
 

 

INTERNATIONAL JOURNAL OF COMMERCE 

(A Peer-Reviewed-Refereed/Scholarly Quarterly Journal Globally Indexed with Impact Factor) 
 
 

Vol. 6   Special Issue 3   March, 2018   Impact Factor: 3.017  

ISSN: 2320 - 4168  UGC Approval No: 44120 

 

National Conference on 

“CONTEMPORARY ISSUES IN COMMERCE AND MANAGEMENT”   

 

2nd February 2018 

 
Organised by 

 

Department of Commerce 
 

 
 

 

NAMAKKAL KAVIGNAR RAMALINGAM GOVERNMENT 

ARTS COLLEGE FOR WOMEN 

(Affiliated to Periyar University and Reaccredited with ‘A’ Grade by NAAC) 

Namakkal 637 001, Tamil Nadu, India 

Phone: 04286 221152 

 

 



 

 
 
 

 



 

 

 

NAMAKKAL KAVIGNAR RAMALINGAM GOVERNMENT 

ARTS COLLEGE FOR WOMEN 

(Affiliated to Periyar University and Reaccredited with „A‟ Grade by NAAC) 

Namakkal 637 001, Tamil Nadu, India 

Phone: 04286 221152 
 

 
 

Dr. D. Gretta Mary Thenral  M.Sc., M.Phil., Ph.D. 

Principal 
 

Message from Principal’s Desk 
 

Warm and Happy Greetings to All 

 I am very glad to hear that the Department of Commerce is organizing a National 

Conference on “Contemporary Issues in Commerce and Management” on 2nd February 2018. 

 Liberalisation, Privatisation, Globalisation and Technological advancements have brought 

tremendous changes in the field of commerce. Rapidly changing nature of business and economy 

has opened up the issues in managing the business and sustaining the vigorous challenges at 

global level. It is very vital for the business concern to manage businesses in turbulent times 

and to identify contemporary issues in present scenario in the field of commerce and 

management.  I hope the conference would certainly provide a platform for academicians, 

research scholars and students to exchange their experience, knowledge and ideas and also will 

help everyone to have the latest updates.  It will definitely pave a way to contribute more to the 

field of commerce and management. 

 I whole heartily congratulate the head of the department and faculty members of commerce 

for their efforts in organizing this conference. I wish to extend my full support to the 

contribution of such endeavours in the coming years. 

 “Success will never lower its standards to accommodate someone; one has to raise one’s 

standard to achieve it”.  

 I wish the conference a great success. 
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Convener  

 
 On behalf of the organizing committee of this National Conference and N.K.R. Government 

Arts College for Women, I extend my warm welcome to the Guest speakers, Chair person, 

delegates, paper presenters and the participants. 

 The theme selected for the conference is „Contemporary Issues in Commerce and 

Management‟ which is befitting in the current atmosphere of the business. Over a period of time, 

the world of commerce and management has witnessed paradigm change. The revolution in 

information technology has changed the way of doing business. These changes bring lot of 

challenges to sustainability. In this milieu, the conference provides the pavement for discussing 

the various issues in commerce and management to be met out for the development of the 

nation. 

 The conference will provide an excellent platform for developing new ideas and technologies. 

I am confident that every participant will learn something new. 

I thank all the contributors, participants and students for their active participation to make this 

a huge success, without whom, this event would have been impossible. I would like to thank the 

Principal, Senior Professors and friends for their guidance and motivation for the success of this 

national conference. I also thank my colleagues, non-teaching staff and students for their 

continuous support in making this conference a memorable one. 

 I wish you all to have a pleasant event. 
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 Greetings! 

 As an Organizing Secretary of this conference, I am enormously pleased to welcome the 

guest speakers, chairperson and participants for the National Conference on “Contemporary 

Issues in Commerce & Management” on 2nd February 2018. 

 In the era of economic liberalization and increased competition, Indian Industry is 

attempting to harness technology to succeed in achieving its business objectives. The strategic 

use of information technology is one of the defining aspects of organizational success in today's 

world. There is also a need to develop multi skilled personnel for corporate world.  In this 

context the conference theme will address the emerging issues & challenges to be faced by the 

business. 

 This conference includes keynote address from academicians, paper presentation by research 

scholars and will provide the participants an opportunity for developing interactions with 

academia with high academic standards. I am sure that this academic programme will open up 

new vistas of research and will be a memorable event for the participants.  

I wish to express my sincere gratitude to our beloved Madam Principal Dr. D. Gretta Mary 

Thenral and my HOD for their encouragement and support. I also extend my thanks to my 

colleagues for their timely help and support. 

I wish everyone to have a memorable event. 
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Message 

 
 I am indeed very happy to note that the National Conference on „Contemporary Issues in 

Commerce and Management‟ is being organized by the Department of Commerce of N.K.R. 

Government Arts College for Women, Namakkal, on 2nd February 2018. 

 In the era of globalization and info-tech, doing business has witnessed radical changes. From 

identifying the needs or creating the needs among the people to till providing customers delight 

in using the product or service, the ways and means of doing business have changed a lot. When 

the businesses have witnessed several changes, these changes have brought challenges and 

issues to the existing organizations and organizations likely to be started. These issues emanate 

from various corners and to be handled with meticulous planning and effective strategies 

irrespective of the fields. Hence, conference of this nature would provide a great opportunity to 

update knowledge, learn new techniques and keep abreast with latest developments in the 

respective field. In addition to this, this kind of conference is an occasion for delegates to 

exchange valuable, useful and informative ideas in the related fields too. Thus, the theme 

chosen for discussion in the conference is indeed a very appropriate intellectual exercise, 

considering the importance of various issues to be handled and challenges to be met in present 

day economy and therefore I congratulate the organizers for providing a platform for valuable 

interaction through this conference. I wish to convey my felicitations to all delegates 

participating in the conference. 

 My best wishes for the great success of the conference. 
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 Greetings to one and all 

 I am very pleased to be a part in the National Conference on Contemporary Issues in 

Commerce and Management conducted by N.K.R. Government Arts College for Women on 2nd 

February 2018. It is indeed a splendid effort by Dr. S. Subadra and the faculty of Department of 

Commerce. 

 Conference of such nature provide a great opportunity to update knowledge and keep 

obsessed with latest developments in the respective field and also an occasion for the delegates 

to exchange valuable, useful and informative ideas and to interact with each other. 

 The theme chosen for the conference is indeed very appropriate, considering the important 

role of various sectors which influences the development of the economy. After the 

Liberalisation, Privatisation and Globalisation, the Indian economy has obsessed significant 

changes. Today, with the advancement in technology, there are lot of changes taking place in the 

field of commerce and management. All the sectors are forced to adapt new strategies to cope up 

with the issues. 

 I appreciate the faculty members for having igniting an eye opening attempt for the rural 

women.  

 I wish all success in this endeavour. 
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Abstract 

 Organizations globally are strategizing on how best 

to boost their productivity through enhanced performance 

by the employees. Motivation of employees by the 

recognition of the importance of balancing their work and 

family life has continued to gain ground. Workplace 

flexibility is increasingly becoming important both for 

employers and employees. The Incessant support from top 

management of the organization is need of the hour, where 

they have to clearly communicate their eagerness and 

willingness to restructure the types of flextime work 

arrangements, supported regulations of the organization, 

type of work in such a manner that it can balance the work 

and professional life of the employees, which leads to 

higher employee productivity. The present paper has 

attempted to understand the research gap of the impact of 

Flextime Work Arrangements on employee‟s productivity 

in Information and Communication Technology sector 

(ICT).This research aimed to highlight the concepts of 

flexibility in work and to study the impact of five types of 

flextime work arrangements (flextime, compressed 

workweeks, job sharing, telecommuting, and part time) on 

Employees' productivity in ICT. In this research, 

independent variables such as the types of flextime work 

arrangements, supported regulations of the organization, 

and types of work are being discussed to determine their 

correlation with Employees' productivity. 

Keywords: Flexible Work Arrangements, Workplace 

flexibility, Compressed Workweeks, Telecommuting

Introduction 

 In the developed world, people are working longer hours and the evidence is mounting that this is 

damaging their health and family life (Cooper, 2008).Greater flexibility would have some positive effects. 

Individuals would have more choice, control and likely achieve a better fit of their hours worked to their 

preferences(Burke, 2008).Flextime at work now takes various forms and includes job sharing, variable 

working time and telecommuting alongside conventional part time schedules. These arrangements vary across 

different countries and reflect the amount of control overworking time that employer or employee enjoys in 

relation to when the work is done and the number of hours worked during a specific period (Cole, 2006). 

 This study presents the results of an investigation on the attitudes towards flextime work arrangements 

among information and communication technology workers and the effect of such arrangements on their 

productivity. The progress of flextime working arrangement (FWA) seems to be controlled by the actual 

arrangements used, the type of industry they are used in, the culture they are implemented in and the relative 

flexibility of the work practice. These variables can be used in the implemented action of FWA to achieve a 

more effective outcome (Stavros& Kilaniotis, 2010). 

 The concept of productivity recognizes the relation between various factors in the workplace. The output 

or results achieved maybe related to many different inputs or resources in the form of various productivity 

ratios. Each of separate productivity ratios is influenced by a combination of many relevant factors (Bain, 

1982). The Information and Communication Technology Sector produced a wide range of solutions and 

packages in areas such as human resources management, projects and sales management, finance and 

accounting, education related solutions, management information systems, children education and 

entertainment. 
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Need for the Study 

 To identify and understand the impact of flextime work arrangements (FWA) on the productivity of 

employees in Information and Communication Technology Sector 

 

Scope of the Study 

 The research was conducted on employees working in Information and Communication Technology 

Sector. The respondents of the questionnaire were related to middle level and operational level employees.  

 

Objectives 

 To study the impact of Flextime Work Arrangements on employees' productivity under ICT companies 

 To understand the various factors that affect flexibility and then employees‟ productivity in the ICT 

Companies 

 To suggest different ways to achieve a better level of performance and increase employees 'productivity. 

 

Limitations 

 The questions in the questionnaire are close-ended questions which limits the ability of the report to 

provide unique insights.  

 Limited sample size was an obstacle in this study. 

 The study findings cannot be generalized as the characteristics and work culture could be different from 

employee to employee at the same level in ICT companies 

 

Literature Review 

 Most of the organizations have begun to offer flextime work arrangements to help employees balance 

work and family demands (Galinskyet al., 2008). The different ways that flexibility impacts works, and the 

resultant effects on the bottom line, are of greatest interest to organizations and likely to be deciding factors 

when they consider either formally implementing or informally permitting flexibility. Most organizations are 

left to decide if and how they will offer flexibility, and decisions are largely based on how they perceive such 

arrangements will affect their ability to be responsive to business needs (Fisher, 2010). 

 Flextime Work Arrangements (FWAs) allows, companies to keep good employees and not force them to 

sacrifice family life. Flextime work arrangements will help them benefit personally and professionally and the 

result will be people who are more loyal, committed and productive (Smith, 2002). 

 A salient feature of flexible work hours is that it can reduce the morning tension„; worrying about 

childcare, symptoms of stress and interrole conflict„(Pierce, Newstrom, Dunham & Barber, 1989 cited in 

Lucas & Heady, 2002). In addition, job-sharing contributes to the learning of a wide range of skills. A salient 

point by Grzywacz et al. (2008) is that flextime may benefit the health of the worker, yet the potential benefit 

of compressed workweek becomes questionable. 

 A common option of flextime work practice is to work from home and managers can retain qualified and 

experienced older workers (Pieter et al., 2006)who are likely to leave the organization. Hence, output may be 

significant as it decreases traveling hours, with fewer discontinuities in work. This allows older workers to 

ease their work demands, and yet be productive. 

 The five main motives for introducing flexible work practices is to achieve work requirements; to attain 

family friendly objectives; administrative plans; fairness programs; and management of skills deficiencies, 

employee retention, prevention of a stressful workplace and reduction in absenteeism(Lewis, 1997 cited in 

Brien & Hayden, 2008).  Flextime contributes to employee morale, productivity and eases commuting 

arrangements. This generic concept of flextime is for ―work-hours programs which allows flexibility with 

starting and quitting times (Lucas & Heady, 2002: 566). 
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Research Methodology 

 Data Collection: The research methodology used to analyze the data in Descriptive research 

methodology. The data used for the study is both primary as well as secondary. Primary data was collected by 

using survey method from the employees working in ICT. 

 Sample Size: 82 

 Sample Technique Used: Simple Random Sampling. 

 Questionnaire Design: The survey questionnaire is separated into two different sections. Section A 

includes the demographics of employees. In Section B, all variables are measured using interval scale. The 

three independent and dependent variables are designed into a form of five-point Likert scale. Five-point 

Likert scale is recommended for most survey settings as it gives sufficient discrimination and easily 

understood by survey respondents (Brace, 2004). The scale is set with responses vary from “Strongly Agree” 

to “Agree”, with “Neutral” as middle option then followed by “Disagree” and “Strongly Disagree”. 

Correlation is performed on the data acquired.  

 

Data Analysis 

 It is performed on the data obtained from the employees in ICT companies, here the dependent variable is 

taken as level of employees ' productivity at ICT companies and independent variables are types of flexible 

work arrangements, supported regulations of the organization and the types of work. The dependent and 

independent variables are defined in the following table i.e., Table 1. 

 

Table 1 

Independent 

Variables 

Types of 

FWA 

Do you feel allowing workers to choose between different types of FWAs 

affect their productivity? 

Do you agree that working remotely with companies outside contributes to the 

acquisition of new experiences, which increase employees' productivity? 

Do you feel some types of FWAs contribute to the provision of services for 

long and varied times, which affect employees' productivity positively? 

Company's 

policies and 

laws 

The existence of written policies governing the selection processes among the 

various FWAs has a positive effect on employees' productivity 

The company's policies and laws which support FWAs influence the 

competitive advantage of the company and loyalty of workers, thus, having a 

positive effect on employees' productivity. 

The company's policies of flextime working arrangements motivate employees 

to develop their skills which affect employees‟ productivity positively. 

The company's policies which support the ability to switch between different 

programs of FWAs affect employees‟ productivity. 

Type of work 

The type of work affects the choice of FWAs type and therefore affects 

employees‟ productivity 

In cases where the work task necessitates only one person; this supports FWAs. 

The fact that the nature of the work (Software/hardware) affects the possibility 

of adopting FWAs. 

Work that needs a long and continuous time commitment to be realized 

increases the need for FWAs programs for workers. 

The fact that the job is in the senior level of management affects the type of 

FWAs and thus the level of employees‟ productivity. 

Dependent 

Variable  

Employees'/

Workers 

productivity 

Does FWAs affect employees‟ productivity positively 
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Results and Analysis 

Tools Used  

 To understand the relationship between the dependent and independent variables, analysis of data has 

been performed in MS Excel using Data Analysis 

 

Correlation Analysis 

 Testing of Hypothesis for significant relationship between the dependent and independent variables.  

 Null Hypothesis H0: There is a significant relationship between the dependent and independent variables 

 Alternative hypothesis H1: There is no significant relationship between dependent and independent 

variables. 

 In Correlation, if the correlation coefficient is <0.3 it represents a weak relationship between the variables, 

0.3 – 0.7 represents a moderate relationship while the strong relationship between the variables is represented 

with the values >0.7. 

 The results obtained from the below (Table 2) are as follows,  

 

Table 2 

Null hypothesis H0 is accepted 

and Alternate Hypothesis H1is 

rejected i.e., there is a significant 

relationship between all the 

independent variables (Types of 

FWA, Company's policies and 

laws, Type of work) and the 

dependent variable Employees' 

productivity. And also, there isa 

significant relationship between the individual independent variables with the dependent variable Employees' 

productivity 

 

Findings 

 There is a moderate relationship between the type of FWA(0.423031346), Companies policies and 

law(0.447299486) and level of employees' productivity which implies that these two factors (Type of 

FWA and Companies policies and law)are positively related to dependent variable(employees‟ 

productivity).i.e., change in one variable will affect the other in the same direction.  

 There is somewhat a Strong relationship between type of work (0.518371253) and level of employees‟ 

productivity compared to rest of the factors. That means, the type of work affects the choice of FWAs 

type and therefore affects employees‟ productivity. 

 

Conclusion  

 The research investigates the impact of Flextime Work Arrangements on employees' productivity through 

an empirical study of the employees at ICT. It has been found that the three factors (Types of FWAs, 

Supported Regulations of the Organization, and Types of Work) effect the level of flexibility applied in the 

companies. 

 In a nutshell, the results obtained of this study may be useful to improve the productivity among the 

employees working in Information and Communication Technology Sector, by strengthening these three 

factors such as Types of FWAs, Supported Regulations of the Organization, and Types of Work that proved 

that they have positive and significant relationships with employees‟ productivity.  
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Abstract  

 A performance appraisal is a formal process used to 

assess an employee‟s effectiveness and productivity and 

serves both administrative and developmental purposes. 

Administratively, it helps guide decision-making regarding 

employment actions, personnel planning, and training and 

development. It is the process of obtaining, analyzing and 

recording information about an employee to evaluate and 

improve their performance. Each and every organization 

purely depends on the performance of the employees and it 

is the human tendency to judge everything and everyone 

around them. In the present study, the researcher 

investigated the existing status of performance appraisal of 

selected pharmaceuticals companies in Chennai city. The 

primary research was done through questionnaire survey 

in Chennai City using a convenient sampling of 200 

respondents. The study found that the middle-level 

managers of selected pharmaceuticals companies are 

satisfied the 360 Degree appraisal system, Management by 

objectives and Rating scale of current performance 

appraisal system. Further, the middle-level managers are 

having a positive perception of the performance appraisal 

system adopted by the selected pharmaceuticals companies 

in Chennai city. The male and female middle-level 

managers are having a similar opinion about the 

performance appraisal system adopted by the selected 

pharmaceuticals companies in Chennai city. The study also 

originated that the middle-level managers are satisfied the 

current appraisal system which used by the selected 

pharmaceuticals companies in Chennai city.  

Keywords: Performance Appraisal; Pharmaceuticals 

Companies; Job Satisfaction 

 

Introduction  

 A performance appraisal is a formal process used to assess an employee‟s effectiveness and productivity 

and serves both administrative and developmental purposes. Administratively, it helps guide decision-making 

regarding employment actions, personnel planning, and training and development. The Performance Appraisal 

is necessary to determine the performance of the employees and the organization to check the growth towards 

the desired goals and aims. The Performance appraisal includes all formal procedures used to assess the 

personalities, contributions potentials of group members in a working organization. It is a continuous process 

to secure information necessary for making correct and objective decisions on employees. Performance 

appraisals help to rate the performance of employees and evaluate their contribution towards the 

organizational goals. Performance appraisals help develop individuals, improve organizational performance 

and feed into business planning.  

 

Methods of Performance Appraisal  

 There are two types of measures are used in performance appraisal: Objective measures which are directly 

quantifiable and Subjective measures which are not directly quantifiable. Performance Appraisal can be 

broadly classified into two categories: Traditional Methods and Modern Methods. The performance appraisal 

methods are:  

 Traditional Method  

 Modern Method  

A STUDY ON PERFORMANCE APPRAISAL PRACTICES AMONG THE 

MIDDLE-LEVEL MANAGERS IN SELECTED PHARMACEUTICALS 

COMPANIES IN CHENNAI CITY 
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Review of Literature  

 Suhaimi Sudin (2011) found that distributive and informational justice is significantly related to 

satisfaction with the last appraisal ratings, distributive, interpersonal and informational justice are significantly 

related to satisfaction with supervision, and distributive and informational justice are related to satisfaction 

towards the performance appraisals system. Omboi Bernard Messah (2011) identified that the competence, 

assessment and development, management by objectives, performance-based pay and employee training all 

had an effect on employee performance in Kenya Tea Development Agency. Shikh Abdur Rahim (2012) 

originated that the bank is suffering from a uniform policy of performance appraisal because in some branch 

employees are evaluated by the Head of the respective department and in some branches employees are 

evaluated by the Head of the branch. Pallavee Shrivastva (2012) stated that the performance appraisal is one 

of the key factors of the organizational ability and usually reviews past behavior and so provides an 

opportunity to reflect on past performance of the bank employees. Lalita Rani. et.al. (2014) found that 

employees are satisfied with current appraisal method and most of the employees stated that their appraisal is 

not influenced by biases of top-level management. Performance Appraisal is often the central pillar of 

performance management in the bank to keep the motivation of the employees high. 

 

Objectives of the Study 

 To study the performance appraisal practices among the middle-level managers in selected 

pharmaceuticals companies in Chennai city; and  

 To examine the existing status of performance appraisal system adopted by the selected pharmaceuticals 

companies in Chennai city. 

 

Statement of Hypothesis 

 The Employees are not Satisfied the Current Performance Appraisal System Used by the Selected 

Pharmaceuticals Companies in Chennai City. 

 The Employees do not have the positive opinion about the current performance appraisal system used by 

the selected pharmaceuticals companies in Chennai City. 

 There is no significant difference between male and female employees with respect to an opinion about 

the current performance appraisal system used by the selected pharmaceuticals companies in Chennai 

City. 

 The employees are not satisfied the current status of performance appraisal system adopted by the selected 

pharmaceuticals companies in Chennai city. 

 

Research Methodology 

 The present study‟s core objective is to find out the performance appraisal practices among the middle-

level managers in selected pharmaceuticals companies in Chennai city. The study used both secondary and 

primary data. The data were used to achieve the above objectives. The study was conducted in Chennai city, 

India. The sample for this study consisted of 200 employees drawn on the basis of simple random sampling 

from the middle-level managers of selected pharmaceuticals companies in Chennai city. The pharmaceutical 

companies‟ middle-level managers were contacted face-to-face for the purpose of collection of primary data.  

 For the purpose of checking the reliability of the responses given by the middle-level managers, the actual 

working place of the pharmaceutical companies‟ was visited for collecting more information about current 

performance appraisal system, opinion about the performance appraisal system. The data were collected 

during the period of October 2017 to December 2017. The value of Cronbach‟s alpha came to 0.821 during the 

pilot study; hence, the same questionnaire was used for the final study keeping in view the high score of 

reliability and validity of the instrument. The primary data collected from target respondents were analyzed 

using descriptive statistics, one-sample t-test and Independent t-test was analyzed using SPSS 21.0 version. 
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Data Analysis and Interpretation 
 

Table 1 Demographic Profile of Respondents 

Source: Computed from Primary data 

 The above table shows that the demographic profile of the 

respondents of selected pharmaceuticals companies in Chennai 

city with respect to Gender, Age, Educational Qualification, 

Monthly Income, and Experience. Out of 200 respondents, the 

percentage of male and female respondents is 74% and 26% 

respectively. On the basis of responses, the respondents have been 

classified into five age group categories. The majority 33% of 

respondents were in the age group of up to 30 years, followed by 

28% of respondents are in the age group of between 31-35 years, 

17% of the respondents are in the age group between 36-40 years, 

13% of the respondents are in the age group of between 41-45 

years and 9% of the respondents are in the group of between 46-50 

years. In connection with the Educational Qualification of 

respondents, 47.5% of respondents are post-graduates, 29% of 

respondents are professionals and 23.5% of respondents were 

undergraduates. As for a monthly income of the respondents, 

majority 33% of the respondent's monthly income was above 

Rs.45,000, followed by 29% of the respondent's monthly income 

was between Rs.25,001 – 35,000, 21% of the respondent's 

monthly income was between Rs.36,001-45,000 and 17% of the 

respondents monthly income was up to Rs.25,000. In connection 

with the respondents working department, majority 41.5% of the 

respondents are working in the sales department, followed by 24% 

of the respondents are working in admin department, 18.5% of the 

respondents are working in HR department and 16% of the 

respondents are working in the finance department. Regarding 

experience of the respondents, majority 40% of the respondents 

experience between 3.1 years to 6 years, followed by 30% of the 

respondents are having experience up to 3 years, 20.5% of the 

respondents are having experience 6.1 years to 9 years and 9.5% of the respondents are having experience 

above 9 years.  

 

Null Hypothesis 1 

 The Employees are not Satisfied the Current Performance Appraisal System Used by the Selected 

Pharmaceuticals Companies in Chennai City 

 

Table 2 One-sample T-Test for Current Performance Appraisal System in  

Selected Pharmaceuticals Companies in Chennai City 

Current Performance Appraisal system N Mean SD t-value p-value 

360 Degree Appraisal Method 200 3.22 1.333 2.280 0.024* 

Management By Objectives 200 3.20 1.333 2.069 0.040* 

Rating Scale 200 3.19 1.326 1.972 0.050* 

Checklist 200 3.29 1.290 3.179 0.002** 

Source: Computed from Primary data 

 Frequency Percent 

Gender 

Male 148 74.0 

Female  52 26.0 

Total 200 100.0 

Age 

Below 30 years 66 33.0 

31-35 years 56 28.0 

36-40 years 34 17.0 

41-45 years 26 13.0 

46-50 years 18 9.0 

Total 200 100.0 

Marital Status 

Single  49 24.5 

Married 151 75.5 

Total 200 100.0 

Educational qualification 

UG 47 23.5 

PG 95 47.5 

Professional 58 29.0 

Total 200 100.0 

Monthly Income 

Up to Rs.25,000 34 17.0 

Rs.25,001 - Rs.35,000 58 29.0 

36,001 - 45,000 42 21.0 

Above Rs.45,000 66 33.0 

Total 200 100.0 

Working Department 

Admin Department 48 24.0 

Sales Department 83 41.5 

HR Department 37 18.5 

Finance Department 32 16.0 

Total 200 100.0 

Experience 

Up to 3 years 60 30.0 

3.1 years to 6 years 80 40.0 

6.1 years to 9 years 41 20.5 

Above 9 years 19 9.5 

Total 200 100.0 
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 The above table shows the results of one-sample t-test for current performance appraisal system in 

selected pharmaceuticals companies in Chennai city. The checklist factor of current performance appraisal 

system t-value 2.280 and p-value is 0.002 which is less than 0.01. Therefore the null hypothesis is rejected at 

1% level of significance. Hence it is concluded that the employees are satisfied the current performance 

appraisal system of Checklist. The study established that the employees are satisfied the performance appraisal 

system on the basis of a checklist. The p-value of 360 Degree appraisal system, Management by objectives 

and Rating scale of current performance appraisal system is less than 0.05. Therefore the null hypothesis is 

rejected at 5% level of significance. Hence it is concluded that the employees are satisfied the 360 Degree 

appraisal system, Management by objectives and Rating scale of current performance appraisal system. 

 

Null Hypothesis 2 

 The Employees do not have the positive opinion about the current performance appraisal system 

used by the selected pharmaceuticals companies in Chennai City 

 

Table 3 One-sample T-Test for Opinion about the Performance Appraisal System in Selected 

Pharmaceuticals Companies in Chennai City 

 N Mean Std. Deviation t-value p value 

Opinion about Performance 

Appraisal system 
200 3.23 1.172 2.775 0.006** 

Source: Computed from Primary data 

 One-sample t-test for whether the employees of selected pharmaceuticals companies are having the 

positive opinion about the performance appraisal system in selected pharmaceuticals companies in Chennai 

city. The calculated t-value 2.775 and p-value is 0.006 which is less than 0.01. Therefore the null hypothesis is 

rejected at 1% level of significance. Hence it is concluded that the middle-level managers are having a positive 

perception of the performance appraisal system adopted by the selected pharmaceuticals companies in 

Chennai city. 

 

Null Hypothesis 3 

 There is no significant difference between male and female employees with respect to opinion about 

the current performance appraisal system used by the selected pharmaceuticals companies in Chennai 

City 

 

Table 4 Independent T-Test for Opinion about the Performance Appraisal System in Selected 

Pharmaceuticals Companies in Chennai City 

 Gender N Mean SD t-value P value 

Opinion about Performance 

Appraisal system 

Male 148 3.21 1.144 
0.417 0.677 

Female 52 3.29 1.258 

Source: Computed from Primary data 

 Independent t-test results for an opinion about the performance appraisal system in selected 

pharmaceuticals companies in Chennai city highlight the above table. It is noted from the above table; the 

calculated t-value is 0.417 and p-value 0.677 which is greater than 0.05. Therefore the null hypothesis is 

accepted at 5% level of significance. Hence it is concluded that there is no significant difference between male 

and female employees with respect to an opinion about the current performance appraisal system used by the 

selected pharmaceuticals companies in Chennai City. The study found that male and female middle-level 

managers are having a similar opinion about the performance appraisal system adopted by the selected 

pharmaceuticals companies in Chennai city.  
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Null Hypothesis 4 

 The employees are not satisfied the current status of performance appraisal system adopted by the 

selected pharmaceuticals companies in Chennai city 

 

Table 5 One-Sample T-Test for Satisfaction of Current Status of Performance Appraisal System 

 N Mean SD t-value p-value 

Increment in salary after Performance Appraisal 200 3.23 1.202 2.707 0.007** 

Helps in achieving goals 200 3.37 1.216 4.244 0.000** 

Improve employees performance 200 2.81 1.145 -2.347 0.020* 

Improve motivation and job satisfaction 200 3.15 1.149 1.784 0.076 

Helps to change employees behavior 200 3.16 1.178 1.861 0.064 

Encouraged to share one another burden 200 2.45 1.069 -7.275 0.000** 

 Source: Computed from Primary data 

 It is noted from the above table, the p-value of “Increment in salary after Performance Appraisal”, “Helps 

in achieving goals”, “Encouraged to share one another burden” is less than 0.01. Therefore the null hypothesis 

is rejected at 1% level of significance. Hence it is concluded that the employees are satisfied the current 

appraisal system adopted by the selected pharmaceuticals companies with respect to these factors. The p-value 

of “Improve employee‟s performance” is 0.020 which is less than 0.05 and significant at 5% level of 

significance. Hence it is concluded the employees are satisfied the factor of improving employees 

performance. The p-value of “Improve motivation and job satisfaction” and “Helps to change employee‟s 

behavior” is greater than 0.05 and statistically insignificant. Hence it is concluded that these two factors are 

not satisfied by the employees of selected pharmaceuticals companies in Chennai city. 

 

Conclusion  

 The study found that the middle-level managers of selected pharmaceuticals companies are satisfied the 

360 Degree appraisal system, Management by objectives and Rating scale of current performance appraisal 

system. Further, the middle-level managers are having a positive perception of the performance appraisal 

system adopted by the selected pharmaceuticals companies in Chennai city. The male and female middle-level 

managers are having a similar opinion about the performance appraisal system adopted by the selected 

pharmaceuticals companies in Chennai city. The study also originated that the middle-level managers are 

satisfied the current appraisal system which used by the selected pharmaceuticals companies in Chennai city. 

The Performance Appraisal is often the central pillar of performance management in the bank to keep the 

motivation of the employees high. 
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Abstract 

 Economic development of a nation depends mainly on 

the financial system and the rate of new capital formation 

which form the backbone of the nation. This can be 

achieved by mobilizing savings and adopting a new 

investment pattern. The financial intermediaries like banks, 

insurance companies and other financial institutions 

mediate between money savers and money borrowers. 

Financial planning is very important both at macro and 

micro levels to fulfill the future needs and dreams of an 

individual or a nation. As for an individual a perfect 

investment plan reduces his/her future worries. In fact, 

savings is the first step of investment. When making 

investment investors‟ consider number factors. Hence, 

Factor analysis is adopted to study the dimensionality of a 

set of factors considered by investors. The results of factor 

analysis carried out on ten variables that had been 

considered by respondents before investing in Tax Saving 

Mutual Funds. 

Keywords: Factors, Investors‟, Tax Saving Mutual Funds. 

 

Introduction 

 Economic development of a nation depends mainly on the financial system and the rate of new capital 

formation which form the backbone of the nation. This can be achieved by mobilizing savings and adopting a 

new investment pattern. The financial intermediaries like banks, insurance companies and other financial 

institutions mediate between money savers and money borrowers. Financial planning is very important both at 

macro and micro levels to fulfill the future needs and dreams of an individual or a nation. As for an individual 

a perfect investment plan reduces his/her future worries. In fact, savings is the first step of investment. When 

making investment investors‟ consider number factors.  
 

Objectives of the Study 

 To study the dimensionality of a set of factors considered by respondents 

 

Research Methodology 

Research Design  

 The present study is to identify the factors involved in the risk and return analysis of Tax saving mutual 

funds in India. Thus, the present study is descriptive in nature. 
 

Sample of the Study 

 In the present study, the population of investors would be varying now and then in each city. Since, the 

number of mutual fund investors‟ is varying on day-to-day basis, the researcher has assumed it to be very 

large. The following formula was used to calculate the sample size with 95% confidence level. 

)100(385
)05(.100001

10000

)(1 22
nearesttooffrounded

eN

N
n   (1.1) 

Whereas, 

 N = Size of the population (Approximately) 

DIMENSIONALITY OF FACTORS CONSIDERED BY  

TAX SAVING MUTUAL FUND INVESTORS 
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 e = error of 5% points 

 n = the sample size 

 

Data Collection 

 The required data for the study have been collected from the primary and secondary sources. 

 

Primary Data Collection 

 The respondents of the primary data are the existing unit holders of the Tax Saving Mutual Fund 

Schemes. Through selected AMFI registered mutual fund intermediaries in each city, the investors were 

contacted. Individual investor‟s responses were collected through filling in questionnaire with pre explanation 

of objectives of research by the researcher. The sample survey is confined to the geographical area in and 

around corporation cities of Tamil Nadu State in India.  

 

Secondary Data Collection 

 Relevant information from newspapers such as The Economic Times, The Financial Express, The 

Business Line and Research articles from various journals and periodicals such as Mutual fund Insight on the 

subject from time to time have also been used. 

