of the app UI in its display buffer. To avoid security
breaches, make sure you erase or encrypt any data still in the app’s memory when it goes into the
background, and erase the display buffer for any sensitive UI design views (e.g., password/PIN
shown on screen).
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Disable Auto Correction and Copy/Paste
 A device’s auto correction cache holds the data for auto complete suggestions. These auto
correction caches are common on mobile devices and are shared across apps by the OS in order to
learn user behavior and make auto complete suggestions smarter. Although this is a useful feature
from a user perspective,  it may create a security threat when enabled, giving access to sensitive
data entry views. Along similar lines, copy/paste also represents a security threat to sensitive data.
Attackers can use the paste function to access the sensitive data that was copied from the UI view
(which represents sensitive data in the UI of your application). For example, allowing copying
operations  on a view displaying tokens, one time passwords (OTP), or pass codes from the app
screen may comprise them. Since UI views are used to acquire sensitive data entry from users or
display data, keep auto correction and copy/paste disabled in text  elds, text input, labels, etc.

Disable Logs in Release Builds
 Debug  logs  reveal  a  lot  of  information about your app, such as its:
•     Interaction with servers
•     Critical routines
•     Storage and retrieval of app data
•     Classes and their interactions
• Sensitive information (e.g., username, password, API key, tokens, etc.)
 This information can be very useful to attackers in reverse engineering your app code and thus
compromising users’ sensitive data. Always disable logs in the release build —  no exceptions. On
most platforms, you have to disable logs explicitly, such as in Ios, NSLog, which appears in both
debug and release, builds unless disabled using a macro.

Conclusion
 With the immense usage of mobile in India, it is certain that mobile will play a critical role
in initiatives like Cashless India. As such, both private and government banks and   nancial
institutions  will soon  offer consumers with mobile solutions for cashless transactions and other
 nancial services. With such a large adoption of mobile for cashless transactions, there will be an
equal increase in security threats in the mobile space. In this white paper, we have identi ed some
of these security threats and discussed how to mitigate them as   both   consumers   and   developers
of mobile solutions. Furthermore, we have explored how mobile app developers can make their
solutions even more secure and ready to face any threats that the mobile cashless transaction
movement may face in the future.
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Abstract

 On 1st july, 2015 our honorable prime minister of India implemented digital
India. The objective of this is todigitalizeall  governmental transactions  with
the help of electronic networksand improving digital literacy.Today various
opportunities to purchase a product, getting offers and discounts,etc. In order to
develop brand awareness and  perception for all business entities most signi cance
factors is consumer perception. It is essential for the management to understand
consumer perception more effectively and ef ciently through both obline and
of ine marketing.This paper covers awareness  of online shopping among  business
management students and factors in uencing their usage. This also focuses on
efforts of the government  for educating the society  towards online shopping This
paper is based on empirical Research conducted on business management students
of  various colleges at Bangalore district  and also concentrates on  factors effecting
on online shopping. the research is done using primary and secondary data.
Primarydata  is collected from 125 respondents by using questionnaire method with
the help of Google form . In this paper we have used graph, chart  to analyze the data
andSPSS software to test one way ANOVA and factor analysis. After analysis and
interpretation , the students perception in  Bangalore city reveals that percentage
of the respondents are in uenced through website to do online shopping and from
the study majority of the respondents who are aware about online shopping and are
using internet marketing between the age group of below 25 years.

Key Words: Digital marketing, studentsperception, Awareness of online shopping.

Introduction
 Today ,the term internet is most important tool for  different types
of business.it act as mediator between buyer and seller.it is a public,
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cooperative and self-sustaining facility to millions of individual worldwide. The early willingness
of customers to online shopping in uenced by  life of the product, price, quality and transactional
security, informational technology education. The customer’s view on online shopping varies
from person to person and the perception is limited to a certain extent with the availability of the
proper connectivity and exposure to the buying online. some times the perception of the customers
has also parallels  and difference based on their personal attitude and characteristics. The factors
that in uenced online shopping need to be very carefully concerned by online vendors. the study
reveals that elder people don’t use online shopping as compare to youngsters because youngsters
are more attached to online shopping.

Review of Literature
According to Dr.R.Shanthi, Dr. DestiKannaiah (2015), the most of the youngsters are

involved to the online shopping.the younger ones use online shopping more as compare to elder
people. The age of 20-25 are  frequently composed to use the online shopping  is the highlights of
the study.

Peterson et al. (1997) in his study explained that the starting point of the consumer,the
characteristics of the product in question and market structure will be in uenced by decision
sequences.consumer’s attitude towards online shopping is a noticeable factor affecting actual
buying behavior.

According to Vidya S Gurav, Vinay R Patil (2016) In his study found that due to advancement
of technology , growth of internet and awareness of advantages of online shopping all age classes
of customers prefer online shopping. It can be decided that Cost saving the most important factors
consider by people to purchase online.

According to ManishaKinker and N.K. Shukla(2016) observed that the main speci c factors
in uence  customers attitudes towards online shopping as follows  time saving, product quality,
product price, convenience, accessibility, shop any where and any time.

According to Kapoor (2012), In his study commented that online shopping sensations  and
decision making are  ruled by a number of customer acceptance and behavior features and
grounded in theoretical aspects of  customer decision making. There are various number of aspects
that affect what, when and why we buy with regard to online shopping.some of the important
factors in uence that consumers are marketing efforts, psychogical factors, socio cultural
in uence,personalquestions,post decision behavior and experience.

Statement of Problem
 Digitalization the most important dream  goal of  government. Government has to frame proper
strategies from time to time for completely digitalization.in the present modern era almost every
individual  using internet and smart phones.but most of the people using internet for the purpose
of social media like youtube, telegrame, twitter, facebook, what’app etc.. and only few number of
persons are using internet for online shopping by undergraduate level students .hence there is a
requirement of the study  to  nd out how many number of  persons aware about online shopping
and how many number not aware and this study is done only in Bangalore district.

Objective of the Study
1.  To  nd out the students perception towards online purchase and digital marketing..
2.  To know the factors in uencing  students to buy online.
3.  To know the awareness level of students towards online shopping.
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Scope of the Study
1. Useful for the future reference.
2. Useful to Government to know the functioning of the online shopping through internet.

Research Methodology
 The  present research study  is an Empirical research conducted  among  the students of  B.Com/
BBA/BCA  awareness towards online shopping. The study is accomplished with the help of
structured questionnaire circulated among  under graduate students with help of students of our
college. In our study  we used  structured questionnaire for collecting  primary data with help of
google form. Secondary data used for review of literature includes the research publications which
are enclosed in the references.

Sample Design of the Study
• Sample size:The study was based on the 125 respondents which was chosen purposively and

conveniently.
• Coverage of the study:the study is restricted to undergraduate students.
• Sampling technique: Probability sampling is where simple random sampling is used for

collecting the data, where respondents are selected as per my wish and my convenience.

Techiniques for Analysing Data
 Data Analysis is done by using graphs and tables which are analyzed through Ms. Excel and
SPSS.

Limitation of the Study
1. The study is con ned to select  undergraduate students only.
2. The study   is con ned toBangalore district  in India.
3. The study will not concentrate on technical issue in digital marketing.

Data Presentation from the Primary Data Collected (Findings)
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 H0: There is no signi cant difference  between opinion of students on  practical syllabus on
online shopping and perceiving  Online marketing as new business opportunities.
 H1: There is signi cant difference between opinion of  students on practical syllabus on online
shopping and perceiving  Online marketing as new business opportunities.

ANOVA

NEP

Sum of Squares Df Mean Square F Sig.

Between Groups 1.611 1 1.611 2.254 .136

Within Groups 90.777 127 .715

Total 92.388 128

Findings
1. From the above  analysis it is found that null hypothesis is accepted as the p value 0.136 is

greater than 0.05. So it is found that There is no signi cant difference between opinion of
students on  practical syllabus on online shopping and perceiving Online marketing as new
business opportunities.

2. It is also found that still few percentages of students are not aware of digital marketing
completely.

3. Few students have not adopted online shopping though they are aware of this.
4. Few students are of opinion that they are not satis ed with the quality of products which they

purchase online.
5. It is also found that few percentage of students feel that the websites are not user friendly.
6. But students perceive it as new business opportunity and few of the respondents are also of

opinion that they have practical syllabus on it.

Suggestions
1. It is suggested that syllabus of under graduation should give practical exposure to the students.
2. The websites are to be designed in user friendly manner.
3. Products offered online should give real time shopping experience that is quality should be

same as they perceive that online.
4. Syllabus on online shopping should also include some workshops where the students can have

opportunities for startups.
5. More security measures are to be implemented as the many students are still not adopting

online shopping though they are aware of it.
6. Awareness on online shopping should be focused as the many students are not aware of online

shopping.

Conclusion
 In this study it can be concluded that commerce and management students are to be made
completely aware of online shopping by framing practical oriented syllabus... the government
should take  proper measures to  overcome above problems of security , infrastructure etc…
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Abstract

An organizational culture is values, beliefs, norms, systems, habits, vision,
environment etc, while following this culture the employees have their own
perception. Perception deals with the way in which something is regarded,
understood, or interpreted. An organizational culture is a social reality that signals
to employees what they should do, feel and think. The objective of this study was
to  nd out the organizational culture that determine the various factor such as,
(openness, confrontation, trust, authenticity, precaution, autonomy, collaboration,
experimentation organization commitment) and the impact of socio demographic
variable with respect to the employees’ perception towards the organizational
culture in private bank sector. Perception differs from person to person. If the
employee have the positive perception towards the organizational culture then
their performance and attitude is good. The employee have the negative perception
towards the organizational culture they will affect the performance it will also re ect
the organization motive. The main aim of this study is to analysis the employees’
perspective towards existing organizational culture in private sector bank. So, the
researcher has proposed to undertake this study to overcome the above issues.

Keywords: Employees’ Perception, Organizational Culture, Private bank.

Introduction
 A bank is a  nancial institution that provides banking and other
 nancial services to their customers. A bank is generally understood
as an institution which provides fundamental banking services such as
accepting deposits and providing loans. There are also non-banking
institutions that provide certain banking services without meeting the
legal de nition of a bank. Banks are a subset of the  nancial services
industry. The banking sector is the section of the economy devoted
to the holding of  nancial assets for others, investing those  nancial
assets as leverage to create more wealth and the regulation of those
activities by both private and government banks.
 Employee perception is a process by which individuals organize
and interpret their sensory impressions in order to give meaning to
their environment. Perception is not necessarily based on reality,
but is merely a perspective from a particular individual’s view of
a situation. In dealing with the concept of organization culture,
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perception becomes important because, people’s behavior is based on their perception of what
reality is, not on reality itself; the world as it is perceived is the world that is behaviorally important.
Human nature can be very simple, yet very complex too. An understanding and appreciation of
this is no pre-requisite to effective employee perception in the workplace and therefore effective
management and leadership. There is a known fact that without perception, nothing can be done in
an organization and for doing any task we need a perception which is accepted by all the employees
in an organization. It is the key for the manager to make her team work and get the better output for
the organization. The perception helps each and every individual in the organization to carry the
things in different ways as the organization needs different perceptions to make successful results.
 Employee perception can be described as an organization brand and personality. It’s based on
believe and stand for, and what makes the company unique. It can be related to the organization
culture has everything to do with how employees, prospective employees, and the public perceive
in the organization. The Organizational culture is a system of shared assumptions, values, and
beliefs, which governs how people behave in organizations.

Objective
•  To study the employees’ perception towards organization culture in private sector bank
•  To study the existing culture of the organization and employees’ perception
•  To study the relationship between socio demographic factor and organizational culture factor

Review of Literature
 Maya.M, Dr. R. Thamilselvan (2012) carried out the study to identify the employee’s opinion
and management strategies towards the talent management in the organization. It is not necessary
that money is the only reason of leaving the organization but the dysfunctional company culture
is also one of the main reasons for the same. The major strategies such as Job rotation and New
Assignment, Alternative Work Schedule (AWS), Reward and Recognition system, Retention
bonus/ scheme are the more acceptable by the majority of the employees in the IT organizations.
 Sanjay Gaur, Dr. Awadhesh Bhardwaj (2013), reported that there are lot of Human Resource
functions, the scholar collected the data from 200 nos. respondents and response rate was 100%
from various organization located at Jaipur, Rajasthan which includes Banks, Manufacturing units,
Export divisions, Govt. organizations, Educational institutes, Insurance companies, IT sectors,
Hotels and Hospitals. Although there are various Human Resource functions are being carried out
in all the organization. The employees do not perceive them equally important such as Performance
Appraisal, Training, Executive Development and Career Planning etc. but not indifferent some
function like Planning & Procurement, Development, Compensation, Integration and maintenance.
It is desirable that the HR systems must be transparent and shared perceptions about the work
culture and behaviors that management expects supports and rewards.
 Viresh Mathur, Nair Manju (2013) revealed that Tyre industries should be pro-active for the
development of philosophy Industrial Relation Management. The workers should be involve for
sharing their views about their working conditions, welfare measures, encourage providing their
valuable and innovative suggestions or ideas for improving the productivity and pro tability of the
organization. The culture of empathically approach should be adhered for resolving the issues of
the workmen.
 Crispen chipunza, Bulelwa malo (2017), conducted their study on the organizational culture
and job satisfaction among academic professionals at a South African University of technology,
from the data analysis, academic employees had positive views on the culture at the existing
institution. They have gently satis ed with their jobs and there was a moderate relationship between
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organizational culture and job satisfaction. The study recommends that management ensures that
every employee understands and identi es with the culture of the institution, as organizational
relates to employee behavior.

Statement of the Problem
 An organizational culture is values, beliefs, norms, systems, habits, vision, environment etc,
while following this culture the employees have their own perception. Perception of organizational
culture depends up on the employees’. Most of the employees working in the bank sector having
many perception about the new technology interfering, Working hours, atmosphere changed,
insurance policy target, collection of loan amount, especially for female worker they are facing
many problems about this organization culture. Perception is differing from person to person,
gender to gender. If the perception is different in the organization it will affect the performance of
the employees. So, overcome these problem banks have focus on their employees’ perception.

Research Methodology
•  Descriptive research design is used in this study.
•  Sampling method used for the study is convenient random sampling.
•  Primary data was collected from private sector bank in rajapalayam. Secondary data was

collected from various journals, book and website.
•  Sample size is 150.  There are 150 employees from private sector bank are taken for the study.
•  Statistical tools such as percentage analysis, multiple regressions, and Friedman test.

Analysis and Interpretation
Percentage Analysis

Table 1
Demographic Factors Category Percentage of the respondents

1. Gender Male 60.7

Female 39.3

Total 100.0

2. Age 20-30 42.7

31-40 38.7

41-50 12.7

51-60 6.0

Total 100.0

3. Experience 1-3 years 64.0

4-7 years 26.7

8-15 years 6.7

Above 15 years 2.7

Total 100.0
Source: Primary data

 From the above table, it is inferred that 61% of the respondent are male, 43% are belongs to age
group of 20-30, 64% of the respondents are 1-3 years of experience.
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Friedman Test-I
 Null hypothesis H02: There is no difference in the ranks of the perception of employees about
organizational culture in private sector banks.
 Alternate hypothesis HA2: There is difference in the ranks of the perception of employees about
organizational culture in private sector banks.

Table 2
Organizational culture Mean Rank N Value P Value

Organizational goal 4.23  150 0.000

Organizational values and beliefs 3.61

Communication network 6.10

Rectify employees grievances 3.56

Freedom of choosing method of work  4.18

Implementation of new idea  4.80

Job responsibility 2.70

Co-ordination 6.81
       Source: Result computed through SPSS package

 Table shows that computed p value less than, the above null hypothesis are rejected at 5% level
of signi cance. Hence it is concluded that there is difference in the ranks of the perception of
employees about organizational culture in private sector banks. The mean rank of job responsibility
and rectify employees grievances got its Minimum value. This indicates that respondents have
given low rank for job responsibility and rectify employees’ grievances.

Multiple Regression Analysis
 Multiple regression analysis is the widely used analytical models of association prominent in
market research. Multiple regression analysis attempts to study the relationship between dependent
variable and a set of independent variables. The linear equation used for a regression analysis is
 Y = B0 + B1 X1 + B2 X2 + B3 X3 ………………………..
 Where Y is the predicted score, X1 is the score on the  rst predictor variable, X2   is the score
on the second, etc. Bo is a constant. B1, B2, B3 ……. are the regression coef cients, and these
coef cients gives the estimated change in the dependent variable associated with a unit change
in the corresponding independent variable, with the condition that other independent variables
remains constant.
 Multiple regression analysis is between the gender with the positive and negative variables such
as freedom of method of work, regular feedback about their performance, innovation or changes
by top management, objectives is joint effort of superior and subordinate, opportunity to think
and express freely, organization have common values and beliefs, new idea are encouraged in
organization, working together is important to achieve goals and target,  ow of ideas between work
group, employees in organization perform down procedures and standards, clear communication
channel available in organization, strict principles is used and follow by employees, customer are
very important in organization, attention is given to employees grievances, job responsibility are
clearly de ned.
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Table 3.1 Summary of regression model
Model R R Square Adjusted R Square Std. Error of the Estimate

1 0.446 0.199 0.108 0.463

a.  Predictors: (Constant), job responsibilities are clearly de ned, attention is given to employees
grievances, opportunity to think and express freely,  ow of ideas between work group, Regular
feedback about their performance, objectives is joint effort of superior and subordinate,
organization have common values and beliefs, working together is important to achieve goals
and target,  strict discipline is used and follow by employees, customer are very important in
organization, new idea are encouraged in organization, clear communication channel available
in organization, employees in organization perform down procedures and standards, Freedom
method of working, Innovation or changes by top management.

 The multiple correlation coef cient R = 0.446 indicates that there is a correlation between the
gender and the relationship management and the variables predicted by the regression model. The
Adjusted R square value accounts for 10.8% of variance.

Table 3.2 ANOVA
Model Sum of Squares df Mean square F Sig.

1 Regression

Residual

Total

7.086

28.551

35.638

15

133

148

0.472

0.215
2.201 0.009

b.  Dependent variable: Gender
ANOVA table provides the value with F-test (2.201) which accepts the null hypothesis at 0.009

signi cant levels.

Table 3.3 Regression Coef cients

Model

Unstandardized
Coef cients

Unstandardized
Coef cients

t Sig.
B

Std.
Error

Beta

1    (Constant) 2.217 .451 4.916 .000

Freedom method of working .114 .065 .250 1.746 .083

Regular feedback about their performance -.028 .055 -.050 -.518 .605

Innovation or changes by top management .099 .068 .210 1.453 .148

objectives is joint effort of superior and
subordinate

-.136 .060 -.205 -2.263 .025

opportunity to think and express freely -.086 .046 -.162 -1.853 .066

organization have common values and beliefs -.039 .061 -.063 -.637 .525

new idea are encouraged in organization -.076 .048 -.184 -1.593 .113

working together is important to achieve goals
and target

.043 .056 .069 .766 .445

 ow of ideas between work group -.123 .056 -.181 -2.183 .031
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employees in organization perform down
procedures and standards

-.112 .048 -.253 -2.321 .022

clear communication channel available in
organization

.010 .081 .013 .118 .906

strict discipline is used and follow by
employees

.057 .059 .097 .964 .337

customer are very important in organization .157 .098 .159 1.603 .111

attention is given to employees grievances -.089 .066 -.129 -1.352 .179

job responsibilities are clearly de ned -.065 .083 -.092 -.786 .433
a. Dependent variable: gender

Interpretation
 Positive correlation The positive variables such as ‘freedom of method of working’, ‘innovation
or changes by top management’, working together is important to achieve goals and target’,
‘clear communication channel available in organization’, strict discipline is used and follow by
employees’, ‘customer are very important in organization’.
 Negative correlation The negative variables such as ‘regular feedback about their performance’,
‘objectives is joint effort of superior and subordinate’, ‘opportunity to think and express freely’,
‘organization have common values and beliefs’, ‘new idea are encouraged in organization’, ‘ ow
of idea between work group’, ‘employees in organization perform down procedures and standard’,
‘attention is given to employees grievances’, ‘job responsibility are clearly de ned’.

Findings
Percentage analysis
•  Majority of the respondent are male (61%), 43% of the respondent are belong to the age of (20-

30), 64% of the respondent have 1-3 years of experience.
Friedman Test
•  Majority of the respondents’ the mean rank of job responsibility and rectify employees

grievances got minimum value. This indicates that respondents have given low rank of job
responsibility and rectify employees’ grievances.

Multiple-regression analysis
•  In predictive validity, R2 Model Summary reveals that 46.3% of variance in overall perception

can be predicted from the combination of gender dimensions. The “freedom of method of
work” dimension is the main predictor.

Suggestion
•  Management should properly concentrate on rectify the grievances of employees’. That

organization have proper platform for rectify the grievances. Remedy is given to employees
through the top level management or supervisors.

•  Organization should not give more job responsibility to the employees’. If the employees have
more responsibility may create the employees stress. So, the organization should reduce the
employees’ responsibility.

•  Organization has both positive and negative correlation. They should concentrate on their
negative correlation to improve the employees’ satisfaction. Organization should concentrate
mostly on co-ordination, communication, opportunity to perform, common values and beliefs,
New idea generation and  ow of idea.
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Conclusion
 Organization culture is central to any activity in the organization. The study of Organization
culture in an organization is a powerful predictor of such organizational outcomes such as job
performance, job commitment, job satisfaction, company productivity and important pro tability.
Employee perception towards the organization culture employees what should feel or think about
the organization. However there are few areas were the employee’s expectations needs to be
bridged with the organization culture for which researcher has put forth few valuable suggestions
for consideration of the management.
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Questionnaire
Respected Sir/Madam
 I am C.SURATHA PhD Research scholar (full time) in business administration, V.H.N.S.N.
College (Autonomous) Virudhunagar.  As, a part of my project.  I would like to gather some
information from you to complete my study.  I would be obliged if you co-operate with me in
 lling questionnaire. The data collected from you only used for academic purposes only and be
kept con dential.

I. Personal Information

1. Name    :  __________________________________

2. Sex   :   a) Male   b) Female

3. Age of respondent :
 a) 20-30             b) 31-40              c) 41-50    d) 51-60

4. Level of education :
a) school             b) diploma      c) UG                 d) PG

5. For how long have you been working with your present organization?
a) 1-3 years                   b) 4-7 years               c) 8-15years  d) Above 15 years

6. Marital Status :   a) Married                 b) Unmarried
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7. Monthly Income :
a) Below Rs.8000       b) Rs.8000- Rs.10000         c) Rs.10000-15000         d) Rs.15000-20000
e) Above Rs.20000

Tick the Employees’ Perception on Organization Culture

Factors
Strongly

Agree
Agree Neutral Disagree

Strongly
Disagree

8. In this organization employees are
given freedom to choose their own
method of working

9. In this organization employees receive
regular feedback about their performance

10.Organization innovation or changes are
largely ordered by top management

11. Organization setting up of objectives is
a joint effort of superior and
subordinates

12. Employees are given much
opportunity to think and express freely

13. Employees in this organization have
common values and beliefs

14. Employees who come out with new
ideas are encouraged in this organization

15. Employees here strongly believe that
working together is important to achieve
goals and targets

16. Our work place is designed to
promote the  ow of ideas between work
group

17. Employees in this organization
perform their work tasks as per laid down
procedures and standards

18. Clear communication channels are
available to pass information to any level in
this organization

19. Strict discipline is in-built in this
organization and the employees are used to
it

20. Everyone in this organization believes
that customers are very important

21. Prompt attention  is given to
employees grievances in this organization

22. Job responsibilities are clearly de ned
for all the jobs in this organization
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Consumer Electonics

M. Kanipriya
M.Com (CA), Department of Commerce
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Abstract
Consumer electronics refers to any device containing an electronic circuit board that
is intended for everyday use by Individuals.This encompasses a massive category
of electronic that includes telephone, cameras. To save staff in sales of ces and
control of ces where reservations are processed and space on aircraft controlled.
To improve the load factor on  ights. Consumers look forward to connected devices
that provide superior user experience.

Electronics sector has shifted from primary public sector to private sector and has
immense growth opportunities.

Its total contribution to economy and sales is ever increasing.

Contribution in creating employment opportunities.

Keywords: Cell phone, DVD players, E-mail, paper shredders, Remote control, computer.

Introduction
 Consumer electronics (CE) refers to any electronic devices
designed to be purchase and used by end users or consumer for daily
and non-commercial/ professional purposes .consumer electronics
are among the most commonly used form of electronic, computing
and communication devices. consumer electronics refers to any
device containing an electronic circuit board that is intended for
everyday use by  individuals .this encompasses a massive category
of electronic that includes telephone, cameras, digital cameras,
PDAs, calculators, VCRs, DVDs, clocks, audio devices, headphone,
tablets, smart phones and many other home products. The Blu-ray
disc technology can store sound and video while maintaining high
quality and also access the stored content in an easy-to-use-way.

Objective
•  To improve the service given to passengers and potential

passengers.
•  To save staff in sales of ces and control of ces where reservations

are processed and space on aircraft controlled.
•  To improve the load factor on  ights.

Overview
•  Consumer looks forward to connected devices that provide

superior user experience
•  Constantly challenged by rapidly-evolving consumer

requirements and BYOD concepts
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•  lot and cloud are become the back-bone of consumer electronics devices
•  Technology and its adoption across the wide range of consumer electronics has evolved rapidly

in recent year.

Sub Categories
 A) Audio equipment manufacturers (38c)
 C) Consumer electronics retails (2c, 21p)
 D) Dash board head units (7p)
 H) Home automation (6c, 71p)
 S) Set-top box (45p)

History
 Its  rst  fty years the phonograph turntable did not use electronics; the needle and sound horn
were purely mechanical technologies. How were, in the 1920 radio broadcasting become the basis
of mass production of radio receivers. The vacuum tubes that had made radio practical were used
with record players as well, to amplify the sound so that it could be played through a loudspeaker.
Television was soon invented, but remained insigni cant in the consumer market until the 1950.

Classi cation of Consumer Electonics
•  Video equipment
•  Audio equipment
•  Home computers
•  Video and electronic games
•  Telephones
•  Calculators and watches

Import and Export Table
Year Export Import Balance

1978 1.352 O.021 1.331

1980 2.047 0.038 2.009

1983 2.829 0.020 2.809

1986 2.940 0.032 2.908

1989 2.287 0.145 2.142

1990 2.618 0.113 2.505

Bene t
 We strongly believe in the convenience and  exibility offered by connected consumer electronic
devices. We take pride in offering hardware and design prototypes for CE devices. Global offers
OEMs and lot solution provider these advantages.

Consumer Electonics Market Size
Year Market Size

2012 206

2013 203

2014 211

2015 285

2016 287
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 It is however, the fastest moving segments and consequentially development times are the
shortest.
 Aesthetics are paramount considerations in addition to safety, ef ciency, and excellent heat
management aspects according to chandler et al.(2009)

Current News (2019)
•  BPL returns to  ip kart to sell consumer electronics.
•  Whirlpool plans Rs.590 cores capes for next 5 years.
•  Slow moving consumer goods four quarters in recovery.
•  Enter of newer players expanding males grooming market.
•  Drenched in sweet Sony’s new wearable AC will keep you in the head.

Conclusion
•  Electronics sector has shifted from primary public sector to private sector and has immense

growth opportunities.
•  Its total contribution to economy and sales is ever increasing.
•  Contribution in creating employment opportunities.
•  Rivalries among  rms are moderate.
•  Changing lifestyle and increasing income is a stimulus for its growth.
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Green Marketing and
Bene ts to Business
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Abstract

Nowadays, businesses are aware that they cannot carry on without being aware
of environmental problems. Businesses have to take environmental aspects of all
activities in their business strategies and long-term plans.

Those environmental activities and green marketing are started to be taken into
consideration by so many businesses. In this study, green marketing is examined.
Today, despite taking part among scarce resources, unfortunately, necessary
importance is not given to the environment. A Limited number of  Businesses show
awareness on that issue.

Keywords: Environment, business, green marketing.

Introduction
 It is observed that the concept of environment and viewpoints
about the environment- in parallel with results of social, economic,
political developments and environmental problems- considerably
undergo a change in recent years. Chimney gasses, toxic waste, and
other waste which occur as the result of industrialization which has
started in England with the industrial revolution and continued with
advancing in other Western countries cause serious environmental
problems. While ambitious and unrestrained production desire cause
waste of sources, fabrication waste, and consumption waste have
started to pollute atmosphere, seas, rivers and lands internationally.
In the beginning of21.century, this pollution prompted to countries
for searching internationally binding solutions about how the world is
going to be cleaned. With the aim of being protected by environmental
threats of rapid development and unrestrainedly increasing trade,
international environmental organizations have started to come up in
the second half of the 19 century. Nowadays, businesses in any  eld
have understood that they cannot carry on without being sensitive
toward environmental problems.

Objectives
•  To Evaluation the existing performance of the business in large

scaled.
•  To Promising the measurement of observation, examination,

reporting and recovery in the performance.
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•  To Developing achievable environmental policies with open target and implementation
schedule.

•  To Following the development of green agenda.

Green Marketing Concept
 Green marketing concept which has entered in the 1980s marketing literature is used synonymously
with eco``````logic, environmentalist or environmental marketing, sustained marketing concepts
(Ay and Elevate, 2005). Green Marketing as discussed and identi ed in ‘‘ecologic marketing’’
seminar prepared by American Marketing Association in 1975 for the  rst time. According to this
identi cation, ecologic marketing is studies which are related marketing activities ‘positive and
negative effects of environmental pollution, energy consumption and other sources consumption

History of Green Marketing
 In the history of green marketing, ecologic marketing, environmentalist marketing, green
marketing and sustained marketing concepts should be discussed altogether. Ecologic marketing
is used in the strict sense to de ne some environmental problems such as pollution, energy
sources extinction and marketing activities to prevent these ones with the existing technology.
In environmentalist and green marketing concepts, there is an administrative perspective which
involves broader product category and philosophy (Ay and Ecevit, 2005)

First Stage: Ecologic Marketing
 Origin of the ecologic marketing dates to social and environmental concerns which occur at
the beginning of the 60s and 70s. Thoughts of that period foresee that no controllable growth will
waste natural resources and system that we need and they focus on the earth on which we live will
have an end.

Second Stage: Environmentalist Marketing
 The second stage of green marketing has occurred towards to end of the 1980s. This stage is the
period that today’ smolder green marketing principals have occurred and developed. A range of
events and discoveries attract the attention of the defenselessness of the people and nature.
 Bhopal disaster named as the worst chemical disaster in the world in1984, Chernobyl catastrophe
in 1986, environmental pollution caused by Exxon-Valdes tanker in 1989 and discovered ozone
layer depletion in 1995 are the events that start the change  are the events that start the change.
Conducted studies in the 90s in the USA reveal that the large part of the consumers are ready for
paying to greener products

Green Marketing Implementations in the World
 Dirty environment as the result of developing technology, increasing overpopulation and
changing consumptions habits has started to threatened human health and natural environment. The
countries which realize this situation and decide to take measures have signed the Kyoto Protocol.
Kyoto Protocol is the most concrete and the only international environmental protocol which is
about global warming and climate change. With that protocol, it is aimed to balance greenhouse
gasses density in the level of safety for the climate. It is also planned to be signed by the countries
which have signatures in United Nations Framework Convention on Climate Change (unfccc)
under the control of United Nations.
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Green Marketing and Businesses
 The 1990s is named as ‘‘ World’s ten years’’ and the most important topic is seen as conservation
of the natural environment. Businesses have returned to this issue with green marketing.  Thus, the
nature saving products development, reusable and recyclable packing, better pollution control and
operations which will provide bettered ef ciency are included in green marketing. Environmentalist
marketing (green marketing) should be seen as a part of the whole environmental   management
and this realization is so important
 Businesses can turn the environmental problems into opportunities. For example; some natural
energy sources such as energy saving in heating and lighting, low-cost wind farms and hydroelectric
projects are used by businesses. Also, businesses see hundreds of green products (eco-friendly
product) as an opportunity.
 Businesses that follow the green marketing agenda should ful ll some aspects such as developing
presentations for protecting energy and other resources, creating advertisements and advertising
messages re ecting businesses, Environmental contributions, price selection which is going to
balance consumer’s cost sensibility with the higher one which they accept for ecologist product,
decreasing the materials usage  which cause environmental pollution and saving resources on
disposal of products

Green Marketing Stages
 Green marketing consists of four stages. Respectively these stages are green targeting, developing
green strategies, environmental orientation and considering the business socially responsible
(Keleş, 2007).

Green Targeting
 In this stage, while green products are produced for the green consumers, business continues to
product not-green products as well. For example, in the automobile industry, while hybrid, electronic
cars and the ones which work with alternative technology are studied in Ar-Ge department, in the
environmentalists’ part, sports car seen as the reason for noise and air pollution are produced, too.

Developing Green Strategies
Production of green and not-green products is continued. In this stage, the business tries to

develop environmental strategies and determine its’ environment policies. In this stage, business
takes some Ecologist measures such as less waste generation and increasing the energy ef ciency.

Environmental Orientation
 Producing   just green products after stop the  not-green products production. Hence, Consumers’
not-green products demands are not important.

Considering the Business Socially Responsible
 Being or getting green is not enough. The business achieves social Responsibility awareness in
every sense

Green Marketing and Traditional Marketing
 To be able to understand primary commodities of green markets, elements of traditional markets
should be. Traditional marketing not only speci es the number of the green consumers but also it
analyzes present and future Opportunities of the market they also try to reach to consumers who
resistive To the product or do not realize it with the help of new communication implementations.
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Differences between Traditional and Green Marketing are Shown
Table 1 Differences between Traditional and Green Marketing (Keleş, 2007)
Criteria Traditional Marketing Green marketing

Sides that need bartering Fire and consumers Firm, consumer and environment

Target
Customer Satisfaction,  rm target’s
Satisfaction

Customer Satisfaction,  rm targets’
satisfaction and
minimizing caused ecologic effect

Business responsibility Economic responsibility Social responsibility

Criticisms for Green Marketing
 Johri and  Sahasakmontri  (1998) have stated that environmentalist concerns have decreased
because of the consumer’s view of ‘‘green hypocrisy’’ in eng land. also,  rms see the
environmentalism as a short-term issue rather than as a long-term matter. in eng land, it is claimed
that body shop continued apart from their consumers’ mood adaptation and so its performance
has decreased. One of the underlying reasons for the failures of environmentalist products is that
making wrong decisions about the product’s bene t when it is compared with real need. In the
business world, it is really hard to be able to determine the one which pollutes and the one which
protects the environment. For example; a  rm may have ecologist fame as well as abusing human
rights because of troubles in working conditions.
 Consumers’ who have worried about green issue buy green products, however, as a contingency
effect, these buying behaviors haven’t decreased the market share of green products. This situation
is detected by so many literature studies. It is determined some problems such as consumer’s
cynicism, the complexity of the green product, green persist emceed generally trust problem about
green marketing.
 It is possible to associate marketing mix with consumers’, not shopping behaviors that are the
result of their green Concern’s. According to this (Shamdasani and diğ., 1993):
•  Green alternatives are not better in terms of their functions,
•  Green alternatives are so expensive,
•  Labels, according to claim that they protect the environment are not persuasive,
•  Finding green alternatives is really hard.

Conclusion
Today, despite taking part among scarce resources, unfortunately, necessary importance is

not given to the environment. A Limited number of   businesses show awareness on that issue.
Although problems about the environment date back, studies about this issue still are not enough.
In the same way, studies about ‘‘Green Marketing’’ which has come to rise recently are not enough
as well.
 Consequently, within the scope of rapidly-developing technology and changing world, businesses
have important responsibilities about protecting the environment and producing eco-friendly green
products. The business which ful lls that duty is going to be one that can survive in the future.
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Abstract

The banking system of India should not only be hassle-free, but it should be able to
meet new challenges posed by the technology and any other external and internal
factors. Without an effective and sound banking system in India, it is not possible to
have a healthy economy.

For the past three decades, India’s banking system has several outstanding
achievements to its credit. The most striking is the extensive reach. It is no longer
con ned to only metropolitans or cosmopolitans in India. The Indian banking
system has reached even to the remote corners of the country. This is one of the
main reasons for India’s growth process.

Keywords: Reserve Bank of India, Liquidity, Pro tability, Deposits and Loans etc.

History of Banks in India
 In India, the ancient Hindu scriptures refer to the money lending
activities in the Vedic period. During the Smrity period, which
followed the Vedic period, the business of banking was primarily
carried on by the members of the Vaish community. The banker in
this period performed many of the functions which a modern banker
performs these days, namely, accepting deposits, granting advances,
acting as banker to the State and issuing and managing the currency
of the country.
 By 1990s, the market expanded with the establishment of banks
such as Punjab National Bank in 1895 in Lahore and Bank of India
in 1906 in Mumbai, both of which were founded under private
ownership. At the end of the late eighteenth century, there were
hardly any banks in India in the modern sense of the term. At the
time of the American Civil War, a void was created as the supply
of cotton to Lancashire was stopped by the Americans. Some banks
were opened at that time, which functioned as entities to  nance
industry, including speculative trade in cotton. With large exposure
to speculative ventures, most of the banks opened in India during that
period could not survive and failed. The depositors lost interest and
lost money in keeping deposits with banks. Subsequently, banking
in India remained the exclusive domain of Europeans for the next
several decades until the beginning of the twentieth century.

OPEN ACCESS

Volume: 7

Special Issue: 1

Month: August

Year: 2019

P-ISSN: 2320-4168

E-ISSN: 2582–0729

Impact Factor: 4.118

Citation:
Angamuthu, S. “An
Analysis of Pro tability
and Liquidity Position
of Tamilnadu Based
Private Sector Banks.”
Shanlax International
Journal of Commerce,
vol. 7, no. S1, 2019,
pp. 60-67.

DOI:
https://doi.org/10.5281/
zenodo.3371279



61

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

 There was potential for many new banks as the economy was growing. Under such circumstances,
many Indians came forward to set up banks, and many banks were set up at that time. A number
of them have survived to the present, such as Bank of India, Corporation Bank, Bank of Baroda,
Canara Bank and Indian Bank.
 The period between the Second World War and the First World War were challenging for the
Indian Banking. Likewise, the partition of India in 1947 had adversely impacted the economies
of Punjab, and West Bengal and banking activities had remained paralyzed for months. India’s
independence marked the end of the regime of the laissez-faire for Indian banking. The Government
of India initiated measures to play an active role in the economic life of the nation and the industrial
policy resolution adopted by the Government in 1948 envisaged a mixed economy. This resulted
in greater involvement of the State in different segments of the economy,  nance and including
banking.

Nationalization of Banks
 India marched towards the establishment and expansion of Public Sector Banking through
the progressive nationalisation of commercial banks. There were three phases of nationalization,
namely, nationalization of Imperial Bank of India in 1955 and its seven associate banks in 1959
– 60, nationalization of fourteen major commercial banks in 1969 and nationalization of six more
commercial banks in 1980.
 On 1st July 1955, the Government of India nationalised converted it into the State Bank of India
and the Imperial Bank of India. The establishment of the State Bank of India was a pioneering
attempt in introducing public sector banking in the country. Later on, in 1959 – 60, seven subsidiary
banks were also nationalized to form the State Bank of India group. The State Bank of India group
had its laudable objective of bringing rural orientation in Indian banking, which is achieved with
remarkable success.
 For a short period from December 1967 to June 1969, the Government of India pursued the
policy of social control on banks aiming at an equitable and purposeful distribution of credit towards
development needs. However, the Government was not fully satis ed with the implementation of
social control over banks in achieving social goals. An idea was mooted that social ownership
would serve a better purpose rather than mere social control over banks.
 On 15th April 1980, six more Indian scheduled commercial banks with a deposit of over
rupees two hundred crores were nationalized. The nationalized banks were the Andhra Bank, the
Corporation Bank, the New Bank of India, the Oriental Bank of Commerce, the Punjab and Sind
Bank and the Vijaya Bank. Over ninety per cent of banking activity in the country was brought
under public control, by the second dose of nationalization. Nationalization of banks was a bold
and major step in the process of banking reforms in the country. It has resulted in the evolution of
public sector banking. As an impact of nationalization, the structure of Indian commercial banks
has radically changed. Apart from the phenomenal growth of banking institutions in the country,
Government ownership and control over the banking business also led to dynamic changes in
the banking policies and new strategies of banking development during two decades of post
nationalization period.

Liberalization of Banks
 In the early 1990s, the Central Government, under the Prime Minister, Shri Narasima Rao
embarked on a policy of liberalization and gave licenses to a small number of private banks, which
came to be known as new generation tech-savvy banks, which included banks such as UTI Bank,
now renamed Axis Bank, HDFC Bank and ICICI Bank. This step, along with the rapid growth in
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the economy of India kick-started the banking sector in India, which has seen rapid growth with
an active contribution from all the three-sector banks, namely, Government Banks, Private Sector
Banks and Foreign Banks.

Contribution of Banks to Economic Development
 With the increasing maturity of a country’s economy, the growth of specialized  nancial
institutions is inevitable for economic development that too in a developing economy like India,
which is poised for growth. Many internal problems like poor capital formation, neglect of rural
sector, stronghold of the private money lenders in certain spheres of the economy, poor banking
habits on the part of the people, low rates of domestic savings, slow industrial development, low
standards of living and the problem of unemployment and under employment are rampant in the
economy. These problems are to be tackled urgently.
 Banking occupies one of the most important positions in the modern economic world. The banks
constitute the lifeline of a sound economy. As such, they lubricate and cater to all sorts of economic
activities. The functions of banks in advanced economies are so enormous that we cannot imagine
a state without banks.

Current Situation
 Currently, banking in India is generally mature in terms of supply, product range and reach,
even though, reach in rural India remains a challenge for the private sector banks and foreign
banks. In terms of quality of assets and capital adequacy, Indian banks are considered to have
clean, transparent and robust balance sheets relative to other banks in comparable economies in the
region.
 With the growth in the Indian economy which is expected to move faster, especially in the
services sector, the demand for the banking services, especially retail banking, mortgages and
investment services are expected to be strong. Mergers and acquisitions, takeovers and asset sales
are expected to increase.
 In recent years, commercial banks in India have been adopting the strategy of innovative banking
in their business operations. Innovative banking implies the application of new techniques, new
methods and novel schemes in the area of deposit deployment, bank management and mobilization
of credit. To attract more deposits, Indian banks have introduced many attractive systems such
as education deposit plan, premium pension plan, reinvestment schemes, loan linked recurring
deposit plan and the like. Several banks have started evening branches, Sunday branches and round
the clock exchange bureau for the bene t of their customers. Likewise, innovations are made on
the credit side also. Banks have introduced education loan scheme, debit and credit card scheme,
housing  nance, consumers’ credit, mutual funds, pension plan and the like. Banking services
include Automated Teller Machines, shared ATM networks, electronic funds transfer at point
of sales, smart cards, phone banking and intranet internet banking. The salient features of these
services are the overwhelming reliance on information technology and the absence of physical
bank branches to deliver these services to the customers.

Statement of the Problem
 Private sector banks have played a major role in the development of the Indian banking industry.
They have made banking more ef cient and customer friendly. In the process, they have jolted
public sector banks, forced and out of complacency them to become more competitive. A study
of the performance of private sector banks has assumed signi cance in this regard. Tamil Nadu,
which is one of the  rst states in the country in terms of overall development, is the  fth-largest
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contributor to India’s gross domestic product and is the most urbanized State in India. Compared
to its share of the population, Tamil Nadu has the highest number of business enterprises in India.
 Hence, the researcher has attempted to study the performance of private sector banks based in
Tamil Nadu. The private sector banks based in Tamil Nadu are the City Union Bank Limited, the
Karur Vysya Bank Limited, the Lakshmi Vilas Bank Limited and the Tamilnad Mercantile Bank
Limited. Hence the researcher has undertaken to analyze the performance of these private sector
banks. The researcher has planned to study the performance of banks for over ten years, from 1998
to 2008. The research problem chosen for the present study is “The Performance of Private Sector
Banks Based in Tamil Nadu”.

Objectives of the Study
 The main objective of the study is to study the performance of private sector banks based in
Tamil Nadu. The speci c objectives are:
1.  To measure the deposits of selected banks.
2.  To examine the advances of selected banks.
3.  To highlight the investments of selected banks.
4.  To study the level of non-performing assets of selected banks.
5.  To analyze the pro ts of selected banks and
6.  To identify the factors that in uence the pro ts of selected banks.

Signi cance of the Study
 “Banking means the accepting for the lending of the deposits of money from the public”. The
present study is expected to throw light into the accepting of deposit, the pattern of lending, the
quantum of investment, the impact of non-performing assets and the pro tability of private sector
banks. This analysis intends to help the bankers and the planners in the Government to frame
suitable policies in this regard to sustain and develop the operations of the banking sector.

Limitations of the Study
 The duration of the study is limited to the period between 2008 and 2018. The study is limited
to the private sector banks based in Tamil Nadu only. The data collected for the present study is
secondary.

Methodology
 The researcher has collected secondary data relating to deposits, advances, investments, non-
performing assets and pro ts of the selected banks from 2008-2009 to 2017-2018 for analysis.

Tools of Analysis
 The researcher has used the following tools for analyzing the performance of selected banks
under study.

Percentage Analysis
 To study the changes of various factors, deposits, namely, advances, investments, non-performing
assets pro ts during and the period of study, percentages have been computed, taking the values in
the year 2018 as the base. The following formula has been used to  nd out percentages.
Percentage = (v1/v0) x 100
 V1 =Value in the current year
 V0 =Value in the base year, namely, 2018
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Average
 The arithmetic average of the various factors namely, deposits, advances, investments, non-
performing assets and pro ts during the period of study have been computed by using the formula,
 X= ∑N X
Where
 X = Average value
 ∑X = Sum of the values
 N= Total number of years
 Co ef cient of Variation
 To test the consistency of the values of the variables, the coef cient of variation measure has
been used. The factor with a low value of co ef cient of variation is considered as the value with
higher consistency. Co ef cient of variation is calculated by using the following formula.
 Co ef cient of variation =100σ X
 Where x = Average value
 σ= Standard Deviation of values
 σ is calculated by using the formula
 ∑X 2
 σ= N
Where
 N = Total number of years
 X 2= (x – x) 2
 X = the values of the factor

Annual Growth
 The average annual growth for the various factors, namely, deposits, advances, investments,
non-performing assets and pro ts during the period of study are computed by averaging the annual
increases of values over the years.

Compound Growth Rate
 The compound growth rate is used to describe the growth of various factors, namely, deposits,
advances, investments, non-performing assets and pro ts over the period selected for the study.
It is the geometric mean growth rate on an annualized basis. The formula used to compute the
compound growth rate is given below.
 T0
 =
 Base Year, namely, 2008
 T1
 =
 Year at the end of the period, namely, 2018
 V (t0) =
 Value at the beginning
 V (t1) =
 Value at the end of the period
 Regression Analysis
 The researcher has attempted to analyze the level of in uence of independent factors, namely,
deposits, advances, investments and non-performing assets on the dependent factor pro ts of
banks selected for the study. The following multiple linear regression model has been used for this
purpose.
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 P= a + b1X1 + b2X2 + b3X3 + b4X4
Where
 P = Pro ts
 a= constant value
 X1 = deposits
 X2 = advances
 X3 = investments
 X4 = non-performing assets
 b1 = regression co ef cient value of deposits b2= regression co ef cient value of advances
b3 = regression co ef cient value of investments, b4 = regression co ef cient value of non-
performing assets.

Findings from the Study
 From the analysis found that the Karur Vysya Bank had the highest growth was recorded during
the year 2015 at 525.60 %. The present research revealed that there is a signi cant difference in the
mean value of share capital with selected commercial banks in the study period.
 It is furnished that share capital of all the Tamilnadu based private sector banks had better
position except KVB because of the highest coef cient of variation and banks had raised share
capital is less value where as other selected private commercial banks.
 Karur Vysya Bank had the highest % of growth recorded during the year 2015 at 96.60%,
and the Lakshmi Vilas Bank had the highest growth rate recorded at 58.42% in 2013. However,
selected commercial banks had negative growth in reserves and surplus in the study period.
 It is revealed that reserves and surplus of all the Tamilnadu based private sector banks had better
position except KVB because of the highest coef cient of variation and banks had met heavy
competition among the public and selected private commercial banks.
 Karur Vysya Bank had the highest % of growth was recorded in Deposits during the year 2011
at 34.36%.
 Lakshmi Vilas Bank high the est growth rate was recorded in Deposits at 31.09% in the year
2012. The Researcher furnished that, there is a signi cant difference in the mean value of deposits
between the selected private commercial banks for the duration of the study period.
 It is revealed that deposits of all the Tamilnadu based private sector banks had better position
except CUB because of the highest coef cient of variation and banks had met heavy competition,
interest rates are frequently changed by RBI, high operating expenditure, low rate of interest, only
attractive special customers etc.,
 The present study revealed that there is a major difference in the mean value in borrowings
with selected commercial banks in the study period. It is furnished that borrowings of selected
commercial banks had better position except for KVB because of the highest coef cient of variation
and banks had borrowed highest rate of interest in this study period where as other selected private
commercial banks. However, selected commercial banks had negative growth in other liabilities
and provisions in the period of the research study.

Suggestions and Recommendations
 Based on the outcomes and end of this study, the following policy implications can be
recommended for the bankers and policy makers:
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Common Suggestions and Recommendations
 The common suggestions that the Indian commercial banks should decide to increase their
 nancial feasibility and get better  nancial strength.
 The monetary background for the banks has been changing, and banks want the  exibility to act
in response in this altering place.
 Computerization and e-services of banking play a signi cant role in reducing the operating
expenses and raising the pro ts of the banks. The selected Private sector banks are required to
concentrate on digitalization to improve their competence.
 In India, many areas are still unbanked. The private sector banks are requested to focus on these
areas to add to their business. But at the same time, bank branch feasibility must be ensured.
 Now-a- days’ customers expect more and more services ready at hand from the banks. So banks
are required to offer consumer-oriented products to attract customers.
 All the banks are expanding their business these days. Interest income is not only focused, but
also the banks are required to take care of earning non-interest income to increase their earning
capability.
 In India, some commercial banks are very small in size and paying attention in local areas only.
So these banks are forced to change their organizational structure and adopt customer-oriented
business models to make sure their good endurance.
 Risk management plays an essential role in the well being of commercial banks. The banks
have guaranteed to proper risk management against liquidity risk, interest rate risk, credit risk and
bankruptcy risk. Also, it helps to sustain development in their business.
 Banks need to take care of best practices of corporate power and communal, social responsibility
to provide the needs of different stakeholders. Competition ever-increasing day-by-day so, the
banks should concentrate on ful lling the needs of the customers.

Conclusion
 Liquidity, Pro tability and Solvency are the three essential dimensions which help to not only
in evaluating the performance of the banks but also participate a vital role in shaping the monetary
capability of the banks. Different banks have different strengths and weakness in these performance
dimensions. Changing the ownership with different capital structure, poor ratios like low liquid
assets to total assets, liquid assets to demand deposits and demand deposits to total deposits does
not mean that banks are under liquidity pressures. Favourable ratios like high very high capital
adequacy ratio, debt-equity ratio, costs to income ratio do not always depict the soundness of the
bank. The study  nds that the liquidity position of Tamilnadu based private sector banks KVB,
TMB, CUB and LVB are high as compared to the other commercial banks, but these banks should
also take care of their pro tability as high liquidity might hurt the long term investment of these
banks. These private sector banks are highly pro table banks during the study period. In the end,
it is recommended that Tamilnadu based private sector banks are required to maintain suf cient
balance between liquidity and pro tability to enhance their solvency level.
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Abstract

Complementary methods are proposed for understanding and targeting fashion
consumers – concentrating primarily on innovation theory, including self-concept
theory. Individual is seen as being two potentially relevant suggestions because
fashion is concerned with “newness”, therefore innovation theory (also involved
with introducing new products and ideas) is logically essential, and because fashion
buying could have much to do with extending images of how buyers see themselves
(or would like to be seen, etc.) and because there is evidence to recommend that
buying in younger markets is related strongly to the representation of self, more than
might have been the case in the past. The synthesis of these methods, it is argued,
could lead to an increase in fashion branding, based on a greater segmentation of
fashion markets. Fashion development, in turn, could be more targeted and use
concepts from both innovation and self-concept theory.

Keywords: Innovation Marketing, Consumer behavior, Fashion.

Introduction
 As a consumer, we are any unique, and this uniqueness is shown
in the consumption pattern and process of purchase. The study of
consumer behavior gives us reasons why consumers change one
another in buying using products and services. We obtain stimuli
from the environment and the speci cs of the marketing strategies of
various services and products, and responds to these stimuli in terms
of either buying or not buying a product.

Objectives
•  The terms consumer ‘, customer,‘ industrial buyer‘ and motives‘
•  To Need of consumer behavioral study, differences between

organizational buying behavior and consumer buying behavior
•  The nature and model of consumer involvement
•  Consumer and industrial decision-making process and

decision rules
•  Marketing implications of consumer behavior
•  Study of consumer behavior modeling
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Consumer Behaviour
 It is broadly the thought of individuals, or organizations and the processes consumers use to
select, search, use and dispose of products, services, experience, or ideas to satisfy needs and its
impact on the consumer and society.

Customers versus Consumers
 The term customers are speci c in terms of brand, company, or shop. It refers to a person who
customarily or regularly purchases a particular brand, purchases one particular company‘s product,
or purchases from a speci c shop. Hence a person who shops at Bata Stores or who uses Raymonds
clothing is a buyer of these  rms. Whereas the consumers is a person who generally engages in the
activities - search, select, use, and disposes of products, services, experience, or ideas.

Consumer Motives
 The consumer has a motive for purchasing a particular product. The cause is a strong feeling,
urge, instinct, desire, or emotion that makes the buyer decide to buy. Buying motives thus are
de ned as those considerations or in uences which provide the impulse to induce action, buy,
either determine choice in the purchase of goods or service.
Motives which In uence Purchase Decision The buying motives may be classi ed into two:
1. Product Motives
2. Patronage Motives

Product Motives
 Product motives may be de ned as those impulses, desires, and thoughts which make the buyer
purchase a product. These may still be classi ed based on the nature of satisfaction:
a)  Emotional Product Motives
b)  Rational Product Motives

Emotional Product Motives
 Emotional Product Motives are those impulses which satisfy the buyer based on his emotion.
The buyer does not try to re ect out or logically analyze the need for purchase. He makes a buying
for  lling pride, sense of ego, urge to initiate others, and his desire to be unique.

Rational Product Motives
 Rational Product Motives are described as those impulses which arise based on logical analysis
and proper evaluation. The buyer makes a sensible decision after chief assessment of the purpose,
alternatives available, cost-bene t, and such valid reasons.

Patronage Motives
 Patronage motives may be described as thought or impulses which persuade the buyer to
patronage speci c shops, just same product motives patronage can also be grouped as emotional
and rational.

Emotional Patronage Motives
 Emotional Patronage Motives those that satisfy a customer to buy from speci c shops, without
any logical reason behind this action. He may be subjective for buying in his favorite place.
Rational Patronage Motives are those which appear when selecting an area depending on the user
satisfaction that it extends a wide selection, it has the latest models, offers excellent after-sales
service, etc.
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Need for Study of Consumer Behaviour
 The study of consumer behavior encourages everybody, as all are consumers. Marketers must
follow consumers to survive and succeed in this competitive marketing environment. The following
reasons highlight the effect of studying consumer behavior as a discipline.

Importance in day to day life
 The prospect of considering a discipline is to help oneself to appreciate its contributions better.
The reason to study consumer behavior is because of the role it plays in the lives of humans.
Most of the free time is spent in the shopping, market place, or engaging in other activities. The
extra time is usually passed in knowing and creating about products and services, conversing with
friends around them, and watching advertisements related to them. The usage of them signi cantly
reveals our lifestyles. All these reasons suggest the need for the study. But, the purpose may be to
attend immediate and tangible ideas.

Pertinence to Decision Making
 Consumer behavior is said to be an affected discipline, as any decisions are signi cantly
altered by their behavior or expected actions. The two perspectives that seek the application of its
knowledge are micro and societal.

Traditional and Modern Theories of Consumer Behavior
 The theory is an exposition of the general principles of any science. It is the philosophical
explanation of phenomena, either physical or moral. It is a view held or supposition describing
something. There are two types of theories that explain consumer behavior - traditional or old
theories and modern or contemporary theories.
 The traditional theorists would believe that consumers behave mechanistically. Their views of
consumers may be connected with that of the economic philosophers’ views. Economists explained
quite a few principles de ning consumer behavior. One of the principles of economics assumes
that as consumers’ incomes increase, they buy more items for use or consumption. The other law
states that, if the supply of an object falls, consumers will go for purchasing that item in more
signi cant quantities meaning an increase of demand. The traditional theorists de ning consumer
behavior fully accept these economic principles and believed that consumers behave in compliance
with  nancial laws. They thought that consumers are rational creatures, and as a result, every
move they take is well thought, planned, and logical. They also applied some of their experiences
and intuitions in explaining consumer behavior. Therefore, we can say that traditional theories
explaining consumer behaviors were based on economic laws, marketers’ own experiences, as well
as their intuitions.

The Role of Theory in Science
 Consumer behavior theories of modern time are based on empirical results. By practical, we
mean, that which is observable as well as measurable. A result may be termed as anecdotal,
provided anybody interested may observe it later as well as to measure it. What theory does is that
it determines this empirical orientation. The explanation is given by focusing on the data that are
needed to explain the theory. You should know that applying a particular method; you do not need
to consider all accessible data on the  eld. Theory tells you which are the relevant data on which
you should concentrate on and which you should sidestep.
 Data that you consider in using a theory may fall in many categories. If you believe them together
without distinguishing them according to their nature, you may lead in the wrong direction.
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 Theory, you know, is a description of facts. Based on the circumstances, we try to generalize
on certain aspects. The generalization should be made in such a way that is supposed empirical.
That is, it must have the resources as ‘observability’ and ‘measurability.’ Behind classifying data
following a systematic manner, theory reviews them, and based on this; it concludes on the area in
question empirically.
 The theory considers facts. It is an explanation of events in an orderly manner. Furthermore, it
also helps researchers or users to predict effects that one may observe provided the circumstances
remain the same. The prediction of facts helps marketers enormously in developing their strategies
so that they can combat the competition more effectively.

Criteria of a Sound Theory of Consumer Behaviour
 A sound theory of buyer behavior not only de nes the practice but also gives a reasonable
description of that behavior. Let us say; we have produced a consumer behavior theory on the
behavior of female customers of dress materials. In the supposed opinion, it is said that female
customers of dress materials enjoy bargaining.
 This is a mere description of their behavior, not the description of the behavior. On the contrary,
if the theory knows which female customers enjoy agreement, what are the reasons for such a
practice, this can be termed as an explanation of behavior. So, a sound theory of buyer behavior
describes the behavior, side by side its interpretation.

