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A COMPARATIVE STUDY OF WORK LIFE BALANCE BETWEEN
ACADEMIC AND CORPORATE SECTOR WOMEN EMPLOYEES
Sukhjeet Kaur Matharu*, Suditi Jain**, Naina Goyal***
Work life balance is a term used to describe the balance between an individuals personal life and
professional life. A healthy work-life balance assumes great significance for working women both in
the context of family and the workplace. The role of working women is changed throughout the world
due to economic conditions and social demands. This has resulted in a scenario in which working
women have tremendous pressure to develop a career as robust as their male counterparts while
sustaining active engagement in personal life. The ever-increasing work pressure is taking a toll on
the working women leaving them with less time for themselves. Thus, achieving work life balance is
a necessity for working women to have a good quality of life. This paper is an attempt to identify the
work life balance of women in academic and corporate sector. Primary data was collected from the 115
working women respondents from Indore city. The data collected was analyzed by using SPSS 16.0
statistical software. In this study four factors were identified in the study namely Health issues,
Work Pressure, Time factor and Growth Prospects.
Key Words: Work-Life-Balance, Challenge, Work Pressure, Good Quality, Academic and Corporate.

INTRODUCTION
Indian families are undergoing rapid changes
due to the increased pace of urbanization
and modernization. Women of the early
centuries were mostly confined to their
kitchens and those who were employed
worked in factories, farms or shop works.
Very few women had the access to higher
education and they were forced to be at the
mercy of their fathers or husbands attitudes
towards women and work. Indian women
belonging to all classes have entered into
paid occupations. At the present time, Indian
womens exposure to educational
opportunities is substantially higher than it
was some decades ago, especially in the
urban setting. Work Life Balance of Women
employee has become an important subject
since the women are equally sharing the
earning responsibility for the betterment of
their family. Women are getting into jobs and
they continue to work even after marriage.
A married woman has more responsibility

than man in taking care of young children
and family. The working women efficiently
overcome difficult situations by their
commitment and perseverance. The
participation of women in income generation
activities lends them to satisfy their home
needs to a greater extent.
Changes in the social, political and economic
conditions of societies have influenced and
continued to influence both the nature of
employment and its relationship to life
outside work. Work life balance has emerged
as a hot topic in recent years fuelled in part
by changing trends in womens social roles.
The Service Sector constitutes a large part of
the Indian economy both in terms of
employment potential and its contribution
to national income. The changing economic
conditions and social demands have changed
the nature of work throughout the world .
The concept of Work life balance is becoming
more and more relevant in an ever dynamic
working environment. Work life balance is
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about effectively managing the juggling act
between paid work and the other activities
that are important to the people. Its not
about saying that work is wrong or bad, but
that work shouldnt completely crowd out
the other things that matter to people like
time with family, participation in community
activities, voluntary work, personal
development, leisure and recreation.
The right balance is very personal thing and
will change for each person at different times
of his or hers life. For some people the issue
is being able to get into work or find more
work rather than having too much work.
There is no one size fits all solution. A
balanced life is one where we spread our
energy and effort - emotional intellectual
imagination, spiritual and physical between
key - areas of importance. The neglect of one
or more areas or anchor points may threaten
the validity of whole. The term work life
balance (Work Life Balance) was coined in
1986 in response to the growing concerns by
individuals and organizations alike that work
can impinge upon the quality of family life
and vice-versa, thus giving rise to the
concepts of family- work conflict (FWC) and
work-family conflict (WFC). The former is
also referred to as work interferes with
family (WIF) while the latter is also known
as family interferes with work (FIW). In other
words, from the scarcity or zero -sum
perspective, time devoted to work is
construed as time taken away from ones
family life.
The word Work-Life Balance is sometimes
considered as interwoven with Work-family
conflict. However, it can be argued that the
latter is more limited in scope than the former
because the focus in work-family conflict is
more on the relations between work and
family.
Benefits of Work Life Balance
Recognised benefits of work-life balance
policies for employees include Improved
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work-life balance  a reduction in the impact
of work on home and family life, Reduced
stress levels, Control over time management
in meeting work-life commitments,
Autonomy to make decisions regarding
work-life balance, Increased focus,
motivation and job satisfaction knowing that
family and work commitments are being
met, Increased job security from the
knowledge that an organisation understands
and supports workers with family
responsibilities, Decreased Health Care Costs
and Stress-Related Illnesses: With increasing
company focus on the high cost of health
care, work/life programs are becoming an
intelligent choice to help lower the number
of health care claims.