 

Tools Adopted for the Study 

 Factor analysis is adopted to identify the underlying components that were considered by the respondents 

before making investment in Tax saving mutual fund schemes. 

 

Results and Analysis 

 Factor analysis is adopted to study the dimensionality of a set of factors considered by respondents. The 

results of factor analysis carried out on ten variables that had been considered by respondents before investing 

in TSMF are presented in Tables 1. The results of Kaiser-Meyer-Olkin (KMO) and Bartlett‟s Test indicate that 

a factor analysis can be applied to the data as the value of KMO statistics is greater than 0.7 and the Bartlett‟s 

Test of Sphericity is significant. 

 

Table 1 KMO and Bartlett's Test 

 Table 2 gives the descriptive statistics of the variables used 

in the factor analysis. It can be seen from the table that the 

variable Security/Safety has the highest mean (1.26) followed by 

Return Potential (1.47) and Reputation (1.47). The variable 

Diversification has the lowest mean (2.13). This means that the respondents are primarily concerned about 

return of their investment amount and reputation / capital appreciation but least concerned with respect to the 

factor diversification. 

 

Table 2 Variables in the Factor Analysis 

 The following table presents the correlation 

among the variables taken for study. It can be seen 

from the table that most of the variables are 

positively correlated. A close look on the table may 

reveal the fact that the variables security/safety, 

capital appreciation and return potential have low 

correlations with other variables rather than the rest 

of the variables.  

Kaiser-Meyer-Olkin Measure  

of Sampling Adequacy 
.746 

Bartlett's Test  

of Sphericity 

Approx. Chi-Square 798.383 

Df 36 

Sig. .000 

Factors Mean Std. Deviation Analysis N 

Reputation 1.47 .613 400 

Portfolio Mgt. 1.96 .764 400 

Convenience 1.94 .902 400 

Low Cost 2.11 .998 400 

Transparency 2.13 .999 400 

Security/Safety 1.26 .603 400 

Capital Appreciation 1.49 .810 400 

Diversification 2.34 1.148 400 

Return Potential 1.44 .799 400 
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   Correlation Matrix for Table 3 Factor Analysis 

 The following table 

shows the number of 

components extracted 

with eigenvalues and 

cumulative variance 

explained by them. 

There are only two 

factors resulting from 

the analysis explaining 

a total of 50 per cent of 

the variations in the 

entire data set. The 

percentage of variation 

is explained by the two 

factors are 33.672 and 

15.989 respectively 

after varimax rotation is 

performed. Figure 1shows the graph of eigenvalues of the extracted factors, which clearly indicate that two 

factors have eigenvalues more than 1.  

 

Total Variance Explained for Table 2 Factor Analysis 

Component 
Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 3.096 34.395 34.395 3.096 34.395 34.395 3.031 33.672 33.672 

2 1.374 15.266 49.661 1.374 15.266 49.661 1.439 15.989 49.661 

3 .967 10.745 60.407       

4 .825 9.171 69.578       

5 .799 8.874 78.452       

6 .643 7.146 85.598       

7 .500 5.556 91.155       

8 .478 5.311 96.465       

9 .318 3.535 100.000       

Extraction Method: Principal Component Analysis. 

 

Figure 1 Graph of eigenvalues of the extracted factors 

The following table presents the rotated 

component matrix using 0.5 as a cut-off point for 

factor loading for naming the factors. In this way five 

factors are obtained. Factor 1 will comprise variables 

Transparency, Diversification, Low Cost, 

Convenience, Reputation and Portfolio Management. 

This factor is named as CORPORATE IMAGE. Factor 

2 comprises of the variables Capital Appreciation, 

Return Potential and Security/Safety. This factor is 

named as SAFETY ON INVESTMENT. 
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Correlation 

Reputation 1.000         

Portfolio Mgt. .393 1.000        

Convenience .319 .385 1.000       

Low Cost .296 .329 .493 1.000      

Transparency .462 .395 .474 .504 1.000     

Security/Safety -.021 -.007 .137 .002 .065 1.000    

Capital Appreciation .002 .202 .129 .076 .050 .170 1.000   

Diversification .304 .323 .385 .402 .578 -.042 .212 1.000  

Return Potential .017 .102 .127 .134 .100 .076 .319 -.033 1.000 

Sig. 

Reputation  .000 .000 .000 .000 .335 .484 .000 .368 

Portfolio Mgt.   .000 .000 .000 .443 .000 .000 .021 

Convenience    .000 .000 .003 .005 .000 .006 

Low Cost     .000 .481 .065 .000 .004 

Transparency      .096 .161 .000 .023 

Security/Safety       .000 .201 .066 

Capital Appreciation        .000 .000 

Diversification         .258 

Return Potential          
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Rotated Component Matrix for Table 2Factor Analysis
 

 Extraction Method: Principal Component 

Analysis.  

 Rotation Method: Varimax with Kaiser 

Normalization. 

 Rotation converged in 3 iterations. 

 Figure 2 shows the component plot in a rotated 

space. It is also very much visible from the figure that 

the variables were grouping as per the rotated 

component matrix. 

 

 

Figure 2 – Component Plot in rotated space 

Two factors were extracted from the factor 

analysis, namely,  Corporate Image Transparency, 

Diversification, Low Cost, Convenience, Reputation 

and Portfolio Management Safety on investment 

Capital Appreciation, Return Potential and 

Security/Safety 

 

 

 
 

Conclusion 

 Proper tax planning and involvement in choosing the best tax saving investment avenues by considering 

the factors influenced help the investors to enjoy all the benefits available from their investment. In view of 

the benefits to be enjoyed by the investors from the Tax Saving Mutual Funds, it is earnestly believed that the 

investors in Tax Saving Mutual Fundsmay certainly reap the fruits if the various suggestions given in this 

present study are implemented in their real sense and sprit. 
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Component 

Communalities 
1 2 

Transparency .820  .447 

Diversification .716  .429 

Low Cost .709  .530 

Convenience .701  .509 

Reputation .654  .672 

Portfolio Mgt. .637  .251 

Capital Appreciation  .770 .606 

Return Potential  .713 .513 

Security/Safety  .501 .512 
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Abstract 
 LIC is otherwise called as the arrangement in which 

collective persons share their risk in terms of money to 

secure their life, financially from the uncertain future. It is 

also the main function of life insurance to protect from the 

financial loss. The maturity amount or the insured amounts 

will safe guard the victim fiscally. In other words it can be 

said that life insurance builds the strong base to cater the 

financial needs of every policyholders in day to day life. 

The policyholders not only secure themselves fiscally but 

also the dependents. The researcher has collected the data 

on November 2017. The researcher has collected the data 

from 50 respondent policyholders for analysis. 

It is evident from the above by analysing the service 

quality assessment of the LIC and its staff majority of the 

respondents felt that they are highly and just satisfied. Few 

felt neutral in the aspects namely tangibility, reliability, 

responsiveness, assurance and empathy. Thus it is proved 

that the policyholders have expressed their satisfaction and 

neutrality in majority of the aspects of empathy in all 

aspects of background variables. Except in some cases the 

policyholders have expressed their dissatisfaction. It can 

be also suggested that there is a still need in improvement 

of quality of service to its customers hence there is no 

doubt that LIC will remain giant in the life insurance 

industry. 
 

Introduction 

 LIC is otherwise called as the arrangement in which collective persons share their risk in terms of money 

to secure their life, financially from the uncertain future. It is also the main function of life insurance to protect 

from the financial loss. The maturity amount or the insured amounts will safe guard the victim fiscally. In 

other words it can be said that life insurance builds the strong base to cater the financial needs of every 

policyholders in day to day life. The policyholders not only secure themselves fiscally but also the dependents. 

R. Palanisamy (2006)
1
 

 

Review of Literature 

 Sarang Narula (2012)
2
 surveyed the “Service Quality of Life Insurance Industry in Punjab” with the 

objectives of: (i) Evaluating the conceptual framework of the life insurance industry in India and its reform 

process; (ii) Understanding life insurance industry customers‟ perception; (iii) Making comparative analysis of 

LIC vis-à-vis private insurance players and the pre and post reform period of life insurance industry service 

quality The study revealed that the insurance penetration and density were witnessed an increasing trend in the 

post-reform period. The study has concluded that there is no significant difference between private sector 

companies and LIC in respects of various aspects pertaining to the service quality of life insurance.  

 Sharmila. B (2012)
3
 investigated “The Buyer Behaviour with Regard to Insurance Products” with the 

major objective of observing the current scenario of life insurance industry in India. The study also pursued 

the following objectives (i) studying the impact of switching over of the customers, complaining behaviour, 

customer satisfaction on loyalty and corporate image; (ii) identifying and comparing LIC and PLIC relating to 

customer preference, their influence on the purchase of the life insurance products, role of service quality 

related to customer satisfaction, and behavioural aspects. The study revealed that the customers look for more 

service quality followed by reputation of the company. Policyholders expected high transparency and extra 

coverage in the case of both LIC and PLIC. Policyholders of both LIC and PLIC like to keep long term 

relationship with these corporations.  

ANALYSIS OF SERVICE QUALITY ASSESSMENT OF LIFE INSURANCE 

CORPORATION OF INDIA IN THENI 



National Conference On Contemporary Issues in Commerce and Management 

 

 

Page 16          N.K.R.GOVERNMENT ARTS COLLEGE FOR WOMEN, Namakkal  

 Harish Kumar (2012)
4
 conducted a “Study on the Customer Perception towards Life Insurance 

Corporation of India”. The study was conducted with the objectives of (i) studying the perception of customers 

towards the products offered by LIC; (ii) finding out the investors mind of investing in life insurance policies; 

(iii) finding out the gender bias, if any, involved in investing in life insurance. The study revealed that most of 

the policyholders opted for the life insurance policies for the reasons such as tax benefits, good returns, 

liquidity and capital growth. Most of the insurers were from the age group of 20-40 years. Most of the 

customers are satisfied with the LIC policies and they trust the LIC to a greater extent.  
 

Research Gap 

 The review of literature revealed that the available studies were confined to select areas of the domain. 

These areas include service quality of the LIC in the views of policyholders. No comprehensive study seems 

to have been undertaken so far covering the variables regarding the products and services provided by the LIC 

in Theni district. Hence this study  
 

Objective of the Study 

 The main objective of the study is to study service quality of the Life Insurance Corporation of India in 

the views of policyholders. 
 

Hypotheses 

 H0: There is no significant relationship between the dependent variables and the variables related to 

service quality of the Life Insurance Corporation of India. 

 H1: There is a significant relationship between the dependent variables and the variables related to service 

quality of the Life Insurance Corporation of India. 
 

Research Methodology 

 The researcher has adopted empirical study using survey method. The researcher has proceeded with 

analytical type of study. The researcher has collected the data from 50 respondent policyholders for analysis. 

The researcher has collected data from respondent policyholders those who are holding policies in Life 

Insurance Corporation of India in Theni town, Tamilnadu, India. The researcher has collected the data on 

November 2017. The researcher has used purposive sampling (nonprobability sampling) for collection of data. 

The researcher has collected the data from 50 respondent policyholders using an interview schedule. The 

researcher has tools namely simple scoring technique, percentage analysis and Chi-Square (χ²) test. 
 

Variables used for the Study 

 Research Variable or Independent Variable :The researcher has adopted the research variables with 

the features namely policy tangibility, reliability, responsiveness, assurance and are analysed and their 

following results were obtained and presented below. 
 

Service Quality Assessment by Policy Holders 

 Service Quality Assessment vs. Tangibility: The features related to tangibility namely office 

appearance, memorable advertisement, use of latest technology etc. influence the preference of the customers. 

These features also demand continued after sales service on the part of the firm and such service decide the 

assessment of the service quality.  
 

Table Tangability Adopted and the Extent of Service Quality Assessment (in number) 

Source: Compiled from the field data  

Note: Figures in paranthises are percentage to the row total. 

Tangibility Highly Satisfied Satisfied Neutral Dissatisfied Highly Dissatisfied Total 

Branch office appearance 04 (08) 25 (50) 19 (38) 0 02 (04) 50 (100) 

Memorable advertisement 05 (10) 27 (54) 14 (28) 02 (04) 02 (04) 50 (100) 

Use of latest technology 04 (08) 31 (62) 11 (22) 01 (02) 03 (06) 50 (100) 

Information availability 04 (08) 05 (10) 40 (80) 0 1 (02) 50 (100) 

Staff appearance 06 (12) 22 (44) 22 (44) 0 0 50 (100) 
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 It is found from the above table that the majority of the respondent policyholders maintained neutrality in 

respect of many of the features related to tangibility such as information availability (80 percent) and staff 

appearance (44 percent).A vast majority of the respondent policyholders (50 percent) is just satisfied with the 

feature namely branch office appearance which is followed by memorable advertisement (54 percent) and use of 

latest technology (62 percent). Thus, it can be stated that leaving aside those features for which the 

policyholders remained neutral, the LIC has been adopting customer friendly features related to tangibility in 

issuing the service quality.  

 

Service Quality Assessment vs. Reliability 

 The reliability adopted in assessing the service quality is considered as the significant feature of the 

insurance products. These features are considered as an important factor in assessing the service quality by the 

policyholders. In the present context, the following features namely error free service, commitment to fulfil 

promised service, products at competitive pricing, right service at first instance, dependable and reliable staff, 

Maintaining customers accurate records and guaranteed performance. Are taken for analysis 

 

Table Reliability Adopted and the Extent of Service Quality Assessment (in Number) 

Details Extent of service quality assessment 

Reliability 
Highly 

Satisfied 
Satisfied Neutral Dissatisfied 

Highly 

Dissatisfied 
Total 

Dependable and reliable staff 41 (82) 08 (16) 0 0 01 (02) 50 (100) 

Guaranteed performance 06 (12) 43 (86) 0 01 (02) 0 50 (100) 

Products at competitive pricing 12 (24) 07 (14) 22 (44) 01 (02) 08 (16) 50 (100) 

Maintaining customer‟s accurate records 04 (08) 24 (48) 21 (42) 01 (02) 0 50 (100) 

Error free service 02 (04) 12 (24) 33 (66) 0 03 (06) 50 (100) 

Commitment to fulfill promised service 02 (04) 02 (04) 46 (92) 0 0 50 (100) 

Right service in first instance 07 (14) 05 (10) 11 (03.7) 06 (12) 32 (64) 50 (100) 

Source: Compiled from the field data 

 Note: Figures in paranthises are percentage to the row total. 

 It could be seen from the table that majority of the respondent policyholders are highly satisfied with the 

many of the enlisted reliability features. The maximum percentage of the respondents are highly dissatisfied is 

being 64 percent in case of right service at first instance. From the above, it is understood that majority of 

them is either satisfied or highly satisfied with the reliability features. A vast majority of them (82 percent) is 

highly satisfied with the reliability feature namely dependable and reliable staff. Rest, a sizable proportion of the 

respondents expressed their satisfaction over the above reliability features, the corresponding figures being 86 

percent. In case of the reliability feature namely maintaining customer‟s accurate records more than the half of 

the respondents 48 percent expressed that they are satisfied. However, in respect of two other features namely, 

error free service (66 percent), and commitment to fulfill promised service (92 percent). Thus, leaving aside 

those features for which the policyholders remained neutral, it can be stated that the LIC has introduced good 

features related to reliability on accordance with the expectation of the customers. 

 

Service Quality Assessment vs. Responsiveness 

 The assessment of the service quality by the customers in this regard to the following features related to 

responsiveness namely faster service, prompt service, and customer demanded service in time and staff‟s 

willingness to help are taken for analysis. 
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Table Responsiveness Adopted and the Extent of Service Quality Assessment (in Number) 

Details Extent of service quality assessment 

Responsiveness 
Highly 

Satisfied 
Satisfied Neutral Dissatisfied 

Highly 

Dissatisfied 
Total 

Faster service 24 (48) 13 (26) 06 (12) 06 (12) 01 (02) 50 (100) 

Prompt service 01 (02) 03 (06) 45 (90) 01 (02) 0 50 (100) 

Customer demanded service in time 16 (32) 10 (20) 20 (40) 01 (02) 03 (06) 50 (100) 

Staff‟s willingness to help 01 (02) 12 (24) 33 (66) 01 (02) 03 (06) 50 (100) 

Source: Compiled from the field data 

 Note: Figures in paranthises are percentage to the row total. 

 From the above table it is clearly describes that, majority of the respondent policyholders‟ maintained 

neutrality in respect of many of the responsiveness namely prompt service (90 percent), customer demanded 

service in time (40 percent) and staff‟s willingness to help (66 percent). More than half of the total respondents 

remained neutral in their views on the extent of service quality assessment. Of the rest, a sizable proportion of 

the respondent policyholders expressed that they are highly satisfied with the responsiveness related features. 

These respondents are accounted for 48 percent. Thus barring those responsiveness related features for which 

the policyholders remained neutral; the LIC has introduced features related to responsiveness which the 

customers have preferred to certain extent. 

 

Service Quality Assessment vs. Assurance 

 Assurance and its features play a significant role in the extent of service quality assessment and hence we 

have taken the following features of assurance for analysis. They arestaff knowledge and competence, prompt 

decision in case of complication, diagnosing problems, trustworthy and honest employees, maintaining privacy of 

customer‟s information, unique compared to others, well liked company, widely known company and assured 

service by agents. 

 The following table presents the extent of service quality assessment of the customers in respect of the above 

features. 

 

Table Assurance Adopted and the Extent of Service Quality Assessment (in Number) 

Details Extent of service quality assessment 

Assurance 
Highly 

Satisfied 
Satisfied Neutral Dissatisfied 

Highly 

Dissatisfied 
Total 

Staff knowledge and competence 37 (74) 09 (18) 04 (08) 0 0 50 (100) 

Prompt decision in case of complication 39 (78) 08 (16) 44 (14.7) 02 (04) 01 (02) 50 (100) 

Diagnosing problems 32(64) 13 (26) 05 (10) 0 0 50 (100) 

Trustworthy and honest employees 02 (04) 43 (86) 03 (06) 01 (02) 01 (02) 50 (100) 

Maintaining privacy of customer‟s 

Information 
07 (14) 36 (72) 05 (10) 0 02 (04) 50 (100) 

Unique compared to others 05 (10) 09 (18) 33 (66) 01 (02) 02 (04) 50 (100) 

Well liked company 03 (06) 04 (08) 42 (84) 0 01 (02) 50 (100) 

Widely known company 02 (04) 06 (12) 42 (84) 0 0 50 (100) 

Assured service by agents 21 (42) 12 (24) 12 (24) 05 (10) 0 50 (100) 

Source: Compiled from the field data 

 Note: Figures in paranthises are percentage to the row total. 

 Majority of them (74 percent) are highly satisfied with the feature namely staff knowledge and competence 

which is followed by prompt decision in case of complication (78 percent) and diagnosing problems (64 percent) . 

In the case of assurance related features namely trustworthy and honest employees (86 percent) and 

maintaining privacy of customer‟s information (72 percent). However in respect of four features viz. unique 

compared to others (66 percent), well liked company and widely known company (84 percent),. The 
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respondents remained neutral in their views on the extent of service quality assessment. Thus leaving aside 

those assurance related features for which the policyholders remained neutral, the LIC has introduced 

assurance, which the customers have preferred to a greater extent. 

 

Service Quality Assessment vs. Empathy 

 Features related to empathy are having direct bearing on service quality assessment of the respondent 

policyholders. The following features namely understanding customer needs, insurer has best interest in heart, 

informed about service and price charged, personal attention to customers, service during extended hour, 

convenient business hours, agents concern to solve customer‟s problem, customer trust‟s the staff and 

customer identified by name are taken for analysis. 

 The following table presents the extent of service quality assessmentof the customers in respect of the above 

features. 

 

Table  Empathy Adopted and the Extent of Service Quality Assessment (in Number) 

Details Extent of service quality assessment 

EMPATHY 
Highly 

Satisfied 
Satisfied Neutral Dissatisfied 

Highly 

Dissatisfied 
Total 

Understanding customer needs 36 (72) 10 (20) 03 (06) 0 01 (02) 50 (100) 

Insurer has best interest in heart 38 (76) 09 (18) 0 02 (04) 01 (02) 50 (100) 

Informed about service and price 

Charged 
31 (62) 14 (28) 04 (08) 0 01 (02) 50 (100) 

Personal attention to customers 01 (02) 45 (90) 03 (06) 0 01 (02) 50 (100) 

Service during Extented hour 01 (02) 43 (86) 05 (10) 0 01 (02) 50 (100) 

Convenient business hours 06 (12) 37 (74) 05 (10) 0 02 (04) 50 (100) 

Agents concern to solve customer‟s 

Problem 
12 (24) 28 (56) 08 (16) 0 02 (04) 50 (100) 

Customer trust‟s the staff 02 (04) 07 (14) 40 (80) 0 01 (02) 50 (100) 

Customer identified by name 20 (40) 13 (26) 11 (22) 05 (10) 01 (02) 50 (100) 

Source: Compiled from the field data 

 Note: Figures in paranthises are percentage to the row total. 

  A vast majority of them (72 percent) is highly satisfied with the product feature namely understanding 

customer needs which is followed by insurer has best interest in heart (76 percent) and informed about service 

and price charged (62 percent). In the case of features related to empathy namely personal attention to 

customers a vast majority representing about 90 percent followed by service during extended hour 86 percent, 

convenient business hours (74 percent) and agents concern to solve customer‟s problem (56 percent). 

However, in respect other feature namely, customer trust‟s the staff (80 percent), it can be stated that the LIC 

has introduced features related to empathy which are preferred by majority of the customers.  

 

Conclusion  

 It is evident from the above by analysing the service quality assessment of the LIC and its staff majority 

of the respondents felt that they are highly and just satisfied. Few felt neutral in the aspects namely tangibility, 

reliability, responsiveness, assurance and empathy. Thus it is proved that the policyholders have expressed 

their satisfaction and neutrality in majority of the aspects of empathy in all aspects of background variables. 

Except in some cases the policyholders have expressed their dissatisfaction. It can be also suggested that there 

is a still need in improvement of quality of service to its customers hence there is no doubt that LIC will 

remain giant in the life insurance industry. 
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Abstract 

 The present study mainly focuses on the current 

marketing trends forecasting the future based on the past 

environment and ecological trends. Green packaging or 

sustainable packaging is avoiding the plastic completely 

and using the nature friendly resources or natural 

resources. In the past, producers produce what they want 

to produce and customers purchase them but presently 

customer requirement is priority. Presently producers 

produce goods and services which are eco-friendly 

according to customers need and preferences. However, 

the question is whether it is creating a balance in life style 

or is it damaging the environment in return harming the 

customer in the long run. If it is so, what about the future. 

Can we go back to the olden ways i.e., Ecological 

environment past of the marketing producing products that 

are eco-friendly. Now-a-days people are focused more on 

organic stuff, so will the organic plastic damage the 

process or is it better to eliminate plastic completely 

“SAYING NO TO PLASTIC”. Customer attitude is 

important because buyer behavior is of prime concern. The 

study focuses on eliminating plastic to an extent, by 

reducing the use of plastic and finding new and innovative 

ways of packaging through environmental friendly 

material and natural resources extracted from the 

environment. 

Keywords:  Natural resources, Packaging, Ecological 

Environment, Customer life style, Customer Attitude. 

 

Introduction 

 Enormous economic growth, advent of scientific and technological innovations, intense competition in 

money making strategies coupled with population growth have exploited the natural resources to its maximum 

level. This has resulted in the degradation of our natural environment. Its repercussions have threatened the 

health of the planet which includes rising greenhouse gases, land degradation, acid rain, global warming, hole 

in ozone layer, depletion of forest cover, extensive loss of bio-diversity and natural habitat etc. These alarming 

issues have caught the attention of everybody around the world and discussions have started in various forums 

globally. Collective cry all over the world to protect the „planet earth‟ has become louder and louder and have 

invited green movements all over the world.  Moreover, Consumers have become environment conscious and 

have started demanding green products. The green and sustainable trend has emerged due to pressure on 

companies from various corners, which includes 

consumers, shareholders, employees, partners, 

governments (regulations) and media exposure, to 

embrace more sustainable and green practices. Concern 

for environment has considerably grown in India in 

recent years too. Companies and Business houses are 

now waking up to modify their behavior in order to 

address some of the environmental concerns faced by 

today‟s consumers. As a result, manufacturing firms 

started producing products favourable to environmental concerns. They have come a long way from simply 

being a “business friendly‟ to “consumer friendly‟ and “environmental friendly‟.  

 

GREEN MARKETING - REPLICATING THE PAST FOR THE FUTURE 
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Reuse 

 Beyond salvage Reuse is to use it again rather than throwing it away. 

 Eg: glass jar for kitchen items instead of plastic items 

 

Recycle 

 Involvement of a mechanical process to change its original form Recycle comes into picture when 

reducing and reusing is not possible. 

 

Rewind 

 Is Rechecking the Reusable product by recycling and repair and reducing wastage.  

 

Repair 

 Restoring the existing product into an environmental friendly product for optimal utilization in packaging 

 

Reduce 

 Reduction depends on adaption of resources conservation efforts taking responsibility for environment 

sustainability. In all personal and business aspects of life 

 

Re-invent 

 To produce a new packaging from the existing resources 

 

Literature Review 

 A lot of different and various definitions of the marketing are available in various literatures, journals and 

books but mostly these are intended to put the customer into the main focus. The concept of marketing has 

changed over the years and very little reference related to environmental, social and ethical perspectives has 

been given in the traditional definitions (Kotler et al, 2001; Polonsky, 1994; Charter et al, 2002). Environment 

problem started when industries flooded the market with more and more products to fulfil the demand of 

consumers to earn more and more money without considering the degradation of environment or without 

having any consideration for planet earth which resulted in dangerous situations like depletion of natural 

resources, environmental pollution, increasing greenhouse gases, deforestation in tropical areas, acid rain, 

global climate change, hazardous waste and hole in ozone layer (Rojsek, 2001). The effect of climate change 

along with pollution and depletion of non-renewable natural resources has created more environmental 

awareness (Douglas 2006: 458). Besides this, customers have also started demanding the products which has 

less detrimental effect to the environment and have become more concerned about the environment. 

Government regulatory authorities and NGOs have lobbied very aggressively for companies to adopt green 

practices to save the planet earth (Bateman & Zeithaml 1983: 132). According to Prakash (2002), the 

relationship between the marketing discipline, the public policy process and the natural environment is 

important. This relationship is described by many terms: Environmental Marketing (Coddington, 1993), 

Ecological Marketing (Fisk, 1974; Henion and Kinnear, 1976), Green Marketing (Peattie, 1995; Ottman, 

1992), Sustainable marketing (Fuller, 1999) and Greener Marketing (Charter and Polonsky, 1999).The term 

“green business‟ is defined by Smith (2003 : 1) and Friend (2009 : 5) as businesses and practices that are 

viewed as environmentally sound, including the use of organic and natural products to build factories, tighter 

protection against emissions and environmental friendly sourcing of materials. 

 

Objectives of the Study 

 To understand the impact of variables (Eco-labeling, green products, green price, environment awareness and 

Eco-brands) on consumer‟s buying behavior for green products.  

 To understand the perception of consumer in elimination of plastic to an extent. 
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Research Methodology 

 In this paper, the study is based on secondary data which is collected from various websites, online 

journals and research papers from various authors. 
 

The Impact of Variables on Consumer’s Buying Behavior for Green Products 

 The following are the green marketing variables and their effect on consumer buying behavior is 

reviewed. 

 

Eco-Labeling 

 Labels plays two important functions: an information function and a value function (Delafrooz N et al, 

2014). Eco-labels are very useful for consumers as they provide knowledge about how the product is 

processed and packed so consumers can take a decision whether to buy the product or not. It helps consumers 

to identify environment friendly products. According to a study conducted by J. Jarvi in 2010, we can 

conclude that it is easier for recognized eco-labels to get sold. In the same study, 60% of respondents were 

frequent or very frequent buyers of eco-labeled products. 

 

Green Products 

 In June, 2009 a survey by Grail Research on green consumers concluded that consumers think that green 

products reduce the impact on the environment. A research by Maheshwari resulted in a positive relationship 

between green buying behaviour of consumers and green product features (Maheshwari, 2014). Packaging of 

the green products can easily win over the customers to buy the green products. This is backed by Dantas et al. 

(2004). The Massachusetts Department of Environmental Protection (2002) issued report stating that one 

barrier in the purchase of green products is that consumers are not able to identify them. If the availability 

green products are increased, they themselves can play a major role in effecting consumer‟s buying behaviour. 

 

Green Price 

 If the price of the green product is kept lower, the consumers will be encouraged to buy the green product 

(Boztepe, 2012).If the product has relatively high price elasticity, it will be beneficial for manufacturers of 

green products to keep the prices low. In a study on students by H.C. Purohit (2011), he concluded majority of 

96% respondents agree that they will be more inclined towards those green promotions. There is a perception 

that going green increases a manufacturer's cost, but does it really? We have found that the answer is, not 

usually, especially if it is done correctly. There is also an equally inaccurate idea out there that we as 

consumers are willing and perhaps even eager to pay a premium for a more sustainable product or package. As 

a consumer who happens to be in the packaging business, the answer is definitely not, unless the higher price 

is truly necessary and justified. 
 

Green Promotion  

 It aims to create an image of environment friendly company in the eyes of consumers and second to create 

awareness about the green products. They should promote the utility, design and the functions of the product 

so as to avoid any misleading information. The “green marketing” concept came from discussions based on 

basis assumption of perspectives about “sustainability”. Following studies belonging to Sapna and Anupriya 

(2016), have indicated that the “green marketing” trendy is embraced various topics regarding consumer 

behavior and green packaging. 
 

Eco-Brands 

 Eco-brand serves the purpose of differentiating a brand on the basis of its environmental benefits. Eco-

brand makes a product different from other products and makes it more identifiable among the thousands of 

varieties of products. A green and non-green product can be easily discriminated on the basis of an eco-brand. 

A Green Brands Survey which was done by Penn Schoen Berland, published in Landor said that most of the 
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people turn to Internet for information about green brands. The Eco-brands that have a websites are more 

likely to be purchased, recognised and trusted. 

 

Conclusion 

 Known the India‟s GDP increasing growth rate (Maheshwari, 2014), onset of globalization, liberalization 

and privatization, rapid changes in technology, changes in the wants of the humans has increased manifold 

(Boztepe, 2012). This increase in the needs of humans has resulted in the increased pollution levels and the 

depletion of our natural resources. But if the green marketing variables are used adequately to influence the 

consumers mind, the damage can be reduced to minimal levels. As there are enough evidences that all the 

green marketing variables effect consumers in a positive way towards the purchase of green products, also this 

contributes to minimizing the usage of plastic. Therefore, the marketers should take a keen note of them in 

order to get the best marketing strategy. 
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Abstract 
 In this paper “Behaviour Dimension of Investors in 

Thanjavur” discussed about variety of ways based on the 

level of their confidence, aggression, their attitude 

towards people, their sense of optimism or pessimism, etc. 

Both primary and secondary data were used for the 

analysis. The main objective of this study is, therefore, to 

study the reasons for the investment of the selected group, 

to identify the most preferred behaviour dimension and the 

most important factor that has influenced to choose that 

dimension, to know the future investment dimensions and 

the most important factor influencing the respondents to 

choose those dimensions, to identify that in which 

dimensions an investor is not willing to invest and the 

reason for it and to provide findings and conclusion for 

the study. The study concludes that awareness about the 

dealings in the primary market and the secondary market 

should be given to the common man. Especially awareness 

about the derivatives market and commodities market must 

be given, which is gaining momentum and popularity in 

the metros. 

Keywords: Awareness; Derivatives; Dimensions; 

Instrument and Investors. 

 

Introduction 

 Individuals can be defined in a variety of ways based on the level of their confidence, aggression, their 

attitude towards people, their sense of optimism or pessimism, etc. Individuals define risk as “losing money” 

or sometimes “doing something which may make them feel uncomfortable”. Individuals can be financially 

strong by their possession of wealth and financial goals they have. An individual may be subjected to income 

taxes and estate taxes. Thus, we see that the individual investor can be defined in a variety of ways according 

to convenience. 

  When an individual decides to invest, he can be either risk – prone and go in for investment in high-tech 

stocks or he may be risk averse and choose a diversified portfolio, though, most of the individual investors 

prefer investing in diversified portfolio. 

 

Statement of the Problem 

 There are many factors which influences the individual in deciding his/her investment dimension.  

The reason for an individual to invest may differ from individual to individual. There might not be any single 

reason for an investor to invest and at the same time there might be many reasons for an investor to choose a 

particular investment dimension. In order to find out the reasons for an individual to investment and his/her 

priority of those reasons and also to identify the reasons of an individual to choose an investment avenue, the 

present study “A study on behaviour dimension of investor in Thanjavur” is undertaken.  

 

Objectives of the Study 

 The following are the objectives of the study:  

 To study the reasons for the investment of the selected group. 

 To identify the most preferred behaviour dimension and the most important factor that has influenced to 

choose that dimension. 

 To know the future investment dimensions and the most important factor influencing the respondents to 

choose those dimensions. 

 

BEHAVIOUR DIMENSION OF INVESTORS IN THANJAVUR 
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 To identify that in which dimensions an investor is not willing to invest and the reason for it. 

 To provide findings and conclusion for the study 

 

Research Methodology 

 Simple random sampling technique is used as a research methodology for the collection of information 

from the 100 respondents of Thanjavur City. Both primary and secondary data were used for the analysis. A 

well structured questionnaire was used to collect data from the selected respondents. Data was collected 

through open and close ended questions with sequential arrangement, through personal interview. The 

secondary source for information has been collected through books, magazines, journals, newspapers and 

websites. 