Conclusion
 The study of consumer behavior gives us with reasons why consumers change from one another
in buying using products and services Need of consumer behavioral study, differences within
organizational buying behavior and consumer buying Consumer has a motive for purchasing a
particular product behavior There are two types of theories that describe consumer behavior - the
traditional or old methods and modern or contemporary approaches. This consumer behavior is
essential marketing.
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Abstract

Insuf ciency suffering the poor with negative, unbearable and uncontrollable
conditions, which limited them to exploiting services in the regular banking sector.
The need to provide  nancial services to people in need of better quality of life
through the organized sector has created micro nance in India. Micro nance
institutions have come a long way in bringing about change, bene ting the poor
and the marginalized by providing access to the capital. Also, the digitalisation
of micro nance institutions has emerged as a new wave, and these agencies are
working tirelessly to advance technology to enhance ef ciency and effectiveness.
This working paper identi es the evolution of the micro nance revolution in
India as a powerful tool in the  ght against poverty. If  nancial institutions fail
to provide micro nance, the limit is very low. Question marks on the governance
of micro nance institutions. A concerted effort is needed to contribute to the
development of the new micro nance industry, while at the same time focusing on
trade agreements between boundaries and sustainability.

This research paper outlines several aspects in which the government must play
its role. This research paper also highlights the development of the micro nance
industry, where the key issues are the diversi cation of access to capital, innovation
in distribution, infrastructure and education, and the use of new technologies such
as mobiles and smart government within the sole recognition authority of India. The
research paper examines the evolution of micro nance and its associated factors
and ideological position based on global recognition, a one-off proposal for both
Micro nance institutions and clients.

Keywords: Digitalization Impacts, Micro nance Institutions, Financial Services.

Introduction
 With the success of a small experiment conducted by Nobel
Laureate Professor Muhammad Yunus, in the poverty-stricken and
 ood-ravaged Bangladeshi village of Jobra by providing a small
amount as working capital to a few women, micro nance was born.
Over the years, Micro nance has been proven to be one of the powerful
tools for empowerment & most important & poverty alleviation as
it provides the most tangible outcome within the shortest period.
The Micro nance sector in India has traversed a long journey from
micro-savings to microcredit and then to microenterprises and now
entered the  eld of micro insurance, micro pension.
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 India is witnessing an increasing pace of development, mainly because of the digital revolution.
A very strong development tool like micro nance is also undergoing a change in its operations
and reach. The origin of Micro nance in India dates back to 1992 when the National Bank for
Agriculture& Rural Development (NABARD) piloted the formal launch Self Help Group (SHG)
Bank linkage program.
 According to the census of India, 68.84% of the Indian population resides in rural areas. With
nearly 60% of the population depended upon the agricultural sector there is wide underemployment.
The result is abject poverty and low access to institutionalized credit. Financial inclusion, therefore,
is a key tool for development. In India, the expansion of  nancial services in India started with
the nationalization of all banks in the country during the late 1960s. This was strengthened with
the establishing of Regional Rural Banks (RRBs) in 1976. The micro nance sector in India
expanded real motivation with the establishment of the National Bank for Agriculture and Rural
Development (NABARD) in 1982. The Indian micro nance industry has been a strong enabler of
 nancial inclusion of underserved and unbanked people in India. After digital India movement and
the launch of Pradhan Mantri Jan-Dhan Yojana (PMJDY) in 2014,  nancial inclusion is vigorously
promoted to ensure delivery of banking services at an affordable cost to the vast sections of the
unbanked group.
 Over the last three decades, the sector has undergone dramatic changes and has been driven
by many factors which include the transformation of micro nance providers, the demand-supply
gap, regulatory framework, and expansion of funding sources. Several digital  nancial services
programs have been launched across the globe, which has been successfully serving the population
at the base of the pyramid. In India, several initiatives have been undertaken to build public
infrastructure in the digital ecosystem space to leverage people in poverty alleviation.

Review of Literature
Shah and Patel (2017) Micro- nance is considered to be revolutionary because it aims at

servicing the poor who were un t to get  nancial services before. However, its growth is obstructed
by several regulatory and working hurdles are threatening the smooth functioning of MFIs. The
main hinders faced by MFIs in  nancing the poor were the high transaction cost & low productivity
while reaching out to the indigent in terms of small credit at regular intervals.
 Taruna and Yadav (2016) explained the need and challenges that were faced by the poor people
in India and providing them  nancial help, in the way of microcredit to start their small businesses,
so they can make income and provide for their families. The study explored some glaring issues,
challenges and offers some suggestions to make micro nance more effective. Government, RBI
and various MFIs faced various challenges and to overcome with these challenges and issues;
some preventive measures were also taken by these  nancial bodies to provide bene ts to the poor
people and social class of the society. Based on need, issues and challenges related to micro nance,
the study predicted the new agenda for the future.
 Dey (2015)to have a sustainable life style along with saving and investment, micro nance allows
the poor to get the loan that leads to  nancial independence and growth. The poor use these loans in
a productive manner to create their businesses, assets of their own and get rid of poverty once and
for all. Micro nance is becoming a signi cant buzzword in India. Outstanding progress has been
made through the last two decades in inventing techniques to deliver  nancial services to the poor
on a sustainable basis. These loans are aimed at empowering the impoverished people to start their
businesses and to grow their money so that they can achieve long-term  nancial independence and
develop sustainably. Economic growth, sustainable development and poverty alleviation can be
achieved effectively with the help of micro nance. This paper also focused on the challenges and
suggestive measures for growth of micro nance in the Indian context for sustainable development.
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 Pokhriyal, Rani and Uniyal (2014) examined the role of micro nance intervention in promoting
women empowerment in rural India. To check the various schemes under which the micro nance
tool is applied, and the progress of this program, the help of various data provided by the government
and other institutions was included in this study. It was suggested that education facilities and
family protection must be provided proa perly. Micro nance institutions should be strengthened,
and their support to recourse poor women should also be expanded.
 Nasir, S (2013) tries to outline the prevailing condition of the micro nance in India in the light
of its emergence till now, and it aims to provide a cost-effective appliance for providing  nancial
services to the poor. The study  nding discovers the fundamental gap in the functioning of MFIs
such as applies in credit delivery, lack of product diversi cation, customer coinciding and with
practical suggestions to overcome the issues and challenges linked with micro nance in India.
 Sarkar &Baishya (2012) suggest that women’s uses to credit have a role in improving the
domestic decision-making capacity, workforce contribution rate and control over resources and
even political and legal consciousness, thus opening/prospect for greater empowerment of women.

Objectives of the Study
•  To study the uses of digital  nance in micro nance institutions.
•  To study the uses of digital channels in micro nance institutions
•  To study the impacts of digitalization in micro nance institutions.
•  To study the digital economy and understand how digitalization improves our economic

growth.

Research Methodology
 This is exploratory research, reviewing the literature and qualitative and descriptive study
based majorly on the analysis of secondary data of Digital economy and Micro Finance inclusion
in India. The research methodology will be done in two steps: the  rst step consists of a recent
bibliographical review on digitalization impact of Micro nance institutions (MFIs) in Indian
economic growth, which shows the results and future measures recommended in the micro nance
sector. The second step, the data collection on the Indian MFIs through the secondary sources in
books, journal, newspapers and MFIs reports.

Importance oF MFIs Digitalization
 Stay competitive: With the recent regulatory approval to (SFBs) Small Finance Banks and the
increased push for priority sector lending and  nancial inclusion for commercial banks by RBI,
competition is increasingly intense in the sector. Additionally, MFIs can provide micro nance plus
add-on services such as imparting best business practices, by using digital methods, entrepreneurial
skilling and  nancial literacy training more effectively.
 Protect against external shocks: Digitalization and the use of technology to streamline processes
will reduce reliance on cash at the nodes of disbursement and collections and serve to protect MFIs
against external shocks such as demonetization as well as make them more agile and adaptable to
swift market movements.
 Cost and process effectiveness: The adoption of digital solutions allows MFIs to cut costs
through a variety of channels such as quicker processing times for disbursal and loan approval
reduced costs of reduced risk of cash, physical data storage and some insulation from external
shocks such as demonetization. There are also intangible cost reductions, such as the reduction in
risk associated with the use and transportation of cash.
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Impact of Micro nance
 In each country, there is progress over time, but its level and speed may not be enough to
maintain a satisfactory quality of life for the least pro table. In such cases, the intervention is to
accelerate the natural pace of development. Micro nance is an intervention that seeks to expedite
this process by improving household income by providing timely and appropriate support for
economic activities, and by sharing government and mainstream  nancial sector responsibilities.
In India, micro nance is at a new-born stage with massive potential for growth. Although the
sector has begun to grow, challenges must be met to make this growth effective and sustainable.
Micro nance needs to be more ef cient, more customized and more comprehensive. To increase
activity in this sector, we must develop  nancial expertise in micro nance institutions and establish
relationships in the debt and equity capital markets. Micro nance can help transform India into an
engine of economic growth.

Impact of Digitalization
 The positive impact of digital technology on the reach of micro nance. MFIs have opportunities
to leverage markets where mobile services are widely used to improve on large innovative
technology projects and delivery channels. MFIs have the opportunity to be more transparent,
reduce fraud risks, provide secure options to clients and  eld of cers and mitigate cash risk, as
the sector has been traditionally cash-intensive. Digital Financial Inclusion improves operational
ef ciency, reduce costs, and provide regular alerts to clients without any additional cost. But this
is not effective pan-India. There is still a need for interventions to make the bene ciaries digitally
literate. While it is undeniable that micro  nance has had a great impact on the lives of poor Indians
and that it has been one of the major contributors to the goal of poverty eradication.

Micro nance and Digitalization
 While India is on the top list of  rst recipients of micro nance commercial  nancing, there are
millions of people who are  nancially excluded. According to the World Bank, two billion people
in the world lack access to  nancial services. Digitalisation has facilitated micro nance institutions
to reach customers ef ciently and conveniently. With the mobile users base increasing rapidly in
India, channels such as Mobile devices which help in better tracking of transactions on a real-time
basis. The reach of Micro nance in India was con ned because of non-availability of a tool for
mass reach. People who knew about micro nance could only take advantage of it, and a large
portion remained untouched. With India, which is home to an unbanked population of around 47
per cent, technology can play a crucial role in driving  nancial inclusion of the underbanked as
well as the un-banked population in the country.
 Before Digitalization, micro nance was a means of  nancial inclusion, which included a very
personal approach to the clients. On the one hand, the personal approach method to each client
facilitated the direct connection of information about micro nance it restricted the outreach of
knowledge. Digital technology has increased the scope of micro  nance reach. Bene ciaries,
equipped with mobile phones and regions connected with the internet, have made this possible.
A woman in rural parts of the country is now better exposed to micro nance because of digital
technology to leverage the micro- nance service due to lack of awareness. MFI’s have opportunities
to leverage markets where mobile services are widely used to improve on large innovative
technology projects and delivery channels. MFIs have the opportunity to be more transparent,
reduce fraud risks, provide secure options to clients and  eld of cers and mitigate cash risk, as
the sector has been traditionally cash-intensive. Digital Financial Inclusion improves operational
ef ciency, reduce costs, and provide regular alerts to clients without any additional cost. But this
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is not effective pan-India. There is still a need for interventions to make the bene ciaries digitally
literate.

Uses of Digital Finance in Micro nance Institutions
 Micro nance institutions have played an essential role in  nancial inclusion, and they have
understood that the use of new technologies enables them to strengthen their ability to reach
populations that are unable to serve due to their geographical distance or economic situation.
 The adoption of, therefore, digital tools, represents a critical opportunity for MFIs, in particular
to:
•  Expand their customer base by geographically expanding their activities and reaching new,

low-income customer segments with cheaper services;
•  Respond positively to the growing demand from your clients who can use their services after

business hours and on weekends, which reduces travel time and meeting agent costs.
•  Modernize certain costs and procedures of the organization;
•  Expand your product range;
•  Reduce the price of services offered;
•  Promote the digital culture of their customers as a means to increase their independence.
•  However, for many MFIs, the acceptance of digital  nancing instruments is not apparent due

to many constraints:
•  The complexity of choosing and implementing the technologies available;
•  Economic availability and skills required to create and manage a mobile money system;
•  The scale to be achieved to justify the investment required; - the need for a strong banking IT

infrastructure;
•  Develop a clear strategy for using digital  nancial services.
 To do this, they need to mobilize skills that most of them do not have, especially small and
medium-sized micro nance institutions, which have fewer  nancial resources and are less able to
take the risks that such a major change entails.

Uses of Digital Channels in Micro nance Institutions
 Digitalization has facilitated micro nance institutions to reach customers more ef ciently and
conveniently at a lower cost. Varied innovative technologies that are leveraged by micro nance
institutions are:
 Personal Digital Assistant (PDAs): PDA as used by SKS micro nance for their operations is a
portable computer like platform running software programs to standardize lending methodologies
and assist in the collection of information. Software leads to time reduction by conducting loan
scrutinization and disbursement of funds.
 Management Information System (MIS): Automation due to the development of computers and
software applications like MIS has transformed the way MFIs operate. Information is made readily
accessible by MIS. It facilitates loan of cers to track clients’ repayment schedules and balances
and monitors progress toward attainment of operational objectives.
 Mobile Device: India’s mobile banking subscriber base crossed one billion landmarks in January
2016. The mobile revolution has transformed the way  nancial services are provided. Several MFIs
have made a successful foray into mobile technology for their operations through better tracking
of transactions on a real-time basis, digitization of huge physical records, bringing higher levels of
transparency in operations, time-saving & process ef ciency and greater scalability.
 Biometrics: With the evolvement of technology, biometric micro ATMs integrated with a
biometric modality for authentication are contributing to the development of micro  nance. Launch
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of biometric micro ATM device “Aadhar Enabled Payment System” (AEPS) in 2012 by Unique
Identi cation Authority of India (UIDAI) has enabled bene ciaries with Aadhar to withdraw
money near their doors through the core banking system. Micro ATM is connected to banks
across the country. Biometric identity authentication is a must before performing transactions
like withdrawing or putting money into their bank accounts. It enables MFIs to conduct secure
transactions remotely besides eliminating the presence of staff members during authentication.

Indian Economy After Digitalization of MFIs
 Keeping in view Government of India’s mission for creating digital India, NABARD launched
a pilot project “E-Shakti” for the digitization of SHGs on 13 November 2014. E-Shakti enables
maintenance of records of SHGs in electronic form and creation of MIS. Digitization of SHGs
ensures access of members to a wide range of  nancial services. It concentrates on integrating SHG
members with national  nancial inclusion and bringing persons under the umbrella of Aadhar.
Moreover, it facilitates banks in extending the  nancial facility to SHGs by assessing their  nancial
health.
 Digital India, which was launched by the government in 2015, is a radical move, primarily to
ensure that government services improve the online infrastructure and increase Internet connectivity,
in an electronic form, for citizens to provide without interruption. India has a mobile subscriber
base of 1150.45 million, which includes 489 million rural subscribers (TRAI, 2017) which indeed
is the second-largest telephonic subscriber’s base in the world by number. It is evident that the
government, towards digital empowerment of the people, has taken signi cant steps. One of the
direct gainers of this initiative is the  nancial sector, wherein our country’s goal is to complete
 nancial inclusion.
 Technology and innovation have become key drivers of economic growth. In the recent past,
technology has undoubtedly triggered economic growth, impacting signi cantly micro nance
sector too. According to the World Bank, 2 billion people in the world today lack access to  nancial
services. Digitization is profoundly changing the way  nancial services are being delivered by
MFIs in India. A convergence of digital platform in  nancial inclusion bene ts MFIs and clients
alike. Automation of transactions due to digitization enables MFIs to enhance capital, the  ow
of information and makes it convenient to organize and scrutinize data. It has opened various
opportunities by reducing the use of cash in operations resulting in signi cant cost savings and has
also lead to an increase in outreach in a cost-effective manner. The database is easily searchable
through internet by maintaining digitized information on the web. Furthermore, loan applications
with a client in a remote village are now processed using a handheld device, eliminating the need
for paper loan applications. Simultaneously clients are also bene tted by faster turnaround time of
loan processing & approval, safe and secure way of repayment of loans through mobile wallets.

Conclusion
 Micro nance institutions can leverage technology to speed up the  ow of information, capital,
and automate transactions, control and analyse data. It will also improve customer experience;
reduce transaction costs, increase ef ciency and customer outreach for them. The convergence of
digital platform in  nancial inclusion will be bene cial to MFIs and clients alike. Digitalisation is
the way ahead. To reach the last unbanked segment of the economy and for poverty alleviation of
the economy, Digitisation of Micro nance is the most convenient and affordable way.
 An outreach of MFIs due to digitization has undoubtedly increased in terms of its operations,
clients and loan disbursement, but it has not been able to capture giant market share. Moreover,
utilization of funds is more for non-productive and consumption activities. The government needs
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to play a proactive role by ensuring the provision of funds for productive and developmental
activities to fully utilize gains of digitalization. This goes without saying that the bene ts churned
will be manifold with high growth prospects, reduced operational costs, the scope of catering to
more enormous masses with agility and speed. Some of the MFIs have gone a step ahead and
passed on the part of the bene ts to the members by lowering the interest rates. Technology will
play a crucial role in bringing about  nancial Inclusion, and it is a great time to watch out for some
really interesting and intriguing interventions.
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Abstract

Since the beginning of economic reforms in 1991, major reforms initiatives have
been taken in the  elds of investment, trade,  nancial sector, exchange control
simpli cation of procedures, enactment of competition and amendments in the
intellectual property rights laws, etc.  India provides a liberal, attractive, and
investor friendly investment climate. India has the most liberal and transparent
policies on FDI among the emerging economies. Foreign direct investment (FDI)
up to 100 percent is allowed under the automatic route in most of activities/sectors.
FDI in sectors/activities to the extent permitted under automatic route does not
require any prior approval either by the Government or RBI.  The investors are only
required to notify the Regional of ce within 30 days of receipt of inward remittances
and  le the required documents in that of ce within 30 days of issue of shares to
foreign investors. On the other hands other sectors are required the approval by
either the foreign investment promotion board or the cabinet committee of foreign.
Presently foreign direct investment is freely allowed in most of the sectors but a few
sectors where the existing and noti ed sectoral policy does not permit foreign direct
investment beyond a speci c limit. Foreign direct investment for almost all sectors/
activities can be brought in through the automatic route under the power delegated to
the Reserve bank of India and the remaining sectors/ activities through government
approval. This research article brings forth the data related to centre government
approved foreign direct investment in these sectors on the recommendations of the
foreign investment promotion board (FIPB).

Keywords: Service Sector, Construction Development, Computer Software and
Hardware, Telecommunications, Drugs and Pharmaceuticals, Automobile Industry,
Chemicals Sector, Trading Sector, Power Sector and Hotel & Tourism.

Introduction
 One outstanding feature of the present-day world has been the
circulation of private capital  ows in the form of foreign direct
investment (FDI) in developing countries, especially since 1990s.
Since the 1980s, the multinational corporations (MNCs) have come
out as major actors in the globalization context. In this context,
globalization offers a parallel opportunity for developing countries
like India to attain quicker economic growth through trade and
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investment. In the period 1970s, international trade grew more rapidly than FDI, so far that
international trade was most signi cant economic activities for international collaboration. This
situation changed fundamentally in the middle of the 1980s, when FDI started to increase sharply.
In this period, the FDI has increased its importance by transferring technologies and establishing
marketing and procuring networks for ef cient production and sales internationally.

Conceptual Framework of FDI
 Capital is stated as the engine of growth. This statement has gained more importance in the
recent times. Traditionally, the various sources of capital for developing countries were either the
demand of their output (raw material) by industrial countries or foreign aid and or loan from foreign
banks. However, now-a-days, the of cial development assistance  ows are steadily declining.
Beside others, FDI as a source of funds has gained very high importance, in recent years. FDI is
an investment involving a long-term relationship and re ecting a lasting interest and control of a
resident entity in one economy. FDI involves the ownership and control of a foreign company in
foreign country. In exchange for this ownership the investing country usually transfers some of its
 nancial, technical, managerial, trademark and other resources to the recipient country. The govt
of India in March 2008 revised the de nition in line with international practices. The revised FDI
data includes equity capital including that of un-incorporated entities, non cash acquisition against
technology transfer, plant and machinery, goodwill, business development, control premium, and
non- competition fees. It also includes reinvested earning including that of incorporated entities,
unincorporated entities and reinvested earnings of indirectly held direct investment enterprises.

Current Scenario of FDI In ow in India
 Since economic reforms initiated in 1991, Government of India has taken many programs to
magnetize FDI in ows to improve the Indian economy. An important objective of promoting
FDI in India and other developing countries has been to promote ef ciency in production and
increase exports. However, any increase in equity stake of the foreign investors in existing joint
ventures or purchase of a share of equity by them in domestic  rms would not automatically change
the direction of the  rm. That is “the aim of FDI investors would be to bene t from the pro t
earned in the Indian market. As, a result, in such cases FDI in ows need not be accompanied by
any substantial increase in exports, whether such investment leads to modernization of domestic
capacity or not”. Therefore, it is a challenge for a developing country like India to channelize its
capital in ow through FDI into a potential source of productivity gain for domestic  rms.

The Entry Routes For FDI in India
 Prior to 1991, all FDI proposals were approved on a case by case basis with a 40% total foreign
equity participation cap. Since July, 1991 India has signi cantly liberalised its foreign investment
policy. As per the rules, policies and procedures of liberalisation, FDI comes through four routes in
India as follows:

RBI (Automatic Route)
 This route was introduced to facilitate FDI in ows. Foreign investment in an Indian entity does
not require prior government approval in this route. Companies proposing foreign investment
under this route can issue shares up to the limit of foreign equity capital prescribed or the foreign
investors. Remittances can also be received for same. The reporting period for this purpose to the
RBI is 30 days. Approval is automatic is sixty categories of industries.
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Government (SIA/FIPB)
 Route are Non-Automatic route, the schemes which are non-automatic in nature are referred
to FIPB. In the organisational structure, industry secretary is the chairman of FIPB. The other
members are  nance secretary, commerce secretary and secretary (economic relations), ministry
of external affairs. This apex board gives clearance on a case by case basis. Such cases include
sectors that require industrial licenses, foreign investment exceeding 24% of equity in small scale
industries, foreign investment where the foreign interest has an existing venture in some  eld India,
and all proposals falling outside the predetermined sectoral caps or in sectors where FDI is usually
not permitted but authorised in certain cases at the discretion of GOI. FIPB gives clearance after
consulting the concerned ministries and considering the size of investment. Normal processing time
is four to six weeks. FIPB adopts liberal approach for all sectors and all types of proposals. The
rejections are almost negligible. SIA assists FIIA while processing FDI Proposals FIPA (Foreign
Investment Implementation Authority) assist foreign investors which have got central government
approval in clearance of state level problems.
 A Non- Resident is an individual who is either a citizen of India or a person of Indian origin but
also who is not ‘resident’ in India. NRIs also include companies, partnership  rms, trusts, societies
and corporate bodies where 60% of the equity is owned by the NRIs. There is a sizable population
of Indians living outside. Indian government offers various opportunities to attract surplus funds of
NRIs. They can deposit in India through banks accounts like non-resident external rupee account
NRI, foreign currency non-resident (Bank) account FCNR(S) and Non-Resident ordinary Rupee
(NRO) account.

Acquisition of Share
 Acquisition route has been introduced since January, 1996. This was included as a part of FDI
under section 29 of the FERA (foreign exchange regulation act), 1973, now it comes under section
5 of FEMA (foreign exchange management act) 1999. According to new provisions of FEMA,
the proposals for FDI involving acquisition of share in already existing companies are considered
only if application made by Indian company or related proposal is supported by board resolution of
Indian company.

Research Methodology
 After the data have been collected from secondary sources, research turns to the task of analyses
and interpretation. The data have been arranged properly on annual basis and then inferences have
been drawn. Statistical tools like Percentage share out of Total FDI, Growth rate percentage, and
compound growth rate has been calculated in order to draw proper inference and analysis.

FDI in Services Sector
 The services sector in India has remained the most vibrant sector in terms of contribution to
national and state incomes, trade  ows, FDI in ows and employment. There is a new wave in the
growth of India  nancial sector after liberalisation insurance industry growing with rapid rate. The
number of merger and acquisition in the insurance industry as well as in banking sector also, number
of private banks are growing in India. The service sector Includes Financial, Banking services,
Insurance services, Non- nancial and Business services, Outsourcing, Research & Development,
Courier, Technical Testing and Analysis, Commodity Exchange, etc. The FDI in ow in service
sector has been given in Table 1 from the year 2000 to 2018.  The in ow of FDI has been increased
from 11455.83 million in 2004 to 6,39,090.00 million in 2018. Initially, the pace of growth of
FDI in service sector was slow. However, the  ow of FDI in service sector increased signi cantly



National Conference on “Modern Marketing in Digital ERA”

82

after the year 2015 despite huge  uctuation from year to year. The in ow of FDI in service sector
reached at top level in the year 2018 with 6,39,090.00 million.  However, we have discussed
growth over the preceding year i.e.  504 percentage in 2006, 136.11 percent in 2008 and 128.40
percent in 2015. But some time it has been observed declining growth over the previous year
i.e. -46.10 percent in 2013, followed by -25.71 percent in 2017.

Table 1 FDI In ows in Service Sector with Percentage Share
out of Total FDI from 2000 to 2018

Year FDI in Service Sector Total FDI
% Share out of Total

FDI
% Growth as Per
Preceding Year

2000 1861.5 104411 1.78 -

2001 8202.24 160711 5.1 340.63

2002 15431.39 161345 9.56 88.14

2003 13903.59 95640 14.54 -9.9

2004 11455.83 147814 7.75 -17.61

2005 28,961.35 192707 15.03 152.81

2006 1,75,019.53 503573 34.76 504.32

2007 1,43,776.22 654950 21.95 -17.85

2008 3,39,475.12 1595295 21.28 136.11

2009 2,72,429.50 1309799 20.8 -19.75

2010 1,61,538.68 960150 16.82 -40.7

2011 2,38,886.13 1599349 14.94 47.88

2012 2,52,619.24 1215914 20.78 5.75

2013 1,36,161.47 1294825 10.52 -46.1

2014 1,79,500.90 1753134 10.24 31.83

2015 4,09,974.58 2525614 16.23 128.4

2016 5,82,140.00 3116440 18.67 41.99

2017 4,32,490.00 2827680 15.29 -25.71

2018 6,39,090.00 2888885 22.12 47.77

Total 4042917.27 231,08,236 17.50
Source: Various Newsletters from 2000 to 2018

The FDI in ow in service sector ranged from 1.78 percent in 2000 to 22.12 percent in 2018 of
total FDI during the study period. The share of FDI declined in the six years after reaching at peak
level in the year 2006 and was 10.24 percent of total FDI in 2014.

FDI in Construction Development
 The FDI in real estate/construction development has been permitted since 2005. It is subject
to some restriction like development of minimum area, minimum capitalization, investment lock
in, restriction on FDI in residential plots, restriction on transfer of shares, etc. These conditions
could be met only by the big industry players. But the Government of India (GOI) amended the
foreign direct investment (FDI) policy in Construction Development sector on 3rd December, 2014
by relaxing some conditions. These relates to reduction in minimum  oor area, development of
project, relaxation within 5 years of obtaining all in minimum investment and no need of completion
certi cate. Similarly, the Projects committing at least 30% project cost for affordable housing are
exempt from Minimum area and Minimum capitalization requirements.
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Table 2 FDI In ows in Construction Sector with Percentage Share
out of Total FDI from 2000 to 2018

Year
FDI in Construction

Sector
Total FDI

% Share out of Total
FDI

% Growth as Per
Preceding Year

2004 6419.88 147814 4.34 -

2005 5118.03 192707 2.66 -20.28

2006 36613.91 503573 7.27 615.39

2007 51924.4 654950 7.93 41.82

2008 103623.52 1595295 6.5 99.57

2009 116954.93 1309799 8.93 12.87

2010 71110.5 960150 7.41 -39.2

2011 84982.5 1599349 5.31 19.51

2012 127191.56 1215914 10.46 49.67

2013 69207.87 1294825 5.34 -45.59

2014 61835.69 1753134 3.53 -10.65

2015 10,609.99 2525614 0.42 -82.84

2016 7,030.00 3116440 0.22 -33.74

2017 3,472.00 2827680 0.12 -50.61

2018 15,030.00 2888885 0.52 332.89

Total 7,71,124.78 225,86,129.00 3.41
 Source: Various Newsletters from 2000 to 2018

 The FDI in ow in construction development sector includes the FDI in ow for the construction
of townships, housing and built-up infrastructure in the country. The sector wise break up of
cumulative FDI in ow shows that the construction development has been placed next to after
service sector. The FDI in ow in this sector in the country from 2004 to 2018 has been given in
Table 2. There has been signi cant increase in the gross total in ow of FDI in construction sector
from 6419.88 million in the year 2004 to 15,030.00 million in the year 2018. There has been heavy
 uctuation in FDI  ow during this period. FDI in construction development sector reached at peak
level in the year 2012. Subsequently, it declined substantially and it was merely Rs. 3,472 million
in the year 2017.  The share of FDI in construction development ranged merely from 0.52 percent
in the year 2018 to 10.46 percent in the year 2012 of the total FDI.

FDI in Computer Software and Hardware
 The internationalisation of computer software and hardware services activity came late as
compared with the manufacturing industry and many other service activities. Only hardware
manufacturers served international markets in the period up to the mid1970s.  However, by the
end of the 1980s, the international spread in the coverage of this industry had taken off. Packaged
software was becoming more readily available and exported; more specialist systems and software
houses were expanding and were soon followed by the major IT service outsourcing companies,
for example EDS and Cap Gemini Sogeti. This was in turn replaced by the rise of more complete
computer software and services “majors”, such as United States based Microsoft and Oracle
Corporations. The Information Technology (IT) industry has shaped up as a major success story in
India’s economy.
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Table 3 FDI In ows in Computer Software and Hardware Sector with Percentage
Share out of Total FDI from 2000 to 2018

Year
FDI in Software &
Hardware Sector

Total FDI
% Share out of

Total FDI
% Growth as Per
Preceding Year

2000 12008.32 104411 11.5

2001 20566.93 160711 12.8 71.27

2002 31908.64 161345 19.8 55.15

2003 13550.09 95640 14.2 -57.53

2004 31,030.11 147814 21 129

2005 42,066.76 192707 21.8 35.57

2006 87,492.90 503573 17.4 107.99

2007 1,02,148.54 654950 15.6 16.75

2008 78,102.50 1595295 4.9 -23.54

2009 32,124.70 1309799 2.5 -58.87

2010 45,347.95 960150 4.7 41.16

2011 31,350.97 1599349 2 -30.87

2012 34,374.34 1215914 2.8 9.64

2013 36,598.31 1294825 2.8 6.47

2014 95,622.02 1753134 5.5 161.27

2015 425370.39 2525614 16.8 344.85

2016 24,605 3116440 0.7 -94.22

2017 39,670 2827680 1.4 61.23

2018 45,297 2888885 1.5 14.18

Total 12,29,235.47 231,08,236.00 5.32
Source: Various Newsletters from 2000 to 2018

 The FDI in ow in computer software and hardware has been given in Table 3. Its gross total
in ow increased from Rs. 31,030.11 million in the year 2004 to Rs. 4, 25,370.39 million in the
year, 2015, but gradually decreased thereafter. The volume of FDI in ow in this sector increased
from Rs.31030.11 million in 2004 to Rs. 102148.54 million in 2007, but its share in total in ow of
FDI declined from 21 percent in 2004 to 15.6 percent in 2007. Further, it declined to Rs. 31350.95
million (2 percent) in 2011. Thereafter, FDI in this sector rose constantly and reached to Rs.
425370.39 million (16.8 percent) in 2015 and decreased in the year 2016 to the extent of Rs. 24605
million (0.7 percent) and then increased gradually from 2017 to the extent of Rs. 39670 million.
 The share of FDI in ow in computer software and hardware was lies between 21.0 to 15.6
percent of total FDI in ow during the years 2004 to 2007. Therefore, it declined and its share in
total FDI in ow decreased from 2 to 5.5 percent from 2008 to 2014.  In the end of 2015, it increased
signi cantly and its share increased with 16.8 percent of the total in ow. Further the share in total
FDI in ow decreased after 2015.

FDI in Telecommunications
 The Telecom industry has witnessed signi cant growth in subscriber base over the last decade,
with increasing network coverage and a competition induced decline in tariffs acting as catalysts
for the growth in subscriber base.  Liberalisation of the sector has not only led to rapid growth but
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also helped a great deal towards maximization of consumer bene ts. Telecom sector has witnessed
a continuous rising trend in the total number of telephone subscribers. The number of telephone
subscribers in India increased from 1,022.61 million at the end of September, 2015 to 1,036.41
million at the end of December, 2015.  The overall Tele density in India increased to 81.83 as on
31December, 2015. Subscription in Urban Areas increased 600.66 million at the end of December,
2015, whereas rural subscription increased 435.75 million. Total number of Internet subscribers
has increased to 324.95 million September, 2015.8. However, the Indian telecom network is the
second largest in the world after China. With the adoption of liberal policy in telecom sector, it
could attract more FDI.

Table 4 FDI In ows in Telecommunication Sector with Percentage Share out of
Total FDI from 2000 to 2018

Year
FDI in

Telecommunication
Sector

Total FDI
% Share out of

Total FDI
% Growth as Per
Preceding Year

2000 6855.41 104411 6.57 -

2001 42,671.49 1,60,711.00 26.55 522.45

2002 9,090.70 1,61,345.00 5.63 -78.7

2003 7272.59 95,640.00 7.6 -20

2004 6,004.37 147814 4.06 -17.44

2005 9,639.13 192707 5 60.54

2006 41,702.15 503573 8.28 332.63

2007 43,541.50 654950 6.65 4.41

2008 1,15,954.81 1595295 7.27 166.31

2009 1,23,729.71 1309799 9.45 6.71

2010 69,144.60 960150 7.2 -44.12

2011 1,04,926.19 1599349 6.56 51.75

2012 4,293.12 1215914 0.35 -95.91

2013 17,700.03 1294825 1.37 312.29

2014 2,34,555.11 1753134 13.38 1225.17

2015 83,373.33 2525614 3.3 -64.45

2016 37,435.00 3116440 1.2 -55.10

2017 39,748.00 2827680 1.4 6.18

2018 18,337.00 2888885 0.63 -53.87

Total 10,15,974.24 231,08,236.00 4.40
Source: Various Newsletters from 2000 to 2018

 The Telecommunication sector includes telecommunications, radio paging, cellular mobile,
basic telephone services etc. The country wise break up of cumulative FDI in ow shows that the
telecommunication has been placed at fourth place after the computer software and hardware. The
FDI in ow in telecommunication sector has been given in Table 4 from 2000 to 2018. There has
been wide  uctuation in FDI  ow in telecommunication sector.  The gross total in ow increased
from 6855.41 million in the year 2000 to 18337 million in the year 2018. The  ow of FDI in
telecommunication was moving at slow pace up to the year 2007 and constituted a small part of total
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in ow. However, it sharply increased to 115,954.81 million in 2008, 123729.71 million in 2009
and 2,34,555 in the year 2014. However, declined in next year and was merely 83,373.33 million
in 2015. However, it increased to 234555.11 million in 2014.  There has been heavy  uctuation of
FDI in ows in this sector from year to year.

As result the share of FDI in ow in telecommunication sector as compared to total FDI
in ow ranged from 0.35 percent in 2012 to maximum 26.55 percent in 2001 during this period.
However, it remained between 6 to 7 percent most of the years during this period. To sum up,
telecommunication has become important destination of FDI  ow to India.

FDI in Drugs and Pharmaceuticals
 The Indian Pharmaceutical industry has achieved an eminent global position in pharma sector
and has been witnessing phenomenal growth in recent years. It is well known that India is emerging
as a world leader in generic pharmaceuticals production, supplying 20% of the global market for
generic medicines. The industry accounts for 8% of global production, and is exporting to over 200
countries.  India is a major vaccine producer and has 18 major vaccine manufacturing facilities.
These vaccines are used for the national and international market (150 countries) which makes
India a major vaccine supplier across the globe.

Table 5 FDI In ows in Drugs and Pharmaceutical Sector with Percentage Share out of
Total FDI from 2000 to 2018

Year
FDI in Drugs and
P h a r m a c e u t i c a l

Sector
Total FDI

% Share out of Total
FDI

% Growth as
Per Preceding

Year

2000 2079.88 104411 1.99 -

2001 4081.79 1,60,711.00 2.54 96.25

2002 2510.52 1,61,345.00 1.56 -38.49

2003 2793.28 95,640.00 2.92 11.26

2004 15711.08 147814 10.63 462.46

2005 5107.25 192707 2.65 -67.49

2006 9757.29 503573 1.94 91.05

2007 11405.68 654950 1.74 16.89

2008 11085.87 1595295 0.69 -2.8

2009 9794.75 1309799 0.75 -11.65

2010 10039.65 960150 1.05 2.5

2011 145314.8 1599349 9.09 1347.41

2012 33117.16 1215914 2.72 -77.21

2013 100054.57 1294825 7.73 202.12

2014 73763.98 1753134 4.21 -26.28

2015 40,268.56 2525614 1.59 -45.41

2016 5,723.00 3116440 0.18 -85.79

2017 6,502.00 2827680 0.22 13.61

2018 1,842.00 2888885 0.06 -71.67

Total 4,90,953.11 231,08,236.00 2.12
Source: Various Newsletters from 2000 to 2018
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 As western markets mature there has been a prominent shift in focus towards emerging markets
like India. The Indian pharmaceutical industry is ranked 3rd in the world in terms of production
volume and 13th in domestic consumption volume. It is one of the leading drug industries of
developing countries. Over a period of three decades, India’s pharmaceutical industry has evolved
int a world leader in the production of high-quality generic drugs. The 100% foreign direct
investment (FDI) is allowed in Green eld investment under automatic route in the drugs and
pharmaceuticals sector, including those involving use of recombinant technology. Also, FDI up
to 100% is permitted for Brown eld investments (i.e. investments in existing companies), in the
pharmaceuticals sector, under the Government approval route.
 The sector wise break up of cumulative FDI in ows shows that the drugs and pharmaceutical
has been placed  fth after telecommunication.  The break-up of FDI in ow in this sector from
2000 to 2018 has been given in Table 5. The FDI in ow in drugs and pharmaceutical sector has
been increased from 2079.88 million in the year 2000 to 40268.56 million in the year 2015 and
decreased in the year 2018 to the extent of 1,842 million. The share of FDI in ow in drugs and
pharmaceutical sector ranged between 1.99 percent in 2000 to 10.63 percent in 2004. Further, it has
been declined and reached 0.06 percent in 2018. However, it has been increased with 9.09 percent
in 2011.

FDI in Automobile Industry
 The Indian automotive industry has come a long way from its nascent state at the time of India’s
independence. At the time of 1950 the automobile production was 4,000 vehicles whereas now it
crossed the historic landmark of 20.7 million vehicles in 2013.  Until 1983 the Indian automotive
segment was a closed market with limited players such as Hindustan Motors, Premier, Telco,
Ashok Leyland, and Mahindra & Mahindra. Therefore, the growth of the market was limited by
supply and most of the cars were outdated models compared to neighbouring countries.  During
the time of 1983–1993 joint venture concept was evolved through relaxation of Indian policies
on foreign investments. This period was really very helpful to India for learning technology from
foreign companies. In the liberalisation period automotive industry improved in various aspects
such as technological, infrastructural, production and delivery.  Foreign investment has a signi cant
in uence on the Indian automotive industry as we see it today. Although the Indian automotive
industry has its genesis in the 40’s it has seen considerable growth in the las two decades mainly
due to economic liberalisation including 100% FDI in this sector. Global auto and component
manufacturing companies are motivated to establish manufacturing and R&D facilities in the
country due to availability of large pool of skilled workers, low production costs, faster design and
development process and emerging market status. Presently, there are more than 30 OEMs offering
more than 75 options in all categories of vehicles. India’s automotive industry is the world’s sixth
largest producer of automobiles in terms of volume and value and has grown 14.4% in the last
decade.

Table 6 FDI In ows in Drugs and Pharmaceutical Sector with Percentage Share out of
Total FDI from 2000 to 2018

Year
FDI in Automobile

Industry Sector
Total FDI

% Share out of
Total FDI

% Growth as Per
Preceding Year

2000 12,180.28 1,04,411 11.67 -

2001 13,820.05 1,60,711 8.6 13.46

2002 21,242.48 1,61,345 13.17 53.71
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2003 15,133.84 95,640 15.82 -28.76

2004 6,342.54 1,47,814 4.29 -58.09

2005 5,892.16 1,92,707 3.06 -7.1

2006 11,773.53 5,03,573 2.34 99.82

2007 14,895.00 6,54,950 2.27 26.51

2008 48,094.92 15,95,295 3.01 222.89

2009 67,282.36 13,09,799 5.14 39.89

2010 56,598.50 9,60,150 5.89 -15.88

2011 39,266.69 15,99,349 2.46 -30.62

2012 59,797.67 12,15,914 4.92 52.29

2013 90,020.28 12,94,825 6.95 50.54

2014 1,36,349.52 17,53,134 7.78 51.47

2015 1,85,207.61 25,25,614 7.33 35.83

2016 10,824.00 3116440 0.34 -94.16

2017 13,461.00 2827680 0.47 24.36

2018 18,309.00 2888885 0.63 36.02

Total 8,26,491.43 231,08,236.00 3.58
Source: Various Newsletters from 2000 to 2018

 The sector wise break up of FDI in ow shows that the automobile industry has been at sixth
place after drugs and pharmaceutical industry. The in ow of FDI in this sector from 2000 to 2018
has been given in Table 6. Its gross total in ow increased from 12180.28 million in the year 2000
to 185207.61 million in the year 2015 and then decreased thereafter. The  ow of FDI in automobile
industry was moving at slow pace up to the year 2007 and constituted a small part of total in ow.
There has been signi cant increase in FDI  ow after 2007 in automobile sector, particularly, during
the last there years i.e.  2013 to 2015. The share of FDI in ow in this sector ranged between
2.27 percent to 15.82 percent during this period. Initially, the aggregate  ow of FDI in India was
relatively low and as a result the share of FDI in automobile industry was relatively high and
ranged between 3.06 percent to 15.82 percent. After the year 2005, the aggregate FDI  ow to India
increased signi cantly and the share of FDI in automobile industry declined despite signi cantly
increased in absolute amount. However, the share of FDI  ow in this sector has been rising since
2012.

FDI in Chemicals (Other Than Fertilizers) Sector
 The chemical sector has witnessed growth of 13-14% in the last 5 years while petrochemicals
have registered a growth of 8-9% over the same period. The chemicals industry in India is the
largest consumer of its own products, consuming 33% of its output.   The Indian chemicals industry
has a diversi ed manufacturing base that produces world-class products. Chemicals constitute
5.4% of India’s total exports. India already has a strong presence in the export market in the sub-
segments of dyes, pharmaceuticals and agro chemicals. India exports dyes to Germany, the UK, the
US, Switzerland, Spain, Turkey, Singapore and Japan. Government recognizes Chemical industry
as a key growth element of Indian economy. In terms of volume of production of chemicals, India
is positioned as the third largest producer in Asia, next to China and Japan, and the 12th largest in
the world. It contributes around 5% to India’s total GDP. The chemical industry also accounts for
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13% share in total exports and 8% share in total imports of India. The sector contributes around
20% to national revenue by way of taxes and levies. The Indian government allows 100% FDI in
the chemicals sector. No licenses are required for production of most of the chemicals, including
organic, inorganic, dyestuff and pesticides. Only a few hazardous chemicals need licenses for
production. The government is setting up port-based chemicals parks in existing and new SEZs to
encourage clustering, provide infrastructure and enable tax concessions.  This will provide a further
boost to the chemicals industry.

Table 7 FDI In ows in Chemicals (Other than Fertilizers) Sector with
Percentage Share out of Total FDI from 2000 to 2018

Year
FDI in Chemicals

(Other Than
Fertilizers)

Total FDI
% Share out of Total

FDI
% Growth as Per
Preceding Year

2000 5380.66 104411 5.15

2001 2952.1 160711 1.84 -45.13

2002 5799.58 161345 3.59 96.46

2003 2849.05 95640 2.98 -50.87

2004 8677.14 147814 5.87 204.56

2005 6562.53 192707 3.41 -24.37

2006 17944.83 503573 3.56 173.44

2007 10170.23 654950 1.55 -43.33

2008 26360.71 1595295 1.65 159.19

2009 22113.47 1309799 1.69 -16.11

2010 20450.74 960150 2.13 -7.52

2011 30256.08 1599349 1.89 47.95

2012 17,801.47 1215914 1.46 -41.16

2013 35,785.86 1294825 2.76 101.03

2014 51,131.82 1753134 2.92 42.88

2015 91,951.18 2525614 3.64 79.83

2016 9,397.00 3116440 0.3 -89.78

2017 8,425.00 2827680 0.29 -10.34

2018 13,685.00 2888885 0.47 62.43

Total 387694.45 23108236 1.68
Source: Various Newsletters from 2000 to 2018

 The Chemicals sector Includes chemicals, Paints and varnishes and Industrial gases. As a
regarded to FDI in ow it is at seventh place after the automobile industry. The FDI in ow in
chemical sector has been given in Table 7. There has been signi cant  uctuation in during this
period.  It has been gone up from 5380.66 million in the year 2000 to 91951.1 million in the year
2015 and decreased thereafter. The in ow of FDI in this sector has shown rising trend during this
period despite heavy variation from year to year.  However, its share in aggregate  ow of FDI
ranged between from 1.46 percent to 5.87 percent during the study period.
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FDI in Trading Sector
 The trading sector includes Cash & Carry Wholesale Trading e-commerce, single brand and multi
brand retailing.  The Cash & Carry Wholesale Trading/Wholesale Trading (including sourcing from
MSEs) allowed 100% FDI under automatic route. The Cash & Carry Wholesale trading/Wholesale
trading would mean sale of goods/merchandise to retailers, industrial, commercial, institutional or
other professional business users or to other wholesalers and relate subordinated service providers.
Wholesale trading would, accordingly, imply sales for the purpose of trade, business and profession,
as opposed to sales for the purpose of personal consumption. The yardstick to determine whether
the sale is wholesale or not would be the type of customers to whom the sale is made and not
the size and volume of sales. Wholesale trading would include resale, processing and thereafter
sale, bulk imports with export/ex-bonded warehouse business sales and B2B e-Commerce. The
FDI in e-commerce is allowed 100 % FDI under automatic route. E-commerce activities refer
to the activity of buying and selling by a company through the e-commerce platform. Such
companies would engage only in Business to Business (B2B) e-commerce and not in retail trading,
inter-alia implying that existing restrictions on FDI in domestic trading would be applicable to
e-commerce as well. Similarly, in Single Brand product retail trading allowed 100 % FDI with
automatic route up to 49%.   Foreign Investment in Single Brand product retail trading is aimed at
attracting investments in production and marketing improving the availability of such goods for the
consumers, encouraging increased sourcing of goods from India, and enhancing competitiveness
of Indian enterprises through access to global designs, technologies and management practices.
In Multi Brand Retail Trading 51% FDI is allowed under government route. FDI in multi brand
retail trading, in all products is permitted, subject to the conditions that Fresh agricultural produce,
including fruits, vegetables,  owers, grains, pulses, fresh poultry,  shery and meat products, may
be treated unbranded.

Table 8 FDI In ows in Trading Sector with Percentage
Share out of Total FDI from 2000 to 2018

Year FDI in Trading Total FDI
% Share out of Total

FDI
% Growth as Per

Preceding Year

2000 1239.79 1,04,411 1.19

2001 2204.38 1,60,711 1.37 77.8

2002 1824.16 1,61,345 1.13 -17.25

2003 831.46 95,640 0.87 -54.42

2004 682.16 1,47,814 0.46 -17.96

2005 1257.67 1,92,707 0.65 84.37

2006 3,860.97 5,03,573 0.77 206.99

2007 23,141.85 6,54,950 3.53 499.38

2008 27,698.55 15,95,295 1.74 19.69

2009 31,843.74 13,09,799 2.43 14.97

2010 25,780.55 9,60,150 2.69 -19.04

2011 25,931.22 15,99,349 1.62 0.58

2012 33,712.80 12,15,914 2.77 30.01

2013 40,846.89 12,94,825 3.15 21.16

2014 1,74,613.39 17,53,134 9.96 327.48

2015 2,28,091.39 25,25,614 9.03 30.63

2016 15,721.00 3116440 0.5 -93.11

2017 28,078.00 2827680 0.99 78.60
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2018 30,963.00 2888885 1.07 10.27

Total 6,98,322.97 231,08,236.00 3.02
Source: Various Newsletters from 2000 to 2018

 The FDI in ow in the trading sector has been next to the chemical (other than fertilizers). The
FDI in ow in this sector from 2000 to 2015 has been given in Table 8. Its gross FDI in ow share
has been signi cant increase in trading sector. It has been increased from 1236.79 million in 2000
to 228091.39 million in 2015. It was moving at slow pace up to year 2006 and constituted a small
volume. However, after the year 2006, FDI  ow in this sector increased signi cantly particularly,
in the years 2014 and 2015. Consequently, it is showing very high growth rate. The share of FDI
in ow in trading sector ranged from 1 to 10 percent of total FDI in ow during this period. However,
its share in total FDI in ow increased 1.62 percent in 2011 to 9.03 percent in 2015.

FDI in Power Sector
 The Indian power system is the  fth largest in the world and most complex with an annual
electricity production of 1,031 billion units (BU), it is among the top  ve power consumers
across the globe, and the demand is expected to touch 1,900 BU by 2020. Growth in industrial
activities, population, economy, prosperity and urbanisation along with rising per-capita energy
consumption, has widened the gap of energy access in the country.18 According to the Ministry
of Power, the total installed capacity of power is 181,558 MW in India. Out of this, state sector,
Central sector and private sector contribute 83,314 MW, 56,573 MW and 41,672 MW respectively.
The state electricity boards (SEBs) generate, transmit and distribute electricity in coordination with
private/Centrally-owned generating companies or other relevant agencies. The Central Electricity
Authority (CEA), constituted under the Electricity Supply Act 2003 is responsible for developing
a sound, adequate and uniform policy for the control and utilisation of national power resources. It
is also responsible for the techno-economic appraisal of the project reports for the proposed power
plants, including those in the private sector.  MNRE is responsible for developing renewable power,
for which the funding agency is the Indian Renewable Energy Development Agency Ltd (IREDA).
The Government of India has also constituted independent regulatory commissions in 22 states.
Distribution reforms have been initiated with distribution being privatized in a few states such as
Mumbai, Orissa and Delhi. According to industry experts, the total demand for electricity will be
above 950,000 MW by 2030. Opportunities are coming up  in  power  generation,  transmission,
distribution  and  equipment  and  servicing with capacity additions for power generation, captive
power plants being set up, government promoting  private  sector  participation  in  transmission
and  distribution,  transmission projects being awarded on tariff-based bidding, privatization of
distribution franchisees, scope  for  rural  electri cation,  more  focus  on  improving  ef ciency
and  introducing advanced  technology  and  greater  need  for  operational  and  maintenance
services. Foreign direct investment (FDI) up to 100% is permitted under the automatic route
for Generation and transmission of electric energy produced in hydroelectric, coal/lignite based
thermal, and oil and gas based thermal power plants, Non-conventional energy generation and
distribution, distribution of electric energy to households, industrial, commercial and other users.
There is no requirement of licenses to set up new power plants, though FDI is not allowed in the
nuclear segment. An income tax holiday for 10 years in the  rst 15 years of operation and waiver
of capital goods, import duties on mega power projects, above 1,000 MW generation capacity
is provided as incentive for investing in the sector. Power procurement is permitted through a
transparent bidding process.  There is no custom duty on the import of capital goods for mega
power projects.
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 Under the Power Sector investment 49 % FDI & FII is permissible for Power Exchanges. FDI
investment will be subject to the government approval. However, such foreign investment would
be subject to FDI limit of26% and FII limit of 23% of the paid-up capital, FII investments would
be permitted under the automatic route and FDI would be permitted under the government approval
route.  FI purchases shall be restricted to secondary market only, No non-resident investor/entity,
including persons acting in concert, will bold more than 5% of the equity in these companies and
the foreign investment would be in compliance with SEBI Regulations.

Table 9 FDI In ows in Power Sector with Percentage
Share out of Total FDI from 2000 to 2018

Year FDI in Power Sector Total FDI
% Share out of

Total FDI
% Growth as Per
Preceding Year

2000 4840.17 104411 4.64

2001 17411.75 160711 10.83 259.73

2002 31076.68 161345 19.26 78.48

2003 7418.51 95640 7.76 -76.13

2004 2,503.55 147814 1.69 -66.25

2005 1,513.45 192707 0.79 -39.55

2006 8,931.46 503573 1.77 490.14

2007 10,207.64 654950 1.56 14.29

2008 54,612.13 1595295 3.42 435.01

2009 75,582.23 1309799 5.77 38.4

2010 48,676.88 960150 5.07 -35.6

2011 78,393.75 1599349 4.9 61.05

2012 39,058.98 1215914 3.21 -50.18

2013 33,770.79 1294825 2.61 -13.54

2014 66,773.12 1753134 3.81 97.72

2015 50,097.23 2525614 1.98 -24.97

2016 7,473.00 3116440 0.23 -85.08

2017 10,473.00 2827680 0.37 40.14

2018 7,330.00 2888885 0.25 -30.01

Total 5,56,144.32 231,08,236.00 2.41
  Source: Various Newsletters from 2000 to 2018

 As regard to FDI in ow in the power sector, it is on eighth position. The FDI In ow in power
sector from January, 2000 to December, 2015 has been given in Table 9. The FDI in ow in power
sector increased from 4840.17 million in 2000 to50097.23 million 2015 and decreased in the year
2018 as 7,330 million. There has been wide variation in FDI  ow in this sector from year to year.
The share of in ow of FDI in power sector ranged from 0.79 percent to 19.26 percent of total FDI
during this period. It was 19.26 percent in the year 2002 and it was merely 0.79 percent in the year
2005.

FDI in Hotel and Tourism
 The travel and tourism sector are providing several socio-economic bene ts like Provision of
employment, income, foreign exchange and development of other sectors. In addition, investment
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in infrastructural facilities such as transportation, accommodation/stay and other tourism related
services lead to an overall development of infrastructure in the economy. According to the World
Economic Forum’s Travel and Tourism Competitiveness Report 2013, India ranks 11th in Asia
paci c region and 65th globally out of 140 economies ranked on travel and tourism Competitiveness
scale. India has witnessed steady growth in its travel and tourism sector over the past few years.
Total tourist visits have increased at a rate of 16.3 percent annually, from 577 million tourists in
2008 to1057 million tourists in 2012.

Table 10 FDI In ows in Hotel and Tourism Sector with Percentage Share out of
Total FDI from 2000 to 2018

Year
FDI in Hotel and

Tourism Sector
Total FDI

% Share out of Total
FDI

% Growth as Per
Preceding Year

2000 524 104411 0.5

2001 471.54 160711 0.29 -10.01

2002 2237.89 161345 1.39 374.59

2003 2594.21 95640 2.71 15.92

2004 1,527.23 147814 1.03 -41.13

2005 2,799.59 192707 1.45 83.31

2006 8,174.86 503573 1.62 192

2007 10,581.23 654950 1.62 29.44

2008 22,729.27 1595295 1.42 114.81

2009 28,885.39 1309799 2.21 27.08

2010 22,790.82 960150 2.37 -21.1

2011 41,933.66 1599349 2.62 83.99

2012 1,80,966.16 1215914 14.88 331.55

2013 22,320.33 1294825 1.72 -87.67

2014 48,652.88 1753134 2.78 117.98

2015 73,028.78 2525614 2.89 50.1

2016 87,610.00 3116440 2.81 19.97

2017 61,400.00 2827680 2.17 -29.92

2018 21,520.00 2888885 0.74 -64.95

Total 640747.84 23108236 2.77
Source: Various Newsletters from 2000 to 2018

 India’s tourism industry is experiencing a strong growth in high spending foreign tourists,
and coordinated government campaign to promote “Incredible India”. Tourism has become
a signi cant industry in Indian economy and is contributing around 5.9 per cent to the Gross
Domestic Product (GDP) and providing employment to about 41.8 million people. As per the
World Travel & Tourism Council, the tourism industry in India is likely to generate US$ 121.4
billion and Hospitality sector has the potential to earn US$ 24 billion in foreign exchange by the
year 2015. However, Indian hospitality industry has total of 110,000 rooms in India, as against a
total requirement of approximately 250,000 demonstrating the available potential that continues to
exist in this industry. On the other hand, India is requiring huge investment in the country for the
infrastructure development in tourism and hospitality sector.
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 FDI in ow in the hotel and tourism has been given in Table 10. The hotel and tourism sector
include hotels and restaurants, tourism and others Hotel & Tourism. The  ow of FDI in this sector
increased from 524 million in 2000 to Rs. 73028.78 million in 2015. It increased at an annual
exponential growth rate of 34.7 percent. There has been wide variation in FDI in ow during this
period. However, it is showing rising trend. High growth rate achieved in hotel and tourism sector
has been mainly on account of relatively small in ow from the year 2000 to the year 2005. The
share of FDI in ow in hotel and tourism sector ranged between from 0.29 percent to 2.89 percent
during this period with one exception. It was 14.88 percent during 2012.

Conclusion
 There are two routes of FDI in ow into India: Automatic Route (RBI Route) and Approval
Route (FIPB Route).  Besides, channel of allowing FDI, sectoral caps have also been put in place
keeping in mind the nature of sectors and their current position vis-à-vis their foreign counterparts.
Comprehensive  Bilateral  Agreement (CBA),  Free  Trade  Area  (FTA),  Regional  Comprehensive
Economic  Partnership (RCEP), Policy Forum (PF), Joint Ministerial Commission (JMC) and
Working Group (WG) have been established or initiated with countries/groupings such  as South
East Asian  nations,  European  Union,  USA,  Australia,  China,  and  Brazil  respectively  to
promote  FDI  into  India  and  making  way  for  Indian  investments  into  these countries/
groupings.  As per the International Labour Organization (ILO) report on “Global Employment
and Social Outlook: Trends 2015” job creation in the coming years will be mainly in the services
sector. Indian Government has taken policy initiatives to promote services exports which include
the Service Export from India Scheme (SEIS) and organizing Global Exhibition on Services (GES).
But, due to imbalanced transformation of Indian Economy from Primary to Secondary & from
Secondary to Tertiary, there is broad gap in manufacturing which is peculiar to India in particular,
which is being addressed by the earlier governments and current Government via initiatives such as
‘Make in India’. Star performing sectors in terms of attracting FDI into India include Construction,
Electronics, Information technology (viz. Computer Software), Telecommunications, and Drugs
and Pharmaceutical. Automotive, Chemicals, Trading, Power and Hospitality sectors have the vast
potential for FDI in ows and can be major contributors in terms of employment generation, creating
value, supplementing infrastructure and providing support to India’s foreign trade by enhancing
foreign exchange reserves. By looking at the trends of FDI, major sources of FDI is coming into
sectors such as Services, Construction, Computer Hardware and Software, Telecommunications,
Drugs and Pharmaceutical, Automotive, Chemicals, Trading, Power and Hospitality Sectors. And
major contributors are Mauritius, Singapore, USA, UK, Japan, Cyprus, Netherland, Luxembourg,
Russia, Germany and UAE. Major cities attracting FDI in India includes Mumbai, New Delhi,
Bangalore, Chennai, Hyderabad, Ahmadabad and Kolkata.
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Abstract

Buying of Fast Moving Consumer Goods (FMCG) products from organized retail
stores involve many factors resulting in the  nal purchase decision and these factors
in uence perceived value and their buying behavior for deciding which type of
product consumers would buy. Availability of store brands acts as an alternative to
buy, and this trend is increasing day by day. Therefore, this study is to understand
consumers purchase behavior for the store brand, which is an essential aspect for
marketers and researchers. The Primary Data was collected, and SEM (Structured
Equation Modeling) was employed to analyze data. The overall  nding shows
that consumer’s perceived value contribute positively to their perceptions of store
brands. Further, the results reveal that the Store Brand Perceived Quality leads to
positive impressions which ultimately leads to the excellent possibility for them in
repeat purchasing of store-brand products in the future. Thereby it was positively
contributing to the development of store brand purchase intentions.