Barriers or Challenges to Work Life Balance
Many organizations have the policies only
on paper. There is very less concern for the
implementation of the policies. Although an
organization may offer a rich menu of work/
life benefits, the desired effectyielding
positive business resultsis unlikely to occur,
if employees do not know about the
programs or understand them. Introducing,
operating and implementing work-life
balance requires collaborative working and
is very much an holistic process.
Implementing a WLB strategy takes time.
Timescales for implementation need to be
realistic.
Role of Women and Work Life Balance
Women are mostly into full time services and
are working 8 hours per day and 5 days in a
week minimum and are confronted by
increasing workload everyday. So, most of
them carry work and responsibilities to home
but balancing between these two complex
situations in the present day fast life requires
talent, tact, skill and caution. Women have
to cope up with high work targets, office
commitments, tight meeting schedules and
the duties and responsibilities of life and
home. Employers should concentrate on
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framing various policies and schemes to
facilitate Work Life Balance to encourage and
attract women employees. Women may have
difficulties in managing their own work/life
balance, especially in work settings where
they do not receive much formal support
from their employer. If they want to strike
any balance between work and their lives
outside work, they must set this as a goal
and find their own ways of achieving it.
Women must have a desire to take control
of their own work/life balance and take
initiative, representing their own individual
effort aimed at securing this work/life
balance.
In order to gain control over work and their
identity in the workplace, women need to
clarify with their bosses the expectations
about the workload that they can handle.
They also need to manage spouses and
friends ideas about how hard they need to
work. A job includes components and
requirements objectively defined by the
organization; however, work/life balance
must be constructed by an individual. There
are different kinds of unofficial techniques
or behaviours that a woman, as an active
manager of her own work/life balance, can
use.
For example, depending on the job, a woman
may be able to control the length and timing
of her working day by managing when her
work actually begins. Some individuals may
be able to make choices about employer, job
or work projects based on the hours they
think they will have at work. A woman may
be able to move closer to her workplace in
order to reduce the amount of time she
spends travelling to and from work every
day. For jobs with less flexible schedules, a
woman might want to discuss long-term job
expectations, goals and pay with her
employer, so that she can become an active
participant in her companys decisions about
her career.
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REVIEW OF LITERATURE
Mani (2013) in her study concluded that there
are several factors in India which affects the
work life balance of women professionals
such as role conflict, lack of recognition,
organizational
politics,
gender
discrimination, child care issues etc. In her
study Lakshmi (2013) concluded that the
work life balance issues among their staff
specially women should be addressed by the
educational institutions and should take a
holistic approach to design and implement
the policies support to the teaching staff.
Kumari and Thriveni (2012) in her research
concluded that there is critical relationship
between the demographic variables and
work life balance.
In his study Ramadoss (2012) stated that the
high job control and support of the
supervisor for the family related issues are
significantly related to positive spill over
from work to family. A survey conducted by
Delina and Ray (2013) founded that in India
87 percent of women are mostly stressed and
pressured for time. Reddy et. al., (2010) in
their study concluded that the work-lifeconflict have been faced or experienced by
the women while attempting to balance
work and family lives. Thus the guidelines
to manage the work-life conflict must be
addressed by the organizations as they are
related to job satisfaction and performance
of the employees. The issues related to the
family work conflict and work family conflict
exert the negative influence in family domain
which results in the lower life satisfaction and
greater internal conflict within the family.
In his study Ahmad (2009) has researched on
the effect of work life conflict on the health
of working women. He did the survey of 103
corporate female employees from 72 various
companies organizations from across 11
broad sectors of the economy focusing on
the issue of corporate female employees. The
results of his findings was that there was an
significant increase in the psychological job
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demand like long working hours which lead
75 percent of working females to suffer
depression or generated anxiety or disorder
than those women with lowest level of
psychological job demand. Powell and
Greenhaus (2006) in their research paper
have examined that women face difficulty
in managing their own work life balance,
especially at work as they do not receive
formal support from their employees. To
strike a balance between work and their
outside work they must set the goals for
achieving it.