 

Statistical tools used for the Analysis 

The following are the statistical tools used for the present study 

 Percentage Analysis, 

 Weighted Average,  

 Chi Square Test and  

 Graphical Representation 

 

Hypothesis framed 

 The chi-square technique is used to test the hypothesis that “Monthly income and the monthly amount of 

investment of the respondent are independent”. 

 

Analysis and Interpretation 

 Investment plays a pivotal role in every one‟s life. There are various investment avenues available in the 

investment market. Investor is always willing to select the avenue which gives higher return, without any risk. 

Basically the investors are classified into 3 categories. They are Risk takers, Risk averse and Risk neutral. 

 

Table 1 Reasons for the Respondents to Choose Real Estate as their Future Dimension and their 

Rankings 

Weights 11 10 9 8 7 6 5 4 3 2 1 Total 
Wt. 

Avg 
Rank 

Rank I II III IV V VI VII VIII IX X XI    

Reasons               

Safety 0 0 0 0 0 0 0 88 1 2 0 91 1.38 8
th

 

Risk 0 230 9 0 0 0 0 0 0 0 0 239 3.62 2
nd

 

High Return 253 10 0 0 0 0 0 0 0 0 0 263 3.98 1
st
 

Tax Benefit 11 0 171 16 0 12 0 0 0 0 0 210 3.18 3
rd

 

Low EMI 0 0 0 0 28 66 25 8 6 0 0 133 2.02 7
th

 

Easy Transaction 0 0 0 96 28 30 10 0 3 0 0 167 2.53 4
th

 

Customer Care 0 0 0 0 112 18 20 0 3 0 0 153 2.32 5
th

 

Variety of Schemes 0 0 0 0 0 6 15 0 51 2 2 76 1.15 9
th

 

Duration 0 0 36 80 0 6 20 0 0 6 2 150 2.27 6
th

 

Loan Facility 0 0 0 0 0 6 15 0 0 0 20 41 0.62 11
th
 

Additional Facility 0 0 0 0 0 0 15 0 6 38 0 59 0.89 10
th
 

Source: Primary Data 

 Above table shows the reasons for the respondents to choose real estate as their future behaviour 

dimension and their rankings. From the table it is understood that, of the reasons to invest in real estate, the 

respondents have given 1
st
 priority to high returns, 2

nd
 to risk, 3

rd
 preference for tax benefits, 4

th
 priority for 



Vol. 6     Special Issue 3   March 2018             ISSN: 2320 - 4168 

 

 

Shanlax International Journal of Commerce Page 27 

easy transactions and 5
th

 for the customer care given by the real estate companies. The respondents in their 

future investments want to have high returns. 

 

Table 2 Reasons of the Investors for not Investing in the Following Avenues 
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AVENUES             

Post Office 12 54.55 0 0 9 40.90 0 0 1 4.55 22 100 

PPF 15 18.29 13 15.85 3 3.66 51 62.20 0 0 82 100 

LIC 0 0 0 0 0 0 0 0 0 0 0 0 

Private Insurance 0 0 74 100 0 0 0 0 0 0 74 100 

Public Sector Banks 44 67.69 0 0 21 32.31 0 0 0 0 65 100 

Private Sector Banks 24 26.97 55 61.80 10 11.23 0 0 0 0 89 100 

Shares 0 0 43 100 0 0 0 0 0 0 43 100 

Debentures 4 4.35 0 0 0 0 88 95.65 0 0 92 100 

Bonds 7 7.53 0 0 0 0 86 92.47 0 0 93 100 

Derivatives 0 0 0 0 0 0 100 100 0 0 100 100 

Chit Funds 0 0 85 100 0 0 0 0 0 0 85 100 

Gold/Silver 0 0 48 100 0 0 0 0 0 0 48 100 

Real Estate 0 0 72 100 0 0 0 0 0 0 72 100 

Public Deposits 0 0 0 0 0 0 97 100 0 0 97 100 

Mutual Funds 0 0 40 100 0 0 0 0 0 0 40 100 

Housing Loan 0 0 63 100 0 0 0 0 0 0 63 100 

Source: Primary Data * Number of respondents 

 Above table shows the reasons of the investors for not investing in the dimensions. From the above table 

it is understood that out of the respondents who have not invested in post office 54.55 per cent of them have 

not invested because of low returns, out of those who have not invested in PPF 62.20 per cent of them have 

not invested because either they were not aware of an investment avenue as PPF or it is difficult for the 

respondents to understand.  

 All the respondents who have not invested in private insurance companies have done so because of high 

risk factor. Out of the respondents who have not invested in public sector banks, 67.69 per cent of them have 

not invested because of low returns and 61.80 per cent of those respondents who have not invested in private 

sector banks have done so because of high risk. 

  All those respondents who have not invested in shares, chit funds, gold, real estate, mutual funds and 

housing loan have done so because of high risk involved in investing in those dimensions. 

 All the respondents were unaware of derivatives. All the respondents have either invested in LIC or have 

LIC as their future investment avenue. LIC is the popular investment avenue among the respondents. 

 Out of the respondents i.e. 92 respondents who have not invested in debentures, 95.65 per cent of them 

have not invested because they are unaware of such an investment avenue. 

 Out of the respondents who have not invested in bonds i.e. 93 respondents, 92.47 per cent of them have 

not invested because they are unaware of bonds. Out of the respondents who have not invested in public 

deposits i.e. 97 respondents all of them are unaware of public deposits. 

 

Results and Discussion 

Findings of the Study 

 Out of 100 Respondents Seventeen of them are unmarried and most of the Respondents i.e. 79% belong to 

the age group 26 to 50 years. 
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 In this Present study No Respondent is illiterate and majority of them are in government employment and 

self employed. 

 Majority of the respondents are in the Monthly income category of Rs.5, 001 to Rs.10, 000. 

 Monthly amount of investment of majority of the respondents fall between Rs.1, 001 and Rs.2, 000 per 

month. 

 The Respondents are giving first priority to Children‟s‟ Education followed by the return on investment.  

 Life Insurance and Post Office avenues are preferred by the investors for their Present as well as future 

investments and no one has preferred derivatives, debentures, PPF and Public deposits because either they 

were not aware of those avenues or it is difficult to understand. But they are interested to have Mutual 

Fund as their future investment avenue. 

 To avail the higher return and tax benefits the respondents have invested in private insurance companies 

however the risk is high. 

 Investment in Public sector banks is risk-free because of safety of principal as well as return. And it also 

provides additional facilities like ATM, online banking and mobile banking. 

 62 % of the respondents are not invested in private sector banks because of high risk. 

 Investors have selected to invest in gold because of safety, and the ability to raise loan by keeping gold as 

a security. 

 The respondents want to have their future investment in Real Estates because of high return. 

 

Conclusion 

 It is found that the respondents in their future investments want to take some risk and thereby increase 

their return on their investment however at the same time it is also found that all the respondents were unaware 

of derivatives and most of them were not aware of bonds, debentures etc.,. This clearly shows that there is lack 

of awareness about the secondary market and the instruments traded in the secondary market. Therefore 

awareness about the dealings in the primary market and the secondary market should be given to the common 

man. Especially awareness about the derivatives market and commodities market must be given, which is 

gaining momentum and popularity in the metros.  
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Abstract 

 In this paper “Impact of Training and Development 

at NLC” discussed about the training has become 

increasingly vital to the success of modern organization. 

Organization after compete on competencies the core of 

knowledge and expertise that gives them an edge over 

their competitors. The main objective of this study is, 

therefore, to  study the social demographic characteristics 

of the respondents,  to  find out the Impact of training and 

the selected social- demographic factors,  to  assess the 

functioning of trade unions, to assess the level of 

motivation and interpersonal relationship, to analyze the 

attitude of workers about Impact of training in their 

organization and  suggest suitable measures for 

enhancing the Impact of training in the organization. The 

study concludes that This study is also given valuable 

suggestion to the management and their authorities to give 

more training by employing innovative and new 

technologies for having better results not only to the 

organization but also their employees in work life as well 

as personal life also. This study can also to be taken and 

apply all type of organization in general. 

Keywords: Development; Impact; Perception and 

Training. 

 

Introduction 

 Training has become increasingly vital to the success of modern organization. Organization after compete 

on competencies the core of knowledge and expertise that gives them an edge over their competitors. Training 

plays a control roll in nurturing and strengthening these competencies. The study has also contributed idea 

regarding the quality of information given during the training programme. 

 

Methodology 

Objectives 

 To study the social demographic characteristics of the respondents. 

 To find out the Impact of training and the selected social- demographic factors. 

 To assess the functioning of trade unions. 

 To assess the level of motivation and interpersonal relationship. 

 To analyze the attitude of workers about Impact of training in their organization. 

 To suggest suitable measures for enhancing the Impact of training in the organization. V 

 

Tools of the Data Collection 

 The researcher used the training inventory developed by  

 

T.V. Rao and Abraham (1986) 

The questionnaire including five dimensions 

Important  5 items 

Sponsorship   5 items 

Content   5 items 

Induction   5 items 

Evaluation   5 items 

 

IMPACT OF TRAINING AND DEVELOPMENT AT NLC 
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Research Design 

 In the present study the researcher has attempted to investigate the impact of training perceived by the 

workers of Neyveli Lignite Corporation. The effort of the investigation is to provide a descriptive of the 

respondents on the dimensions helped the researcher to portray the technical, intellectual and psychological 

characteristics of worker of Neyveli Lignite Corporation. Hence, for this study a descriptive research design 

was used. 

 

Universe 

 The universe of present study is one, which includes the workers of Neyveli Lignite Corporation, and it 

forms the universe for the present study. The overall universe is 800. 

 

Sampling 

 The population of the study is composed of all the workers of Neyveli Lignite Corporation. The list of 

workers was obtained from Neyveli Lignite Corporation, which severed as the sampling frame. The 

probability sampling method was employed for every employees in the frame. The samples were 50 used. 

 

Reliability of tools 

 To measure the impact of training spilt half test was used. The internal consistency reliability was found 

to be 0.8716 after applying spearman-bowman prophecy formula. 

 

Scoring 

 The scoring was done in five points ranging from 0-4. the five alternative choices were not at all true, a 

little true, somewhat true, true to a great extent, very true. High score indicates higher positive impact of 

training. 

 

Scope of the Study 

 The present study attempts to find out the perception of the workers on Impact of training. The study 

targets the workers of Neyveli Lignite Corporation. 

 

Research Hypothesis 

 There is a significant difference among respondents age with their level on impact of training. 

 There is a significant difference among respondents educational qualification with their level on impact 

training. 

 There is a significant difference among respondents marital Status with their level on impact of training. 

 There is a significant relationship between respondent numbers of dependents with their level on Impact 

of training. 

 There is a significant difference among respondents Monthly income in evaluation with their level on 

Impact of training. 

 

Limitation of the Study 

 Data was collected only on Neyveli Lignite Corporation, So the findings cannot be generalized. 

 A detailed study was not possible because of the time limit with in which the study should be completed. 

 The cause effect relationship between impact of training and their factors such as motivation, satisfaction, 

and their involvement has not been as curtained. 
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Analysis and Interpretation  

Table 1 Student ‘t’ test between the Respondents Marital  

Status and their perceived levels of Impact of Training  

 

 The above table shows the student „t‟ test 

between the respondents marital status and their 

perceived levels on the impact of training. It is 

inferred that there is no significant difference 

between the respondents of Marital status and 

their perceived levels on the impact of training. 

 

 

 

 

 

Table 2 Student ‘t’ test between the Respondents Type of family  

and their perceived levels of Impact of Training 

 

 The above table shows the student „t‟ 

test between the respondents type of family 

and their perceived levels on the impact of 

training. It is inferred that there is no 

significant difference between the 

respondents of type of family and their 

perceived levels of on the impact of 

training. 

 

 

 

 

Table  3 Karl Pearson’s Coefficient of Correlation between the  

Number of Dependents of the Respondents and their perceived 

 Levels of Impact of Training 

 The above table shows the Karl Pear sons coefficient 

of correlation between the number of dependents of the 

respondents and their perceived levels on the impact of 

training. It is inferred that there is no significant 

relationship between the respondents number of 

dependents and their perceived levels on the impact of 

training. 

 

Results and Discussion 

 It is seen that 46% of the respondents were moderate 

by their perception of the training as evaluation. 

 It is inferred that 48% of the respondents were 

moderate on impact of training. 

Variables Marital  

Status 

Mean Std. 

 Deviation 

df ‘t’ 

 Value 

Important 
Married 13.80 4.72 48 .127 

P>0.05 Unmarried 14.00 4.37 

Sponsorship 
Married 15.05 4.34 48 .032 

P>0.05 Unmarried 15.10 4.43 

Induction 
Married 15.65 4.62 48 .323 

P>0.05 Unmarried 15.00 5.93 

Content 
Married 14.90 3.63 48 .421 

Unmarried 14.20 4.94 

Evaluation 
Married 15.20 4.37 48  

P>0.05 Unmarried 14.80 4.61 

Training  

Effectiveness 

Married 74.60 19.08 48 .086 

P>0.05 Unmarried 74.00 19.95 

 

Variables 

 

Type of 

Family 
Mean 

Std.  

Deviation 
df 

‘t’  

Value 

Important 
Joint Family 13.50 5.12 

48 
.603 

P>0.05 Nuclear Family 14.27 3.94 

Sponsorship 
Joint Family 14.50 4.39 

48 
1.041 

P>0.05 Nuclear Family 15.77 4.21 

Induction 
Joint Family 15.25 5.03 

48 
.445 

P>0.05 Nuclear Family 15.86 4.69 

Content 
Joint Family 14.82 3.68 

48 
.123 

P>0.05 Nuclear Family 14.68 4.20 

Evaluation 
Joint Family 15.43 4.02 

48 
.546 

P>0.05 Nuclear Family 14.73 4.86 

Training  

Effectiveness 

Joint Family 73.50 19.59 
48 

.409 

P>0.05 Nuclear Family 75.73 18.72 

Variables 
Number of  

Dependents 
Significance 

Important -.070 
P>0.05 

Not Significant 

Sponsorship -.003 
P>0.05 

Not Significant 

Induction -.014 
P>0.05 

Not Significant 

Content .059 
P>0.05 

Not Significant 

Evaluation .089 
P>0.05 

Not Significant 

Training  

Effectiveness 
-.005 

P>0.05 

Not Significant 
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 16. It is inferred that there is no significant difference among respondents age & their perceived levels on 

impact of training. 

 It is inferred that there is a significant difference among to training effectiveness. It is inferred that there is 

no significant different among different dimensions (important, induction, content, evaluation) among 

respondents educational qualification with the levels on impact of training. 

 It is inferred that there is a significant difference among respondents years of experience with important to 

training effectiveness. It is inferred that there is no significant different among dimensions (sponsorship, 

induction, content, evaluation) among respondents years of experience and perceived levels on impact of 

training. 

 It is inferred that there is a significant difference among respondents evaluation of monthly income and 

their perceived levels on impact of training. It is inferred that there is no significant among dimension 

(important, sponsorship, induction, content) among the respondents of monthly income and their 

perceived levels of impact of training. 

 It is inferred that there is a significant difference between the respondents content of the sex and their 

perceived levels on impact of training. It is inferred that there is no significant difference between the 

dimension (important, sponsorship, induction, evaluation) between the respondents of sex and their 

perceived levels on the impact of training. 

 It is inferred that there is no significant difference between the respondents type of family and their 

perceived levels on the impact of training. 

 It is inferred that there is no significant relationship between the respondents the number of respondents 

and their perceived levels on the impact of training. 

 

Suggestions 

 The workers must be encouraged to involve indecision making process. 

 The workers caring the growth and development must be improve. 

 The workers suggestions & ideas must be considered. 

 The workers must be promoted to the light jobs which are permitted as rules of the organization. 

 More training may be given to the work man. 

 More safety classes can be conducted to the work man. 

 Employee skills may be further trained. 

 Employee may be developed communication skill. 

 Multi skill may be developed for employees. 

 Delicious food may be served at canteen. 

 

Conclusion 

 In the recent past, training and evaluation of performance of the employees in the organization gained a 

significant place in all types of organizations for its future growth and the development. This study is also 

focused to study the impact of training on employees in the Neyveli Lignite Corporation. The researcher has 

found training given by the management of Neyveli Lignite Corporation makes their employees more 

competitive and effective in all respect of their work life in the organization. This study is also given valuable 

suggestion to the management and their authorities to give more training by employing innovative and new 

technologies for having better results not only to the organization but also their employees in work life as well 

as personal life also. This study can also to be taken and apply all type of organization in general. 
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Abstract 

 Organizational commitment is the individual's 

psychological attachment to the organization. The 

organizational commitment predicts work variables such 

as turnover, organizational citizenship behavior, and job 

performance. Organizational commitment is a feeling of 

one's dedication towards the employing organization, 

his/her willingness to work hard for that organization, and 

the intention to remain with that organization. The present 

study was carried out to find out the organizational 

commitment among the employees of private sector life 

insurance companies in Chennai city. The data was 

collected from 400 employees from private sector life 

insurance companies using questionnaire method. The 

study found that the employees of private sector life 

insurance companies are satisfied. Further, the study 

reveals that employees are having positive commitment 

and the commitment factors leads to the job satisfaction. 

The job satisfaction factors enhance the organizational 

performance among the employees of private sector life 

insurance companies in Chennai city.  

Keywords: Organizational Commitment, Employee 

Satisfaction, Insurance Companies and Performance 

 

Introduction  

 The each and every organizational success mostly depends on sustainable development with scalable 

performances. The meaningful and focused contribution of organizational resources practically leads to 

materialize every dream in achieving the common goal of the organization with its supportive strengths to a 

larger extent. The constructive participation of the human resource is, undoubtedly, a significant parameter in 

justifying the structural framework of every organization. The insurance industry is not free and exceptional 

from that perception and perhaps is being greatly affected by the presence of heterogeneous employee backup 

with a different mindset, attitudes, experience and expertise, and exposure. Needless to say, creating a suitable 

environment for employee‟s participation, with their individual perceptions and preferences is, of course, a 

staggering task. Retaining confidence and restoring protection truly demand a proper attention to address 

within due course of its existence for excellence. It is quite obvious that confusions and confrontations among 

employees add fuels to detract the organization from the mainstream which ultimately causes a great loss for 

both.  

 

Statement of the Problem 

 Due to hectic competition among the insurance companies in India, retaining of employees is a very 

difficult task for insurance companies. The each and every company is offering very attractive salary, benefits, 

good work environment, work spirit, maintaining a good relationship. In this situation, employees of private 

sector insurance companies may leave the present job and join some other companies were they are getting 

attractive benefits. Apart from this, a new license issued to start the insurance business in India. This difficulty 

may cause workforce transition from insurance sector to some other service sectors like banking, hotel, and 

manufacturing industry. In hard times, organizations want their experienced and talented staff to stay on to 

IDENTIFYING THE ORGANIZATIONAL COMMITMENT AMONG THE 

EMPLOYEES OF PRIVATE SECTOR LIFE INSURANCE COMPANIES IN 

CHENNAI CITY 
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share difficulties and possess a strong commitment to serving customers for the business interest. Therefore, 

committed staff is valuable human capital for the insurance companies. Therefore the present study is 

undertaken to find out the factors influencing towards the organizational commitment in private sector life 

insurance companies: A Study with Special Reference to Chennai City. 

 

Objectives of the Study 

 To examine the job satisfaction and organizational commitment among the employees of private sector 

life insurance companies; and 

 To categorize whether the human resource practices leads to job satisfaction and enhancement of 

productivity among the employees of private sector life insurance companies. 

 

Statement of Hypothesis 

 There is no job satisfaction among the employees of private sector life insurance companies. 

 There is no organizational commitment among the employees of private sector life insurance companies 

in Chennai city.  

 The factors are not influencing the employees towards the job satisfaction and enhancement of the 

productivity. 

 

Research Methodology  

 The present study‟s eventual objective is to find out whether the factors influencing the employees 

towards the organizational commitment in private sector life insurance companies in Chennai city. The data 

has been collected from the employees of private sector life insurance companies in Chennai city. To fulfill 

the above objectives both primary and secondary data used. The primary data collected from the private sector 

life insurance company‟s employees through the structured questionnaire. The data were collected from the 

400 private sector life insurance company employees in Chennai city. The data were collected during the 

period from June 2017 to December 2017. The variables of human resource practice have been identified 

through the literature survey. There are five variables identified namely Relationship with management, 

Working Environment, and Conditions, Career Development, Teamwork Sprit and Compensation. The 

Relationship with Management included six variables adapted from the Eiesenberger et.al., Working 

Environment and Conditions included five variables adapted from Narrative, Career Development included 

four variables adapted from Bartel, Tsui, Pearce, porter and Tripoli Becker and Gehart, Team spirit included 

five variables adapted from the study of Cappelli and Rogovsky and Compensation included three variables 

adapted from Nawab and Farrel. All five variables are five-point Likert scale. The factor of job satisfaction is 

measured on 9 variables in five-point Likert scale. Based on the literature survey, the organizational 

commitment variables identified and collected the opinion from the respondents with five-point Likert 

measurement scale.  

 

Data Analysis and Interpretation 

Null Hypothesis 1 

There is no job satisfaction among the employees of private sector life insurance companies in Chennai 

city 

 

Table 1 One-Sample t-test for whether there is any job satisfaction among the employees of private 

sector life insurance companies in Chennai city 

Variable N Mean SD t value p-value 

I am satisfied with the workload and job assignment 400 3.61 1.205 10.039 <0.001** 

I am satisfied with the work record system in private sector life 

insurance companies 
400 3.64 1.231 10.402 <0.001** 
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I am satisfied with the promotion and career development in 

private sector life insurance companies 
400 3.65 1.184 10.983 <0.001** 

I am satisfied with my job decision 400 3.71 1.286 11.080 <0.001** 

I am satisfied with the industrial relation in private sector life 

insurance companies 
400 3.57 1.261 9.043 <0.001** 

I am satisfied with the management in the private sector life 

insurance companies 
400 3.31 1.345 4.610 <0.001** 

I am satisfied with my current income and benefits 400 3.28 1.445 3.877 <0.001** 

I am satisfied with the working conditions in the private sector 

life insurance companies 
400 3.63 1.301 9.686 <0.001** 

I am satisfied with the colleague relationship in our life 

insurance companies 
400 3.88 1.220 14.472 <0.001** 

 Source: Primary data; Note: **represents at 1% level of significant 

 One-Sample t-test for whether there is any job satisfaction among the employees of private sector life 

insurance companies in Chennai city. Since the p values of all the statements are less than 0.01, therefore the 

null hypothesis is rejected at 1% level of significance. Hence it is concluded that the employees of private 

sector life insurance companies are absolutely satisfied their job in private sector life insurance companies in 

Chennai city.  

 

Null Hypothesis 2 

There is no organizational commitment among the employees of private sector life insurance companies 

in Chennai city 

 

Table 2 One-Sample t-test for identifying the organizational commitment among the employees of 

private sector life insurance companies in Chennai city 

Statement N Mean 
Std. 

Deviation 
t value p-value 

I feel attached to this insurance company 400 4.10 1.006 21.863 <0.001** 

I am eager to change the way I do my job if this 

change has positive effect on my company 
400 3.81 1.279 12.587 <0.001** 

Reason I like the insurance company more is 

 that it brings belief and values to my life 
400 4.17 1.002 23.358 <0.001** 

I intend to work for this insurance  

company for a long time 
400 3.60 1.170 10.214 <0.001** 

I am proud of being a member of this 

insurance company 
400 3.61 1.330 9.099 <0.001** 

My current insurance company is the best 

 place for me to work 
400 4.15 .933 24.663 <0.001** 

My life will have trouble if I leave this  

insurance company at this time 
400 3.85 1.210 14.089 <0.001** 

 Source: Computed from the primary survey; Note: **represents 1% level of significance. 

 One-Sample t-test results for identifying the organizational commitment among the employees of private 

sector life insurance companies in Chennai city. It is noted from the above calculation; all the statements the p- 

values are less than 0.01, therefore, the null hypothesis is rejected at 1% level of significance. Hence it is 

concluded that there is excellent organizational commitment exists among the employees of private sector life 

insurance companies in Chennai city. 
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Structural Equation Model (SEM) On Factors Influencing Organizational Commitment Among The 

Employees Of Private Sector Life Insurance Companies In Chennai City 

Structural Equation Modeling (SEM) 

 A path model was developed using AMOS, to find out the factors influencing employee‟s organizational 

commitment to private sector life insurance companies in Chennai city. There are five independent variables 

are identified through review of literature namely Relationship with management, Working Environment, 

Career Development, Team spirit and Compensation and two dependent variables are identified namely job 

satisfaction and Enhancement of productivity. Based on the study, the proposed hypothesis is whether the 

factors are influencing and enhance the productivity among the employees of private sector life insurance 

companies in Chennai city.  

 

The variables used in the structural equation model are 

Observed, endogenous variables 

1. Job satisfaction 

2. Enhancement of productivity 

 

Observed, exogenous variables 

1. Relationship with Management 

2. Working Environment  

3. Career Development 

4. Team spirit 

5. Compensation 

 

Unobserved, exogenous variables 

 e1: Error term for Job satisfaction 

 e2: error term for Enhancement of productivity 

 

Number of variable in the SEM is 

Proposed model for factors influencing and enhancement among 

the employees of private sector life insurance companies in 

Chennai city 

 

 

 

 

Table Model Evaluation 

Endogenous variables 
 

Exogenous variables Estimate S.E. t-value P 

Job satisfaction <--- Relationship with management .454 .023 19.470 *** 

Job satisfaction <--- Working Environment .169 .019 9.118 *** 

Job satisfaction <--- Career Development .159 .011 1.706 *** 

Job satisfaction <--- Team spirit .054 .010 5.367 *** 

Job satisfaction <--- Compensation .118 .025 4.733 *** 

Enhancement of productivity <--- Job satisfaction .499 .047 10.577 *** 

Source: Computed from primary survey 

 The above table reveals that the results of model evaluation of proposed model regarding whether the 

individual factors influencing towards the job satisfaction. The proposed model used five exogenous variables 

namely Relationship with management, Working Environment, Career Development, Team Spirit, 

Number of variables in your model: 9 

Number of observed variables: 7 

Number of unobserved variables: 2 

Number of exogenous variables: 7 

Number of endogenous variables: 2 
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Compensation and two endogenous variables Job satisfaction and Enhancement of productivity. It is noted 

from the above table, Relationship with management and job satisfaction t-value is 19.470 and p-value 0.000. 

The p-value is less than 0.01 and statically significant at 1% level. It is concluded that the relationship with 

management significantly influencing towards the job satisfaction of employees of private sector life insurance 

companies in Chennai city. It is identified from the above table, the individual factor working environment 

and job satisfaction t-value 9.118 and p-value 0.000. The p-value is less than 0.01 and statistically significant. 

Therefore it could be concluded that the individual factor significantly influencing towards the job satisfaction 

of employees in private sector life insurance companies in Chennai city. The factor of career development and 

job satisfaction t-value is 1.706 and p-value 0.00 which is significant at 1% level. The factor of career 

development significantly influencing towards the job satisfaction among the employees of private sector life 

insurance companies in Chennai city. The individual factor of Team spirit and compensation p values is less 

than 0.01 and statistically significant. Hence it is concluded that these two individual factors team spirit and 

compensation significantly influencing towards the job satisfaction. The study established that the job 

satisfaction factor significantly influencing to enhance the productivity of employees of private sector life 

insurance companies in Chennai city.  

 The model fits summary of structural equation model results are shown the below table. 

Table  Model fit summary of Structural Equation Model 

 It is observed from the above table; the 

calculated p-value is 0.107which is greater than 

0.05 which indicates perfectly fit. The GFI 

(Goodness of Fit Index) value and AGFI 

(Adjusted Goodness of Fit Index) value is 

greater than 0.9 which represent it is a good fit. 

The calculated CFI (Comparative Fit Index) 

value is 0.998 which means that it is a perfect fit 

and also it is found that RMR (Root Mean 

Square Residuals) and RMSEA (Root Mean Square Error of Approximation) value is 0.002 which is less than 

0.10 which indicated the hypothesized model is absolutely fit. The five independent variables of Relationship 

with management, Working Environment, Career Development, Team spirit and Compensation influencing 

the job satisfaction and it gives enhancement of productivity.  

 

Conclusion 

 The study has been conducted to identifying the organizational commitment among the employees of 

private sector life insurance companies in Chennai city. This study contributes to the growing body of 

literature related to the concept of organizational commitment. The study found that the employees are 

absolutely satisfied with their job and the employees are having a good commitment towards the 

organizational performance. 
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Abstract 

 Stock Market has an important role in the economic 

development of our country. The objective of the study is to 

examine the impact of volatility and Forecasting using 

ARIMA Model in IT Sector. The indices selected for the 

study is Nifty IT. Data collected for the period 1st April 

2006 to 31st March 2016. The present study attempts to 

analyze this volatility by selecting the appropriate model 

ARIMA model. Volatility is the most popular traditional 

measure of risk. The study results exhibited that Nifty IT 

index does not confirms volatility presence by using 

ARIMA Model. The empirical findings revealed that 

volatility is not present in the Nifty IT index from the 

period of 1stApril 2006 to 31st March 2016.  

Keywords: Return, Volatility, ARIMA, Upper Band, Lower 

Band, Price, Stock Index. 

 

Introduction 

 A stock market is the place where the players of the market enjoy at the time of market fluctuations. The 

National Stock Exchange was incorporated in Nov 1992 as a tax paying company. It was recognized as a stock 

exchange under the Securities Contract Regulation Act in the year April 1993. The National Stock Exchange 

accounts for about 98% of the turnover in the stock market. The main Index of NSE is CNX Nifty. National 

Stock Exchange has a total capitalization of more than US $ 1.40 trillion as on March 2016. The stock market 

return is the leading indicator of the present economy where the investors will be helpful with this model to 

forecast the future volatility with the historical volatility. According to Hongyu and Zhichao (2006) 
[1]

 

modeling volatility in financial markets is important because it sheds further light on the data generating 

process of the returns. 

 The concept of volatility in the stock market is to measure the frequency of fluctuations for the specified 

time. In the present scenario forecasting the volatility in share market has become fertile for research, because 

fluctuations in the market is considered as an important concept for portfolio optimization and prediction of 

future market. In simple, “Volatility means the conditional variance of the underlying asset”
1
 The Implied 

volatility is to forecast the life of a stock market that equates an observed market price with the model price of 

an option while statistical volatility depends on the choice of statistical model, such as ARMA, ARIMA, 

GARCH models, that is applied to historical asset returns data‟ . Thus, the uncertainty about future stock price 

movements is measured by the volatility. The performance of the entire stock market can be measured by the 

tool of stock market index. The ARIMA model has a strong probable for short term prediction. The stock 

market prediction can be from two models: statistical model and artificial model. There are various other 

statistical models, regression method, exponential smoothing, Generalized Autoregressive conditional 

heteroskedasticity (GARCH).  

 

Research Methodology 

Scope, Sample & Methodology 

 The study is about the stock market volatility and forecasting stock prices using ARIMA model for the 

selected companies in Nifty 50. The study period for the researcher is 10 years from 1 April 2006 to 31 March 

2016, 3650 daily financial time series. The data composed of four elements open price, close price, high price 

STOCK PRICE PREDICTION USING ARIMA MODEL WITH  

REFERENCE TO IT SECTOR 
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and low price. In this research the closing price is chosen for the study. The descriptive method is used to 

study the stock price movement of IT Sector with selected top 5 companies in India using ARIMA model and 

by calculating the individual return of each company for analyzing whether there is any relationship between 

the day to day stock prices. 

 

Objective of the Study 

 To Study the Stock Price Volatility and Performance of selected stocks in NSE from 1 April 2006- 31 

March 2016. 

 To find out the risk and return of selected stocks from 1 April 2006-31 March 2016. 

 To find the impact of today‟s stock price on its historical stock price based on the ARIMA Model. 

 

Data Collection and Analysis 

Sample Selection 

 The data collected for the study is Primary and Secondary data from NSE India website. The study period 

covers 10 years [1 April 2006-31 March2016] of IT selected sectors in Nifty 50 

 

Statistical Tools 

Volatility 

 Mean 

 Standard deviation 

 Variance 

Volatility is a fluctuations in the market and it is a statistical measure of return for a given market index, it can 

be measured by using Standard deviation or variance between returns of various market index.  

 

OLS Model (Ordinary Least Squares) 

 This model is one of the simplest models to find out whether the time series data is closely fit in the 

model. Let Pk, K=0,……,n, be a time series of prices of a financial assets. Pk often displays unit – root 

behavior and thus cannot be modeled as stationery, we often analyze log returns on the series.  

 

=  

=  

 However to propose a stationery model for YK which captures the above “stylisted facts” is not easy. To 

overcome the above difficulties, Engle (1982) was the first person to propose a stationary non-linear model for 

YK which is termed as ARCH (Autoregressive conditional heteroskedasticity). It means that the conditional 

variance of YK evolves according to an autoregressive type.  

 

ARIMA Model 

 The ARIMA model was developed by Box Jenkins in the year 1970. The acronym ARIMA stands for 

"Auto-Regressive Integrated Moving Average." Lags of the differenced series appearing in the forecasting 

equation are called “auto-regressive" terms, lags of the forecast errors are called "moving average" terms and a 

time series which needs to be differenced to be made stationary is said to be an "integrated" version of a 

stationary series. Random-walk and random-trend models, autoregressive models and exponential smoothing 

models (i.e., exponential weighted moving averages) are all special cases of ARIMA models. A nonseasonal 

ARIMA model is classified as an "ARIMA (p, d, q)" model, where: p is the number of autoregressive terms, d 

is the number of non-seasonal differences and q is the number of lagged forecast errors in the prediction 

equation.  