Keywords: store brand, consumer perceived value, buying behavior.

Introduction
 Saudi consumers are very conscious consumers, and due to the
cultural male and female segregation, they prefer to shop in a more
spacious environment. Most of the time, it has been observed that
Saudi consumers like modern looking stores with elegant and clean
shopping environment. Saudi consumers pay more attention to price
and consider it as one of the parameters for quality (Alfred, 2013).
Around the world, all organized retail stores are striving towards
developing stronger brands (Ailawadi & Keller, 2004; Anselmsson,
Johansson, & Persson, 2007). The term Store brand is given to those
products which are available in the store with the brand name of
the stores (Ailawadi & Keller, 2004) Store image plays a vital role
in the sale of store brands which also known as the private-labeled
brands (Bao, Bao & Sheng, 2011). These store brands help retailers
to create and manage store image, helps in gaining store loyalty
and increased pro t margins (Corstjens & Lal, 2000; Diallo, 2012;
Sudhir & Talukdar, 2004). There are several incentives for retailers to
create and manage store brands, such as increasing customer loyalty,
pro t margins, retailer performance, and a high-value offering in the
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marketplace (Corstjens & Lal, 2000; Diallo, 2012; Sudhir & Talukdar, 2004). Zia & Khan (2018)
found a positive relationship between the satisfactory store atmosphere and the buying behavior.
Price plays a crucial role in the formation of store brands’ composition (Richardson, Jain, & Dick,
1996). Store Brands are characterized by their low prices. Therefore store brands are considered to
be convenient options for consumers (Ailawadi, Pauwels, & Steenkamp, 2008).

Literature Review
 Based on various past studies following dimensions were found to determine Store Brand
purchase intentions. These dimensions are Store commercial image, Store Social Price, Store Brand
Image, Store Brand Perceived Quality, Store Brand Loyalty, and Store Brand Purchase Intentions.

Store Commercial Image
 Store commercial image is different as the image of store in the minds of the customers; these
images can be in the form of product quality, product assortment in the store, service, physical
facilities layout, etc. (Anselmsson et al., 2007; Chowdhury, Reardon, & Srivastava, 1998.

Store Social Image
 Accordingly, when consumers choose a store brand, they are in uenced notably by the retailer’s
social reputation and image (Choi & Huddleston, 2013). More speci cally, stores can be regarded
as companies, whereby store image can be linked to aspects such as commitment and social interest,
and global corporate strategy (Beristain & Zorrilla, 2011). In the present study, we  nd the social
image of a store to receive from its social behavior and corporate background (Schmidt, 1995).
Consequently, a store’s social model has a positive impact on both the image and the purchase
intention of its store-brand (Anselmsson et al., 2007; Beristain & Zorrilla, 2011

Store Brand Price
 Store brand associations or image Aaker (1991) de nes brand associations – or image – as the
information in the consumer’s mind joined to the brand that creates positive attitudes towards the
brand. According to Yoo, Donthu, and Lee (2000), brand associations consist of multiple images,
instances, ideas, or facts that establish a robust network of brand knowledge, resulting in a higher
purchase intention. Following Beristain and Zorrilla (2011), store brand associations are related to
a speci c type of consumer, as purchasing products or brands with an excellent value-for-money
relationship lead to a smart buyer reaction, and store brands offer a more excellent price-quality
relationship than manufacturer brands, thus leading to store brand support and purchase intention
(Martos-Partial & González- Benito, 2011).

Store Brand Perceived Quality
 According to Zeithaml (1988), perceived quality is conceptualized as consumers’ global idea
of a brand or product overall superiority or perfection. Perceived quality is also correlated to
consumers’ subjective perception of a commodity or brand attributes, and it constitutes a core
brand value, as it is associated with the brand purchase and brand choice (Aaker, 1991). Following
Bao et al. (2011), perceived quality is an intangible quality particular to a product category or a
trademark name in the marketplace. Pappu, Quester, and Cooksey (2005) demonstrated that the
more in uential the quality consumers perceive in a trademark, the more likely they are to be
loyal to it. Furthermore, the outcome of consumer’s associations and perceived status can result in
loyalty to a speci c store brand (Choi & Huddleston, 2013).
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Store Brand loyalty
 According to Jacoby (1971), reliability should be studied as a behavior, with emphasis on the
fact that allegiance also has an attitudinal component, present in the loyalty method. Moreover,
Dick and Basu (1994) establish loyalty as the relationship between the relative attitude toward a
brand, product, or service and patronage behavior. For this purpose, the present study evaluates
both behavioral and attitudinal components of loyalty. Later, Oliver (1999) de nes brand loyalty
as a deeply held responsibility to rebuy or patronize a preferred product or service consistently
in the future, despite situational in uences, showing a powerful impact on purchase intention.
According to Aaker (1991), brand loyalty indicates how likely a customer is to switch to another
brand, especially when that brand changes, either in price or features. Myers (2003) remarked a
signi cant positive relationship between the dimensions of store brand support, brand preference,
and purchase plan. Following Diallo (2012), the purchase intention could be conceptualized as
the consumer’s tendency to purchase a brand routinely and continue switching to other competing
brands. In the present study, we refer to the purchase plan to operationalize the consumer purchase
behavior toward store brands.

Hypothesis Related to Store Brand purchase intention
 H1: Store commercial image has a positive in uence on store brand purchase intentions.
 H2: Store Social image has a positive in uence on store brand purchase intentions.
 H3: Store Brand image has a positive in uence on store brand purchase intentions.
 H4: Store Brand Purchase Quality has a positive in uence on store brand purchase intentions.
 H5: Store Brand Loyalty has a positive in uence on store brand purchase intentions.

Data collection
 To test the hypotheses, a sample of primary data was collected through a structured online
questionnaire and  eldwork in March to May 2019. The sample was collected randomly from a
set of databases of higher education students and some public sector employees. Data consists of
both male and female students, all of whom were consumers residing in Albaha province of Saudi
Arabia.
 Finally, a sample of 472 consumers ware gathered, totaling 326 valid responses with a response
rate of 69% approx. The last part of the questionnaire contained several socio-demographic
questions. About the sample pro le, 36.1% of the respondents were aged from 31 to 45, while
32.8% were aged 46 to 60. A total of 65.68% of the respondents were female. In terms of education
level, over 38% of the participants had  nished secondary education, while 17.5% had a higher
education degree. Data also showed that all of the respondents were frequent store brand purchasers,
as the majority stated purchasing store brands every week (44.7%) and 21.4% of the participants
bought store brands every  fteen days.

Results and Discussions
 Structural Equation Modeling was applied to  nd the impact of independent variables on the
dependent variable. In the given model, Store Commercial Image, Store Social Image, Store Brand
Price, Store Brand Perceived Quality and Store Brand Loyalty are the independent factor, whereas
Store Brand Purchase Intentions is the dependent variable.
 The cumulative R-squared is 0.23, which is pity low. This means that even this model which
is well accepted worldwide is only able to explain 23% store brand purchase intentions for the
given sample. The needs to be further examined in future researches that how we can improve the
measurement of Store Brand purchase intentions.
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 Figure 1: shows the regression weights on the arrows for each independent variable. The negative
sign indicates the negative relationship between the Store Brand Prices and the Store Brand
Perceived Intentions. Price of the store brand is the only factor which has an inverse relationship
with purchase intentions. Therefore if rates are increased the store brand purchase intentions
decreases and vice versa. Store brand perceived quality contributes to maximum, whereas Store
Brand Loyalty contributes the lowest.
Figure1: Standardized Store Brand Purchase Intentions

 In Table 1, it can be recognized that Store Brand Price and the Store Brand Perceived Quality are
statistically signi cant. The p values for Store Brand Price and the Store Brand Perceived Quality
are less than .001, and for the rest of the dimensions, it is more than that limit.

Table 1
Regression Weights Estimate S.E. C.R. P Label

Store_Brand_Purchase_Intention2 <--- Store_Commercial_Image .316 .155 2.032 .042

Store_Brand_Purchase_Intention2 <--- Store_Social_Image .230 .085 2.692 .007

Store_Brand_Purchase_Intention2 <--- Store_Brand_Price -.408 .067 -6.056 ***

Store_Brand_Purchase_Intention2 <--- Store_Brand_Perceived_Quality .554 .098 5.630 ***

Store_Brand_Purchase_Intention2 <--- Store_Brand_Loyalty .110 .215 .511 .609

 Table 2 shows the standardized regression weights. This indicated that store brand perceived
quality has the 37.6 percent determines the store brand purchase intentions. This dimension has a
positive signi cant impact on store brand purchase intention. On the other hand, Store Brand Price
has a Negative considerable effect on the store brand purchase intentions. Highest predictors are
the store brand perceived quality and store brand price.

Table 2
Standardized Regression Weights Estimate Hypothesis Findings

Store_Brand_Purchase_Intention2 <--- Store_Commercial_Image .134 Supported

Store_Brand_Purchase_Intention2 <--- Store_Social_Image .159 Supported

Store_Brand_Purchase_Intention2 <--- Store_Brand_Price -.359 Supported

Store_Brand_Purchase_Intention2 <--- Store_Brand_Perceived_Quality .376 Supported

Store_Brand_Purchase_Intention2 <--- Store_Brand_Loyalty .031 Not Supported

Conclusion
 It has been observed that Store commercial Image, Store Social Image, Store Brand Price, and
Store Perceived Quality have a signi cant impact on the Store Brand Purchase Intention. Out of
these four dimensions, Price has a negative meaningful relationship, and rest all have a positive
signi cant relationship. Only one aspect has a positive insigni cant relationship (Store Brand
Loyalty). Table: 3 shows the level of importance of various factors for Store Brand Purchase
intentions. It has been observed that Store Brand Perceived Quality (0.376) contribute maximum,
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whereas Store Brand Loyalty (0.031) adds least for the Store Brand Purchase intentions. In future
research, it is an area to explore why loyalty factor does not contribute to the store brand purchase
intentions.

Table 3 Level of Impact
Independent factors Regression Weights

Store Brand Perceived Quality 0.376

Store Brand Price -0.359

Store Social Image 0.159

Store Commercial Image 0.134

Store Brand Loyalty 0.031
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Appendix 1.   Variables and measurement scales
Constructs Indicators

Store commercial image

Chowdhury et al. (1998), Beristain and Zorrilla

(2011)

Store X offers high quality products

The store X offers services I’m looking for (ex. Pay over time,
product return, etc.)

Store social image

Handelman and Arnold (1999).

  Store X has a long experience in retailing

Store X makes efforts to introduce new products and services to

the market

SB Price

Aaker (1991), Netemeyer et al. (2004)

(Modi ed on the Price parameter)

I associate products of store brand X with positive

characteristics (ex. good   prices)

Customers of products of store brand X know how to buy and

how much to buy. (purchasing with common sense)

SB perceived quality Doods et al. (1991)

The products of store brand X are high quality products

 The products of store brand X are reliable/trustworthy

The products of store brand X give me the result I am looking

for

SB loyalty

Yoo et al. (2000)

I consider myself a consumer loyal to store brand X’s products
I will keep on buying store brand X.

SB purchase intention Netemeyer et al. (2004)
I would buy store brand X.

I am likely to buy store brand X.
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Introduction
 Marketing Channels can be said to be as the set of people, activities,
and the intermediary organizations that play an essential role in
transferring the title of the goods from the producer or manufacturer
to ultimate consumers. They are the various channels or platforms
through which the commodities approach the consumers or the end-
users. They are also known as the distribution channels.
 These distribution channels help all the aavin to develop to a
greater extent. So this helps them to get more sales returns out of their
product supplied society. A careful selection of distribution channels
paves the way for multidimensional development in quality and
quantity of sales of milk in the market. So milk marketing channels
differ according to the nature, quality, and geographical location of
the people.
 In this topic confer about how the marketing of milk is done by
Aavin. And how effective the marketing management of Aavin is
happening in the selection of proper distribution channels and how
the strategies of Aavin are achieved by the appropriate planning in
the range of channels. Planning for a proper chain of distribution
depends on certain factors in uencing in the delivery of milk. Factors
that are considered in the selection of channels are quality, nature,
geographical location, price, etc. When a milk producer chooses
many distribution channels, such as selling products online and
through a retailer, the gutters should not con ict with one another.
Aavin should plan, so one channel doesn’t make ineffective the
other.

Distribution channels are the main activity to reach customers. The
following are the steps to improve the marketing plan:
1.  Evaluating the end-users to buy
2.  Matching the end-users needs to a distribution strategy
3.  Selecting the best channel type
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Need for Selection of Marketing Channel
1.  To supply milk to the place to meet the actual demand.
2.  For increasing sales turn over.
3.  To get pro t for the cooperative milk society.
4.  To encourage the members in cooperative milk society by getting a reasonable price for the

milk they are supplying.
5.  To increase procurement of milk from milk producers vi) To encourage farmers to develop

fodders, cattle and provide them awareness about pro t earned which is the alternative for
farming.

Types of Marketing Channels

1. Manufacturer to Consumer
 This is one of the most effortless and straightforward types of Marketing Channels as the aavin
milk reach to the consumers directly from. It works as cost-effective and pro table for both the
customer and aavin milk producers society involved as there is no further involvement of the
middlemen such as a retailer, wholesalers, and agents that charge their commission increasing the
overall price of the milk and milk product. So the government starts milk parlors as direct selling of
milk to the public by appointing sales representative. Pro t earned by the sales point of milk parlor
is enjoyed by milk cooperative society itself.
2. Manufacturer to Retailer to Consumer
 This type of Marketing Channels is one of the highly embraced and preferred channels in the
milk industry. The few milk sellers or dealers or agents who get a license by depositing money
and cooperative milk producers union to the sell aavin milk by procuring milk from aavin milk
producers collective society supply directly to the consumer. These agents also make door delivery
to consumers every day with milk cards or getting monthly money basis from a customer who buys
milk regularly.
 Example of this marketing channel: The various items of milk from the cooperative producers
union that are illustrated and sold through the local retailers are distributed and marketed through
the above-mentioned channel. The milk supplier of retail booth owners regularly visit or place an
order with aavin milk cooperative society to purchase the items and then come and sell to their
local target market.
3. Manufacturer to Wholesaler to Consumer
 This category of Marketing Channel is usually assumed by the consumers who are looking out
for bulk purchases of the aavin milk and procuring the same from the agents works out quite easy
and cost-effective for them owing to the economies of scale factor plus no involvement of other
intermediaries. The wholesaler the consumer such as service cost or sales force cost making the
items available to the consumer at cheaper rates. The customers like hotel owners, bakery, and
some others procure bulk for development of their business.
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4.  Manufacturer to Agent to Wholesaler to Retailer to Consumer
 This type of Marketing Channel requires more than one middlemen or intermediary, making
the goods reach to the consumers. The factors or the middlemen helps and assists with the sale
of the products and charge their commission from the manufacturer. They are quite helpful when
the goods need to reach consumers in a short period. Marketing channel decisions are the most
signi cant decisions by management. One additional level if combined to the distribution channel
can increase costs like anything. Because to give margins to the distribution channel so that they
work for you. Here milk agents procure bulk from cooperative society and sell it to the retail shops
in the residential area in particular or pazhamudir Nilayam in the target market. These retailers sell
milk for more than the market price to a customer who comes directly to shop. Even they deliver
milk to the customer in their door step regularly in a particular area.

Importance of Marketing Channels
1. Information Provider
 The  rst and foremost aspect in the list of the importance of the milk marketing channels is that
the middlemen such as agents implement the vital and crucial market information to the aavin milk
cooperative society that helps them to plan and other related milk marketing business strategies
accordingly. Developments in the aavin milk market such as the change in the preferences in the
taste of the consumer, entry of new milk in the market, shift in the government policies, and the
various pricing points of the other milk producer are given to the aavin milk producers union.
2. Stability of the Price
 Another critical function that is performed by the middlemen is that they maintain the balance
of price by absorbing the increment along with keeping the expenses cost low and charge the
consumers with the old amount of the milk. Their main motive behind this strategy is to have a
strong foothold in the target market due to the completion of the other middlemen in milk marketing.
3. Promotion
 Another aspect in the importance of Aavin Marketing Channels is that the middlemen perform
the function of promoting the milk of the milk producers society by planning and designing their
own sales incentive and customer reliability programs to attain their sales targets and increased
market area. This ultimately works for the bene t of the milk industry and all the parties involved
in the process.
4. Pricing strategy
 As the middlemen and the agents are at the sales  eld daily and have a thorough knowledge about
the marketing dynamics and the customer preferences, Aavin asks for their suggestion for deciding
on the pricing of aavin milk. The pricing and the characteristics of the products are also customized
for the separate set of target markets and consumers, along with the channel of distribution.
5. Matching the demand and supply of the products
 The primary and signi cant function of the middlemen and commission agents in the aavin
milk marketing channels is to match the demand and quantity of the products in the target market.
They should provide the milk producers cooperative society with the crucial information on how to
gather the goods to equal the taste and preferences of the targeted consumers that result in the ease
of sales and attainment of the sales objectives of the aavin milk producers union.

Milk distribution through Channels
 Milk supplied by aavin is done by various channels is compared in the number of distributors
for six years. It shows how the distribution of aavin milk had improved in the past  ve years until
the current year. Distribution centers in 2019 -20 are doubled compared with 2013-14 by Milk
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Whole Sale Distributors and Parlours of aavin. Distribution of aavin milk through Milk Consumers
Cooperative Societies remained same till now from 2013-14. But through Franchise Outlets,
Retailers have increased triple times grown in the supply of aavin milk.

Table showing milk distribution through various channels for the past six years
 Milk supplied through  Channels 2014 2015 2016 2017 2018 2019

Parlours  of  aavin 93 93 114 147 221 227

Milk  Whole  Sale  Distributors 47 71 71 83 84 84

Milk  Consumers,  Cooperative  Societies 49 49 49 49 49 49

Franchise  Outlets  Retail 184 202 451 556 594 649

Conclusion
 In the case of aavin milk, the milk producers require the well associated and properly planned
selling channels so that the products reach to the end-users in a convenient and secure manner.
Aavin milk distribution improving day by day in a drastic way all over Tamil Nadu. So the milk
producers can get a reasonable price for the milk from the government. The government has
started much aavin milk supply point or parlor. Which help to increase economic development,
employment opportunity, and also new entrepreneurs enter in development of the dairy industry in
the future.

References
1.   marketing management –Kotler.
2.   www.NDDB.com.
3.  www.tcmpf.com.
4.  aavin cooperative milk producers federation.
5.  aavin milk producers cooperative society.



National Conference on “Modern Marketing in Digital ERA”

106

Liberalized Market Economy
Brought A New Dimension in
Digital Banking in Chennai

Dr. M. Nirmal Kumar
Assistant Professor, Tamilnadu Dr. Ambedkar Law University, Chennai

Dr. T. Balasaravanan
Associate Professor & Head, Sivet College, Chennai

Abstract

Since the beginning of major economic reforms have been taken in the  eld of
 nancial sector, Traditional Brick and Desk banking (Branch banking) was replaced
by Digital Banking since 1990s. Digital Banking has been more popular since 2014
due to the talk of “Digital India”. Mobile banking is a part of Digital banking. Gone
are the days when people trusted on trunk dialing (before 1990s). This Trunk dialing
was replaced by mobile phones during 1990s. After the advent of mobile phones
(after 1990s), mobile phones have been used by several people. Mobile phones were
converted into smart phones (since 2010s) and such smart phones have been part
and parcel of almost all the people, just like 6th  nger of palm in our hand. People
have been using Smart phones for multiple purposes, such as phone calling, internet
usage and so on. Since internet is embedded in mobile phone, this facilitates mobile
banking smoothly and quickly. Year 2016, after demonetization (November 8, 2016)
forced most of the people to go for Digital banking. Paytm and Mobikwik, Airtel
money, Jio money were becoming more popular and people started using mobile
banking since then. Video Banking is a new dimension in mobile banking. Very few
banks have been following this Video banking, by having a special app. Without
app, the customers have to talk to the bank of cials by video conferencing method.
Very few customers who have been using mobile banking have been using Video
banking (25 customers out of 600). They are the corporate customers. This Video
conferencing method of banking helps the bank customers to talk to the bankers
as if they are seeing them in person. Therefore, personalized attention is possible,
integrated with virtual presence. The non users of Video banking (575 out of 600)
are also interested to use Video banking very shortly. This innovation has been
going on at infancy level since 2016 in various banks.  Therefore, it will pick up
at speed here in after. Video banking will be a boon to the future generation, both
for bankers and customers. Integration of Robots for banking is mostly wanted
by customers, by and large. Interactive Teller machines (ITMs) for withdrawal of
money are yet another welcoming technology, due to the advent of Video banking.
Customers have been using Video banking for bank transactions clari cation,
documents veri cation and con rmation, Digital signature con rmation and so on.
In near future, Video banking will be  ickering its wings at greater speed and start
 ying at greater heights. Robot banking will also be more popular here in after. City
Union Bank has brought an initiative of bringing a small Humanoid Robot (2 feet),
namely Lakshmi at T. Nagar branch. The customers in this branch are eager to do
banking transactions by using this Robot. Time will come very soon, by integrating
all the banking technologies namely, Digital banking, Mobile banking, Robot
Banking together, in the name of Collaborative banking (C Banking), to facilitate
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individualized attention to customers, mass customization, virtual presence and agility in offering banking services. Time
is not so far away in this regard, since we are all living in the era of Techno dynamism. This article brings forth the
research data related to mobile banking and video banking.

Keywords- Video banking, Agility banking, Just in time banking, Corporate Banking, Retail Banking, Mobile banking,
Collaborative banking (C banking), Digital Banking, Virtual Banking, Robot banking

Introduction
 Mobile banking has been more popular after demonetization on November 8, 2018. Paytm, petty
payment through mobile has been understood by the customers by force, since then. Like this, several
banks came out with various mobile banking apps for launching the same in their banking. SBI,
ICICI Bank, HDFC Bank have brought several apps for mobile banking. Technological dynamism
has brought video banking. There is a company namely Vidyo. This company has been providing
a specialized software for facilitating Video banking software. In India, some banks started to
implement Video banking. Video banking can be done by using apps or video conferencing by
using the mobile numbers of bank employees.  In near future, several people will use video banking
and this will be more popular.

Recent Technological Advancements on Mobile Banking
Mobile banking
•  SMS Banking for checking balance enquiry
•  SMS Banking by using quick codes or SMS codes or Key words
•  Interactive Voice mechanisms
•  Banking transactions by using Smart phones – Usage of Apps for doing such banking

transactions
•  Video Banking
•  Smart watches banking

Emerging Technological Advancements in Future
1.  Mobile Banking and Digital banking advancements
2.  Block chain technology
3.  Smart watches
4.  Google glasses
5.  Upgraded ATMs, ATMs in the name of ITMs (Interactive Teller Machines) for doing multiple

banking functions
6.  Automated Financial services
7.  Strategic partnerships
8.  Extended Application Interfaces
9.  Arti cial Intelligence in Apps and Online banking transactions
10. Extended Security measures by using biometrics and video mechanisms and ensuring higher

level security mechanisms
11. Video banking and Extended virtual reality
12. Robot banking
13. Application of Internet of things in retail banking
14. Focus on Retail banking and personalization of bank
15. Cloud computing technologies and Sky banking
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Few Words About Sms Banking
 SMSes (Short Message Services) help the customers to communicate to the receiver, by telling
the messages very shortly, say within 140 characters. Suppose it happens to increase further, it
will be considered as additional messages. In Mobile banking, SMS banking is part and parcel
and inevitable. For this purpose, the mobile number has to be linked with the bank account
number. The SMS number to which the SMSes have to be sent for banking transactions has to
be saved in our mobile.  We can do the common banking transactions by using SMS easily. The
following are the major quick codes or SMS codes or Key words that are used in SMS Banking. 1)
BAL – The balance of our account will be displayed 2) BAL<space>Account number – Balance
amount of the given account number will be displayed 3) DETAILS<space> Account number –
Displays the details of the given account number, namely, name of the account holder, available
balance, nick name used in this account and so on. 4) TRANSACTIONS<space>Account number
– Recent 4 transactions will be displayed. 5) XFER<space>Account number – Transfer of
amount from one account number to another account number will happen  5)HELP – For seeking
mobile banking helps. This will bring list of services where we need helps from bankers STOP
– This facilitates to stop receiving SMS from bankers automatically. 6) PAY<space>Account
number<space>amount<space>rem<space>remarks – For making payments to the particular
account number from our mobile. 7) Rem means last three digits of account number of recipients
8) IMPS<space>account number<space>IFSC code<space>amount<space> rem<space>remarks
– This makes payment to another account holder of some other banks.

Research Methodology
 This research article has been prepared to meet out a couple of objectives. First, to understand
the usage level and satisfactory level of mobile banking and offer suggestions for its improvements,
Second, to know the usage level and satisfactory level of video banking and offer suggestions
for its improvements. The research has been made in Chennai. Primary data have been collected
during the year 2016 – 2018. Multi Stage Quota Sampling method has been followed (MSURS
method). For the purpose of sampling, technologically advanced banks were selected, based upon
best technological banking award ceremony, 2015 (Table 1 and 2). There are 16 banks available
who are the best technological banking award winners under 9 categories.  The banks such as SBI,
UBI, IDBI Bank, PNB, IOB, Corporation Bank, Central Bank of India, Bank of India, Andhra
Bank are the Best technological banking award winners among Public Sector banks. HDFC Bank,
ICICI Bank, Axis Bank, Indus Ind Bank, Karnataka Bank and South Indian Bank are the best
technological banking award winners among Private Sector Banks category. Citi Bank is there
under Foreign Bank category (1 bank). Out of 16 banks, only Indian Banks were considered, i.e.,
15 Indian banks were selected for sampling purpose (94%). Citi bank is a foreign bank. Therefore,
it was not considered. Hence, 9 Public Sector banks and 6 Private Sector banks were selected for the
research (Totally 15). From such banks, 40 customers from each bank were contacted for collecting
primary data. Totally 714 customers were contacted and  ltered into 600 for this research purpose.
In this research article, responses of customers are brought forth and presented. A research on Video
Banking, a new dimension in mobile banking has been made and some of the results are portrayed
in this article. Statistical tests like Likert Scaling technique (5 point scale), Kruskal Wallis rank
test, Spearman’s rank correlation, Wilcoxon signed rank test are applied suitably, after validating
data. There are a few limitations.  Only Digital banking users are contacted and non users are not
considered. Time is yet another constraint. Chennai area (In and around Chennai) is the only area
coverage.



109

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

Table 1 - Best Banker Award In Launching Smart Banking Initiatives

S.No Criteria of Award Public Sector Bank
Private Sector Bank / Foreign bank

in India

Winner
First

Runner up
Second

Runner up
Winner

First
Runner up

Second
Runner up

1
Technology Bank of

the year
SBI

IDBI Bank

Ltd

Union Bank

of India

HDFC

Bank
ICICI Bank Axis Bank

2 Best Internet Bank SBI
Union

Bank

IDBI Bank

Ltd

HDFC

Bank
ICICI Bank Axis Bank

3
Best use of Business

Intelligence
SBI IOB

IDBI Bank

Ltd

ICICI

Bank
Citi Bank HDFC Bank

4
Best Customer

Management Initiatives
SBI

Punjab

National

Bank

Andhra Bank
HDFC

Bank
Citi Bank

Karnataka

Bank

5

Best use of technology

in training and e-

learning

SBI
Union

Bank

Punjab

National

Bank

ICICI

Bank

HDFC

Bank

IndusInd

Bank

6

Best Risk Management

and

Security initiative

Punjab

National

Bank

Union

Bank of

India

IDBI Bank
ICICI

Bank

HDFC

Bank
Axis Bank

7
Best Financial

Inclusion initiative
SBI

Bank of

India

Central Bank

of India
ICICI

Bank

HDFC

Bank
Axis Bank

8

Best use of mobility

technology in Banking SBI

Union

Bank

 of  India

Corporation

Bank

HDFC

/ ICICI

Banks

NA Citi Bank

9
Best Payments

initiative

Union

Bank of

India

IDBI Bank

Ltd
SBI

ICICI

Bank
Citi Bank

South Indian

Bank

Source: Ernst & Young Global Limited, London, United Kingdom. Award Ceremony – 2015
 Note: Since the primary data were collected in 2016 – 18, Best Banker Award 2015 was
considered.

Table 2 - Pioneering Banks in Launching Smart Banking Initiatives

S.No. Name of the Bank Number of Awards Rank
Public Sector / Private

Sector

1 State Bank Of India 8 I Public Sector

2 HDFC Bank 8 I Private Sector

3 ICICI Bank 8 I Private Sector

4 UNION Bank Of India 6 II Public Sector

5 IDBI Bank LTD 5 III Public Sector

6 Axis Bank 4 IV Private Sector
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7 Citi Bank 4 IV Foreign bank

8 Punjab National Bank 3 V Public Sector

9 Indian Overseas Bank 1 VI Public Sector

10 Corporation Bank 1 VI Public Sector

11 Central Bank of India 1 VI Public Sector

12 Bank of India 1 VI Public Sector

13 Andhra Bank 1 VI Public Sector

14 IndusInd Bank 1 VI Private Sector

15 Karnataka Bank 1 VI Private Sector

16 South Indian Bank 1 VI Private Sector

Total Awards 54
Source: Ernst & Young Global Limited, London, United Kingdom. Award Ceremony – 2015

 Note: Since the primary data were collected in 2016 – 18, Best Banker Award 2015 was
considered.

Mobile Banking
 Mobile banking has been more popular among corporate customers rather than retail banking
customers. The research results are portrayed in the following table. Mobile banking has been
classi ed into 7 categories, namely, SMS banking, Call banking, Online banking through Smart
phones, Banking through Communication server providers, Petty payments through mobiles,
Video Conference banking, Smart watch banking. Sub classi cations are also there. The research
results are pooled up in the following table.
 Hypothesis: The Corporate banking customers and Retail Banking customers have been using
mobile banking services equally well. The data are distributed uniformly.

Table 3 - Usage of Mobile Banking Services
Mobile banking

services

Usage of services Total

Yes

Total

No

Total

Weightage
Rank

Weightage –
Corporate

Weightage –
RetailVF F O R VR

SMS Banking

Getting SMS alert as

and when any banking

transaction happens

588 10 2 Nil Nil 600 Nil 2986     1 1488 1498

Doing banking

transactions by sending

quicker codes by SMS

311 98 78 64 49 600 Nil 2358    6 1478 880

Call Banking

Balance Checking, by

giving missed call
522 32 28 10 8 600 Nil 2850    2 1400 1450

Satisfactory survey

participation by giving

missed call

316 88 36 32 128 600 Nil 2232    7 1382 850

Online Banking by Smart Phones

Doing online banking-

transactions by Smart

phones via bank apps

218 88 86 48 160 600 Nil 1956    8 1112 844
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Online banking by

mobile, by going to

bank websites

318 190 38 54 Nil 600 Nil 2572   4 1462 1110

Banking through Communication Service Provider

Banking via Jio money

or Airtel money
378 97 66 37 22 600 Nil 2572   3 1461 1112

Petty Payments through Mobile

Making payments

through Paytm or

Mobikwik

388 87 56 42 27 600 Nil 2567  5 1463 1104

Video Conference Banking

Video Conferencing and

banking transactions by

smart phones

20 3 2 Nil Nil 25 575 118   9 118 Nil

Banking through Smart Watches

Doing banking though

smart watches
Nil Nil Nil 3 2 5 595 8   11 11 Nil

Source: Primary data
 Note: Weightage points: Very Frequently = 5 points; Frequently = 4 points; Occasionally = 3
points; Rarely = 2 pts; Very Rarely = 1 point

 Spearman’s Rank Correlation (based on weightages of corporate banking and retail banking)
= [1 – (6∑d2 / n2 (n- 1))] = R = +0.52381 = + 0.52 (approx) Medium level positive degree of
correlation Please note: Video banking and Smart watches banking details are related to corporate
banking only. Therefore, when correlating corporate banking and retail banking, such details were
not considered. Two tailed p value for rank correlation = 0.18272. Therefore, Relationship is very
weak, based on p value. In the case of unpaired data (Corporate banking and Retail Banking),
we can apply Kruskal Wallis Rank test (based on weightages). By applying this test, we  nd, ∑
R1 =118.5; ∑ R2 =71.5; H value is 0.4926; p value is 0.48; Acceptance region of z at α = 0.01 is
2.56 Calculated value of H is 0.4926 < Table value of acceptance region 2.56. Accept hypothesis.
Therefore, it is inferred that the data have been distributed uniformly.
 In the case of unpaired data (Corporate banking and Retail Banking), we can apply Mann
Whitney’s U test (based on weightages). By applying this test, we  nd, ∑ R1 =118.5; ∑ R2
=71.5; U value is 35.5; Table value of U = 31; Table Value of U1 < Calculated value of U. Reject
Hypothesis. Therefore, Corporate customers and Retail Banking customers do usage of mobile
banking services, but their usage level is different. Corporate customers have been using mobile
banking more than retail banking customers. Z value is 0.66058; Acceptance region of z at α =
0.01 is 2.56 Calculated value of U is 0.66058 < Table value of acceptance region 2.56. Accept
hypothesis. Therefore, it is inferred that the data have been distributed uniformly.
 It is inferred from the above table that Corporate Banking customers have been using mobile
banking services mostly well, rather than retail banking customers. In the case of SMS banking,
missed call banking only, retail banking customers have been using them more. Video banking
and Smart watches banking have been performed only by corporate customers for their business
purposes. Statistical tests like U test and KS test prove that the data have been uniformly distributed.
U test reveals that corporate customers have been using mobile banking services more than retail
banking customers. Rank Correlation between Corporate banking and Retail banking on the usage
of mobile banking services reveals that they are correlated positively at medium level (0.52).
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Satisfaction of Mobile Banking Services
 Whether corporate customers and retail bank customers are satis ed? To what extent they are
satis ed? The following table brings forth the necessary data.
 Hypothesis: The Corporate banking customers and Retail Banking customers are satis ed with
mobile banking services equally well. The data are distributed uniformly.

Table 4 – Satisfaction of Mobile Banking Services

Mobile banking services
Usage of services Total

Yes
Total
No

Total
Weightage

Rank
Weightage

– Corporate
Weightage

– RetailHS S Neu DS HDS

SMS Banking

Getting SMS alert as
and when any banking
transaction happens

590 10 Nil Nil Nil 600 Nil 2990 1 1597 1493

Doing banking t
ransactions by sending
quicker codes by SMS

318 101 82 54 45 600 Nil 2393 6 1481 912

Call Banking

Balance Checking, by
giving missed call

528 38 32 2 Nil 600 Nil 2892 2 1406 1486

Satisfactory survey
participation by giving
missed call

322 92 45 33 108 600 Nil 2287 7 1396 891

Online Banking by Smart Phones

Doing online banking
transactions by Smart
phones via bank apps

222 92 90 52 144 600 Nil 1996 8 1116 880

Online banking by
mobile, by going to
bank websites

320 192 88 Nil Nil 600 Nil 2632 5 1476 1156

Banking through Communication Service Provider

Banking via Jio money
or Airtel money 402 102 67 27 2 600 Nil 2675 4 1482 1193

Petty Payments through Mobile

Making payments
through Paytm or
Mobikwik

404 106 80 10 Nil 600 Nil 2704 4 1484 1220

Video Conference Banking

Video Conferencing and
banking transactions by
smart phones

21 3 1 Nil Nil 25 575 120 10 120 Nil

Video Conferencing
by laptops or desktop
computers

22 2 1 Nil Nil 25 575 121 9 121 Nil

Banking through Smart Watches

Doing banking though
smart watches

3 2 Nil Nil Nil 5 595 23 11 23 Nil

 Source: Primary data
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 Note: Weightage points: HS – Highly satis ed = 5; S – Satis ed = 5; Neu – Neutrally
satis ed = 3; DS – Dissatis ed = 2; HDS – Highly dissatis ed = 1

 Spearman’s Rank Correlation (based on weightages of corporate banking and retail banking) =
[1 – (6∑d2 / n2 (n- 1))] = R = +0.7381 = + 0.74 (approx) High level positive degree of correlation
Please note: Video banking and Smart watches banking details are related to corporate banking
only. Therefore, when correlating corporate banking and retail banking, such details were not
considered. Two tailed p value for rank correlation = 0.03655. Therefore, Relationship is moderate,
based on p value. In the case of unpaired data (Corporate banking and Retail Banking), we can
apply Kruskal Wallis Rank test (based on weightages). By applying this test, we  nd, ∑ R1 =113;
∑ R2 =77; H value is 0.0614; p value is 0.80; Acceptance region of z at α = 0.01 is 2.56 Calculated
value of H is 0.0614 < Table value of acceptance region 2.56. Accept hypothesis In the case of
unpaired data (Corporate banking and Retail Banking), we can apply Mann Whitney’s U test (based
on weightages). By applying this test, we  nd, ∑ R1 =113; ∑ R2 =77; U value is 41; Table value
of U = 31; Table Value of U1 < Calculated value of U. Reject Hypothesis. Therefore, Corporate
customers and Retail Banking customers get satisfaction on mobile banking services, but their
satisfactory level is different. Corporate customers have been satis ed with mobile banking more
than retail banking customers. Z value is 0.20643; Acceptance region of z at α = 0.01 is 2.56
Calculated value of U is 0.20643 < Table value of acceptance region 2.56. Accept hypothesis
 It is inferred from the above table that Corporate Banking customers have been satis ed with
mobile banking services mostly well, rather than retail banking customers. Video banking and Smart
watches banking have been performed only by corporate customers for their business purposes.
They are satis ed with such services. Statistical tests like U test and KS test prove that the data
have been uniformly distributed. U test reveals that corporate customers have been satis ed with
mobile banking services more than retail banking customers. Rank Correlation between Corporate
banking and Retail banking on the usage of mobile banking services reveals that they are correlated
positively at high level (0.74).

Relationship Between Usage and Satisfaction on Mobile Banking Services
 From Table number 3 and 4, correlation has been made between the usage and satisfaction on
mobile services. The results are as follows.
 Hypothesis: The usage level and satisfactory level on mobile banking services are correlated
positively among the Corporate banking customers and Retail Banking customers at equal level.
The data are distributed uniformly.
 Spearman’s Rank Correlation (based on total weightages of usage and satisfactory level) = [1
– (6∑d2 / n2 (n-1))] = R = +0.96128 = + 0.96 (approx) Higher level positive degree of correlation
Two tailed p value for rank correlation = 0.00001. Therefore, Relationship is very strong, based
on p value. In the case of paired data, we can apply Kruskal Wallis Rank test (based on total
weightages of usage level and satisfactory level). By applying this test, we  nd, ∑ R1 =117; ∑
R2 =136; H value is 0.3891; p value is 0.53; Acceptance region of z at α = 0.01 is 2.56 Calculated
value of H is 0.3891 < Table value of acceptance region 2.56. Accept hypothesis In the case of
paired data, we can apply Kruskal Wallis Rank test (based on total weightages of usage level and
satisfactory level for corporate banking and retail banking = totally 4 criteria). By applying this
test, we  nd, ∑ R1 =213.5; ∑ 2 =129; H value is 1.1928; p value is 0.75; Acceptance region of z
at α = 0.01 is 2.56 Calculated value of H is 1.1928 < Table value of acceptance region 2.56. Accept
hypothesis .In the case of paired data (based on total weightages of usage level and satisfactory
level), we can apply Mann Whitney’s U test (based on total weightages). By applying this test, we
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 nd, ∑ R1 =117; ∑ R2 =136; U value is 51; Table value of U = 31; Table Value of U1 < Calculated
value of U. Reject Hypothesis.
 Therefore, Corporate customers and Retail Banking customers get satisfaction on mobile banking
services, but their satisfactory level is different. Corporate customers have been using mobile
banking and they are highly satis ed with mobile banking more than retail banking customers. Z
value is 0.593; Acceptance region of z at α = 0.01 is 2.56 Calculated value of U is 0.59 < Table
value of acceptance region 2.56. Accept hypothesis In the case of paired data (usage level and
satisfactory level), we can apply Wilcoxon Signed Rank test (based on weightages). By applying
this test, we  nd, R1 = 117; ∑ R2 = 136; W value is 0; Z value is 2.43; Acceptance region of z at α =
0.01 is 2.56 Calculated value of 2.43 is < Table value of acceptance region 2.56. Accept hypothesis.
 It is inferred from table 3 and 4 that Corporate Banking customers have been using mobile
banking services and they have been satis ed with such services mostly well, rather than retail
banking customers. Video banking and Smart watches banking have been performed only by
corporate customers for their business purposes. They are satis ed with such services. SMS
Banking and Call banking have been used by Retail banking customers more and they are satis ed
well. Statistical tests like U test, Wilcoxon signed rank test and KS test prove that the data have
been uniformly distributed. U test reveals that corporate customers have been satis ed with
mobile banking services more than retail banking customers. Rank Correlation between Corporate
banking and Retail banking on the usage of mobile banking services reveals that they are correlated
positively at higher level (0.96).

Bene ts Enjoyed on Mobile Banking Services
 Mobile banking services facilitate the customers to do banking transactions easily and quickly.
Agility banking or Just in time banking is possible because of mobile banking. The following table
highlights the necessary data.
 Hypothesis: Corporate customers and retail banking customers have been enjoying mobile
banking services equally well. The data are distributed uniformly.

Table 5 - Bene ts on Mobile Banking Services Enjoyed by the Customers
Mobile banking

services
Satisfactory attitude Total Weightage

points
Rank

Weightage
– Corporate

Weightage
– RetailHS S Neu DS HDS

Arrival of SMS as
and when transactions
happen help us to
know balance amount
correctly

581 17 2 Nil Nil 600 2979 1 1499 1480

Online banking
transactions by using
smart phones ease
banking activities

447 84 69 Nil Nil 600 2778 5 1399 1379

Doing banking
transactions becomes
easy due to mobile
banking by SMS

228 186 97 67 22 600 2331 6 1176 1155

Balance Checking by
giving missed call

526 36 38 Nil Nil 600 2888 4 1464 1424
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Missed call for
dissatisfaction
registration

530 40 30 Nil Nil 600 2900 3 1432 1468

Agility banking – Just
in time banking

518 65 17 Nil Nil 600 2901 2 1420 1381

Total 16777

Source: Primary data
 Note: Weightage points: HS – Highly satis ed = 5; S – Satis ed = 5; Neu – Neutrally
satis ed = 3; DS – Dissatis ed = 2; HDS – Highly dissatis ed = 1

 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.94286 =
+ 0.94 (approx) Higher level positive degree of correlation Two tailed p value for rank correlation
= 0.0048. Therefore, Relationship is very strong, based on p value. In the case of paired data
(Corporate banking and Retail Banking), we can apply Wilcoxon Signed Rank test (based on
weightages). By applying this test, we  nd, ∑ R1 = 42; ∑ R2 = 36; W value is 4; Z value is
1.3628; Acceptance region of z at α = 0.01 is 2.56 Calculated value of 1.3628 is < Table value of
acceptance region 2.56. Accept hypothesis In the case of paired data (Corporate banking and Retail
Banking), we can apply Kruskal Wallis Rank test (based on weightages). By applying this test, we
 nd, ∑ R1 =42; ∑ R2 =36; H value is 0.2308; p value is 0.63; Acceptance region of z at α = 0.01 is
2.56 Calculated value of H is 0.2308 < Table value of acceptance region 2.56. Accept hypothesis
 SMS alert makes the customers to know the balance amount in their account as and when transaction
happens (Rank 1). Agility banking is possible (Rank 2). Missed call for dissatisfaction makes the
customers to express their feelings immediately (Rank 3). Missed call for balance checking eases
bank transactions (Rank 4). Further, it is learned by applying various statistical tests such as KS
test, Wilcoxon Signed Rank rest that data are distributed normally. Both corporate customers and
retail banking customers have been enjoying the bene ts of mobile banking equally well. The
relationship between them is higher level positive degree (0.94).

Common Problems of Mobile Banking Services
 Even though bankers have been enjoying bene ts, certain problems are also there. The following
table highlights the necessary data.
 Hypothesis: Corporate customers and retail banking customers have been suffering from
problems on mobile banking services equally. The data are distributed uniformly.

Table 6 - Common Problems of Mobile Banking Services Felt by the Customers
Mobile banking

services

Satisfactory attitude
Total

Weightage
points

Rank
Weightage –
Corporate

Weightage
– RetailHF F Neu LF VLF

Frequent SMSes
disturb unnecessarily

316 88 36 32 128 600 2232 5 1132 1100

Poor network problem 418 84 38 34 26 600 2634 2 1334 1300

SMS locking may be
done by any
hacker secretly

388 87 56 42 27 600 2567 3 1354 1213
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While using Smart
phones for banking
transactions, double
entry or problem
happens due to
network issues

522 31 28 10 8 600 2846 1 1436 1410

Account hacking
threat by hacker

378 77 66 52 27 600 2527 4 1314 1213

Loss of smart phone
and misuse of
bank account

18 10 8 3 1 40        161 8 37 124

Theft of smart phone
and misuse of
bank account

20 12 5 2 1 40        168 6 38 130

Strangers identify
pattern or pass
word of smart phone,
take it and misuse it

18 15 3 3 1 40        166 7 36 130

Total 13301
 Source: Primary data
 Note: HF – Highly felt; F – Felt; Neu – Neutrally felt; LF – Least felt; VLF – Very least felt
Weightage points: HF – Highly felt = 5; F – Felt = 4; Neu – Neutrally felt = 3; LF – Least felt = 2;
VLF – Very least felt = 1

 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.91573
= + .92 (approx) Higher level positive degree of correlation Two tailed p value for rank correlation
= 0.0014. Therefore, Relationship is very strong, based on p value. In the case of paired data
(Corporate banking and Retail Banking), we can apply Wilcoxon Signed Rank test (based on
weightages). By applying this test, we  nd, ∑ R1 =69; ∑ R2 = 67; W value is 15; Z value is 0.42;
Acceptance region of z at α = 0.01 is 2.56 Calculated value of 0.42 is < Table value of acceptance
region 2.56. Accept hypothesis In the case of paired data (Corporate banking and Retail Banking),
we can apply Kruskal Wallis Rank test (based on weightages). By applying this test, we  nd, ∑
R1 =69; ∑ R2 = 67; H value is 0.011; p value is 0.91; Acceptance region of z at α = 0.01 is 2.56
Calculated value of H is 0.011 < Table value of acceptance region 2.56. Accept hypothesis.

 It is observed from the above table that double entry may happen because of network issues
(Rank 1), followed by poor network problems (Rank 2), SMS locking may be done by strangers
(Rank 3), Account hacking issues (Rank 4) and disturbances due to SMS unnecessarily (Rank
5). Some of the customers (40 customers out of 600) suffered a lot due to loss of their smart
phone, misuse of their smart phone by strangers, loss of amount from their account due to abuse
of their smart phones. It is analysed from KS test, Wilcoxon Signed Rank test that the data are
distributed normally. Both corporate customers and retail banking customers have been suffering
from problems on mobile banking equally. The relationship by Rank Correlation expresses that
they are related very strongly at higher level of positive degree (0.92).
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Improvement of Mobile Banking Services
 “Challenges are the stepping stones for winning”. “Criticisms are the inducing fertilizers for the
constructive growth of any novel ideas”. Like these verses, several improvements were suggested
by customers on mobile banking development. They are listed as follows.

SMS Banking
 Regarding SMS banking, SMS locking by strangers must be informed to alternative mobile
number of customers. Like this suggestion, several suggestions are made by the customers. They
are pooled up in the following table.
 Hypothesis: Corporate customers and retail banking customers have been offering suggestions
for the improvement on SMS banking equally well. The data are distributed uniformly.

Table: 7 Attitudes on Improvement Expected in SMS Banking Services
Suggested by the Customers

Mobile banking
services

Satisfactory attitude
Total

Weightage
points

Rank
Weightage
–Corporate

Weightage
– RetailMNP NP Neu O LN

In the case of
savings bank
account, SMS on
balance has to come
as and when
transaction happens

522 42 36 Nil Nil 600 2886 2 1400 1486

In the case of
current account,
SMS has to come
once in a day (say 9
pm daily)

316 88 36 32 128 600 2232 10 1432 800

In the case of
current account,
SMS has to come
once in a day (say 9
pm daily)

524 44 32 Nil Nil 600 2892 1 1486 1406

In the case of
current account,
SMS has to come
once in a day (say 9
pm daily)

418 100 82 Nil Nil 600 2736 5 1431 1305

In the case of
current account,
SMS has to come
once in a day (say 9
pm daily)

420 98 82 Nil Nil 600 2738 4 1432 1306

In the case of loan
account, the net
balance payable has
to be informed as
and when
transaction happens

316 188 96 Nil Nil 600 2620 6 1421 1199



National Conference on “Modern Marketing in Digital ERA”

118

SMS regarding loan
payment reminder
is needed, before
one week of due
date

422 98 80 Nil Nil 600 2742 3 1422 1320

Insurance premium
deduction has to
be informed to the
customer one week
before, in order to
maintain suf cient
balance

319 185 73 23 Nil 600 2600 7 1400 1200

Insurance premium
deduction has to
be informed to the
customer one week
before, in order to
maintain suf cient
balance

284 162 84 36 34 600 2426 8 1428 1998

All the banks must
have quick codes
in SMS banking.
This eases mobile
banking

326 98 56 42 78 600 2352 9 1272 1080

Total 26224

 Source: Primary data
 Note: Weightage points: MNP – Most Necessary and top priority = 5; N – Necessary and
moderate priority = 4; Neu – Neutrally necessary (moderately) = 3; O – Optional = 2; LN – Least
necessary = 1

 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.16464 =
+ .16 (approx) Lower level positive degree of correlation Two tailed p value for rank correlation =
0.6494. Therefore, Relationship is very weak, based on p value. In the case of paired data (Corporate
banking and Retail Banking), we can apply Wilcoxon Signed Rank test (based on weightages). By
applying this test, we  nd, ∑ R1 =129.5; ∑ R2 = 80.5; W value is 11; Z value is 1.6818; Acceptance
region of z at α = 0.01 is 2.56 Calculated value of 1.6818 is < Table value of acceptance region
2.56. Accept hypothesis In the case of paired data (Corporate banking and Retail Banking), we can
apply Kruskal Wallis Rank test (based on weightages). By applying this test, we  nd, ∑ R1 =129.5;
∑ 2 = 80.5; H value is 3.43; p value is 0.0642; Acceptance region of z at α = 0.05 is 3.52 Calculated
value of H is 3.43 < Table value of acceptance region 3.52. Accept hypothesis
 SMS locking or hacking has to be informed by SMS to an alternative mobile number of the
customer (Rank 1). Instant SMS for SB account, Account summary SMS at the end of the day for
Current account (Rank 2) will be enough instead of having frequent SMSes that are horrible. SMS
regarding payment reminder is essential to make necessary arrangement in business (Rank 3).  It
is learned by applying various statistical tests namely KS test, Wilcoxon Signed Rank test that the
data are distributed normally. Corporate customers have been offering more suggestions (because
of more usage) rather than retail banking customers. The relationship between suggestions offered
by corporate customers and retail banking customers is lower positive degree (0.16).
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Online Banking By Using Smart Phones
 Online banking transactions can be done either through bank apps or bank websites, by using
Smart phones. The suggestions on the improvement of such services are listed in the following
table

Table 8 - Attitude On Improvement Expected In Online Banking By Smart Phones
Suggested By The Customers

Mobile banking
services

Satisfactory attitude
Total

Weightage
points Rank Weightage

– Corporate
Weightage

– RetailMNP NP Neu O LN

Integration of Video
Conferencing with
bank of cials (Video
banking)

424 82 54 33 7 600 2689 15.08 3

Security strength is
needed in mobile
banking by modern
technologies

428 86 56 23 7 600 2705 15.20 2

Banker has to
conduct meetings
with customers
atleast once in 3
months to teach
technological
upgradations done by
the banker

316 99 65 42 78 600 2333 13.11 7

Banker has to
conduct meetings
with customers
atleast once in 3
months to teach
technological
upgradations done by
the banker

326 98 56 42 78 600 2352 13.21 6

All the banks need
to have satisfactory
surveys by having
missed call

284 168 90 34 24 600 2454 13.79 4

Specialised apps
need to be developed
by all the
banks and to be
launched at the
earliest

514 56 30 Nil Nil 600 2884 16.20 1

Need for computer
integrated voice
by using toll free
number for each and
every bank

274 158 80 54 34 600 2384 13.40 5

Total 17,801 100.00

 Source: Primary data
 Note: Weightage points: MNP – Most Necessary and top priority = 5; N – Necessary and
moderate priority = 4; Neu – Neutrally necessary (moderately) = 3; O – Optional = 2; LN – Least
necessary = 1
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 All the banks need to create special apps for mobile banking (Rank 1). Information Security is
he major necessity (Rank 2), followed by Video banking necessity (Rank 3).

Video Banking
 The corporate customers (25 out of 600) have been using video conferencing with the bank
of cials for accelerating their bank transactions and to do their bank transactions fairly well. The
following table tells what modes are being utilized by the corporate customers for video banking.

Table 9 - Mode of Usage of Video Banking Services

Video banking
services - modes

Usage of services Total Weightage
points

Percentage Rank

VF F O R VR

Smart phone 23 2 Nil Nil Nil 25 123 27.58 1

Tabs 8 7 6 3 1 25 93 20.85 4

Laptops 22 2 1 Nil Nil 25 121 27.13 2

Desktop computers 16 4 3 2 Nil 25 109 24.44 3

Total 446 100.00
     Source: Primary data
 Note 2: Weightage points: VF -Very Frequently = 5 points; F - Frequently = 4 points; O -
Occasionally = 3 points; R - Rarely = 2 points; VR – Very Rarely = 1 point

 It is understood from the above table that corporate customers have been using Smart  phones
for video banking (Rank 1), followed by Laptops (Rank 2), Desktop computers at their of ces or
homes (Rank 3) and Tabs (Rank 4). Smart phones and Laptops are the major modes used by the
corporate customers for video banking.

Usage of Video Banking Services and Satisfactory Level
 Bank transaction clari cation and Document clari cation aspects are the major purposes for
which video banking has been used by the corporate customers. The following table brings forth
the necessary data.
 Hypothesis: The usage level and satisfactory level of video banking services are equal. The data
are distributed uniformly.

Table 10 - Usage and Satisfactory Level of Video Banking Services

Bank transaction
clari cation 24 1 Nil Nil Nil 25 124 1 23 2 Nil Nil Nil 25 123 1

Digital signature
approval and
con rmation

21 3 1 Nil Nil 25 120 3 20 4 1 Nil Nil 25 119 3

Bearer cheque
con rmation 11 6 5 3 Nil 25 100 5 12 8 7 Nil Nil 25 113 5
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Bill of exchange
clari cation and
Con rmation

5 5 6 5 4 25 77 7 16 6 3 Nil Nil 25 113 6

Loans obtaining and
settlement clari cation 6 5 5 4 5 25 78 6 10 9 6 Nil Nil 25 104 8

Documents
veri cation over
Phone

22 2 1 Nil Nil 25 121 2 22 2 1 Nil Nil 25 121 2

Online banking
problems - solutions

18 4 3 Nil Nil 25 115 4 20 3 2 Nil Nil 25 118 4

Complaints lodging
and solutions

4 3 3 4 11 25 60 8 16 4 3 2 Nil 25 109 7

Source: Primary data
Note: Percentages are available in brackets

 Note 2: Weightage pts: VF -Very Frequently = 5 pts; F - Frequently = 4 pts; O - Occasionally =
3 pts; R - Rarely = 2 points; VR – Very Rarely = 1 point

 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.9102 =
+ 0.91 (approx) Higher level positive degree of correlation Two tailed p value for rank correlation
= 0.00169. Therefore, Relationship is strong, based on p value. In the case of paired data, we can
apply Wilcoxon Signed Rank test (based on weightages). By applying this test, we  nd, ∑ R1
= 60.5; ∑ R2 = 75.5; W value is 3; Z value is 1.85; Acceptance region of z at α = 0.01 is 2.56
Calculated value of 1.85 is < Table value of acceptance region 2.56. Accept hypothesis Corporate
customers have been using Video banking facility, mainly for clari cation of bank transactions
(Rank 1), followed by documents veri cation over phone (Rank 2), Digital signature approval
con rmation (Rank 3), online banking problems and solutions with bank employees (Rank 4)
and complaints lodging and solutions (Rank 5). The data are distributed normally, by analysing
by Wilcoxon test. The relationship between the usage level and satisfactory level are correlated
positively, strongly at higher level positive degree (0.91). Both usage level and satisfactory level
are at equal level.

Common Problems on Video Banking
 Corporate customers have been facing some problems on video banking commonly. They are
pooled up in the following table.

Table 11 - Common Problems on Video Banking Services Faced by the Customers

Video banking
services

Satisfactory attitude
Total Weightage

points Percentage Rank
HF F Neu LF VLF

Light background issues 18 3 2 1 1 25 111 12.05 6

Colour, hue and pixesls issues 14 4 3 2 2 25 101 10.97 8

Mobile software compatibility issues 12 6 5 1 1 25 102 11.07 7

Pass word security issues 23 1 1 Nil Nil 25 122 13.25 2

Hacking problems 21 3 1 Nil Nil 25 120 13.03 4

Blue tooth issues – nearby strangers would
receive our video clippings 23 1 1 Nil Nil 25 122 13.25 3

Loss of smart phones may be misused for
mishandling bank account 21 2 2 Nil Nil 25 119 12.92 5

Network issues 24 1 Nil Nil Nil 25 124 13.46 1

Total 100.00

Source: Primary data
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Note 1: R1 – Rank 1; R2 – Rank 2; W1 – Weightage for users; W2 – Weightage for non-users
 Note 2: HF – Highly felt; F – Felt; Neu – Neutrally felt; LF – Least felt; VLF – Very least felt
Weightage points: HF – Highly felt = 5; F – Felt = 4; Neu – Neutrally felt = 3; LF – Least felt = 2;
VLF – Very least felt = 1

 It is observed from the above table that network issues are the major worries (Rank 1), followed
by pass word security issues (Rank 2), Blue tooth issues (Rank 3), Hacking issues (Rank 4), loss of
smart phone fear issues (Rank 5).