Marks and Dermid (1996) in their study has
defined work life balance as the key issue in
all types of employment as dual carer families
have become common and high work
demand with long working hours. They have
also emphasized on the importance of
helping employees achieve a balance
between the demand of their work and their
home lives. An increasing number of
demographic changes have been seen at the
workplace and dual carer families have
generated an increasingly diverse workforce
and a greater need of employees to balance
their work and non-work lives.
RATIONALE OF THE STUDY
The purpose of this study is to assess the
work life balance of women and specially the
problems faced by the women in the process
of balancing their work and family life. In
India women experience considerable
pressure, in the morning before going out to
work, to do all that necessary for the family.
The concept of work life balance along with
the implication is a core issue that must be
investigated as the number of working
women is on the rise and the problems they
face because of it without doubt quite serious.
OBJECTIVES
To explore the factors affecting the
work life balance of women
employees

To compare and evaluate perception
of women employees regarding
factors affecting the work life balance.
HYPOTHESES
H 01 : There is no significant difference
between women employees of Academic
and Corporate sector regarding perception
of health issues factor.
H 02 : There is no significant difference
between women employees of Academic
and Corporate sector regarding perception
of work pressure factor.
H 03 : There is no significant difference
between women employees of Academic
and Corporate sector regarding time factor.
H 04 : There is no significant difference
between women employees of Academic
and Corporate sector regarding growth
prospects factor.
METHODOLOGY
The Study: The study makes use of primary
and secondary data. Secondary data for the
study was collected from journals, articles,
books and online sources. Simple random
technique was used for sample collection
from the city of Indore. Data was collected
from 52 women employees working in
academic institutions and 55 women
employees working in corporate sector. 08
questionnaires were rejected due to missing
data
Tools for Data Collection: A self designed
questionnaire has been prepared for the
study which consists of three parts. Part A
consists of demographic variables, Part B
consists of close ended questions and Part C
of the questionnaire consists of statements
measuring the responses on a five point likert
scale. Ranging from Strongly agree to
Strongly disagree. Reliability of the measures
was assessed with the use of Cronbachs
Alpha. As a general rule a coefficient greater
than or equal to 0.7 is considered acceptable
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and is a good indicator of reliability. The
Cronbachs Alpha for the questionnaire was
found to be 0.685.
Tools for Data Analysis: The data collected
has been analysed with the help of statistical
package for social sciences (SPSS 16).
Principal component method of Factor
analysis and Z test has been applied for the
analysis of the data.
RESULT AND DISCUSSION
In the pilot study principal component
method of factor analysis was applied to
determine the minimum number of factors
that will account for maximum variance in
the data. This initial solution is then rotated
by using varimax method with Kaizer
Normalization to select the variables with
high loading on a particular factor. Generally,
factor loading represents how much a factor
explains a variable. High loading indicates
that the factor strongly influences the
variable. The pilot study resulted in four
factors namely: Health issues, Work Pressure,
Time factor and Growth Prospects that
influence perception of women employees
regarding factors affecting the work life
balance. Four factors emerged from the
study and the total percent of variance for
factors was found to be 61.593 percent and
the Eigen values for each factor was more
than one. The details of these factors
tabularized with their item loads, Factor loads
and percent of variances and shown in
Table 1 and 2.
Factor 1: Health Issues comprises of five
items namely: work stress affects by health,
no time to pursue fitness activities,
relationship with the spouse affected,
balancing personal and professional life and
strenuous family relations. Item work stress
affects by health has highest item load of
0.867 and item strenuous family relation has
lowest item load of 0.673. The total factor load
is 3.794 with 28.133 percentage of variance.
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Now a days working women are affected by
the health issues such as stress, headaches
etc. the obligations towards the families and
expectations of the organisation and constant
struggle to maintain a balance between work
and family can have serious implications on
the life of an individual by affecting their
well-being and overall quality of life. By
conducting health and wellness programs
can help working women in balancing their
personal and professional life. Employees in
different organizations who are linked with
varies kinds of job stress are affected by
health issues. The more conflict among the
work roles, with respect to the work-role
conflict is the greater chance of stress that
can spill over and cause a negative behaviour
in fulfilling family roles. The outline of work
family conflict predictors in the family
domain was varied according to the
employment status.