Nifty It Sector 

Infosys Limited 

HCL Technologies Limited 

Tata Consultancy Services Limited 

Tech Mahindra Ltd 

Wipro Limited 
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Discussion and Results 

 The researcher have selected IT sector which comprises of 5 companies Infosys Limited, HCL 

Technologies Limited, Tata Consultancy Services Limited, Tech Mahindra Ltd, Wipro Limited. 

 

Table 1 

 From the above table, it can be inferred 

that the HCL Tech has the highest return of 

5.82 per cent from 2006 to 2016 followed 

by Tech Mahindra with an average return of 

5.8 per cent. The third position goes to TCS 

with an average return of 4.80 per cent 

followed by Wipro and Infosys 

respectively. The table also shows that Tech 

Mahindra has the highest risk of 3.1569 

followed by HCL Tech with risk of 

2.96479, the third risky stock is observed to be Infosys with 2.68868 followed by Infosys and Wipro with a 

risk level of 2.56673 and 2.32647 respectively from 2006 to 2016. 

 

 

Figure: 1 Stock price of Infosys, HCL Tech, TCS, Tech Mahindra, Wipro and Nifty 

 

Table 2 OLS Model of Infosys, HCL Tech, TCS, Tech Mahindra, Wipro and Nifty 50 from 2006 to 2016 

Null Hypothesis: Stock prices does not move along with Market Index 

Alternative Hypothesis: Stock prices move along with Market Index. 

OLS, using observations 2052-4432 (T = 2381) 

Dependent variable: NIFTY 

***Significance at 5 per cent level of confidence 

**Significance at 10 per cent level of confidence 

*Significance at 25 per cent level of confidence 

 

 

 

 

 From the above table it can be inferred that the 

P values are 0.00001, 0.00001, 0.00002, 0.00001, 

0.00001, and 0.00001 which are less than 0.05 at 5 

per cent level of confidence. Therefore, the 

alternative hypothesis is accepted. The stock price 

of Infosys, HCL Tech, TCS, Tech Mahindra and 

Wipro moves along with Market Index. 

Return and Risk of Infosys, HCL Tech, TCS, TECH  

MAHINDRA,  WIPRO AND NIFTY50 from 2006 to 2016 

 N Mean 
Std.  

Deviation 
Variance 

INFOSYS 2479 .0058 2.68868 7.229 

HCLTECH 2479 .0582 2.96479 8.790 

TCS 2479 .0480 2.56673 6.588 

TECHMAHINDRA 2479 .0580 3.1569 9.970209 

WIPRO 2479 .0280 2.32647 5.412 

NIFTY 2479 .0445 1.57093 2.468 

Valid N (listwise) 2479    

 Coefficient Std. Error t-ratio p-value  

const 2184.64 87.0712 25.0903 <0.00001 *** 

INFOSYS 0.154934 0.0240971 6.4296 <0.00001 *** 

HCLTECH 0.518649 0.119758 4.3308 0.00002 *** 

TCS 1.69799 0.0606394 28.0014 <0.00001 *** 

TECMAH -0.482981 0.0448642 -10.7654 <0.00001 *** 

WIPRO 1.84681 0.153019 12.0691 <0.00001 *** 

Mean dependent var 5616.167 S.D. dependent var 1471.161 

Sum squared resid 1.08e+09 S.E. of regression 673.0938 

R-squared 0.791110 Adjusted R-squared 0.790670 

F(5, 2375) 1798.925 P-value(F) 0.000000 

Log-likelihood -18880.29 Akaike criterion 37772.57 

Schwarz criterion 37807.22 Hannan-Quinn 37785.18 

Rho 0.990994 Durbin-Watson 0.015318 
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ARIMA Model 

  

   INFOSYS   

   TCS 

 

  TECHMAHINDRA      WIPRO 
 

Figure 2 Prediction of IT Sector stock price for next 90 days based on historical price from 2006 to 2016 

 

Findings   

 This research has given a way to an investor to predict the stock price by the results obtained from 

ARIMA (Autoregressive Integrated Moving Average) Model. By the result of the ARIMA model the investor 

can make a profitable investment decision for the short term period of 90 days. As per the ARIMA model the 

prediction of IT sector stock price for next 90 days is represented by Lower band and Upper band by which 

the stock price is predicted.  

 The Infosys upper band is 1700 and the lower band is 900 where the stock price is predicted and from the 

analysis it is seen that the Infosys stock have not gone beyond the upper and lower band. As per the 

historical data for the past 90 days the Upper band is 1079.70 and Lower band is 883.40.  

 The TCS upper band is 2700 and the lower band is 2300 where the stock price has not gone beyond the 

upper band. 

 The HCL Technologies is represented by 900 has upper band and 700 has its lower band. 

 The Tech Mahindra and Wipro has a positive relations, wherein the upper and lower band is 650 and 400.  

 It can be inferred that Infosys stock has high positive relations with Tech Mahindra with a correlation 

value of 0.493. HCL TECH has the high positive relations with TCS, Tech Mahindra with a correlation 

value of 0.8781 and 0.7534 respectively. 

 

Conclusion 

 The researchers have taken the stock return of IT Sector with top 5 selected companies on daily time 

series values. The foremost objective of the study is there is any relationship between yesterday‟s price, 

today‟s price and with future price for short period of 90 days. The further scope of the study helps the 
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investor to know their financial system of their portfolio construction. This research paper will postulate the 

investor to reframe their investment criteria, with the help of ARIMA model by forecasting for 90 day future 

market. The stock market always has a psychological effect that, “History repeats itself”. Most of the reviews 

focus more on company‟s performance, market volatility with simple analysis using Mean, Standard deviation 

and Variance as their major fact of the study, but volatility of stock market plays a vital role in the present 

economy. The investors can no longer lying on any of the financial institution to give a company‟s forecasting 

for investment. The present study will shower a light on forecasting the market for short period.  
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Abstract 

 The most important centre for artisans who are 

practicing this millennium-year-old craft is Nachiarkoil, a 

historic town in Thanjavur district. This is an unusual town 

where the occupation of an overwhelming of inhabitants is 

lamp making. Here, gleaming lamps strung together weave 

arcs of swinging gold as they are carried from workshops 

to house. But this famous handicraft can be made a viable 

livelihood option with government intervention in the form 

of steady supply of raw material, easy loans, minimum 

health insurance and proper marketing facilities. The 

artisans of Nachiarkoil faced a number of problems and 

need interventions to improve their quality of life. The 

study is based on primary data which is collected with the 

help of structured interview schedule from 64 artisans of 

brass lamp. But, the lamp makers are in peril. Caught in 

the grip of middlemen, they find it difficult to keep afloat 

financially. The industry was prosperous when raw 

materials were available abundantly, less taxation and 

direct marketing. But lack of exposure, less pay, lack of 

modern marketing techniques and financial constraints are 

major findings of the study. 

Keywords: Brass lamp, Artisans, Nachiarkoil, Handicraft, 

Problems 

 

Introduction 

 Nachiarkoil in Thanjavur District is a famous centre for making metal-casting work, primarily because of 

the rich source of “Alluvial Soil” found on the banks of the Kavery River which is suitable for making the 

moulds. The traditional Nachiarkoil Brass lamps are known as Nachiarkoil Kuthuvilakku. The production of 

the ornamental lamp is mainly done by 300 local artisans from 50 families are engaged in this craft. The lamp 

usually consists of four parts- base (Keezhbagam), stem (Kandam), oil container (Thanguli) and the apex or 

Prabhai. These four parts are joined together with the help of screw threads. Another type of lamps which are 

suspended from the ceiling richly decorated and are always excellent in workmanship and design. The 

handicraft activities carried out in Delta region of Thanjavur are famous throughout the world because of their 

quality, art, design and unique craftsmanship. This sector has great potential to generate gainful employment 

within and outside the state. Being a labour intensive sector, handicrafts can be established both in rural and 

urban areas and can be taken off as a subsidiary occupation in the Delta. This sector has, however, suffered 

due to its unorganised structure, constraint of lack of skilled education, low capital and poor exposure of new 

technologies, absence of potential market, poor infrastructure and financial support from the government. In 

this paper an attempt has been made to evaluate the problems faced by brass lamp artisans in Nachiarkoil.  

 

Review of Literature 

 Kalita (2017) identified in her study handicrafts have not received as much attention as they deserve.  

The performance of the existing institutional infrastructure both for financing and marketing of handicrafts is 

far from satisfaction. Artisans are depending on the middlemen for raw materials, finance and market for the 

finished products because of their illiteracy, ignorance and poverty. The success of handicrafts depends on 

how well the artisans can produce the articles in keeping with the tastes and preferences of consumers. But 

THE CHALLENGES OF BRASS AND BELL METAL ARTISANS OF 

NACHIARKOIL IN THANJAVUR DISTRICT 
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there are lack of proper marketing facilities which stands as bottlenecks in expansion and modernization of 

handicrafts products of Assam.  

 Bishmita Medhi et.al (2012) stated that occupational structure directly influences the income of the 

inhabitants, determining their standard of life. New generation realized that in this changing situation, brass 

manufacturing is no more sustainable livelihood for them. Although a few training programmes were initiated 

by SIDBI and SBI with IIT, Guwahati, that was not properly planned according to the requirement of the brass 

artisans. By enhancing the quality of machineries and organizing proper training to develop the creativity and 

skill will surely help in the revival of the craft industry.  

 Kalita (2008) in his work related to bell metal industry of Sarthebari area has identified the problems 

associated with the industry as supply of raw materials, lack of finance, indifference attitude of government, 

lack of marketing information etc. along with unhygienic condition of garhsal. He suggested for early 

implementation of scheme, submitted by Assam Co-operative Bell Metal Utensils Manufacturing Society 

Limited to the government of Assam. 

 

Statement of the Problem 

 Though the Brass lamp artisans of Nachiarkoil have their resources but they are facing a lot of difficulties 

like illiteracy, awareness and ancient method of production. Artisans borrow huge money from money lenders 

for a high rate of interest, whereas banks are ready to give a small loan which doesn‟t satisfy their needs. This 

affects the sector to run profitably. Due to poor wages, these labourers cannot stay in this field for a longer 

period. The lack of direct marketing facilities makes the product for less sale price to the middlemen. This 

makes the artisans to dependent on the middlemen and local vendors for continuous supply of raw material. 

The main purpose of this study is to explore the problems faced by the artisans involved in brass and bell 

metal work and to give suggestions for their improvement. 

 

Objectives of the Study  

 To analyse the features of brass lamp industry in the study area. 

 To find the various problems of brass and bell metal sector related to production, marketing, labour etc. 

 To suggest suitable policy measures for the development of the sector. 

 

Research Design  

 Research design is the specifications of the method and procedure for acquiring the information needed to 

identify and to solve the problem. The research design followed for this study is descriptive research design 

where we found a solution to an existing problem. The problem of this study is production, marketing etc. 

 

Collection of Data 

  The primary data for the present study is collected from 64 brass lamp artisans of Nachiarkoil town of 

Thanjavur District, Tamilnadu. The concerned data were collected through empirical field work by using 

Interview schedule. Besides this the secondary data are collected from the Books, Journals and Articles etc. 

 

Limitation of the Study  

 The reliability of the primary data is very much depends on the artisan‟s attitude to such study and how he 

has taken to answer the questions raised by the researcher. 

 The sampling is done based on the available brass lamp artisans physically present in the field at the time 

of research. 

 Sample size of 64 artisans couldn‟t get easily generalised over the entire population. 
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Results and Discussion 

Table 1 Demographic Classification of the Brass Lamp Artisans 

Demographic Factor Variable No. of respondents Percentage 

Age 

(in Years) 

Less than 25 years 08 12.5 

25 – 35 10 15.6 

35 – 45 23 35.9 

45 – 55 20 31.3 

Above 55 3 4.7 

Marital status 
Married 37 57.8 

Unmarried 27 42.2 

Educational Qualification 

Illiterate 10 15.6 

School 49 76.6 

College 4 6.2 

Professional 1 1.6 

Monthly Income 

(in Rs.) 

Below Rs. 10000 38 59.3 

Rs. 10,001 to Rs. 20,000 23 36.0 

Above Rs. 20,000 3 4.7 

Nature of House 

Concrete 42 65.6 

Tiled 13 20.3 

Hut 9 14.1 

Mode of Transportation 

Bi-Cycle 14 21.9 

Two-Wheeler 22 34.4 

Four-Wheeler - - 

Public Transport 28 43.7 

Source: Primary Data 

 From the above table, it is inferred that 35.9 per cent of the artisans belong to the age group of 35-45 

years. While 31.3 per cent of the brass lamp artisans belong to the age group of 45-55 years, 15.6 per cent of 

the artisans belong to the age group of 25-35 years, 12.5 per cent of the artisans belong to less than 25 years 

and remaining 4.7 percent of the artisans are in the age group 55 years and above. It can be inferred that there 

had been considerably more number of artisans in lamp making from 35-55 years. 

 In this study 57.8 per cent were married and remaining 42.2 per cent constitute unmarried.  

 Regarding educational qualification, 76.6 per cent of the artisans are school leavers and 1.6 per cent of the 

artisan is qualified professionally. 

 Out of 64 artisans, 38 artisans (59.3 percent) have monthly income of below Rs. 10,000 and only 4.7 per 

cent artisans are drawn the monthly income of Rs. 20,000 and more in this study. 

 65.6 per cent of the artisans are residing in concrete houses and 14.1 per cent of the artisans are living in 

hut. 

 43.7 percent of the artisans are using public transport to reach their work spot. It is followed by 34.4 

percent of artisans are transporting with the help of two-wheeler and 21.9 per cent of artisans are travelling by 

Bi-cycle, but no artisans are having Four-Wheeler. 

  

Table 2 Educational Qualification of the Artisans and Problems – Average Rank 

Educational 

Qualification 

Raw materials 

problem 

Financial 

Problem 

Technological based 

problem 

Marketing 

problem 

Average 

Scores 
Rank 

Average 

Scores 
Rank 

Average 

Scores 
Rank 

Average 

Scores 
Rank 

Illiterate 2.21 1 2.14 1 2.14 3 5.07 2 

School 2.23 2 2.23 4 2.03 1 5.30 4 

College 2.48 3 2.21 3 2.15 4 5.08 3 

Professional 2.68 4 2.19 2 2.09 2 4.89 1 

Source: Primary Data 
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  The above table clearly indicates that illiterate artisans have raw material and financial problems. 

Regarding technological based problem school leavers stands top in the table and marketing problems are 

faced by professional qualifiers. 

 

Findings and Recommendations 

 The initial investment in this sector comes mainly from the artisan‟s own funds, locally borrowed funds 

from money lenders, friends and relatives.   

 Artisans have weak financial structure and limited resources. 

 The traditional production process of brass lamp sector needs highly skilled labour. Therefore, the 

educated youth are not interested to engage themselves as brass and bell metal artisans.  

 Loan problems are common to this sector too. The lack of minimum financial facilities at reasonable 

interest rate from bank to improve the brass and bell metal sector. 

 The problems of brass and bell metal sector are divided into External and Internal. 

 External problems are those which results from factors beyond the control of the artisans, such as the 

availability of power and other infrastructure facilities required for the smooth running of brass and bell 

metal sector. 

 Internal problems affecting the industries relate to technical know-how, production channel, distribution 

channel, training and inadequate management. 

 Abnormal price change of raw materials, energy and products is a serious problem to this sector. 

 Brass lamp artisans‟ work at an average of 10 to 12 hours during peak season and less than 8 hours in 

normal season. 

 

Conclusion 

 The brass and bell metal artisans are engaged to produce variety of lamps by using age-old implements at 

the same way as their forefathers did. Insufficient supply of raw materials and electricity power, shortage of 

finance, reluctance of educated youth, lack of use of modern techniques, instability in raw materials price are 

main problems in this sector. Challenges posed by the changing market environment along with changing 

value system create problems in marketing the products. The imitated low quality and low priced brass and 

bell metal lamps also creates serious problem of marketing.  
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Abstract 

 Today with the growing trend parlor has become a 

trend in every society and even in village. For their own 

personal beauty, girls, boys, women and men visit beauty 

salon. With a very low income this is one of the most 

profitable incomes. This business can be started by any 

housewife to earn extra income. Beauty parlors and salons 

are the latest stress-buster hubs of the 21st century 

Indians. The urge to look better and better day by day is 

not restricted to home remedies. Women fulfill their wishes 

to look beautiful by frequently visiting mind and body 

rejuvenating spa and salons. Be it a working woman or a 

homemaker, grooming has always been an important 

factor in every woman‟s life. Beauty is a lovely ornament 

of a woman, the beauty salons help women in enhancing 

their beauty, hence making them look more beautiful. With 

the era of growing health consciousness, the awareness 

towards self-grooming has ever since been increasing. The 

present research paper attempts to identify the female 

customer‟s preferences and satisfaction of the services 

offered by the natural‟s hair and beauty salon in Chennai 

city. The sample consists of 191 female customers, who 

visit local beauty parlors frequently for various purposes. 

The study found that the factors influencing the customers 

to prefer the naturals hair and beauty salon. The customers 

also satisfied the services offered by the natural‟s hair and 

beauty salon in Chennai city.  

 

Introduction 

 Today with the growing trend parlor has become a trend in every society and even in village. For their 

own personal beauty, girls, boys, women and men visit beauty salon. With a very low income this is one of the 

most profitable incomes. This business can be started by any housewife to earn extra income. Beauty parlors 

and salons are the latest stress-buster hubs of the 21st century Indians. The urge to look better and better day 

by day is not restricted to home remedies. Women fulfill their wishes to look beautiful by frequently visiting 

mind and body rejuvenating spa and salons. Be it a working woman or a homemaker, grooming has always 

been an important factor in every woman‟s life.  

 Beauty is a lovely ornament of a woman, the beauty salons help women in enhancing their beauty, hence 

making them look more beautiful. With the era of growing health consciousness, the awareness towards self-

grooming has ever since been increasing. Due to the increase in the knowledge of grooming, the increase in 

technology, and hygiene levels, the role of salons and beauty parlors in women‟s life has also increased. 

Therefore the present study has undertaken to find out the Females' Preference and satisfaction towards 

Naturals Hair and Beauty Salon: A Study with Special Reference to Chennai City 

 

Review of Literature 

 Jamuna, S and Nandhini, M (2004), the research has been conducted to know the peoples expectation 

and satisfaction Towards Ponds Skin Care Product. The difficulties faced by the customers with regard to skin 

care products availability and quality were also inquired into and there by their overall satisfaction level was 

studied. This is a descriptive research and mainly primary data is used for the purpose of data collection from 

50 respondents through questionnaire. It was undertaken to determine the customer opinion and behavior of 

customers, price, quality, brand name are included in the study. Satisfaction level on ponds skin care products. 

FEMALES' PREFERENCE AND SATISFACTION TOWARDS NATURALS HAIR AND 

BEAUTY SALON: A STUDY WITH SPECIAL REFERENCE TO CHENNAI CITY 
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SPSS package program was used to analyze the data. The analyze of data was done by using the statistical 

tools like percentage analysis, chi-square and accordingly certain suggestions and recommendations have been 

given for improving the sales of ponds skin care products. 

 

Objectives of the study 

 To find out whether the factors namely affordable charges, Credibility, Convenience, Trust and Quality of 

services influencing towards the services offered by the Natural‟s Hair and Beauty salon in Chennai city; 

and  

 To examine whether the female customers are satisfied the services offered by the Natural‟s Hair and 

Beauty salon in Chennai city. 

 

Statement of Hypothesis 

 The factors are not influencing the Females' customers to prefer the services of Naturals Hair and Beauty 

Salon in Chennai city 

 There is no significant difference between married and single female customers with respect to factors 

influencing towards the Naturals Hair and Beauty Salon in Chennai city. 

 The female customers are not satisfied the services offered by the Naturals Hair and Beauty Salons in 

Chennai city 

 There is no association between demographic profile of the respondents and satisfaction level of services 

offered by the Naturals Hair Beauty Salons in Chennai city. 

 

Research Methodology 

 The present study‟s core objective is to find out the Females' Preference and satisfaction towards the 

Naturals Hair and Beauty Salons in Chennai city. . The study used both secondary and primary data. The data 

was used to attain the above objectives. The study was conducted in Chennai city, Tamilnadu. The sample for 

this study consisted of 191 respondents drawn on the basis of simple random sampling from the customers of 

Naturals Hair and Beauty salons in Chennai city. The data was collected during a period of four months from 

September 2017 to December 2017.  

 For the purpose of collecting the data for the primary study, structured research instruments were used for 

collecting information about the influential factors are influencing the customers to prefer the natural‟s beauty 

salons in Chennai city. The instrument was first tested by doing a pilot study. The value of Cronbach‟s alpha 

came to 0.821 during the pilot study; hence, the same questionnaire was used for the final study keeping in 

view the high score of reliability and validity of the instrument. All the statements and opinion regarding 

respondent‟s preference towards the naturals beauty salons were based on Likert‟s five-point scale, from 

strongly agree to strongly disagree.  

 The demographic data of the employees was also collected through primary survey such as, age, 

educational qualification, marital status and monthly income of the respondents. The primary data collected 

from target respondents is analyzed using descriptive and one-sample t-test, Independent t-test and Chi-square 

analysis. The data was analyzed using SPSS 21.0 version. 
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Data Analysis and Interpretation 

Table 1 Profile of Respondents 

Source: Computed from primary data 

  Table 1 represents that demographic profile of 

respondents. Out of 191 respondents, majority 28.3% 

of respondents were in the age group of 21-25 years, 

followed by 23% of respondents were in the age 

group of 26-30 years, 20.9% of respondents were in 

the age group of up to 20 years and 8.4% of 

respondents were in the age group of above 40 years. 

Regarding educational qualification of the 

respondents, majority 47.6% of respondents were UG 

qualified, followed by 19.4% of respondents were 

professionally qualified, 18.3% of respondents were 

post-graduates and only 14.7% of respondents were 

up to HSC qualified. As for as monthly income of the 

respondents concern, majority 27.7% of respondents 

monthly income was between Rs.40, 001-50,000, 

followed by 23% of the respondents monthly income 

was between Rs.30, 001 – 40,000, 22% of 

respondents monthly income between up to Rs.20, 

000, and 9.4% of respondents monthly income was 

above Rs.50,000.  

 

 

Table 2 Frequency of Visiting Salons by Respondents  

Source: Computed from primary data 

 The above table highlights that the frequency of visiting 

salons by the respondents in the study area. It is noted from the 

above table, majority 31.4% of the respondents are visiting the 

beauty salons once in 30 days, followed by 24.1% of the 

respondents are visiting the beauty salons once in 15 days, 

17.3% of the respondents are visiting the beauty salons 

occasionally, 15.7% of the respondents are visiting salons once 

in 45 days and 11.5% of the respondents are visiting salons once in 60 days.  

 

Table 3 Reason for visiting beauty salons 

Source: Computed from primary data 

 The above table depicts that the reason for visiting beauty 

salons among the respondents. Majority 41.9% of respondents are 

visiting beauty salons for status symbol, 32.5% of the respondents 

are visiting beauty salons for grooming and 25.7% of the 

respondents are visiting the beauty salons personal hygiene. 

 

 

 

Age Frequency Percent 

Up to 20 Years 40 20.9 

21-25 Years 54 28.3 

26-30 Years 44 23.0 

31-35 Years 37 19.4 

Above 40 Years 16 8.4 

Total 191 100.0 

Educational qualification 

Up to HSC 28 14.7 

UG 91 47.6 

PG 35 18.3 

Professional 37 19.4 

Total 191 100.0 

Monthly Income 

Up to Rs.20,000 42 22.0 

Rs.20,001 - 30,000 34 17.8 

Rs.30,001 - 40,000 44 23.0 

Rs.40,001 - 50,000 53 27.7 

Above Rs.50,000 18 9.4 

Total 191 100.0 

Marital status 

Married 77 40.3 

Single 114 59.7 

Total 191 100.0 

Frequency of visiting Frequency Percent 

Once in 15 days 46 24.1 

Once in 30 days 60 31.4 

Once in 45 days 30 15.7 

Once in 60 days 22 11.5 

Occasionally 33 17.3 

Total 191 100.0 

Reason Frequency Percent 

Grooming 62 32.5 

Personal Hygiene 49 25.7 

Status Symbol 80 41.9 

Total 191 100.0 
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Null Hypothesis 1 

The factors are not influencing the Females' to prefer the services of Naturals Hair and Beauty Salon in 

Chennai city. 

Table One-Sample t-test for preference of Naturals  

Hair and Beauty Salon 

Source: Computed from primary data 

  The above reveals that the results of one-sample 

t-test for whether the factors influencing the female 

customers towards Naturals Hair and Beauty Salon in 

Chennai city. It is identified from the above table; all 

the statements are less than 0.01. Therefore the null 

hypothesis is rejected at 1% level of significance. 

Hence it is concluded that the factors namely 

Affordable Charges, Credibility, Convenience, Trust and Quality of services significantly influence the female 

customers to prefer the services of Naturals Hair and Beauty salon in Chennai city.  

 

Null Hypothesis 2 

There is no significant difference between married and single female customers with respect to factors 

influencing towards the Naturals Hair and Beauty Salon in Chennai city. 

Table Independent t-test for marital status and Naturals Hair and Beauty Salons in Chennai city 

 

Independent t-test for marital status of 

respondents and preference of Naturals Hair 

and Beauty Salons in Chennai city results 

highlights the above table. The p value of all 

the factors are greater than 0.05. Therefore 

the null hypothesis accepted at 5% level of 

significance. Hence it is concluded that there 

is no significant difference between married 

and single respondents with respect to 

preference of Naturals Hair and Beauty 

Salons in Chennai city. 

 

Null Hypothesis 3 

The female customers are not satisfied the services offered by the Naturals Hair and Beauty Salons in 

Chennai city 

 

Table One-sample t-test for whether the female customers are satisfied the  

services offered by the Naturals Hair Beauty Salons in Chennai city 

Source: Computed from primary data 

  One-sample t-test for whether the 

female customers are satisfied the services 

offered by the Naturals Hair Beauty Salons in Chennai city results highlights the above table. It is noted from 

the above table, the calculated t-value 7.398 and corresponding p-value less than 0.01. Therefore the null 

hypothesis is rejected at 1% level of significant. Hence it is concluded that the female customers are absolutely 

satisfied the services offered by the Naturals Hair Beauty Salons in Chennai city. 

Factors N Mean SD t-value p-value 

Affordable  

Charges 

191 3.59 1.253 6.527 <0.001** 

Credibility 191 3.62 1.154 7.398 <0.001** 

Convenience 191 3.78 1.144 9.422 <0.001** 

Trust 191 3.62 1.135 7.585 <0.001** 

Quality of 

 services 

191 3.73 1.213 8.354 <0.001** 

Factors Status N Mean SD t-value p-value 

Affordable 

 Charges 

Married 77 3.45 1.372 
-1.245 .215 

Single 114 3.68 1.162 

Credibility 
Married 77 3.56 1.219 

-.583 .560 
Single 114 3.66 1.112 

Convenience 
Married 77 3.73 1.232 

-.523 .601 
Single 114 3.82 1.085 

Trust 
Married 77 3.45 1.187 

-1.694 .092 
Single 114 3.74 1.089 

Quality of 

Services 

Married 77 3.71 1.212 
-.175 .862 

Single 114 3.75 1.218 

 N Mean SD t-value p-value 

Satisfaction of services 191 3.62 1.154 7.398 <0.001** 
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Null Hypothesis 4 

There is no association between demographic profile of the respondents and satisfaction level of services 

offered by the Naturals Hair Beauty Salons in Chennai city. 

 

Table Chi-square test for whether there is any association between demographic profile of the 

respondents and Naturals Hair Beauty Salons in Chennai city 

Source: Computed from primary data Note: **denotes significant at 1% level 

 

 Chi-square test for whether there is any association between demographic profile of the respondents and 

Naturals Hair Beauty Salons in Chennai city results depicts the above table. Regarding the age of the 

respondents and level of satisfaction chi-square value 12.065 and p value is 0.004 which is less than 0.01 and 

statistically significant at 1% level. Hence it is concluded that age category of the respondents and level of 

satisfaction of services offered by the Naturals Hair Beauty Salons in Chennai city. 

 As for as Marital status and Level of satisfactions concern, the chi-square value 10.264 and corresponding 

p value 0.009. The p value is less than 0.01; therefore the null hypothesis is rejected at 1% level of significant. 

Hence it is concluded that there is significant association between marital status of the respondents and level 

of satisfaction of services offered by the Naturals Hair Beauty Salons in Chennai city.  

 In connection with the Educational Qualification of the respondents and Level of satisfaction of the 

services offered by Naturals Hair Beauty Salons among the female customer‟s states that the p value less than 

0.001 and statistically significant at 1% level of significant. Hence it is concluded that there is significant 

association between educational qualification of the respondents and level of satisfaction of services offered 

by the Naturals Hair Beauty Salons in Chennai city. 

 Monthly Income of the respondents and Level of satisfaction of the services offered by Naturals Hair 

Beauty Salons reveals that the calculated chi-square value 6.247 and p value 0.041.  

 The p value is less than 0.05 and statistically significant. Therefore it is concluded that there is significant 

association between Monthly Income of the respondents and Level of satisfaction of the services offered by 

Naturals Hair Beauty Salons in Chennai city. 

 

Conclusion 

 It is observed from the study , the could be concluded that one of the main reasons for the popularity of 

beauty salons in Chennai city is the rising disposal income along with the changing lifestyles of the masses. 

Even now with less time and more work women feels beauty salon are necessary so they can pamper there 

self. At very young age women have started using beauty services for personal hygiene.  

 The perception of women as customers on beauty services is on a positive way as it‟s a stress relief due to 

hectic schedule.  

 In an age where looking and feeling beautiful is given prime importance, beauty service industry is 

growing steadily in Chennai city, although at a slow pace. The study also found that the customers absolutely 

satisfied the services offered by the Naturals Hair Beauty Salons in Chennai city.  

 

 

 

 

Demographic profile and Level of satisfaction Chi-square value P value 

Age and Level of satisfaction 12.065 0.004** 

Marital status and Level of satisfaction 10.264 0.009** 

Educational Qualification and Level of satisfaction 16.241 <0.001** 

Monthly Income and Level of satisfaction 6.247 0.041* 
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Abstract 
Internet is not only a networking media, but also as a 

means of transaction for consumers at global market. 

Online shopping is growing fast and playing a vital role in 

India. In the era of e-commerce it has been found the 

youngsters are becoming well equipped to surf the internet 

and shop online. During the last quarter of the 20th 

century internet technology is been used frequently in daily 

lives which has influenced all parts of our lives in a short 

time. The change in technological area all over the world 

has changed the concept of information and 

communication. The use of internet for commercial 

purposes gave rise to the existence of the electronic 

commerce (e-commerce) phenomenon. With the 

implementation of these information and communication 

technologies by commercial institutions in order to support 

business activities, electronic business concept was 

developed. Online shopping or e-shopping is a form of 

electronic commerce which allows consumers to directly 

buy goods or services from a seller over the internet using 

a web browser. Alternative names are: e-web-store, e-

shop, e-store, internet shop, web-shop, web-store, online 

store, online storefront and virtual store. 

Keywords: Consumer perception, Online purchase, e-

commerce, Factors influencing purchase. 

 

Introduction 

 A consumer may be motivated to purchase towards online shopping. Motives are certain kinds of causes, 

the internal factors that arouse and direct a person‟s behavior (McNeil and Rubin, 1977). Motive can be seen 

as a driver that arouses stimulus generation and guides people to act. Value in this context is expressed as a 

trade-off between perceived product quality and price (Rao and Monroe, 1989). Consumers may go through a 

purchase behavior process intentionally or incidentally in a conscious or subconscious process of evaluation 

towards benefits of buying versus involved costs. Motives and values will lead to a conscious buying process. 

The two types of buying motives or values which may provide insight into many consumer behaviors are the 

hedonic and the utilitarian ones.  

 

Online Shopping Websites 

 Online shopping has been growing very fast in India, only in 2012 online shopping e-commerce site 

number has crossed 600 from 100. Online shopping offers fast, easy, money saving and interesting shopping 

experience, it has many advantages like 24 hours shopping, Shopping with coupon to get discount, shopping 

from Home, rich product availability and specifications etc. Many sites like Shopclues, Ebay, PayTM offers 

some great deals every day or week which like Jaw Dropping Deal, Sunday Flea Deal, PayTM karo, Ebay, 

Amazon Lightning Deals, Sankalp deals, Homeshop18.com, Superdeals, Flipkart offers, Amazon Happy 

Hours etc. 

 

Kinds of Goods Purchased Through Online Shopping 

 Popularity of online shopping is rapidly growing as customers perceive it as a way of purchasing products 

and services in a more simple and cost-effective way. Online shopping portals are witnessing a whopping 

200% growth in the sale of electronic items every year. This is driven by the demands like mobile phones, 

iPods and MP3 players not only from metros but also from small cities. Online shopping in India, saw 128% 

A STUDY ON CONSUMER PERCEPTION TOWARDS 

ONLINE PURCHASE IN CHENNAI CITY 
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growth in interest from the consumers in the year 2011 to 2012 in comparison to only 40% growth in 2010 to 

2011, making 2012 the tipping point for online shopping in India. 