Possible Improvements on Video Banking
 Corporate users who have been using Video banking answered the possible improvements on
Video Banking. Besides, non users of Video banking (but users of Digital Banking) have also
answered this question. The following table portrays the necessary data.
 Hypothesis: The improvements on Video banking expected by users and non users are at equal
level. The data are distributed uniformly.

Table 12 - Improvements Expected In Video Banking
(By Regular Users and Non Users, But Users of Digital Banking)

Video banking
services - usages

Regular users
Tot W1 R1

Non users, but users of
Digital banking W2 R2

MNP NP Neu O LN MNP NP Neu O LN Tot

24/7 Video
Banking service 20 Nil 5 2819 6

Usage of Robots
for banking
transactions, for
video conferencing

19 3 2 1 Nil 25 115 6 558 7 5 4 1 575 2842 5

Interactive Teller
Machines need to
come (Video
conferencing
ATMs)

25 Nil Nil Nil Nil 25 125 1 570 4 1 Nil Nil 575 2869 1

Capturing overseas
customers and
having banking
transactions

18 3 2 2 Nil 25 112 7 431 49 32 24 39 575 2534 8

Specialised apps
are needed for
video banking
separately

24 1 Nil Nil Nil 25 124 2 569 2 2 1 1 575 2862 2

Video conferencing
may be recorded
for documentation
purpose – Paperless
documentation

6 6 6 5 2 25 84 8 441 38 32 34 30 575 2551 7

Of ine mode has to
be created to avoid
network issues

23 2 Nil Nil Nil 25 123 3 561 5 4 3 2 575 2845 4

User friendly smart
phone softwares
need to be
developed to avoid
mobile system
compatibility issues

22 3 Nil Nil Nil 25 122 4 562 5 4 3 1 575 2849 3

Source: Primary data
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 Note 1: R1 – Rank 1; R2 – Rank 2; W1 – Weightage for users; W2 – Weightage for non-users
 Note 2: Weightage points: MNP – Most Necessary and top priority = 5 Points; N – Necessary
and moderate priority = 4 Points; Neu – Neutrally necessary (moderately) = 3 points; O – optional
= 2 points; LN – Least necessary = 1 point

 Spearman’s Rank Correlation (based on ranks) = [1 – (6∑d2 / n2 (n-1))] = R = +0.92857 = +
0.93 (approx) Higher level positive degree of correlation Two tailed p value for rank correlation
= 0.00086. Therefore, Relationship is very strong, based on p value. In the case of paired data,
we can apply Wilcoxon Signed Rank test (based on ranks). By applying this test, we  nd, ∑ R1
= 68; ∑ R2 = 68; W value is 10.5; Z value is 0.001; Acceptance region of z at α = 0.01 is 2.56
Calculated value of 0.001 is < Table value of acceptance region 2.56. Accept hypothesis It is
learned from the above table that the users and non users want to have Interactive Teller Machines
(ITMs), improved version of ATMs (Rank 1). Such ITMs would capture the videos of persons
who use ITMs and we can interact with the machines for withdrawing money or making deposits
with the money. This will be a boon to all, particularly to computer illiterates. Specialised apps are
needed for Video Banking (Rank 2). All banks need to develop such apps compulsorily. Of ine
support system is needed (Rank 3). User friendly phone software are needed (Rank 4). Any time
(24/7) Video banking services with the help of Automated computerized Robots will facilitate the
customers more delighted (Rank 5). Wilcoxon test proves that the data are distributed normally. The
suggestions of users and non users are equally made. The relationship between the improvements
suggested by the users and non users are correlated positively at higher positive degree (0.93). This
shows that non users are also willing to invite Video banking whole heartedly.

Conclusion
 Digital Banking has given birth to mobile banking. If mother jumps for 8 feet, child jumps for
16 feet. Mobile banking has been more popular among various bank customers. Similarly, Mobile
banking delivers a baby called Video banking. This infant will jump more than 100 feet probably in
near future. Robots started its functioning in City Union Bank, T. Nagar, Chennai and ICICI Bank,
Bangalore. Video banking integrated with Robot banking will become more popular here in after.
Therefore, so far ignored personalized attention will be taken into consideration and integrated
with virtual presence. Collaborative banking will come very soon, by integrating, Digital banking,
Mobile banking, Video banking, Robot banking together. Let us all welcome the new technologies
here in after also.
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Introduction
 Career management is a lifelong process of involving resources
to accomplish your future career goals. It is a continuing process
that allows you to adapt to the changing demands of our dynamic
economy. The career management process embraces various
concepts, self-awareness, career development planning or career
exploration, lifelong learning, and networking.

Career Management for College Teachers
 A teacher’s engagement towards a child is probably more than
that of the parents. This is primarily because the child doesn’t receive
education from the school where he or she studies, but also learns the
value rules from the same personalities.
 For taking up instruction as a career, you require a passion for
interchanging ideas, whether it is coaching at a school or in a college.
In a college atmosphere, the exchanges are at an intellectual level
with students who are your friends.

Eligibility Criteria for Teaching Career in India
 The teaching profession is a highly speci c  eld and requires
complete training to gain expertise in the area, for some reason,
teaching is considered pure and natural to d. There are amazing myths
and incorrect generalizations that exist about the tutoring career.
 It is ordinarily believed that anyone can teach provided he has
some knowledge for the subject nothing could be further from
the truth. Experience is just one thing that a teacher should have,
among other things. The fundamental qualities required are excellent
communication skills, the ability to hold the attention of young
minds, to inspire con dence, and  nally the ability to set an example
by word and deed.

Teaching is one of the tremendous altruistic professions. We join
it to help others
 To nurture their talents to overcome the disadvantage of their
backgrounds, and to share with them our joyful love of learning. We
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grow as teachers as we become more successful at helping our students and yet the recognized
career pathways in our profession take us, in general, further away from the reason we joined in the
 rst place.
 The available possibilities for educators are in a category of topics such as English, Mathematics,
science, social studies, etc., The desire for good teachers is substantial considering that today’s
children are expected to the internet and the information over ow.
 To start a career as an instructor in colleges, you may, however, need to take access reviews
along with completing your master’s degree and Ph.D.

Teachers Can Act as a Navigator
 Teachers can conduct regular questionings and interactive sessions hardly. This will generate
interest of studies among seniors and will provide them a thorough knowledge of the topics
covered. Teachers should also focus regularly on general education and current affairs not as a
subject, but as an additional ingredient. This will create among the students and will develop a habit
of receiving about daily accidents.
 Conscientious teachers can guide their students properly right from the opening stage. They
can educate them about the nuances of arranging for competing exams and so on. Also, teachers
should teach the followers to be anxious and should train them to realize their talent and develop
themselves accordingly.
 Teachers can make them to face the stiff challenges of the competing world and can give them
an idea about various occupations and their importance. Students can be confused about career
options and may also be afraid to make the right decisions. At such a time, teachers can guide them
to the right career path.

Lecturers/college teachers hold a Ph.D. in the subject. Their work details are :
1.   Lecturing students.
2.   Researching and preparing for lectures and practical’s.
3.   Conducting seminars or tutorials for a small group of students.
4.   Setting and marking assignments and exams.
5.   Monitoring work projects and placements.
6.   Handling students admissions, curriculum development examiner ship.

Skills Needed For College Teachers
1. Inspiring personality
2. Good communication skills
3. Self-con dence
4. Tact and patience
5. Relevant work experience
6. Knowledge of subject.
7. The ability to develop a connection with their students.
8. Engaging students in learning.
9. Dedication to teaching

Overcome the Classroom Challenges
• Lack of empathy, teamwork, and support between students
• Professors working too many roles at the same time
• No time to deal with bodily functions.
• Teachers being made accountable for longer than they should
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• Not enough time plan
• Excessive paperwork for data collection
• Keeping up with the assumption of school admins

Six things that Make College Teachers Successful
• Study the knowledge base of learning and teaching
• Accept all who enter the classroom door
• Plan for instructional management
• Teach with a variety of strategies
• Use evaluation to inform students of their attainment
• Keep the passion

Conclusion
 As instructors, we have the unique opportunity to help students explore future career opportunities.
Research has shown the importance of providing college-level students with the skills need to
explore career opportunities. Academy students need to be exposed to career investigation in their
early coursework, via classroom exchanges, university career resources, and online sites, and real-
world speakers. Career education is a lifelong learning experience that needs to have a greater
focus from the  rst semester through the last for all university students.
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Abstract

Brand Ambassadors plays a vital role in Brand Management. In the modern
environment, every business organization can quickly start-up and running. But in
the competitive world, they cannot achieve the reputation and goodwill because in
the absence of the brand ambassadors. A brand representative is a person who is
hired by an organization or company to describe a trademark in a positive light and
by arranging so, help to improve brand knowledge and sales. A brand ambassador
is known as an accurate spokesperson, an opinion leader or a population in uencer,
appointed as an external or internal agent to boost product or service sales, and
create brand consciousness. So the present study gives a detailed concept of the
roles of Brand Ambassadors in the current scenario.

Keywords: Brand Ambassadors, Advocate, Roles, Traits.

Introduction
 A brand emissary is a person who is hired by an organization or
company to describe a kind in a positive light, and by preparing so,
help to improve brand knowledge and sales. They complete a variety
of tasks differing from advertising products or services in-store to
performing marketing crusades. They are also known as corporate or
in uencers ambassadors. The critical element of brand ambassadors
is their ability to use promotional strategies that will strengthen
the customer-product-service relationship and in uence a broad
audience to buy and consume more.
 Predominantly, a brand diplomat is known as a positive
spokesperson, an opinion leader or an association bellwether,
appointed as an internal or external agent to boost service sales or
product, and create brand awareness. Today, a brand ambassador as
a term has increased beyond celebrity branding to self-branding or
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personal brand management. Professional  gures such as non-pro t and good-will ambassadors,
testimonials, promotional models, and brand advocates have formed as an expansion of the same
concept, taking into account the requirements of every company.

Types of Brand Ambassador
 There are two kinds of Brand Ambassadors (Aka Brand Advocates). The  rst is famous and
measurable people; companies hire them, the relationship is transactional, and expectations are
straightforward. Such cooperation is planned step by step, forecasted, and strictly scheduled. In that
matter, a brand ambassador is a very well-known somebody to the public or appropriate industries.
 The second type of Brand Ambassadors is people who mention or complement your make
unobstructedly. Sure, big names can do the business, but not in a similar way; the most meaningful
variation between these types of Brand Ambassadors and the  rst division is that they often advance
for free (or at smallest on a non-cash reciprocity basis).
 Nowadays, brands focus on bloggers and personages on social media (Instagrammers and You
Tubers). These You Tubers and Instagrammers often achieve similar operations marketing results
as the “big names.” They open their engaged population to brand partners and offer space on their
blogs, YT, and social media channels.

Why Are Brand Ambassadors So Important?
Brand increase and image building can now be both the hardest and mildest it has ever been.

The most challenging thing to overcome in TV advertising is that it became boring and anticipated
to the viewer. TV viewers most often react to advertisements by changing the channel as soon
as they hear a commercial break coming. The result is time, money, and stocks wasted. What is
more, brands that present only undeniably present themselves aren’t trusted (but it is unlikely
they would say cynical things about their brand in paid ads). According to the survey below,
references, at 78%, is the best type of brand publication. Herein lies the stamina of the Brand
Ambassador. If the readers know that a person promoting the brand is not being paid to do so, they
will more likely understand them. This type of word-of-mouth purchasing works excellent. But
remember, acquisition of loyal Brand Ambassadors can be dif cult. It is to some “a reward” for
a magni cent and hard job. Brand Ambassadors not only make people eager to try new products,
but they also build an image of your brand in micro-or-macro scale. Brand ambassadors are the
“face” of a product or service. They interface with the press and customers, attend public events
such as product launches and, increasingly, mobilize, and engage with consumers on digital social
networking platforms such as Twitter and Face book.

The Roles of Brand Ambassadors
 Everyone has a level of leadership that can be harnessed for the greater good.”
 -Bernard Kelvin Clive
 A mark ambassador is a person who is engaged by a company/brand to promote the brand –
giving it more perceptibility, value, and reach to increase the Return-On-Investment (ROI). Begin
with; a brand ambassador should have an exceptional level of in uence – Either paid or volunteer
brand ambassadors. They must be loyal, they necessity be genuinely interested in your brand, and
they must be willing to live by the brand’s uses and code of conduct.
 Here are the 5 Main Parts of a Brand Ambassador in the acronym B.R.A.N.D.

Believe in the Brand
 Brand ambassadors’  rst point of call, connection, and communication are to believe in your
brand. They are to buy into the brand. If they don’t consider in the brand, there is very little they
can do at the core and cry of being genuine in this age.
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Represent the Brand
 The purpose of a brand ambassador is to signify the brand whenever they can and wherever
they  nd themselves. An ambassador becomes the delegate of the brand, in words and deeds; to
positively project the image of the label in every way possible.

Validate the Brand
 A brand ambassador’s role in con rming the brand implies making the brand more likable,
real to consumers to empower them to trust the brand and attract more clients. In character, they
humanize the brand by articulating it genuinely.

Nurture the Brand
 To nourish the brand is to help the brand grow to reach more people, to create more loyal
consumers. Brand ambassadors are to draw in more leads and to replicate themselves, creating
more ambassadors in their circles of in uence.

Defend the Brand
 This means to protect the trustworthiness of the brand. Stand in the gap of regularly proclaiming
the goodwill of the brand, where others want to defame the brand; an ambassador immediately
steps in with the truth. Where there has been a misconception about the brand, miscommunication
of the brand, and even instances where the brand has erred, the ambassador sets in to resolve issues
effectively to elevate the brand’s image.

Some Latest list of Brand Ambassadors in 2019
1. Reebok appointed Katrina Kaif as Brand Ambassadors.
2. TAFE (Tractors and Farm Equipments) Ltd. Has roped in actor Akshay Kumar as Brand

Ambassadors.
3. Indian Terrain appointed MS Dhoni as Brand Ambassador.
4. Virat Kohli, Rishabh pant described new brand ambassadors of Himalaya MEN.
5. PUMA appointed Indian Champion Boxer MC Mary Kom as its new Brand Ambassadors.
6. PV Sindhu & Sakshi Malik appointed as Brand Ambassadors.
7. Manipal Hospitals ropes in Rahul Dravid as brand Ambassadors.
8. Dish TV ropes in Ranveer Singh as Brand Ambassadors.
9. Flipkart named Ranbir Kapoor and Shraddha Kapoor as its Brand Ambassadors.
10. Vivo signs Aamir Khan as Brand Ambassador for India.
11. Reliance Retail has roped in popular south Indian actress Keerthy Suresh as the brand

ambassador of Southern region.
12. BMW brand ambassador Sachin Tendulkar launches M3 and M4 luxury cars at BIC
13. On December 24, 2015, Bolly wood actor Shah Rukh Khan was appointed as Jio’s brand

ambassador.

Pros and Cons of Brand Ambassadors
Pros
1.They humanize your brand
 People like to socialize and do business with other people, rather than a faceless organization.
A brand that has a personality is a powerful one, and brand ambassadors can directly embody that
personality. Whether your brand ambassador operates at trade shows or other promotional events
like those employed by staf ng bureaus like Kru Live, or instead through social media, they can
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also provide crucial information and compensation to those who may wish to purchase from you,
helping to turn your company’s brand promise to consumers into a reality.

2.They boost your online reputation
 If your brand is staying spoken about negatively online, whether via formal online reviews or
less formal forum conversations, are emphatic answers being provided to combat the negative
image of your company that is being fostered as a result. Online brand ambassadors can serve to
preserve and enhance your brand’s reputation on the web, whether they do so by directly ‘ re-
 ghting’ purchaser concerns – such as by offering expertise and assistance – or in more customary
terms, such as by sharing their own positive experience of your product or service. They provide
great word-of-mouth. Good old-fashioned lingual is still one of the various in uential forms of
marketing out there – indeed, it may settle the most potent of all.

3.They can drive traf c to your website
 Choose a brand-relevant ambassador with an active preceding online pro le – for example, due
to owning a successful blog with a high domain authority – and all that they need to do is implement
a link to your site to give your brand a natural SEO boost. Even when your brand ambassadors are
generally active at public events rather than online, they can provide an incidental bene t to your
brand’s pro le on the web, generating the awareness and interest that helps to encourage additional
traf c to your site beyond what your marketing team may already be doing.

4.They boost brand awareness in new regions
 When you are trying to make a collision with your brand in an unchartered part of the world, why
practice anything less than the different powerful means of promotion? Sometimes, it’s challenging
to get those vital marketing messages to penetrate in a region that may be skeptical about your offer
unless they come from a more trusted source, which is where brand ambassadors come in.

Cons
1.They aren’t entirely in your control
 While you can unquestionably be diligent in your search for brand ambassadors that are truly
professional, reliable, and organize all of your company’s best values, you can never completely
control what your ambassador does. You will, consequently, need to be amenable to place your
trust in the best-quali ed ambassadors. This lack of control can be a relevant issue when your brand
ambassador is someone with an active public pro le outside their connection with your business.
Tiger Woods is one best example, the golfer’s sponsorship deals with AT&T and Accenture thought
to have been produced to an end due to his disclosure of marital in delity in late 2009, according
to About Sports.

2.They could become too  rmly tied to your brand
 Related to the above point, an extraordinarily well-known brand ambassador can become
irrevocably associated with your business, leaving your and their possessions closely intertwined.
Subway, for example, was caught out in 2015 by its long-time spokesperson Jared Fogle being
investigated for and presently sentenced to 15 years in federal prison about possessing child
pornography and traveling to pay for sex with minors.
 While Subway’s originator and president Fred DeLuca had told Inc. in 2013 that Fogle had been
a vital subscriber to the brand’s success, the subsequent scandal nonetheless provides a salutary
lesson to businesses of the interest of diversifying their base of brand ambassadors.
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3.They could overshadow your brand
 The inverse problem to that of brand ambassadors miring your business in the scandal by
association is that of the ambassador’s prevalence competing with and even superseding your brand.
This could be said to hold been the crisis with Paris Hilton’s association with Fila sportswear,
notwithstanding the proposal of whether the American socialite and TV personality represented
the best match for a supposedly athletic brand. Brand ambassadors should nevermore be seen
as the ‘start and end’ of your brand’s online or of ine purchasing efforts, with the above issues
highlighting the importance of carefully selecting and managing your ambassadors to secure that
they live up to your  rm’s values. Nonetheless, brand ambassadors can be a remarkably powerful
resource when appropriately used as part of a complete and well-judged more comprehensive
marketing strategy.

Six Traits of a Brand Ambassador
1. Knowledge of (and Appreciation for) Marketing
 This isn’t to answer your ambassadors and advocates need a marketing degree, but they should
have a basic understanding of marketing’s core principles. Speci cally, the best ambassadors
appreciate the signi cance of authenticity in modern marketing and grasp the role that digital
selling and social media play in driving high-quality referrals.

2. An Established Online Presence
 This ties back to the  rst frame, but it’s equally important. For word-of-mouth shopping to be
successful, you need ambassadors to reach as many people as possible, across a variety of channels
and platforms. Now, this doesn’t mean an ambassador necessity have 20,000 Twitter followers or
thousands of email connections to represent your brand. But they should have a well-permanent
online presence and a highly-engaged network that they can access via their blog, e-mails, or
webinars, for example.

3. A High Level of Professionalism
 While ambassadors won’t be employed by your company, these people will be representing
your brand. They’ll be talking about your company, supporting others to check out your products
and services, and in uencing how others perceive your business. If someone bothered themselves
or your brand, you’d never hire them, right? The same standards should be implemented in your
brand, ambassadors.

4. Natural Leadership Skills
 Think regarding the people you look to for guidance. Sure, they’re experts in a particular space,
but you probably seek out their opinions because they also exude belief and positivity — traits
that draw you in and make you want to listen. These are the same types of personalities you want,
representing your brand in the marketplace.

5. A Passion for Building and Growing Relationships
 Ambassadors are not travelers heading out to make as many one-time sales as possible. They
exist to encourage healthy, loyal relationships between your customers and your brand. Your
ambassadors should not only be enthusiastic about — and personally familiar with — your products
or services, they should also be experienced at making deep connections with others on your behalf



133

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

6. The Ability to Gather Feedback and Implement Innovative Insight
 No loyalty program is perfect. Neither is any particular product or service. Inevitably, brand
ambassadors will assume feedback based on their experience with your product or services, as
well as their discussions with your customers and opponents. This information can provide critical
knowledge that helps you improve your referral marketing program (and, more broadly, your
business).

Conclusion
 According to my end, for most brand business quickly startup, but they cannot survive success.
In the modern world, the ambassadors play the most signi cant role in a part of brand Management.
Also, they are the secret weapon of every organization. They in uence the customer to buy more
on Brand Products and humanize your brand also get a reputation for more online purchases. So,
as a brand Business gives the fruitful opportunities to the Brand Ambassadors.
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Abstract

Conversations play an essential role in today’s world. It creates authentic
experiences with customers and buyers and builds relationships. Conversational
marketing is the practice of conversing or meeting with the potential buyers or
people who have shown interest in the services of a business concern to let them
understand the business more and answer all their queries. The could be achieved
an email or short messages, face-to-face meeting, via phone call. Initiating a
dialogue with people helps to understand them vice versa and more. Today, this is
such a key element in establishing any rational relationship. This study is about the
signi cance of the conversational marketing strategy need to be adopted by every
business concern in today’s competitive world.

Keywords: Arti cial Intelligence, Chatbots, WhatsApp, Lead generation

Introduction
 Conversations have always been central to sales and marketing.
Before the printing press, before the telephone, before the internet,
communications were sold their products and how people marketed.
And it’s still how a lot of control stores, pop shops and mom, and
other small businesses market and sell today. But over the decades,
companies have slowly been removing themselves from the
conversation. Instead of engaging with potential customers one-
to-one, we have been plastering their screens with advertisements,
and blasting them with automated emails, and attacking them with
fresh notes. Then, if someone does need to talk, and they come
to the company’s website, the company make them  ll out a lead
capture form, and then follow up is done. Today, 81% of tech buyers
who encounter gated content don’t  ll out the form -- they’d  rst
go elsewhere for information. Buyers have come to expect a real-
time, on-demand activity. The higher you get them to wait, the less
likely it is that they’ll end up as consumers. The analysis shows
that responding to a new lead within  ve minutes of when they  rst
reach out is crucial. To assure that leads can always get a response
within that  ve-minute window, more and more companies have
been turning to conversational marketing. Billions of personalities
throughout the society now use actual-time messaging as their error
way for holding conferences. Whether it’s chattering with associates
on Facebook Messenger or WhatsApp or transferring concepts with
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Microsoft Teams or coworkers on Slack, messaging has become an essential part of people’s lives.
People favored messaging over any other communication channel for talking to businesses.

Statement of the Problem
 Conversational shopping isn’t a recent development; nevertheless, with the change in the way
we buy online, there’s been a meaningful focus on 1:1 interaction. Majority of consumers say it’s
essential that customer interactions feel human. It’s no code the way we communicate is drastically
changing. When new advancements in technology occur, customer expectations rise as correctly.
For labels and retailers, it’s vital to create relevant, engaging conversation to create a positive
experience for buyers. Conversational marketing is the only suspension wanted to go over and
behind these particular expectations. No concern the industry, all businesses need to adapt to this
change. Conversational shopping is the ultimate way to build authentic, engaging relationships with
consumers. It enables brands and retailers to create unique conversations that boost conversions
while cultivating a personalized experience for each customer. To say a powerful conversational
marketing strategy, businesses must engage, understand, and act. Building contextually relevant
conversations in real-time start with engagement. Following customers and their thought process,
product preferences, and interaction patterns with the brand. It is vital that the group acts on
learnings and results to deliver the best possible outcome. With the fast increase from the constantly
changing consumer behavior, and technology marketers want to store up the speed with the world,
and it re ects in their marketing strategies as well.

Objectives
• To study the primary components of conversational marketing
• To analyze the bene ts of conversational marketing

Key Components of Conversational Marketing
 Meaning: Without context, any conversation would become pointless. The connection is of
paramount importance to any discussion. Marketers need to keep track of all the information that
we gather in our communications and use this information to serve the customers properly.
 Particular method: Whatever may the discussion be touching; we want to personalize it. It is
quite surprising that as soon as we personalize our messages, the person at the other end feels more
related to us. One excellent example of personalization in our day-to-day lives is the reference of
people by their names. A person’s name is different, and whenever you connect to them by this
title, both taste they are not only one of the many out there.
 Real-point: The very idea of conversational shopping is to join with characters in extremely-
time. This action can be among both a person or a bot. The complete system is developing
impatient, and instant results, and everyone wants quick. If the conversation does real-time, people
feel valued and heard. That improves our opportunities for more inclusive action as there is no gap
in communication at a single instance.
 Must those three elements in memory for pleasant communication with prospects or customers,
companies package set new rules for personalization and bond amazingly well with their audience.

The Bene ts of Conversational Marketing
 Personalized Communication: This is the biggest gain in conversational shopping. Extinction
gets more real than customized communications for our companies which presents them sense
considered. Consumers are exhausted from being treated like a number, and that’s why personalized
shopping elements for any brand are watching for long-term customer commitment. With
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conversational shopping, prospects feel comfortable and share their queries and views frankly. This
way, even after purchasing a result, consumers convert name advocates and share their experience
with family and friends. That is the summit a brand can require to complete.
 Smarter Work and Higher Ef ciency: Chatbots decrease the human workload to a large extent.
The unusual thing is that they can do this while offering great measured results. This service people,
allows marketers and others like us to concentrate and work on more signi cant tasks. Chatbots
become shown to use actual data to a good result, and they are getting smarter day by day. Be it
routing the visitors to the qualifying lead or concerned department; chatbots are making the job a
lot more peaceful.
 24*7 Availability: Public is growing restless now, and everyone wants quick outcomes. It would
not be wrong to say that in the 21st hundred, time (or data) is money. With the preponderance
of customers being busy themselves during the typical 9–5 working times, the option to reach a
company at the weekend or later in the evening is extremely convenient for them. Conversational
tools such as chatbots allow the marketer to be ready at every hour of the day, picking up questions
after the working hours have  nished. Being available for your clients 24*7 helps in building a
great rapport and trust.
 Lead Generation: Conversational marketing bridges the gap between the marketer and leads.
Using conversational marketing, he can generate a lot of quali ed prospects that are interested in
the company brand and product.
 Learn and Grow: Still, the marketer can use the old school technique of lead generation forms
on their websites to collect useful information from the visitors.
 With conversational marketing at service, marketers will learn something new about their
customers.
 A more pleasant way for shoppers to get answers: People are increasingly turning to mobile to
shop and make purchases. As a result, more people are interacting with content that is more mobile-
friendly. Customers that use their phone as their primary internet device have grown to prefer video
content, social content, and messaging-based interactions. Conversational marketing channels like
messaging apps and email are innately mobile friendly. It’s a lot easier to chat with a representative
or even a bot to get an answer than spend time scrolling and clicking through a company’s website.
Messaging apps allow customers to provide information speci c to their problem so the business
can give quick, personalized support.

Conclusion
 Conversations should take place across the entire business. In the future, companies will need
to develop a comprehensive conversational growth strategy to deliver better customer experience
throughout the whole customer journey. Conversational sales will play a huge role in helping sales
representatives connect with candidates in a more helpful, organic way. And customer success
teams have already seen signi cant bene ts using chat as one of their many support tools. While
developing a conversational marketing strategy, it is necessary to consider how it can impact every
part of the business.
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Business Intelligence - in Modern
Marketing
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KSR College of Arts and Science, Tiruchengode

Abstract

Over the past decade, business knowledge has done revolutionized. Data exploded
and became pregnant. We only obtained entrance to the  lm. Spreadsheets assuredly
took a backseat to actionable and insightful data visualizations and interactive
business dashboards. The growth of self-service analytics democratized the data
product chain. Marketing intelligence tools draw data from multiple areas together
and organize that data into a uni ed format. This data gives insight into customers
and where the data came from, allowing marketers to know where each customer
engages. Several tools provide the most effective business intelligence for marketing
and sales in the modern era. The function of business intelligence in marketing
allows companies to make better, more informed marketing decisions. For the past
ten years, the approach to management business in the whole world has changed
profoundly, and  rms have been able through knowledge and data conversion, and
shaping the correct information and knowledge, Business intelligence joins as a
critical strategy for any organization to achieve a competitive advantage

Introduction
 As a marketer in today’s digital memory, your data has nevermore
been more valuable. But with an ever-increasing number of
channels, vendors, and, spreadsheets, data sources, and other manual
tools for accurately measuring campaign results have proven to fall
short. Many of the vendors have built their marketing solution with
generic business intelligence (BI), but this consumes several time
and resources. That is where marketing performance measurement
platforms come in; they are something designed for the modern
marketing landscape.

Business intelligence is the technology, “the statements and
practices of which are employed for the acquisition, integration,
analysis, and performance of business data by the goal of promoting
better business decision making.” 21st century is known as the age of
information technology. Thus the ability to use data and information
in real-time has become the key to success for any organization. Due
to the modern revolution in Internet-related technologies, the amount
of data generated every second is enormous.
 Business Intelligence (BI), technologies, refers to the tools
applications, and practices used to collect, analyze integrate,
and present an organization’s raw data for the sake of creating an
insightful and actionable business message. BI as a system and as a
technology-driven process is made up of several related activities,
including:
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1. Data mining
2. Online analytical processing
3. Querying
4. Reporting
 Business intelligence tools measure massive amounts of information to provide essential
shrewdness into models that indicate the desires and attitudes of clients. Purchasing teams can
capitalize on this information, organizing campaigns that more precisely target the right audience,
and gain a better understanding of which actions generate the highest revenue. When business
intelligence tools are uni ed and used by marketers, marketing campaigns are more effective.

Bene ciaries’ of Business Intelligence
• Corporate executives
• Business managers
• Operational workers

Bene ts of Business Intelligence For Modern Marketing
• Business intelligence helps the  rm for the effective use of data and makes the data into

execution. The  rm can make strategic decision by using information quickly and accessing
information in practical ways.

• Accelerating and improving decision making
• Optimizing internal business processes
• Increasing operational ef ciency
• Increasing competitive advantages over business rivals.
• Identifying market trends
• Spotting business problems that need to be connected
• Design better campaigns
• Target the right audience more precisely
• Best results of revenue

Life Cycle of Business Intelligence

Bene ts of Business Intelligence for the Business
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Develop Market Intelligence
 Like enhancing competing knowledge, BI software can be used to obtain market intelligence,
and with BI tools data can be analyses in a better way. That involves identifying customer insights,
buying patterns, monitoring customer behavior, prophesying market trends. With all this knowledge
available from one centrally located source, businesses can be more responsive to the changes in
the marketplace. That allows the owners to plan their production place. They can increase their
stock production and decrease wastage. If you can use BI effectively and effectively, it can help the
 rm in various ways to improve market data.

Data Alliance
 Data is being stored in various forms and crossed multiple solutions in most businesses. That
makes data analysis & reporting challenging and complex. With the business capacity solution,
you can reduce the problems that exist with data locked in various software and spreadsheets.
BI tools join together all the data present in your workplace in several forms, directly with your
existing software solution, the force of real-time data to provide a more robust view of the business.

Effective Business Model
 For having all the data, market insights, stats of customer buying habits, competitor market
strategy, it is clear that they will work more on making the business model more durable & result
oriented. BI helps you to analyze your company’s data as well as consider all the outside business
information.
 Because of the uprising of e-commerce, the BI become so much useful. Today whatever we want,
it is only a tick absent. For company owners, this means, they have to be very speci c in placing
their products, observing market trends, investing in the right place, and assessing their efforts. BI
encouraged them to build a much more effective business model rather than just fumbling around
for the light in the dark.

Customer Insights
 Customer data from CRM, email shopping, social communications campaigns, and website
engagements can make tracked in your data management platform. All can move controlled from
a uni ed dashboard, and you can keep a holistic view of your customer and their communications
with your business.
 That has become very important for any business because customers have started interacting
with a company across multiple platforms and Medias. Consumers use their website, social media
channels, live chat tools, email. It will be remarkably challenging to address your clients outdoors
a consolidated view of their communications. You can only meet your customer’s requirements by
asking them in a more informative and ef cient way. Measuring the data provided by your business
intelligence can help to improve consumer commitment not only through your social media and
shopping presences but in direct contact with your consumers.

Personalized Sales Approach
 For sales and marketing team, it is ever more valuable to learn other business they are trying
to work including. As selling individual, you need to learn the different features of a company
before pitching them. Their annual turnover, merger information, sales numbers, trading policies,
competitors, outsourcing partners, etc. BI will make your sales procedures more composed and
ef cient. Before throwing any lead or scheduling business meeting, it is always helpful for the
sale steam to understand the lead’s interest. BI agents can store all the data related to the target
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company’s turnover, budget plans, future expansion plans, sales numbers, competitors, and much
more. This research can give your sales team more knowledge to analyze and prepare a sales pitch
on that basis. Sales cannot happen on predictions; it passes through research & proper presentation.
Salespersons use BI & make modi cations in their approach to preparing the sales personalized.

The following are the Business Intelligence Trends in 2019
1. Data Quality Management
2. Data Discovery
3. Arti cial Intelligence
4. Predictive and Prescriptive Analytics Tools
5. Connected Clouds
6. Data Governance And Trust
7. Security – Digital Ethics And Privacy
8. Growing Importance of the CDO & CAO
9. Collaborative Business Intelligence
10. Consumer Experience

Conclusion
 “Business Intelligence vendors look at the opportunities and challenges presented by serving
many different customers with their singular platform,” Business intelligence is quite possibly the
single point of constancy in the ever-evolving data ecosystem. Regardless of which technologies
emerge, and shifts occur, the foundation of data’s overall usage for most  rms will almost always be
the ability to serve business users. 2018 was a particularly major year for the business intelligence
industry. The trends we presented last year will continue to play out through 2019. In 2019, business
intelligence strategies will become increasingly customized. Many  rms are no longer wondering
if data visualizations improve analyses, but what is the best way to tell each data-story. 2019 will
be the year of data quality management and data discovery: clean and secure data combined with
a simple and powerful presentation. It will also be a year of multi-cloud strategies and arti cial
intelligence.
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Abstract

Retailing includes all the activities involved in selling goods or services directly
to  nal consumers for personal, non-business use. A retail or retailer store
is any business company whose sales volume comes primarily from retailing.
Any organisation was selling to  nal consumers, whether it is a manufacturer,
wholesaler, or retailer-is doing retailing. It does not matter how the goods or
services towns by the person, mail, telephone, vending machine, or the Internet. Like
other activities, marketing, retailing too is worried about de ning its target market.
Until the target market is pro led and de ned, the retailer cannot make consistent
decisions on product assortment, advertising messages, store décor, and media,
price, and service levels. Retailers will have a much stronger personal bond with
the consumer. The retailer will hold several other products and brands. A buyer will
expect to be shown to many products. Retailers will often offer credit to the client,
e.g. travel agents, or electrical wholesalers. Services and Products are promoted
and merchandised by the retailer. The retailer will give the  nal sale rate to the
product. Retailers often have a strong ‘stigma’ themselves, e.g. Wall-Mart and Ross
in the USA, and Modelo, Alisuper and Jumbo in Portugal.

Keywords: Retailing, Consumer, Merchandising, Brand, Product.

 In India, the retail sector is the second biggest employer after
agriculture. The retailing division in India is highly fragmented and
predominantly consists of owner-managed shops, small independent.
There are some 12 million retail outlets in India. Also, the country
is dotted with pushcarts and low-cost kiosks. In 2012, Rs11,228.7
billion organized retail trade in India was worth it. There has been
a boom in retail trade in India owing to a gradual increase in the
disposable incomes of the middle-class families. More and more
players are coming into the retail business in India to introduce new
setups like supermarkets, discount stores, malls, even changing the
traditional looks of bookstores, and department stores, furnishing
stores and chemist shops. There are no hypermarkets in the country
as yet. More so, a billion people in the overall population lead to
huge numbers. While the middle class may not be as big as required,
it could still add up to say the sizeable number. Food sales constitute
a total retail sales high balance. The share was 62.7% in 2012, worth
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approximately Rs.7,039.2 billion in 2001, while nonfood sales were worth Rs.4,189.5 billion.
However, the non-food retailing division registered faster year-on-year increase than food selling.

Retail Infrastructure
 In 2001, there were an estimated 11.2 million retail outlets in the country. The concept of retailing
chain stores is at a very nascent stage in India. Organised retailing represents a small fraction of the
Indian retail market. However, these modern formats are showing robust growth as several retail
chains have established a base in metropolitan towns, particularly in south India, and are spreading
all over India at a rapid pace. Total retail sales division in India was measured at 328 million sq
m in 2001, with a normal selling space of 29.4 sq m per outlet. This trend towards larger outlets
is leading to a rise in common retail space. However, rentals and space are proving to be the most
signi cant constraints to the development of large formats in cosmopolitan cities, since retailers are
aiming the prime areas. The mid-1990s marked the arrival of new, well-endowed shopping centres
and malls, which are airy, spacious, and equipped with modern facilities.
 They have big design stores as well as in house entertainment zones and eateries. Each mall
typically has security, which occupies a sizeable portion of the total usable  eld. The stay is
expected to attract a variety of consumers and hence is the key to improving foot traf c. The
number of big mega-malls is expected to increase unquestionably as India is now enduring a “mall
boom”. Purchasing malls are set to one of the most noticeable faces of the Indian retail scene by the
end of 2002. According to ratings apart from the cosmopolitan and larger cities, as many as 50 new
markets will be coming up by 2005 in the smaller towns as well. 100% foreign direct investment
(FDI) in the retailing sector is not permitted yet, to protect the bene ts of the small retailers. There
is a powerful lobby of small traders that have been vocal on the problem of not allowing FDI into
retail. The room is based on the premise that new retail will impact the livelihood of millions of
small familial-run businesses. The trend to market private labels by a particular retail chain is
catching on in India as it helps to improve margins. The turnover from individual labels by major
retail chains was estimated at around Rs 1200 million in 2001. In metropolitan India, families
are experiencing growth in income and lack of time. More and more women are also turning to
corporate jobs, which is adding to the people interest but making lifestyles extremely busy. Rising
incomes have led to increasing demand for better quality products while lack of time has led to a
need for convenience and service. The need for frozen, instant, ready-to-cook, ready-to-eat food
has been on the rise, especially in the metropolitan and large cities in India. There is also a strong
trend in favour of one-stop shops, like department stores and supermarkets.

Competitive Environment
 Bata India Ltd is one of the largest retailers, with 1600 footwear stores spread across the country,
and a retail turnover of Rs. 6 billion in 2001. With almost a monopolistic presence in the organized
footwear market until the 1980s, Bata is synonymous with footwear in middle-class India. The
stores retail mainly Bata products, by a marketing arrangement with Nike and Lotto as well,
Spencer & Co Ltd another large retail group in the country, with interests in supermarkets, music
stores and the Health and beauty, health chain & Glow. However, each retail business at the time
of writing was run as a separate entity. Foodworld is operated by Foodworld Supermarkets Ltd,
while Health & Glow by RPG Group. The K Raheja-run Shoppers Stop, department store chain,
is the second-largest fascia in the country with retail sales of Rs. 2.7 billion. The real property
development group has converted its retailing operation into an Indian success story.
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Retail Forecasts
 The retail market is expected to reach Rs19,069.3 billion by 2006, with further growth of
organised retailing, in both non-food and food sections. The proportion of selling through organised
retailing is predicted to grow to around 6% by 2010. There is then a strong trend in favour of large
format retail outlets, in both non-food and food sectors, as people are showing a preference for one-
stop stores. Customers are also looking for ambience and accessibility in purchasing. This would
continue more actively in the forecast period. In the future, with more dual-income houses, the
consumer ability to spend will increase, but at the same time, it is predicted that the time available
for shopping will go down. In such a scenario, the retailers will have to regularly develop buying
as an practice, and at the same time, the more successful ones will be those that provide quicker
service.
 Gone are the days when shopping used to be a tiring experience — running from pillar to post in
search for speci cs. Now it has become an outing for the entire family of a typical Indian household.
Indian consumers now can ful l their needs and desires less than one roof. Modern organized retail
in India, even though in its nascent stage (only 2% of the entire retail market), has come a long way
— from singly focused and multifaceted shops to sprawling shopping centres, supermarkets, multi-
storied malls and entertainment complexes. One can understand the tremendous opportunities
present in this sector by comparing the sales of the biggest Indian private retail company RPG with
that of Wal-Mart in the US. According to industry sources, RPG’s worth is Rs 500 crore, and Wal-
Mart’s value is Rs 1,091,250 crore. As estimated by CII-McKinsey Report, ‘Retailing in India –
The Emerging Revolution’, retailing is the largest industry in the country with gross sales totalling
$180 billion and second-largest generator of employment after agriculture.
 This sector, however, is fragmented has not been fully recognized as an industry and has suffered
from the limited access to capital, labour and suitable real estate options. With the Indian economy
predicted to grow by more than 6.5%, comparably lower interest rates, booming  nancial markets
and most importantly the highest ever FDIs, the retail industry analyst estimates the growth of 15-
20% per annum in the organized retail sector. The Indian Retail Council formed in this respect in
2000, under the auspices of the Confederation of Indian Industry (CII), is active in lobbying for the
industry. Until then, retailing had not been considered as an industry, and there were only traders
associations at the local levels.

Conclusion
 In the coming years, we can expect to see maximum action in three areas — apparel and
clothing, food retailing and entertainment. This is also evident from the current mall developments
in the pipeline not only in Indian metros but also in upcoming satellite towns such as Noida,
Gurgaon, Pune, Navi Mumbai, Bangalore, and Hyderabad. The other areas — consumer durables,
music, furniture and books — would see the growth but on a slower pace. The key drivers for this
projection, according to analysts, are increasing disposable income amongst the large urban middle
class, change in the family structures, more exposure to the media, new entrants, and development
of supply chain. Too many regulations, high bureaucracy, labour laws, high taxation, inadequate
infrastructure have acted as main obstacles for the entry of global players. The economies of scale
are dif cult to achieve in this industry with a general norm of at least  ve to seven years for break
even. The Indian players would, therefore, have to adopt a penetration strategy (expansion of the
target market and brand promotion), positioning and experimenting with different locations to
survive and stay in the competition by entering and establishing their formats in ‘B’ and ‘C’ class
Indian cities. However, the bene ts of organised retailing would be perceived once an equitable
scale is produced. The depends on the store size, the footfalls, bills per customer per annum, average



National Conference on “Modern Marketing in Digital ERA”

144

bill size and the revenue earned per sq. Ft. But besides resources, a variety of other aspects such
as quali ed and trained males would be the need The point to be noted over here is that the Indian
retail sector is still dominated by Medium and small-sized stores.
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Abstract

A fundamental understanding of consumer behaviour underpins all shopping
activity and is a required prerequisite to organizations being selling orientated
and thus pro table. Most products eventually end up in individual households even
though they will reach through several steps on their way from producer to end-
user. Traders and producers form vertical chains or networks, called value chains,
at the end of which are the consumer. Understanding consumer behaviour is not
only crucial for the generator but all the other actors in the chain. The price that the
consumer puts on the services or goods limits what everyone else can get from the
worth chain. Most purchases are made to satisfy the problem. Analysis of problem
attention can be done through the ‘means-end’ chain concepts. This looks at what
drives a consumer to buy stocks. The search for the message can be either internal
or external; the latter can also be either active or passive. Consumers usually have
several alternative solutions to choose from and, depending upon the complexity
of the shopping, will each be multi-attribute decision-making or based on choice
heuristics. Results tend to depend upon the degree to which performance meets
expectations which in turn can be in uenced by several factors within and outside
the marketer’s control.

Keywords – Consumer Behavior, Marketing, Retailing, Value Chains.

 Pro ts from customer relationships are the primary aspect of all
business. So the basic intention of any business is pro t maximization
through client satisfaction. But it is always hard to get customer
satisfaction. A consumer may state his needs and wants and yet
may act otherwise. The consumer may not be aware of his deeper
motivations and may change his mind at any stage. In spite of such
diversities among consumers, there are many similarities among
them. To  nd these, the study of target customers wants; perceptions
and shopping and purchasing behaviour will be helpful as it will
give the information necessary for developing new products, prices,
channels communication and other shopping components. In the
majority of sales, however, buyers differ enormously in terms of
their buying dynamics. The task faced by the marketing strategist
in coming to terms with these differences is complex. In consumer
markets, for example, not only do buyers typically differ in terms of
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their age, income, educational levels and geographical location, but more fundamentally in terms
of their personality, their lifestyles and their expectations.
 Consumer durables are facing more competition from different brands as competition in an
industry is growing up day by day. Retail chain outlets shop owners need to concentrate on every
aspect of their activities, uniquely “Brand Image” because it is the main factor that it can in uence
the customer in their buying process. A company can lead the market only when its products are
allowed by the customers. This can be made possible by understanding the requirements of the
consumers. Many types of research attempted to know the current position of consumer durables in
the market and to identify the market Leader, Challenger and defender in retail chain outlets market.
Customer retention and customer retention selling are key components in managing a pro table
business. The aim of customer retention marketing is to convert  rst-time or occasional buyers into
loyal, long term customers. To accomplish this, a company needs to get the requirements of its
business consumers.
 Dealers play a vital role in converting the occasional or  rst-time buyer into a loyal customer.
The level of satisfaction attained by the dealers by the competitor products should also be
understood to improve the quality of the current products. Understanding Consumer behaviour
is a very important factor for business success. Consumer behaviour is a rapidly growing  eld
of research and teaching, which, in addition to the considerable value of others and marketing
managers who are professionally concerned with buying action. An important reason for studying
consumer behaviour is the evaluation of consumer groups with unsatis ed needs and desires. The
essence of the latest marketing notion is that all parts of the business should be organised for the
satisfaction of consumers. The challenge to the marketers is to determine the relative in uence of
the various factors and to apply and adapt skillfully the so-called information to a proper shopping
mix. In other terms, the total marketing effort must be so composed that the consumer notices its
different features as providing an answer to his recognised problems and felt needs. Consumer
analysis seeks to determine the underlying currents and cross-currents in the consumer’s minds. It
focuses on the causes rather than the results of effective marketing strategy and tactics employed
by the  rms that are successful in the markets. This is a necessary process which has a vital role in
consumer behaviour study.
 In most states, a decision involves the selection of an option from two or more attractive choices.
The buying process is the method of decision-making, leading to a purchase function. It represents
a problem-solving approach. The mechanism is the same as in any processing activity in which
we supply some input followed by the processing activity and  nally, the output comes before us.
During the last two decades, numerous models of consumer behaviour depicting the buying process
have been developed. All these models threat the consumer as a decision-maker who comes to the
market area to answer his consumption problems and to achieve the achievement of his needs. The
simple model given is composed of three stages—‘Input Process and Output’. Input is a stimulus.
It is provided by two sets of stimulus variables, namely, the  rm’s marketing efforts and the social
environment. The  rm’s marketing efforts are designed to positively expose, inform and in uence
consumers. These efforts include product/service itself, advertising, price strategies, distribution
network, and all marketing function.
 When a company introduces a new brand of detergent powder or a video set, it may run a series of
radio commercials with supporting press advertisements. The social environment serves as a non-
commercial source of consumer information and in uence, which is not under the direct control of
the  rm. It includes a reference which is not under the direct control of the  rm. It includes reference
groups and individuals, members of the family, social class and castes, culture and like. Both of
these stimulus variables in uence consumers and the buying process. A subdivision of a national
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religion composed of a combination of factorable social situations such as class status, ethnic
background, region (rural or urban) and religious af liation, but forming in their combination of a
functioning unit which has an integrated impact on the participating individual. People belonging
to a particular subculture although are part of the same culture but still they maintain their identity
by possessing distinct beliefs, different ways of doing the same thing which is setting them apart
from other subcultural groups. Hence, within the overall complex cultural system, one will  nd
distinct groups, which are distinct because of their distinct subcultures.
 The complex cultural system can be segmented into various subcultures based on geographic
region, religion, age, gender, social class, economic status, etc., each of these segments is not
distinct from each other but is overlapping. For example, based on geographical location, one can
broadly divide the Indian culture into North Indian, South India, West India, East Indian. Based
on religion, one can divide them into Hindu, Muslim, Christian, Sikh, Jain, Buddhist, etc. based
on age one can divide them into very young, teenager, youth, middle-aged and old aged. Some
of the overlapping subcultural groups can be a North India teenager who is a Sikh, or a South
India middle-aged who is a Christian Roman Catholic, while another old aged South Indian who
is a Christian but a Protestant. Similarly, one can talk about a young West India Hindu Brahmin
and an old East Indian Sunni Muslim. The list of such overlapping subcultures will just go on. A
young teenager whether he is a Hindu or Christian, coming from Calcutta or Chennai may love
to wear jeans, visit fast-food restaurants and be a fan of Ricky Martin. Here the guiding factor for
the marketer is that the consumer belongs to generation “X” and hence has a more cosmopolitan
lifestyle. Out of many subcultures, only some of them are important for the marketer to study for
formulating effective marketing strategies.

Conclusion
 In general, the following categories of subcultures should be studied by marketers for formulating
effective marketing strategies. Age subculture – marketers have been able to use age as an effective
basis for identifying various subcultural identities. In general, the market is divided based on age
subculture as the youth market, the elderly market besides the various stages of the family life cycle
where the purchase activity is very frequently and signi cant like bachelorhood, honeymooners and
parenthood. The youth market is a very important market which includes teenagers, bachelorhood,
honeymooners, because of several reasons. Firstly in this segment, there is a tendency to spend a
higher proportion of income than in any other stage and consumption pattern formed in this stage
tends to remain lifelong. If a young bachelor buys an automobile and is satis ed with it, the chances
are that he will come back to the same company if he decides to buy a new automobile later in his
life, be it a honeymooner stage or parenthood stage.
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Abstract

 A non-pro t organization is committed to furthering a particular social cause
or pushing for a shared point of view. In economic terms, it is an organization
that uses its surplus of the resources to besides achieve its ultimate objective,
 rst than distributing its income to the organization’s shareholders, members or
leaders. Nonpro ts are tax-exempt or kind, meaning they do not pay income tax on
the money that they receive for their organization. They can operate in a divine,
research, scienti c, or educational settings.

The key aspects of nonpro ts are accountability, honesty, trustworthiness,
and openness to every person who has invested time, money, and faith into the
organization. Nonpro t organizations are accountable to the funders, donors,
program recipients, volunteers and the public community. Public con dence is a
part of the amount of money that a nonpro t organization can raise. The more
nonpro ts centre on their mission, the more public faith they will have, and as a
result, more money for the organization.

Introduction
 A (also known as an NPO) non-pro t organization is an
organization that uses its funding to pursue a speci c direction, such
as a charitable cause, rather than pursuing pro ts for its bene t as a
for-pro t business does. Some strength did not believe that spending
in marketing strategies is essential for non-pro ts, but it is quite
bene cial for an NPO to ef ciently market itself. Non-pro ts use
marketing tactics to assist with funding, growth and prosperity.
Without these items, the overall mission of the NPO is diminished.
Here’s how else non-pro t marketing can help.

Non-pro t Marketing Raises Awareness
 Your non-pro t organization is a brand. Therefore you need to
raise information just like any other company or business. Marketing
increases awareness of your brand and brand awareness spreads the
message about your organization and your overall cause.
Non-pro t marketing raises funds.
 Non-pro t marketing and non-pro t fundraising go hand-in-
hand. The more people that know about your organisation, the more
potential funding you can bring in.
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Non-pro t Marketing Drives Donor Memberships and Recurring Donations
 Many non-pro t organizations offer donation memberships and monthly giving plans, like this
one from Charity: Water. These programs are worthy because your organization doesn’t have to
fundraise so actively and so regularly, and they can help you raise more money — the average
monthly online donation is $52 ($624 per year) compared to the normal one-time gift of $128.
 Marketing your non-pro t gets your cause in front of fresh eyes and informs your donors about
how they can consistently contribute.

Non-pro t Marketing Recruits Volunteers
 Non-pro t marketing isn’t just for funding — it also drives manpower (and woman-power!) to
your organization. Despite industry or size, all nonpro ts bene t from volunteers, and marketing
your organization can help bring in new hands.
 Moreover, missionaries are twice as likely to donate as non-volunteers.
 Non-pro t marketing promotes your services.
 Funding, Awareness and volunteers are integral to your non-pro t, but what about the purpose
of your organization? What about the animals, people, or cause you’re helping? Marketing can help
with that, too.
 The more characters who know about your non-pro t organization, the more people you can
help.
 These are just a handful of ideas you should invest in marketing (particularly inbound marketing!)
for your non-pro t. Now, let’s discuss how to build a non-pro t marketing plan so you can start
bringing in new funds, volunteers, and constituents.
 Create a non Pro t marketing plan
 De ne Your Marketing Goals
 Your non-pro t marketing plan exists to convert your organization’s mission and big-picture
objectives into necessary, actionable aims.
 For example, let’s say one of your purposes was to protect the welfare of animals in your
community (like one of my favourite local rescues, I’d ask you to brainstorm three to  ve marketing
ideas to further that objective.

Some ways you could use Marketing to drive that Objective include
 Create and issue content that teaches your community on the status of animal welfare.
 Post on social media about your organization and the pets you have for permission.
 Send a weekly email newsletter sharing your content, adoptable animals, and missionary needs.
 Host a regular event with educative resources, foster training, and adoption opportunities.

Understand Your Audience(s)
 Non-pro t marketing is separate from other types of marketing because your organization is
likely targeting multiple groups: volunteers, constituents, donors and customers.
 It’s imperative to de ne and understand each of this public (a.k.a. user personas) because your
marketing will vary based on who you’re talking to. (We’ll get into key messaging next.)
 For model, following our animal shelter example from above, an email targeting donors will
have different messaging than an email calling for volunteers.
 One easy way to organize your diverse audiences is by using a CRM to segment the separate
clubs. By separating contacts with tags and lists, you can simply send marketing messages to the
appropriate groups.
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Craft Your KeyWords
 Keywords encompass the information you want your audiences to learn, hear, and share about
your non-pro t organization. Crafting these before you use your marketing is important for a few
reasons:
 Keywords keep your organization joined. No matter who’s doing the selling, you can be con dent
the same thing is being said and developed.
 Key messages simplify your marketing. With these organised ahead of time, you already know
what you’re going to say in your marketing messaging.
 Key messages help organize your diverse audiences (as we talked about above). As a non-pro t
organization, you’re likely talking to constituents, volunteers, donors, and your community ... more
personas than a typical for-pro t business. Developing keywords for each of your audiences inform
your team and your marketing to make sure you’re targeting the right collections.
 Continuing with our animal shelter model, here’s a look at how you can craft a key message for
different viewers.
 Keyword: We protect the welfare of animals in our community through adoption, education and
fostering, and animal advocacy.
 For adoption constituents/ customers: By adopting or nursing, or by warning us of animals in
need, you can help us protect the welfare of animals in our society.
 For volunteers: We protect the welfare of animals through round-the-clock animal care and
support.
 For donors: You can help us protect the welfare of animals by donating to support advocacy,
animal care and adoption promotion.
 All of these key messages have the same purpose and suggestion, but they vary slightly depending
on your audience. Together with your non-pro t organization’s vision, mission, and goals, these
messages will help effectively communicate and market your organization’s needs and purpose.

Plan, Choose and Create Your Marketing Strategies
 Many marketers jump right to this step — creating and publishing various marketing tactics.
Marketing encompasses much more than a blog post, advertisement, or event. To execute
successfully, you must complete all the steps before this.
 Now that you’ve established your aims (what you want), your key messages (what you’re going
to say), and your readers (who you’re going to say it to), you can determine your marketing tactics
(how you’re going to say it).
 Marketing tactics refer to channels like events, email marketing, social media, and more. We’ve
dedicated an entire segment to these marketing tactics — read about them in detail below.

 Regardless of which tactic you choose, be sure to carry thorough preparation before and as you
perform on it. Here are some questions to ask yourself as you make:
 What will you do with this selling tactic?
 When will these marketing activities take place?
 Why is this tactic important?
 Who will be effective for these activities?
 How much do we think to spend?
 How does this tie to our organization’s marketing goals?
 The tactical plan is an integral part of your overall nonpro t marketing plan. How you approach
your marketing policies and how they affect your organization is just as important as how you
execute on them.
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 Before you hit the earth running on any of these policies, be sure your team has a regular game
plan and a full understanding of it.

Marketing Strategies for Non-pro t Organisations
Non-pro t Email Marketing
 You might be using email sporadically to call for missionaries or establish an online benefaction,
but that’s not enough. Email marketing is a highly effective marketing source, particularly for non-
pro t organizations. Why? It’s personal and powerful.
Non-pro t Event Marketing
 Event marketing is one of the most ef cient (and enjoyable!) ways to grow awareness of your
organization, connect with raise funds, your community and garner support for your cause.
Non-pro t Video Marketing
 Whether they’re consuming content for school, work, or fun, people prefer video content. As a
non-pro t organization, video marketing is a sure- re way to garner interest and support from all
of your audiences.
Non-pro t Social Media Marketing
 Social media is a highly attractive marketing strategy among nonpro ts. Not only is it free, but it
presents an avenue for organizations to show their brand characters and engage with their followers
and supporters.
Non-pro t Website
 Every non-pro t organization should have a website. A website works as a digital house base
for your organization and includes critical information — what you stand for and how visitors can
compete and help.
Non-pro t Public Speaking
 It’s said that people buy into other people, not stocks. The same can be said about non-pro t
organizations. If customers believe in the people behind your organization, they’re likely to buy in
your cause and donate money or time.
Non-pro t Content Marketing
 Content marketing and blogging are valuable marketing assets for any non-pro t organization.
Findings:
 Non-pro t managers indicated that the most important marketing enterprises are promotional. The
value of market research and strategic marketing was acknowledged only by a small proportion of
non-pro ts, supporting Andreasen and Kotler’s (2003) assertion that non-pro t organizations have
an “organization-centered” mindset. Only one- fth of marketing staff are trained in marketing. Non-
pro t organizations did not differ in their use of marketing and marketing operations, suggesting
that the relationship of market pressures may be more in uential than the differences in operating
environments.