Factor 2: Work Pressure comprises of four
items namely, take the work home, difficulty
in finding quality time to spend with family,
too tired for any family input, difficult to
relax due to work pressure. Item, take the
work home has highest item load of 0.832
and item difficult to relax due to work
pressure has lowest item load of 0.502. The
total factor load is 2.764 with 16.370
percentage of variance. Work family conflict
and family work conflict which are related
to each other through bi-directional nature
can be affected by one another. The family
and work life are both important to
employees in all sectors for achieving a good
balance between work and family
commitment is a growing concern for
employees and organizations. Working
women should take care of the family both
physically and financially to satisfy the family
needs. Human resource strategies and
policies to overcome the issues of work life
balance of women in the current business
environment must be adopted by the
organizations.
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Factor 3: Time Factor comprises of three
items namely, long working hours, required
to work at weekends, no control over current
situations. Item long working hours has
highest item load of 0.689 and item no control
over current situations has lowest item load
of 0.560. The total factor load is 1.834 with
9.247 percentage of variance. The balance
between the work and life depends upon the
condition of the work and it has been
observed that the work environment affects
the work life balance of the employees. Work
life balance policies are more likely to be
successfully implemented in the organization
which has a clear understanding of their
business rationale and with respect to the
importance of work life balance for all
working women employees.
Factor 4: Growth Prospects comprises of
three factors namely, promotion policy,
performance appraisal and congenial
working environment. Item promotion
policy has highest item load of 0.782 and item
congenial working environment has lowest
item load of 0.656. The total factor load is
2.003 with 7.843 percentage of variance.
H01 is not rejected as the Z cal value is less
than the Z tab value so the null hypotheses
that there is no significant difference
between women employees of Academic
and Corporate sector regarding perception
of health issues factor is accepted at 5 percent
level of significance.
H02, H03, H04 is rejected as the Z calculated
value is more than the Z tab value so the null
hypotheses that there is no significant
difference between women employees of
Academic and Corporate sector regarding
perception of health issues factor is not
accepted at 5 percent level of significance. A
significant difference is observed in the
perception of women employees of
academic and corporate sector regarding the
work pressure, time and growth prospects
factor.

Prestige International Journal of Management and Research

CONCLUSION
Work-Life Balance remains an issue that
requires considerable attention from society.
Working women are facing various types of
problems not only at the work place but also
at their homes as a result of which they are
facing challenges to maintaining the
equilibrium between professional and
personal life. The concept of the work life
balance has attracted the attention of
different organizations which can be
attributed to ever increasing demand for
work along with the increased family
demand. In this paper work life balance of
women are studied across the different
sectors to identify the interrelationship
between personal life and professional life.
To achieve the work life balance women need
to set goals for her career and family. Human
resources strategies and policies must be
adopted by the organizations to overcome
the issues of work life balance of women.
The work-life programs incorporated by the
organizations provide the flexibility and
support that helps the individuals to navigate
through the increasing complexities of
modern life that encompass various priorities,
including dual earning families, childcare,
and elder care to name a few.
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A LITERATURE REVIEW ABOUT WOMEN MANAGERS ON SELECT
COUNTRIES WITH SPECIAL REFERENCE TO THE CURRENT
INITIATIVES IN INDIA
Richa N. Agarwal*
The conversation across globe on women in corporate ladder and in India specifically has been reignited
lately, as more and more women are entering in workforce. The researcher has taken a qualitative
study and has analysed different studies in the different part of the world and has compared it with
Indian research. Researcher has corroborated facts and has tried to find some factors which are
interesting as far as studies on women mangers are concerned. The researcher has also mentioned
different steps corporate and government is taking, in India, for women empowerment in changing
scenario.The purpose of the current research is to find out the trilogy effect, namely the society,
government and organizational policies.
Keywords: Women, Managers, Developing Countries, Workforce.

INTRODUCTION
The conversation across globe on womens
empowerment, participation in economic
activities and also in leadership position has
been reignited lately. The trajectory to female
leadership starts much earlier and is defined
by key influences throughout life. The society,
the organisations and the government
policies are key influencer. Though women
has risen in all the fields in the past few
decades. Yet, for all their achievements, these
women represent too small a percentage of
participation in economic activities though
it is seen vital for overall economic and social
development of any society.