 

Review of Related Literature 

 Masoomeh Moharrer and Hooman Tahayori, Alireza Sadeghian (2013) illustrated a model where in 

key factors were identified which has an impact on satisfaction in tourism industry. These factors are 

convenience, site design, product information, product offering and financial security. 

 Ashish Pant (2014) concluded in his research article that a successful web store is not the just a good 

looking website with the dynamic technical features but is also emphasis on building the relationship with 

customers with making money. Firstly understanding the customer‟s needs and wants is very essential for 

building a relation with the customers keeping companies‟ promises gives a customer a reason to come back 

and meeting the expectations gives them a reason to sta  

 The Economic Times (2015) in their article written that the online marketing in India is growing in an 

enormous way of reaching customer‟s in their place with the use of Internet by means of computers or 

mobiles. There is a constant increase in the online marketing and as well as online purchasing of 

products/services. 

 

Statement of the Problem 

 There are millions of people online any time and they are potential consumer in the online market. Since 

there are so many providers, the most important thing for organizations is to understand what are consumer 

wants and needs in this competitive business environment. Due to technological innovations, the traditional 

way of shopping has become insufficient for individuals. Individuals now prefer easy ways to reach brands 

and stores and it can be said that that 'The Internet has fundamentally changed customer's notions of 

convenience, speed, price, product information and service. As a result, it has given marketers a whole new 

way to create value for customers and build relationships with them In the Internet shopping market since 

there is no face-to-face contact, analyzing and identifying factors that influence the consumer is vital. 

Moreover, consumers have new demands in the Internet medium. Therefore, it becomes more important to 

answer consumer's demands to retain the customer. 

 

Need for the Study 

 Today, with the rise of the technology, significant portion of commercial activities take place over the 

Internet. Since commercial activities' main goal is to sale, sale can be realized by the purchase of a different 

party, as we know customers. Therefore, for electronic commercial activities, it is important to analyze online 

customers' behavior. Furthermore, in order to develop and apply effective marketing strategies the factors that 

affect consumer behaviors should be investigated. Online retailers can better understand customer needs and 

wants by directly analyzing the interaction between a customer and the online shop. The importance of 

analyzing and identifying factors that influence the consumer when he or she decides to purchase on the 

internet is vital. So it is crucial to identify the effect of hedonic and utilitarian motives on the consumer 

behavior in online shopping. The purpose of this research is to identify and get insight into the factors that 

influences consumer behavior in online shopping. 

 

Objectives of the Study 

 To find out whether the factors influencing consumers to purchase the products through online in Chennai 

city;  

 To examine the customer opinion about the services offered by the online marketers;  

 To identify the customers attitude about the online purchase behavior; and 

 To evaluate the customer satisfaction on online purchase in the study area. 
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Statement of Hypotheses 

 There is no significant difference among the age group of the respondents with respect to Influencing 

factors towards the online purchase. 

 

Research Problem 

 This research aims to understand the impact of motives on the purchase behavior of consumers in online 

shopping. Hence, the research will in distinguishing key factors that influence consumer purchase behavior in 

online shopping. It also tries to identify the consumer satisfaction of online purchase in the study area. 

 

Research Design 

 Research design is the arrangement of conditions for collection and analysis of data in a manner that aims 

to combine relevance to the research purpose with economy in procedure. The study is descriptive in nature. It 

is descriptive since the study finds out the behavior and attitude of consumers in online shopping and how the 

hedonic and utilitarian motive effect their purchase behavior. It thereby helps the researcher to formulate the 

necessary hypothesis for further testing and confirmation through statistical techniques. 

 

Sampling Framework 

 The geographical area of the study chosen as the universe was the Chennai city, the capital of Tamil 

Nadu, India. The reason for choosing the city Chennai was that, it is one of the metro city where more number 

of internet usage is done compared to other cities in the state. All major cities in the country today have a 

presence of organized retail players. They aimed to provide a complete destination experience for all segments 

of society. In recent years, emergence of online shopping has changed the shopping strategy in the retail 

industry and is a land mark in the evolution of retail sector. 

 

Sample Design 

 A non-probability, convenience sampling technique was used to administer a consumer survey. The 

sampling method is justified as follows: The researcher endeavored to obtain samples who were 

representatives of online shoppers. Questionnaires were deployed using the process that involves nothing but 

purposely handpicking individuals from the population of consumers who purchase through online shopping.  

 

Sample Size  

 A sample size of 100 respondents was selected from the representatives of online shoppers in the study 

area. 

 

Data Collected 

 To meet the objectives of the study both primary and secondary data are used for the study. Primary data 

was collected from the respondents through the questionnaire prepared for the study. Secondary data was 

collected from books, journals, reports, news papers, websites etc. For gaining an in-depth understanding 

about the concept of consumer behavior, motive on online shopping and to identify its impact on the purchase 

behavior of consumers in online shopping. 

 

Data Analysis and Interpretation 

 Analysis and interpretation are central steps in the research process. The aim of the analysis is to organize, 

classify and summarize the collected data so that they can be better comprehended and interpreted to give 

answers to the questions that triggered the research. Interpretation is the search for the broader meaning of 

findings. In this section, a detailed analysis of the collected data has been attempted as per the objectives 
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stated earlier. Following statistical techniques for the analysis of the data gathered for the present study viz., 

Descriptive analysis and Inferential statistics etc. 

 

There is no significant difference among the age group of the respondents with respect to Influencing 

factors towards the online purchase. 

ANOVA test for Age and Influencing factors towards the online purchase 

Source: Computed from primary survey 

 The above table highlights 

the ANOVA test for Age and 

Influencing factors towards the 

online purchase among the 

consumers in the study area. The 

factor of overall convenience F 

value 4.627 and p value 0.005, 

Web design/features F value 

9.841 and p value 0.000, Time 

saving F value 6.002 and p value 

0.001 and Security F value 5.927 

and p value 0.001. All the 

statements p values are less than 

0.01 and null hypothesis rejected 

at 1% level of significant. Hence it is concluded that there is significant difference among the age group of the 

respondents with respect to Influencing factors towards the online purchase. 

 

Findings of the Study 

Descriptive Findings 

 The study found that 34 percent of the respondents are in the age group between 26-35 years, followed by 

29 percent of the respondents are in the age category of up to 25 years, 21 percent of the respondents are 

in the age group of between 36-45 years and 16 percent of the respondents are in the age group of above 

45 years. 

 

Inferential Findings 

 The study reveals that convenience factors influencing the consumers to purchase the products through 

online in the study area at 1% level of significant. 

 

Suggestions 

 Consumers should be educated on online shopping procedures with proper steps to be following while 

online shopping.  

 Transactions should be safe and proper security should be assured to the people making online purchases.  

 Government should play a pivotal role in encouraging online shopping.  

 E-marketers must give a thought to secure, time saving, information about product and services factors 

when they design their online product strategy.  

 

Conclusion 

 Online shopping has become a regular part of our lives, mainly because it is so convenient. Every day, 

millions of people go online to do research about products and make purchases from thousands of different online 

merchants. The web allows customers to comparison shop for the best deals and locate products that might 

Factors Age N Mean SD F value P value 

Overall Convenience 

Up to 25 Years 29 3.75 1.455 

 

4.627 

 

0.005** 

26-35 Years 34 3.85 1.209 

36-45 Years 21 3.52 1.289 

Above 45 Years 16 2.37 1.668 

Website Design/Features 

Up to 25 Years 29 3.62 1.049 

 

9.841 

 

0.000** 

26-35 Years 34 3.76 1.182 

36-45 Years 21 3.19 1.077 

Above 45 Years 16 2.00 1.211 

Time saving 

Up to 25 Years 29 3.55 1.152 

 

6.002 

 

0.001** 

26-35 Years 34 3.50 1.354 

36-45 Years 21 3.38 1.283 

Above 45 Years 16 2.00 1.414 

Security 

Up to 25 Years 29 3.37 1.236 

 

5.927 

 

0.001** 

26-35 Years 34 3.70 1.382 

36-45 Years 21 3.23 1.410 

Above 45 Years 16 2.00 1.414 
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otherwise be difficult to find. But while online shopping provides with a high level of convenience, it also provides 

opportunities to cybercriminals to steal shopper‟s money and information through various online scams. That is 

why it is so important for customers to know how to stay safe while shopping online. Thus, online shopping is a 

fun and convenient way to locate hard-to-find items, to make purchases and discover bargains, but also with some 

level of risk. Online shopping can be easy and enjoyable with some precautions. India‟s online market is at an 

early stage but is expected to see huge growth over the next four to five years. Retailers have a sizeable 

opportunity as the online population starts to spend more and buy more frequently online. Online shoppers expect 

to see good deals online accompanied by free or very low-cost shipping. Consumers are looking for trust, Security 

and privacy of information, timeliness, availability, convenience, customer service, prices and wider selection 

during online shopping. 
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Abstract 
 The Sanskrit saying, „Atithi Devo Bhav‟, means – „the 

one who comes to you for being served, should be taken to 

be as God‟, is considered as the highest order of 

responsibility, be it to individuals or to the society. Thus, 

the phrase Social Responsibility has its roots in Indian 

context. Former President A P J Abdul Kalam said, 

Corporate Social Responsibility (CSR) activities should be 

sustainable and help in building capacity. "CSR if it is 

implemented with sustainability as a focus, then it 

enhances business sustainability, provides new 

opportunities, develops customer loyalty and improves 

stakeholder relationship."India has a long tradition in the 

field of corporate social responsibility and industrial 

welfare has been put to practice since late 1800s. In the 

last twenty years, there has been a sea change in the 

nature of the triangular relationship between companies, 

the state and the society. The evolution of the relationship 

between companies and society has been one of slow 

transformation from a philanthropic coexistence to one 

where the mutual interest of all the stakeholders is gaining 

paramount importance. Countries like U.K, U.S.A, China, 

Germany and Australia have voluntary guidelines for CSR 

spending/reporting. Others like France, Denmark, Sweden, 

Indonesia and Malaysia have mandatory guidelines, but 

they follow a specific code and all companies do not come 

under the purview of mandatory guidelines. There is no 

strong legislation, as in India, for CSR spending. Section 

135 of Companies Act makes it mandatory for all the 

companies with turnover of Rs.1,000 crore and more or a 

net worth of Rs.500 crore and more or net profit of Rs.5 

crore and more to spend at least two percent of their three-

year average profit every year on CSR activity. If the 

company fails to spend such amount, the Board shall give 

in its report the reasons for not spending. The paper 

investigates the CSR spending status of selected BSE listed 

companies for the year 2015-16. Data is collected from 

Business Responsibility Reports and Annual Reports of 

BSE listed companies and also grades are given to 

companies based on their CSR expenditure. Thus CSR Act 

has made companies understand their responsibilities 

towards the society and act conscientiously. It has opened 

new opportunities for all stakeholders to devise innovative 

ways to contribute to equitable social and economic 

development. 

 

Introduction 

 The former prime minister of India, Dr. Manmohan Singh expressed the challenges to budding mangers 

of India, in his speech as “we should recognize that our high growth is not sustainable unless it is made more 

inclusive, in a manner that helps to reduce social tensions and disparities. The innovation- in management, in 

systems, in communication should not only be helping a firm or it‟s bottom-line but it should address pressing 

economic and social challenges”. CSR is concerned with treating the internal and external stakeholders of the 

firm ethically or in a socially responsible manner and the wider aim of corporate social responsibility is to 

create higher and higher standards of living, while preserving the profitability of the corporation, for its 

stakeholders. It‟s a tradition in India for the Merchants to involve in societal development since epic period.  

 

Historical Aspects of CSR in India  

 In Vedic literatures, we find the notable mention of important terms like „Sarva loka hitam‟ which means 

„well-being of stakeholders‟. This shows the importance of stakeholders for any person including any artificial 

body like corporations. Unlike the present day piecemeal and ad hoc approach towards the issue, ancient 

Indian environment consciousness was holistic in its approach and it sprang from the Upanishadic gospel 
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„Vasudhaiva kutumbakam‟ (all the beings of the whole universe belong to the same family). Hinduism is 

considered a way of life rather than a religion. In this context it is not surprising that the vedic literature and 

the Hindu epics have clearly spelled out norms and code of conduct for people belonging to all walks of life. 

The Bhagavad-Gita gives insights on “dharma” which in simple terms means one‟s righteous duty. According 

to Lord Krishna in Bhagavad Gita, Karma refers to the totality of our actions and is responsible for the cycle 

of birth and rebirths. “As we sow, so we reap”, goes the saying and thus we are responsible for our deeds and 

action. A man hasfour primary goals in life: Dharma (righteousness), Artha (Human effort and endeavour 

towards material pursuits), Kama (desire) and Moksha (salvation). Individuals according to their nature, 

temperament and stage of life pursueone or more of these goals in their life. A businessman endeavours 

towards material pursuits (artha) and this oughtto be done by following dharma (righteous methods). In the 

Mahabharata, Karna Parva, Chapter 69 Verse 58eulogizes it as follow: “dharma” sustains the society,  

“dharma” maintains the social order; “ dharma” ensures wellbeing and progress of humanity, “dharma” is 

surely that which fulfils these objectives iii (Muniapan, 2006). It is heartening to know that the business 

community is of the highest order and calls for introspection and inner purification. 

 Thiruvalluvar who wrote the Thirukkural around 2nd century B.C., dealt with the distinctiveness of 

socially accountable organizations. Thiruvalluvar says: the king who administers justice and protects his 

people will be considered of divine quality; He further says - In the modern context of business, we would like 

to see organizational leaders setting such examples for the societal and global well being. Such leadership 

actions will not only promote CSR but also GSR (Global Social Responsibility) or USR (University Social 

Responsibility). (Dr Balakrishnan Muniapan) 

 

Phases of CSR Practices in India 

 It is interesting to peruse the development CSR in India. The culture of corporate social responsibility in 

India can be studied in four phases corresponding to evolution in the political and economic history. 

 

Table 1 
Phases of CSR Practices in 

India Phase 
Key Thrust Key strategies 

Phase I 

(Till 1914) 

CSR motivated by 

charity and philanthropy 

The oldest form of CSR was motivated by charity and 

philanthropy with direct influence from culture, religion, family 

tradition, and industrialization process. 

Phase II 

19141960) 

CSR for India‟s social 

development 

Dominated by the country‟s struggle for independence and 

influenced fundamentally by Gandhi‟s theory of trusteeship for 

consolidation and amplification of social development. Gandhi‟s 

reform programs which included activities that sought in 

particular abolition of untouchability, women‟s empowerment 

and rural development. 

Phase III 

(19601980) 

CSR under the paradigm 

of the mixed economy 

The paradigm of mixed economy with the emergence of 

legislation on labor and Environmental standards, affected the 

third phase of Indian CSR This phase Is also characterized by a 

shift from corporate self regulation to strict legal and public 

regulation of business activities. 

Phase IV 

(1980 onwards) 

CSR at the Interface 

between philanthropic  

and business approaches 

Indian companies and stakeholders began abandoning traditional 

philanthropic engagement and, to some extent, integrated CSR 

into a coherent and sustainable business strategy, partly adopting 

the multi stakeholder approach. 

 

Mandatory CSR Obligations under Companies Act 2013 

 Regulatory systems have potential to promote CSR implementation among organizations with stricter 

monitoring and enforcement. Section 135 of Companies Act 2013 prescribes that each company with a net 

worth of Rs.500 crore or a turnover of Rs.1,000 crore or net profit of Rs.5crore will be required to spend a 

minimum of 2 % of its average net profit for the immediately preceding three financial years on CSR activities 
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in India included in Schedule VII of the Act. If a company is unable to meet 2% clause of CSR spending in a 

year it should specify the reasons for not spending that amount in its Director‟s Report published in the annual 

report. 

 

Objectives of the Study 

 To study the CSR spending of selected Indian BSE listed companies. 

 To compare actual CSR spending of Twenty Indian Companies for the year 2015-16 after implementation 

of Companies Act 2013. 

 To study whether the present laws are effective in ensuring the promptness in CSR spending. 

 

Research Methodology 

 With an objective to explore CSR spending in India, twenty listed Companies from Bombay Stock 

Exchange (BSE) are taken on the basis of the availability of latest annual reports of financial year 2015-16. 

The study is based on secondary data, presented in the table form. BSE listed companies are the largest and the 

most influential, establishing benchmarks for others to measure up to and also in August 2012 Securities 

Exchange Board of India (SEBI) mandated to publish Business Responsibility Report (BRR) separately or 

along with their Annual Report. 

 

Analysis 

Table 2 
CSR Expenditure of 20 companies for the F.Y 2015-16 

S. 

No. 
Name 

CSR Spent  

(In Crores) 

CSR BUDGET 

PAT of FY 13,14 &15 
Amount Unspent 

1 NTPC LIMITED 491.8 187.7052 -304.1 

2 NMDC LIMITED 210.1 51.7828 -158.3 

3 POWER FINANCE CORPORATION LIMITED 195.5 42.5278 -153.0 

4 TATA STEEL LIMITED 204.5 68.891 -135.6 

5 GAIL (INDIA) LIMITED 160.6 70.0582 -90.5 

6 AXIS BANK LIMITED 137.4 73.5856 -63.8 

7 HDFC BANK LIMITED 194.8 148.8528 -46.0 

8 ITC LIMITED 247.5 204.018 -43.5 

9 NHPC LIMITED 72.7 55.9118 -16.8 

10 BAJAJ AUTO LIMITED. 86.7 76.5512 -10.2 

11 
RURAL ELECTRIFICATION CORPORATION 

LIMITED 
128.2 124.9152 -3.3 

12 HINDUSTAN UNILEVER LIMITED 92.1 89.8 -2.3 

13 HERO MOTOCORP LIMITED 65.0 67.5424 2.5 

14 WIPRO LIMITED 159.8 163.234 3.4 

15 ICICI BANK LIMITED 171.5 196.0218 24.5 

16 
BHARAT PETROLEUM CORPORATION 

LIMITED 
112.6 148.6376 36.0 

17 
HINDUSTAN PETROLEUM CORPORATION 

LIMITED 
71.8 124.176 52.4 

18 MARUTI SUZUKI INDIA LIMITED 78.5 146.754 68.3 

19 INFOSYS LIMITED 202.3 276.36 74.1 

20 INDIAN OIL CORPN. LIMITED 156.7 382.128 225.4 

 From the table 2, it can be observed that out of 20 companies, only 12 companies have fulfilled the 

criteria of spending 2% of PAT of average of PAT of immediately preceding three financial years. Rest 8 

companies have unspent amount on CSR, thus not fulfilling the criteria of prescribed expenditure. It is also 

clearly visible that 12 companies which are really into CSR have spend much more than their stipulated CSR 

budget.  
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Conclusions and Recommendations 

 The present study has analyzed CSR activities of twenty companies in India. The study concludes that 12 

out of 20 companies studied have spent 2% or more than 2% of PAT of FY 14, 15 and 16.  

 Even CSR spend has become mandatory, all the companies are not fulfilling the criteria.  

 In some cases, companies do not even spend 1% of their PAT on CSR. 

 There is no penalty for the companies not spending 2%, if they don‟t meet the 2% average spending; they 

will have to give an explanation only. 

 Also nothing is mentioned in the Act for the companies not falling in purview of this mandatory clause of 

Section 135 of Companies Act 2013.  

 Therefore Government can review CSR provisions and make appropriate changes which are currently not 

included to increase the recognition for CSR and to promote and give momentum to CSR.  

 It is also noted that the money is spending in the name of CSR without making any significant changes in 

the society. This may due to lack of clarity about the fields and type of projects where the corporate really 

into concentrate. Schedule VII is giving a vast message and the corporate are really in dilemma about 

what to do really.  

 Most of the corporate are failing in understanding the need of the society and the idea of CSR is diluting 

among mere donation and publicity. 

 As per Government records, during 2015-16, 7,983 companies incurred CSR expenditure of Rs 13,625.24 

crore. But we are not knowing where this money gone and what significant change the money brought to 

the needy of the society. Rs. 13,625.24 Cr is not small money. If planned and properly managed under 

strict governance the CSR expenditure will make sea of changes in the near future. 
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Abstract 

 There is a growing usage of internet all over the 

world. Social media is a big part of life today. Social 

networking sites being a fairly recent development have 

become a dynamic communication tool mainly popular 

among youngster. The popularity of social networking sites 

are growing day by day and now it has become a 

revolutionized way of communication among youth. 

According to 2017 statistics, nearly 191 million people are 

total social network users. 25% of the people on the 

internet use some form of social media. Many platforms 

have emerged over the past years namely facebook, twitter, 

linkedin etc., of which 241 million people use facebook. 

Social networking sites and their relation with youth has 

become an important area of growing interest among the 

researchers. They are very much interested to know the 

reason why youth are joining these sites. This paper 

attempts to find out the usage pattern of social networking 

sites among youngsters who are in the age group of 18 to 

25 and also aims to study the purpose of usage and number 

of hours spent per day on these sites. 

Keywords: Communication, facebook, Internet, Social 

media, Social networking  

 

Introduction 

 Social network sites are web-based services that allow the individuals to build a profile within a 

surrounded system, eloquent a list of other users with whom they share can have connection and view and 

traverse their list of connections and those made by others within the system. It is collection of individuals by 

a set of relations. Online social networking sites „virtually‟ link individuals, who are unknown with each other. 

They enable rapid exchange of knowledge, high levels of dialogue and collaborative communication through 

text, audio and video. Boyd and Ellison [2007] define Social Networking Sites as: “web-based services that 

allow individuals to construct a public of semi-public profile within a bounded system, articulate a list of other 

users with whom they share a connection and view and traverse their list of connections and those made by 

others within the system. The nature and classification of these connections may vary from site to site”. In 

general, youngsters are more interested in using advanced technology in every field compared to any other age 

group. It is also true in the case of medium of communication. In the category of users of social networking 

sites, the majority are youth. In India too this fact is acknowledged by the various studies and hence today the 

usage of social networking sites has become large part of the youth‟s lives in India.  

 

Literature Review 

 In the following review of existing studies on the related topic provide us a base to go ahead in 

understanding the usage pattern of social networking sites by youngsters.  

 Sliva, Bhuptani, Menon & D’Sliva (2011) has made an attempt to understand the usage pattern of social 

media among youth in the city of Mumbai. It also aimed at assessing the influence of social media on the 

consumer buying behavior. Results from the analysis indicated that social media is a very important tool for 

networking among youngsters.  

 Bashar, Ahmad & Wasiq (2012) has done an empirical research to understand the effectiveness of social 

media as a marketing tool and an effort has been made to analyze the extent social media helps consumers in 

buying decision making. Results of paper suggested that the medium is growing very fast and holds huge 

potential but is still in its nascent stage in India. Therefore, it is time for the companies to make effective 

A STUDY ON THE USAGE PATTERN OF SOCIAL NETWORKING SITES 
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strategies and execute them to win larger share of business through this revolutionary medium and become the 

innovative firm of coming future.  

 Vij & Sharma (2013) has done a study on social media experience of consumers and marketers in the 

State of Punjab. Based on the results of the study and reviewed literature, the paper suggested the measures for 

effective Social Media Marketing (SMM) strategies that Above all, social media marketing content should be 

„interesting‟, „informative‟, „interactive‟ and „reliable‟. Marketers should align their social media marketing 

effort with the changing tastes and preferences of customers.  

 Yadav (2012) has made an attempt to set up the significance of social networks as an advertising medium 

and evaluated the existing advertising methods that are in trend via certain case studies and concluded that 

social websites are not just a tool to interact with the different people but also medium to reach the prospective 

customers.  

 Bhakuni & Aronkar (2012) tried to understand the usage pattern of social media among the students of 

Gwalior city and also assessed the influence of social media advertising on the purchasing intention of the 

students. The study concluded that social media is a rapidly growing area with large number of young students 

associating with it and there is a strong positive relationship between purchase intention and social media 

advertising.  

 Dash (2011) explored the relevant factors applicable for online marketing awareness, Purpose of use and 

usage of social networking sites and concluded that college students are well aware about different social 

networking sites and their use & popularity is increasing hence it is serving as a very good medium to connect 

students. Therefore, marketing with the help of these sites can play an important role for online marketing but 

it is necessary to ensure product quality since user groups are educated. 

 

Methodology Research  

Research Design 

 To analyze the usage pattern of social networking sites among youngsters, descriptive research design 

was used. Primary data was collected with the help of close ended questionnaire.  

 

Sample Design 

 The target population involves the young users of social networking sites. 120 internet users were selected 

through convenience sampling from Thanjavur city. 

 

Analysis & Interpretation 

 The data collected was analyzed with the help of various statistical tools like frequency distribution, Chi-

square test, and arithmetic mean.  

 

Source: Primary data 

 As shown in table demographics of 

respondents were classified according to their 

gender, education, age, monthly income. Out of 

total respondents 57% are male & rests are female. 

Majority 43% of respondents are graduates & 33% 

respondents belong to the age group of 22 to 23 

years. 35% of respondents have their monthly 

income in the range of Rs. 10,001 to Rs. 20,000 

and 30% respondents have their monthly income 

from Rs. 20,001 to Rs. 30,000. 

 

Particulars Classification Frequency % 

Gender 
Male 68 56.7% 

Female 52 43.3% 

Age group 
 

18-19 14 11.7% 

20-21 34 28.3% 

22-23 40 33.3% 

24-25 32 26.7% 

Education 

School level 12 10% 

Graduate 52 43.3% 

Post graduate 32 26.7% 

Professional 24 20% 

Monthly Income(Rs) 

Below 10,000 22 18.3% 

10,001-20,000 42 35% 

20,001-30,000 36 30% 

Above 30,000 20 16.67% 
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Importance of Social Networking Sites 

Source: Primary data 

 Majority 35.83% of respondents feel that social 

networking sites are very important for day to day 

life. Only 4.17% of the respondents feel that social 

networking sites are not important. Only 19.17% of 

the respondents feel that social networking sites are 

extremely important for day to day life. 

 

Usage of various social networking sites 

Source: Primary data 

 According to the present study, majority 36.67% of 

the respondents use whatsapp followed by facebook 

with 27.50% and only 4.17% of the respondents use 

orkut.  

 

 

Purpose of using social networking sites  

Source: Primary data  

 Majority 25.83% of respondents share an 

intimate relationship with their online friends 

while 16.67% say that the purpose of using 

social networking sites is to update with social 

happenings. Only 10% of the respondents use 

social networking sites for entertainment and 

for educational purpose. 

 

 

Hours spent on Social networking sites per sitting 

Source: Primary data 

 Majority 36.67% of the respondents spent nearly 1-2 

hours on social networking sites, Whereas only 8.33% of 

the respondents spent more than 4 hours on social 

networking sites. 

 

Conclusion 

 Students have access to the Internet and computers for 

a large proportion of their lives. These digital communities 

see these technologies as a logical extension of traditional communication methods, and perceive social 

networking sites as often a much quicker and more convenient way to work together. The students are aware 

of the danger and risk involved in these sites which is a positive indicator. The Indian college students are not 

only techno-savvy and socially active through social networking sites but they also possess social 

consciousness. Majority of users are aware about advertisement on social media platforms by companies. In 

the same manner, majority of customer prefer Whatsapp at most in order to keep in touch with their friends 

and family members while second preference is given to Social sharing platforms like facebook , youtube etc. 

The awareness level about social media marketing practices is affected by Age, Income & Educational level of 

customers. 

Factors No. of respondents % 

Not important 05 4.17% 

Not much important 15 12.50% 

Important 34 28.33% 

Very important 43 35.83% 

Extremely important 23 19.17% 

Networking sites No. of respondents % 

Face book 33 27.50% 

Whatsapp 44 36.67% 

My space 15 12.50% 

Youtube 23 19.17% 

Orkut 05 4.17% 

Purpose 
No. of  

respondents 
% 

To communicate with family 18 15% 

To communicate with friends 31 25.83% 

Time pass 13 10.83% 

Convenient than phone 14 11.67% 

To entertain myself 12 10% 

To update with social happenings 20 16.67% 

Educational purpose 12 10% 

Hours spent 
No. of 

respondents 
% 

Less than 1 hour 33 27.50% 

1-2 hours 44 36.67% 

2-3 hours 20 16.67% 

3-4 hours 13 10.83% 

More than 4 hours 10 8.33% 
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Abstract  

 The Indian financial system is based on four basic 

components namely Financial Market, Financial 

Institutions, Financial Service, and Financial Instruments. 

All play important role for smooth activities of transfer of 

the funds and allocation of the funds. All the four 

components are inter-connected. To boost the economic 

system intermediation of these four components are vital. 

Mutual funds as a Financial Institution offer financial 

services as well as financial instruments to the investors 

and helps in boosting the financial markets. Mutual fund is 

useful for the people to invest their savings. "Saving" and 

"investing" are often used interchangeably. However, there 

are differences between the two. Saving refers to funds kept 

for making specific purchases in the relatively near future 

and for emergencies. Investing, on the other hand, focuses 

on increasing net worth and achieving long-term financial 

goals. Investing involves risk of loss of principal and is 

more concerned on the return of investment. This total risk, 

measured by standard deviation, can be divided into two 

parts: Unsystematic risk, systematic risk. Unsystematic risk 

is also called diversifiable risk. Systematic risk may be 

called non-diversifiable risk, unavoidable risk or market 

risk and can be measured by Beta. Mutual fund is an 

investment vehicle which well known for diversification of 

risk. The core of mutual fund lies in the basket of securities 

in which the corpus of a fund is invested. Professionals are 

employed to minimize the risk at an expected level of 

return. The level of risk of a scheme depends on the 

securities in which the corpus is invested. The present 

study attempted to access the risks associated with five 

selected equity diversified mutual fund schemes from five 

different fund houses. 

Keywords: Risk, Mutual Fund, Equity Linked Savings 

Schemes. 

 

Introduction 

 A mutual fund is a professionally managed type of collective investment scheme that pools money from 

many investors and invests in stocks, bonds, short term money market instrument and other securities. Mutual 

funds have become a widely popular and effective way for investors to participate in financial markets in an 

easy, low cost fashion, while muting risk features by spreading the investment across different types of 

securities, also called as diversification. Mutual funds have played important role in financial market in recent 

decades. So it is pertinent to study the performance of mutual funds. The investment performance of mutual 

funds has been extensively examined for the development of capital market. The purpose of this paper is to 

evaluate the performance of equity funds during the period from 1st July to 31st December 2017. 

 Majority tax assesses like to save their money without paying tax. To escape from paying tax they have to 

invest required amount in to tax shielded avenue. Along with tax exemption they expect return out of it. Tax 

saving mutual fund is one of the avenue which provides market related return with tax exemption. Mutual 

fund industry is emerged in 1964 in India and developed enormously. It is a general idea that through 

diversified portfolio mutual funds could give returns with low risk than the market risk and the volatility of the 

mutual fund market is less than the stock market. Hence mutual fund provides nominal return with lower risk. 

 

Objectives of the Study 

 To determine the performance of select open ended mutual fund schemes using various statistical 

measures like Mean, Standard deviation and Sharpe ratio. 

 To analyze the risk-return relationships of the select open ended mutual fund schemes. 

RISK RETURN RELATIONSHIP: A STUDY OF SELECT EQUITY LINKED 

SAVINGS SCHEMES OF MUTUAL FUNDS IN INDIA 
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Review of Literature 

 Shail Jain (2012), made an attempt to compare the performance of equity based mutual funds of public 

and private sector in India. The period of study is 1997-2012. In this study fixed deposit rate taken as risk free 

return. The author used CAPM to calculate risk associated with mutual funds. The overall analysis finds that 

the private sector mutual schemes have been less risky and more rewarding as compared to public sector ones. 

 Rupeet Kaur (2014), in the study attempted to evaluate the performance of debt open ended mutual fund 

schemes on the basis of average weekly returns. The risk is analyzed with the help of standard deviation, Beta, 

co-efficient for 23 open ended debt schemes. The study concluded that the funds have not performed better 

than the bench mark indicators. 

 Shivangi Agarwal & Nawazish Mirza (2017), assess the performance of Indian mutual fund schemes 

for the period 2013-2016, comprises 18 diversified equity shares, 9 tax savings schemes, 17 large capital 

funds, 16 long term gilt, 8 long term income, 8 short term income, 11 small-mid capital funds and 12 ultra-

short term funds. It has been found that 90 percent of the schemes have performed better than their bench 

marks and yields adequate average market return and the value at risk for equity based mutual funds are higher 

than that of debt mutual fund schemes. 

 

Data 

 India has 40 open ended tax saving mutual funds. The study is carried out for open ended mutual fund 

schemes and 5 Tax Savings Direct Dividend Plan schemes, which are selected by convenient sampling 

method. The choice of sample is based on the availability of data. NAV‟s are taken for a period of one year 

from 1st July 2017 to 31
st
Dec 2017.The study utilizes the benchmark index S&P CNX nifty to compare 

mutual fund performance. This period is selected because the new tax regime have been introduced. 

 

Research Methodology 

Hypotheses of the Study 

 The specific hypotheses which are tested as follows: 

 H0: Variation in market index return has not significant impact on the return of mutual fund scheme. 

  H1: Variation in market index return has significant impact on the return of mutual fund scheme. 

 H0 = Funds Sharpe Ratio – Benchmark Sharpe Ratio = 0 

 H1 = Funds Sharpe Ratio – Benchmark Sharpe Ratio ≠ 0 

 

Measures of Mutual Fund Performance 

`There are various measures to evaluate the performance of mutual funds. In this study, the following 

measures have been applied. 

 Rate of Return method 

 Mean returns are calculated by averaging the monthly returns over the relevant time period. Net Asset 

Value return is the change in the net asset value of mutual fund over a given time period. 