Conclusions, Limitations and Future Work
 The work of non-pro t organizations is essential to maintain much-needed services typically
not provided by the for-pro t sector or the government. Given the processed market demands non-
pro t organizations are challenging and given that marketing as one of many operational market
areas was approved by non-pro t organizations some decades ago, the two core hypotheses of the
quick study were that (1) non-pro t organizations of the 21st century have managed to make the
transition from an organization-centred marketing philosophy to a consumer-cantered or market-
oriented philosophy and that (2) the increased use of marketing has led to a professionalization of
the shopping workforce in non-pro t organizations.
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 Many non-pro t organizations still demonstrate a distinct lack of understanding of what the
principles of marketing are and mostly focus their efforts on sales and promotional enterprises.
Only a small proportion of staff members of the non-pro t organizations who work in marketing
are trained in marketing — suggesting that the increased market pressures faced by non-pro t
organizations in all countries weigh stronger than national differences in rules and regulations
affecting to non-pro t organizations.
 As a consequence, non-pro t organizations could have been slower in accepting the bene ts of
marketing to achieve their mission and adopting marketing strategies and techniques.
 It would also be very exciting to try to map changes in the non-pro t marketing mindset and
professionalization over a longer period using a true longitudinal survey design. Finally, barriers to
the acceptance of marketing practices, especially reasons why many non-pro t managers believe
that market research is unimportant or too dif cult, would form an interesting qualitative follow-up
investigation to the present study.
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Abstract

Fast Moving Consumer Goods (FMCG) division is the fourth biggest segment in
India touching everyone’s life consistently. With changing pro le and outlook of
Indian customers, this segment has a productive potential as semi-urban, urban
ghettos and developing country portion. In coming years, with quickly changing
socio –  nancial scene, base of pyramid will be the quickest developing customer
market. The exploration work is a try to concentrate on the components that
in uence the purchasing conduct of customers living in unapproved settlements
in urban India. The study was directed with the assistance of semi organized poll
utilizing blended technique research approach utilizing illustrative con guration
with simultaneous planning. The concentrate initially inspected the socio – monetary
components, trailed by item inclinations – bland or marked under different heads
of FMCG item classi cations, explanations behind such inclinations took after
by variables in uencing the purchasing conduct. There were twenty one such
components put under  ve general classes. The discoveries of the study uncover
those customers in such ranges lean toward brands over nonexclusive items. In the
meantime unwavering quality, item highlights and  nancial elements largely affect
purchasing conduct alongside limited time offers.

Keywords: Buying Behavior, FMCG, Unauthorized Colonies, Brand Preferences,
Consumer Decision Making.

Introduction
 Goods (FMCG) frame a noteworthy part of procurement for
purchasers on the loose. The segment has been developing at a
CAGR of 11% in the course of the last decade, (Report: The Indian
FMCG Industry, 2012). A well determined appropriation system and
skillful worth chain, and in addition extraordinary rivalry between
the composed and disorderly division (Report, FMCG Industry in
India) are the signs of this sector.

Consumer behavior
 Consumer behavior is de ned as activities people undertake when
obtaining, consuming, and disposing of products and services (et al
Blackwell, 2001). The study of consumer behavior does not only
include reasons for buying but also the consumption process of the
consumer at large.  In the entire process of buying, consumers get
driven by in uences such as feelings, motivation, income, lifestyle,
opinions, culture, personality etc.
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Objectives of Study
1.  To identify their level of satisfaction in purchase of various FMCG products.
2.  To  nd out the brand preference of FMCG consumers.
3.  To determine the various factors in uencing the behavior of FMCG consumer

Statement of the Problem
 Fast Moving Consumer Goods (FMCG), are items that are sold rapidly at generally ease. The
bene t from these items is moderately little and the offering is in huge amounts, so the combined
bene t on such items can be extensive. The preparations of Fast Moving Consumer Goods
organizations have huge rivalry and they are compelled to discover better approaches for pro ting.
They did this by taking in the shopper regular needs and purchasing intentions, and to building up
the arrangement. This is exceptionally troublesome due to the purchasers has diverse requirements,
distinctive desires furthermore an ocean changes in the way of life and ways of life. At present the
shoppers are more dynamic, their taste, inclinations are additionally evolving. The purchasers are
likewise looking item separation and the accommodation advertised. The shopper has certain desire
from marked things as far as its quality, cost and bundling. The cash spent on notice makes the
customer mindful of the most recent brands in the business sector. The business sectors conditions
in don’t accept a composed working example. The status of showcasing should be comprehended
in perspective of social elements and different monetary and operational crevice hypotheses. In
this way, suitable getting ready for business sector as far as exchange for channel base, innovation
and behavioral measurements needs more noteworthy accentuation for accomplishing better
 nancial pro ciency. The shoppers are  nding different issues in selecting their quick moving
buyer products. All together satisfy their desire to know the customer conduct in the buy choice in
the FMCGs items. In this setting it is distinguished that there is a requirement for examination work
in the  eld of shopper conduct of FMCG in the Tirupur.

Research Designand Methodology
Research Design
Descriptive Research Design
 Descriptive Research Design is used for formulating a problem for more precise investigation
from an operation point of view.
Sample Design
 A Sample Design is a de nite plan for obtaining the sample from the given population.
A. Population
 All the respondents on various department stores in Tirupur city
B. Samling Unit
 The elementary units or the groups or cluster of such units may form the basis of sampling
process. Sampling unit may be geographical or social unit. The sampling units taken for this study
are from Tirupur.
C. Sampling Size
 This refers to the number of items to be selected from the universe to constitute a sample. In this
study 125 respondents in various department stores in Tirupur taken as a sample for the study.

Satistical Tools
1.  Percentage analysis
2.  Chi-Square
3.  Garrett ranking technique
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4.  Factor analysis
5.  ANOVA

Review of related Research
 AnkitKatiyar, and NikhaKatiyar, (2014) “An Empirical Study of Indian Consumer Buying
Behavior of FMCG Products (With Special Reference Of Bathing Soap)”, washing cleanser are
quick moving purchaser merchandise that have seen a surge in their deals in the previous couple
of decades in India more individuals are opening up to testing and experimenting with more up
to date shower cleanser. This study is endeavor to cover the different components that impact the
purchasing choice of customers who plan to buy as well as utilized shower cleanser. FMCG area is
the fourth biggest part in India touching everyone life is in consistently. The FMCG merchandise
segment is imperative patron to India as gross residential items.

Chitra. R (2014) “An experimental study on Customers Purchase Intention towards Branded
Apparels”, this paper expects to study variables in uencing customers buy expectation towards
marked clothing. Buy expectation is clari ed as far as general customer variables (regulating
impact, buyer certainty) and brand particular variables (saw quality, passionate worth).

Nasrudeen .R and Mohamed, (2014) “Level of Consumption of Fast Moving Consumer Goods
by Rural Consumers – An Analytical Study”, as far back as freedom of India, on account of some
undeniable reasons, showcasing procured a to a great extent urban inclination. It was the green
insurgency in the seventies which gave a truly necessary help to agribusiness based provincial
economy in the nation. Along these lines, numerous organizations began indicating enthusiasm
for the rustic markets and extend their entrance to achieve littler town and towns. Further, now-a-
days provincial buyers are acting like urban shoppers towards the urban way of life, style, taste,
inclinations, and so on.

Rajasekaran, B and Saravanan, P. A. (2014) highlighted, “Buyer Satisfaction on Fast Moving
Consumer Goods”. The study tosses on the states of mind, qualities, convictions and impression of
the customers as to the utilization of quick moving shopper products.

Shanmugapriya .G and Sethuraman .R, (2014) “Consumers Satisfaction towards Hamam
Soap in Thanjavur Town”, the showcasing situation in India has experienced tremendous change
since 1991 because of the monetary changes. Post-progression, rivalry heightened in each product
offering and market, which constrained brands to rethink their standards of presence in all ventures.
In the FMCG business, particularly in can cleanser segment there has been extreme rivalry among
the MNCs, national and nearby players. Brand unwaveringness is controlled by a few unmistakable
mental procedures of the purchasers and involves multivariate estimations.

Sonia and Garima Dalal, (2014) “To Study the Satisfaction Level of Customers towards the
Brand of Consumer’s Goods - A Study Carried out on Rural Masses”, The Indian Fast Moving
Consumer Goods (FMCG) industry started to shape amid the last  fty odd years. The FMCG
division is a foundation of the Indian economy. This segment touches each part of human life.
Indian FMCG market has been partitioned for quite a while between the sorted out area and the
sloppy division.

C. Muthuvelayutham (2012) in his study titled “The Study of Consumer Brand Loyalty on
FMCG-Cosmetic Products with Special Reference to Madurai” breaks down the relationship
between demographic variables on the brand faithfulness of the shoppers and tries to distinguish
the purchaser’s exchanging elements in regarded chose item class. This study is basically a
connection study. An arbitrarily chose test of 600 from Tamil Nadu State, South India, especially
Madurai, Tuticorin, Kanyakumari areas were chosen to break down. To demonstrate the measure
of relationship between’s the variables, Chi-square test was utilized as a part of this study. Comes
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about demonstrate that among the variables age, instruction level and sexual orientation have the
most huge effect on purchaser’s image unwaveringness.

B.V.N.G. Chandrasekhar (2012) in his study “Customer Buying Behavior and Brand Loyalty
in Rural Markets: FMCG”, intends to study brand steadfastness of different brands in rustic markets
and recognize the nearness and the signi cance of neighborhood brands. The pri¬mary information
was gathered through a poll. This study was led on an example of 60 respondents in the town’s
satanapalli, tadipattri and mallapur.

GihanWijesundera (2010) in this article “Elements affecting the interest of magni cence
cleanser among female shoppers in the more noteworthy Colombo area” Purpose of this study is
to investigate how the showcasing blend and demographical variables impact the brand inclination
and acquiring conduct of excellence cleanser among the female customers in the more prominent
Colombo locale. The outcomes demonstrated that there were measurable connections between
value, item, instruction, occupation and band inclination and there was no factual relationship
between spot, advancement, age, wage level, conjugal status, skin sort, social variables, and
substitute item with the brand inclination.
 In this manner the examination reasons that the value, item, training and occupation are just
having a measurable association with the brand inclination of female buyers in the more prominent
Colombo locale.

NuntasareeSukat (2009) in this article “A model of male purchaser conduct in purchasing
healthy skin items in Thailand” The study motivation behind the examination was assessed in some
profundity the wonders of male buyer conduct in purchasing skin health management items in
Thailand. Keeping in mind the end goal to adapt to the examination reason, Fishbone and Janzen’s
hypothesis of contemplated activity model is utilized as a hypothetical structure and altered by
including the mental self portrait build. The examination goal was discover the “To what degree
do convictions in item trait, mental self portrait, Normative impacts, and states of mind toward
applying healthy skin items, in uence Thai male buyers’ buy aim and buy conduct in purchasing
skin health management items. The scientist was discover the outcome or af rm that convictions,
mental self view, regularizing impacts, and demeanors have sways on buy expectation and buy
conduct in purchasing healthy skin items among Bangkok male shoppers. The changed hypothesis
of contemplated activity is suitable to clarify male customer conduct in the buy of particular
restorative item in the Thai setting.
Purchaser

Consumer Behavior: The Psychology of Marketing
1.  The brain research of how customers think, feel, reason, and select between various options

(e.g., brands, items, and retailers);
2.  The brain science of how the buyer is impacted by his or her surroundings (e.g., society, family,

signs, media);
3.  The conduct of purchasers while shopping or settling on other showcasing choices;
4.  How customer inspiration and choice procedures vary between items that contrast in their level

of signi cance or interest that they involve for the purchaser; and
5.  How advertisers can adjust and enhance their promoting effort and showcasing systems   to all

the more successfully achieve the customer.
6.  Behavior happens either for the individual, or with regards to a gathering (e.g., companions

impact what sorts of garments a man wears) or an association (individuals at work settle on
choices as to which items the  rm ought to utilize).
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7.  Consumer conduct includes the utilization and transfer of items and in addition the investigation
of how they are obtained. Item utilize is frequently of awesome enthusiasm to the advertiser,
since this may impact how an item is best situated or how we can empower expanded utilization.

8.  Consumer conduct includes administrations and thoughts and in addition unmistakable items.
9.  The effect of shopper conduct on society is additionally of importance. For instance, forceful

advertising of high fat nourishments, or forceful promoting of simple credit, may have genuine
repercussions for the national wellbeing and economy.

Table 1: Demographics of consumers
S.no Characteristics No of Respondent Percentage

1. Age

Below 20 years 24 19

21-30 years 72 58

31-40 years 20 16

Above 40 years 9 7

2.Gender
Male 55 44

Female 70 56

3. Marital status
Married 43 34

Unmarried 82 66

4. Education

School  level 20 16

Degree/Diploma 30 24

PG 73 58

Professional 2 2

5. Occupation

Student 71 57

Employed 25 20

Housewife 10 8

Business 19 15

6.Monthly income

Up to Rs.5,000 24 19

Rs.5,000 to Rs.10,00 29 23

Rs.10,000 to s.20,000 40 32

Above Rs.20,000 32 26

7.Size of the family

Up to 2 11 9

2 to 4 81 65

4 to 6 24 19

Above 6 9 7

8. Modes of Awareness

Advertisement 70 56

Sample 10 8

Friends 19 15

Catalogue 7 6

Word of mouth 9 7

Others 10 8
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9.In uence of
Advertisement

Better Recall 22 18

Positive Impression 50 40

Interest 33 26

Better Exposure 20 16

10.Mode of Payment

Credit card/ Debit card 31 25

Cash 86 69

Credit 8 6

11. Attractive Wise
Classi cation of
Respondents

Skincare Product 24 19

Hair Care 26 21

Detergent Powder 9 7

Tooth Paste 17 14

Cool Drinks 23 18

Edible oil 2 2

Dairy Products 24 19

12.Preference of
Purchase

Department stores 75 60

Super market 25 20

Convenient stores 19 15

Krishna stores 6 5

13.Reasons for Purchase

Discount 26 21

Service 46 37

Proximity 8 6

Ambience 6 5

14.Duration of Usage

Last six months 24 19

6 months to 1 Year 38 30

1-2 years 17 14

More than 2 years 46 37

15.Reason for Usage of
Old Brand

Cost 15 12

Quality 54 43

Satisfaction 44 35

More bene t 7 6

Seasonal change 5 4
Source: Primary Data

 58% (72) of the respondents were between the age group of 21-30 years. 56% (70) of the
respondents were female.66% (82) of the respondents were nmarried. 58% (73) of the respondents
were PG. 57% (71) of the respondents were students. 32% (40) of the respondents income was
between Rs.10,000 to Rs.20,000.65% (81) of the respondents had 2-4 earning members in the
family. 52% (65) of the respondents were having the awareness of FMCG products. 56 % (70)
of the respondents were come to know about the FMCG through advertisement. 62% (78) of the
respondents were purchased the product after the advertisement. 40% (50) of the respondents were
in uenced by positive impression. 78% (98) of the respondents knew expiry date. 94% (118) of
the respondents were checking MRP rate. 77% (96) respondent’s opined that FMCG products are
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available in rural areas. 69% (86) of the respondents were purchased by cash. 21% (26) of the
respondent are using hair care products. 60% (70) of the respondents were preferred department
stores. 37% (46) of the respondents were opted for service. 52% (65) of the respondents were
choosing branded products. 37% (46) of the respondents were using the product more than 2 years.
84% (100) of the respondents were continuing their old brand. 43% (54) of the respondents were
using the product because of quality.

Table No: 2   Problems While Purchasing Fmcg Products

Problems
Rank

Weights
I

10
II
9

III
8

IV
7

V
6

VI
5

VII
4

VIII
3

IX
2

X
 1

Total
score

Rank

Price 100 45 56 161 36 40 88 30 36 16 608 10

Quality 140 90 64 91 120 70 24 38 30 12 679 8

Availability 150 99 120 98 78 30 52 48 14 15 704 6

Lack of awareness about the
product

150 90 56 56 84 105 56 52 16 15 680 7

Expired products available 130 99 40 119 96 40 20 30 40 8 622 9

Goodwill of the product 140 90 104 49 108 95 40 78 22 14 740 3

Mode of delivery 90 126 88 105 102 50 52 91 24 9 737 4

Duplication 150 90 152 98 66 25 56 120 18 13 788 1

Less choice 130 45 160 77 90 45 44 99 24 15 729 5

Mode of payment 100 108 112 35 90 65 80 150 12 13 765 2
Source: primary data

 Table No-2 Reveals the buying of FMCG items. Issues of duplication secured  rst rank (788)
while method of installment secured (765) second rank. Third issue is goodwill of the item (740)
while method of conveyance got forward rank (737). Fifth issue is less decision of the item (729)
while accessibility of item is 6th rank (704).Seventh issue is absence of mindfulness about the item
(680) while nature of item is eight rank (679).ninth issue is lapsed item are accessible (622) while
cost of FMCG items is tenth rank (608).

Table-3 Academic Quali cation and mode of Awareness
Hypothesis
 H0: There is no signi cant relationship between academic quali cation and mode of awareness.
 H1: There is signi cant relationship between academic quali cation and mode of awareness.

Table: 3 Analysis Using Correlation
Academic Quali cation Mode of Awareness

Academic quali cation
Pearson Correlation 1 -.191

Sig. (2-tailed) .185

N 50 50

Mode of awareness

Pearson Correlation -.191 1

Sig. (2-tailed) .185

N 50 50
Source: Calculated data
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 The noteworthy worth (- 0.191) is under 5% of noteworthiness level. So the invalid theory is
rejected. Subsequently there is critical relationship between scholarly capability and method of
mindfulness.

Table: 4 Occupational Status And Brand Attractiveness
Occupational Status Brand Attractiveness

Chi-Square 33.360a 3.600b

Df 3 4

Asymp. Sig. .000 .463
Source: calculated value

   Chi-square = 3.6, p = 0.463
 The signi cant value (0.463) is less than 5% of signi cance level. So the null hypothesis is
rejected. Hence there is signi cant association between occupation status and brand attraction.

Monthly Income and Duration of Usage
 H0: There is no signi cant relationship between monthly income and duration of usage
 H1: There is signi cant relationship between monthly income and duration of usage

Table: 5  Monthly Income And Duration Of Usage
Monthly Income Duration of Usage

Chi-Square 2.160a 5.840a

Df 3 3

Asymp. Sig. .540 .120
Source: calculated value

     Chi-square = 2.16, p = 0.54
 The critical worth (0.54) is under 5% of noteworthiness level. So the invalid speculation is
acknowledged. Subsequently there is no critical relationship between monthly income and term of
utilization.

ANOVA Occupational Status and Department Stores
 One way ANOVA is a statistical technique that is used to compare the means of more than two
groups

Hypothesis
 Null hypothesis H0: There is no signi cant difference between occupational status and customer
of particular department stores.
 Alternate hypothesis H1: There is signi cant difference between occupational status and
customer of particular department stores.

Table -6 Occupational Status and Customer of Department Stores
Sum of
Squares

df
Mean

Square
F Sig.

Occupational status

Between Groups 3.421 4 .855 .737 .572

Within Groups 52.199 45 1.160

Total 55.620 49
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Kannan department

Between Groups 26.461 4 6.615 3.339 .018

Within Groups 89.159 45 1.981

Total 115.620 49

Anantha department

Between Groups 11.619 4 2.905 1.616 .187

Within Groups 80.881 45 1.797

Total 92.500 49

Reliance fresh

Between Groups 8.758 4 1.064 .386

Within Groups 92.622 45 2.189

Total 101.380 49 2.058

Valarmathi stores

 Between Groups 8.758 4 1.064 .386

 Within Groups 92.622 45 2.189

Total 101.380 49 2.058

Selva department

Between Groups 8.320 4 2.080 1.083 .376

Within Groups 86.400 45 1.920

Total 94.720 49

SKS department

Between Groups 7.624 4 1.906 1.281 .292

Within Groups 66.956 45 1.488

Total 74.580 49
             Source: calculated value
  F= 0.737, P= 0.572

Result: Null hypothesis is accepted, because table value is higher than the calculated value.
There is no signi cant difference between occupational status andcustomer of particular department
stores.

Table - 7 Factor Analysis Selected Factors And Ratios With Factor Loading
Factor Variables Factor Loading

Factor 1

Reliance fresh 0.578

Barani department stores 0.698

Manipal stores 0.579

Factor 2 Sri selvakumar departmental stores 0.776

Factor3
Valarmathimaligai stores 0.579

Sri selvakumar departmental stores 0.636

Factor 4 Anantha departmental stores 0.541

 Factor 5 Valarmathimaligai stores 0.555

Factor 6 Kovai department stores 0.658
Source: computed data

The selected six factors are interpreted as follows
 Factor 1: The opinion with high loading on this factor is concerned with Reliance Fresh,
Baranidepartment store, Manipal stores.
 Factor 2: The opinion with high loading on this factor is concerned with SRI Selvekumar
department stores.
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 Factor 3: The opinion with high loading on this factor is concerned with ValarmathiMaligai
stores, Sri Krishna stores
 Factor 4: The opinion with high loading on this factor is concerned with Anatha department
stores.
 Factor 5: The opinion with high loading on this factor is concerned with Valarmathi Maligai
stores.
 Factor 6: The opinion with high loading on this factor is concerned with Kovai department
stores.

Conclusion
 It is  nished up from this study FMCG area is developing and will keeps on developing quick.
The fates for the FMCG segment look to a great degree empowering. The segment having under
gone a basic change is good to go to develop more grounded in future. The FMCG market remains
profoundly divided with half of the business sector speaking to mark up bundle hand crafted
item. This exhibits a gigantic open door for the business sectors of marked item. The study on the
purchaser conduct towards the results of FMCG has gotten a urgent position in the business sector
for glue, cleanser, cleanser in spite of the fact that there are numerous rivals in the business sector.
FMCG could keep up hold its top rank giving quality item at sensible cost to customer. Quality
is the principle inspiring variable for the buyer to purchase the result of FMCG. Presentation of
new items in the business sector to ful ll the purchaser is likewise a signi cance purpose behind
FMCGs to hold the top in the shopper market. It clears from the study that FMCG get a noteworthy
offer in the shopper merchandise advertise the assembling as to give quality products at sensible
cost. The FMCGs division is an exceptionally dynamic part in India. A noteworthy objective is to
ful ll the necessities and needs of purchaser and their objective markets all the more adequately
and effectively. Thus the specialist trusts that the data gave in this study will help organizations in
molding their showcasing methodologies and better serving their clients.
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Abstract

Recently, climate change problems have come to the forefront. Climate change is
a global challenge. It is a threat to economic stability and social and sustainable
human existence. There is no doubt that weather change affects the fundamental
requirement for health – safe drinking water, clean air, suf cient green food and
secured shelter. This study was conducted in Chennai City, with a sample size
100. Data was collected well-structured questionnaires. Ranking analysis and
percentage analysis were used as data analysis tools. The consumers are aware of
the eco-friendly products and are having a positive attitude towards eco-friendly
products. It was found that the lack of knowledge and not aware of the bene ts are
barriers for purchasing eco-friendly products. Majority of the respondents buy eco-
friendly products for health purpose. So it is time to generate the concept of green
marketing to the young generation.

Keywords: Eco-friendly product, Green consumer, Social responsibility, Health care.

Introduction
 Green marketing de nitions can be a little confused since green
marketing can refer to anything from greening stock growth to the
actual advertising campaign itself. Going by alternative titles such as
sustainable marketing, green advertising, environmental marketing,
organic marketing, eco marketing, all of which point to related
concepts though reasonably in a more green marketing, speci c
fashion is actually a way to brand your marketing information in
order to capture more of the market by appealing to people’s desire
to services and choose products that are better for the atmosphere.

What is green marketing?
 Eco-friendly product refers to the process of selling products and
services based on their environmental advantages. Such a stock or
service may be environmentally favourable in it or produced and
packaged in an environmentally friendly route.
 The clear opinion of green marketing is that potential customers
will view a product or service’s “greenness” as a bene t and base their
purchasing decision, respectively. The not-so-obvious assumption
of green purchasing is that customers will be willing to pay more
for green stocks than they would for a less-green similar alternative
product - an assumption.
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Evolution of Eco- friendly products
•  The green marketing has evolved over this season. The evolution of green shopping had three

phases. The  rst phase was termed as “Ecological” green marketing, and during this period
all marketing activities were concerned to help environment problems and give remedies for
environmental problems.

•  The second phase was “Environmental” green marketing, and the focus shifted on clean
technology that involved designing innovative new products, which take care of pollution and
waste issues.

•  The third period was “Sustainable” green purchasing. It arrived into prominence in the late
1990s and early 2000. This was the conclusion of the term sustainable development which
is de ned as “meeting the requirements of the present without compromising the ef cacy of
forthcoming generations to meet their own needs.”

Bene ts of Eco- Friendly Products
 Companies that improved products and develop new and services with environment inputs
in mind give themselves access to new shops, increase their pro t sustainability, and enjoy a
competitive advantage over the companies which are not concerned for the environment.
Some of the bene ts of Eco-friendly products are,
1.  It assures sustained long-term increase, along with pro tability.
2.  It saves money in the long run, though initially, the cost is more.
3.  It helps companies market their products and services, keeping the environmental aspects in

mind. It helps in reaching the new markets and enjoying a competitive bene t.
4.  Most of the employees also feel proud and responsible to be working for an environmentally

responsible corporation.

Review of Literature
 All around the globe, green marketing had been considered as one of the major trends in modern
businesses (Kassaye, 2001; McDaniel and Rylander, 1993; Pujari and Wright, 1996). The concept
of green products and green services was dated back in the late 1980s (Nervi, 2008). Since then, to
be environment friendly became a trendy characteristic that was being associated with the certain
category of products that were limited to the elite, as a general idea about environment friendly
products was expensive than conventional products.
 Thus, they didn’t  nd their place in everyday shopping habits. But with the increased awareness
about the environmental issues, consumers had become more demanding, and they began to pay
more attention to the preservation of the environment (Rajpot, 2011; Bukhari, 2011). Environment
conscious consumers, also known as green consumers, felt that the environmental protection job
should not have left to businesses, government, scientists and environmentalists only. They believed
that consumers should have also played a role and should incline more towards pro-environmental
purchase behaviour (Beztop, 2012).
 Environmental marketing, more commonly known as green marketing or sustainable marketing
can be de ned as the effort by a company to promote, price, design and distribute products in a
manner which promotes environmental protection (Polonsky, 2011). Green marketing has been
de ned as ‘all activities designed to generate and facilitate any exchanges intended to satisfy
human wants or wants such that the satisfaction of these needs and wants occurs, with a minimal
detrimental impression on the natural environment’ by Polonsky (2011).
 Consumerism can be identi ed as a movement which originally began as a process which
was presented to protect consumers against practices of unethical marketing. Over time this has
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extended and become broader. When today’s agenda with regards to consumer activism is taken into
consideration, it can be observed that protection of the environment is the most vital aspect (Dono
et al., 2010). There is a resultant improvement in the concern expressed towards environmental
protection leading to “green consumerism” (Eriksson, 2002).
 The growth of green marketing and green consumer is “perhaps the biggest opportunity for
enterprise and invention the industrial world has ever seen” (Cairncross 1992: 177). A green
consumer can be identi ed to be one who avoids any product which may harm damage to any
living organism, cause deterioration of the environment during the process of manufacturing or
process of usage, consume a high cost of non-renewable
 Energy involves immoral testing on animals or human subjects (Elkington, 1994).
 There have been several different factors which are instrumental in promoting green customers
to purchase green products. Inclusive research over the years identi es that heightened awareness
of green issues; increased the level of information available on environmental sustenance; green
posting by corporations; increased concern for the situation; develop in following of green products
by social and environmental charities as some factors.
 According to the consumer’s consciousness about the environment might have an impact on
its purchase decisions, but they could also be inspired by the other moderating factors. Research
indicated that attitudes were the major predictors of environmental purchase behaviour. On the other
hand, about eco-literacy contradictory  ndings exist in the literature (Schlegelmilch et al., 1996) as
Lai (2000) concluded that it was not necessary that all customers who were environmentally aware
and conscious would have green purchase behaviour.
 These  ndings were found to be in line with Maloney and Ward (1973), who con rmed the non-
existence of linkage between environmental knowledge and ecologically compatible behaviour.
Contrarily, it was concluded in some studies that eco-literate people tend to pay premium prices for
environment friendly products (Amyx et al. 1994).
 Green buying behaviours and intentions were also found to be in uenced by the social group’s
responsiveness and knowledge. Furthermore, Research also stated that the perceived seriousness
of the environmental issues and an individual’s exposure to the problem had also been associated
with the green brand preference (Hassan et al., 2012). Moreover, Behavioural change towards
sustainable development driven by the concern for environmental issues proved to last longer than
behaviour driven by  nancial incentives or offers. (Young et al. 2006).
 With the growing popularity of green products, many  rms began to exploit the green marketing
strategies by their fake green claims. Thus, it was found that consumers used to boycott those  rms
or organization that took advantage of the green movement and falsely claim to have products
that were environmentally safe. Thus if companies were not fair in their claims and were just
exploiting the green marketing, consumers might become alienate and boycott purchasing from
such companies (Cairncross, 1992; Polonsky, 1994).
 Furthermore, it was also found that a positive attitude towards environmental issues didn’t
necessarily translate into environment friendly purchasing behaviour. It was found that the
majority of consumers didn’t merely purchase products based on their environmental concern;
rather, they considered other product attributes while making a purchase decision (Gan, 2008).
D’Souza et al., (2006) reported that if green products were of lower quality with high prices, then
generally, consumers’ perceptions and consumers’ purchase intentions were found to be negatively
associated.
 There was an expectation on behalf of the consumers that the green products offered should have
been environmentally safe and there should not have been a need to trade off quality or pay extra
prices for such products (Gupta and Ogden, 2009).
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Objectives of the study
•  To know the consumer attitude for Eco-friendly products.
•  To  nd the consumer’s preference to Eco – friendly product.

Hypotheses
•  The factors of Consumer attitude do not differ signi cant.
•  There is no signi cant difference between the factors of an eco-friendly product.

Area of the Study
 The study is imprisoned to Chennai City only.

Sample Size
 Since the population for the survey are very large, and due to time limitation, a sample size of
100 is taken for the survey.

Sources of Data
Primary Data
 Survey method is employed to collect the data from the respondents, and the data are collected.

Secondary data
 The secondary data was gathered from magazines, journals, books, articles, research papers and
websites.

Research Tools
 Percentage analysis
 Ranking analysis

Sampling Method
 The study mainly depends on the Primary data collected through a well-structured Questionnaire
distributed to in Chennai alone.

Data Instrument
 well-structured Questionnaire

Limitations
•  The Research Area was con ned to Chennai Only.
•  The sample size was only 100
•  Respondent’s opinion differs from time to time.

Demographic Variable Classi cation No. of respondent Percentage

Gender
Male 65 65%

Female 35 35%

Marital Status
Married 88 88%

Single 12 12%
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Age

Below 20 01 01%

21-30 18 18%

 31-40 47 47%

 41-50 23 23%

Above 51 12 12%

Education

Higher secondary 01 01%

Diploma holders 15 15%

Graduate 60 60%

Post graduate 10 10%

Status

 Professional 14 14%

Employee 43 43%

  Business 10 10%

Professional 26 26%

Homemaker 11 11%

Retired person 08 08%

Others 00 02%

Monthly family income

Below 25000 25 25%

25001-50000 50 50%

50001-75000 16 16%

75001-100000 03 03%

Above 100001 07 07%

Size of the family

5 Members 30 30%

4 Members 40 40%

3and below 30 30%

 The above table revels that the majority of the respondents, 65% was male 35% of them are
female. A vast majority of the 88% were married, and the remaining 12% of the remaining were
single.
 The table also shows that the 47% of the consumers belonged to the age group 31-40, 23% of
them were in the age group of 41-50, 18% of the respondents from 21-30 age group, 12 were above
the age of 51, and 1% of the eco-friendly consumers were below 20 years.
 Based on education 60% of the respondents were found to be graduates, 15% of them were
Diploma holders, 14% of the respondents were professional degree, 10% of the consumers were
post graduates, and 1% of the small group of them are having the education of higher secondary.
 The table also found that the employment status of the respondents 43% of them are employee,
26% of them were a profession,11% of them homemakers, 10% of them businessman, 8% of them
retired persons and 2% of them belong to another category.
 The table above shows that the respondents 50% are having the monthly family income of
Rs.25001-50,000, 25% of the consumers are getting a monthly income of 25,000
 16% of them have the income of Rs.50001 -75000, 3% of them have the monthly family income
from Rs.75001-100000.7% of them are above income of Rs.100001. The table depicts that the
respondents 40% are having the family size of 4 members, 30% of them have family size  ve, and
of the respondents are having a family size of 3 and below.
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Sources of Awareness on Eco-friendly Products
S. No Source of Information %

1. Radio 2

2. Television 17

3. News paper 5

4. Outdoor advertisements 15

5. Product label 18

6. Websites 31

7. Word of mouth 12

 The table shows that nearly 31% of the respondents believe that websites are major sources of
awareness towards eco-friendly products. 18% of the respondents have revealed that Product label
advertisement has made them to aware of eco-friendly products. 15% of them found that Out door
advertisements are sources of information and 2% & 5%  nd that newspaper and radio have made
them aware of eco-friendly products. 17 and 12% of them  nd that television and word of mouth
have made them know about eco-friendly products.

Consumers’ Buying Intention of Eco-Friendly Products
Sl. No Buying intention Percentage

1 For serving environment 30%

2 For health factors 49%

3 For the appreciation from others 16%

4 For pressure from someone 04%

5 For I saw many people purchase them 13%

 The table reveals that majority, 49% of the respondents buy eco-friendly products for health
reasons. 30% of them purchasing eco-friendly products for serving the environment. 16% of them
purchasing them for appreciation from others. 13% of them purchase it for that they saw many
people purchase them, and 4% of them are buying it for pressure from someone.

One-Sample Statistics and Ranking Analysis for the Factors of the Decision to
Purchase Eco-friendly Products

Factors N Mean
Std.

Deviation
Std. Error

Mean
t-value Signi cance Rank

I always check if the products
I buy are environmentally
safe

100 3.1626 1.35468 .05664 2.870 .004
4th

Rank

I go and  search of
eco-friendly products if it is
not available in one shop.

100 3.4213 1.47332 .06160 6.839 .000
2nd

Rank

I take a chance to convince
my family members to buy
eco-friendly products

100 3.3741 1.33781 .05594 6.688 .000
3rd

Rank
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I appreciate the package/
design of eco-friendly
products.

100 2.3024 1.34482 .05623 -12.405 .000
9th

Rank

I believe in the information
on eco-friendly package.

100 2.4458 1.57993 .06606 -8.389 .000
8th

Rank

I pay attention to
eco- friendly advertising.

100 2.4965 1.53248 .06408 -7.858 .000
7th

Rank

I believe in the
eco-friendly advertising.

100 3.4895 1.50826 .06306 7.762 .000
1st

Rank

I am ready to pay little extra
price for eco-friendly
products.

100 2.9423 1.46954 .06144 -.939 .348
5th

Rank

Eco-friendly products will
not perform as same as
normal brands.

100 2.5962 1.69563 .07090 -5.696 .000
6th

Rank

Eco-friendly products will
not perform as same as
normal brands.

100 2.9930 1.29120 .05399 -.130 .897
10th
Rank

 The above table found that the ranking factors of the eco-friendly products believe in the eco-
friendly advertising ranks 1st. The 2nd rank goes and searches for eco-friendly products if it is
not available in one shop. The 3rd rank goes to take a chance to convince my family members to
buy eco-friendly products. The consumer gives 4th rank always to check if the products I buy are
environmentally safe, am ready to pay a little extra price for eco-friendly products Ranks 5th. Eco-
friendly products will not perform as same as normal brands rank 6th. I pay attention to eco- friendly
advertising, I believe in the information on the eco-friendly package, appreciate the package/design
of eco-friendly products — 6th,7th and 8th rank respectively. The 9th and 10th palace goes to I
appreciate the package/design of eco-friendly products, have to shift to a greener lifestyle.

Recommendations
•  Green marketing is a continuous process that needs constant inputs from the suppliers,

government legislations and policies and the people.
•  This is required so that the businesses green marketing strategy can be aligned to the target

markets and so it can gain a sustainable aggressive advantage.
•  It is essential that policies and methods about green products be developed and implemented to

guide and help the retailers and consumers towards a green change.
•  Businesses should concentrate on centring on developing a green product that has demand

from the general public and which also aligns to the company’s core positioning. Moreover,
companies should also present efforts in a manner that reduces the risk related to costs.

•  In conclusion, creating and achieving a green marketing strategy is not straight forward because
it is not only complex but also a relative thought that continuously varies over time.

•  The framework that is shown in the current paper is based on the need to explain inconsistencies
in attitudes and behaviours that have been revealed in past researches.

•  Furthermore the framework also tries to support certain ways to cover the research gap.
•  The current study will provide valuable insight to both practitioners and theoreticians who

want to understand environmentally conscious individuals.
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•  Since the success of green products depend on the customers adopting or changing their
attitude and behaviour towards such products, it is necessary that green marketers identify all
the factors that encourage cooperation.

•  Thus the current study will also be of advantage to the green marketers as it aids in developing
a marketing strategy that persuades consumers to seek the value of collective gain over self-
interest.

Conclusion
 It has been observed from the analysis that large population thinks that eco-friendly products are
good for the environment and are also healthy for them. Eco-friendly products are good quality,
and the performances of these are better than the conventional products. These products are easily
available in the market at reasonable charges. While shopping,
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Abstract

De nition and domain-related issues of ‘rural marketing’ need further explanation
and revision. Often, rural marketing is equated with shopping by multinationals
in rural India. The existing literature in rural marketing has uncritically used the
concepts, theories, models, and frameworks of the mainstream marketing discipline.
So far, farm marketing has failed to create its proprietary concepts, theories,
frameworks, and distinct vocabulary. As a result, agricultural marketing cannot
claim the status of a separate subdiscipline within the wider marketing discipline.
I provide a review of the extant work in rural marketing and its relationship on
mainstream market marketing literature. I argue that agricultural marketing must
 nd its distinct prospect before theory construction can begin in the  eld. After
studying the literature on marketing and economic development, I propose that the
development of rural people should be the perspective of agricultural marketing. In
this paper, I suggest a  eld and de nition of rural marketing and suggest several
potential areas for theory construction to begin on the subject. Rural marketing
holds the promise of delivering a better standard of living to rural people. We
cannot ignore the developmental role that marketing should perform when the large
section of Indian populace in rural areas is underdeveloped.

Keywords: rural marketing; developmental marketing; marketing for development;
marketing and economic development

Objective
•  To develop an insight into rural marketing regarding different

concepts and basic practices in this area.
•  To discuss the challenges and opportunities in the  eld of Rural

marketing.
•  To Roadblocks of Indian Rural Markets.

Introduction
 The term ‘rural marketing’ has gained wider currency in both
academic and corporate worlds in India. Business organizations
have frequently used the word in their marketing rhetoric, while,
academics have written glut of textbooks on the subject. This bears
evidence of the growing interest in the trend called rural marketing
in various business schools. However, it should be made clear in the
beginning that this phenomenon of rural marketing is speci c to the
Indian context. A literature search on two e-databases, Ensco and
Proquest, with ‘Rural Marketing’ as keyword produced one and four
search results, respectively. An analysis of the contents of several
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textbooks on rural marketing (e.g., Dogra and Human 2008; Gopalaswamy 1997; Kasha and Rout
2006; Krishnamacharyulu and Ramakrishnan 2002; Rajagopal 1998; Velayudhan 2002) shows that
the meaning of rural marketing has grown over the past six decades. Kashyap and Raut (2006) have
listed three distinct phases in the development of rural marketing, during which the term changed
its meaning and intention. In the  rst phase, pre-nineteen sixties, rural marketing was synonymous
with agriculture marketing. In the second phase, from the nineteen sixties to nineteen ninety, the
marketing of agricultural inputs and marketing of non-farm rural product was considered as rural
marketing. In the post-liberalization period, with rising incomes and burgeoning middle class across
the country, various companies focused on tapping the rural markets. The literature, then, tried
to convince marketers to explore the market potential of hitherto untouched rural markets (e.g.,
Bijapurkar 2003; Nabi and Raut 1995; Singh 1992). Rural marketing, now in the post-liberalization
period, predominantly referred to the marketing of fast-moving consumer goods (FMCG) and
consumer durables in rural areas. Various conferences organized on the rural marketing themes1
and articles written on the subject in the post-liberalization period (e.g., Nabi and Raut 1995; Singh
1992) brings out the popular understanding that rural marketing is about multinationals and big
companies marketing their goods and services in rural areas.

Review of Literature
•  Hamilton (1965) studied the US market from the year the 1860s forward and noted that

marketing was of limited importance in developing economies, as production and consumption
were not separated temporally or spatially.

•  Shelbina (1965) pointed out the tendency of manufacturing  rms to overlook marketing for
production considerations.

•  Preston (1968) suggested that economic development required the transformation of marketing
activities concerning market structures, product variety and volume, and marketing management
behaviour. He showed that countries with higher percentages of the population working in
commercial marketing activities also had higher gross domestic products.

•  Nielsen (1974) studied the impact of marketing communication on consumption in
underdeveloped countries. The author countered the theory that suggested that commercial
communications shifted money from savings to consumption, making it dif cult for a
developing society to invest in production facilities. The author stated that the commercial
communications and consumption relationship was modi ed by four factors: the wealth of
audiences, degree of product differentiation, extent innovation in communications, and the
degree to which the products involved were essential rather than a luxury.

•  Prahalad (2005) argues that the poor can be pro table and exhorts the multinationals to do
business with them. He warns, however, that the existing knowledge and business model swore
inadequate for these markets of the poor. He emphasized the need for unconventional thinking
and new knowledge to cater to these markets. The case studies that he has provided do merit
the attention of both academic and practitioners to create such a new knowledge.

Meaning and De nition of Rural Marketing
 The term ‘rural marketing’ used to be an umbrella term for the people who dealt with agricultural
spirits in one way or other. This term got a separate meaning and value after the economic revaluation
in Indian after 1990. So, before trying into the other aspects of rural marketing, let us discuss the
development of this city in different parts which are brie y described here.
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Part I (Before 1960)
Rural marketing referred to the selling of rural products in rural and urban areas and agricultural

inputs in rural shops. It was treated as synonymous to ‘agricultural marketing’. Agricultural
produces like food grains and technical inputs like cotton, oilseeds, sugarcane etc. occupied the
central place of analysis during this period. The supply-chain activities of  rms supplying rural
inputs and of artisans in rural areas received secondary attention. The local marketing of products
like bamboo baskets, window, ropes, and door frames, small agricultural tools like ploughs by
traders like black smiths, carpenters, cobblers, and pot makers was emphasized in general. This
was an unorganized market where all Banias and Mahajan (local business people) dominated this
market.

Part II (1960 to 1990)
 In this era, the green revolution resulted from scienti c farming and transferred many of the
poor villages into prosperous business centres. As a result, the demand for rural inputs went up,
especially in terms of wheat and paddies. Better irrigation facilities, use of high yield variety
seeds, soil testing, pesticides, fertilizers and deployment of machinery like harvesters, powder
tillers, threshers etc. changed the rural scenario. In this context, marketing of agricultural inputs
took the importance. Two separate lots of activities had emerged- during this period ‘marketing
of agricultural inputs’ and the conventional “Agricultural Marketing”. During this stage, the
marketing of rural products received considerable attention in the general marketing framework.
The formation of agencies like Khaki and Village Industries Commission, Viridian Cooperative
Societies APCO Fabrics, KRIBHCO, IFFCO, etc., and also the personal attention government had
paid to promote these products were responsible for this upsurge. Village industries  ourished
and products like handicrafts, handloom textiles, safety matches, soaps, crackers etc. hit the urban
market on a large scale from rural areas.

Part III (After the Mid 1990s)
 The products which were not given attention so far during the two earlier periods were that of
marketing of household consumables and durables to the rural markets due to obvious reasons. The
economic health of the country was as such that the rural people were not in a position to buy these
kinds of products. Secondly, our market was in a close health, and we never allowed companies
(foreign) to operate in the Indian market. But we lifted the … and opened up the economy.
 Consequently, companies started  ourishing in India. The small villages/hamlets were widely
scattered making reach dif cult and expensive consequences. Rural markets were seen as an
adjunct to the urban market and conveniently ignored. However, since the 1990s, India’s industrial
sector had gained in strength and maturity. Its addition to GNP increased substantially. A new
service sector had emerged signifying the metamorphosis of agricultural culture into an industrial
society.
 Meanwhile, due to the development programs of the central and state governments, service
organizations and socially responsible business groups like Mafatlal, Tats, Birla’s, Gekas and others,
the rural area witnessed all-round socio-economic progress. The economic reforms additional
accelerated the process by introducing competition in the markets. Steadily, the agricultural market
has grown for household consumables and durables. Rural marketing represented the distinct
emergent activity of attracting and serving rural markets to ful l the needs and wants of persons,
homes and occupations of rural people. As a result of the above study, we are in a position to de ne
rural marketing “Rural marketing can be seen as a function which manages all those actions
involved in stimulating, assessing and converting the purchasing power into an effective
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demand for speci c products and assistance, and moving them to the people in rural area
to create satisfaction and a standard of living for them and thereby achieves the goals of the
organization”.

Factors Contributing to the Change in the Rural Market
Green revolution
 The substantial attention accorded to agriculture during the successive  ve-year plans has helped
in improving agricultural productivity. Adoption of new agronomic methods, multiple cropping,
selective mechanization, the inclusion of cash crops and development of allied activities like dairy,
 sheries and other commercial activities have helped in increasing disposable income of rural
consumers. Over 75 per cent of villages in India has been electri ed. There is also a shift from
rain dependence to irrigation. Farmers are getting a high return for their cash and food crops. In
the whole process, the dependence on seasonality has reduced, and in recovery, there has been
increasing disposable income. By observing this scenario, India’s one of the largest giant Hindustan
Lever Ltd. has entered into the rural market for more penetration through the operation ‘Bharat’.
Since December 1999, HLL has transferred out to 35,000 villages, 22 million households and spent
Rs. 20 crore. This has been one of the biggest sampling exercises in recent times conducted by a
big business house.

Emerging Role of Bio-Tech. in Indian Agriculture Sector
 It is obvious from the facts that Indian agriculture is trailing in terms of yield when balanced
with leading countries of the world. Countries like the USA, Germany, Israel and Canada have
achieved high yield in agriculture product, but countries like India, Nigeria and Brazil are having
agriculture yield much lower than the international average. The major variation created in this
respect is the use of the importance of biotechnology. Biotechnology has an essential role to play
in so far as the enhancement of agriculture yield is concerned. For instance, the yield of wheat in
the USA per hectare is almost three times more than that of India, and the yield of sugar cane is
two and half times more if matched with the Indian yield of sugar cane per hectare. These advanced
countries have been making extensive use of bio-technology, whereas in developing countries
the concept is not yet very popular. When we are living in the era of globalization, everything is
becoming globally competitive and therefore, we cannot live in isolation in terms of agriculture
yield also. We have to make use of the applications of the bio-technology in agriculture sector
both in terms of generating variety seeds and cropping the same in compliance with the theories of
biotechnology. Our farmers, who are normally not aware of this fact, have to be educated and the
responsibility lies on the shoulders of researchers, scientists, administrators and the policy makers
of the country. It will provide more s discretionary income in the hands of the rural farmers.

Rural communication
 Around 50 per cent of the villages are today connected by all-weather roads and can be accessed
throughout the year. But there are states, which are almost 100 per cent connected with the metal
roads. Road networking, besides improving the mobility of rural consumers, has increased their
exposure to products and services. By watching such a scenario in these areas, Korean consumer
durable companies have decided to look beyond their noses. They are now placing their bets on
rural markets. Two mountains, namely LG and Samsung, have already made their strategies for
entering into rural India. As per a survey conducted by Indian Market Research Bureau (IMRB)
77 per cent of the villages are covered by a TV network. Now even villages are going for dish
wires, and they have already been enjoying exposure to various products through advertisements.
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All the villages are about to be connected with telephone facilities shortly, and already there are
some villages which are related to this facility. Apart from this, the internet is not a distant reality.
Recently Mr Ram Vilas Aswan, the minister for communication has announced that in the coming
days there would be 100 per cent connectivity through telephones in the rural areas. Seeing these
types of events and interests of the realties, Tata cellular has previously entered into rural India
by making its  rst entry into Andhra Pradesh. Tata cellular has produced India’s largest cellular
‘corridor’ to give connectivity to non-metro and rural centres.

Development programs
 The  ve-year plans have witnessed massive loans in rural areas in terms of the number of
development programs implemented by the central and state Government. These programs
have generated incomes to realties and helped them to change their life-styles. Some of these
programmers are:
•  Intensive Agricultural District Programmed (IADP- Package Programmed)
•  Intensive Agricultural Area Programmed (IAAP)
•  High Yielding Varieties Programmed (HYVP- Green Revolution)
•  Drought Prone Areas Programmed (DPAP)
•  Small Farmers Development Agency (SFDA)
•  Hill Area Development Programmed
•  Operation Flood I, II and III (White Revolution)
•  Fisheries Development (Blue Revolution)
•  Integrated Rural Development Programmed (IRDP)
•  JawaharlalRojgarYojna (JRY).
 These programs are related to agriculture and allied exercises, but there are certain other
methods which are speci cally meant to raise the standard of the rural people in the  eld of health,
sanitation, education etc. After the beginning of  nancial reforms in 1991, the Government has
been giving special attention to rural India by providing certain developmental schemes for these
spaces. Some statements were made by the  nance minister in the North Budget 2000 to enrich
the existing programmers and to initiate some new schemes for the rural areas like Kinas Credit
Cards, Micro Finance and Pardhan Mantri Gramodyog Yojna etc. In the latest budget (2004) focus
has been on agriculture and rural development. Since special attention is being given in the union
budget through some schemes, and due to progress of economic reforms, debt is declining at a
faster pace, and there is a substantial improvement in the per capita income of the people especially
in case of the majority of the states of the Indian union. For example, the per capita income of
Punjab is Rs. 20,606 followed by Maharashtra Rs. 19,207, Haryana Rs. 18,171, Gujarat Rs. 15,723,
Tamilnadu. 13,248 and Karnataka Rs. 11,578 and if we see the middle of 14 states it is Rs. 10,886
at a growth rate of 4.4 per cent. Hence, we can see that today, developments are taking place
immediately in all avenues of life and rural areas are no deviation to this. Improved foundation
facilities, economic liberalization, the renewed emphasis on agribusiness and small industries, fast-
changing agricultural technology, the scope for commercialization of farming, greater budgetary
provision for rural people are few reasons to mention.
 Moreover, psychological, various socio-cultural and administrative aspects of rural life are
also changing. Rural people today are less attached, less fatalistic to religious ideas, getting more
individualistic, achievement-oriented and hopeful than before. All this has opened up new vistas
for the marketers of Millennium at most limited in the states, which are starting in per capita income
with sustained growth, like Punjab, Haryana, Maharashtra, Tamil Nadu, Karnataka, Gujarat, Delhi
and Western UP etc.
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Perspective for Rural Marketing
 The extant work in rural marketing has used the theories, models, concepts, vocabulary, and
frameworks of commercial marketing. While there should not be any arti cial barriers to adopting
concepts and tools from the mainstream marketing literature, but without a theoretical basis or
a perspective of its own, blind adoption of marketing theories would create an identity crisis for
rural marketing and smother the progress of the nascent  eld. So far, rural marketing has remained
resigned merely to a context for the application of commercial marketing knowledge. As a result,
rural marketing has not created its vocabulary, concepts, and ideas. The  eld of rural marketing is
yet to gain a wider acceptance of the global academic community as a  eld of scholarly research,
and it is yet to have its scholarly peer-reviewed journal as a repository of the  rst kind of knowledge.
I foresee no signi cant progress of rural marketing as a separate stream of inquiry within the
marketing discipline until it  nds its distinct perspective. The development perspective has existed
for over half a century now. I advocate that rural marketing be studied from the development
perspective. Rural marketing should attempt to answer how marketing can be used to enhance the
development of a rural region and its people. Taking this unique perspective, rural marketing will
have a scope for developing its theoretical base, useful concepts, vocabulary, and tools. Industrial
marketing and services marketing had also faced a similar identity crisis in their growth trajectory;
however, these marketing subdisciplines grew to a respectable position today as they could identify
and follow their distinct perspectives. Both the subdisciplines, in the course of their progress,
developed their customized theories, concepts, vocabulary, and tools. SERVQUAL (Parasuraman
et al. 1985) is one such example of contribution from services

Conclusion
 After reviewing the literature on marketing and economic development, I have proposed that
the development of rural people should be the perspective of rural marketing. The de nition of
rural marketing provided in this paper presents a clear criterion for identifying a rural marketing
activity from amongst various bnm, marketing activities that take place in rural areas. The paper
also provides some useful leads for theory-building work to begin in rural marketing.
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Abstract

This paper “Behavioral Marketing” enables the reader to understand and have
a clear idea in its meaning, De nition, Bene ts, and examples. In modern days,
behavioral marketing plays a vital role in the success of a business and the  rm’s
valuable product.

Introduction
 Behavioral marketing enables the producer of the product, to
collect information from history, IPs, and cookies and practices it to
build a more de nitive pro le of the user, and then tailor marketing
messages accordingly.

What is Behavioral Marketing?
 Behavioral shopping is the practice of serving targeted ads or
Contents based on a user’s earlier actions and behaviors. The idea
being that if ads are more relevant to the user, there’s a higher chance
they will react positively. (i.e., buy something). It’s only made
pleasant by a lot of technical applications.

Behavioral Shopping De nition
 Behavioral marketing directs the activity of all fundamental
elements of the foundation of the shop needs. The de nes the market
as the interaction of all environmental factors that affect the results of
the organization. Behavioral characteristics include any parameters
that can describe the process of purchasing by the consumer.

Behavioral Segmentation
 There are more than six types of behavioral segmentation, and
here are some signs of segmentation:
•  Place of purchase
•  The frequency of the purchase and the regularity of consumption

of the product.
•  The sought bene ts for consumers
•  Attitude to the goods
•  Key purchase drivers
•  Reason for making a purchase
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•  Expected Finish
•  Customer status
•  Degree of willingness to make a purchase
•  Degree of involvement in the purchase

There are Two Main Behavioral Segmentation Strategies
 Segmentation by the power of the use of the goods is the best example of the division of
customers into groups according to the frequency of use of the product; it is ordinarily used for
panning the purposes of advertising campaigns, searching for sources of growth and assessing the
market potential.
 Segmentation concerning respect to the brand is most often used in media planning and product
assortment strategy development.

User Pro les
 These are constructed based on a broad range of data, including
•  Website analytics
•  Cookies
•  Browsing history
•  Search history
•  Social data
•  Purchase history
•  Login details
•  IP addresses
•  App data.
 All of which needs to collect, analyzed, and turned into actional insights. By using this data,
brands can personalize messages to individual customers.

Bene ts of Behavioral Marketing
Relevancy
 Digital content and ads become more connected to the user, which should create a more positive
experience as they won’t feel like they’re being spammed.

Ef ciency
 Adspend becomes more ef cient as ads are targeted at users who are likely to be interested
in your products messages are also tailored, so they have a higher chance of editing a positive
response.

Improved ROI
 Improved relevancy and ef ciency leads to higher ROI, as less money is wasted on poorly
targeted ads.

Centralized database
 To implement behavioral marketing, businesses must have consistent, accessible data.

Examples of Behavioral Marketing
 There are several areas of behavioral shopping, in particular :
•  About employees.
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•  About customers
•  About suppliers
•  About Shareholders
 The behavior of an employee is approved by the organization’s development strategy and is an
integral part of the organization’s reputation and staff subsistence. This trend involves the formation
and maintenance of the required standards of behavior among employees by the expression patterns.
 In the behavior of clients, marketers recognize loyalty to the product, the brand, the enterprise
itself. As particular cases, they give support to the purchase, place, and seller. In societies built on
learning technology, models of the behavior of site visitors are allowed. For example, it de nes the
frequency of visits to the site, the duration of the evening, the analysis of who buys at a speci c
point, and everything he orders.
 Specialists managing such readings help the internet company set prices for advertising, identify
possibilities for cross-selling, and develop purchasing policies.
 Supplier management is the study of the prospects for working with existing suppliers, taking
into account the company’s development strategy and the availability of alternative options on the
market.
 The behavior of shareholders is the study of the behavior of those who wish to invest their free
funds in the development of the organization, the possibilities of attracting capital.

Conclusion
 In short, Behavioral marketing means collecting information about the users through website
analytics, search history, browsing data and so on to serve the targeted ads, based on their actions
and behaviors to bring a positive reaction on the product.
 In the Modern Era, Competition is massive for every product, whereas the behavioral marketing
enables the producer to attract more users and reach the consumers positively and successfully and
enables the organization to maintain a better position in the market.
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Abstract

In this world of digital marketing, digitization is a style that is sweeping across the
whole world. The trend of digital shopping is growing day by day with the concepts
of Internet marketing that is turning into a great platform of digital marketing
along with the electronic gadgets like the digital billboards, mobile, tablets and
smartphones, gaming consoles, and many such gadgets that help in digital marketing.
Flipkart, with its innovative digital marketing, has created a niche market in online
stores competing with popular stores showing the power of online marketing. The
case study analyzes show Flipkart.com has brought in an array of online marketing
and digital strategies to achieve and make it big in the digital marketing quarter.
The case also examines how Flipkart has had a large gain in the online marketing
sector as they produced new penetrations into the digital marketing course. And a
few times from now, it will be ultimately seen that current marketing being replaced
by digital marketing. Digital shopping is going to be top on the agenda of many
marketers, and they might be looking for innovative ways to reduce cost per lead,
market online, increase click-through-rates and conversion rates and discover
what’s hot in digital shopping.

Introduction of Digital Marketing
 Digital marketing is the marketing of stocks or help using digital
technologies, mainly on the Internet, but also holding free phones,
any other digital medium, and display advertising. Digital marketing
courses are methods based on the internet that can create, accelerate,
and transmit result value from producer to the  nal customer by
digital networks.
 Digital marketing’s growth since the 1990s and 2000s has changed
the way brands, and businesses use technology for marketing. As
digital platforms are normally held in purchasing plans and everyday
life, and as characters use digital marketing campaigns, digital
devices instead of visiting physical shops are becoming more popular
and useful.
 Digital shopping methods such as search engine optimization
(SEO), content marketing, in uencer marketing, search engine
marketing (SEM), campaign marketing, content automation, data-
driven marketing, social media marketing, e-commerce marketing,
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e-mail direct marketing, social media optimization, Display advertising, optical disks and e-books,
and games are becoming more common in our advancing technology.

New Non – Linear Marketing Approach
 To engage consumers, retailers must shift from a linear marketing approach of one-way
communication to a value exchange model of mutual discussion and bene t-sharing between
provider and consumer. Exchanges are more non-linear, free- owing, and both one-to-many or
one-on-one. The spread of awareness and information can occur across numerous channels, such as
YouTube, blogosphere, Instagram, Facebook, Pinterest, Snapchat, and a variety of other platforms.
 The Nielsen Global Connected Commerce Survey attended meetings in 26 countries to observe
how customers are applying the Internet to make purchasing choices in online and stores. Online
shoppers are frequently looking to purchase internationally, with over 50% in the study who
obtained online in the last six months saying they got from an overseas retailer.

SEO (Search Engine Optimization) Policies
•  Minimum contract period (6months)
•  Weekly work report to be submitted at every Sunday
•  Monthly work report to be presented at 1stof every month
•  Monthly keyword rank report to be presented at 1stof every month
•  Website traf c report from google analytic to be submitted at 1stof every month
•  Meeting to be conducted every week to know the current  ow of the work

BRAND Knowledge
EASE oF Entrance
 A key goal is appealing to digital shopping consumers and delivery of digital media and allowing
them to communicate with the brand through servicing. Learning is easy to access at a fast rate
through the use of digital information. Users with entrance to the Internet can use many digital
mediums, such as YouTube, Facebook, Email, and Forums, etc.