As far as India is concerned there has been
tremendous transition in the field of women
getting higher education and in the numbers
of women managers in the corporates. Some
industry like software and fashion industry
sees major women leadership. It is presented
in a report that if India can increase womens
labour force participation by 10 percentage
points (68 million more women) by 2025,
India could increase its GDP 16 percent.
Jonathan, (2015) says India has a larger
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relative economic value at stake from
advancing gender equality.
There has been number of changes occurring
in Indian society, organizations and in
government policies which are addressing
women in general and addressing women
mangers issues too. The author has tried to
look what all studies have been done in
various parts of the world covering different
dimensions of women managers and have
compared them with Indian research and has
tried to analyze the problems, challenges
papers have addressed and if there is any
commonality between the women issues.
Further, in the emerging economic scenario
in India what are the changes which are
helping the cause of gender diversity are also
analysed.
REVIEW OF LITERATURE
There is some evidence to suggest that the
status of women in the workplace has
improved in recent years. For example, more
women are earning bachelors and advanced
degrees, and the gap between womens and
mens salaries has started to shrink (Carli,
2010). However, although the emergence of
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women in leadership roles and in the overall
workforce has steadily increased, progress is
occurring slowly. From 1970 to 2009,
womens representation in the workforce
increased from 37 to 48 percent, however, at
this paper s writing, only 26 percent of all
CEOs in the United States are women, with
only 2 to 3 percent of women serving as
CEOs in Fortune 500 companies (Barsh,
2011). One factor that might help explain this
lack of women in top leadership is the unique
challenges experienced by women in the
workplace compared to males. For example,
society has general expectations of male and
female behaviors and personality traits, as
well as expectations for the behaviors and
personality of leaders. The problem for
women leaders arises when gender
expectations do not align with expectations
for leadership behaviors shared by the public,
causing negative judgments of women as
leaders (Johnson et. al., 2008).
Women, historically, have faced increasingly
more challenges in a workplace setting than
men; however, those women who have
successfully filled leadership positions offer
an interesting insight into the personality of
a successful woman leader. A major barrier
to womens progress in management
worldwide continues to be the gender
stereotyping of the managerial position
(Schein, 2007). The overview reveals the
strength and inflexibility of the think
manager  think male attitude held by males
across time and national borders. Over the
last three decades corporate males in the
USA continue to see women as less qualified
than men for managerial positions.
Internationally, the view of women as less
likely than men to possess requisite
management characteristics is also a
commonly held belief among male
management students in the USA, the UK,
Germany, China and Japan.
Literature Review of Studies done in Asian
Countries
Japan has one of the highest labour market
gender gaps among the advanced economies
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(Hiromi, 2014). After examining the status of
gender diversity in management in Japan,
China and South Korea, it was found that
economic gender gaps are large in all the
three countries. But overall, gender diversity
in management in Japan is slowly beginning
to emerge. In Japan, the impact of womens
managerial participation on overall
workplace, on managerial gender diversity
and on corporate performance is positive.
This relationship also exhibits substantial
nonlinearity, with the benefit decreasing as
the proportion of women managers or
managerial gender diversity increases.
It is reported, Mr. Abe, Prime Minister of
Japan wants to change gender discrimination
present in Japan. In April 2013, he announced
that allowing women to shine in the
economy was the most important part of his
Abenomics growth strategy. Raising female
labour participation to the level of men could
add 8 million people to Japans shrinking
workforce, potentially increasing GDP by as
much as 15 percent (The Economist, 2014).
Iiriss research (2007) focusses on Chinese
women managers and gender aspects in
information technology (IT) management.
Chinese women have high future
expectations and strong belief in own
competence. The findings suggest that IT
women managers are high achievers with a
high level of ambition. A joy of career
advancement and full use of their potential
is seen in their perceptions of work and
career. The findings also indicate that Chinese
womens career development in the IT field
calls for identity reconstruction in both their
private and work lives. This refers to a work
family conflict within Chinese culture which
emphasizes Guanxi and close societal ties.