Current value of units – previous value of units 

NAV return = --------------------------------------------------------------x 100 

      Previous value of units 

 Standard Deviation 

 The risk is calculated by determining the standard deviation and the formula to calculate standard 

deviation is  
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 Sharpe ratio 

 It is also called Sharpe‟s reward to variability ratio. It measures the excess return per unit of total risk as  

measured by standard deviation. It is computed by the following formula: 

 Sharpe Ratio = (Rx – Rf) / StdDev Rx 

Where: 

Rx  = Expected portfolio return 

Rf  = Risk free rate of return 

Std Dev Rx = Standard deviation of portfolio return / volatility 

 

Results of the Study 

 From Table1, it is evident that all the mutual fund scheme plans performed well except L&T tax saver 

mutual fund scheme. BOI AXA tax saving plan produce more than three per cent monthly average return. 

IDFC and Mirae tax savings plan produces more than two per cent and L&T mutual fund generate less return 

than HSBC tax savings plan. The scheme with higher standard deviation is at higher risk. The scheme with 

lower standard deviation is at lower risk. IDFC, Mirae, L&T tax savings plan have higher risk than BOI AXA 

and HSBC tax savings plan. 

 

Table 1 Descriptive Statistics of Tax savings Direct Dividend Plan Schemes for the period July 1
st 

to 31
st 

December 2017 

Mutual Fund Schemes Average Return (%) Standard Deviation O/U Rank 

BOI AXA Tax Advantage Fund 3.03 2.98 O I 

IDFC Tax Advantage (ELSS) Fund 2.16 3.34 O III 

Mirae Asset Tax Saver Fund 2.23 3.00 O II 

L&T Tax Advantage Fund 0.93 3.41 U V 

HSBC Tax saver Mutual Fund 1.83 2.93 O IV 

S&P CNX Nifty 1.65 0.98   

Source: www.amfiindia.com O- outperformed, U- underperformed 

  

Table 2 Sharpe ratio of Tax savings Direct Dividend Plan  

Schemes for the period July 1
st 

to 31
st 

December 2017 

 Table 2, reveals that the highest 

sharpe ratio (1) is obtained by BOI 

AXA tax plan and the lowest sharpe 

ratio is obtained by L&T tax plan. In 

comparison, the sharpe measure of 

benchmark S&P CNX nifty is higher 

than all plans during the period of the 

study.  
 

Conclusion 

 This paper evaluated the risk-adjusted performance of tax saving mutual funds in India. The returns of the 

funds are positive and hence in general it is found that the performance of the Mutual funds during this period 

is satisfactory. However it is observed that except one scheme no other scheme has produced excess return in 

the market and the funds are not adequately diversified. With the positive outlook at the Capital Market, we 

can hope that the Mutual fund industry would perform better in the days to come. 

 

 

Mutual Fund Schemes Sharpe ratio Performance 

BOI AXA Tax Advantage Fund 1 Good 

IDFC Tax Advantage (ELSS) Fund 0.63 Bad 

Mirae Asset Tax Saver Fund 0.73 Bad 

L&T Tax Advantage Fund 0.26 Bad 

HSBC Tax saver Mutual Fund 0.61 Bad 

S&P CNX Nifty 1.63 Good 

https://www.mutualfundindia.com/MF/Factsheet/Details?id=1246
https://www.mutualfundindia.com/MF/Factsheet/Details?id=32070
https://www.mutualfundindia.com/MF/Factsheet/Details?id=2942
http://www.amfiindia.com/
https://www.mutualfundindia.com/MF/Factsheet/Details?id=1246
https://www.mutualfundindia.com/MF/Factsheet/Details?id=32070
https://www.mutualfundindia.com/MF/Factsheet/Details?id=2942
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Abstract 

 The term 'Instant Food' means simple, fast and 

convenient food, which is easy and fast to prepare besides 

being hygienic, free from microbial contamination and 

also convenient to eat. The Canned foods, frozen foods, 

instant food mixes and dried foods come under this 

category. A fast-paced urban lifestyle, increasing 

prevalence of nuclear family structure, rising disposable 

income, increasingly larger number of globe-trotting 

consumers with an experimental palate are all favorable 

demographic factors spurring the adoption of instant food 

at the global level. The sample size of the study is 181 and 

the samples selected based on the simple convenient 

sampling method. The present study ultimate purpose is to 

find out whether the attributes are influencing the 

consumers to purchase the instant food items. In addition, 

to examine whether the consumers are satisfied the 

attributes and whether there is any significant difference 

between the male and female consumers with respect to 

overall satisfaction of instant food products. Further, the 

study is examined that whether there is any significant 

association between demographic profile of the consumers 

and level of satisfaction of instant food products. The study 

found that the attributes are significantly influencing the 

consumers to purchase the instant food products. Further, 

the demographic profile of the respondents significantly 

associated with the level of satisfaction of instant food 

products in Chennai city.  

 Keywords: Consumers, Attributes, Satisfaction and Instant 

food products 

 

Introduction  

 The term 'Instant Food' means simple, fast and convenient food, which is easy and fast to prepare besides 

being hygienic, free from microbial contamination and also convenient to eat. The Canned foods, frozen 

foods, instant food mixes and dried foods come under this category. A fast-paced urban lifestyle, increasing 

prevalence of nuclear family structure, rising disposable income, increasingly larger number of globe-trotting 

consumers with an experimental palate are all favorable demographic factors spurring the adoption of instant 

food at the global level. There are a variety of instant/ready-to-eat foods available in the Indian market to 

choose from. There is a tremendous potential for commercial exploitation of instant foods as this industry is in 

a nascent stage. The companies like ITC, Nestle, MTR, Ruchi, Hindustan Unilever Limited share a major pie 

of the instant food market in India 

 

Statement of the Problem 

 In India, Several firms have been engaged in production and marketing of instant food products. Hence, 

the consumers have many options to choose from. In this context, a study on consumer behavior was deemed 

to be relevant to understand the buying behavior and influencing attributes and overall satisfaction of different 

consumers. Understanding the consumer behavior would help the firms in formulating strategies to cater to the 

needs of the consumer and thereby increase their market share. Consumer‟s taste and preference were found to 

change rapidly, and it is necessary to understand these changes. Keeping in view that, the study is the 

importance of consumer buying behavior and consumption pattern, determination of various strategies 

regarding product development, marketing, and pricing aspects. Therefore the present study is undertaken to 

find out the consumer satisfaction towards the instant food products in Chennai city.  
 

CONSUMERS’ SATISFACTION TOWARDS THE INSTANT FOOD PRODUCTS: 

A STUDY WITH SPECIAL REFERENCE TO CHENNAI CITY 
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Objectives of the Study 

 To find out whether the attributes influencing the consumers to purchase the instant food products in 

Chennai city; 

 To examine the association between demographic profile of the consumers and overall satisfaction of 

instant food products; and  

 To assess whether there is any significant difference between male and female consumers with respect to 

overall satisfaction of instant food products in Chennai city. 
 

Statement of Hypothesis 

 The attributes are not influencing the consumers to purchase the instant food products in Chennai city. 

 There is no association between demographic profile of the consumers and overall satisfaction of instant 

food products. There is no significant difference between male and female consumers with respect to 

overall satisfaction of instant food products in Chennai city. 
 

Research Methodology 

 The core objective of the presents study is to find out the consumers satisfaction towards the Instant food 

products. The study is purely descriptive in nature. The study used both primary and secondary data. The 

Primary data was obtained by the use of a structured questionnaire. The Secondary data were obtained from 

various newsletters, reports, journals, textbooks, newspapers and another form of electronically stored 

information like internet and other data accounts. All relevant literature was reviewed to provide a basis for 

interpretation of responses. The total sample size of the study is 181 respondents. Convenience non- probability 

sampling method was followed. The elements covered in the study included the attributes influencing the 

consumers to purchase the instant food products. The data was collected during the period from October 2017 to 

December 2017. The data collected was classified, tabulated, processed and analyzed in a systematic manner 

to fulfill the above objectives.  

 

Data Analysis and Interpretation 

Table 1 Demographic Profile of Respondents 

Source: Primary data 

   Table 1 shows that demographic profile of respondents. It is noted 

from the study majority 63.5% of respondents are female and 36.5% of 

respondents are male. Regarding age wise distribution of respondents, 

majority 34.3% of the respondents are in the age group up to 25 years, 

followed by 26% of the respondents are in the age group between 26-35 

years, 16.6% of the respondents are in the age group of between 36-45 

years, 13.3% of the respondents are between 46-55 years and 9.9% of 

the respondents are above 55 years. Educational qualification wise, 

majority 44.8% of the respondents are undergraduates, followed by 

28.2% of respondents are postgraduates, 14.4% of the respondents are 

professionally qualified and 12.7% of the respondents are up to HSC 

qualified. Regarding the marital status of the respondents, majority 

57.5% of the respondents is married and 42.5% of the respondents are 

single. In connection with a monthly income of the respondents, 

majority 32.6% of the respondents monthly income was up to Rs.25,000, 

followed by 29.3% of the respondent's monthly income was between Rs 

25,001- 50,000, 23.2% of respondents monthly income was between 

Rs.50,001-75,000 and 14.9% of the respondents monthly income was 

above Rs.75,000.  

Demographic profile Frequency % 

Gender 

Male 66 36.5 

Female 115 63.5 

Total 181 100.0 

Age 

Up to 25 Years 62 34.3 

26-35 Years 47 26.0 

36-45 Years 30 16.6 

46 - 55 Years 24 13.3 

Above 55 Years 18 9.9 

Total 181 100.0 

Educational qualification 

Up to HSC 23 12.7 

UG 81 44.8 

PG 51 28.2 

Professional 26 14.4 

Total 181 100.0 

Marital status 

Married 104 57.5 

Single 77 42.5 

Total 181 100.0 

Monthly Income 

Up to Rs.25,000 59 32.6 

Rs.25,001 -50000 53 29.3 

Rs.50,001-75,000 42 23.2 

Above Rs.75,000 27 14.9 

Total 181 100.0 
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Null Hypothesis 1 

The attributes are not influencing the consumers to purchase the instant food items in Chennai city 

Table One-sample t-test for whether the attributes influencing  

the consumers to purchase the instant food items 

Source: Primary data 

 Note: **denotes significant at 1% level 

 The above table reveals that the results of 

one-sample t-test for whether the attributes 

influencing the consumers to purchase the 

instant food items in Chennai city. It is 

identified from the above table, all the 

attributes p-values are less than 0.01. Therefore 

the null hypothesis is rejected at 1% level of 

significance. Hence it is concluded that all the 

attributes significantly influencing the 

consumers to prefer the purchase of instant 

food items. It could be concluded that all the 

attributes mean values are greater than 3. It indicates that all the attributes are influential factors for the 

purchase of instant food products. 

 

Null Hypothesis 2 

There is no significant difference between male and female consumers with respect to overall 

satisfaction about the instant food products in Chennai city 

 

Table Independent t-test for male and female consumers with  

respect to Overall satisfaction about the Instant food products 

Source: Primary data; Note: *denotes significant at 1% level 

 An independent t-test result for 

male and female consumers with 

respect to overall satisfaction about the 

Instant food products highlights the above table. The calculated t-value 2.212 and corresponding p-value is 

0.028. The p-value is less than 0.05; therefore the null hypothesis is rejected at 5% level of significance. 

Hence it is concluded that there is significant difference between male and female consumers with respect to 

overall satisfaction of instant food products in Chennai city. The study found that the overall satisfaction of 

instant food products significantly influencing the female consumers (34.94) than the male consumers (32.90). 

 

Null Hypothesis 3 

There is no association between demographic profile of the respondents and overall level of satisfaction 

of Instant food products in Chennai city 

Table Chi-square test for demographic profile of the respondents and overall satisfaction of instant food 

products 

Source: Primary data; 

Note: **denotes significant at 1% level 

 The above table illustrates that the 

chi-square test results for demographic 

profile of the respondents and overall 

satisfaction of instant food products. As 

Attributes N Mean 
Std.  

Deviation 
t-value P value 

Price 181 3.83 1.120 9.957 <0.001** 

Quality 181 3.77 1.144 9.094 <0.001** 

Variety 181 3.83 1.113 10.083 <0.001** 

Taste 181 3.83 1.120 9.957 <0.001** 

Packaging 181 3.82 1.106 10.010 <0.001** 

Brand 181 3.83 1.120 9.957 <0.001** 

Nutrient values 181 3.81 1.125 9.717 <0.001** 

Ingredients 181 3.83 1.120 9.957 <0.001** 

Manufacturing date  

and expiry date 
181 3.82 1.118 9.840 <0.001** 

Purchase place 181 3.61 1.227 9.957 <0.001** 

 Gender N Mean SD t-value P value 

Overall satisfaction 
Male 66 32.90 5.93 

2.212 0.028* 
Female 115 34.94 5.95 

Variables Chi-Square value P value 

Gender and Level of satisfaction 18.267 0.009** 

Age and Level of Satisfaction 14.254 0.003** 

Marital status and level of satisfaction 1.809 0.405 

Monthly Income and level of satisfaction 21.258 0.000** 

Educational Qualification and level of satisfaction 23.984 0.000** 
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for as gender of the respondents and overall satisfaction of instant food products concern, the calculated chi-

square value is 18.267 and p-value 0.009. The p-value is less than 0.01; therefore the null hypothesis is 

rejected at 1% level of significant. Hence it is concluded that there is a significant association between gender 

aspect and overall satisfaction of instant food products. Regarding the age factor of respondents and overall 

satisfaction of instant food products, the calculated chi-square value 14.254 and p-value is 0.003 which is less 

than 0.01. Therefore the null hypothesis is rejected at 1% level of significant. Hence it is concluded that there 

is strong association between age group of the respondents and overall level of satisfaction of food items. In 

connection with the marital status concern, the calculated chi-square value 1.809 and p-value is 0.405. The p-

value is greater than 0.05 and hypothesis is accepted at 5% level of significant. Hence it is concluded that the 

marital status of respondents and overall satisfaction of instant food products no association. It is identified 

from the above table, the monthly income and educational qualification of the respondents p values are less 

than 0.01, therefore the null hypothesis is rejected at 1% level of significant. Hence it is concluded that there is 

significant association between monthly income and educational qualification of the respondents with the 

overall satisfaction of instant food products. 

 

Conclusion 

 It is observed from the study, the study could be concluded that the attributes are significantly influencing 

the consumers to purchase the instant food products. The factor of price and quality is significantly influencing 

the consumers to purchase the instant food products. The female consumers significantly satisfied the instant 

food products than the male consumers. The demographic profile of gender, age, monthly income and 

Educational qualification significantly associated with the level of satisfaction of instant food products in the 

study area. In overall, the consumers are satisfied the instant food products.  
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Abstract 

 E-banking is defined as the automated delivery of new 

and traditional banking products and services directly to 

customers through electronic, interactive communication 

channels. E-banking includes the systems that enable 

financial institution, customers, individuals and businesses 

to access accounts, transact business or obtain information 

on financial products and services through a network 

including the internet. E-Banking services make us well 

positioned in creating better everyday life for our 

customers. Hence this study aims to know about the 

awareness level of customers on e-banking services. This 

study concludes Banks and Government should take 

necessary steps to raise the awareness level and meet the 

satisfaction level through the existing E-Banking tools.  

 

Introduction 

 E-Banking services make us well positioned in creating better everyday life for our customers. Now banks 

are gathered a wealth of experience and expertise in providing electronic transactions to its individual and 

corporate clients. Bank differentiate not just by offering multi-dimensional channels to its customers but also 

by enhancing their experience of utilizing those channels and find them convenient and familiar. „Security‟, 

„Speed‟ and „Ease of use‟ are the principles of e-banking infrastructure. Banks are committed to its ability to 

speed their customers through successful transactions and improve their efficiency levels while carrying out 

their financial decisions. Electronic services vary domestically as well as globally but the challenge resides in 

delivering solutions that are efficient, providing customers with the convenience and confidence they require 

in performing transactions. 

 

E-Banking  

 E-Banking is an electronic payment system that enables customers of a bank or other financial institution 

to conduct a range of financial transactions through the financial institution's website. The online banking 

system will typically connect to or be part of the core banking system operated by a bank and is in contrast to 

branch banking which was the traditional way customers accessed banking services. e-banking is otherwise 

known as Online banking, internet banking or virtual banking. 

 

Review of Literature 

 D. Amudha (2016) deals the consumers perception towards e-banking system related to consumer 

awareness towards e-banking system with special reference to Tuticorin District of Tamilnadu. She concludes 

that the most of the bank customers are aware about all the banking services in Tuticorin District of 

Tamilnadu. The banks further have to take necessary steps to educate the customers regarding the new 

technology and other services offered by the banks. 

 Gvozdanovic I and Solomon OM (2016) examining the effect of e-banking on the banking industry as 

well as its influence on financial supply chain; if Eritrea is to adopt modern banking system. Findings from 

their study indicate that e- banking services in Eritrea are not yet initiated. The adoption of modern banking 

systems is believed to solve existing challenges in the banking industry, in the financial supply chain and in e-

business as a whole. 

A STUDY ON CONSUMER AWARENESS ON  

E-BANKING SERVICES IN ERODE CITY 

https://en.wikipedia.org/wiki/Electronic_money
https://en.wikipedia.org/wiki/Bank
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_transaction
https://en.wikipedia.org/wiki/Core_banking
https://en.wikipedia.org/wiki/Branch_banking
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Statement of the Problem 

 E-banking draws a great attention in the banking industry. This is because e-banking reflects the internet. 

Several major banks in India are offering e-banking services. Thus e-banking becomes an important part of the 

Indian banking sector and the Consumer awareness is the basic for the success of any product or service of 

banking. The aim of the study is to assess the e-banking service of banks in Erode District and the efforts have 

been taken to identify awareness level of e-banking services.  

 

Objectives of the Study 

 To study about the socio economic background of the respondents. 

 To identify the overall attitude of respondents towards e-Banking services. 

 To analyze the customer‟s awareness on e-Banking services. 

 

Research Methodology  

 The study was based on both primary and secondary data which were collected through various sources. 

In order to collect the primary data the researcher have used scientifically made questionnaire to do a survey to know 

about the consumers. The research survey was answered by a mixed group of people living in Erode City. Sample size of the study is 

50. This study is focused on awareness, usage of internet banking. The secondary data were collected from journals, 

books, websites and magazines. Collected data were analysed with the help of Percentage Analysis, Mean, 

Standard Deviation, Independent t test, Karl Pearson Coefficient of Correlation and ANOVA. 

  

Analysis and Interpretation 

 

Table 1 Analysis for Attitude of the Consumers 

S.No. Attitudes Particulars Frequency (%) Mean SD 

1. 
Period of using e-

banking services 

Less than one year 18 36.0 

2.1 1.015 
1-2 years 14 28.0 

2-3 years 13 26.0 

More than 4 years 5 10.0 

2. 
Frequency of e-banking 

services 

Twice a week or above 5 10.0 

4.1400 

 
1.246 

Weekly 5 10.0 

Fortnightly 13 26.0 

Monthly 27 54.0 

Occasionally 5 10.0 

3. 
Reasons for using e-

banking service 

To amount transfer 8 16.0 

2.5400 

 
0.994 

to make payment 17 34.0 

to inquire about a balance 15 30.0 

to get advice for investment 

options and others 
10 20.0 

4. 
Priority of e-banking 

service 

Online banking 23 46.0 

1.9200 

 
1.047 

Mobile banking 14 28.0 

Bank branch 7 14.0 

Others 6 12.0 

 Total  50 100   

 The above table shows that the attitude of the consumers about e-banking. The results revealed the 

Percentage of the respondents, mean and standard deviations for all the statements. It is found that 36% of the 

respondents using e-banking service less than one year, 54% of the respondents are using e-banking service 

monthly once, 34% of the respondents use online services to make payment, 46% of the respondents giving 

their priority to online banking.  
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Karl Pearson Coefficient Test for Correlation between Awareness about Online Shopping and Level of 

Education  

Null hypothesis 

 There is no correlation between awareness about e-banking services and Educational level. 

Table 2 

  
Awareness about  

Online shopping 
Educational Level 

Awareness about E-banking services 

Pearson Correlation 1 .378
**

 

P value  .005 

N 50 50 

Educational level 

Pearson Correlation .378
**

 1 

P value .005  

N 50 50 

** Correlation is significant at the 0.01 level (2-tailed). 

 The above table shows that the results of Karl Pearson Coefficient Correlation test for whether there is 

any correlation between awareness about e-banking services and Educational level. The P values of both the 

statements are statistically significant at 1% level. It is concluded that there is a strong correlation between 

awareness about e-banking services and level of Education.  

 

Independent T-Test for Gender and Level of Awareness of the Consumers 

Null Hypothesis 

 There is no significant difference between male and female respondents towards the level of awareness of 

the consumers. 

Table 3 

Awareness variables Gender N Mean SD t value P value SIG. 

Payment of bills 
Male 23 3.4783 1.80579  

.125 
 

Female 27 4.0370 .58714 -1.519 NS 

Consult balance/bank statements 
Male 23 2.78 1.242 -4.089 

.001 
 

Female 27 3.81 .396  S 

Savings 
Male 23 3.57 1.080  

.0001 
 

Female 27 4.81 .396 -5.596 S 

Open an account 
Male 23 4.22 .795  

.357 
 

Female 27 4.00 .877 .911 NS 

Bank transfer 
Male 23 3.91 1.125  

.022 
 

Female 27 4.48 .509 -2.361 S 

Investments plan 
Male 23 2.57 .843  

.001 
 

Female 27 3.70 1.295 -3.610 S 

Others 
Male 23 3.78 .795  

.433 
 

Female 27 3.96 .808 -.792 NS 

 The above table reveals the results of independent t-test for whether there is any significant difference 

between male and female respondents towards the level of awareness of the respondents. Awareness variables 

such as Consult balance/bank statements, Savings, Bank transfer and Investments plan are statistically 

significant at 1% level. It could be concluded that there is significant difference between gender and 

Awareness variables. The P value of Payment of bills, Open an account, and Others like insurance, loans and 

advances are greater than 0.05, therefore the null hypothesis is accepted at 5% level of significance. Hence, it 

is concluded that there is no significant difference the gender of the respondents and the awareness factors 

such as Payment of bills, Open an account, and Others like insurance, loans and advances  
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One Way Anova Test for Occupation and Level of Awareness of the Consumers  

Null hypothesis 

 There is no significant difference between occupations of the respondents towards the level of awareness 

of the respondents. 

Table 4 

Awareness variables  
Sum of 

Squares 
Df 

Mean 

Square 
F P Value Sig. 

Payment of bills 

Between Groups 32.556 4 8.139 

7.040 .000 S Within Groups 52.024 45 1.156 

Total 84.580 49  

Consult balance/bank 

statements 

Between Groups 25.643 4 6.411 

11.279 .000 S Within Groups 25.577 45 .568 

Total 51.220 49  

Savings 

Between Groups 33.462 4 8.366 

24.042 .000 S Within Groups 15.658 45 .348 

Total 49.120 49  

Open an account 

Between Groups 8.316 4 2.079 

3.573 .013 S Within Groups 26.184 45 .582 

Total 34.500 49  

Bank transfer 

Between Groups 9.319 4 2.330 

3.583 .013 S Within Groups 29.261 45 .650 

Total 38.580 49  

Investments plan 

Between Groups 33.356 4 8.339 

8.929 .000 S Within Groups 42.024 45 .934 

Total 75.380 49  

Others 

Between Groups 12.545 4 3.136 

7.533 .000 S Within Groups 18.735 45 .416 

Total 31.280 49  

 The above table confirms the results of one way ANOVA test for whether there is any significant 

difference between occupations of the respondents towards the level of awareness of the respondents. 

awareness factors such as Payment of bills, Consult balance/bank statements, Savings, Open an account, Open 

an account, Bank transfer, Investments plan and others are statistically significant at 5% level. Hence the null 

hypothesis is rejected. It could be concluded that there is significant difference between occupation and 

awareness variables.  

 

Suggestions 

 To increase awareness among people, Banks should advertise and conduct special awareness programs to 

make E-Banking services more popular among customers. 

 E-banking technology is highly useful to customers as well as banks and other organisations like 

Government organizations. Government should take several steps to raise the awareness level in the rural 

areas.  

 Internet bandwidth and security level should be increased to secure the Internet banking system. Banks 

should ensure the safety level of Internet banking. 

 The operating procedures of Internet banking should be more convenient. 
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 To increase productivity, efficiency, service quality of banks, expansion of banks globally e-banking is 

major important of all commercial banks to adopt in their countries as well as their customers. So Banks 

should try to maintain proper system of maintenance for internet banking.  

 

Conclusion 

People are still not so familiar with the service so, consumers should be aware of the Internet Banking system 

to be as fast as the consumers around the globe. The banks further have to take necessary steps instruct 

customers about the new technology and other services offered by the banks. So, Banks and Government should take 

necessary steps to raise the awareness level and meet the satisfaction level through the existing E-Banking tools.  

 

References 

1. Neha Dixit (2010),“Acceptance of E-banking among Adult Customers: An Empirical Investigation in 

India”, Journal of Internet Banking and Commerce, August 2010, vol. 15, no.2, pp.1-16.  

2. Dr. Mohammad O. Al Smadi (2012), “option of Electronic Banking: An Analysis of the Perspectives of 

Banks' Customers”, International Journal of Business and Social Science, Vol. 3 No. 17, pp.294-309.  

3. Amutha D (2016), “A Study of Consumer Awareness towards e-Banking”, International Journal of 

Economics and Management Science, Vol. 5, No. 4. 

4. Gvozdanovic I, Solomon OM (2016) The Effect of Electronic Banking in Financial Supply Chain: E-

Banking in Eritrea”, Journal of Global Economics, Volume 4, Issue 3. 

5. Tom E (2001) The Economics of Online Banking. Target Marketing. February, p: 67.  

6. Feinman T, Goldman D, Wong R, Cooper N (1999) Security Basics: A Whitepaper.  

7. Financial Services Security Lab Background (2001) Security Issues and Threats. Banking Industry 

Technology Secretariat.  

8. Fugazy, Danielle (2002) Banking: Online Banking: To Be or Not To Be. Web Finance. 

9. Hernando & Neito (2007), “E-Banking Management – Issues, Solution & Strategies”, Information 

Science Reference Hushey, Newyork. 

  

http://www.targetmarketingmag.com/article/the-economics-online-banking-1-040-words-28407/1/
http://networkdls.com/Articles/security101.pdf


Vol. 6     Special Issue 3   March 2018             ISSN: 2320 - 4168 

 

 

Shanlax International Journal of Commerce Page 81 

 

 

 
Dr. P. Karthikeyan  

Associate Professor in Management Studies, Kongu Engineering College, Perundurai, Erode 
 

B. Rajnarayanan  
Ph.D. Research Scholor, Bharathiar University, Coimbatour 

 

 
 

Introduction 

Based on the competition in the 21
st
 century the recent business environment is growing to be more 

challenging. There is a need that the companies have to increase their business operations to stay competitive, 

increases competitive pressure etc. The global marketplace offers tremendous opportunities for manufacturing 

companies in achieving strategic competitiveness through effective supply chain. Organizations are looking at 

ways to achieve these requirements by adopting various intra and inter-organizational practices. Supply chain 

management is becoming of increasing strategic importance and improves growth. As competition in the 

1990s intensified and markets became global, so did the challenges associated with getting a product and 

service to the right place at the right time at the lowest cost. Supply chain management is one of the most 

important factors for improving business operations that will translate into improved organizational 

performance. Organizations began to realize that it is not enough to improve efficiencies within an 

organization, but their whole supply chain has to be made competitive. Many organizations have begun to 

recognize that supply chain management is the key to building sustainable competitive edge for their products 

and/or services in an increasingly crowded marketplace. Modern supply chains are expected to respond 

rapidly, effectively, and efficiently to customer demand to create competitive advantage in terms of increased 

quality, lower costs, reduced time to market, and product innovation 

 

Statement of the Problem  

 The textile industry is one of the major industries in India having major contribution in gross domestic 

product of the economy. Indian textile industry has its significance not only in the Indian market but it has its 

recognized presence and high stature in the global market also and it is one of the leading textile industries in 

the world. Indian companies are facing the wide issues of inventory management, visibility, wastes, 

responsiveness, longer lead times, collaboration, technology, and logistics and transportation.This research 

looks to find answers to following key questions: What are various dimensions of supply chain management 

followed in select textile mills? What criterion is considered while selecting suppliers in the select textile 

mills? What is the impact of effective supply chain management on the select textile mills? And what are the 

implementing barriers of the supply chain management in the textile mills in Tamilnadu? With this 

background the present study is undertaken by the researcher. 

 

Objectives of the Study 

 The present study aims to examine the chain management practices of the textile mills in Tamilnadu. 

Besides, the study has the following secondary objectives:  

 To examine the established supply chain management practices of the select textile mills in the select 

districts of Tamilnadu. 

SUPPLY CHAIN MANAGEMENT PRACTICES OF THE TEXTILE MILLS IN 

SELECT DISTRICTS OF TAMILNADU: AN EMPIRICAL STUDY 
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 To study the criterion for the selection of key suppliers of the select textile mills in the select districts of 

Tamilnadu. 

 To ascertain the impact of effective supply chain management practices in the textile mills in Tamilnadu. 

 To analyze the implementation barriers of supply chain management practices in the select textile mills. 

 To suggest suitable measures for the effective supply chain management of the select textiles mills in 

study area based on findings of the study. 

 

Scope of the Study 

 The study is confined only to medium and large scale textile mills located in Salem, Tirupur and Erode 

districts of Tamilnadu. Supply chain management is a vast subject. The present study focuses it attention only 

on various dimensions of supply chain management followed in textiles mills, criterion followed for the 

selection of suppliers, impact of supply chain management and implementation barriers in the supply chain 

management of textiles mills in the select districts of Tamilnadu. 

 

Sampling Design 

 The researcher decided to carry out his study at the medium and large scale textile mills located in Salem, 

Tirupur and Erode districts of Tamilnadu. In the present study, by adopting stratified random sampling 40 per 

cent of the population i.e. 68 medium scale textile mills and 69 large scale textile mills were selected from the 

select districts of Tamilnadu.  

 

Tools for Data Collection 

 The present study is empirical in character based on survey method. To enhance the quality of data, the 

researcher employed multiple data sources for the study: primary and secondary data. The secondary data are 

mainly congregated from published and unpublished works on the related topics. As an essential part of the 

study, the primary data were collected from 137medium and large-scale textile mills with the help of 

questionnaire. Pre-testing of questionnaire was done during September 2015, involving 30 medium and large 

scale textile mills to know the relevance of the questions. In the light of pre-testing, necessary changes were 

incorporated in the questionnaire. The data collected were entered into a master table and tabulated to arrive at 

useful conclusions. The following table shows the sampling distribution of the present study. 

 

Table 1.1 Sampling Distribution 

Framework of 

Analysis 

 In analyzing data, 

statistical tools such as 

student t test, analysis of 

one-way variance, 

analysis of co-efficient of variation, discriminant function analysis, multiple discriminant function analysis, 

structural equation model, multiple regression analysis and percentage analysis will be employed. 

Comprehensive, descriptive and percentage analyses will also employed in this study.  

 

Period of Data Collection 

 As an essential part of the study, the primary data were collected for a period of 6 months from October 

2015 to March 2016.  

 

 

District 

No. of Mills in Operation No. of Sample Mills 

Medium Scale 

Textile Mills 

Large Scale Textile 

Mills 

Medium Scale 

Textile Mills 

Large Scale 

Textile Mills 

Salem 33 48 13 19 

Erode 41 53 16 21 

Tirupur 97 72 39 29 

Total 171 173 68 69 
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Limitations of the Study 

 The study of medium and large textile mills will not be an easy task as the units are dispersed over a wide 

geographical area with unique characteristics, managed and run by different pattern of ownerships. During the 

course of the present study, the researcher faced many problems which were resolved to the desired level. 

However, these were very cumbersome and time consuming. The selection of a more representative sample 

would bring more illuminating and comprehensive database for decision making. The present study has the 

limitation of time and resources, usually faced by the researchers. It is confined to only 137medium and 

large textile mills in a particular state. Hence, the findings cannot be treated as representative of the 

entire textile industry.  
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Abstract 

 This article focuses on Consumer behaviour towards 

bathing soaps is Salem. Consumer is the king of the 

market. In the competitive world, consumer service is 

important for business expansion. Consumer as a study 

focus on the decision process of the individual consumer or 

consuming unit. Convenient sampling technique is used for 

the collection of data. A sample of hundred respondents 

has been taken through questionnaire cum schedule and 

data has also been collected .The various statistical tools 

have been used according to the result. 

Keywords: Sampling, Consumer Services, Statistical tools, 

Satisfaction. 

 

Introduction about Bathing Soaps  

 Soap is a natural cleaning agent produced by the reaction of alcohol, such as sodium hydroxide with 

animal fat or vegetable oil. Soaps classification includes bathing soap. It is manufactured as a cleaning agent 

for the body and soap for house hold uses such as bars, flakes and granules. The earliest literacy refers that the 

soap was found as day tablets dating from 3
rd

 millennium in Mesopotamia. The scent a soap recalling from a 

mixture of potash and oil to be used in the manufacturers of cloth. Another recipes contained in the ingredients 

of a medicated soap prescription. The first authentic reference to soap as a cleaning agent as well as medicinal 

product appears in the writing of Galen, the second century AD Greek physician. Galen also noted that 

cleanliness helped to cure skin diseases. The word “MARKET” is a physical place where buyers and sellers 

gather the exchange goods & services. Medical towns had market squares where sellers brought their goods 

and buyers shopped for goods.  