Competitive Advantage
 By using Internet platforms, businesses can create an aggressive position within different
midpoints. To reach the maximum potential of digital purchasing,  rms use traditional media as its
central tool to create a channel of information.

Effectiveness
 Make awareness has been proven to work with more effectiveness in mountains that are high in
question escape. Also, these countries that have change avoidance; social media marketing works
effectively.

Latest Development and Approaches
 One of the main changes that occurred in traditional marketing was the “emergence of digital
marketing.”
 Segmentation: more focus has been installed on segmentation within digital marketing, to target
speci c markets in both business-to-business and business-to-consumer sectors.
 In uencer marketing: Important nodes are treated within related communities, known as
in uencers. That is growing an essential concept in digital targeting. It is likely to reach in uencers
via paid advertising, such as Google Adwords campaigns, or Facebook Advertising or through
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re ned sCRM (social customer relationship management) software, such as SAP C4C, Microsoft
Dynamics.
 Online behavioral advertising: It is the method of getting knowledge about a user’s online
movement above time, “on a particular device and unrelated websites, across different, to deliver
announcements tailored to that preferences and user’s attention
 Collaborative Environment: A collaborative atmosphere can be set up between the company,
the technology service provider, and resource sharing, the digital agencies to optimize effort,
communications, and reusability.
 Data-driven promoting: Users generate a lot of data in every step they take on the path of the
customer journey, and Brands can now use that data to activate their known audience with data-
driven programmatic media buying.
 Remarketing: Remarketing performs a principal role in digital purchasing. This tactic allows
marketers to issue targeted commercials in the face of an interest classi cation or a distinguished
audience, usually called searchers in web speak, they have either searched for particular goods or
visited or services a website for some purpose.
 Game promotion: Game ads are advertisements that exist within video games or Computer.
One of the most popular examples of in-game advertising is billboards looking in fun games. In-
game ads also might appear as brand-name goods like cars, guns, or clothing that exist as gaming
status symbols.

Ways to Further Increase the Effectiveness of Digital Marketing
 A plan that is connected to the effectiveness of digital marketing is content marketing. Content
marketing can be succinctly de ned as “giving the content that your viewers are seeking in the
places that they are asking for it. That is enough to content marketing, building your brand more
relevant to the target customers, as well as more visible to the target customer.
•  Interesting mail titles
•  Establishment of customer exclusivity
•  Low Technical Requirements:
•  Rewards

Strategy
Stages of Planning
 Using Dr. Dave Chaffey’s approach, digital shopping planning (DMP) has three main stages:
Strategy, Opportunity, and Action. He suggests that any business looking to implement a successful
digital marketing plan must structure their plan by looking at strategy, opportunity, and action.
Opening
 To create an effective DMP, a company  rst needs to review the marketplace and set ‘SMART’
(Speci c, Actionable, Measurable, Relevant, and Time-Bound) objectives.
Approach
 To create a planned digital strategy, the company must review their digital project (what you are
offering to consumers) and communicate it using digital customer targeting methods.
Activity
 The third and  nal stage needs the  rm to set a budget and management systems; these must
be combined touchpoints, such as audience reached across all digital programs. Furthermore,
marketers must secure the budget and management systems are integrating the owned, paid, and
earned media of the company.
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Courses
 Digital marketing is supported by many shippers. As a businessperson, one’s core objective
is to  nd passages a better overall ROI for the brand and which result in maximum two-way
transmission There are multiple digital marketing channels available namely;
•  Af liate marketing
•  Display advertising
•  Email marketing
•  Search engine marketing
•  Social Media Marketing
•  Social networking service
•  Online public relations
•  Video advertising

Self-Regulation
•  The ICC Code has combined rules that apply to market communications using digital interactive

media throughout the guidelines.
•  Clear and crystalline mechanisms to enable consumers to choose not to have their data collected

for advertising or marketing purposes;
•  Clear evidence that a social material site is commercial and is under the control or in uence of

a marketer;
•  Limits are designed so that marketers communicate soon only when there are reasonable

grounds to conclude that the user has an interest in what is happening offered;
•  Special care and protection for children.

Advantages and Limitations
•  The whole idea of digital marketing can be a very signi cant aspect of the overall communication

between the consumer and the organization.
•  Another bene t of digital marketing is that consumers are provided to the brand and the product

that is being sold directly.
•  To clarify the display is easy to access as well it can be reached at any time any place.
•  Another advantage is that digital shopping is easy to be measured allowing companies to know

the reach that their shopping is making, whether the digital shopping is working or not and the
amount of activity and discussion that is involved.

•  Two other practical conditions can be seen in the case of digital marketing. One, digital
shopping is useful for speci c categories of products, meaning only consumer goods can be
done through digital channels

Understanding the Market
 One way marketers can reach out to customers, and understand their thought process is through
what is called an empathy map. An empathy map is a four-step method. The  rst step is through
asking problems that the consumer would be thinking in their demographic. The second step is to
describe the feelings that the consumer may be having.

Sharing Economy
 The “sharing economy” refers to an industrial pattern that aims to obtain a resource that is
not enough used. Nowadays, the sharing market has had an unimagined effect on many common
elements, industry, including labor, and distribution system. This effect is not negligible that some
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businesses are clearly under threat. The sharing economy is changing the traditional marketing
channels by changing the nature of some speci c concept, including ownership, assets, and
recruitment.
 Digital marketing channels and conventional shopping channels are similar in function that
the value of the goods or service is passed from the original producer to the end-user by a kind of
groceries chain. For example, a typical digital marketing channel is email. The system can refresh
the activity or advertising information to the user by subscribing the newsletter mail that happened
in consuming. In addition to this typical approach, the built-in control, ef ciency, and low cost of
digital marketing channels is an essential feature in the application of sharing economy.

Conclusion
 The conclusion of digital marketing has now converted a hot topic for discussion. Modern
technology has changed a lot. Besides the growth of modern technology, the system of businesses
has also changed. In this regard, digital marketing comes to take the leading position. The modern
generation does not want to go to any shop or shopping mall to buy anything. They want to
buy everything online. So, various companies always try to stay attached to their consumers or
customers via the internet. To get the best of it, consumers and marketers must know the advantage
and disadvantage of digital marketing
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Abstract

Content marketing is a recent marketing paradigm with creating, sharing, and
pulling brand content to the target readers as its focal point (see Steenburgh, Avery
& Dahod 2011). However, Pullizi (2010) who coined the term “content marketing,”
argues that it has been for many years but recently came more to the fore because
of succeeding barriers such as more available technologies. This paper is about
the study of content marketing and the value it brings to companies. There will be a
discussion on the elements and tactics of content marketing that will help a business
become successful. And also the current trends in content marketing and steps or
stages in content marketing.

Keywords: content marketing, media.

Introduction
 “Content purchasing is a strategic brand storytelling technique
aimed at changing consumers’ inactive behavior within unobtrusive,
engaging brand conversations in earned media.”
 Earned media is accepted for this comment as the conclusion of
content marketing depends on the promotion of brand conversations.
Irrespective of different viewpoints of what content marketing entails,
there is an increasing recognition that it is an innovative pull branding
method to create brand awareness, visibility, and trustworthiness
in, especially social media. Also, content shopping can drive social
media engagement, steer blog or website traf c, or promote a call to
action. It can thus be shown that content marketing falls within the
marketing information  eld by pulling the target audience to brand
content (Lieb 2012 & Miller 2013). When a pull strategy is adopted,
consumers who are already interested in the brand or are seeking
information or advice, are attracted to brand content because of its
relevancy (Holliman & Rowley 2014).
 Brand content often takes the form of brand stories strategically
linked to the company’s brand personality or brand persona to
catch the attention of customers based on relevancy to their own
lives. These brand stories are then shared on social media or via
email support using search engine optimized (SEO) blog posts, free
eBooks, infographics, videos, whitepapers, podcasts, webinars, press
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releases, case studies, testimonials, and interviews, to name but a few. That is typically done to
encourage electronic word of mouth (eWOM), social media engagement, or converting the purpose
readers into long-term loyal customers (see Pulizzi 2010; 2012 & 2014).

What is Content Marketing?
 Content marketing is a content-based marketing strategy focused on content creation (textual
and visual) and the distribution of those content using different channels. Though the basic motive
is conversion, the marketing approach should not be promotional. Your content should help grow
interested in your products or services amongst the target audience.
 Content Marketing is one of the most powerful SEO (Search Engine Optimised) services that a
business can practice to popularize its products or services and to achieve a higher organic position
on the search engines such as Google or Bing. It is an advanced and a mixed approach of SEO and
content creation. Thus, adopting a content marketing strategy is a way forward, towards establishing
a digital presence that attracts the attention and the imagination of your users.

Research Methodology
 Data used in this study is secondary and is taken from various sources such as journals,
periodicals, articles, books, reports, websites, etc.

Content Marketing Trends for 2019
 Content Marketing has grown one of the most comprehensive digital marketing strategies for
all small-to-medium and medium-to-large organizations and enterprises. Businesses tend to look
for trends in their marketing activities. With the expansion of digital marketing and continuous
adoption of new facets of online marketing, companies now have protocols in place to keep pace
with the rapid transformations. Every business wants to be a part of the digital marketing evolution,
and they are either participating or are waiting in the wings to join the digital revolution.
 The main chunk of digital marketing is directly dependent on content marketing. The growth
of content marketing is placed, and a research report of Statista validates it. Content marketing
revenue generation worldwide in 2014 was 144.81 billion USD. It is also prophesied that the
content marketing revenue generation worldwide in 2019 will be 313.42 billion USD. A steep
growth of around 168.61 billion USD within  ve years, is one of the major reasons for businesses
wanting to be a part of this growth. It is clear that many companies willingly accept newer trends
and marketing strategies to ensure their successes.

Content Purchasing Tactics
 Content can be present in a variety of formats including blogs, infographics, slide decks, case
studies, white papers, e-books, videos, quizzes, memes, and images, etc. B2C marketers are
increasing the number of tactics used each year. The most widely used content marketing tactics
by B2C companies were articles on the company website, social media, blogs, eNewsletters, and
videos. However, the tactics believe to be more ef cient are not those most generally used by B2C
marketers, for example, videos are believed to be more powerful than social media, but marketers
use this tactic less.

1.  Videos and Tutorials
 Videos may be entertaining or informative, focusing on a speci c topic related to the product
or service. This content tactic can range from tutorials, testimonials, presentations, vlogs, case
studies, etc. (Jefferson & Tanton, 2013). Tutorials are which that teaches customers something new
in a way that is easy to understand, using step-by-step instructions.
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 YouTube, the video-sharing website, is the second search platform after Google. Of all the
content that is included in Google’s general search listings, the video develops the most frequently,
considering 70% of the search results (Searchmetrics). Notably, video content is more likely to place
a website on the  rst page of a search engine. Internet users tend to spend, on average, two more
times on websites when they contain videos. Consumers are switching to video for demonstrations
and product reviews when making purchase decisions. More than 3 out of 5 consumers will spend
at least 2 minutes watching a video that educates them about a product or service they are planning
to obtain (Marketingcharts.com, 2012).
 The video was the second most popular type of content used across channels. The importance of
a video is dependent on the audience that it is trying to reach and the actual nature and content of
the video. It is not a suitable medium for all targets.

2. User-generated content (UGC)
 UGC refers to knowledge and material that is produced and posted by Internet users (Lanchester,
2006). User-generated content can be individually or collaboratively created, shared, consumed,
and modi ed (Kaplan & Haenlein, 2010). It has many forms in common media, from Facebook
posts, Twitter tweets, to consumer-produced reviews and advertisements, etc. (Smith et al., 2012).
Customers mainly rely on UGC to purchase decision-making (Riegner, 2007; MacKinnon, 2012).
 Users trust UGC more producer-generated content (Cheong & Morrison, 2008; MacKinnon,
2012), which is that designed and shared by the brands, as they think other users will share both
positive and negative product expertise with the purpose of full disclosure and perceived non-
commercial interest, which makes them unbiased evaluators of a product’s or service’s qualities.
Consumers produce UGC when sharing their activities and views of products and services.

3. Electronic Word of Sound (EWOM)
 EWOM is generated when customers generate their knowledge on the Internet. eWOM is
“any positive or contradictory statement made by actual, potential, or former customers about a
product or company, which is made accessible to several people and businesses via the Internet”
(Hennig-Thurau et al., 2004, p.39). It consists of emails, forums, social networks, reviews, chats,
and blogs (Hennig-Thurau et al., 2004). It is supposed to be a powerful form of information since
it is regarded as highly reliable and trustworthy (Godes & Mayzlin, 2004). Whether the negative or
positive room has a great in uence on consumer behavior (Chevalier & Mayzlin, 2006), forming
consumers’ purchase intention (Zhang & Tran, 2009), and affecting purchase behavior (Reigner,
2007).

4. Social Media
 Social media is a “group of internet-based relationships that build on the technological and
ideological and support of Web 2.0, which allows the creation and exchange for UGC” (Kaplan
& Haelnein, 2010, p.61). The content created by social media users is usually de ned as UGC or
consumer-generated media (CGM) (Gretzel & Xiang, 2010). Social media covers various “new
sources of online learning that are received, designed, circulated and used by consumers intent
on teaching each other about brands, products, settings, personalities and issues” (Nazzaro &
Blackshaw, 2004, p.2). Users of social media projects are not only consumers but also generators
and donors of such content (Levina & Arrigara, 2008). Social media has become a great source of
material for all market partners. It is currently one of the most important and most reliable experts
of knowledge for enterprises and consumers. (World Internet Project, 2013).
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5. Customer Reviews
 Consumers publicize their evaluations of a commodity or service performance through consumer
reviews (Chen et al., 2003). eWOM plays a signi cant role in in uencing buying behavior.
Customer reviews are more relevant for this task than expert reviews. People will write positive
or rejecting articles depending on the emotional incentive. When developing positive WOM, one
perceives gains of social approval or self-approval by displaying their big purchase decision. A
customer who shares negative consumer reviews is usually one seeking vengeance. More than 70%
of consumers will consult reports and ratings before purchase, and agree that reviews make them
more comfortable that they are the right commodity or service. Moreover, 63% of customers are
more likely to buy from a site if it contains product reviews.

6. Quality of Content
 Online purchasing differs from popular shopping in many ways, such as the disability to physically
inspect product condition before purchase (Jarvenpaa & Todd, 1997). The digital consumer must,
consequently, rely on the quality of the information accessible to them online to infer on the nature
of the product they are looking to acquire, before making the online transaction. Learning quality
refers to a consumer’s perception of the quality of the information presented on a website. Group
consists of two dimensions: the application of content and completeness of the knowledge (Yang et
al., 2005; Ko & Hur, 2005). Fitness refers to the relevance, accuracy, bene t, and timeliness of the
information provided. A consumer’s perceptions of the usefulness of an informational environment
are strongly related to the quality of the knowledge (Kellers et al., 2013). Completeness refers to
whether the information is perceived to be comprehensive and complete (Liu et al., 2000).

7. Quantity of Content
 Learning quantity refers to the number of items or attributes used in describing an alternative
(e.g., brand, product) (Wilkie, 1974; Summers, 1974). Processing additional information has both
bene ts and costs. Knowledge overload has complimentary results on customer helps consumers
and satisfaction levels feel less involved about selection; nonetheless, too much information
contributes to reduced quality of consumer purchase decision (Jacoby et al., 1974). It generally
becomes hard for consumers to identify items that are surely relevant when there is an improvement
in information, resulting in higher search costs for the customer (Klapp, 1986). Nevertheless, the
level of customer satisfaction grows proportionately with the abundance of knowledge, even if it is
perceived that there is a loss of ef ciency in the decision-making process (Jacoby et al., 1974).

8. Postures
 Attitudes are a “summary construct that describes an individual’s overall feelings toward or
evaluation of an object” (Belch & Belch, 2003, p.117). Attitudes are composed of three dimensions:
affective, cognitive, and behavioral intent. Nature has been proposed to in uence behavioral
intentions (Davis, 1989), which are followed by actual behavior (Scheffold et al., 2001).
 In the Internet context, nature is an overall evaluation of the transaction activities with a web
retailer. A favorable approach is expected to reduce barriers to the adoption of e-commerce and
actual transaction and facilitate online transaction intentions. (Pavlou et al., 2002).
 The content marketing tactic chosen becomes necessary since the message source that customers
recognize as most likely will have a strong positive impact on their approach towards the message
(Friedman & Friedman, 1979).
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9. Purchase Purposes
 Intention to purchase is the possibility that a potential customer will buy from a commerce
website for the  rst time, and purpose of continued investment is the possibility that the online
shopper will return to the website and obtain again in the future (Davis, 1998). It can also be
described as a consumer’s aim to engage in an electronic exchange relationship with a web retailer,
such as sharing knowledge, conducting transactions, and maintaining a relationship (Zwass, 1998).
Purchase intention is a step in the decision-making method where a shopper studies the reasons to
buy a speci c product (Shah et al., 2012). At this critical point, consumers access and evaluate the
particular product, to determine whether to purchase and in what conditions.
 Many customers, who search for websites to purchase, subsequently abandon their purchase
due to the low quality of the websites (Boston Consulting Group 2000; Forrester Research, 1999).
Since a company’s e-commerce website is the spokesperson of the company’s online presence, low
website quality will re ect poorly on the company, weakening customer intention to go shopping
or return to the website (Nielsen, 2000). Since the higher, the higher the consumer’s intent to shop
online, the website quality, a website of character device can push the Customer to a prosperous
transaction and attract them to attend the website again (Li & Zhang, 2002).

Content Marketing Process Model
 Content marketing process model 2PDM (Planning, Production, Distribute and Communicate,
Measurement also Optimization) is displayed below:
 1. Planning (P): makes the  rst step of a content marketing process model. This stage involves
three steps: “designation business objectives from content marketing,” “designation target
audiences,” and “creating an editorial calendar.” The editorial calendar for content editing is a
timeline that speci es the frequency of content publishing and content distribution channels. The
planning stage is a rotating process. That means that there are three steps from the planning stage
of the back and forth route for adjusting the levels.
 2. Production (P): The second stage of the content marketing process model refers to content
creation; at this stage, the content related to the intentions and concerns of target audiences will be
satis ed. In this regard, it is essential to pay attention to the inherent elements in the production
of content and content elements. Content essential elements include all factors that help marketers
generate valuable content. The most important of these are value, relevance, reliability, sharing,
entertainment, exclusive, coherence, and purposeful content. Additionally, at this stage, the
marketer must get at the form of the material produced in terms of the prevalence of the format
and its use with a variety of tools and platforms for its users and the ability to share it. That is,
the content should not only be in proportion to the distribution media, in terms of volume and
duration, but also in a way that can be easily shared with the audience and allows the public to use
it simultaneously.
 3. Distribution (D): At this stage, the marketer should choose a media that is highly interactive
and capable of being widely used between customers based on the type of content. It is more
critical at this stage to determine the type of content distribution strategy (pull/push/ or both).
 4. Measurement (M): At this stage, content marketing experiences and activities are evaluated
using the main dimensions (consumption, share, lead generation and sales), and the results obtained
from this stage for making decisions and planning are used to ef ciently complete of content
shopping.

Conclusion
 Brands will now accomplish their shopping goals, not mainly through interruptive media, but
by creating and sharing the most valuable information on the planet for that particular niche.
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Content marketing was excited a considerable time ago. However, not many companies interested
in it back then. Nevertheless, it is growing the new trend in the marketing world lately due to
the shift in customer management and technological aspects. Customers realize the potential of
knowledge and information can lead to better purchasing decisions. Thus they start to demand
more knowledge. Moreover, they are smarter and getting smarter, so marketers have no choice but
to produce accurate and high contents because manipulation of information does not work in this
digital age.

References
1.  Content Marketing World looks at the importance of linguistics in brand strategy. (2014).

MultiLingual, 25(8), 6.
2.  Fuller, J. (2010). Re ning Virtual Co-Creation from a Consumer Perspective. California

Management Review, 52(2), 98-122. DOI: 10.1525/cmr.2010.52.2.98.
3.  “The Review of Content Marketing as a New Trend in Marketing Practices,” International

Journal of Management, Accounting, and Economics Vol. 2, No. 9, September 2015
4.  Academic guidelines for content marketing: research-based recommendations for better

practice.
5.  Cole, J.T., & Greer, J.D. (2013). Audience Response to Brand Journalism: The Effect of Frame,

Source, and Involvement. Journalism & Mass Communication Quarterly, 90(4), 673-690. Doi:
10.1177/1077699013503160.

6.  Content Marketing  vs. Traditional Marketing | Newzsocial. (2013, July 6).New social. Retrieved
March 20, 2014, from http://www.newzsocial.com/content-marketing-vs-traditionalmarketing/

7.  New research shows an increasing reliance on content marketing to drive brand awareness,
inbound traf c, and sales. (2013, Oct 01).Business Wire. http://ezproxy.lib.calpoly.edu/
login?url=http://search.proquest.com/docview/1437739586?accountid=10362 Park, Content
Marketing Institute (2014), “B2C Content Marketing 2014 Benchmarks, Budgets and Trends
– North America”, report.



193

SHANLAX
International Journal of Commerce

http://www.shanlaxjournals.in

Role of Relationship Marketing
Strategy

S. Harini
M.Com [CA], Department of Commerce
Nadar Saraswathi College of Arts And Science, Theni, Tamil Nadu

S. Punithamala
M.Com, Department of Commerce

Nadar Saraswathi College of Arts And Science, Theni, Tamil Nadu

Abstract

Marketing-Mix, correctly the 4P’s, has long been recognized as the most crucial
marketing arrangement for a business organization. This study has the objective
of investigating whether the price component of the 4P’s is the most important
strategic factor in determining the success or failure of  rms in emerging markets
like India. Marketing has broad applications, regardless of the type of job or a
variety of dif culties. In this article, we discuss  ve simple marketing approaches
that can improve the bottom line performance of your turf or lawn care business.
Competitive Marketing Strategy (CMS) has relationship marketing (RM) as one of
the key functionality in enhancing business performance.

Keywords: Relational exchanges, emotional wellbeing, trust, pro tability, partnering.

Introduction
 Marketing can make a difference! Whether marketing sod, irrigation
or drainage supplies, horticultural chemicals, and fertilizers, or lawn
care support services, the difference between pro tability and failure
could be the presence or absence of a well-de ned marketing plan.
The failure or success of companies competing in a market is mainly
dependent on the strategy they evolve and perform. The literature
is full of references regarding relations between companies having
plan and winning and companies that do not have a strategy and fail.
One of the primary reasons attributed to failure of companies in the
absence of a well-formulated plan (B. Nwielaghi Michael, E. Ogwo;
2013), (WaelMohd, SubhiIdris, Raed A. Momani; 2013), (Sherine
Farouk Abdel Al, John D. McLellan; 2013), (RapheephanPhong-
wrong, Karun Pratoom, PhaprukeUssahawanitchakit; 2012), (Mika
Gabrielsson, Peter Gabrielsson, TomiSeppälä; 2012). So, a strategy
is an action which leads to the ful llment of the company‘s short
term as well as long term objectives. Competitive compensation is
realized based on three factors (Sudarshan D, 1995):
1.  the  rm’s marketing strategy,
2.  Implementation of this strategy and
3.  The industry context (Porter’s model).
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 An essential component of the  rm’s marketing strategy is relationships. Relationships with
channel members, customers, and contestants. He de nes each connection by the identity of the
partner public and the contract with it.

The objective of the Study
 There are two major streams of conceptual and empirical work in strategic marketing that has
developed more or less independently during the past ten years (Steinman, Deshpande and Farley,
2000), although the two are inherently interrelated. The Following objectives are designed for
studying the role of relationship marketing in competitive

Marketing strategy
1.  To Competitive marketing strategies (CMS) is a systematic action setting process as much

as it is a dynamic adjustment process. By studying the role of relationship marketing (RM),
Proper accordance can be related to RM in the systematic action setting. That helps improve
the effectiveness of CMS formulation.

2.  By studying the role of RM, marketing programs can be suitably designed to attract, develop
customer segments. Resource allocations can be made more effective.

3.  If a particular market needs more relational shopping, then that market can be appropriately
addressed for strategic decision making by studying the role of RM.

 The study is useful for selling strategists who need to take relationship-marketing efforts into
account and is also helpful to relationship marketers who need to relate to strategic marketing
heads.

Literature Over View
 It has been viewed in some earlier studies in developing countries like Nigeria (Sam, Okoroafo;
Lloyd C, Russow; 1993)², that the prices of products were often set based on Government‘s edicts,
and outcomes were made and sold irrespective of mismatches with consumer needs. Perceived
Value Pricing is an essential price-setting system in important marketing (Nagasimha Balakrishna
Kanagal)9. It indicates the importance of providing goods and functionalities to customers and the
contemporary need to price it completely so that the  rm can take appropriate value. This type
of pricing is useful in case of premium and luxury goods, which has a considerable intangible
component. It is a fact that some  rms capture in their attempts to achieve marketing goals in
emerging economies, whereas others fail. To explain the reasons for this phenomenon, a qualitative
study (Kumar, V.; Amalesh, Sharma; Rajan, Bharath; Shah, and Riddhi; 2013)²4 held transferred,
where 42 managers of multinational companies from the United States, Canada, Europe, Asia, and
Australia were studied. They observed that consumers in emerging markets are known to be price-
sensitive (Sinha, 2005). Price indirectly in uences customer loyalty through its positive relationship
with product quality (Matta, Devaraj, and Conlon 2001). The choice of pricing strategy—market-
skimming pricing or market penetration pricing—will depend on the business objective and the
country/market environment.

Nature of Relationship Marketing
 At the core of the relationship, marketing is an exchange that is pro table to parties involved
in the trade. The concept of trades as it applies to relationship marketing can be observed from
both a business cost analysis approach or a social exchange theory approach. The degree to which
durable transaction-speci c investments are acquired determines the rapidity of commitment given
and received, the period of responsibility and the strength of the relation between two parties.
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Transaction speci c properties (asset speci city in physical capital and human capital) lead to
relational exchanges where trust is a prime moderator. As such non-speci c exchanges lead to
transaction marketing and for trades that are not non-speci c, the concept of Association marketing
will hold (Williamson, 1979). The Williamsonian approach to understanding relational contracting
has been increased (Weitz and Anderson, 1992), by proposing that whenever private possession
are made by the exchanging parties in one another, then there is a stronger commitment to the
relationship. Many global packaged goods producers regard resellers (wholesalers, retailers) as
their customers. The literature cites the case of Gamble and Proctor who see retailers as their
Intel and consumers, which has built its company around OEM customers (Webster Jr., 2000).
Consequently acquiring relationships with resellers is also an essential part of RM effort in the
marketing strategy process. The relationship between manufacturer, reseller, and consumer, as
shown below, is a three-way relationship.

Five Simple Procedures
 Purchasing Helps You To Understand Your Present Customers Better And To Uncover Innovative
Ways For Reaching New Customers. The Customer, Remember Base Is The Hub Of Your Business
Because Without Customers There Would Be No Business. Exceeding Consumer Expectations Is
The Catalyst That Creates A Lasting Bond Between Your Business And The People You Serve.
Consumer Loyalty Has Many Bene ts. Philip Kotler (1988), Author of Marketing Management,
Reminds Us That Loyal Consumers Are Happy Customers And That Satis ed Customers:
(1) Are Your Least Valuable Shoppers
(2) Buy Again And Again;
(3) Talk Favorably About Your Business, Which Means Free Advertising;
(4) Pay Less Attention To Competitors; And
(5) Tend To Buy New Products Or Equipment Lines You May Add Later.
 The Following Discussion Brie y Outlines Five Marketing Management Strategies You Can
Employ To Satisfy Customers While Simultaneously Improving Business Performance.

Framework of Competitive Marketing Strategy
 We  rst outline a format of the marketing plan and then delineate the position of Relationships
in the framework of a competitive marketing strategy.



National Conference on “Modern Marketing in Digital ERA”

196

Format of Competitive Purchasing Strategy
 Any marketing approach has to have a marketing intention. Based on the marketing objective,
 ows two types of analysis – strategic market analysis and internal analysis. Strategic market analysis
involves customer management and analysis, market management and analysis, environmental
scanning, and future building or scenario planning. Management of relationships with customers
and critical external bodies in the market, such as dealers, suppliers, and the government is an
integral part of marketing strategy formulation and management. The internal analysis includes
strengths, weaknesses, core competencies, resource constraint analysis. The marketing strategy
developed is so implemented, and any deviations from the plan are feedback to the marketing
objectives and the development of marketing strategies. Pictorially this format of marketing
strategy is as below:

Relationship Marketing in Practice
 A right product or service should back a good connection. A relationship is a mutual give and
take. A relation occurs when the transaction occurs. However, business focus is mechanical, and
with human relations, the administrators cannot be automatic. It is advantageous for both people,
in good and bad times. One hotel de nes the elements of a good relationship to be transparency,
honesty, be straightforward, and not discriminate between Indian and foreign customers. Expenses
are not the focus in RM; facility development and provision is necessary to RM; the focus is that
the ‘Customer should not suffer.’ The hotels act as solution providers. One hotel, for example,
provided wireless Internet connectivity, corporate loyalty applications, and general AVIS tie-ups.
RM is powerful in hotels; it exists from Secretaries to CEOs. RM efforts are directed at CEOs,
decision-making people in organizations, government, ancillaries, related businesses, dealers,
individual travelers, travel agents, upmarket socialites. RM efforts are also targeted at leaders who
are in charge of bookings. Even a standard smile builds a relationship. Relation development takes
place both through personal relation-building and word of- mouth relationships.
 Relationships With The Government Are Also Important. In One Hotel, There Were 70 Licenses
Allotted To Run The Hotel. Relationships With The Government Lead To Important Information,
Which Can Lead To Help. One Example Is Of A Hotel That Got Advance Information Through A
Relationship Of The Location of An International Airport And Bought Land At a Low Price. Apart
From Relations With Government, External Partnerships With Vendors, Food Sampling And
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Testing Through Microbiology Sections, Employee Satisfaction, Senior Citizen Package Etc. Help
Improve company image in the market. association marketing efforts give feedback for strategic
decisions such as
1.  Opening up of the new hotel,
2.  Start of a new advertising campaign,
3.  Competition action / reactions to be made.
 RM usually is expected to improve pro tability, though it is the long-term pro tability and not
the short-term pro tability that is expected to recover. The increase in pro tability .also comes
from the elements of trust. RM managers gather market intelligence and give market information
advantages to important marketers, which enable better settlements of the  rm to the market over
time. RM managers work on experience that is the primary thrust. RMS helps the seller to guide
the moments of truth in his favor. The innovative thought in relationship marketing. Is to give what
the consumer wants and not what the selling  rm wants

Empirical Evidence
 To investigate the importance of pricing among components of marketing-mix in marketing
strategy formulation and implementation in India, a widespread of companies in a variety of
industries were considered. The objective was to ascertain the existence of a relationship between
sales (volume as well as value) and sales realization per unit, which is seen as a proxy for price.
The year-on-year growth  gures were determined for all three dimensions, and for all companies
considered. The objective also was to  nd out the relative movement of volume (and value) with
prices, in the industry. For example, the market leader may cut down the costs of its products and
gains tremendously in volume/value, at the expense of its competitors who are unable to respond
to this kind of price challenges. Sometimes, a price cut could have been implemented across the
board by almost companies in the industry with the result that the entire industry grows at a faster
pace. It is our considered assumption that many products have tremendous pent-up demand in India
and hence proper reasonable pricing, which will enable a large portion of the population to become
consumers, goes a long way in expanding the overall market for the product. In other words,
the belief is that there is a place for everybody in this kind of market. In this industry, the well-
entrenched and established players have been able to grow through a strategy of the combined effect
of a slow increase in prices coupled with a moderate increase in sales volume. The resultant force,
however, is a substantial increase in sales value. For example, Colgate-Palmolive has increased its
prices by only thirty- ve percent in  fteen years – from 1995 to 2010. In the corresponding period,
volumes have only doubled, while sales value has almost quadrupled. Godrej consumer products
have increased sales value by nearly  ve times, from 2002 to 2013, while it could raise prices by
only  fty- ve percent. In the period 1999 to 2012, Reckitt & Benckiser has increased its sales
volume of household products by more than  ve times, and its sales value by over six times. In
this same period sales realization per unit has gone up by only eighteen percent. This point to the
fact that prices are signi cant in determining sales, and that consumers in India are more focused
on value-for-money products. However, their overall volumes are not famous in comparison to
the total market. The R-square values for all  rms were found to be quite high, signifying a strong
correlation between price and volume/value. It was also learned that individual  rms had a drop in
sales whenever they have attempted a steep increase in the price of their products. So, the results
display the same outcomes as having been noticed in the previously discussed industries.
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Marketing Strategy Dimensions
The three key-dimensions of an MNC’s comprehensive marketing plan, as previously
Mentioned are:
1.  Standardization-adaptation,
2.  Con guration-coordination, and
3.  Strategic integration (Cavusgil and Zou, 2002).
 Standardization/Adaptation refers to the use of basically the same (standardization) or different
(adaptation) product or service, advertising, distribution channels, and other elements of the
marketing mix across countries (e.g., Kotler, 2000; Levitt, 1983; Varadarajan and Bharadwaj, 1993;
Cavusgil and Zou, 2002). MNCs following a standardization approach believe that world markets
are being homogenized by advances in communication and transportation technology (Jain, 1989;
Levitt, 1983). Increasingly, customers in a distant part of the world tend to exhibit similar decisions
and demand the same products and services (Jain, 1989; Ohmae, 1985). Strategic Integration is
involved with how an MNC’s contentious battles are designed and executed across country markets
(Gimeno, Jayachandran, and Varadarajan, 1999; Zou and Cavusgil, 2002). A key to worldwide
marketing strategy success is support in all major world markets to gain competitive leverage
and effective integration of the  rm’s aggressive campaigns across these markets (Birkinshaw,
Morrison, and Hulland, 1995; Yip, 1989, 2003; Cavusgil and Zou, 1996, 2002). MNCs may lead
their markets and operations in different countries independently or interdependently.

Conclusion
 The study started with the premise that price is one of the signi cant factors in uencing the
strategy and performance of organizations. A literature survey was carried out to ascertain whether
previous studies in different markets had arrived at similar conclusions. Further empirical research,
mostly among Indian companies, was conducted with the help of past data. The results of statistical
analysis from the collated data supported the premise that price is one the most critical factors in
the marketing – a mix of companies which impacts marketing strategy and hence, performance
in the market place. All companies, almost without exception, display high sensitivity towards
pricing their products. The contention is not that the other factors, like promotion and product, are
not necessary. However, in a monopolistic competitive arena like India, prices have overriding
importance in the marketing mix of companies, and hence has a maximum impact on the marketing
strategy of  rms, irrespective of the industry. In this chapter, we have presented comprehensive
purchasing strategies as framed by the response to or management of two imperatives: meeting local
needs and obtaining on huge competitive bene ts. Within this structure, we have identi ed four
generic universal strategies: the international, multinational, global, and transnational approach.
We have also shown that these four strategies could be identi ed by their different positioning
on three key-dimensions that are: standardization-adaptation, arrangement-coordination, and
strategic integration. We have also demonstrated that constrained by their cultural heritage and
organizational, MNCs from different regions of the world tend to follow a particular generic
strategy
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Abstract

This paper starts with the importance of channel marketing and its types and how
it has a relationship with the customers. Channel marketing is a process where
the company develops various marketing techniques as well as sales strategies to
reach the broadest possible customer base. The goal of channel marketing is to
establish direct communication with customers in each channel. The techniques
used in each channel is different, but the overall strategy must always brand the
business consistently throughout the conversation. Channels of distribution increase
the effectiveness of marketing because the middlemen are specialized agencies of
delivery. They help to reduce the cost transaction and smoothen the  ow of goods
and services.

Introduction
 The business environment and shopping strategies have gone
through signi cant changes due to digitalization. As for digital
shopping, it is an essential tool for any business. It has a promising
future for many B2B companies, and many companies have started
to adapt their movement towards digital marketing. As for small and
medium-size IT companies, it can be read that digital marketing plays
a vital role in marketing. After all, IT companies are already working
in the technology industry. The new pieces are set by more critical
IT systems, for example, GOOGLE, LINKEDIN, FACEBOOK, and
AMAZON.
 As for digital distribution, it gives new opportunities in providing
customers cost-ef cient services. And for the digital products, it
makes it possible to be available internationally for every customer.
As for promotion, digital marketing plays an integral part in the
strategy. Online gives endless possibilities and ways to give secure
new customers and content. Communication plays a crucial role
in online strategy. The messages must be sent and appropriately
targeted to attract customers.

Impact of Technology in Marketing
 Communication and Technology help businesses grow and
prosper, creates a relationship, strengthens the effectiveness of
the organization, and allow people to learn about one another.
Technologies, mobile phones, such as the internet, social media, and
customer’s relationship management systems, signi cantly affect
the way businesses communicate with prospective customers. These
new forms of information are changing the media landscape and the
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type of messaging strategy organization use. Many of the consumers and business professional
seek information and connect with more people and businesses from their computers and phones.
The work environment is also changing, with more people having a virtual of ce, texting on their
cell phone, or communicating through social media sites such as Facebook, LinkedIn, Pinterest,
and Twitter.

Tools of Modern Channel Shopping
 Modern marketing uses digital marketing. It could be described as marketing that makes use of
electronic devices such as own computers, cellphones, smartphones, squares television sets TV
and game consoles to engage with stakeholders. A component of digital purchasing is digital brand
engagement. Digital marketing practices technologies or platforms such as websites, email, apps,
and social networks. Digital marketing can be through non-internet channel also like TV, radio,
SMS, or through internet channel like social media, email ads, banner ads. Social media shopping
is a component of digital marketing. Many organizations use a mixture of digital marketing and
traditional channel though however, digital marketing is growing more popular with marketers
as it allows them to target and track many aspects including their Return of Investment (ROI)
more accurately compared to other traditional marketing channels. Digital marketing is the use
of a digital channel to promote or market products and services to businesses and customers. A
conversion of marketing is underway as we spend more time on our tablets, mobiles, and laptops.
The challenge for trademarks is to connect with consumers through all these devices in creating
campaigns and real-time that work across social media, e-commerce, and display advertising.

Bene ts of Channel Marketing
•  72% of consumers are currently connecting with business through digital marketing channels.
•  Digital marketing improves conversions by 24% on average.
•  40% of businesses using digital marketing report “signi cant savings.”
•  The use of digital marketing strategies increases revenue growth by 2.8 times and improves

ROI by as much as 300%.
•  A cross-functional team should develop the content topics and message priorities that support

stated goals. Different use cases and behavior patterns may have different message priorities.
So these are scenarios that the team needs to gameplay and test out. Provide space for sub-
brand and various units to have their distinctive voices the context of achieving the larger
goals.

Advantages of Channel Marketing
Level Playing Field
 Any business can contend with any contestant regardless of dimension with a robust digital
internet marketing strategy. Furthermore, typically a smaller store would  nd it challenging to
coordinate the grace of the accessories of its larger opponents.

Reduced Cost
 It allows the organization to save cash, an element that is taken into account by the organization
since digital marketing strategies don’t require a signi cant amount of  nancial commitment.

Simple to Measure
 Online everything can be calculated. Thus it’s simpler for the organization to know right away if
their strategy is operating or not, what organization or customers are enthusiastic about their items,
from what places or nations are they, etc.
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Brand Development
 Existence on the internet can help the growth of the company from any regional market to
nationwide and worldwide marketplaces at the same time, providing almost unlimited growth
opportunities.

Available 24\7
The World Wide Web never rests and so does online promotions, enabling business with a little

source to maintain physical 24-hours parties to contend in the automatic industry using online
promotion resources that can run almost 24 hours a day and seven days of a week. So this is also
one of the bene ts of channel marketing.

Disadvantages of Channel Marketing
Promotion Strategy Can Be Copied
 One of the hazards in internet marketing is that a particular system can easily be copied by a
rival. And, many have done so with  nish ignore for the lawful representation their actions may
carry, images or pictures can be used to mislead customers and take away an essential business
from you.

Digital Marketing Includes too Many Competitors
 Just like the majority of online ads, internet promotion is completed with a great process of too
many competitors. Digital promoters are not competent of getting into a more prominent place
for the best potential exposure for their promotion and with the use of too many competitors, and
promotion tasks will make it even more complicated and expensive to get the internet of targeted
viewers.

Lack of Trust
 One of the main disadvantages may be a de ciency of believing in of the customers. Because
of could be exclusive limited offers that appear to be scammers. So this is a part that declines the
picture and trustworthiness of quality and since companies.

Requires More Initial Investment
 Playing digital purchasing contains various restrictions like developing delicate and professional
looking for your website and planning an effective technique. Therefore, paid marketing like search
engines ad words, search engines ads, and social media marketing into quite expensive, especially
for small enterprise owners.

Difference Between Traditional and Digital Channel Marketing
Traditional Channel Marketing
 Traditional marketing is the conventional modes of marketing that have been made since the
beginning of marketing and advertisements. This includes:
•  Television, Radio,
•  Newspaper, Ads in related weekly magazines.
•  Flyers and Letters by the roads and highways.

Digital Channel Marketing
 Digital or online marketing is the marketing model of the global village. It is only evident that
the era of the internet will have its in uence in every realm of life.
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Digital channel marketing includes platforms like:
•  Social media like Facebook, Twitter, or Instagram.
•  Business networking sites like LinkedIn.
•  Promotional ads via e-mails.
•  Paid pop-ups, Blogs.
•  Clickbait links for viral content.
•  Pay-Per-click.
•  Content marketing.

                 Channel Type                         Examples

Websites
Includes enterprise site, local branches and department sites or pages,
micro-sites for speci c products or services,
sub-brand sites.

Blogs
Separate blogs based on verticals, markets segment, or internal
department’s and\or sub-brand.

Newsletters Segmented in very similar ways as blogs.

E-Mail

Not just a newsletters deliver system, but can provide distinct content
through on-boarding sequences, lead nurture and refresher campaigns,
and special offers. Also provides a discussion channel for surveys and
one-to-one interactions between company personnel and an individual.

Native Advertising/
Sponsored Content

Paid media placement of company content on a third party site,
commonly an article or blog post.

Brand Journalism
Combination for both form and approach creating owned media
content, but one that takes a more journalistic approach to the content
presented, rather than a overt marketing or sales focus.

Video Ex: YouTube, vimeo, meerkat, periscope, snap chat.

Audio Ex: iTunes, stitcher, sound cloud.

Landing Pages
Single CTA, one-page site for events, content downloads, newsletter
signups.

Visual Content Ex: Tumblr, Instagram, Pinterest.

Current Trends in Channel Marketing
 These are the current trends in channel marketing,
•  Arti cial intelligence.
•  Chabot’s.
•  Omnichannel marketing.
•  E-mail and marketing automation.
•  Voice search.
•  Augmented reality or virtual reality etc.,

Conclusion
 In conclusion, channel marketing is inseparable from other marketing mixes such as promotion,
price, and product. Also, distribution channels help in the control of the product and service  ow
from the point of production to the ultimate consumers.
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Abstract

The complexity of development and growing and social change tensions between
dominant results-based and emerging education and improvement-based ways of
evaluating development attacks have created major challenges for the evaluation
of communication for development (C4D). Drawing on our recent research, we
identify signi cant tensions, issues and challenges in evaluating C4D. However,
research in digital shopping and sustainability is very scarce. The purpose of this
research is to examine the research on the subject, from 2009 until 2018, and to
elaborate a research agenda about digital marketing and sustainability.

Introduction
 Interest is one of the main drivers of the increasing gap between
markets and companies. And one of the most important challenges for
marketing. Digital marketing has transformed the way communicate
and companies manage with their customers and society worldwide.
It is becoming a key and necessary means to face the challenges that
still exist in the eld of marketing. At the same time, sustainability
has transformed into one of the largest challenges for companies since
the beginning of the 21st century, particularly for marketers. The
discussion between marketing and sustainability has been generally
treated by researchers, resulting in the fact that both concepts have
common things to offer each other. Sustainability favours the gathering
of improvements in the supply chain, the differentiation of stocks,
access to aware investors, or a bigger commitment of the employees.
In turn, marketing allows greater behavioural comprehension of the
clients and a tool to inuence society’s attitudes and beliefs. This
paper explores these and other tensions, issues and challenges related
to the effective evaluation of C4D, drawing on our discussions with
C4D and evaluation experts and other recent research. We propose a
range of approaches to overcome these challenges and achieve more
sustainable C4D outcomes then consider some policy implications.

The Current Development Evaluation Context
 Implications for Assessing C4D the increasing complexity of the
development setting since the 1990s poses signi cant new technical
and methodological dif culties for development evaluation,
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including the assessment of C4D. A broader vision of development centred on the Millennium
Development Goals has developed, with a higher emphasis on effectiveness, targets.
 This situation has led to increasing tensions between results-based (accountability) approaches,
and emerging learning-based (improvement and effectiveness) approaches to evaluating
development interventions (Army age 2011). In the former, impacts of complex interventions are
often reduced to simple, cause-effect processes, using log frames, indicators that pre-determine
impacts and outcomes, and methods that often priorities quantitative data. In participatory, contrast,
systems and complexity-based approaches understand social change as emergent, unknowable,
unpredictable in advance, something to learn from and adapt to, that may have contradictory or
negative outcomes.
 A good example of this new evaluation approach is outcome mapping which has shifted from
a centre on assessing the impacts of a program (de ned as changes in state such as reduced
con ict) towards changes in relationships, behaviours, actions and activities of people, groups and
organizations. This approach focuses on the more subtle changes that nevertheless “are clearly
within a programme’s spheres of in uence”.
 Contentious debates are emerging about the limitations and challenges of increasingly dominant
results-based management (RBM) approaches (Conlin and Stirrat 2008). Armytage suggests that
until the challenges of development evaluation are asked: “there will remain a marked ‘evaluation
gap’ between the theory and composition of the Paris Principles on Aid Effectiveness and the
real world of expansion evaluation practice”. RBM and other upward accountability approaches
have many limitations for evaluating C4D. This has signi cant implications for better policies and
systems related to the implementation, planning and evaluation of C4D initiatives.

Tensions, Challenges and Issues in Evaluating C4D
 Our research has identi ed many complex challenges, problems, tensions and contradictions
in evaluating C4D. They are contextual, institutional, structural and organizational and affect the
long-term sustainability and success of social change and development initiatives. Balit (2010a: 6)
points out that both development and communication are political, and this is why “political will
to put into a custom on the part of governments and local governments are often wanting. After
all, allowing poor communities to participate directly issues existing power structures”. A similar
argument can be made about the participation of a wide variety of people in the evaluation of C4D.

Contextual Challenges and Issues
 They can signi cantly affect communication among evaluation participants and travel to making
 eld research, research sites and data collection more time using and dif cult. We experienced
major news and travel problems in the AC4SC project due to the country’s wide cultural and
linguistic diversity, high mountain terrain and poor ways, and short internet access outside the
Kathmandu Valley. Ongoing political instability and discontent in Nepal often involved strikes
that disrupted the transport network. These problems greatly affected  eld research work and
participatory capacity development exercises, which involved program production and M&E staff
from EAN and a network of community researchers based in various regions of Nepal.

Country and Institutional Level Challenges
 Several signi cant barriers have affected the development and implementation of the UN’s C4D
advocacy strategy, including its evaluation and capacity development strategies. Balit (2010a: 4)
points out that C4D is a social process based on dialogue, it is a “soft and social science that has to do
with hearing, building trust and serving local cultures – not easy concepts to understand for policy
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makers and programme managers with a history in hard sciences”. This means that quantitative
and continuing evaluation and planning approaches tend to dominate. However, as Balit (2010b: 2)
notes, “counting and hard data cannot truly capture the complexity of social change processes over
longer periods”. Our consultations found that some UN of ces emphasise the use of quantitative
approaches which are strange to provide the most meaningful and useful data on C4D results. One
of the Expert Panel commented:
 A key issue underlying the dif culties and challenges is that the M&E of C4D (like much other
development) is typically approached in an upright, non-integrated manner, rather than being an
integral part of programmes. An add on, for “M&E experts”. This reinforces the tendency towards
top-down, “expert-driven” approaches and actively struggles against participatory methods (skills
for which the former do not typically have).
 Many organisational challenges also change the sustainability and effectiveness of the evaluation
of C4D. One dif culty in planning and conducting evaluations of C4D was “The need for co-
ordination between central HQ policy workers who want evaluations and  eld team for whom
evaluation is an irritation”. Along with Puddephatt et al. (2009), members in our consultations
for the UN Inter-agency Resource Pack emphasised the need for a long-term, sustained focus
on potential development in evaluation for workers at all levels. However, they suggested that
without the funding, understanding, support and commitment of senior UN directors and donors,
changes to capacity and moves towards greater use of more innovative and participatory methods
and systems are likely to be less successful.

Policies and Attitudes of Management and Funders
Senior managers and funders were seen as requiring an appreciation of the value and quality of

both C4D and evaluation and managed not to support the use of more innovative or participatory
approaches. One Expert Board member identi ed the following as a key challenge:
 The opinions and biases of funders/those commissioning evaluation and research, combined
with a lack of openness to less mainstream, less prescriptive more innovative, and predictable
approaches. Both conceptually and in times of resourcing these processes, an unquestioning “more
of the same” is all too commonplace, despite the suitability and  t with the aims of and values
underlying the particular programme involved.
 Such an assumption is re ected in the lack of adequate funding and resources provided for
the evaluation of C4D. Byrne (2008: 4) highlights challenges with funding innovative evaluation
practice in C4D and the frustrations of common at the  eld level with having to  t their achievements
into externally imposed “SMART” objectives and log frames. Balit (2010a) also points to the
problem of applying participatory processes within the rigid timeframes of log frames and RBM.
Another issue is that evaluation studies often highlight successful C4D initiatives rather than those
who were less successful but could provide valuable learnings, and lack of reporting on the long-
term effects of communication programs (Puddephatt et al. 2009).

Challenges in Managing, Conceptualising and Preparing the Evaluation of C4D
 Analysis of survey replies from our UN Inter-agency Resource Pack meetings identi ed a wide
range of challenges in conceptualising, planning and managing the evaluation of C4D, some of
which we have already noted:

Insuf cient Funding, Time and Means
Comments on this Included
•  Resources needed for research, if possible (which they are usually not) would be super uous

to the scale of the project/programme.
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•  Under resourcing the effort, requiring impact results from what is just “a drop in the ocean”
case study.

•  One UN respondent placed her most important challenge as “Finding the time to design
evaluations for diverse programmes, where each requires specialised analysis”.

•  Also, there was often pressure to “prove” results within a certain timeframe.

Low levels of Skills, Understanding, Capacity or Awareness of Research and Evaluation and
Social Change
Comments Included
•  Uneven understanding of behaviour and cultural change.
•  Few skilled practitioners in many nations to conduct analysis, monitoring and evaluation of

C4D.
•  Weak capacity for evaluation and research ... and inadequate resources to restore nature at all

levels, over a sensible timeframe.

Lack of Capacity to Design and Perform Research and Evaluation, and Lack of Useful
Indicators or baseline Data
Issues Included
•  Weak design of indicators, baseline learning, and conceptual approach to assessing the impact

at the start of implementation.
•  Evaluation is not imagined at the beginning of programmes.
•  Diffuse, long-term and hard-to-measure effects expected from our schemes and programmes.

Numbers are too dif cult for  eld or local staff to apply.

Lack of Importance and Value were given to Research and Evaluation of C4D
Challenges Identi ed Included
•  Convincing decision-makers and project directors that R, M & E of C4D is important.
•  Low level of awareness among allies of nature and value of R, M & E for C4D.
•  Lack of business among programmer governments, artists, other stakeholders in designs and

use of evaluation results.

Attitudes to Evaluation Approaches, Methods and Processes
 Challenges identi ed here indicated problems with the dominance of quantitative methodologies
and giving scant attention to deeper evaluation issues. Comments included: To convince the
contractor that quantitative methodologies will not provide the required data on how peoples’ lives
changed. Only qualitative methodologies which allow people to participate and speak can store
state information about social change. The apparent fascination with methods and tools, to the
neglect of deeper, basic issues like Who is the evaluation for? What is it for? Who are the expected
users of the evaluation? What are the intended uses? H

Challenges in Assessing the Forces and Outcomes of C4D
 Although impact studies have in the past been pretty rare in development since they usually
mean and time-intensive, they are now high on the development agenda. Inagaki (2007) identi ed
a lack of published papers on high-quality impact assessments of C4D. Some of the challenges in
demonstrating the impacts of C4D were aptly evaluated by one of the Authority
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Panel Members in Our Consultations
 Impact is a holy grail; it requires considerable funding and effort to gain credible results because
information impact is challenging. It does not include latrines that have been built, it is about
evaluating changes in how people think and react to issues and contexts, and this can be affected
by many variables.
 Argues that impact assessment of learning and communications for development (ICD) programs
requires “sustained commitment on the part of implementing agencies, from plan design through to
project completion and beyond”. He suggests that donors need to learn and be willing to recognise
“that unexpected and even negative results need to be identi ed and understood; and that impact
evaluation is not about the validation of past decisions but about the development of those that will
be made in futurity” (Souter, 2008: 181).
 Dominant approaches Alternative approaches Tensions and issues Dominance of effective,
higher accountability-based approaches that focus on proving impacts, using linear cause-effect
logic and formal reporting of results. Alternative approaches are not adequately resourced or
maintained and are often critiqued for lacking ‘objectivity’, ‘rigour’ and ‘validity’. A  exible,
holistic, interdisciplinary approach based on ongoing improvement, learning and understanding
takes the complexity of social revolution and the particular context into account and focuses on
outcomes that an initiative can realistically in uence.
 Demonstrating the impact of C4D is complex and dif cult. Dominant approaches discourage
ownership of the evaluation process and learning from the evaluation. Results are often biased towards
positive issues, failures are not captured or learned from, and evaluations are not independent of
donor in uences. The pressure to deliver short-term results within rigid and unreliable timeframes.
This results in a focus on more tangible, short-term moves that are not good indicators of long-term
social change — seen as more important to focus on progress towards long-term social change
and the contribution of C4D. This is a more realistic model of effectiveness and provides practical
recommendations for the implementation of policies and initiatives. Longitudinal studies are
required, but they are costly and one of the most profound challenges in evaluation. Donors are
reluctant to fund them. This means that there is a lack of a strong mark on which to build C4D
research, which fuels scepticism.

Attribution Problems
 Attribution is deemed the “central problem” in impact evaluation (Leeuw and Vaessen 2009:
21). It is a key problem in assessing the impacts of C4D compared to some other development
actions such as polio eradication programs where it can be easier to isolate changes in rates of the
disease in a particular population. The effects and processes of communication can be dif cult to
measure. Balit (2010b: 1) suggests that in some instances, we can think about measuring changes
in “knowledge, behaviour, emotions and access and use of services”. The problem of attribution
remains, given the dif culty of attributing causality. Causality is dif cult, and change is likely to
be due to a whole variety of factors, which in turn act on each other.
 Different factors may become relevant over time. It is often quite dif cult to track and isolate
those related to C4D. This is, in part, due to C4D often being a component of a larger development
initiative that is usually undertaken in collaboration with several partner organisations and involves
a range of media and community-based projects. This presents a particularly dif cult test, because
of the governments of aid, which means that implementing agencies are “often tempted to claim
credit for forces because that is what those they are accountable to want to hear” (Souter 2008:
162).
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 The complexity of assessing the forces of C4D is highlighted by Inagaki (2007: 34-35): ... general
categories such as mass media and interpersonal communication can potentially conceal varying
effects among speci c channels within each mode, such as one-to-one interpersonal contacts versus
group discussion, simulcast media versus printed materials ... different communication channels
interact with one another, and this interaction can form a complex network of communication
effects encompassing multiple, direct and secondary paths of in uence.
 When measured alone, a mass media message may have negligible direct forces, but the
same message can have signi cantly greater impacts when mediated through other channels
of communication, such as interpersonal communication and group discussion. The value of
conventional evaluation approaches that are based on a program remaining static during the
evaluation method needs to be weighed against the bene ts of giving the freedom and  exibility
to C4D initiatives to continually change and respond to changing ideas, settings and environments
and endless feedback. The idea of cause and impact and causal relationships is not very useful here.

Timeframe Issues
 Our research identi ed unrealistic demands, targets and timeframes for the impact assessment
process, with patrons expecting to see measurable results from C4D forces in an unreasonably
short timeframe, most likely learned through measurable pre-set symbols. This can lead to the
creation of “results” that may have little connection with activities on the ground. If social change
is recognised as an emergent, ongoing and complex process, it becomes very dif cult to understand
and demonstrate the impact of a C4D drive through measurable pre-set symbols within a short
timeframe. Impact assessment is usually undertaken immediately after the end of a project’s
implementation. Social change is ongoing; results of interventions often lie in the future, beyond
the immediate project (Souter 2008).
 The main issues here are the timeframe of development funding and reporting demands based
on dominant upward-accountability evaluation approaches. These two factors negatively impact
the likelihood of success, as well as concepts of what constitutes success, and how its strength be
demonstrated. In Inagaki’s (2007: 41) review of 37 studies on the impact of C4D programs, only
four provided any evidence of long-term impacts, “and even among these studies results going
beyond the immediate timeframe of the project are discussed through anecdotal accounts rather
than systematic analyses”.
 Project implementation timeframes are usually too short to be able to assess long-term impacts.
The average time of funding for projects reviewed by Inagaki (2007) was two years, and over half
of the 37 studied had an active project duration of one year or less. Parks et al. (2005) suggest that
evaluating the meaning of Communication for Social Change businesses should look at the short-
term, intermediate and long-term impact. While Skuse (2006: 25) looks out that understanding
the behavioural result of radio programs is “particularly dif cult and can just occur over the long-
term”, he claims that “there is scope to set interim behaviour development notices within ICD
programmes that can and should be evaluated”.
 Souter (2008: 164) proposes that the best way of assessing “lasting and sustainable change” is to
use longitudinal education “undertaken some time (six months, two years,  ve years) after project
closure”. However, he notes that the objection of donors to fund such studies is a critical problem
in cities like ICD “where there is no strongly con rmed evidence base of experience on which to
build” (Souter 2008: 164).
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Strategies to Overcome the Hurdles and Key Trends in C4D Evaluation
 The following new conceptualizations of evaluation and changes in evaluation practice have
signi cant implications for understanding and evaluating C4D
•  Evaluation is seen as an ongoing learning and organizational improvement method.
•  There is a shift from proving impacts to developing and improving initiatives.
•  The use of evaluative processes to support the development of innovations.
•  A shift from external to internal and community accountability (Lennie and Tacchi, 2013).

These shifts respond in meaningful ways to the dif culties and issues outlined above and help
to provide an environment for C4D evaluation practices that are presently supportive of better
development planning and practice at all levels. For example, shifting to a greater focus on
improvement highlights the value of focussing on progress towards long-term social change
and the contribution made by C4D, as opposed to attempts to measure and attribute impact.
Other key strategies that can help to overcome the challenges and issues identi ed above and
achieve more sustainable C4D outcomes are outlined below.