Although not expressed specifically, it was
possible to read from the subtext that
women also expect certain emotional costs
from career advancement. Woodhams (2015)
suggests that while women in China are
comparatively well represented in
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management roles, they face distinctive
pressures and barriers to their progress
arising from entrenched patriarchal and
collectivist aspects of the Chinese cultural
tradition. Women have orientations towards
their careers in relation to their adherence
to traditional gender roles and collectivist
values. Nailin (2000) investigates the work
family expectations of the next generation
Canadian and Chinese managers and
professionals. Their expectations are about
their own and their spouses/partners future
occupational and family roles. The data
revealed that both gender in Chinese attach
greater value to their occupational role and
would commit more time to it than
Canadians. They also anticipated less
difficulty balancing work and family. Men
and women in both countries expected
traditional gender roles in their future
marriages with women performing more
household tasks, being less well paid and
having less prestigious jobs. Canadian
women expected a larger decrease in time
for paid work and a larger increase in time
for household tasks than Canadian men did
during the second five years after graduation,
however this sex difference was non existent
in China.
Koshal (1998) takes an interesting case study
on attitudes towards women managers
because Malaysian society is undergoing
rapid changes from its strong traditional
religious and cultural norms to modern
values about women. While women were
more accepted at work, they still experienced
prejudices as they climbed managerial
hierarchies due to a range of factors, such as
values, mens perceptions and the larger
environment of political, cultural and
economic forces. Murugum (2013) examines
influence of family related barriers, negative
stereotype, glass ceiling and talent
management on women managers career
progression in Malaysian governmentlinked
private companies. Regression analysis
indicated that all four predictor variables of
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family related barriers, negative stereotype,
glass ceiling and talent management
significantly contributed 36 percent to the
variation in women managers career
progression. All the variables had significant
relationship with women managers career
progression. Negative stereotype was found
to contribute most to the variation in women
managers career progression followed by
family related barriers, talent management
and glass ceiling.
Syed and Andaleeb, (2004) observed that
studies on participation in organizational
decision making in the context of developing
countries are limited, especially from a
gender perspective. Based on a survey of
government and private sector employees in
Dhaka, Bangladesh, he explores the extent
to which women have been integrated in the
workforce and how both genders perceive
their participation in decision making.
Organizational climate is perceived as
healthy, while communication between the
genders does not reflect major barriers or
animosities. Yet, in the largely traditional
male dominated organizational setting, it is
interesting to note that while overt resistance
to women has decreased, subtle hostilities
continue to resonate. Such hostilities
adversely affect perceived participation. A
strain of conservatism also continues to exert
some negative influence on perceived
participation but mostly on women.
According to Samantha and Piyasiri (2014)
Womens participation in the paid workforce
is one of the most significant social changes
of the last century. Therefore, significant
progress has been achieved by women with
their increase movements into the
occupations and the proportion of women
in management of different levels of the
organizations has increased. However,
towards the end of year 2012 the proportion
of women in decision making was very low
and still only around 20 percent women are
represented at the managerial positions in
Srilanka.
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Tennakoon and Herath (2007) identify the
factors that facilitate career development of
low and middle level Sri Lankan women
managers. Factor analysis revealed that
leading and planning, high performances,
eagerness for results, decisiveness, practice
and fortune, intellectual ability and support
and professionalism facilitate career
development of Sri Lankan women
managers.
Knowledge,
awareness,
possession and development of these factors
would benefit women who desire to be
managers as well as women managers who
expect to advance in their careers.
Literature Review of Studies done in
European Countries, ASEAN Countries, G7
Countries and U.S.
A popular daily says having gender diversity
breakthrough in central and eastern Europe,
is not a surprise to many in the region, it tops
global rankings for representation of females
in senior corporate roles (Financial Times,
2015). Seven of the top 10 countries for
female representation among senior
executives are in eastern Europe, headed by
world leader Russia, where four out of every
10 business leaders are women. In eastern
Europe, that figure is 35 percent, although it
tends to be in unlisted companies. Poland is
the best performer in the EU, with 37 percent
of senior management jobs held by women,
followed by the Baltic states of Latvia,
Lithuania and Estonia. The EU average is 26
percent, with the UK on 22 percent and
Germany, at 14 percent, lagging behind. The
next five countries on the list are all near
neighbours, Georgia (38 percent), Poland (37
percent), Latvia (36 percent), Estonia (35
percent) and Lithuania (33 percent).