 

Objectives of the Study 

 To study the market potential of bathing soaps. 

 To Study the socio-economic factors of the respondents. 

 To study the buying attitude of the respondents 

 To study the buying motives of the respondents. 

 

Scope of the Study  

 From the study, the preferences and problems of the consumer can be met. The consumer‟s view about 

the quality and quantity of the product can be known. This study helps to know the factors that influences the 

consumers to buy the product. The necessary change in the product features and other factors that the 

consumers feel can also be looked in.  

 

Research Methodology  

 The success of any research depends on the systematic method of collecting the data and analyzing the 

same in an orderly manner. In the present study an extensive uses of both primary and secondary data where 

made. Primary data are collected through questionnaire. Secondary data area collected from books, journals, 

magazines and websites. Percentage method and chi-square test is used to analyze the data. 

A STUDY ON CONSUMER BEHAVIOUR TOWARDS BATHING 

SOAPS IN SALEM 
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Data Analysis and Interpretation  

Table 4.1  Showing the number of respondents using bathing soaps 

  

 From the above table among the respondents prior 

importance was given to Hamam Soap it has a maximum 

share of 43 per respondents constituting 43.43 per cent. This 

soap was followed by mysore sandal constituting about 12.12 

per cent of respondents, pears acquires 7.07 per cent of total 

respondents. Cinthol acquires 6.06 per cent, Lifebuoy and the 

others section comprises of 4.04 per cent.  

 

 

 

 

 

Table 4.2 Showing the Satisfaction of the respondents towards smell of the bathing soaps 

Brand Name High Percent Moderate Percent Low Percent Total Percent 

Hamam 21 38.18 20 5.56 2 25 43 43.43 

Dettol 3 5.46 - - 1 12.50 4 4.04 

Lux 2 3.64 2 8.33 - - 4 4.04 

Medimix 1 1.82 3 5.56 - - 4 4.04 

Chandrika 1 1.82 2 5.56 -  3 3.03 

Santoor 2 3.64 2 2.78 1 12.50 5 5.05 

Cinthol 5 9.09 1 2.78 - - 6 6.06 

Lifebuoy 4 7.27 1 2.78 - - 5 5.05 

Pears 5 9.09 1 5.56 - - 7 7.07 

Mysore sandal 10 18.18 2 5.56 - - 12 12.12 

Dove 10 18.18 2 5.56 - - 12 12.12 

Others 1 1.82 2 5.56 1 12.50 4 4.04 

Total 55  36  8  99 100 

 In the above schedule Hamam acquires 38.18 per cent of higher satisfaction followed by Mysore sandal 

soap with 18.18 per cent of respondents with high satisfaction. In low satisfaction category 25 per cent of 

respondents belong to this category using Hamam and Dove which is followed by Dettol, Santoor, Pears and 

others acquiring 12.50 per cent of respondents towards smell of bathing soaps. 

 

 Table 4.3 Showing the relationship of respondents between their sex and their Age 

 Table value =11.11 X² value = 19.33 

 From the above table analysis, majority of the soap consumers 

belong to the age group of 11-20 to about 29 respondents which was 

followed by the age group of 21-30 constituting about 27 

respondents. In the above table , the calculated X² value is more 

than the table value. Hence, both the variables are being associated 

with significant difference between sex of the respondents and their 

age group. 

 

 

 

 

S.No. Brand name 
No. of  

respondents 
% 

1 Hamam 43 43.4343 

2 Dettol 4 4.0404 

3 Lux 4 4.0404 

4 Medimix 4 4.0404 

5 Chandrika 3 3.0303 

6 Santoor 5 5.0505 

7 Cinthol 6 6.0606 

8 Lifebuoy 5 5.0505 

9 Pears 7 7.0707 

10 Mysore sandal 12 12.1212 

11 Dove 02 2.0202 

12 Others 04 4.0404 

Total 99 100 

Age Male Female Total 

Below 10 yrs 2 1 3 

11-20 11 18 29 

21-30 16 11 27 

31-40 14 6 20 

41-50 10 6 16 

51 & above 5 - 5 

Total 58 42 100 
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Table 4.4 Showing the relationship of respondents between their sex and their educational qualification 

 Table value =9.49 X² value = 13.58 

 From the above table analysis, majority of the soap 

consumers belong to the higher educational qualification to about 

respondents. In the above table, the calculated X² value is more 

than the table value. Hence both the variables are being 

associated with significant difference between sex of the 

respondents and their educational qualification. 

 

Table 4.8 Showing the relationship of respondents between their sex and their Occupation 

 Table value =11.11 X² value = 24.42 

 From the above table analysis, majority of the soap 

consumers belong to the business as occupation comprising 

33 per cent of the share. Among them none are female. In the 

above table, the calculated X² value is more than the table 

value, Hence both the variables are being associated with 

significant difference between sex of the respondents and 

their Occupation. 

 

Table 4.9 Showing the relationship of respondents between their sex and Monthly income  

 Table value = 9.49 X² value = 37.47 

 From the above table analysis, majority of the soap 

consumers belong to the income group of 3001-4000, ie., 28 

respondents. Among them 14 respondents are male and equal 

numbers are female. In the above table, the calculated X² 

value is more than the table value, Hence both the variables 

are being associated with significant difference between sex 

of the respondents and their income level. 
 

Findings 

 The analysis is based on the information provided by the respondents using bathing soaps. The study 

reveals that Hamam soap has acquired the maximum ( 43.43 per cent) share among the bathing soaps in salem. 

 It is found that 58 percent of the respondents are male and 42 per cent of them are female. 

 While considering age group majority of the respondents between 11-20 age level. It is followed by 21-30 

age level. 

 Among the respondents 35.35 per cent are engaged in higher secondary and 26.26 per cent are primary 

level.  

 33.33 percent of the respondents who are doing business constitutes a major position in occupation level 

and 31.31 per cent are students. 

 It is found that Hamam acquires 38.18 per cent of higher satisfaction followed by Mysore sandal, Cinthol 

and Pears. 

 Income levels of Rs.3001- 4000 range of people are consuming more bathing soap constituting 28.28 per 

cent. 

 The factors such as the Age, Educational status, Occupation, Income level are being associated with the 

sex factors of the respondents. 

 

 

Educational  

Qualification 
Male Female Total 

Illiterate 4 2 6 

Primary 13 13 26 

Higher secondary 21 14 35 

Under Graduate 13 12 25 

Post graduate 6 2 8 

Total 57 43 100 

Occupation Male Female Total 

Students 10 21 31 

Business 33 - 33 

Agriculture 5 3 8 

Govt. Employees 4 - - 

Private employees 4 3 7 

House wife - 17 17 

Total 56 44 100 

Monthly income Male Female Total 

Below 1000 3 6 9 

1001-2000 18 5 23 

2001-3000 9 7 16 

3001-4000 14 14 28 

4001 & above 14 10 24 

Total 58 42 100 
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Suggestions  

 Most of the respondents feel that the price of the soaps seems to be high. 

 The quality of Mysore sandal and pears are to be enhanced. 

 Discounts and force offers should be introduced in order to attract more customers. 

 Attractive packages should be given for the customers to increase the sales volume. 

 More pamphlets and sample packets have to be displayed in front of retail shops and stores. 

 

Conclusion 

 It is concluded from the study conducted in Salem, Hamam is the fast moving bathing soap when 

compared to other soaps. Generally speaking, the consumers attitude towards Hamam is more favourable than 

others, because of its quality of colour, fragrance, package etc. The other bathing soaps have to enhance their 

quality, fragrance, colour, packaging and free offers etc to compete with Hamam. In this survey helps to make 

an identification over the strength and weaknesses of bathing soaps. 
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Abstract 

 In today‟s global competitive world, every 

organization wants to have excellent employees those who 

do not only work hard but also display good traits, 

cooperative nature, tendency to work in team to achieve 

organizational goals . Organizations are encouraging their 

employees to engage in Organizational citizenship 

behaviour. Organizational citizenship behaviour includes 

positive and constructive act of employees which they do 

on their own wish, in turn it supports co-workers and 

benefits the company. They are known to go extra miles to 

help their colleagues. The principle axis factor analysis 

reveals five dimensions of OCB, namely- sportsmanship, 

altruism, courtesy, civic virtue, conscientiousness. Over the 

years a strong association between motivation and 

organizational citizenship behaviour (OCB) has been 

reported. Literature of organizational behaviour discusses 

OCB as motive based behaviour, which means OCB 

develops due to motivation. Considering the importance 

OCB in the new challenging and changing business world 

this article presents an overview of the relationship 

between motivation and organisational citizenship 

behaviour.  

Keywords: Organisational Citizenship Behaviour, 

Motivation, Employee Commitment, Behaviour etc. 

 

 Introduction 

 Now the world market has turned in to single market structure where organizations have to improve their 

competitive ability further, and advance the individual efficiency to become more valuable and effective. In 

order to achieve effectiveness organizations are drifting away from hierarchical structure and accepting team 

oriented system. Managers are motivating their employees for cooperation and OCB to attain effective 

organizational functioning. Organizational citizenship behaviour includes positive and constructive act of 

employees which they do on their own wish, in turn it supports co-workers and benefits the company. They 

are known to go extra miles to help their colleagues. OCB has shown to increase productivity, efficiency and 

customer satisfaction, and reduce costs and rates of turnover and absenteeism (Podsakoff, Whiting, Podsakoff 

& Blume, 2009). 

 

Concept of organizational citizenship behaviour  

 OCB is a concept that describes a person's voluntary commitment within an organization or company that 

is not part of his or her contractual tasks. OCB occurs when any task that an employee chooses to do, 

spontaneously and out of his or her own accord, which often lies outside of his or her specified contractual 

obligations. In other words, it is discretionary. OCB by the Company‟s may not always be directly and 

formally recognized or rewarded, through salary increments or promotions. OCB may be reflected in 

favourable supervisor and co-worker ratings, or better performance appraisals. In this way it can facilitate 

future reward gain indirectly. Organizations will benefit from encouraging employees to engage in OCB, 

because it has been shown to increase productivity, efficiency and customer satisfaction, and reduce costs and 

rates of turnover and absenteeism. 

 

 

A CONCEPTUAL OVERVIEW OF RELATIONSHIP BETWEEN MOTIVATION 

AND ORGANISATIONAL CITIZENSHIP BEHAVIOUR 
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Five Common Types of organizational citizenship behaviour 

 The five most common behaviours, as defined by Dennis Organ, are: altruism, courtesy, sportsmanship, 

conscientiousness, and civic virtue.  

 Altruism: Altruism is defined as the desire to help or otherwise assist another individual, while not 

expecting a reward in compensation for that assistance. In a business setting, altruistic behaviour is generally 

related to the work or project that the business group is working on. Someone exhibiting altruistic behaviour in 

a group setting might volunteer to work on certain special projects, voluntarily helping or assisting other 

employees with their work or with other tasks, and volunteering to do additional work in order to help other 

employees reduce their own work load. Altruism in the workplace leads to productivity and effectiveness 

because it encourages good inter-employee relations; it can also reduce the stress load on other employees, 

such as those who are overwhelmed without a little bit of help, which will in turn increase productivity. 

 Courtesy: Courtesy is defined as behaviour which is polite and considerate towards other people. In a 

business context, courtesy is usually exhibited through behaviours such as inquiring about personal subjects 

that a co-worker has previously brought up, asking if a co-worker is having any trouble with a certain work 

related project, and informing co-workers about prior commitments or any other problems that might cause 

them to reduce their workload or be absent from work.  

 Sportsmanship: Sportsmanship is defined as exhibiting no negative behaviour when something does not 

go as planned--or when something is being perceived as annoying, difficult, frustrating or otherwise negative. 

In the context of business, good sportsmanship is usually related to potential complaints about work or 

workloads in addition to negativity surrounding work-related surprises.  

 Conscientiousness: Conscientiousness is defined as behaviour that suggests a reasonable level of self-

control and discipline, which extends beyond the minimum requirements expected in that situation. In the 

context of a business setting, conscientiousness is observed when an employee not only meets their 

employer‟s requirements such as coming into work on time and completing assignments on time but exceeds 

them.  

 Civic virtue: Civic virtue is defined as behaviour which exhibits how well person represents an 

organization with which they are associated, and how well that person supports their organization outside of 

an official capacity. For example, how well someone represents their business and how they may support that 

business are all examples of someone's civic virtue.  

 

Benefits of Organizational Citizenship Behaviour 

Intrinsic benefits 

 The intrinsic benefits may be described as those intangible benefits that serve to inspire employees‟  

sense of self and inner fulfillment. These are benefits of peculiar and special interest to the individual 

employees. These intrinsic benefits include: 

 Capacity building and skill acquisition: Employees through the exhibition of organizational citizenship 

behaviours can develop 61 Covenant International Journal of Psychology (CIJP). Maiden Edition. Vol.1, No.1. 

June, 2015 capacities and new skills. The individual initiative dimensions of OCB was defined by Podsakoff 

et al (2000) as voluntary acts of creativity and innovation designed to improve one‟s task or the organization‟s 

performance persisting with extra enthusiasm and effort to accomplish one‟s job.  

 Self-actualization and a sense of fulfillment: Consequent upon employees‟  display of helping 

sportsmanship and self-development dimensions of organizational citizenship behaviour‟s, employees 

experience increased productivity both qualitatively and quantitatively which culminates in a feeling of self 

actualization and a sense of fulfillment. Each time employees meet or exceeds work targets they usually feel a 

sense of achievement and confidence in their capabilities.  
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 Discovery and optimal use of employees potentials and capabilities: Organizational citizenship 

behaviours move employees to search the depth of their souls for inventions and to think through on problems 

until first hand solutions are reached. This helps to awaken the “sleeping giants” in each employee and to 

unleash employee potentials. 

 Increased competence and self-worth: The internalization and adherence to organizational rules and 

procedures helps employees develop a sense of mastery of work processes and increases their level of 

competence and self-worth. This represents the organizational compliance dimension of OCB defined as the 

internalization and acceptance of the rules, regulations and procedures which results in a scrupulous adherence 

to them, even when no one observes or monitors compliance (Podsakoff et al 2000).  

 

Extrinsic Benefits  

 Extrinsic benefits represent those tangible rewards that accrue to the individual employees as a result of 

their exhibition of organizationally desirable behaviours and performances. Management in an attempt to 

promote these coveted behaviours, publicly reward employees that behave in such a manner. These rewards 

include pay raise, promotion and higher responsibilities, awards and recognition, sponsored vacation, 

recommendation for further training and development packages, job security etc. 

 Pay raise: Management often use monetary incentives to encourage the occurrence of spontaneous and 

organizationally beneficial behaviours among employees. A pay raise may accompany employee promotion 

but can also be independent of any other incentives or activities. A pay raise will be useful in satisfying 

employees‟  physiological and other basic needs. Therefore it serves to extrinsically benefit the employees.  

 Promotion and higher responsibilities: When employees display initiative and a sense of dutifulness, 

they are most likely to experienced increased productivity both qualitatively and 63 Covenant International 

Journal of Psychology (CIJP). Maiden Edition. Vol.1, No.1. June, 2015 quantitatively. Based on performance 

appraisal procedures in organizations, this outcome usually attracts rewards such as promotions and higher 

responsibilities.  

 Awards and recognition: Organizations usually recognize employees who have been instrumental to the 

achievement of strategic organizational objectives. Outstanding employees are given awards and publicly 

recognized by the organization. This category of reward is tangible and therefore labeled as extrinsic benefit 

that accrues to diligent employees in the organization. 

 Sponsored vacation: organizations sometimes reward diligence by sponsoring employees and their 

families on vacation trips to different countries of the world. This type of reward is tangible and therefore 

tagged extrinsic benefit to the employees.  

 

Relationship between Motivation and Organizational Citizenship Behaviour  

 Over the years a strong association between motivation and organizational citizenship behaviour (OCB) 

has been reported. Literature of organizational behaviour discusses OCB as motive based behaviour, which 

means OCB develops due to motivation (Ariani, 2012; Davila & Finkelstein, 2013). Other researchers (Allen 

and Rush, 1998) reported that employees engaging in OCB will depend on the leader‟s perception of 

employee motives and expectation. Therefore it is expected that there is a significant relationship between 

employee OCB and their sources of motivation. According to OCB dimensions conceptualized by Organ 

(1998) and a meta-analysis (LePine, Erez and Johnson, 2002), it was established that motivation and OCB 

were highly correlated to each other and there was no apparent variation in relationships with the most popular 

set of OCB antecedents. 

 People performing intrinsic process motivation participate in activities that they enjoy and create a 

pleasant work environment for themselves and other co-workers. Therefore we can assume that workers who 

enjoy their work are more likely to assist others and create a helping working climate and that these workers 
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find organizational citizenships behaviours fun. Previous researches (Barbuto and Scholl, 1999; Barbuto et al., 

2000) shows that OCB and external motivation have a negative relationship, because of the fact that this 

motive requires some element of social reward or recognition for employee efforts and OCB is not formally 

rewarded by organizations.  

 Organ (1997) discussed that workers use indirect and informal beliefs about future rewards in their 

decisions to perform in certain organizational citizenship behaviour. For example Employee with strong 

motivation level combined with high level of organizational commitment (mediating factors) will perform 

more OCB and contribute to the organization‟s success (Ibrahim & Aslinda, 2014). Therefore mediating 

factors like Job Satisfaction, Job involvement, Psychological Empowerment, Perceived Organizational 

Support, Employee Engagement, Organizational Justice (Equity Theory) and Reward matching with personal 

goals (Expectancy theory) combined with intrinsic and extrinsic motivation (Herzberg‟s Two Factor theory) 

causes high level of Organizational Citizenship Behaviour (OCB). 

 

Framework Depicting the Relationship between Motivation and OCB 

  The above framework shows that there exists a 

strong relationship between motivation at work and 

OCB, which we have tried to establish by suggesting 

the above framework. Employees can be motivated 

through both extrinsic and intrinsic motivating 

factors. However if the organization wants the 

motivated employees to engage in OCB then they 

also have to ensure the presence on the mediating 

factors mentioned in the framework. Motivated 

employees will not automatically engage in OCB 

unless the organization ensures the presence of the 

mediating factors. 

 Extrinsic motivators contributing to OCB is not very surprising because nowadays a lot of organizations 

are increasing the extrinsic benefits of the employees in order to attract and retain the best talent in the labour 

market. Competitive, talented and self-driven employees are considered as one of the most important sources 

of competitive advantage. This view is supported by Gerhart and Fang (2013) as they concluded that a 

significantly large number of modern organizations are now offering more extrinsic motivation than intrinsic. 

They also suggested that people who are influenced more by extrinsic motivators will be less likely to be 

motivated by intrinsic job characteristics. Therefore, leading to the conclusion that extrinsic motivation will 

directly contribute to organizational commitment to OCB. The seminal work and definition of OCB 

established by Smith et al. (1983) also proved that people who are motivated by extrinsic rewards will perform 

beyond expectation leading to their commitment to OCB (Barbuto and Story, 2011). As recommended by 

Barbuto and Story (2011) managers should carefully design the job and compensation package because their 

findings suggest that personality, motivation and attitudes have very little effect on employees‟ commitment to 

OCB. Employees are more committed to OCB when they have a formal reward system. 

 

Conclusion 

 It can be concluded from the aforesaid discussions that the success of any organization is ultimately 

dependent on its human resources. The organization should therefore be able to inspire the human resources 

through exceptional OCB practices. This will definitely help the organization to achieve high quality and 

productivity with less cost and will be instrumental in developing the economy of our country. The main 

implication of the current study is that knowing the antecedents managers could be better able to foster 
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employees' OCB. Apart from the traditional measures of employee productivity, it is important for managers 

to monitor that set of work behaviours that goes beyond the role description but also are important contributors 

to the effectiveness of the organization. The literature review shows that intrinsic motivation does have an 

effect on motivation but increasingly modern organizations are trying to influence employee attitude by 

extrinsically motivating them. The main reason for which is increased demand for talented employees all over 

the world. Every organization is now trying to attract and retain the best candidates with extrinsic motivation. 

However, several opinions suggest that a total compensation package including intrinsic and extrinsic 

motivation should be offered to increase employee motivation leading to their commitment to OCB. 

Leadership characteristics and a changed attitude can also help managers to create an environment to 

encourage employees to commit to organizational citizenship behaviour. Therefore, the mediating factors, as 

suggested by the research framework, should be taken into consideration in order for motivated employees to 

engage in Organizational Citizenship Behaviour (OCB). 
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Abstract 
 Branding is most imperative phase in any business. 

Brands influence consumer behaviour by clicking with 

consumers‟ self-worth. It helps the consumer to quickly 

recognise a product. Advertisements provide a picture of 

lifestyles and level of happiness that consumers want to 

experience, and those serve as symbols of what marketers 

want their brands to represent. Branding is the art and 

cornerstone of marketing. A brand brings to mind certain 

attributes. The brand also says something about the 

producer‟s values. Good brand makes people‟s lives a 

little easier and better. Brand marketers are now able to 

take advantage of technology to again a competitive 

advantage through time. Branding forms customer 

perceptions about the product. It should raise customer 

expectations about the product. The primary aim of 

branding is to create differentiation. Strong brands reduce 

customers perceived financial, social and safety risks in 

buying goods and services. The study focused to 

understand ultimate effect of a brand on consumer 

behaviour. It is largely based on how consumers 

individually perceive and relate to the brand. People are 

loyal to brands that satisfy their expectations and deliver 

on its brand promise. 

Keywords: Consumer, buying behaviour, consumption.

 

Introduction 

 Branding is the marketing strategy used by firms to differentiate their products from similar offerings. It is 

especially important for small marketers who lack the promotional resources of big competitors. When a 

product has a unique name, appearance and image, it is easier for shoppers to find in a crowded marketplace. 

A strong brand identity can also affect consumer behavior by building emotional connections and reinforcing 

buying habits. It is the symbolic embodiment of all the information connected with a product or service. It's 

important to spend time investing in researching, defining, and building the brand. A strong brand is a promise 

or bond with customers. In return for their loyalty, customers expect the firm to satisfy their needs better than 

any other competitors. Brands will always be important given their fundamental purpose – to identify and 

differentiate products and services.  

 

Branding Creates Perception on Customer Mind 

Trust 

 Strong brands are "trustmarks." They shorten the decision-making buying process. Consumers can shop 

without scrutinizing product features and benefits. Moreover, brands routinely command premium prices, 

because they are trustmarks. 

 

Value 

 A company is made up of both tangible and intangible assets. 

Tangible assets include things like machinery, buildings and land, as 

well as inventory. Intangible assets are non-physical in nature. A 

brand or trademark is an intangible asset that is often referred to in a 

broader context as intellectual property. A strong brand helps keep a 

company‟s products and services from turning into commodities. 

People buy brands because they feel the branded items provide higher 

status. 

 

EFFECTS OF BRANDING ON CONSUMER BUYING BEHAVIOUR 
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Vision 

 Brands can inspire staff and attract customers. They can even help you grapple with the future. This 

course extract from Marketing in a Complex World explores brand vision. If brands are to succeed there needs 

to be a vision to give a sense of direction. Not only does this enable staff to appreciate what role they should 

play but when unforeseen challenges appear, it helps managers identify strategies that will help them stay true 

to their long-term intent. 

 

Mission 

 A company‟s brand mission is to create the customers that will drive the business forward. A brand 

mission should push the limits of the company, because the goal of the brand mission is to take the company 

and its customers into new market spaces .That calls for a strong sense of market direction, opportunity 

development, value innovation, and customer collaboration.  

 

Applications of Branding 

 Branding is the process of creating distinctive and durable perceptions in the minds of consumers. A 

brand is a persistent, unique business identity intertwined with associations of personality, quality, origin, 

liking and more. Although most people associate brands with big companies, the smallest of enterprises can 

use branding techniques with great rewards. 

 

Image of Size 

 A strong brand will project an image of a large and established business to the potential customers. People 

usually associate branding with larger businesses that have the money to spend on advertising and promotion. 

An image of size and establishment can be especially important when a customer wants reassurance that the 

brand will still be around in a few years time. 

 

Image of Quality 

 Many people see the brand as a part of a product or service that helps to show its quality and value. 

People almost always believe the branded item is higher quality. 

 

Image of Experience and Reliability 

 A strong brand creates an image of an established business that has been around for long enough to 

become well known. A branded business is more likely to be seen as experienced in their products or services, 

and will generally be seen as more reliable and trustworthy than an unbranded business.Most people will 

believe that a business would be hesitant to put their brand name on something that was of poor quality. 

 

Multiple Products 

 One business has a strong brand; it allows linking together several different products or ranges. Customers 

for one product will be more likely to buy another product from the same manufacturers. 

 

Conclusion 

 In modern marketing concept the consumer are giving more importance to brand rather than price. Today 

brand is a bit more complex, but even more important in today‟s marketing world. It leads the customer values 

in manufacturer or producer point of view. According to changes of marketing environment, it is essential to 

retain the customer through the supply of various products under single roof. The brand images provide the 

root cause to get sustainable growth in competitive market along with consumer loyalty. 
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Abstract 

 Non-Performing Asset of financial institutions is 

related with defaulting repayments on scheduled time. In 

post recession period growth of NPAs in banks has become 

a major challenge for Public Sector Banks in comparison 

with Private Sector banks. The NPA of public sector banks 

have grown up during the past years. And the year 2018 is 

challenging for banks with regard to NPAs. The decision of 

Central Govt. on 8th Nov.2016 on Demonetisation is also 

having an impact on the Indian Banking sector. This paper 

is an attempt to provide the present and future position of 

Indian Banking sector. 

Keywords: NPAs, demonetisation, public sector and 

private sector banks 

 

Introduction 

 Banks and financial institutions play a vital role in the economic growth of any nation by creating money 

circulation by getting deposits from those having surplus and lending to the needy for investment activity. 

Banks create demand for productive resources by lending, thereby increasing the income level of suppliers of 

goods and services. On the whole the nation‟s GDP increases paving way for faster production growth. But 

contraction in lending leads to opposite effect and hampers the growth. Now-a-days Indian Banking Sector is 

facing a major challenge of rising Non-Performing Assets (NPAs). NPAs have become a pain for both the 

public and private sector banks in India. 

 

What is NPA? 

 Non-Performance Asset refers to defaulting in repayment of loans of financial institutions on scheduled 

time with regard to principal or interest. NPA definition differs for Agricultural loans and for Term loans. 

According to RBI, NPA for term loans refers to non-payment of interest or instalment of principal remain 

overdue for a period of more than 90 days from the end of a particular quarter. And for agriculture/farm loans, 

the NPA is defined as follows: For short duration crops NPA is non-payment of loan instalment or interest for 

2 crop seasons and long duration crops the above would be 1 crop season from the due date. 

 

NPAs Definition by RBI
1 

 An asset including a leased asset becomes non-performing when it ceases to generate income for the bank. 

Technical definition by RBI on NPA on different cases of NPA is a loan or advance where 

 Interest and/or instalment of principal remain overdue for a period of more than 90 days in respect of a 

term loan. 

 The account remains „out of order‟ in respect of an Overdraft/Cash Credit (OD/CC). 

 The bill remains overdue for a period of more than 90 days in the case of bills purchased and discounted.  

 The instalment of principal or interest thereon remains overdue for two crop seasons for short duration 

crops. 

PRESENT AND FUTURE SCENARIO OF NPAs IN  

INDIAN BANKING SECTOR 
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 The instalment of principal or interest thereon remains overdue for one crop season for long duration 

crops. 

 The amount of liquidity facility remains outstanding for more than 90 days, in respect of a securitization 

transaction undertaken in terms of guidelines on securitization dated February 1, 2006. 

 In respect of derivative transactions, the overdue receivables representing positive mark-to-market value 

of a derivative contract, if these remain unpaid for  a period of 90 days from the specified due date for 

payment. 

 

Why NPAs? 

 Large corporations conceived major projects and proposals in capital intensive industries such as power, 

ports, airports, housing and highway construction until three years after the global financial crisis of 2008. 

Banks were also too keen to lend, often without adequate evaluation of risks and returns. Spectrum and coal 

mining scandals again worsened the situation. Most projects were getting stuck, especially in power and 

highways, banks found their loans going unpaid. Moreover, in the initial stages the extent of non-performing 

assets was hidden by “ever- greening”. The RBI‟s strict norms opened the situation. 

 

The Impact of NPAS on Businesses and on the Economy  

 An entrepreneur on getting an order approaches bank for working capital to finance raw material 

inventory and work-in-progress. After production, sales and collection of payments from its customers, he 

pays only interest on that working capital and draws it down with the bank until next order. Businesses are not 

hit by a squeeze on financing, if the working capital cycle remains intact and accommodative. If severe 

constraints occur on such finance, it affects all businesses even though they have a good demand for their 

products. 

 As the amount available for financing projects will have a negative impact on the national economy.  

Depositors suffer lowering of interest rates for their investment. It also affects the profit margin of banks, 

thereby affecting the stake holders‟ return. As in public sector banks the major stake holder is government of 

India which in turn affects the social and infrastructure development of the nation. It adds to the social and 

political costs. NPAs related cases add more pressure to already pending cases with judiciary also. 

Demonetisation also has an impact on NPA both positively and negatively. Especially small and medium 

sector has been in the negative scene. due to demonetisation SME sale of has got reduced by 50-80 percent, 

resulted in default in their instalments.  It is the major responsibility of the government to revive the situation. 

RBI and government have taken various steps to curb NPA. But in the recent years the situation is becoming 

worsened. 
 

NPAs In Banks - June 2017 

 The NPA position from March -16 was Rs. 571841 crores (7.69%) which has risen to Rs.829338 crores 

(10.21%) by June -17. The table shows the NPA position for six quarters from March 2016 to June 2017. 

 

         Table 1 NPA Position 

 

 The NPA ratio has increased from 8.42% in June – 16 

to 10.21% in June – 17. The analysis on bank – wise NPAs 

shows a sharp increase over the years. The following table 

shows the  NPAs of select public sector banks during the 

last 6 years from 2012 to 2017(June). 

Source: Care Ratings 

Quarter 
NPAs 

(Rs.crore) 
NPA Ratio 

March - 16 5,71,841 7.69 

June -16 6,18,109 8.42 

September - 16 6,51,792 8.81 

December -16 6,77,443 9.18 

March - 17 7,11,312 9.06 

June  - 17 8,29,338 10.21 
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Table 2 Gross NPAs of Public Banks (Rs. in Crores) 

Year SBI 
Punjab 

National Bank 

Bank of 

Baroda 

Canara 

bank 

Oriental Bank of 

Commerce 

2012 39,676 8,720 4,465 4,032 3,580 

2013 51,189 13,466 7,983 6,260 4,184 

2014 61,605 18.880 11,876 7,570 5,618 

2015 56,725 25,695 16,261 13,040 7,666 

2016 98,172 55,818 40,521 31,638 14,702 

2017 (June) 1,88,068 57,721 46.173 37,658 24,409 

Source: (1) Figures for 2012-2016 Business World.in/article/How NPA of Banks Increased over Last Five 

Years/27.05.2017 

  (2) Figures for 2017 (June) Care Ratings – Industry Research / NPAs in Banks – June 2017/August 17, 

2017. 

 Of the public sector banks State Bank of India is the top bank with highest NPA. By the end of June 2017 

the State Bank of India alone accounted for about 22.67% in total NPA. The Gross NPAs stood at Rs.1,88,068 

crores as of June 2017. In all the public sector banks NPAs have shown a tremendous increase during the last 

6 years. 

 The private sector banks also have a bearing with NPAs. But comparatively their share in total NPAs is 

low. The following table shows the NPAs of private sector banks during the last 6 years from 2012 to 

2017(June). 

Table 3 Gross NPAs of Private Banks (Rs. in Crores) 

Year ICICI AXIS HDFC 
Kotak 

Mahendra 
YES Bank 

2012 9,475 1,806 1,999 614 83 

2013 9,608 2,393 2,335 758 94 

2014 10,506 3,146 2,989 1,059 175 

2015 15,095 4,110 3,438 1,237 313 

2016 26,221 6,088 4,393 2,838 749 

2017 (June) 43,148 22,031 7,243 3,727 1,364 

Source: (1) Figures for 2012-2016 Business World.in/article/How NPA of Banks Increased over Last Five 

Years/27.05.2017 

 (2) Figures for 2017 (June) Care Ratings – Industry Research / NPAs in Banks – June 2017/August 17, 

2017. 

 Among the private sector banks the two banks ranks top as to NPA postion. ICICI bank accounts for ab 

out 5.25% share in total NPAs during June 2017. In private banks also the trend of NPAs is increasing during 

the last 6 years. 

 The share of bad loans in their advances shows that public sector banks have highest ratio. The table 

below shows the Bank-wise NPA ratio as of June 2017 for public and private sector banks. 

 

Table 3 Bank-wise NPA ratio as of June 2017 (%) 

Public Banks Private Banks 

Bank % Bank % 

Oriental Bank of Commerce 13.85 ICICI 7.99 

Punjab National Bank 13.66 Axis 5.03 

Bank of Baroda 11.40 Kotak Mahindra 2.58 

Canara Bank 10.56 HDFC 1.24 

SBI 9.97 Yes Bank 0.97 

Source: Care Ratings – Industry Research / NPAs in Banks – June 2017/August 17, 2017. 
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 Even though SBI is having largest share of about 22.67% of total NPAs, the percentage NPA to total 

advances is only 9.97%. Oriental Bank of Commerce and Punjab National Bank have highest ratio. With 

regard to private banks ICICI holds the toppest ratio of 7.99% NPA. The only private bank with lowest NPA is 

Yes Bank. 