Highlight the Value of Creative and Innovative Approaches to Evaluating C4D
A key  nding from our UN consultations was that more openness, freedom and  exibility is

needed in the selection and use of various evaluation methodologies, approaches and methods
to ensure that they are appropriate and  t the aims of the C4D initiative. Innovative and creative
participatory approaches, such as developmental evaluation (Patton 2011), ethnographic action
research (EAR) (Tacchi et al. 2007) and the Most Important Change technique (Davies and Dart
2005), can foster new understandings of local problems, facilitate community engagement and
dialogue and individual and population change. We consider these approaches highly relevant and
effective for the evaluation of C4D.
 Creative processes such as digital storytelling, drawing pictures and maps, and photovoice
techniques are also important. They are frequently used in different stages of development
research and evaluation as essential components of ethnographic and participatory action analysis
methodologies (Liamputtong 2007; Rattine-Flaherty and Singhal 2009). The feminist Nicaraguan
C4D foundation Puntos de Encuentro (Lacayo 2006), which used  exible and creative methods to
achieve and evaluate its programs, is a good example of innovation, as is developmental evaluation,
EAR and the participatory M&E approach used in AC4SC. All of these examples used mixed
methods, innovative, participatory approach to research and evaluation.

Use a Rigorous Mixed Systems Evaluation Approach
Rules and complexity approaches highlight the need for methodological pluralism. Midgley

(2006) notes that this is important to producing a  exible and responsive evaluation approach,
which is required in the evaluation of C4D interventions. Our UN interviews found that 80% of
UN respondents and 79% of Expert Panel respondents re ected a mixed-methods approach “very
important” in their work. A pragmatic, mixed-methods approach can present a fuller and more
realistic picture of social change, shed light on many issues, and increase the strength and rigour
of evaluation  ndings. It can capture different perspectives, is suitable for exploring complex
situations and problems, can help to provide detail about local connections, and can facilitate the
collection of sensitive information and the inclusion of hard to reach groups (Bamberger et al.
2010).
 A mixed-methods approach allows us to select from a broad range of methodologies and methods,
producing exactly the kind of  exibility that is needed in the evaluation of C4D. While many
development agencies have used mixed-method evaluations for several times, they have taken a
somewhat ad hoc approach, and resources have normally not been available to increase their rigour



National Conference on “Modern Marketing in Digital ERA”

210

(Bamberger et al. 2010). A participatory, mixed-methods approach also requires a wider variety of
skills and knowledge to use effectively than standard evaluation approaches. This highlights the
need to improve capacities and resources to more effectively undertake mixed methods evaluations
of C4D.

Implement Long-Term, Holistic Evaluation Capacity Development at All Levels
 There are many bene ts in strengthening capacities in evaluating C4D among staff and
stakeholders at all levels. A holistic approach to evaluation capacity development can increase
the sustainability of C4D organisations and initiatives. This is a long-term approach that focuses
on the development of organisations as a whole, rather than individual staff members (Horton et
al. 2003). It needs a shift in how both evaluation and potential development is approached and
experienced. The aim here is to develop organisations that continuously learn from success and
mistakes, improve their practices, respond effectively to complex and rapidly changing contexts,
and incorporate local change and ideas into the process (Hay 2010; Horton et al. 20)
 Institutionalising evaluation, receiving an evaluation culture within organisations at all
levels, and building the evaluation capacities of staff and stakeholders improves the quality of
the evaluation, knowledge about evaluation and its role in the learning process, and C4D design
and outcomes. However, as Pearson (2011) found in her work on a long-term space development
project in Cambodia, there are many challenges and points of resistance that need to be identi ed
and overcome. Strategies for overcoming these challenges include empowering local workers and
cities involved in development projects.

Implement our Recently-developed Framework for Evaluating C4D
 Another key strategy for addressing the challenges and issues of evaluating C4D is to implement
our framework for evaluating C4D (Lennie and Tacchi 2013; Tacchi and Lennie 2014). Given its
open,  exible and pluralistic approach, it can help to bridge the divide between upward accountability
and learning-based approaches to the evaluation of development initiatives (Lennie and Tacchi
2014). Our framework aims to assert and demonstrate the value, rigour and appropriateness of
alternative approaches to evaluation. It is based on concepts and principles derived from systems and
complexity theory, action research, feminist and gender-sensitive evaluation methodologies, new
approaches to social change, and holistic approaches to community development, organisational
change, and evaluation capacity development. These approaches promote ongoing learning from
and continuous listening to a broad diversity of participants and stakeholders. This framework
proposes ways of critically thinking about the evaluation of C4D and suggests how to go about
it. It consists of seven key, inter-related components – participatory, holistic, complex, critical,
emergent, realistic and learning-based and principles that inform each component.
 The framework  ts most comfortably within a holistic approach to development based on
systems and complexity thinking, which is increasingly seen as important to the development and
its evaluation (Miskelly et al. 2009; Ramalingam et al. 2008). It takes a participatory,  exible,
mixed-methods approach to research and evaluation, and incorporates action learning and a critical,
realistic, road to social change and evaluation. It advocates paying attention to power relations, a
difference (such as gender, age, ethnicity and education levels) and social and cultural norms in
the process of researching and evaluating C4D. It emphasises people, relationships, processes, and
principles such as inclusion, open communication, trust and continuous learning. This approach
can help to reinforce the case for effective two-way communication and dialogue as central and
vital components of participatory forms of development and evaluation that seek positive social
change.
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Implications for C4D Policy
 The challenges and issues outlined above have several signi cant policy implications for C4D
and communication for social change. They include policies related to use of a broader range
of evaluation approaches; providing suf cient time and resources for evaluations and evaluation
capacity development; creating evaluation cultures within development organisations; and new
understandings of accountability. More openness, freedom and  exibility is needed in the selection
and use of different evaluation approaches, methodologies and methods to ensure that they are
appropriate and match the appropriate aims of the C4D initiative (Byrne and Vincent 2011).
 This requires a more open-minded approach to evaluation that draws on participatory and
innovative methods that are more suited to the evaluation of C4D and can increase community
inclusion, participation and empowerment. This process involves considering the strengths and
limitations of all evaluation approaches, methodologies and methods, including participatory
approaches. Addressing the dif culties and issues, we have identi ed also requires that those
implementing C4D initiatives are given suf cient budgets and time for evaluation, including for
longitudinal studies that identify expected, unexpected, positive and negative outcomes. There is
a clear need for more supplies and support for evaluation capacity development at all levels, from
grassroots to management.
 This requires a holistic strategy that aims to develop learning organisations that continuously
improve their M&E practices and capacities, and can contribute to improving effective policies,
strategies and initiatives that better address complex development goals. While the leadership of
senior management is important to promoting organisational change towards an evaluation culture,
Raeside (2011: 101) stresses the importance of staff understanding their power to create money
and the need to empower staff to act on the information they gain from constantly interacting
with communities. Raeside (2011: 101) argues that “If these staffs are not empowered to act on
this knowledge, it is unlikely that real power transformation will occur at this level, or that this
information will ever trickle into mainstream development debates”. This implies that organisations
need to empower local M&E and C4D staff to act on the knowledge, shrewdness and feedback
obtained from their regular interactions with people at the community level, including those who
could be great catalysts for social changes.
 We have noted the recent change from evaluations being mainly based on upwards, external
accountability to donors, to greater stress on internal, personal and downwards, community-level
responsibility. David and Mancini (2011: 245) observe that over the last decade there has been
an increased focus on responsibility to primary stakeholders, accompanied by experimentation
with “participatory methods that address issues of power, authority and rights and open up new
frontiers of enquiry, learning and understanding of change”. Likewise, Jones (2011: ix) comments
on the development of innovative systems for feedback and increasing emphasis on transparency
and accountability in development interventions. These new understandings of accountability have
signi cant suggestions for evaluation reporting policies and practices in this  eld, including the
business of effective two-way communication and feedback systems that can improve the success
of participatory evaluations.

Conclusion
 This paper has highlighted signi cant tensions, challenges and issues related to the effective
and rigorous evaluation of C4D. We highlighted growing tensions between dominant results-based
(upward accountability) approaches and emerging learning-based (improvement and effectiveness)
approaches to evaluating development interventions. Our research has identi ed numerous
contextual, structural and institutional challenges, issues and barriers, including problems with
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communication, attitudes towards C4D and evaluation, and with conceptualising, training and
planning the evaluation of C4D. We found a lack of skills and capacities in both evaluation and
C4D, and a lack of appreciation, funding and assistance for alternative evaluation approaches that
are more appropriate for the evaluation of C4D, compared with dominant RBM approaches. There
are many challenges in assessing the impacts and outcomes of C4D, given the complexity of social
change, dif culties with attribution and the unrealistic demands, targets and timeframes that are
often imposed by donors. We proposed various strategies that can help to address these challenges
and issues, including highlighting the value of creative and innovative approaches to evaluating
C4D. This can be achieved through examples such as AC4SC and Puntos de Encuentro, which
both applied a participatory, mixed methods, learning-based approach to program development and
evaluation.
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Abstract

Agriculture is the predominant occupation of more than one third of the population
in India. They are engaged directly or indirectly in the agricultural activities.
Indian economy is well supported by the development of agricultural sector. The
contribution of Indian agricultural sector to the Gross Domestic Product of the
country is highly signi cant. The agricultural products are much commercialized
as the demand of these products has been constantly increasing with the growth of
the population.  Owing to the gap between demand  and supply, the marketing of
agricultural products needs to be regulated. The regulation of agricultural marketing
has been focused by every country. It is  mainly due  to the control  of the practices
of middlemen. They make themselves a part of the agricultural products supply
chain and cause the hike in the price of products. The farmers do not get fair prices
for their products while the consumers have to pay higher prices for agricultural
products. The  difference between cost and price seems to be even greater than the
cost. In the past,  the farmers have sold their products to the consumers directly.
Therefore, the farmers were able   to get reasonable prices  and the consumers were
also  bene ted with lesser amount  payable  for these products.

Introduction
 There have been number of transactions or operations for
exchanging  agricultural goods from the manufacturer to the
consumer. The vital marketing functions involved are: buying,
assembling, preparation for consumption and distribution. The
demand  for  the  product at the time of sale and the availability of
storage determine the sale of agricultural products.  The farmers sell
the products  either directly in  the  market or  they keep the products
in storage till the demand arises. Certain products are sold as it is
gathered from the  eld or it may be cleaned, graded and processed
by the farmer or the merchant of  the  village.  Sometimes processing
is done because consumers want it, or sometimes to  conserve  the
quality of that product. The task of distribution system is to match
the  supply  with  the  existing demand by whole selling and retailing
in various points of different markets like primary, secondary or
terminal markets.
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 In many cases, the farmers have to sell the products to the moneylenders from whom they have
borrowed the loans. Local village traders also buy the products directly from the farmers. Apart
from these modes of sale, the products are also sold in others ways. Weekly village market in and
around the village of the farmers has been the  major place  of  sale  for the agricultural products
of the farmers. If these outlets are not available, then produce might  be sold at irregularly held
markets in a nearby village or town, or in the mandi. In India, there are several Central Government
Organizations, which are involved in agricultural marketing like, Commission of Agricultural
Costs and Prices, Food Corporation of India, Cotton Corporation of India, Jute Corporation of
India, etc. The specialized marketing bodies are available for rubber, tea, coffee, tobacco, spices
and vegetables.
 It is to be noted that around 70 per cent of the people are dependent on agriculture for their basic
income. Earlier the farmers were concerned about the sale of their produce due to low quality.
The Royal Commission on Agriculture found that there  weren’t  enough  marketing activities
carried on by the farmers and suggested the formation of  regulated  markets and accordingly
various market committees were incorporated. Regulated markets  aim at the development of the
marketing structure to ensure remunerative  price to the farmers; reduce non-functional margins of
the traders and commission agents; and narrow down  the  price  spread between  the  producer and
the consumer. To achieve  these objectives, the government  has  made  comprehensive  and  rapid
expansion  of  regulated  marketing systems. Besides, the regulated marketing system has proved
as a good source of generating income for the marketing boards and for use in rural infrastructure.
The  rst attempt for the regulation of markets in India dates back to 1897, when the Berar Cotton
and Grain Markets Law was passed to purge marketing of many of its abuses. Since then various
acts, rules and laws have been passed, and many committees and commissions have been appointed
for facilitating and promoting the growth of regulated markets all over the country.
 Regulated market is a wholesale market where buying and selling is regulated and controlled
by the State Government through the market committee.  It aims at the elimination  of  unhealthy
and unscrupulous  practices reducing marketing charges and providing facilities  to producers and
sellers in the market. The prevalence of various malpractices such as short- weights, excessive
market charges, unauthorized deduction, adulteration of produce and the absence of machinery to
settle disputes between sellers and buyers were recognized  as  the main hindrances in agricultural
marketing. These defects and malpractices can be recovered by the establishment of regulated
marketing their country may be regulated either by local bodies or under state legislation was
suggested  rst in 1928 by the Royal Commission on Agriculture. The movement of regulation of
market gained momentum only after 1930. The Bombay Agricultural Produce Market Act of 1939
was passed in respect of all agriculture produces viz., cereals,  bres, fruits, etc. Regulated markets
are established under  the  provisions of the Agricultural Produce Marketing Committee Act of
state governments.

Market Committee
 Market committee is constituted in regulated markets with representatives from  different sectors
of society. The members of the market committee include farmers, traders, government  local
bodies and co-operatives.  A  market committee  is  generally constituted  by 15  members  viz.,  10
from  farmers,  3  from  traders  and  1  representative  each  from  the government and local bodies.

Area of Operation of Regulated Market
 The area of operation of regulated market is determined by the State Government in its noti cation
in the of cial gazette. The area of operation denotes the boundaries or jurisdiction where the
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concerned regulated market can extend its operations. The size  of area  of operations would vary
from one regulated market to another depending  upon  the  cultivation area, crops planted, number
of farmers, merchants, etc. The area of operation may  be con ned within a municipal limit or
district or a region.

Methods of Sales
 The main purpose of regulated markets is to support the farmers in marketing their goods for
reasonable prices. The agricultural products are  sold  in  the  regulated  markets either by open
auction or by close tender method. Under these methods of sales, a fair and competitive price for
the produce is ensured and the cheating of farmers by market  functionaries is prevented. The sale
of agriculture produce in regulated markets is carried out under the supervision of an of cial of the
market committee.

Licensing of Market Functionaries
 It is mandatory that the market functionaries of the regulated market should obtain license from
the market committee to carry on their business. The bylaw of the market committee provides for
the procedure of maintaining the records and accounts by the licensed traders.

Market Levies or Fees
 The market committee levies certain charges or fees for the farmers for trading in the regulated
markets. These levies are calculated on the basis of value or  volume  of  a  commodity bought and
sold in the markets. Cartload or truckload levy is also made on certain commodities.

Statement of the Problem
The purpose of state regulation of  agricultural  markets  was to protect  farmers from the

exploitation of intermediaries and traders and also to ensure better prices and timely payment for
their produce. Over a period of time, these markets have, however, acquired the status of restrictive
and monopolistic markets, providing no help in direct and free marketing, organized retailing and
smooth raw material supplies to agro-industries. Exporters, processors and retail chain operators
cannot procure directly from the farmers as the  produce  is required to be channelized through
regulated markets and licensed traders. There is, in the process, an enormous increase in the cost
of marketing and farmers end up getting a low price for their produce. Monopolistic practices and
modalities of the  state-controlled  markets  have  prevented private investment in the sector. Post-
harvest losses on fruits and  vegetables  increase due to varied reasons like lack of storage facilities,
lack of adequate  transport  facilities and perishable nature of fruits and vegetables.
 Farmers face so many dif culties while marketing their produce. The farm problem is usually
associated with unstable and relatively low farm price and thereby low income. Agricultural output
comes from many small units operated independently.  The  production to  a great extent depends
on monsoon condition. Today the lack of ef cient modern regulated markets and the existing
marketing problems faced by the farmers are the reason for the low market arrivals of agricultural
produce in the regulated markets and low production of farm yields. The Madras Agricultural
Produce Market Act had provided number of sections regarding the facilities and services in the
regulated markets but in actual practices most of them are missing. Still some of the regulated
markets are functioning well. Regulated markets are established with the prime objective of
bene ting the farmers through better price and fair market  practices  deleting  malpractices.  Some
of  the  farmers  sell  food  products  through regulated markets and  rest  of  the  products  are  sold
to  the  village  traders.  Moreover as  per regulations,  brokers are not permitted in the regulated
markets but still they act on behalf of  the traders. The farmers also had a tough time because of
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price   uctuations,  poor  storage, lack of information, unauthorized deductions, etc. Because of
these numerous problems prevailing in the regulated markets the researcher made an attempt to
study this topic. This study is undertaken in order to answer the following queries:
1.  What could be the reason for the sale of products in the regulated markets?
2.  What are the problems in storing the products in godowns?
3.  To what extent the farmers are satis ed with the facilities / amenities provided by the regulated

markets?
4.  What are the problems encountered by the farmers in the regulated markets?
 This study attempts to bring out the various aspects of the functioning and growth of regulated
markets in the selected districts – Salem, Erode and Namakkal. It shows the evaluation of the
performance of  regulated markets and analysis of factors which determine  the effective performance
and inter-relationship among them.

Objectives of the Study
 The present study aims at making an assessment on the working of the regulated markets in the
selected districts. The following are the broad objectives of the study:
1.  To know the functions of Regulated markets in India.
2.  To examine the established marketing practices of the select regulated markets.
3.  To assess the level of satisfaction of the farmers  towards  working  of  regulated markets in the

select districts.
4.  To identify the problems faced by the farmers in the regulated markets of the select districts.
5.  To offer suitable recommendations for the ef cient functioning of agricultural regulated

markets in the select districts.

Hypotheses of the Study
The following hypotheses have been formulated for the present study:
1.  The demographic variables have no signi cant in uence on the sale of product  after harvest –

immediate sale and delayed sale.
2.  The  demographic variables do  not signi cantly in uence the way of transportation of products

to the markets.
3.  The relationship between demographic variables of the  respondents  and  dif culties faced by

the farmers in transporting the products is not signi cant.
4.  There is no signi cant association between demographic variables and opinion on the overall

performance of agricultural regulated markets.
5.  The demographic variables do not have signi cant relationship with the problems  in storing

products in the godowns.
6.  The level of satisfaction of farmers has not been signi cantly in uenced by the demographic

variables.

Scope of the Study
 This study is undertaken to measure the performance of  Agricultural  Regulated Markets in
select districts of Tamil Nadu. The study will  provide  the details  regarding  the sale of products
in regulated markets, reason for immediate and delayed sale of agricultural products, problems
in storing the products in godowns, satisfaction of farmers on facilities / amenities provided
by regulated markets, satisfaction on overall performance of regulated markets and problems
encountered by the farmers in marketing products in agricultural regulated markets. The scope of
the study is con ned to select districts – Salem, Erode and Namakkal.
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Importance of the Study
 The select districts – Salem, Erode and Namakkal are predominantly agricultural oriented
districts. The agricultural produces of these districts are  mainly  sold  through regulated markets.
The Farmers of these districts are dependent on regulated markets for the sale of their produces. The
working of regulated markets and the practices to be followed are the prime focus of the farmers.
They expect that they could sell  their produces for reasonable prices and with fair practices at the
regulated markets. Their expectations and requirements could be ful lled if the performance of
regulated markets is good. Hence, this study has focused to examine the working of agricultural
regulated markets in select districts and this study would provide necessary facts to the farmers and
the performance of regulated markets could be improved in a better way.

Research Methodology
 This study is systematically organized with scienti c all analyze the data. Both descriptive and
inferential analyses have been simultaneously employed to derive  results with  a view to ful ll the
objectives of the study.

Pilot Study and Pre–Testing
 The data required for analyzing the performance of agricultural regulated markets in select
districts of Tamil Nadu has been collected by interview schedules. At the point of inception a pilot
study was conducted and pre test was also conducted with a well de ned interview schedule.
 The main aim of the pilot study is to check the feasibility and reliability of the  interview schedule
which is used as a main tool of analysis. A tentatively well framed  interview schedule was used
to conduct interview with 60 respondents from  three  districts. The  responses  obtained  were
systematically  transformed  into  the  data  base  with  suitable numerical coding. The Cronbache’s
Alpha method is applied on the primary responses and found that the reliability of more than 0.75
was observed. This shows the high reliability of    the interview schedule circulated among the
respondents. It is concluded that the interview schedule so framed is highly suitable in ascertaining
the responses from the respondents.
 Further, many a time it is not possible to examine every item in the population, and sometimes
it is possible to obtain accurate results by studying only a  part of total population.  In such cases
there is  no utility of  census survey. Under census method,  each and every unit of the population
or universe is studied. Census method will give more representatives,  accurate and reliable results.
Since it involves enormous amount of time and money, this method was not used in this research.
 Pretesting is a method of checking that questions work as intended and are understood by those
individuals who are likely to respond to them. However, detailed reports of appropriate methods
to undertake pretesting are currently underrepresented within  the literature. This documented
approach to pretesting proved a vital stage in the  scale development process, without which the
item problems detected would have carried forward into the statistical analyses.

Sampling
 Instead of obtaining information from each and every unit of  the  universe,  only a small
representative part is studied and the conclusions were drawn  on that  basis  for  the entire universe
or whole population. Hence, in this research sampling method was used for collecting data. For this
research Proportionate Strati ed random sampling is used for  collecting the data as the region wise
population size exist.
 The respondents from the 3 districts are the sampling units. Each District is treated as strata
(Homogeneous sub groups or sub population). The sample size of  the  study  is calculated  with
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the  margin  of  error  of  5 %  and  95 %  con dence  level.  The con dence level explains  the
extent  of  conformity  of  the  results.  It  is  expressed  as  a  percentage and represents how often
the true percentage of the population who would pick an answer lies within the con dence interval.
The 95% con dence level means the results can  be  95% certain. Here the researcher used 95%
con dence level and the sample size is calculated as 410 for the population size of 2050. Further
from each stratum the sub sample size  is  calculated proportionately.
 Required Sample size for Group = SS
 1  SS  1
 N
 Z 2  * p(1  p)
 Where Sample size = C 2
 Z = Standard normal value = 3.85 for 95 % con dence P = Percentage picking a choice normally
0.5, C = Level of signi cance = 5 % =0.05
 Therefore the minimum sample size = 3.85 * 0.5(1-0.5)/0.05 = 385.
 It is decided to take a sample of 20 per cent from each district of the population as detailed
below:

Table 1.1 Sample Size
Districts Market Population Sample

Salem 1 638 128

Erode 3 921 184

Namakkal 3 491 98

Total 7 2050 410

Instruments for Data Collection
 One of the main research instruments for collecting primary data  is  interview  schedule.
Interview method helps in ful lling several purposes, like measurement, descriptions and drawing
inferences. The primary data is collected through the well framed interview schedule comprising
optional type and Likert’s  ve point scales.

Sources of Data
 The primary data and the secondary data are the two types of data that are generally used in a
research study. The Primary data refers to  the   rst  hand information collected by  the investigator.
Such data is original in character and is generated in a large  number  of surveys conducted,
mostly by government and also by some individuals, institutions and research bodies. There are
also several methods of collecting primary data  like  survey  method, observation method to name
a few.  In this study,  survey method is used to collect   the primary data through a well designed
interview schedule.
 In this method, the researcher makes personal contacts with the informants either directly or
indirectly and collects the required data.  As the  researcher is personally involved   in collecting
data, the information is more reliable and accurate.

Statistical Tools Used
 The study results were analyzed by using various statistical tools. The data collected from the
respondents were analyzed and presented  in the form of tables. Charts have been  used at various
places as a statistical tool. The results are compared and analyzed by using descriptive analysis and
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inferential analysis. Various statistical tools like non parametric freedman test, Garrett Ranking
technique, chi-square  test,  average  score  analysis, independent sample t test, multiple regression
analysis and structural model analysis were    used appropriately.

Descriptive Analysis
Descriptive analysis, also termed as percentage analysis, was used for each question contained

in the interview schedule mainly to ascertain the distribution of respondents under each category.
Diagrams and charts are mainly used for clear understanding of the data collected in pictorial form.
Pie-charts and bar charts were used for this purpose.

Limitations of the Study
1. Four hundred and ten respondents were interviewed to examine the performance of the

regulated markets.  In view of the time and money constraints it  was  not possible  to contact
more than selected number of respondents.

2.  As the study is based on the primary data the accuracy depends on the corrections of  the
opinion given by the respondents.

3.  The study re ects the performance of the selected regulated markets only. Hence, the results
arrived at from the study may or may not be applicable to other districts.

4.  As the farmers do not maintain detailed accounts of farm operations, the informations gathered
from their memory only. Necessary errors veri cations were made to reduce the biased
information, wherever doubts arose.

Conclusion
 The performance of agricultural markets in Salem, Erode and Namakkal Districts has been
analyzed in this study. The reason for sale of goods in the regulated markets, problems faced by
the farmers in marketing the products in regulated markets, level of satisfaction of farmers towards
facilities / amenities provided by regulated markets and overall performance of regulated markets
have been analyzed in this study. The results of the study reveals that farmers preferred to sell
their products in the regulated markets for getting reasonable prices. In these regulated markets,
the performance with reference to higher  price has been found to be good. The problems faced
by the farmers in storing and marketing the goods in regulated markets have been identi ed and
it is understood that lack of adequate storage facilities and transportation facilities have been the
most affecting problems of the farmers. It is strongly recommended that ensuring required storage
facilities and transportation facilities would improve the performance of the regulated markets.
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Abstract

In this invited paper, the imperative growth of the internet, ef ciency of technology
have impacted every industry. The different level of retailers must provide a
competitive advantage to cope up with upcoming generations according to their
taste and preferences. This may contain a need and importance for their well
growth. The four levels of distribution of products make everyone in a comfort
zone to receive their desirables. It contains several characteristics which highlight
channel marketing. The only person who understands the tastes and preferences of a
customer can make a wonderful output in his product and also makes a huge pro t.

Introduction
 A marketing channel is the organizations, people, and activities
necessary to transfer the possession of goods from the point of
production to the point of exhaustion. It is the way products get to the
end-user, the consumer; and is also known as a distribution channel.
A marketing channel is a useful tool for management and is crucial
to building an effective and well-planned marketing strategy.
 Marketing channels are the most complex phenomena encountered
in the study of marketing. They encompass elaborate behavioral
systems that usually involve many decisions makers and often
extend over a wide geographical area. One aspect of the methods is
their constants interaction they lead, there follow, they control, the
con ict, they co-operate.

De nition of Channel Marketing
 Dr. Philip Kotler de nes marketing as “The Science and Art of
creating, exploring, and giving value to satisfy the needs of a target
market at a pro t. Marketing knows unful lled needs and desires.
It de nes, types and quanti es the size of the identi ed market and
the advantage potential. It pinpoints which segments the business is
capable of serving best, and its designs and promotes the appropriate
products and services.”
 According to the American Marketing Association (AMA) Board
of Directors “Marketing is the activity, set of organizations, and
processes for creating, delivering, communicating, and exchanging
offerings that have value for customers, clients, partners, and society
at large.”
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 According to William J Stanton, “ A channel of distribution for the product is the route taken by
the title to the goods as they move from producer to the ultimate consumer or industrial user.”
 According to Cundiff, Still and Govani, “Marketing channel is the distribution network through
which producers produce  ow to the market.”

Channel Objectives
•  To ensure the availability of products at the point of sale.
•  To build the channel member loyalty.
•  To stimulate channel members to put greater selling efforts.
•  To develop managerial ef ciency in the channel organization.
•  To identify your organizations at the buyer level.
•  To have an effective and ef cient distribution system, to make your product and services

available.

Nature and Importance of Channel Marketing
 Few producers sell their goods direct to the  nal users. Instead, most use mediators to bring their
products to market. They try to forget a marketing channel a set of interdependent organizations
that help make a service or stock available for use or consumption by the consumer or business
user. A company’s channel decisions directly affect all other marketing decision. Pricing depends
on whether the company works with national premium chains, uses high-quality specialty stores,
or sells directly to consumers via the Web. The  rm’s sales force and communications decisions
depend on how much persuasion, training, motivation, and support.
 Thus, intermediaries play an important role in equalizing supply and demand. In making products
and services available to consumers, channel members add value by bridging the major time, place,
and possession gaps that divide goods and services from those who would use them. Segments of
the marketing channel perform many key functions. Some help to complete transactions:
•  Information: Gathering and distributing marketing research and intelligence information about

forces and actors in the marketing environment needed for planning and serving exchange.
•  Promotion: Developing and spreading effective communications about an offer.
•  Contact: Finding and communicating with proposed buyers.
•  Matching: Shaping and providing the offer to the buyer’s needs, including activities such as

grading, manufacturing, assembling, and packaging.
•  Negotiation: Reaching an agreement on cost and other terms of the offer so that ownership or

possession can be transferred. Others help to ful ll the completed transactions:
•  Physical distribution: Transporting and storing goods.
•  Financing: Acquiring and using funds to satisfy the costs of the channel work.
•  Risk-taking: Assuming the risks of carrying out the channel work. And a new item that has

been added to the list of functions to be performed within the supply chain is environmental
sustainability.

Types of Channel Marketing
 The goods are when produced by the company it starts to move from Manufacturer to Wholesaler
and maybe a Retailer or Consumer directly; this is depicted by the picture.
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Types of Channel Marketing Contains Four Sectors That are as Follows
Producer → Customer (Zero-level Channel)
 The producer sells the goods or gives the service directly to the consumer with no involvement
with a middle man such as an emissary, a retailer, a wholesaler, an assistant, or a reseller. The
consumer goes directly to the farmer to buy the product without going through any other channel.
This type of marketing is most useful to farmers who can set the prices of their stocks without
having to go for the Canadian Federation of Agriculture. Typically, goods are that employed by a
smaller segment of the market in uences producers and, therefore, goods that are provided in the
response on the order of a few consumers are taken into account. Normally the goods and services
of this channel are not utilized by large market segments. Also, the price of goods is subject to
signi cant  uctuations.

Producer → Retailer → Consumer (One-level Channel)
 Retailers, like Target and Walmart, buy the product from the manufacturer and sell them directly
to the consumer. This channel works best for entrepreneurs that produce shopping goods like shoes,
furniture, clothes, toys, and tableware. Since customers need more time with these items before they
choose to buy them, it is in the best care of the manufacturer to sell them to another user before it
gets into the hand of the customers. It is also a good plan to use another dealer to get the product to
the end-user if the farmer needs to get to the market more speedily by using an established network
that already has brand loyalty. By the form of the retail property, operators can be an independent
business, owned by a different owner or to engage in the direct network. Mediators are essential
and useful due to its professionalism, an ability to offer products to the target market, using their
connections in the experience, industry, the advantages of specialization and the high quality of
work. The fact suggests that manufactories produce general goods and products but limited in its
assortment and merchandise. However, consumers seek broader collection in lesser quantities.

Producer → Wholesaler → Retailer → Customer (Two-level Channel)
 Wholesalers, like Costco, buy the products from the producer and sell them to the customer. In
this channel, consumers can buy stocks directly from the wholesaler in bulk. By buying the items
in best from the wholesaler, the prices of the product are reduced. This is because the wholesaler
takes away extra costs, such as service costs or sales force prices, that customers usually pay when
buying from retail, giving the price much cheaper for the consumer. However, the wholesaler does
not always sell directly to the consumer. Sometimes the wholesaler will go through a retailer before
the product gets into the hands of the consumer.



National Conference on “Modern Marketing in Digital ERA”

224

 Each dealer will be looking to make a decent pro t margin from the product. So each time the
buyer purchases the merchandise from another source, the price of the product has to increase, to
maximize the pro t each person will receive. This raises the price of the product for the end-user.
Due to the simultaneous and joint work of wholesaler and retailer, a trade can only be bene cial
if; a market is situated on a larger area, the supply of goods and products is carried out small but
urgent consignments, it can be cost-effective and pro table by supplying bigger consignments to
fewer customers. Industrial factories are in the seek of using bene ts of mass production to produce
and sell big lots while retailers look and prefer purchasing smaller consignments. This method for
plants could lead to instant traf c, high ef ciency, and cost-effectiveness.

Producer → Agent → Wholesaler → Customer (Three-level Channel)
 This distribution channel involves more than one delegate before the product gets into the hands
of the consumer. This salesman, known as the agent, assists with the negotiation between the
manufacturer and the seller. Tools come into play when the farmers need to get their product into
the market as quickly as possible. This appears mostly when the item is perishable and has to get to
the market fresh before it begins to rot. At times, the agent will straight go to the retailer with the
goods or take an alternative route through the wholesaler who will go to a retailer and then  nally
to the consumer.
 Cooperation normally occurs when parties, in special, the last channel of marketing chain of
distribution meet. Because producers, agents, retailers, and customers of this channel aid each
other and bene t from each other. Their cooperation generates a greater output in terms of further
pro tability, by discernment and exploring newer markets of sales and building a better business
relationship. The participants of distribution channels must have knowledge and experience not
only for the effective maintenance of target segments but also to maintain the competitive advantage
of the manufacturer.

Factors Determining The Choice Of Distribution Channels Marketing
 Channel marketing contains some factors for the ef cient transport of goods. Hence these four
factors should be considered before deciding whether to opt for the direct or indirect distribution
channel.

Market Characteristics
 This includes the number of customers, their geographical buying habits, location, tastes and
capacity and frequency of purchase, etc.
•  Direct channels de ne where people could buy their products in their local area, which nearby

for their convenient.
•  In cases of consumers being geographically dispersed or residing in a different country,

manufacturers are suggested to use Indirect channels.
 The taste of the customers is also the choice of distribution of channels. If consumers expect
to buy all their necessaries in one place, selling through retailers who use product assortment is
preferred. If control time is not an issue; if the demand isn’t that high, the size of orders is large or
if there’s a concern of piracy among the consumers, direct channels are suited.

Product Characteristics
 Product cost, perishability, technicality, and whether they are standardized or custom-made play
a major role in selecting the channel of delivery for them.
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 Perishable goods like vegetables, fruits, and dairy products can’t afford to use longer channels
as they may perish during their transit. Producers of these goods often opt for direct or single-level
channels of distribution. Whereas, non-perishable goods like toothpaste, soaps, etc. require longer
channels as they need to reach customers who reside in areas which are geographically diverse.
 The per-unit value of the product also decides whether the product is sold through a direct
channel or an indirect channel. If the unit price is high like in the case of jewelry, direct or short
channels are used, whereas products like detergents whose unit value is low use longer channels of
distribution.

Competition Characteristics
 The choice of the marketing channel is also affected by the channel selected by the competitors
in the market. Usually, the  rms tend to use a similar channel as used by the competitors. But
some  rms, to stand out and appeal to the consumer, use a different distribution channel than
the competitors. For example, when all the smart phones were selling in the retail market, some
companies partnered with Amazon and used the scarcity system to launch their smart phone as
Amazon exclusive.

Company Characteristics
 Financial strength, management expertise, and the desire for control act as major factors while
deciding the route the product will take before being accessible to the end-user.
 A company having a large number of funds and good management expertise suf cient can create
the distribution channels of its own, but a company with low  nancial stability and management
expertise has to rely on third-party distributors.

 This picture depicts that the product, price, place, the promotion gives an extra attractive to a
product.

Conclusion
 The population of today’s world has increases the buyers and sellers of the products. Regarding
this, the middleman for transferring of goods from manufacturer to the consumers smoothly and
they also make service after its delivery for certain products. The technology development in this
decade made everything very easy.
 In our view, the channel of distribution is very important for one company to get and maintain
its reputation in public. Channel marketing determines the price of the product. And now, this may
be controlled by Goods and Services Tax introduced by our Government.
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Abstract

Content marketing is a form of selling focused on creating, publishing, and
distributing content for a targeted audience of On line.
• To Attract attention and generate leads
• To Expand their customer base
• To Generate or increase online sales
• To Increase brand awareness or credibility
• To Engage an on-line community of users
There will always be steps and process through which you have to go to active your
goals and targets. You simply cannot hope to achieve your goals and targets by not
doing anything or hoping that someone else will do it for you.

Introduction
Content Marketing
 Content marketing Involves creating high¬quality content. And
it is distributing that content across different venues. This content
should be Educational; it should answer a question or ful ll a need
for its intended reader or watcher. Companies that practice content
selling aim to become a trusted source of useful information, thus
proving themselves as professionals on topics relevant to their stocks
or services.
 Mr. Barker will also need to produce content about depression,
trauma, and other mood¬related issues. Articles or blog posts about
how spending time with dogs can improve mood and alleviate
depressive symptoms would also be relevant to doggy dopamine;
this material would appeal to visitors during a later stage of the
buyer’s journey, a topic I’ll discuss in this the material would appeal
to visitors during a later stage of the buyer’s journey, a topic I’ll
discuss in greater detail later.

History
 Traditional marketers have long related content to disseminate
information about a brand and build a brand’s reputation. Taking
advantage of technological advancements in transport and
communication, business owners started to apply content marketing
techniques in the late 19th century. They also attempted to build
connections with their customers. For Example:
 In 1732, Benjamin franklin issued the poor Richard’s Almanack
to promote his printing business.
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 In 1895, John Deere launched magazine the furrow providing information to farmers on how to
becomes more active. The magazine, considered the  rst custom publication, is still in circulation,
giving 1.5 million readers in 40 countries in 12 different languages.
 In 1900, Michelin received the Michelin Guide, offering drivers information on auto maintain,
accommodation, and other travel tips. 35000 copies were given for free in this  rst edition
 In 1904, jell¬o sales men went door¬to¬door, distribution their cookbook for free. Touting the
dessert as a ready food, the company saw its traf c rise to over $1 million by 1906.

Common Metrics
 Metrics to determine the success of content marketing are often tied to the original goals of the
campaign.
 For example, for each of these aims, a content marketer may measure the different engagement
and conversion metrics:

Brand Awareness and Visinility
 Business focused on expanding their reach to more customers will want to pay attention to the
in cress in a volume of visitors, as well as the quality of those interactions. Traditional measures of
volume include the number of visitors to a page and number of emails collected, while time spent
on page and click¬through to other pages/ photos are good indicators for engagement.
 Number of visitors to a paged Time spent on the page
 Click¬through photos/ across pages/Number of emails collected

Brand Health Metrics
 Businesses want to include the impact that their messages have on consumers. Brand strength
refers to the positive or negative feedback that a business gets. It also includes how important a
brand is for customers. With these companies want to  nd out if brand character in uences their
consumers to make a purchase.

Measures in this Part Comprise
 Share of voice (sov) is the number of times a brand has been told versus its competitors
(conversations). Out side the digital world, sov stands for space and frequency a brand advertisement
is placed on conventional media sentiment is when the brand has negative, positive, or neutral feed
back.
 Brand in uence refers to the number of items a post, comment, or tweet is shared on different
platforms.

Diversi ed User Base
A business hoping to reach not only more but also new¬ type of customers online, they should

pay heed to the demographics of new companies, as evidenced by cookies that can be installed,
different on¬line behaviors, and different buying habits of on line visitors.
•  Differences in buying patterns a user¬ behavior of visitors sources of traf c(i.e., SEO, social

media, referral, direct)
•  Demographics of visitors
•  sources of traf c (i.e., SEO, referral, social media, direct)

Implications
 The rise of content marketing has turned much traditional business into media publishing
companies for example
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•  red bull, which sells a hight¬energy behave rage, has published youtube videos, hosted
experience, and sponsored events around extreme sports and actions like mountain biking,
BMX, snowboarding, motocross, chuff¬diving, skateboarding, freestyle motocross and method
1 racing red bull that “produces full¬ length feature  lms for cinema and downstream channels
(DVD, video, TV) is an international monthly magazine red bull publishes with a focus on
men’s sports culture and life style

Content mapping based on the customer journey: Have you haired of content mapping before
•  If you haven its about time that you do
•  it’s remarkably valuable and important for your content marketing strategy
•  content mapping is the act of understanding your audience so well that you can then plan

content for each stage of their journey toward buying your products
•  As you well know, fewer people go straight from discovery to buying

Combination of the Supply Chain and the user’s Experience
 The supply chain of digital content marking mainly consists of commercial stakeholders and
end-user stakeholder, which represent content providers and distribution and customers separately.
In this process, distribution manage the interface between the publisher and the consumer the
distribution could identify the content that consumers need through external channels and implement
marketing strategies for example library and document supply companies as intermediates can
deliver the digital content of e-book and e-journal articles to the users according to their search
results through the electronic channels another example is when consumer pay for the acquisition
of some mp3 downloads search engines can be used to identify different music providers and smart
tools can be user by consumers to examine for multiple song provider sites in a word the digital
content marketing method needs to be conducted at the business level needs to be conducted at the
business Interaction with the consumer through electronic service:
 Electronic services refer to interactive network service in the electronic services the interaction
between the customer and the organizations mainly through network technologies such as using
e-mail telephone online chat windows for communication.

Digital Content Marketing
 Digital content marketing which is a management method uses digital products through different
electronic channels to identify forecast and satisfy the need of the customers it must be consistently
maintained to preserve or change the behavior of customers.

Examples
 On March 6, 2012, dollar shave club launched their on¬line videos campaign. In the  rst 48
hours of their videos debuting on you tube, they had over 12000 people signing up for the service.
The video cost just $4500 to make than 21million views. The videos were considered as one of the
best viral marketing ca, pains of 2012 and won best out of nowhere videos campaign at the 2012
Ad Age viral video Awards.
 The big word project, launched in 2008 almed to rede ne the Oxford English Dictionary by
allowing people to present their website as the meaning of their favored word. The project creates
to fund two Masters students educations attracted the attention of bloggers worldwide, and was
emphasized on daring  reball and wired magazine.
 In mid 2016, an Indian tea company has delivered 6000 tea bags to Donald Trump and launched
a video content on youtube and face book. The videos campaign received various awards including
most creating pr stunt in southeast alas after receiving videos share 3.1 m videos view in  rst 72
hour and hundredths of publication mentions across 80 countries.
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Conclusion
 Now Mr. barker understands how to get started with content marketing, and hopefully you do
too there still so much to learn, thought, so why don’t you check out some of inkling’s content
marketing blog posts if you like what you read, don’t hesitate to give us a shout on twitter or face
book we always love to hear from you.
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Abstract

With the unprecedented growth technology in the global world, the internet plays
a paramount role in all major areas of our life and industries. Within few clicks we
can explore ample information which helps will help in conceptualizing many tasks
in nanoseconds and realizing the power of internet, marketing is not far back to use
it as a driving channel to lead the global territory.E-marketing also known as digital
marketing comprises the usage of virtual digital space with a scope of interaction,
this digital space is used by the marketer to develop and sell the products and
services. This internet-based marketing played a vital role to uplift the different
economic sectors with special emphasis on marketing. Considering this is a cost-
effective, fast, and  exible way to reach the audience of global diasporas-marketing
bring sustainable business gains. However-marketing has its own sets of limitations
that include more of tech touch instead of personnel touch, ensuring the safety and
security with the aspect of privacy infringement. The paper starts with a concept,
how different e-marketing is from traditional marketing, and different strategies of
e-marketing the advantages, limitations, it’s future and conclusion.

Keywords: cost, global, internet, marketing, online.

Introduction
 Over the years, marketing and its ways to reach the global world
is transformed, and the key role in this transformation has been
played on the internet. The easy availability of internet has led to the
progressive and interconnected environment, and the phenomenal
increase of the internet has resulted in the declining trends if
traditional media which primary covers the usage of television,
banners, radio, print media, and large hooding. Marketing in this
closely connected conditions and using this connectivity to market
the stocks and services is e-marketing. E-marketing includes a wide
spectrum of strategies and methods, but the basic fundamental
of successful e-marketing is a user-friendly and well-designed
approach to these strategies. E-marketing includes the management
of the consumer’s real-time online viability of the product, from  rst
online experience through marketing to delivery of the product and
the individual service beyond delivery. One of the major bene ts of
electronic marketing is the underlying messages are not restricted by
geography or time.
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Concept
 E-marketing referred as online marketing, or internet marketing is a selling technique where
we are channelizing the marketing and promotion online with the aid of internet that further
incorporations online advertising, using emails and social networking for notice, here every aspect
is marketed and promoted online and in totally connected to distribution and sales. With major
center on global reach E-marketing comprises public relations, information management, and
consumer service with immediacy impact where the answer from the set of customers can be
obtained in an immediate real-time, e-marketing improves a two way communication between
the companies and the customer with cost minimization and speeding up he buying cycle with
planning quick points for business development. E-marketing helps to understand and target the
niche market by knowing their requirements well and delivering the same with lesser time and cost.

How Different from Traditional Marketing
•  If we compare the methods of online marketing with conventional traditional marketing

practices, then there are ample areas and opportunities where online marketing is competent
and have its advantages.

•  Unlike traditional marketing, where we have to wait for the stipulated time frame to  nd out
the response from the customers, online marketing is real-time.

•  Since we can get the response of the customers in real-time, it is easier to track if a special
campaign is working for the product or not and based on the feedback marketer can make the
appropriate changes in the promotional campaign, in traditional marketing, this compliance is
not possible.

•  In traditional marketing, it is hard for small retailers to compete with the big competitors in
the market towing to the cost involved and strategy making expertise whereas in case of online
marketing, through the crisp website you can reach your target audience with wider range with
more reliable service assurance.

•  Cost involvement is another point which produces a lot of difference between the conventional
selling techniques over online shopping; a business house can create its digital marketing plan
with very little cost and succeed correct costly advertising methods such as print media, radio
coverage, television, and magazines.

•  With electronic shopping, marketer can create options to stimulate their target users to take
positive appropriate action, visit the special website, to learn about their stocks and its leaders
and various services, by this tool customers can express their viewpoint about the product,
their choice of getting the stock and even feedback, which is also visible in the website thus by
this way the marketer get an ef cient opportunity to join with the consumers, which is usually
diluted in case of traditional mode of markets.

•  Online marketing has the potential to create a ripple and viral effect in promotion over traditional
mode marketing, for instance using social media networking website, email and social media
channels publishes the content of the information to be shared incredibly quickly.

Different Methods of E-Marketing
 E-marketing or online shopping can be promoted and executed by the following techniques and
methods
 Online Advertising: This is the most well-known technique which is developed under
e-marketing, where the marketer uses practical space to communicate and promote the marketing
content on exclusively designed web pages to bring the attention of the internet users, here the major
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objective is to increase brand awareness and propagate sales. This method involves promotional
messages on the computer screen, it is more like a TV commercial, but online attacks are more
creative.
 Mobile Marketing: Increasing innovations in smart phones created an opportunity for
consumers to use and connect with online possibilities of publicity. Advancement of technology in
mobile phones raises the avenues for mobile marketing in a random fashion. The trend of mobile
marketing has been welcomed by restaurants and movie theaters and with each passing year banks
and  nancial institutions also using this process of marketing.
 E-mail marketing: This mode of online marketing is considered one of the most effective
way of e-marketing where emails are being used for sending promotional messages to internet
users. The major bene t of this method is lower costs and a broader reach, but this method has
its limitations as the online consumer can easily ignore the received advertisement content or the
consumer can put these emails in a spam folder.
 Video Marketing: In this method of e-marketing, video is added to the website to increase the
website traf c at a higher rate. In this mode, it is necessary that the relevant information needs to
be conveyed to the target public thus the video needs to be designed in a manner where it will be
able to know and explain the needs of the customer else the whole initiative will be futile.
 Social media marketing: This technique creates brand recognition and boost the product by
using social networking sites by creating unique content that draws the attention of the social
networking users, and they share it with their set of friends.
 Corporate Video: This process comprises the usage of online interactive video and thus more
successful in conveying the desired message to the target public and have the feature of easy
sharing and cost-effective in terms of creation and can be accessed across the globe.

Advantages of E-Marketing
 Over the years, e-marketing became the preferred way of conducting and promoting the business
to cut expenses and increase the business pro tability, which is unlike in the case of traditional
marketing methods which emphasize on mass marketing. Electronic marketing method can be
designed in such a manner to reach target set of customers or niche customers having speci c
expectation and preference for the products or services apparently based on the speci c digital
marketing campaign promotion, apart from the expenses cost and its reach another factor which
makes e-marketing more vibrant is its  exibility and its quality adherence , Online media is instant
and round the clock available for usage, for example, a marketing promotion via a website is
accessible 24/7,the messages keep on reinforced and any kind of changes in the content can be
updated in real-time with no geographical barriers. E-marketing ensures better quality check in
terms of measurability and practice tracks. In traditional marketing techniques since there is very
limited scope for the advertiser to connect with customers unlike in e-marketing engagement with a
target customer in real-time is the key which in turn help the advertiser to know the customers and
their needs well.

Limitations of E-Marketing
 One of the biggest limitations of e-marketing is its reach, and functioning is limited by the
ability of the consumer to access and use Internet services. Though over the years the importance
and usage of Internet increases manifold in the community of developed and modern world still
substantial strata of consumers are unable to make use of the internet or very limited access to it,
especially in the rural areas. Security and privacy are different concern area in e-marketing with
an equal danger of being copied by the opponent as the level of competition are quiet huge in
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e-marketing credit goes to lower cost in the creation and vast reach. The content and the message
should be very clear in online advertising campaigns else it may lose the underlying stock with
negative feedback from the consumers which may hinder not only the marketing promotion but
also damage the overall brand value.

Future of E-Marketing
 The future of e-marketing is promising, with the length and power of social networking places,
the virtual  eld of marketing is lucrative in terms of moment and option creation for global public
and giving service in customer doorstep in a cost-effective manner, though the different methods
of online marketing is then covered, the improvement of technology make the future of online
marketing very hopeful with the coming future trends in place
•  Mechanism of Cost per click – Considering the major portion of online marketing promotion

put towards the usage of digital technology, the scalability, and effectiveness of advertisement is
more profound in this method. Though there is a risk that the market will become overburdened;
however, with the trend of in ation, this method is pro table.

•  Model of Cost per action buying –This digital advertising technique is upcoming and is the
key focus area for online advertisers as 50% of the promotional budget is associated for these
trends owing to the potential of reaching the maximum amount of customers independent of
location

•  Verticalisation is going to be an active and well-strategized e-marketing trend where marketers
target their speci c audience. The application area in this technique is niche consumers, and
for them, the marketers come out with the strategy to deliver the speci c message to its set
following.

•  With an improvement in the options of online display, its combination with search marketing is
going to be a popular trend. Through this mode of e-marketing, the users who are entering the
website become a customer, and considering the cost optimization with this process, the return
of expense for the marketer is better and promising.

Conclusion
 The Internet has emerged as a revolution in the overall aspect of our life, starting from a broader
economy to marketing. This study reveals the concept of e-marketing with current strategies and
its superiority over traditional marketing with set of advantages covers wide coverage of global
population, reaching the point set of consumers and to get respective feedback from them about
the result thus creating greater opportunity to engage with them with quick and ef cient results
in optimal cost and scalable result. With each passing day as the Internet is evolving, latest
technologies and different marketing tactics will emerge in the electronic platform of marketing
and rede ne how different and new products and services will be marketed uniquely in the coming
days.
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Consumer Electronics
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Introduction to Modern Marketing
 Marketing refers to activities undertaken by a business to promote
the buying or sale of a product or service. Marketing includes
selling, advertising, and delivering products to consumers or other
businesses.
 Marketing as a discipline involves all the actions a company
undertakes to draw in consumers and keep relations with them.
Networking with potential or past clients is part of the job too,
including writing thank you emails, playing golf with a prospective
client, responding emails and calls immediately, and meeting with
clients for a meal or a coffee.
 At its most basic, selling seeks to match a company’s services
and products to consumers who want access to those products. The
matching of product to customer ultimately ensures pro tability.

Digital Marketing ERA
 Digital marketing is the use of the internet, mobile devices, search
engines, social media, and other channels to reach consumers. Some
marketing experts consider digital marketing to be an entirely new
endeavor that requires a new way of approaching customers and new
ways of learning how customers behave correlated to traditional
marketing.
 Digital marketing targets a speci c section of the customer
base and is interactive. Digital shopping is on the rise and includes
email ads, search result ads, and improved tweets – anything that
incorporates marketing with consumer feedback or a two-way
interaction between the corporation and customer.

Consumer Electronics
 The consumer assets sector is a category of stocks and
companies that relate to items purchased by individuals rather than
by entrepreneurs and industries. This sector includes companies
involved with packaged goods, food production, clothing, beverages,
electronics, and automobiles.
 Organizations doing market in the consumer goods industry in
2018 are currently developing newer and more daring strategies to
execute traditional levers against a backdrop of a more stable US and
worldwide economy. Among the current trends are emergent trends
and markets, innovation, M & M activity, and digitization.
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Products In Consumer Electronics
•  Television
•  Refrigerator
•  Air Conditioner
•  Mobiles
•  Personal Computer (PC) / Laptops
•  Electronics – Gadgets

Buying & Selling Aspects
Buying
 Buying is an important function. Business concerns and consumers spend more time in buying
goods. Buying includes the determining of one’s need,  nding out the source of supply, the making
of business connections, the negotiating of prices and other terms and conditions and the transfer
of title from the seller to the purchaser.
Selling
 Selling is the other side of the exchange function. Selling is the heart of the marketing task.
Selling in business means the transfer of ownership of goods or services to a buyer in exchange for
money. Selling function is also a creative function. It creates demand. Without selling, there is no
buying. The main object of selling is to sell or to dispose of goods at a satisfactory price.
Price Strategy
 Pricing assumes a signi cant role in a competitive economy. Price is the main factor which
affects the sales organization. The good price policy is of great importance to the producers,
wholesalers, retailers & customers.
 If the prices are high few buyers purchases & if the prices are low, many buyers purchases. That
is the prices increases in relations to the sales revenue.
 Thus, pricing is a critical situation. Therefore, a sound pricing policy must be adopted to have a
maximum sales revenue.
Advertising
 An advertisement has a prominent place among the techniques of mass education and persuasion
on the public. It is not a modern origin. It has been used from the immemorial period. In early
periods, the advertisement was displayed in the form of signboards, writing on the historical
buildings, etc.. now manufactures, business man, employers, new shop owners, marketers, etc.. are
bene ted greatly by displaying advertising. Its purpose is to inform or in uence them to increase
the sale of the advertiser.
E-business
 E-business describes the use of electronic means and platform to conduct a company’s business.
The appearance of the internet has greatly increased the ability of businesses to conduct their
business faster, more accurately at reduced cost and with the ability to customize and personalize
customer offerings. Internet or E-auctioning, E-banking, E-mailing, E-learning, E-marketing,
E-trading, etc.

Conclusion
 The development of marketing is evolutionary rather than revolutionary. The marketing has
been de ned differently by authorities in different ways. The traditional objective of marketing has
been to make the goods at places where they needed. In the 2010s, most of the consumer electronics
have become based on consumerization of information technology. The CEA(consumer electronic
association) estimated the value of 2015 consumer electronic sales at the US $ 220 billion.
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Abstract
The paper starts from the quality of merchandise distribution and distribution
channels and mutual relationships of the participants in them. Evolution of
distribution channels based on the concentration processes and integration of
functions is emphasized. In this context, the position of retail in a combination
system is de ned in terms of its business systems and new elements in their design
described to the application of speci c business models.
Put, marketing channels are the various ways in which good and services  nd their
way from the provider to the consumer, and the payment generated  nd their way
back to the provider.
Depending on various factors, such as the nature of the goods, the speed of the sales
process and the stability of demand, marketing channels (also sometimes referred
to as distribution channels) may be as straightforward as the manufacturer selling
directly to the consumer, or they evolve to include any number of intermediaries
and middlemen.

Channel Marketing The Basics
 Channel marketing is a specialization within the overall discipline
of marketing, concentrated on communicating value to, though, with
and for channel partners.
Channel partners are companies outside of your organization. They
might be distributors, resellers, agent’s alliance partners, or many
other types of third-party companies. Understand that each of these
companies deals with the same kinds of problems every other
business faces: not suf cient time, people, or money to solve all the
issues that are in front of them. As a channel marketer, you are in a
unique position to help them.
Many organizations engage channel partners as a route to market, for
addressing a need, or an opportunity they cannot satisfy alone.

Objective of the Marketing Channels
•  To ensure the availability of products at the point of sale.
•  To build the channel members loyalty.
•  To stimulate channel members to put more signi cant selling

efforts.
•  To develop managerial ef ciency in the channel organization.
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•  To identify your organization at the buyer level.
•  To have an effective and ef cient distribution system, to make your product and services

available.
•  Importance of marketing channels
•  Time and place utility.
•  Convenience to consumers.
•  Relive from marketing problems.
•  Information to the producer.
•  Stability in prices.
•  Promotional activities.
•  Storage of  nished goods
•  Finance the producer.

How does it work?
 Channel marketing is concentrated on communicating the value of your products and services
to, with, through, and for channel partners. Therefore, it’s essential to consider the value you offer
in the context of this audience.
 No matter what product or services your company offers, when it comes to your channel
partners, you must ask and answer two essential questions: WHAT’S IN IT FOR THEM, AND
WHY SHOULD THEY CARE? In other words, of all the vendors out there whose produce they
could sell, (many of whom could be your competitors)why should they pick you?
 Your channel partners might not know what’s in it for them or why they should care. Having the
explanation to these to these questions can shape your approach to channel marketing.
•  Functions of marketing channels
•  Information provider.
•  Price stability
•  Promotion
•  Financing
•  Title
•  Help in the production function.
•  Matching demand and supply
•  Matching buyer and seller

Types of marketing channel
Email marketing
 Email marketing is the act of sending a commercial message, to a group of people, typically,
using email. In its broadest sense, every email sent to the potential or current customer could be
considered email marketing

How to use and develop an email marketing
•  If you don’t have a list began, the answer is simple to start one!!!
•  Gist has a free-forever version which provides you up on to 500 contacts. Out free plan also

becomes with live chat, opt-in forms, and a gathering scheduler. Plus, you get a free trial of
everything gist has to offer for 21 day – no credit required.

•  Here’s a great guide to get you excited from the digital marketing institute
•  Having someone’s email address is valuable. Getting those address can be pricey, but using

them is comparatively economical.
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•  There is a lot of versatility in marketing emails, too:
•  Send drip operations to new signups and nurture them towards buying your products.
•  Create behavioral emails to triggers based on individual behavior. For instance, send an email

to app users who have not logged in over the last two weeks.
•  Automatically reach out to clients for referrals alternatively of having to remember.

Cold email
•  Cold mail is reaching out to leads without them understanding about it.
•  You obtain or purchase the email address and send them an email. It’s an excellent way for

startups to generate income in the early stages. It’s also fantastic for freelancers. Consultants
and marketing agencies.

How to use and impose cold email
•  The number one tip I can provide you with cold email? Your otter shouldn’t be your offer.
•  If you sell paid-ad services, you probably shouldn’t sell your paid ad services. Instead, try to

pique their excitement in some other way.
•  Offer free advice.
•  Point out a mistake in their current ad campaign.
•  Invite them to a webinar.
•  If you want to begin a discussion, send a conversation starter. Don’t start with a sales pitch.

Live chat
 Live chat is one of the most signi cant ways to  nd and have a conversation with high-interested
leads. Most everyone knows the  rst one to react regularly wins.
 So, why couldn’t you have a live chat on your site?
 There are many instances where it may not be an option. For example, if you’re an author,
speaker, or another form of the publisher, live chat may not be the best use of your time.
 That said, most businesses can use this as a viable marketing channel.
 How to use and improve live chat.
 Use a chat prompt.
 Having the live chat icon is awe can start a lot more conversations without being intrusive. A
while back, l wrote a long look at what a chat prompt should include.
 You can also get gist’s live chat your site in about 2 minutes. And it’s free.
 Swag baG.
 You may have some swag. Apple gives out their logo sticker. Banks give out pens. Saas
companies usually docoffeemug or t-shirts. Me, but having a prompt pop up and welcome guests.

Swag
 It’s a great way to excite clients and customers while spreading your brand. Instead of word-of-
mouth, it’s like view-of- mug. You’ll want to add your cost on this one.

How to use and Improve Swag
 Make it different. I recently received a considerable swag box from the hoth that impressed me.
It was a decent-sized box with a sticker pen, t-shirt, mug, stress ball, and mouse pad. It also had a
custom (hot sauce)!
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Review and Re ne
It is common for a company to settle upon its preferred marketing channel relatively early, and to

stick with it throughout its operations. However, as with all aspects of business, it is worth carrying
out a periodic review, to assess and re ne your company’s processes and relationships, and to  nd
out whether there might be any more practical or pro table way of bringing your products to the
consumer.
 This requirement becomes more acute if your businesses marketing channel is involved, or if the
entities with which you maintain commercial relationship are subject to  uctuation, or have multi-
faceted supply chains of their own. If a sudden change occurs within your marketing channel, it is
often worth engaging the services of a marketing consultant. Both to minimize adverse effects on
your business and to take advantage of opportunities offered by the change.

Literature overview
 Cundiff,still&govani:-”Marketing channels are distribution networks through which producer’s
products  ow to the market.”

Prof.Mccarthy: - “Any sequence of institutions from the producer or consumer including none
or any number of middlemen is called channel of distribution
William J. Stanton:- “A channel of distribution (sometimes a trade channel) for a product is the
route taken by the title to the goods as they move from the producer to the ultimate consumer or
industrial user.”

Conclusion
 Now that you have the basics of channel marketing to determine what the right mix is for your
company is the next step. Perhaps you have an existent channel marketing plan and need some new
ideas.
 With so many options to consider, the various vital thing to remember is to keep it simple for
your channel partners. They need support, training, resources, and motivation to be successful.
They won’t make usage of anything you give them if you give them too much.
 Remember to be prescribed with your partners! Most will want you to tell them what they should
be focusing on, and many partners can’t do more than one marketing action at a time. Considering
that fact, you should continuously focus on what performs the most sense for you, and them.
 Yes, utilizing channel marketing can be a challenge, but do not despair! Channel partners express
tremendous opportunities for growth. It’s never been a better time to be a channel marketer! We
hare if you need our help.
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Career Management
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Abstract

The details ful lled with about career management. The process involved in
management and essentials of career planning bring out the skills and be adjust
with others in the organization. A clear view of mapping, path interventions, and
also situations in public organization well goes then career growth with career
development.

Topics
A. Career management
B. Career management process
C. Process
D. Career management is essential to life
E.  Essentials for effective career planning
F.  Career skills
G. Career adjustment
H. Career mapping
I. Career path interventions
J. Challenges in public organizations
K. 5 tips for career growth
L. Career development

Career Management
•  Career management is a combination of structured planning and

the active management choice of one’s professional career.
•  A career includes any types of employment, ranging from semi-

skilled through skilled, and semi-professional to professional.

Career Management Process
 Career management is a life long process of investing resources to
accomplish your future career goals. A career plan provides vision,
structure & motivation of your career management process Focus on
developing skills and knowledge for your current position also for
future job opportunities.

Process
Self Assessment
Reality Chick
Goal Setting
Action Planning
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Self Assessment
 Self-assessment motive will prompt people to query information to con rm their possible self-
concept rather than their con dent self-concept, and at the same time, people use self-assessment
to enhance the certainty of their self-knowledge.

Reality Check
 During this process, you will gather information on employment occupations, trends, companies,
and the amount of education required.
 The information will facilitate decision making & stimulate continued exploration allowing one
to assess options and discover possible alternatives.

Goal Setting
 Short term goals (one or two years) are regularly speci c and limited in scope. Short term goals
are more comfortable with formulating. Make sure there are achievable and relate to your longer-
term career goals.
 Long term goals (over 20 years) of course most  uid of all. Lack of life knowledge and experience
about potential possibilities and pitfalls make the formulation of long term goals challenging.
Long-range goals, however, may be easily modi ed as additional information is received without
a signi cant loss of career efforts because of knowledge/experience transfer from one career to
another.

Action Planning
 A career improvement plan is a roadmap that will take you from point A (choosing an occupation)
to point B (getting a job and advancing in your career).
 An execution plan is a document that lists what steps must be taken to achieve a speci c goal.
An action plan determines to clarify what resources are needed to reach the goal. Formulate a
timeline for when speci c tasks need to be performed and learn what resources are required

Career Management is Important to Life
 A high proportion of our life is spent in performing our career goals. Thus it is essential to make
sure that the right steps were taken and correct planning was done in the early years of your life.
There are extremely few lucky ones who are born with a sharp mind and who knows what they
want to do and where they see themselves in life ahead. But the majority of us are not sure what
we want from life, and so it is essential to plan out things. Thus career planning is what gibes your
career and in some way, your life. True meaning and purpose.

Essentials for Effective Career Planning
•  A personal vision for the future is key
•  Self-awareness is essential
•  Who you work with really matters
•  Networking enhances growth
•  Work the ethic counts
•  Resume builder shape advantage
•  Mentors and sponsors enhance the likelihood of success
•  A board director serves well
•  Risk-taking pays
•  Continuous learning critical
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Career Skills
Communication Skills
 I am speaking, listening, and writing. Employers want people who can undoubtedly interpret
what others are responding and organize and express their thoughts clearly.

Team Work
 In today’s work environment, various jobs involve working in one or more groups. Employers
want someone who can take out the best in others

Career Adjustment
 At times we may feel that the work which we are doing is not according to our choice. In that
case, career adjustment becomes necessary.
Examples
 After retirement, if a person is capable, he/she may take up some simple jobs. when work
environmental becomes unsuitable. When there is no chanceof advancement in the present career.

Career Mapping
 A tool that managers and HR professionals can use during career planning disputes with
employees.
 It helps workers think strategically about their career paths and how to meet their career goals
within the organization.
 “Like a car GPS, career maps display alternative routes to build mastery in the care professions.”

Career Path Interventions
Career pathing often uses several development interventions as part of the process, these include;
 Cross-training
 Job rotation
 Temporary assignments
 Job enrichment or enlargement
 Cross Training
 Cross-trained workers have developed skills outside their current job assignment so they can be
called upon to perform a kind of tasks as the need arises.

Job Rotation
 A system movement of employees from job to job within an organization, where they are
required to perform a variety of duties and have a range of skills and competencies

Job Enrichment
 Involves increasing a worker’s responsibility and control his or her work, and also called
“vertical job loading.”

Job Enlargement
 Involves increasing the number of tasks a worker performs, with all of the functions at the equal
level of responsibility, and is also sometimes referred to as “horizontal job loading.”
Analytical Problem Solving Skills
 Employers want people who can use reasoning, creativity, and past experiences to identify and
solve problems effectively.
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Interpersonal Effectiveness
 Employers usually note whether an employee can describe to co-workers and build relationships
with others in the organization.

Leadership Skills
 The ability to take manage and charge your co-workers. If needed is a welcome trait. Most
employers look for signs of leadership qualities.

Learning Skills
 Jobs are continually growing and evolving. And employers want people who can learn and grow
as changes come.

Academic Competence in Reading & Math
 Although most jobs don’t need calculus, almost all posts require the ability to read and
comprehend instructions and perform basic math.

Strong Work Values
 Self-Con dence, dependability, honesty, and a positive attitude are prized qualities in any
profession. Employers look for personal integrity.

Challenges in Public Organization
 Slow advancement, where seniority has more value than merit
 There is a  xed order of development, independent of performance.
 There is a week of recognition of the individual merits of employees.
 Unclear career paths and insuf cient career planning

5 TIPS for Career Growth
 think like a jobseeker
 learn to negotiate
 you can’t grow alone
 I think beyond what you’re paid to do
 book for a job with opportunities for growth
 Career Development
 Build your dreams
 Believe in yourself
 Never stop learning
 Sharpen your people skills
 Expand your network
 Find a mentor
 Build your reputation
 Stop telling & start selling
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Abstract

The challenge for today’s Management is to select the right person for the right
job who can create and nurture a pool of growth of the Institution. It starts with the
selection process of the employees. ‘Interview’ has been considered as an essential
selection method by management for a long time. The cost of rehiring and retraining
enhances the expenditure of the Institution, signifying the importance of hiring the
right person for the correct position  rst. It requires a reliable and valid interview
process. This study attempts to promote a systematic approach towards selecting
the candidate using Google Forms as a useful selection tool. This paper covers
employee hiring and selection. It addresses recruitment and selection from the
perspective of an institution, especially for the service sector where human labor
plays a signi cant role in the working of the institution. Proper implementation of
this method towards hiring will assure the selection of the most beautiful person. The
paper is an Empirical Research conducted in the Service sector, i.e., Educational
Institution. The research was done using both primary and secondary data. Primary
data was obtained from 40 employees by using questionnaire method with the help
of Google forms. The research  ndings expose that best selection process, and they
are satis ed with the organizational climate, and the organization follows ethical
and fair recruitment policy.

Keywords: Selection, Google Forms.

Introduction
 Human resource management is an essential function of an
organization. Among the HR practices, recruitment and selection
play a vital role where employees entry into the organizations.
Recruitment is the process of searching for prospective employees
to apply for the job posting in the institution. Selection is the
process of choosing a suitable candidate among the job applicants.
Many of the researchers say that recruitment and selection policies
should be ethical for the organizations to sustain in the competitive
environment. Recruitment is the  rst step, then after selection and
placement comes in the employment process (Rao, 2010). Employers
aim to choose an appropriate candidate suitable for that particular
job.
 Selection is the practice of manpower planning. Selection is the
process of choosing the appropriate candidate which matches the
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candidate skills and the job requirements (Bhattacharyya, 2010). The selection process will be
lengthy for large organizations and will be more extensive for manufacturing organizations, and
it differs from one industry to others (Venkatesh, 2008). As this a manufacturing organization, its
process will be wider in departments and activities. According to Dale, Yoder selection means
dividing the total job applicants into two classes as selected and not selected (K. Aswathapa,
2007). The selection process followed at various education institutions is like referral background,
Personal Interviews, which includes oral as well as conducting a written test.

Review of Literature
 From the human resource management perspective, the  rst most crucial and dif cult social
resource management strategy for achieving organizational goals are recruitment and selection
strategies, as the outcome of recruitment and selection strategy can be very productive for the
organization if selected right person in terms of appropriate skills mix and also very nonproductive
if wrong one was selected and can lead failure of the organizations (Compton, 2009 & Canton,
2004).
 Effective recruitment and selection have always been one of a most pivotal for the organizations
in the educational sector because of not having any absolute methodology for attracting, screening
and  nally  nding the right person for the right job in an organization (Pounder, 1996).
 Researchers have been working on the three perspectives that have helped to develop fair
selection procedures, and in this regard, ten procedural rules have been suggested to assess the
fairness of any selection system (Gilliland 1993).
 Cropanzana (2007) conducted research on applicants’ reaction to examine the violation of
the procedural rules and found that job-relatedness and interpersonal treatment of the selection
procedure were more concerned to the applicants while as applicants showed concerns over not
receiving timely feedback and biasness.
 Applicants perception and reaction to the selection procedures have attached huge interest
among different researchers who analyzed it in different perspectives, and among these a dominant
focus is the fairness of selection procedures, that has an impact not only on the organizations
attractiveness (Bauer et al., 1998) but also on the applicant’s motivation regarding a particular
selection test (Chan et al., 1997).
 It has been argued that fairly treated applicants recommend the organization to others while as
in case of not fairly not treated may go for litigation for their possible remedy (Bauer et al., (2001).
 Kandola and Zottoli & Wanous, (2000) has identi ed from the research that informal recruitment
(employee referrals and Walk-in) had been considered more helpful to the job applicants because
these sources provide accurate and complete set of knowledge about a particular job with some
other advantages over the formal recruitment sources (advertisement & Posters). Zolttoli &
Wanous, (2000) has found that the advertisements place in the different newspapers has been found
least useful source of recruitment in both the public and private sector as well. Fullerton (1994)
have argued that to remove the discrimination, the main principle is that process should be made
in such a way that applicants will experience sameness in treating them during the whole selection
process. Powel, (1991) have explained that there are many researchers who have pointed out about
the many recruiters who are providing applicants enough and speci c information which enables
them to decide about the suitability and relevancy with the job.
 Vianen et al., (2004) argued that in making selection of an employee the situational judgment
test has a higher rating as compared to the cognitive ability and personality test. It has been
argued that by using technology in the  eld of recruitment and selection has many advantages
and this can enhance the level of validity, acceptance and also will be able to bring ef ciency in
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an organizational recruitment and selection activities (Chan & Schmitt, 1997). Researchers have
raised various concerns over the transparency of the selection procedures that according to (Brink,
at. Al, 2006) is very critical.
 Some researchers argued that women candidates qualify more in open competition as compare to
male candidates which (Van Balen, 2001) has found that this is because of the lack of transparency
in selection procedures. However, (Brink at. al, 2006) has found that women can have more
probability to be appointed if the selection committee consists of a signi cant number of women
members.
 According to the Burack (1985) recruitment sources are closely linked to the organizational
activities as the performance of employees, employee turnover, employee satisfaction, employee
wishes and the commitment of the organization (Burack, 1980). These recruitment and selection
process should be done in every sector for ful lling their organizational goals (Nartey, 2012).
 Recruitment and selection practices were essential in the police department as said by Michael
D. White, and Glipsy Escobar (2008) in the world and this paper shows the importance of seven
issues relating to recruitment, selection and training practices in the organizations (M.N. Malhotra,
2014) (Terpstra.D, 1996). Mohammed Nurul Absar (2012) says the importance of recruitment and
selection in his paper by considering both public and private manufacturing  rms in Bangladesh
(M.M. Absar, 2012).
 Some of the research professionals and scholars say that there is a close linkage between the
recruitment selection employee satisfaction organization performance and HR practices (Gorter,
1996). In his paper Recruitment and Selection of public workers: An international compendium
of modern trends and practices say that the importance of using technology in the recruitment and
selection process for updating the organizational resources (Hays, 2004).
 Ongori Henry and Temtime Z (2009) say that in their paper, the recruitment and selection
practices of the small and medium enterprises and make them improve their HR practices (R.D.
Omolo, 2012). French says that the importance of individual selection and recruitment activities in
the organizations (G.R. French, 2012). Among recruitment sources Bernardin says
 Human resource Personnel and Line management role Researchers have suggested and
agreed that human resource policies must be integrated with the overall strategic objectives of
the organization, human resource managers and specialists needs exceptional attention to the
recruitment and selection of employees to align its consistency with the overall organizational
strategy and other subsequent functions of human resource management, this function should
be treated as integrated process not taken as casual or an ad hoc activity (Hsu, 2000). The  rst
interaction between an organization and applicant is happening on the recruitment and selection
stage when a new candidate perceives fairness treatment from the organization which has long-
lasting effects after this candidate joins the organization as an employee (Cropanzana et al., 2007).
 Plychart (2006) has noted that the effective selection of an employee is only possible when
organizations can generate a larger pool of potential applicants. It has been argued that fairly treated
applicants recommend the organization to others while as in case of not fairly not treated may go
for litigation for their possible remedy (Bauer et al., 2001). Kandola and Fullerton, (1994) have
argued that to remove the discrimination, the main principle is that process should be made in such
a way that applicants will experience sameness in treating them during the whole selection process.
Gilliland, (1993) suggested that fairness reaction by the applicants may have a relationship with
the legal action against the recruiter. Mitsuhashi et al., (1998) has found in the context of Chinese
 rm’s effectiveness of HR practices between the line and HR executive and he noted that Line
executive perceive lower HR department performance as compare to them which they argued that
are due to the lack of appropriate authority and huge governmental in uences in their activities.
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 Lews, (2002) has argued that in Chinese State-Owned enterprises the management has not been
able to foster proper human resource management practices, which has caused multiple issues for
the organizational management like overstaf ng and lack of having appropriate expertise required
by the organizations. Hsu, (2000) has discussed that the human resource decision making sharing
between HR specialist and line managers, he found that line managers have more in uence over the
human resource specialist in terms of recruitment and selection decision. Tulubas & Celep, (2012)
have argued that it is the supervisor who has direct impact on the daily activities of the faculty
members as they remain physically and personally very close to these faculty members. Armstrong
(1992) has described that the basic job of the human resource specialist is to provide assistance and
support to the line managers, which doesn’t mean that they control their activities. Organization
and state politics Vigoda, (2000) has identi ed that organizational politics has affected negatively
the employee’s reaction and has found that in the public sector organizations the employee prefers
silence by showing negligent behavior if they feel politics around them, as they don’t want to quite
the job.
 Lee & Renzetti (1990) have declared that researchers who held researches on the recruitment
& selection are actually talking a very sensitive area to be analyzed with some ethical & legal
consequences, while as according to the (taylor, 2006) the research investigation in managerial
practices which clashes with the prevailing social norms and exposure of asymmetrical power
relation can be threatening. Schneider (1992) has argued that the performance of an organization
in public sector depends on its managers who are running these organizations and managing its
overall affairs, this also depends on those people who have the appointing authority of these
managers. In the public institutions it has become common that recruitment and selection practices
are facing the issue of unfair practices and in USA & UK nepotism and cronyism is the main
acquisition upon these public institutions (Taylor, 2006). Schneider (1992) has mentioned that in
1945 post era Brazil was one of an effective state-led industrialization, but due to severe issues in
the bureaucracy and political involvement especially in the  eld of recruitment and selection, this
couldn’t be maintained. Taylor, (2006) suggested that the researchers should focus on the political
and ethical aspects of the recruitment and selection practices rather than looking into the economic
and technical aspects. Krause, (2006) mentioned that citizen elect their members in a democratic set
up to work for them but the struggle starts once these members interact with the bureaucracy of the
agency or organization to implement their policies and on the other hand the bureaucracy tries to
maintain their independence, in such cases the politicians select their non-elected supporters in the
public of ces that generate multiple agency issues. Suleiman, (2003) has highlighted that in many
countries it has been observed that due to political appointees, the organizational performance
and morale has been negatively hit, that has caused a hurdle in the way of effective recruitment
and selection. Many countries are hiring top position, or executive are being selected with the
approval by the top politicians and rest are being selected through organizational internal prevailing
mechanism (Krause, 2006) and this sort of system of selection procedures are also prevailing
among the most of the SAARC countries including Azad Jammu & Kashmir, Pakistan as well. The
struggle of appointing of cials in the public sector organizations between the president and other
ministers depends on the pressure from their supporters as President has more pressure as compare
to the other ministers to appoint near relatives or supporters in the state-owned institutions even
they try to do this with the lower-level jobs as well (Schneider, 1992).
 Lew, (2007) has explained that it is evident from the literature that political appointments to have
more political control hurt the organizational performance and found that due to longer experience
in the programs the bureau chief performance was higher than those chiefs who have been politically
appointed. Huber & McCarty (2004) has argued that the bureaucrats sometimes may not listen to
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the politicians, and in such cases, these politicians will punish them in by all means. Researchers
have elucidated that the basic objective of the career merit system was to enhance the capability &
capacity of government to perform effectively because of having the relevant knowledge, skills and
professional background (Kaufman 1965; Simon, Thompson, and Smithburg [1950] 1991). Vigoda
(2003) has claimed that most of the research studies on organizational politics have been perceived
negatively while as (Drory, 2010) has mentioned that traditionally, it has been seen as evil.

Objective of the Study
 To get the best candidate suitable for the job based on their capabilities.
 To adopt the new methodology in the selection process assisting towards the modern business
world.

Scope of the Study
 The study can be applied in any institution having Human Resource, which occupies a signi cant
place. This study is mainly made for the service sector, i.e., Educational Institution.

Research Methodology
 The study is an Empirical Research conducted among the teaching faculty member of an
Educational Institution. Details gathered through the means of Primary data collection via Google
forms.

Sources of Data Collection Tools
 Primary data collected through Google forms.
 Secondary data used for review of literature includes the research publications which are
enclosed in the references.

Sample Design of the Study
 Sample size: 40 Faculty
 Coverage of the study: the study is restricted to the Educational Sector.
 Sampling technique: Probability sampling is where simple random sampling is used for collecting
the data, where respondents are selected as per my wish and my convenience.

Techiniques for Analysing Data
 Data Analysis is done by using graphs and tables which are analyzed through Google forms.

Limitation of the Study
 The result obtained is based on the data collected from the faculty members, and due to time
lag, it is being enquired at the base level. The study does not support to disabled people, and we are
trying our best to get to the adapted table to them.

Data Presentation from the Primary Data Collected (Findings)
 Interpretation: Majority of the Sample belonging to the age group of 25-30 years.
 Interpretation: Female occupies 55% of the total respondents.
 Interpretation: out of the response collected, 42.5% of the respondents are working as an assistant
professor.
 Interpretation: out of the response collected 72.5% of the respondents entirely prefer Interview
method for selection.
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 Interpretation: The survey projects that 57.5% of faculties opinion is positive about the direct
interview process of the Institution and out of the remaining 35% of faculties have faced failure in
an immediate interview, and 7.5% of the faculty give a neutral opinion.
 Interpretation: As per the data collected, 27.5% of the respondents feel that favoritism and
recommendation is the main reason for failure in a direct interview. And 22.5% of the respondents
think that personal bias is also a part of the fault.
 Interpretation: the survey represents, 50 % of the respondents strongly agree that a person’s real
performance can’t be judged in 5 minutes of an interview.
 Interpretation: the survey reveals that 37.5 % of the respondents strongly agree that a person’s
physical characteristics affect the selection process, but 35% of the respondents are not in a position
to judge.
 Interpretation: this survey represents 82% of the respondents haven’t failed rejection due to
natural look.
 Interpretation: the survey represents, 40 % of the respondents agree that the interview method
provides the best candidate.
 Interpretation: As per the data collected, 32.5% of the respondents agree that fear is created
during a direct interview. And 30% of the respondents disagree for the above. Approximately 5%
of people feel that they don’t get fear or loss of con dence during the direct interview.
 Interpretation: 40% of the data collected says that the duration available for the interview method
is not suf cient for the selection of the best candidate.
 Interpretation: From the above analysis, it is observed that 45% of the respondents agree that the
interviewer will not listen carefully to what candidates say, and 40% strongly agree on the above
lines.
 Interpretation: the survey reveals that 40 % of the respondents agree that the performance of
previously interviewed candidate affects the perception of the interviewer on further candidate.35%
of the respondents are not conscious about this question.
 Interpretation: the survey reveals that 55 % of the respondents agree that the interviewer should
rise questions on their respective specialized subject.
 Interpretation: the survey reveals that majority of the respondents agree that the recommendation
letter is essential during the interview and will affect the selection process.
 Interpretation: 82.5% of the total respondents are aware of the Google forms.
 Interpretation: the survey reveals that 37.5 % of the respondents agree that Google forms can be
used in the method of interview. The positive aspect is that not even a single respondent say that
strongly disagree on implementing Google forms in the interview process.

Suggestions
 The Institution should follow new selection techniques towards hiring the best and suitable
candidate.
 Questions should be posed by the interviewer who is having expert knowledge in a different area
of specialization.

Conclusion
 From the above survey, it can be seen that majority of the people feel that interviewer will not
listen to what the candidate is responding and due to favoritism and recommendation their chances
of getting selected is less, and they agree towards changing the way of interview by using Google
forms.
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Abstract

The primary purpose of this research paper is to understand the importance of
entrepreneurship in India. The economic development of the nation depends upon
industrial development, and it is based on entrepreneurial skills and competencies
of the individuals. Entrepreneurship has to become a popular term currently, but not
all of the entrepreneurs can succeed in entrepreneurial business. Entrepreneurial
development involves the implementation of various procedures, functions, and
activities that are associated with perceiving opportunities and formation of the
organizations to pursue them. Entrepreneurs experience several opportunities
and challenges within the course of pursuance of their goals and objectives. The
main components proposed for inclusion in a de nition of the entrepreneur are
Innovation, Opportunity Recognition, Risk Management, Action, Use of Resources,
Added Value.

Keywords: Entrepreneurship, Economic development, Entrepreneurial skills,
Entrepreneurial business, Opportunities and challenges, Innovation.

Introduction
 Entrepreneurship, among others, as a phenomenon, whose principal
required capital is creativity, bravery and using opportunities, is the
most important potential source of economic growth, increasing
productivity, and producing wealth. In other words, today growth
does not rely necessarily on the existence of abundant natural
resources or a life of given socio-political system; but depends on
human sources
 Entrepreneurship is the process of designing, launching, and
running a new business, which is often initially small. The people who
create these businesses are called entrepreneurs. Entrepreneurship
contributes an essential part in the development of the country.
The quantity and competence of entrepreneurs affect the economic
development of the country. The economic history of the current
advanced countries like USA, Russia, and Japan, supports the fact
that economic growth is the result for which entrepreneurship is an
expected cause.
 Entrepreneurship has been described as the “capacity and
willingness to develop, organize, and manage a business venture
along with any of its risks to make a pro t.” While de nitions of
entrepreneurship typically focus on the launching and running of
businesses, due to the high risks associated in launching a start-up, a
signi cant proportion of start-up businesses have to close due to “lack
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of funding, bad business decisions, an economic crisis, lack of market demand, or a combination of
all of these.”

History of Entrepreneurship
 The history of entrepreneurship in India starts in the era of Indus Valley Civilization. Its economy
depended majorly on trade, which was facilitated by advanced transportation technology. During
the copper age, the Indus Valley Civilization area showed ceramic similarities with southern
Turkmenistan and northern Iran, which suggested considerable mobility and trade. During the
Early Harappa period (about 3200–2600 BCE), similarities in pottery, ornaments, seals,  gurines,
etc. document intensive caravan trade with Central Asia and the Iranian country. There was an
extensive navigation trade network running between the Harappa and Mesopotamian civilizations
as early as the middle Harappa Phase, with much commerce being handled by modern Bahrain
and Failaka placed in the Gulf. Such long-distance sea trade became feasible with the innovative
improvement of plank-built watercraft, equipped with a single central mast supporting a sail of
woven rushes or cloth.
 History elucidates that Aside from the subsistence of agriculture and hunting, the Indus people
supported themselves by trading goods. Through trade, the Indus Civilization expanded its culture,
coming into general contacts with faraway lands.

Need for Entrepreneurship
 Every country, whether developed or developing, needs entrepreneurs. Whereas a developing
country needs entrepreneurs to initiate the method of development, the developed one needs
entrepreneurship to sustain it. In the present Indian context, where on the one hand, employment
opportunities in public sector and large-scale sector are shrinking, and on the other, vast opportunities
arising from globalization are waiting to be exploited; entrepreneurship can take India to the heights
of becoming a super economic power.

Who is an Entrepreneur?
 A person who accepts
 Unreliable risks;
 Fund provider
 Innovative
 Decision maker
 Industrial leader
 Manager or supervisor
 The organizer of economic resources
 Owner of an enterprise
 Employer of production factor
 Contractor
 Arbitrageur
 Allocator of resources among alternative uses
 A person who is aware of the onset of a new business

Types of Entrepreneurship
 Administrative Entrepreneurship
 Opportunistic Entrepreneurship
 Acquisitive Entrepreneurship
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 Incubative Entrepreneurship
 Imitative Entrepreneurship
 Private Entrepreneurship
 Public Entrepreneurship
 Individual Entrepreneurship
 Mass Entrepreneurship

Entrepreneurship from Schumpeter’s View
 In his opinion, a person who creates new business by replacing modern enterprises is not an
entrepreneur. According to him, innovations – ful lling a unique combination – can be classi ed
into  ve groups:
 Introducing new commodity or a new feature of the merchandise
 Presenting an original method of production
 Opening a new market
 Domination a new source of offering raw material or semi –made commodity
 Creating a new organization of industry.

Process of Entrepreneurship
 Identify an opportunity
 Establishing a vision
 Persuade others
 Gathering resources
 Create a new venture
 Adapt with time

Scope of Entrepreneurship
 The desire for control over one’s future
 More pro ts
 Lack of employment opportunity
 Government measures to promote entrepreneurship

Women as Entrepreneurs
 The development of women entrepreneurs and their involvement in the national economy is quite
noticeable in India. The number of women entrepreneurs has developed over some time, especially
in the 1990s. Women entrepreneurs need to be acclaimed for their increased utilization of modern
technology, increased investments,  nding a niche in the export market, forming a considerable
occupation for others, and setting the trend for other women entrepreneurs within the organized
sector. While women entrepreneurs have validated their potential, the fact remains that they are
capable of contributing much more than what they already are. Women’s entrepreneurship needs to
be studied individually for two main reasons. The  rst reason is that women entrepreneurship has
been recognized during the last decade as an essential unused source of economic growth.
 Women entrepreneurs create new jobs for themselves and others, and also by being different.
They provide the society with different solutions, like management, organization, and solutions to
business problems, as well as the exploitation of entrepreneurial opportunities. The second reason
is that the subject of women in entrepreneurship has been abandoned both, within society in general
and in the social sciences. Entrepreneurship amongst women has been a recent concern. Women
Entrepreneurs may be de ned as women or a group of women who recruit, organize, and operate
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a business enterprise. The government of India has de ned women entrepreneurs as an enterprise
maintained and regulated by a woman having a minimum  nancial interest of 51 percent of the
capital and giving at least 51 percent of employment produced in the enterprise to women. Like a
male entrepreneur, a women entrepreneur has many purposes. They should discover the prospects
of starting new enterprises, accept risks, the introduction of innovations, direction, management,
administration and control of the business, and making provision of effective leadership in all
aspects of the company.
 Women entrepreneurship is both about women’s position in society and about the role of
entrepreneurship in the same community. Women entrepreneurs experience many impediments,
especially in marketing their products; also, they have to take care of family responsibilities. Women
should have access to the same opportunities as men. When they feel they have to perform numerous
tasks, they teach the qualities of effective time management, diligence, and resourcefulness. The
entry of rural women in micro-enterprises must be strengthened and intensi ed. Rural women
can do wonders by their active and knowledgeable involvement in entrepreneurial activities. The
rural women have basic ethnic knowledge, skill, potential, and resources to form and manage the
enterprise. Now, the need is for knowledge regarding availability of loans, various funding agencies,
procedures regarding certi cation, awareness on government welfare programs, motivation,
technical skill, and support from family and other organizations. Moreover, the formation and
reinforcement of rural women entrepreneur’s network must be.

Entrepreneurship Training and Education
 Michelacci and Schivardi are a pair of researchers who believe that identifying and comparing
the relationships between an entrepreneur’s earnings and education level would determine the rate
and level of success. Their study focused on two education levels, a college degree and a post-
graduate degree. While Michelacci and Schivardi do not accurately determine characteristics or
traits for successful entrepreneurs, they do believe that there is a primary relationship between
education and success, noting that having a college knowledge does contribute to advancement in
the workforce.
 Michelacci and Schivardi state there has been a rise in the number of self-employed people
with a baccalaureate degree. However, their  ndings also show that those who are independent
and possess a graduate degree has remained consistent throughout time at about 33 percent. They
brie y consider those famous entrepreneurs like Steve Jobs and Mark Zuckerberg who were college
dropouts, but they call these cases all but exceptional as it is a pattern that many entrepreneurs view
formal education as costly, mainly because of the time that needs to be spent on it. Michelacci and
Schivardi believe that for an individual to reach full success, they need to have education beyond
high school. Their research reveals that the higher the education level, the greater the success.
The reason is that college gives people further skills that can be used within their business and to
operate on a higher level than someone who only “runs” it.

Speci c Entrepreneurship Challenges
 The various types of challenges that individual experiences in entrepreneurship have been stated
as follows:
 Family Challenges: The parents who feel that they need the skills and abilities of their children
to expand their family business and discourage them from getting engaged in employment
opportunities or jobs is stated to be the signi cant family challenge. It is generally believed by
the individuals that are opting for a business rather than an employment opportunity is easy. Well
educated and understanding individuals do not want to create strained relationships within their
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family. When parents want their children to get involved in the family business, rather than look
for a job outside, on the other hand, children do not express willingness to get involved in a family
business; then there is an occurrence of a signi cant family challenge.
 Social Challenges: Social challenges are essential in the case of entrepreneurship. There have
been instances when individuals undergo the number of problems within the community. If a person
is involved in the preparation of food items, which are of good quality, and there is the existence of
another entrepreneur, who manufactures the same food items, which are of better quality, then his
business will thrive, and there will be more productivity. In this way, productivity and pro tability
of the entrepreneur decline, when he has a competitor in the market. Therefore, it is understood
that social challenges are hard, and individuals need to formulate measures to overcome social
problems.
 Technological Challenges: In the present existence, technology has gained grounds and
contributes an imperative part in the implementation of tasks and operations in all areas. In the
 eld of education, medical, engineering, law, administration, management, science, arts, and so
forth, technology is of utmost signi cance. There are individuals who are not familiar with the
usage of technology; they do not feel comfortable with making use of a computer in carrying out
various tasks and operations. The technological challenges in the present existence need to be
overcome, and individuals, belonging to all categories, occupations, and backgrounds are making
use of technologies.
 Financial Challenges: Financial challenges are of utmost signi cance and prove to be the major
impediments in carrying out of tasks and functions. In establishing a business, it is necessary
to make some investments, and when there is an increase in productivity, then pro tability also
increases. The individuals who experience  nancial challenges usually are not able to initiate their
business in a worthwhile manner. Most of the non-technical business people do not understand the
online business models as a whole and so getting an initial business funding from them becomes
challenging. The other option is a loan, but bank loan is not an option in India for new online
entrepreneurs.
 Policy Challenges: With the changes in the government, there are a lot of changes that have
come about in the policies. The signi cant challenges that entrepreneurs experience are problems in
increasing equity capital, issues of availing raw materials, problems of obsolescence of indigenous
technology, increase in the pollution that has been ecologically demanding and neglect of small and
poverty-stricken countries and so forth. In entrepreneurship, there are speci c rules and policies
that are put into operation in an effective manner. The entrepreneurs that are poverty-stricken
or belong to deprived, marginalized, and socio-economically backward sections of the society,
usually experience problems with regards to stringent policies and rules.
 Challenges for Rural Entrepreneurs: The signi cant problems that rural entrepreneurs experience
are, growth of mall culture, reduced assistance, power failure, lack of technical knowledge,
capacity utilization, and lack of adequate infrastructure. The resources that are necessary to get
engaged in a business or entrepreneurship are lacking amongst rural individuals. They are mostly
residing in the conditions of poverty and backwardness, possess low levels of literacy, and there is
a lack of awareness amongst them. Rearing of livestock, farming, and agriculture are the primary
occupations that these individuals get engaged into, to earn their living. They are dependent upon
the environmental conditions, water resources, and forests to obtain materials that are necessary for
survival.
 Opportunities : Free entry into the world trade, improved risk-taking ability, withdrawal
of restraints by the Governments of nations, technology and inventions spread into the world,
inspiration to innovations and inventions, advancement of healthy completions among nations,
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consideration increase in government assistance for international trade, formation of other national
and international institutes to support business among countries of the world, assistances of
gaining expertise and social and cultural development. The availability of so many opportunities is
necessary to help the entrepreneurs be able to achieve their goals and objectives. It is vital on the
part of the entrepreneurs to generate awareness, develop practical communication skills, and work
towards the achievement of their goals and objectives.
 Opportunities for Rural Entrepreneurs: The programs and organizations that generate opportunities
for rural entrepreneurs have been stated as follows: Crashed Scheme for Rural Development, Food
for Work Programme, National Rural Employment Programme, Regional Rural Development
Centres, Entrepreneurship Development Institute of India, Bank of Technology, Rural Innovation
Funding and Social Rural Entrepreneurship. In the present existence, the knowledge-based
economy is a productive ground for entrepreneurs in India. It is rightly believed that India has an
extraordinary availability of capabilities with virtually limitless potential to become entrepreneurs.
Therefore, it is essential to become dedicated to generating the right environment to develop
ef cacious entrepreneurs. To achieve this, India must concentrate on the policies, procedures,
rules, and regulations. There should be the availability of prospects for the individuals so that they
can develop their entrepreneurship skills and abilities.

Future of Entrepreneurship
 Technology plays a crucial role in the future of entrepreneurship. Entrepreneurs can do both
strategic planning and administrative work for their business. They can get connected on all surfaces
of their business because the Internet makes it possible to do so. The future of entrepreneurship
could include high-performing entrepreneurs rather than people working for huge, faceless
organizations. The Internet and especially social media tools make it possible to turning passion
into a thriving business‘, and that anyone can create a personal brand and leverage it worldwide
through technology.
 As the Internet revolution advances, so does entrepreneurship. With always new and more
natural ways to build a business, succeeding in this new era is a matter of having two things: the
Internet and a device that gives you access to it. Once an entrepreneur has these two, it is a matter of
learning and mastering the different tools available online to turn your idea into a thriving business.

Conclusion
 “An entrepreneur searches for change, responds to it, and exploits opportunities. Innovation is a
speci c tool of an entrepreneur; hence, an effective entrepreneur converts a source into a resource.”
-Peter Drucker, Management Guru
 Entrepreneurship is the lifeblood of any economy. Indian entrepreneurs are more about
 Overcoming barriers, obstacles, inspiring & surmount in their  elds. Entrepreneurship is one
of the essential segments of economic growth. Innovation is a critical factor that an entrepreneur
brings in an overall change through innovation for the maximum social good. Being an entrepreneur
is not just starting a business, it is about having an approach, and one should be motivated to
succeed in the achievement of goals and objectives. All successful entrepreneurs have a similar
way of thinking and possess several essential personal qualities that make them successful in
business. Entrepreneurs need to maintain the required skills and abilities. They should be well
prepared to face the opportunities and challenges within the internal and external environmental
conditions. In the present existence, entrepreneurship has, to a large extent, contributed towards the
economic development of the country and has generated employment opportunities for the number
of individuals.
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Introduction
 Social Network analysis is an investigation made on social
structures through the use of networks. The  eld of social network
analysis is the dynamic and highly adaptable combination of
techniques that let us quantify and recognize the complex structures
and  ows of relationships, thoughts, and things between people
around the world.
 Social network analysis has emerged as a critical technique in
modern sociology. It has also gained an important following in
economics, geography, history, information science, organizational
studies, anthropology, biology, demography, communication studies,
sociolinguistics, political science, social psychology, development
studies, and computer science and is now usually available as a
consumer tool.

History
 Social network analysis has its theoretical roots in the work of
early sociologists such as George Simmel, who wrote about the
importance of studying patterns of relationships that connect social
actors. Social scientists have used the concept of “social networks”
since early in the 20th century to connote complex sets of relationships
between members of social systems at all scales, from interpersonal
to international.
 In the 1930s Jacob Morano and Helen Jennings organized basic
analytical methods. In 1954, John Arundel Barnes caused using the
term systematically to denote patterns of ties, encompassing thoughts
traditionally used by the public and those used by social scientists:
bounded groups (e.g., tribes, families) and social categories (e.g.,
gender, ethnicity). Scholars such as Ronald Burt, Kathleen Carley,
 Douglas R. White, Rapoport, Barry WellmanHarrison White,
Mark Granovetter, David Krackhardt, Edward Laumann, and Anatol
expanded the use of systematic social network analysis.

Network Analysis in the use of Various Application
 Social Network Analysis is used in many forms of applications.
As the network is a great useful source, many application runs
through networks.In the private sector, business uses social network
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analysis to support activities such as “Information system,” “Business Process,” and “Information
Systems.”
 Public sectors use network analysis in the development of leader engagement strategies, analysis
of individual and group engagement, and community-solving problems.

Security Application
 Social Network Analysis is also used mainly in security forces. It is used to analyze the terrorist
gangs and networks all over the world to every security agencies hanging on the present. After the
initial mapping, os social network analyze is done to track the unrecognized forces.
 E.g., The National Security Agency and FBI agents of USA tracked call detail records of
terrorists to catch them, and they  nished it in 2011.

Internet Applications
 Social Network Analysis has also been implemented in understanding online behavior by
individuals. As in the commerce lines, this collected information is sent to the respective corporate.
with those information they select their customers.
 Hyperlinks can be used to analyze the connections between websites or web pages to examine
how information  ows as individuals negative web. The connective has been analyzed through
hyperlinks.

Flowcharts on Network Analysis
 As like the above image, the network connects the group of systems, users information, ideas,
etc...

Conclusion
 As a Business Entrepreneur, it’s the right time to involve yourselves into Business network and
analysis and attain the respective knowledge or customer for your outsource. Start a website. Post
your outsource. Search for your valuable customer through the network
 “Networking is more about farming than it is about hunting.”

-Dr. Ivan Minser, BNI
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Abstract

Business Intelligence systems combine operational data with analytic tools to
present complex and competitive information to planners and decision-makers.
Although business intelligence systems are widely used in industry, research about
them is limited. Effective business intelligence systems must account for goal-
oriented behavior and decision-makers.

Keywords :Analytical tools, Decision makers, Operational data

Introduction
 Business Intelligence (BI) is crucial for the effective management
and integral aspect of the decision- making processes for prudent
companies attending to make use of a host of data relating to customer
service, inventory, pricing so much more. Adoption of BI system has
become one of the most signi cant technological and organizational
innovations in a modern organization that promote knowledge
diffusion and the cornerstone of business decision making.

Review of Literature
 Tyson (1986) BI concentrates on gathering, process, and present
information concerning customers, contenders, the business sectors,
technology, and products.
 Singh and Samalia (2014) BI is characterized as a framework
which gathers, changes, and shows related information from various
sources.

Objectives of the Study
 For every work, there should be an aim. Like that, this study has
the following purposes:
 To develop the timeliness and quality of inputs to the decision
process
 To improve the capabilities available in the  rm
 To build its ability to offer a predictive analysis of data that relates
to future occurrences.

Bene ts of Business Intelligence
 Faster reporting, analysis, or planning.
 More accurate analysis, reporting, or planning.
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 Better business decisions.
 I have improved data quality.
 I have improved employee satisfaction.
 I have improved operational ef ciency.
 I have improved customer satisfaction.
 I have improved competitive advantage.
 Reduced costs.
 Increased revenues.
 Saved headcount.

What Does BI Do?
 Corporate performance management
 Monitoring business activity, optimizing customer relations, and traditional decision support
 Packaged standalone BI demands for speci c operations or strategies
 Management reporting of business intelligence
 Creating forecasts based on historical data, past and current performance, and measures of the
direction in which the future will go.

Functions of Business Intelligence
 Features of business intelligence technologies vary by industry. The technology-driven
process of business intelligence involves a variety of services, technology tools, applications,
and methodologies that help a group collect data, prepare analyses, develop and conduct queries
of databases, and create reports. Every function is used to maintain business decisions. Overall
business intelligence is a data analysis process aimed at boosting company performance about its
competitors by helping end-users within the company make more informed decisions.

Business Intelligence Trends
 Currently, organizations are beginning to see that data and content should not be thought separate
aspects of information management, but instead should be accomplished in an integrated enterprise
approach. Enterprise information management makes business intelligence and enterprise content
management together. Currently, organizations are going towards operational business intelligence
which is presently underserved and uncontested by vendors.

Suggestion
 Business Intelligence has a positive impact on an organization’s people as it does on performance,
projects, and determinations. Business Intelligence is related to turn data into actionable information
for leadership, organization, management, and decision making.

Conclusion
 Many organizations are likely to opt for cloud-based BI in the future. In the end, informed
declarations to enhance a company’s performance is extremely important. Business intelligence
has all the necessary tools that make this happen.
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Abstract

The purpose of the study was to secure the impact of monetary and non-monetary
incentives on agents in LIC of India, Salem. To indicate the difference in employee
attitudes related to job satisfaction and incentives on some demographical
variables. The results of the study stated that extra pay, bonuses. The results
determined a signi cant effect of both monetary and non-monetary incentives for
better job performance, and incentive pay had a concrete linkage with satisfaction,
performance, and motivation.

Keywords: Monetary incentives, Work performance, Job satisfaction, Job motivation

Introduction
 The success and failure of a business are very much dependent on
the performance of its employees or in other words, the appearance
of the human resource of the enterprise. Several factors are supposed
to in uence the performance of the employees. Of course, the
incentives, whether monetary or non-monetary differently, are a
direct motivation to the employees to make to the greatest of their
capacity. It presents a spur or zeal in the employees for better
performance. Inspiration is something that motivates an individual
to act. Therefore a hope for recompense is powerful to encourage
employees to perform better. Motivated employees are also satis ed
employees which helps them to play more ef ciently and achieve
the organizational goal. One of the many methods used to increase
the motivation of employees is the incentive application. Incentives
are commonly developed, toate employee motivation, satisfaction,
and higher performance. The link between the three variables has
been broadly considered and debated among researchers, scholars,
and practitioners. They argue that the effectiveness of excuses for
giving higher behavioral issues of employees is based on the extent
to which those incentives are seen to satisfy or ful ll their needs.
 It is widespread at such premises that there are often monetary
and non-monetary incentive applications to award the employees
with a high-performance level and to encourage the ones with lower
performance levels for higher performance. The primary purpose
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of such forms is to establish a fair management structure within the premise to contribute to
the motivations of representatives as a social being and therefore to improve their productivity
and ef ciency by enhancing their job satisfaction levels. Nowadays, in the working sector with
the advent of globalization, the use of incentives by the employer’s plays a fundamental role in
workers satisfaction or the company’s effectiveness. How the employers treat their employees is
the most signi cant asset; therefore, to encourage or to motivate workers is the critical component
of every organization. All the incentives both tangible or intangible is motivating or became the
reference for job satisfaction; as they help in changing the behavior of workers. With the rise in the
organization’s competition, it is required that workers should deal with every aspect of their job
with creativity and motivation, which help in managing the organization goals and perspectives.
So to increase the level of interest in work, both monetary and non-monetary incentives are needed
that is associated with work satisfaction among employees.
 The theories of job motivation exist and shed some light on employee motivation; they all have
any limitations, and thus, our understanding and knowledge of what motivates employees are still
very much incomplete. Therefore, understanding what motivates employees to work near or at the
highest level is a critical issue for all organizations. It is believed that an employee’s behaviorist
in uenced by the different types of incentives. Therefore, to reward as well as recognize more
excellent performance, incentives are the critical tool regarding employee motivation.

Literature Review
 A large number of studies have identi ed the effect of monetary and nonmonetary incentives
on employee productivity and overall business performance. Numerous studies have more
demonstrated that rewarding employees is one of the best ways to keep the workforce motivated.
It has been found that how employee motivation is linked with incentives and recognition is
strategically essential for achieving successful performance in an organization.
 Al-Nsour (2012) examined the effects of  nancial and non- nancial incentives at Jordanian
university in terms of organizational performance. A signi cant relation was observed between
 nancial and non- nancial incentives and organizational performance by the data obtained from
this study. Moreover, the study showed that  nancial incentives were highly regarded than non-
 nancial incentives.
 Ali Erbaşı and Tugay Arat (2012) examined the effect of  nancial and non- nancial incentives
on job satisfaction and observed that the responsiveness to  nancial incentives was found to be
lower than to non- nancial incentives.
 Saqib and M Akbar (2015) suggested that the balance between  nancial and non- nancial
rewards plays a role in increasing the level of job satisfaction, motivation and organizational
commitment is a proposition which is generally accepted without argument.
 Al-Angari (1999) examined the effects of incentive applications on the performances of employees
and emphasized in the study that positive  nancial incentives do not satisfy the employees.

The Objective of the Study
•  To analyze the impact of monetary and non-monetary incentives on LIC agents.
•  To observe the impact of monetary and non-monetary rewards on Job Satisfaction.
•  To identify different incentives provided to LIC agents.

Limitations of the Study
•  The researchers could include only the position of LIC of India.
•  The study does not contain the estimate of one private or public companies underinsurance

industry in India.
•  The area of the study is retained limited due to the quick time and  nancial position.
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LIC of India
 Life Insurance Corporation of India was an Indian State-owned insurance group, and investment
company headquartered in Mumbai. It is the highest insurance company in India with an estimated
asset value of 1,560,482 crores (US$230 billion). As of 2013it had total life fund of Rs.1433103.14
crore with a total amount of policies sold of 367.82 lakh that year. The LifeInsurance Corporation
of India was founded in 1956 when the Parliament of India established the Life Insurance of India
Act that nationalized the private insurance industry in India. Over 245 Insurance companies and
provident societies were merged to create the state-owned Life Insurance Corporation. Even after
16 years of competition (the insurance sector was opened to private  rms in 2000), LIC still enjoys
over 76.99 percent of the market pie in terms of inclusive policies. The largest  nancial institution
with over Rs 22.10 lakh crore in assets which is over 15 percent of India’sGDP of Rs 134 lakh
crore.

Concept of Monetary and Non-Monetary Incentives
 Financial incentive enhance the direct satisfaction of employees, and the non-monetary motivation
is helpful for the recognition of employees, and that recognition is a motivational tool for the
employees and leads to an increase in performance. Monetary incentives can boost motivation, but
non-monetary incentives are more ef cient motivators because these incentives have an intrinsic
motivational impact on the workers. So, intrinsically motivated workers naturally enjoy their work
or job. Commercial incentives are developed to satisfy essential human needs, encouraging and
pushing people to do their best work performance, the recruitment of their capabilities and improve
their competencies level. Monetary incentives are also produced as a means of payment to increase
productivity and improve employee work performance. Therefore, the more employees provide,
the more they can get.
 Although monetary incentives are the key to developing employees’ motivation, work satisfaction,
and better performance, several non-monetary incentives may represent more effective means of
enhancing the quality of work product as well as motivational level. Also, non-monetary incentives
can promote staff loyalty, enhance more interaction and cooperation among subordinates and
superiors, enable more possibility for staff participation or involvement, and so on. Non- monetary
incentives could be in the form of issuing a certi cate of thanks and appreciation, providing extra
training courses as a part of capacity developing programs, or organizing parties for distinguished
staff. Non¬monetary incentives are sometimes known as moral incentives, which is concerned
with various aspects of psychological nededs, and the increasing concentration of these aspects
come after the emergence of related human theories (Akaili, 1996). Moral incentives mostly based
on the respect of a human being who has an hopes, aspiration, andemotional feeling.

Monetary Incentive in LIC
Giving of bonus: It is an extra payment over and above salary, and it acts as an incentive for

hard work. Knowing there is a substantial  nancial reward for increased productivity can make
precisely the kind of motivation to many agents. A competition which was there in April 2017 in
which if the agents procure Rs 50000as New Policy Instalment then the agent would be suitable to
get a bonus of Rs 400. In July if the agents can obtain four policies in the given time frame, then
the agents are quali ed to get Rs 700 as a bonus.
 Travel Allowance: It is the more bene t which is given to the agents. It acts as a monetary
incentive; it requires  nancial tangibility in it. LIC also provides travel allowance, which acts as
a tool for moving the employees to continuous increase their performance. And it is performed
according to the various club from which the agent belongs. In which the corporate understands the
maximum, i.e., 2,00,000 annually.
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Nonmonetary Incentives
 Training: Agents are given regular exercise to enrich them; it becomes the personality of the
agents, which in turn satis es them, which may start to motivate the agents to prove themselves.
The training program adopted in LIC is excellent. The top-level management plays an active role
in implementing training programs. The agents were distributed a target to be achieved, and the
qualifying agents are provided to attend a motivational cum educational seminar by a renowned
speaker.
 Praise or recognition: Recognition or Praise is another incentive which satis es the ego of
the agents. Sometimes compliments become more effective than any other tool. LIC agents are
consistently accepted and rewarded for their execution. Numerous competitions all year round
increase healthy competition amongst agents and appreciation for their efforts.
 Gifts: The agents are given various types of gifts items such as umbrella, rain jacket wall clocks
as a promotional giveaway item to motivate the agents for an excellent performance. The amount
or the value of the gift depends upon the level in which the agents belong to.
 Mediclaim Facility: It has also become important in everyone life as all are bothered about their
own and their family’s health and well-being. LIC gives its agents the group mediclaim, which
differs the amount of claim according to their membership. The Branch Members get the least of
one lakh, and the corporate understands the maximum, i.e.,  ve lakhs.

Overview of Work Motivation
 The competition among organizations and businesses is making it more challenging to achieve
their goal. Work motivation is a primary factor for progression within an organization and company.
According to circumstances, one of the most effective strategies for achieving organizational or
business goals is work motivation. The way organizations motivate their employees can affect on
how employees perceive their working environment and culture within their organization. Most
workers who are motivated produce a higher quality of work product as well as work effectiveness.
And motivation refers to “the psychological method that gives behavior purpose and direction, a
predisposition to behave in a purposive manner to perform speci c unmet needs, an unsatis ed
need, and the will to achieve, respectively.” Since the primary purpose of incentive is to promote
and increase employee motivation, some of these three variables should be taken into account. The
 rst is individual characteristics, the second variable is job characteristics, which contains some
variables such as rewards, level of work autonomy, duty, responsibility and so on and the third
variable concerns the attributes of the work-related environment.

The Effect of Motivation on Work Satisfaction
 Research seeking to  nd better methods of motivating people in the workplace has made some
researchers and scholars to further reduce on the psychological factors that can stimulate work
satisfaction among employees. The greatest potential motivators are the things that employees
overwhelmingly desire and value. The motivation that leads to job satisfaction is assoc.
 They are rated with the nature of the work itself. Herzberg has included job-related practices,
such as job recognition, the praise of employee’s achievement. Motivation can be extrinsic or
intrinsic. Sometimes people act not because they are intrinsically motivated, but fairly because
outside factors prompt them to take action. Accordingly, regardless of  nancial, physical, or
emotional circumstances, outcomes are still the primary motivator of job performance. It is possible
that the organization can improve their productivities, or gain competitive advantage through
productive, quali ed, and motivated employees. The primary determinant of work satisfaction is
job intrinsic, which is generally called motivation; this includes job responsibility, the opportunity
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for improvement, work recognition, and so on. Also, an individual’s level of satisfaction with his/
her work can re ect the degree to which he/she values their role either implicitly or explicitly as it
allows or ful lls the ful llment of their job value.
 The linkage between incentives, role satisfaction, and work performance.
 The active organizations make effective use of people knowledge and skills, which commonly
occur when people align their proper intentions with that of the establishment they work for.
Meanwhile, job-related characteristics and overall working environment are also crucial in the
context of job satisfaction. In extension to this, the degree of self-satisfaction felt by people
or groups of people in the workplace can arrange their overall performance, which suggests
satisfaction positively affects work performance. This suggestion has theoretical roots, but it
also indicates the common belief among scholars that “a happy worker is a productive worker.”
Therefore, when the dif culty of performance exists, it is far extra advantageous to deal with or
to improve workers’ satisfaction than to deal direct with their performance. From this aspect, the
overall work performance of an organization is much dependent on the productivity of individuals
or groups within the organization. Therefore, to attract, motivate and retain excellent performance
and very productive staff and to be fair to all employees, an organization requires to set up and
acquire incentive schemes to reward and recognize employees’ performance based on their relative
productivity.
 Hypothesis: The two signi cant hypotheses tested and analyzed in this study are
 H0: There is no impact on providing incentives to the agents.
 H1: There is a signi cant impact on presenting incentives to agents.

Research Methodology
 This study has a representative scanning model, which aims to indicate the variation in terms
of any demographical characteristics on the attitudes of employees related to incentives and job
satisfaction, also to examine the impact of monetary and nonmonetary incentives applied at LIC in
on motivation and job satisfaction. In the study,  eld research is used to test these hypotheses. This
research was based on the primary data collected through a detailed questionnaire containing 15
questions. The  rst part of the inquiry relating to the socio-economic background of the respondents
consisted of 6 issues relating to name, age, income, educational quali cation, etc. The second part
of the application consisted of 9 questions about several factors of avenue selection for the study. In
this study, it will be considered that employees with high satisfaction, motivation, and recognition
regularly perform well. The sample size was 30, and the respondents obtained randomly selected
from that urban investor of Salem district of Jharkhand. The means of gathering primary data is
mainly based on qualitative interviews. Qualitative interviews give an extra dimension, which
allows the researcher to explore the research questions from a various angle. This technique is
useful, mainly when the research aims to develop depth and further understanding. The primary
data obtained from the questionnaire were analyzed.
 The primary device used for this research was the face-to-face interview. The interview
inquiries were created based on an extensive review of distributed academic literature concerning
the research topic. The researcher conveyed interview questions that were semi-structured to allow
the interviewees to express their ideas or opinions instead of just answering the questions. This
technique gave more in-depth information about their perception toward the incentive system within
as well as their expectation to the entire organization. A qualitative interview is often called semi-
structured for the questions are well established, but with some possibilities for the participants to
expose their thoughts, feedback, and manage the direction of the interview.



National Conference on “Modern Marketing in Digital ERA”

268

Analysis & Discussion
 The qualitative data were separated using thematic analysis as qualitative analysis procedures.
According to King (2004b), thematic analysis introduces the description of core themes and sub-
themes in qualitative data. The text from open-ended interview questions is analyzed using a
coding procedure and reduced into a set of critical issues and sub-themes through the entire method
of data analysis. For this research study, thematic analysis of interview transcripts was performed
to highlight common themes of the research. First, reading carefully for the entire transcripts.
Second, each presented response from the interview was divided into smaller, meaningful pieces
of information. Then the researcher had considered that information in further detail to  gure out
the key variables that developed from the participants’ responses. This system was highlighted
and underlined for the next step. Last, those labeled and highlighted points were grouped, and
the so coded chunks of coded text were put collectively to form categories, core themes, and sub-
themes. This process provided the researcher to identify various variables, which merged from the
transcribed data and classi ed them into particular groups.

Conclusion
 Based on the literature review and research  ndings, we can say that an appropriate incentive
system supports employees to perform their best performance. Work performance as the importance
of job satisfaction and job satisfaction can be obtained from different incentives as employee
motivation. The result obtained from this study shows signi cant similarity to the reviewed literature.
Even though any were not what we expected, those exceptions established a small percentage in
the research  ndings, which can be shaded light for a future research study. The results showed a
meaningful effect of both monetary and nonmonetary incentives for better job performance. The
selected participants displayed different job dissatisfaction toward the non-availability of several
reasons, which signi cantly affected their overall work production. The majority of the interviewees
described that they are happy with their goals for their appearance. Two respondents did say,
however, that though he was not provided, it didn’t affect his performance. The meeting resulted
as the majority of interviewees get motivated with both the incentives monetary and non-monetary.
In general, the results showed that providing further  nancial and nonmonetary incentives to public
employees could improve their work performance and increase productivity.
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