 

Finanacial Year 2018 Challenging for Indian Banks 

 According to the reports of ICRA TODAY (Mumbai, Aug 31,2017) newer segments like MSME and 

farmers are also reporting stress, and NPAs for listed banks will shoot up to 10.2% by FY18 – end. April-June 

period saw fresh slippages shooting up to a five-quarter high of Rs.1.15 lakh crore and estimated that the 

system will end FY18 With slippages of Rs.3 lakh crore.  

 According to RBI, the public sector banks may continue to register highest GNPA ratio. RBI‟s Financial 

Stability Report (FSR) said, “Under baseline scenario, the PSB‟s GNPA ratio may increase to 12.5% in March 

2017 and then to 12.9% in March 2018 from 11.8% in September 2016, which could increase further under a 

severe stress scenario”. 

 

Conclusion 

 It is concluded that Indian situation of Bank NPAs have shown an alarming increase after 2008 due to 

slowdown of the global economy. One of the main reasons for rising NPA is liberal lending norms for large 

corporate sector falling in textile, aviation, mining and infrastructures. The public sector banks are prone much 

to this rising NPAs. Even though RBI and Government have taken various remedial measures to curb the NPA 

situation, Indian economy is facing slow down growth. The surgical strike on Black Money called 

„Demonetisation‟ also affected the business operations led to bank NPAs. 
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 Abstract 
 Advertising has evolved into a vastly complex form of 

communication, with literally thousands of different ways 

for a business to convey a message to the consumer. 

Advertising is an important element of our culture because 

it reflects and attempts to change our life style. Actually 

advertising is directly related to the need of man to 

communicate his message and attract to each other. 

Today's advertisers have a vast array of choices at their 

disposal. The internet alone provides many of these, with 

the advent of branded viral videos, banners, advertorials, 

sponsored websites, branded chat rooms etc. In 21st 

century advertisement bloomed to its full form. More 

emphasis was laid on advertisement copy. Art services and 

advertisement production became more and more 

important. 

 Basically it is a medium of dissemination of 

information and persuasion. It always creates a glamorous 

area. No doubt today advertising covers almost every area 

of the thought process and action of society. It is 

considered to be a highly sophisticated communication 

force and powerful marketing tool. In other words we can 

say that it is a complete psychological treatment for the 

consumer and act as a very creative art. 

Key words: Marketing, Advertising, Communication tool, 

Marketing mix and Social advertising. 

 

Introduction 

 Advertising is a powerful communication force and vital marketing tool helping to sell goods, services, 

images and ideas through channel of information and persuasion. It is highly visible force in the society. 

Today all of us receive many advertising messages daily. Now it is essential to the success of any type of 

business and industry. Furthermore, advertising strategies are employed more and more by non-business 

organisation such as government, colleges, universities and public service groups. It is one of the parts of the 

marketing and communication process. Advertising convince people to buy products. All advertising contains 

both information and persuasion. Today we can say advertising is a communication, marketing, public-

relation, information and persuasion process. Advertising reaches us through a channel of communication 

referred to as a medium. It is usually aimed at a particular segment of the population - the target audience 

(Consumer and business). 

 

Objectives 

 To understand the basic concepts, developments, Innovative campaigns, theories and strategies of 

advertising in general.  

 To know the different classifications of advertising.  

 To study the Role of advertising and scenario of Indian advertising media. 

 To know the process of advertising and to understand the motivational & persuasion communication of 

advertising 

 To understand the basic concepts of social advertising and also acknowledge its need.  

 

Innovative Advertising Campaign 

 Advertising is a form of communication used to encourage or persuade an audience to continue or take 

some new action. Among the 4Ps of marketing, the last P stands for Promotion which is the process of 

reaching the target market and convincing them to go out and buy the product. Advertising is one of the 

ADVERTISING IN INDIAN SCENARIO 
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important tools of promotion. The marketing mix has been the key concept to advertising. There are number of 

ways to make the advertisement of the product. In the same way the advertising campaign which are used by 

innovate the new strategies to advertise the product. Advertising is a function of marketing and basically 

encompasses methods of communication with audience designed to produce sales enquiries and improve 

awareness of product/brand/organization. Advertising refers to printed and electronic media that is presented 

one way or another to market or audience, including packaging, point of sale, brochures and sales literature. 

Advertising is statistically driven and measurable implementation of marketing strategy, via carefully selected 

communications methods, targeted at predetermined audiences. 

 

Advertising Theory 

 Hierarchy of effects model: It clarifies the objectives of an advertising campaign and for each individual 

advertisement. The model suggests that there are six steps a consumer or a business buyer moves through 

when making a purchase. The steps are: Awareness, Knowledge, Liking, Preference, Conviction and Purchase. 

It plays a major role in achieving brand and company objectives to attract new customers and retaining current 

customers.  

 Means-End Theory: This approach suggests that an advertisement should contain a message or means 

that leads the consumer to a desired end state.  

 Leverage Points: It is designed to move the consumer from understanding a product's benefits to linking 

those benefits with personal values.  

 

Advertising Strategies  

  Advertising is the important tool for all companies. Advertising is undoubtedly the most visible form of 

marketing and it is an industry that is continuously evolving due to rapid changes in technology. Advertising 

enters in Indian market with some challenges. These challenges are   

 Create brand awareness among Indian customers  

 Build loyalty and aspiration and Influence decision-making.  

 To face these challenges companies have use almost all types or forms of Advertising to create awareness 

among the Indian customer.  

 

Classification of Advertising 

 The nature and purpose of the advertising differ from one industry to another or across situations. 

Marketers advertise to the consumers market with national, local and direct-response advertising which may 

involve stimulating primary or selective demand. They use industrial, professional and trade advertising for 

business and professional markets. 

 National Advertising: Advertising done by a company on a nationwide basis and targeted to the ultimate 

consumer market is known as national advertising. The companies that sponsor these ads are generally 

referred to as national advertisers. Most of the advertisements for well-known brands on TV or in other major 

media are examples of national advertising.  

 Retail/Local Advertising: Advertising is done by major retailers or smaller local merchants to encourage 

consumers to shop at a specific store or use a local service such as local financial companies, bank, hospitals, 

restaurants, show rooms etc. While the national advertisers sell their products at retail or local advertisers. 

Retail advertising tends to emphasize specific customer benefits such as store house, credit policies, services; 

atmosphere, merchandise assortment and other distinguish attributes. 

 Direct-Response Advertising: Direct-response advertising is a method of direct marketing whereby a 

product is promoted through an advertisement that lets the customer purchase directly from the manufacturer. 

Direct response advertising has become very popular in recent years owing primarily to changing life-styles. 
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The convenience of shopping through the mail or by telephone has led to the tremendous increase in this 

advertising. 

 Primary and Selective Demand Advertising: Primary Demand Advertising is designed to stimulate 

demand for the general product class or entire industry. Selective Demand Advertising focuses on creating 

demand for a particular manufacturer's brands. Primary demand advertising is often used as part of a 

promotional strategy to help a new product gain acceptance among customers.  

 Business to Business Advertising: Business-to Business advertising is used by one business to advertise 

its products or services to another. It is categorized in three basic categories like industrial, professional and 

trade advertising. 

 Industrial Advertising: Advertising targeted at individuals who buy or influence the purchase of 

industrial goods or other services is known as industrial advertising. Industrial goods are those products that 

either become a physical part of another product or used in manufacturing other goods. Business service such 

as insurance, financial services and health care are also included in this category. 

 Professional Advertising: Advertising that is targeted to professional groups such as doctors, lawyers, 

dentists or engineers to encourage to use the advertiser's product or specify it for other's use is known as 

professional advertising. Professional groups are important because they constitute a market for products and 

services they use in their businesses. 

 Trade Advertising: Advertising with in a trade to attract the wholesalers and retailers and motivate them 

to purchase its products for resale is termed as trade advertising. Company sales representatives call on 

resellers to explain the product, discuss the firm's plans for building demand among ultimate consumers.  

 

Role of Advertising 

 All advertising contains both information and persuasion. It influence in the mass media market place. 

The classified advertisements in the daily newspaper are almost pure information. Their primary intention is to 

advise the readers of the availability of a product telling where, when and for how much. It has both marketing 

and communication. Advertising is a message that plays a major role in shaping the content and operation of 

the mass media and also reflects our life styles. Now the scenario is that the average adult is exposed to 

uncounted number of advertisements each day. It plays two broad roles in the socio-economic landscape of a 

country. 

 Economic roles   

 Social roles 

 Advertising is Basically an Economic Institution: It performs an economic function for an advertiser 

affect economic decision of the audience and is an integral part of the whole economic system. Here are some 

of the economic role and benefits of advertising: 

 Advertising encourages economic growth  

 Advertising and Brand name 

 Media support  

 Distribution costs   

 Advertising and monopoly 

 Effects on business cycles and providing product utility 

 Encouraging new product and  

 Maintain Competition 

 At all economic level, advertising stimulates demand, educate consumer about new product, policies, 

programmes services and organizations, increase competition and improve standard of life-style by helping to 

bring new product to the consumer. 
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 At Social Level Advertising: Advertising reflects society and society reflects advertising. It makes role 

models who can create societal change. Adult education and pulse polio campaign also used to sell the concept 

of social advertising. It is a positive force in our society. It makes to the nation's social welfare. There are five 

roles of advertising to social welfare; 

 Efficient source of information for both consumers and industrial buyers for product quality, new material 

or merchandise, new technology and cost. 

 Reduces distribution costs through personal selling. 

 Encourage competition. It increases product quality through solid brand identity. 

 It creates publicity for material and cultural incentives of a liberal enterprise society. 

 It makes all mass media to maintain independence from government, political parties and other special 

interest groups. 

 

Scenario of Indian Advertising Media 

 Advertising spend more money on various media. In India more than Rs.1,050 crores was spent on 

newspapers and magazines advertising. At present the favourite media are the TV, the press and posters along 

with radio and film. These have widest coverage. However other media like posters, direct mail, transit media 

and electric signs are a few top advertisers. 

 Virtually any medium can be used for advertising. Commercial advertising media can include as wall 

paintings, billboards, street furniture components, radio, cinema and television adverts, web banners, mobile 

telephone screens, skywriting, bus stop benches, magazines, newspapers, sides of buses, banners attached on 

roof mounts and passenger screens, musical stage shows, subway platforms and trains, stickers on apples in 

supermarkets and supermarket receipts. Advertising increases value for consumers and promotes choice to 

drives economic growth. The various types of advertising such as: 

 Online Advertising  

 Cell Phone & Mobile Advertising 

 Print Advertising 

 Periodical Advertising 

 Brochures, Leaflets, Flyers, Handouts, and Point-of-Sale Advertising 

 Direct Mail Advertising 

 Broadcast Advertising 

 Outdoor Advertising 

 Public Service Advertising 

 Product Placement Advertising 

 

Process/Elements of Advertising Communication 

 The basic task of advertising is communication with motivation and persuasion of the audience for 

responding according to the intended design of the advertiser. It is essential to analyze what motivates people 

to act in a particular manner. In the communication system or advertising process the consumer is considered 

as an information process and decision making entity. Hence it is important to analyze how the required 

information reaches the entity and how responds reacts to the given information or stimulus. 

 A basic model of the various elements of advertising communication process has evolved. Two elements 

represent the major participants in the advertising's communication process; 'The Sender' and 'The Receiver'. 

Another two are the major communication functions such as 'Encoding and Decoding', 'Response' and 'Feed 

back'. The last element 'Noise' refers to any extraneous factors in the system that can interfere with the process 

and work against effective communication. Thus the communication system dependent on four basic 

elements: 

https://www.thebalance.com/the-different-forms-of-digital-advertising-38451
https://www.thebalance.com/what-trends-in-mobile-advertising-mean-for-the-industry-38956
https://www.thebalance.com/print-advertising-explained-38453
https://www.thebalance.com/what-exactly-is-broadcast-advertising-38483
https://www.thebalance.com/what-is-outdoor-advertising-38452
https://www.thebalance.com/what-exactly-is-public-service-advertising-38455
https://www.thebalance.com/the-delicate-art-of-product-placement-advertising-38454


National Conference On Contemporary Issues in Commerce and Management 

 

 

Page 104          N.K.R.GOVERNMENT ARTS COLLEGE FOR WOMEN, Namakkal  

 Source: The advertiser; Message : The advertising message 

 Channel: The media; Receiver : The audience 

 

Social Advertising 

 The advertisement which contents publicity about social concerns of human being is called social 

advertisement. Social advertising as stated earlier refers to those advertisements which deal with social causes 

aimed at welfare and well being of the people. The advertisements create awareness among the masses, inform 

and educate them about socially relevant issues like conservation of Oil, Petrol, Diesel, Water and Energy, 

Health, Family Welfare, Literacy, National Integration to mention a few. The tremendous success has paved 

the way for gradual increase in the use of advertising for non-commercial products, services and ideas as well 

is popularly known as “Social Cause Advertising.” The certain characteristics of social ads can be 

highlighted as; 

 The public relations advertising has a non-product, non-service and non-profit perspective. 

 The main focus of this advertising is on some matter of social importance. 

 The social economic or cultural issues dealt in this advertising. 

 The ads are sponsored by government, voluntary organizations and business houses also. 

 It promotes those causes and activities which are generally accepted desirable in general.  

 Rural concern is the main target of these ads. 

 

Need of social advertising  

 Today the world is characterized by fast changes taking place in all spheres-sciences and technology, 

business, products, processes, society, culture, economy, etc. This has created variety of socio-economic 

problems for the entire human species. The problems so created have both indirect and direct impact on the 

working of different type of publics. Government being the guardian of the society is pursuing to deal with 

problems on different counts in a variety of ways. But the government has its own limitation. A few 

organizations at their own with the intention to carry out their social responsibility of business come out and 

help the government propagating for a social cause also known as public service advertising. The various 

types of social advertising such as; 

 Political Advertisements   

 Charitable Advertising 

 Social Cause Advertising   

 Government Advertising 

 Private non profit advertising  

 Association Advertising 

 Advertorials     

 Institutional Advertising 

 

Conclusion 

 In the beginning of 21st century, the advertisers themselves became more serious and their approach 

becomes more sophisticated. Print, Radio, TV and Internet Commercials have created deep impact on Indian 

advertising. In India it has played a vital role in the development process by creating a demand for consumer 

goods and raising a living standard of millions. Advertising increases competition and improve life-style by 

helping to bring new product to the consumer. In today‟s competitive business world each organization 

depends on advertisement. Beyond this non commercial originations are also using advertisement for their 

publicity. 
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Abstract 
 Online banking is one of the services that the 

financial institution can offer. More people are relying on 

Internet - only banking as their only way of doing business. 

Before agreeing to online account access or before starting 

an account with an Internet-based bank, we should become 

familiar with the risks of online bank. Online banking, also 

known as internet banking, e-banking or virtual banking, is 

an electronic payment system that enables customers of a 

bank or other financial institution to conduct a range of 

financial transactions through the financial institution's 

website. The online banking system will typically connect 

to or be part of the core banking system operated by a 

bank and is in contrast to branch banking which was the 

traditional way customers accessed banking. Financial 

institution may use state-of-the-art security measures to 

protect customers information. Computer criminals are 

always working to bypass existing security systems. 

Security of a customer's financial information is very 

important without which online banking could not operate. 

Financial institutions have set up various security 

processes to reduce the risk of unauthorized online access 

to a customer's records, but there is no consistency to the 

various approaches adopted. This study is attempt to gain 

better knowledge about E-Banking and their risk. 

Keywords: E-banking, Risk, credit, Transaction, 

investment decision. 

 

Introduction 

 Continuing technological innovation and competition among existing banking organisations and new 

entrants have allowed for a much wider array of banking products and services to become accessible and 

delivered to retail and wholesale customers through an electronic distribution channel collectively referred to 

as e-banking. However, the rapid development of e-banking capabilities carries risks as well as benefits. 

 

E-Banking 

 Banking organizations have been delivering electronic services to consumers and businesses remotely for 

years. Electronic funds transfer, including small payments and corporate cash management systems, as well as 

publicly accessible automated machines for currency withdrawal and retail account management, are global 

fixtures. However, the increased world-wide acceptance of the Internet1 as a delivery channel for banking 

products and services provides new business opportunities for banks as well as service benefits for their 

customers. The e-banking has made the customer say good-bye to huge account registers and large paper bank 

accounts. 

 

E-Banking Services 

 Many banks have modernised their services with the facilities of computer and electronic equipments. The 

electronic revolution has made it possible to provide ease and flexibility in banking operations to the benefits 

of the customer. The e-banking has made the customer say good-bye to huge account registers and large paper 

bank accounts. 

 

ATM/ Debit Card 

 ATM is an electronic machine, which is operated by the customer himself to make deposit, withdrawals 

and other financial transactions. ATM is a step in improvement in customer service. ATM facility is available 

to the customer 24 hours a day. A debit card is a plastic bank card used at an ATM or a point-of-sale (POS) 

terminal that enables a consumer to have funds directly debited from customer‟s bank account. 

 RISKS IN E-BANKING 
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Credit Card 

 A credit card system is a type of retail transaction settlement and credit system, named after the small 

plastic card issued to users of the system. In the case of credit cards, the issuer lends money to the customer. 

Banks credit cards are generally issued by a bank under a license from a national organisation. 

 

Electronic Fund Transfer 

 Electronic banking, also known as electronic fund transfer (EFT), use computer and electronic technology 

in place of check and other paper transactions. Many financial institutions use ATM or debit cards and 

Personal Identification Numbers (PINs) for this purpose. Some customer uses other types of debit cards that 

require customer signature or a scan.  

 

Mobile Banking 

 Mobile banking facility is an extension of internet banking. The bank is in association with the cellular 

service providers offers this service. For this service, mobile phone should either be SMS or WAP enabled. 

These facilities are available even to those customers with only credit card accounts with the bank. 

 

Tele Banking 

 Tele banking is another innovation, which provided the facility of 24 hour banking to the customer. Tele 

banking is based on the voice processing facility available on bank computers.  

 

Internet Banking 

 Internet banking enables a customer to do banking transactions through the bank‟s website on the internet. 

It is a system of accessing accounts and general information on bank products and service through a computer 

while sitting in its office or home. 

 

Banknet 

 BANKNET is an internet based communication network backbone. It provides speed of financial 

transaction 

 

INFINET- Indian Financial Network 

 The INFINET is a satellite based wide area network using VSAT (very small Aperture Terminal) 

technology set up by the RBI in June 1999. 

 

RTGS (Real Time Gross Settlement System) 

 RTGS system is a funds transfer mechanism where transfer of money takes place from one bank to 

another on a real time and on gross basis. 

 

MICR Cheque Clearing Service 

 MICR (Magnetic Ink Character Recognition) is the technology to reading and identification of paper 

documents by electronic machines. 

 

Swift 

 Society for Worldwide Inter-bank Financial Telecommunication (SWIFT), it facilitate the members to 

transfer messages relating to financial transactions, debit-credit exchange, and foreign exchange. 

 

 

 

 



National Conference On Contemporary Issues in Commerce and Management 

 

 

Page 108          N.K.R.GOVERNMENT ARTS COLLEGE FOR WOMEN, Namakkal  

Risk Faced by E-Banking Transaction 

Operational Risk 

 The most significant class of risk management for e-banking services is operational risk. Operational risk 

is the risk of direct or indirect loss resulting from inadequate internal processes, people and systems or from 

external events. The following causes for operational risk can be: 

 Inadequate Information Systems 

 Breaches in internal controls 

 Fraud 

 Processing Errors 

 A high level of transaction risk may exist with Internet banking products, particularly if those lines of 

business are not adequately planned, implemented, and monitored. Banks that offer financial products and 

services through the Internet must be able to meet their customer‟s expectations. Banks must also ensure they 

have the right product mix and capacity to deliver accurate, timely, and reliable services to develope a high 

level of confidence in their brand name. Customers who conduct business over the Internet are likely to have 

little tolerance for errors or omissions from financial institutions that do not have sophisticated internal 

controls to manage their Internet banking business.  

 

Security Risk  

 Security risk arises on account of unauthorized access to bank‟s critical information stores like accounting 

system, risk management system, portfolio management system, etc. A breach of security could result in direct 

financial loss to the bank. Other related risks are loss of reputation, infringing customers‟  privacy and its 

legal implications. Thus, access control is of paramount importance. Controlling access to banks‟  system has 

become more complex in the Internet environment which is a public domain and attempts at unauthorized 

access could emanatefrom any source and from anywhere in the world with or without criminal intent. 

 

Strategic Risk  

 Poor e-banking planning and investment decisions can increase a financial institution‟s strategic risk. E-

initiatives can spring up in an incoherent and piecemeal manner in firms. A financial institution‟s should 

realize the risks associated with e-banking services and evaluate the resultant risk management costs against 

the possible return on investment prior to offering e-banking services. Banks should respond to these risks by 

having a clear strategy driven from the top and should ensure that this strategy takes account of the effects of 

e-banking, Such a strategy should be clearly disseminated across the business, and supported by a clear 

business plan with an effective means of monitoring performance against it.  

 

Credit Risk  

 Management should consider additional precautions when originating and approving loans electronically, 

including assuring management information systems effectively track the performance of portfolios originated 

through E-banking channels. The following aspects of on-line loan origination and approval tend to make risk 

management of the lending process more challenging. If not properly managed, these aspects can significantly 

increase credit risk.  

 Verifying the customer‟s identity for on-line credit applications and executing an enforceable contract;  

 Monitoring and controlling the growth, pricing, underwriting standards, and ongoing credit quality of 

loans originated through e-banking channels;  

 Monitoring the third-parties doing business as agents or on behalf of the financial institution Valuing 

collateral and perfecting liens over a potentially wider geographic area;  

 Collecting loans from individuals over a potentially wider geographic area;  

 Monitoring any increased volume of, and possible concentration in, out-of-area lending.  
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Reputational Risks  

 This risk is getting significant negative public opinion, which may result in a critical loss of funding or 

customers. The Internet allows for the rapid dissemination of information either good or bad, is common 

knowledge within a short space of time. The speed of the Internet considerably cuts the optimal response times 

for both banks and regulators to any incident.  

 

Legal Risk 

 The legal risks are directly related to the electronic banking .This risk is the risk of non-compliance with 

legal or regulatory requirements. They mainly stem from the uncertainty that exists in the legal – regulative 

framework concerning the electronic banking. The problem becomes even bigger when a bank offers its 

electronic services to other countries. Another legal risk is related with the protection of the customers 

personal data. It is possible that the intruders acquire access in the databases of the banks and use the data of 

customers in order to commit a fraud. In this case a legal risk is created by the bad or not certified use of 

customers data. The legal risks, in which the financial institutions will be exposed from the use of electronic 

banking. 

 

Money Laundering Risk 

  Money laundering is the practice of engaging in financial transactions in order to hide the identity, source, 

and destination of money, and is a main operation of the underground economy. Money laundering is called 

the source of illegally obtained funds is hidden through a succession of transfers and deals in order that those 

same funds can eventually be made to appear as legitimate income. Every financial institution is charged with 

the responsibility of developing policies and procedures to combat money laundering, which includes the duty 

to be aware of trends and adaptations in the methods by which money laundering is carried out. As Internet 

banking transactions are conducted remotely banks may find it difficult to apply traditional method for 

detecting and preventing undesirable criminal activities. Application of money laundering rules may also be 

inappropriate for some forms of electronic payments. Thus banks expose themselves to the money laundering 

risk.  

 

System Architecture and Design Risk 

 A bank faces the risk that the systems it chooses are not well designed or implemented. Service providers 

operations could be interrupted due to system breakdowns or financial difficulties, the rapid pace of change 

that characterizes information technology presents banks with the risk of systems obsolescence. For example, 

computer software that facilitates the use of electronic banking and electronic money products by customers 

will require updating, but channels for distributing software updates pose risks for banks in that criminal or 

malicious individuals could intercept and modify the software. In addition, rapid technological change can 

mean that staff may fail to understand fully the nature of new technology employed by the bank. 

 

Conclusion 

 For an increasing number of banks there may be a strategic reason for engaging in electronic banking and 

electronic money activities. In addition, greater use of electronic banking and electronic money may increase 

the efficiency of the banking and payment system, benefiting consumers and merchants. E-banking 

transactions are much cheaper than branch or even phone transactions. One of the benefits that banks 

experience when using e-banking is increased customer satisfaction. This is due to that customers may access 

their accounts whenever, from anywhere, and they get involved more, this creating relationships with banks. 

With all these benefits banks can obtain success on the financial market. At the same time, as the preceding 

discussion indicates, there are risks for banks engaging in electronic banking and electronic money activities. 
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Risks must be balanced against benefits, banks must be able to manage and control risks and absorb any 

related losses.  
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Abstract 

 Services are becoming crucial in a country's 

development, including in achieving the Millennium 

Development Goals, such as poverty reduction and access 

to basic services, including education, water and health 

services. World Bank has pointed to the higher 

contribution of growth in the services sector to poverty 

reduction than the contribution of growth in the 

agriculture or manufacturing sectors. Maharashtra, Tamil 

Nadu and Karnataka are the top three states which have 

highest GVA in services sector in India. Maharashtra has 

increasing trend and Tamil Nadu had decreasing trend in 

the growth rate of service sector during the study period. 

Andhra Pradesh and Telangana recorded highest growth 

rates in the recent years in services sector. The study 

analyzed the percentage share of states with highest GVA 

in services sector. One third states of India account for 

three fourth of the GVA in services sector. Telangana, 

Rajasthan and Andhra Pradesh are the states with steady 

increase in percentage share of GVA in services sector. 

Uttar Pradesh, Gujarat and Delhi are the states which had 

its share reduced marginally during the study period. 

Keywords: Services Sector, India, Tamil Nadu, 

Maharashtra, Karnataka 

 

Introduction 

 The services sector plays an increasingly dominant role in the development of countries. The impact of 

services sector on development of countries is affirmed by many studies. Services are becoming crucial in a 

country's development, including in achieving the Millennium Development Goals, such as poverty reduction 

and access to basic services, including education, water and health services. World Bank has pointed to the 

higher contribution of growth in the services sector to poverty reduction than the contribution of growth in the 

agriculture or manufacturing sectors. Trade in services demonstrated the capacity to recover quickly from 

toughness in the latest financial and economic crises in terms of lower magnitude of decline, less 

synchronicity across countries and earlier recovery from the crises. Such resilience has led many countries to 

incorporate services trade into the post-crisis national trade and growth strategies. Strengthening the domestic 

services sector by multiplying its backward and forward linkages with the primary and the secondary sectors 

as well as its linkage with trade can be an effective component of a comprehensive development strategy. 

 For developing countries and least developed countries (LDCs), service trade is the new frontier for 

enhancing their participation in international trade and, in turn, realizing development gains. In India, among 

the three important sectors contributing to the development of the economy, the contribution of services sector 

is increasing steadily over the past few years. The importance of services sector is increasing decade after 

decade. Unlike agricultural and manufacturing sectors, services sector in India has created broad based and 

positive incremental growth since 2000-01. The study analyse the states which are highly contributing to the 

services sector of India.  

 

Objectives 

 This study is based on the following objectives  

 To study the trends in states with highest GVA in the services sector 

 To evaluate the movements in annual growth rate of states with highest GVA in services sector  

 To identify the percentage share of states with highest GVA in services sector 

STATES DOMINATING SERVICES SECTOR IN INDIA (2012-2016) 
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Methodology 

 Source of Data: The study is based on published sources of data collected from the Handbook of Indian 

Economy, Reserve Bank of India.  

 Period of Study: The study is focusing on the states with highest GVA in services sector since 2012-13. 

Therefore study is undertaken for a period of 5 years from 2012-13 to 2016-17.  

 Tools Used For Analysis: The study employed the percentage analysis and annual average growth rate 

(AGR) for the analysis. 

 

Findings 

 The National Accounts classification of the services sector incorporates trade, hotels, and restaurants; 

transport, storage, and communication; financing, insurance, real estate, and business services; and 

community, social, and personal services. In the World Trade Organization (WTO) list of services and the 

Reserve Bank of India (RBI) classification, construction is also included.  

 The study used cumulative data of all the classifications of services sector and selected the leading ten 

contributing states to the services sector. The negligible and remaining states were not considered for the 

study. The GVA of services sector in those states during 2012-13 to 2016-17 are provided below. RBI has not 

released the GVA of services sector for certain states for the year 2016-17.  

 

Table 1 Top 10 States with Highest Services Sector GVA in India (in Rs. Billion) 

Source: Reserve Bank of India 

 It is observed from the Table 

1, that Maharashtra and Tamil 

Nadu are the top two states 

which have highest GVA in 

services sector. The other states 

which are dominant in services 

sector are Karnataka, Uttar 

Pradesh, Gujarat, Delhi, Kerala, 

Telangana, Rajasthan and 

Andhra Pradesh respectively. 

 Maharashtra, Tamil Nadu and Karnataka are leading states with IT corridors. It is obvious that these states 

emerge as leading states in services sector.  

 

Table 2 AGR of Top 10 States with Highest Services Sector GVA in India (in Rs. Billion) 

Source: Reserve Bank of India 

 It is observed from Table 2, 

Karnataka had highest AGR with 

10.65 percent. Telangana 

emerged as state with highest 

services sector growth in 2014-15 

with 11.56 percent whereas 

Andhra Pradesh emerged as state 

with highest services sector 

growth in 2015-16 with 10.78 

percent. In 2016-17, Andhra 

Pradesh and Telangana had 

State/ Union Territory / 

Year 
2012-13 2013-14 2014-15 2015-16 2016-17 

Maharashtra 6279.03 6630.24 7168.85 7837.82 Na 

Tamil Nadu 4278.66 4605.67 4898.56 5104.51 5560.47 

Karnataka 3719.32 4115.61 4383.20 4730.34 5118.92 

Uttar Pradesh 3753.35 3936.08 4243.87 4540.72 4815.15 

Gujarat 2628.35 2774.46 2976.68 3173.79 Na 

Delhi 2611.55 2746.22 2978.93 3124.16 3332.07 

Kerala 2421.89 2607.85 2726.55 2900.00 Na 

Telangana 1993.70 2121.49 2366.79 2598.06 2839.53 

Rajasthan 2026.30 2157.80 2331.89 2534.12 Na 

Andhra Pradesh 1774.03 1894.17 2089.93 2315.31 2542.10 

State/ Union 

Territory/ Year 
2012-13 2013-14 2014-15 2015-16 2016-17 

Maharashtra - 5.59 8.12 9.33 na 

Tamil Nadu - 7.64 6.36 4.20 8.93 

Karnataka - 10.65 6.50 7.92 8.21 

Uttar Pradesh - 4.87 7.82 6.99 6.04 

Gujarat - 5.56 7.29 6.62 na 

Delhi - 5.16 8.47 4.87 6.65 

Kerala - 7.68 4.55 6.36 na 

Telangana - 6.41 11.56 9.77 9.29 

Rajasthan - 6.49 8.07 8.67 na 

Andhra Pradesh - 6.77 10.34 10.78 9.80 
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highest growth rates with 9.80 and 9.29 in services sector. Maharashtra has increasing trend in the growth rate 

of service sector with 5.59 percent, 8.12 percent and 9.33 percent during the years 2013-14, 2014-15 and 

2015-16. Tamil Nadu had declining trend in growth rate during 2013-2015. However, it increased to 8.93 

percent in 2016-17.  

 

Table 3 Percentage Share of Top 10 States with Highest GVA in Services Sector 

Source: Reserve Bank of India 

 The study analyse the percentage share 

of states with highest GVA in services 

sector. It is found that top ten states 

account for 74 percent of the overall GVA 

in services sector. One third states of India 

account for three fourth of the GVA in 

services sector. Maharashtra‟s percentage 

share in services sector is 14.69 percent in 

2012-13 and it increased to 14.92 percent 

in 2015-16. Tamil Nadu had 10 percent 

share of GVA in services sector during 

2012-14. It dropped to 9.72 percent in 2015-16. Karnataka increased its share from 8.70 percent in 2012-13 to 

9 percent in 2015-16. Telangana, Rajasthan and Andhra Pradesh are the states with steady increase in 

percentage share of GVA in services sector. Uttar Pradesh, Gujarat and Delhi are the states which had its share 

reduced marginally during the study period.  

 

Conclusion 

 Growth of services sector has transformed India into new dimension. It helped the nation to achieve 8 to 9 

percent growth especially after 2004. These growth rates were unimaginable in the earlier period. Though the 

sector has sluggish growth after the sub-prime crisis in 2008-09, it is recovering in a faster pace. Maharashtra, 

Tamil Nadu and Karnataka are the top three states which have highest GVA in services sector in India. 

Maharashtra has increasing trend and Tamil Nadu had decreasing trend in the growth rate of service sector 

during the study period. Andhra Pradesh and Telangana recorded highest growth rates in the recent years in 

services sector. The study analyzed the percentage share of states with highest GVA in services sector. One 

third states of India account for three fourth of the GVA in services sector.  

 Telangana, Rajasthan and Andhra Pradesh are the states with steady increase in percentage share of GVA 

in services sector. Uttar Pradesh, Gujarat and Delhi are the states which had its share reduced marginally 

during the study period. It is observed that forward states are dominating the share of services sector GVA. 

Especially, all the southern states listed in top ten states in contribution to services sector. The southern states 

accepted English politically instead of Hindi as their official language. This favoured the southern states in the 

long run compared to the Hindi speaking states. Backward states of India have to work in strengthening their 

contribution towards services sector. It is the services sector which provides higher income than the other two 

sectors in India. Therefore, ensuring policies for the same can help in development of the backward states of 

India.  
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