(Christopher 2005) critically reviews women
managers experiences of managing
transition in post Soviet Belarus. The paper
explores the emerging learning experiences
and learning practices of women managers
in Belarus who are working in small and
medium size business enterprises. The
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findings indicate that women managers have
adopted a variety of learning strategies to
adjust to the changing nature of Belarusian
business culture. These strategies involve
drawing on multiple notions of a feminine
work identity, which both resists and
reaffirms traditional gender roles. The
findings highlight women have learnt to
cope with a fragmented learning
organizational context that is devoid of
established networking and mentoring
systems that are accessible normally to
women managers. As such, the interview
data indicate that women are developing and
adopting individualized learning strategies
and mechanisms to enable them to survive
and succeed within business organizations.
Beverly (2005) examines the worker mother
contract in socialist systems and reveals how
transition from a communist economic
system to a market economy has eroded
womens equality within the workplace
claimed with the communist and economic
social legacy. The aim was to explore the
opportunities and constraints on womens
professional career advancement in post
socialist societies. Findings show that
womens
high
representation
in
management and professional occupations,
once the hallmark of socialist employment
structures, is now being threatened by the
erosion of state childcare services and the
increasing level of discriminatory practices
in recruitment, selection and development.
It is suggested that the formal state
structures have acted to foster neo
traditionalism and a traditional gender
identity. Economic and political transition is
argued to be a process of remasculinization,
which reaffirms gendered hierarchies and
gendered power relations in public and
private realms.
The European Union has set the goal to
achieve an employment level of 75 percent
amongst women. So far, only Sweden
exceeds this ambition with an employment
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level of fully 77 percent. Denmark, Finland,
the Netherlands, Germany and Austria
follow closely behind. In these five countries
seven out of ten women of working age are
employed. It doesnt seem a coincidence that
these northern European nations share
similar cultural and political attributes. The
expansion of welfare states has historically
encouraged womens entry into the
workforce. Still today public childcare
encourages women to invest time at work,
whilst high taxes make it difficult to live on
only one salary. Lithuania, Georgia, Poland,
and Armenia boast 30 percent or more.
Between 2012 and 2013, China doubled the
number of senior management roles held by
women from 25 percent to 51 percent.
Dina (2016) says almost four in ten businesses
in G7 (Canada, U.S., France, Germany, Italy,
Japan, U.K., E.U.) countries have no women
in senior management positions. Globally,
the proportion of senior business roles held
by women stands at 24 percent, up slightly
from 22 percent in 2015. However, this minor
uplift has coincided with an increase in the
percentage of firms with no women in senior
management, at 33 percent in 2016
compared to 32 percent last year. The G7 is
among the worst performing regions, with
just 22 percent of senior roles occupied by
women and 39 percent of companies with
no women in senior roles. Two of the worst
performing individual countries are Japan,
with just 7 percent senior roles held by
women, and Germany, with 15 percent. This
is despite widespread public commitments
to equal opportunity and an abundance of
research illustrating the commercial benefits
of diverse leadership.
As for the United Kingdom- Despite the
publication and recommendations of the
Davies Report, a number of high profile
speeches and multiple campaigns on gender
equality, the U.K. has marginally declined in
the last year, with 21 percent of senior roles
now held by women (down from 22 percent
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in 2015) and its highest recorded proportion
of businesses with no women in senior
management at 36 percent it says.
Eastern Europe and ASEAN (Brunei,
Cambodia, Indonesia, Laos, Malaysia,
Myanmar, the Philippines, Singapore,
Thailand, and Vietnam) report the highest
proportions of women in leadership at 35
percent and 34 percent respectively.
Things arent much better in the United
States, where female executive growth has
remained stagnant. Although women
comprise nearly half of the workforce,
according to Catalyst, only 14.3 percent hold
top executive office positions at Fortune 500
Companies and only 20 percent are in senior
management roles.
Literature Review of Studies in India
India has witnessed different wheels for
women in different stages historically. They
have been fighter, queens, saints and at a
very equal stage in ancient India, but
afterwards they have seen a very
downgraded place for themselves in
medieval India and pre-independence time.
Post-Independence there has been
continuous raise in their education level and
their numbers have increased in workforce
in almost all the sectors. Now, according to
Mckinsey s report Interesting fact about
India is its challenge that the five states with
the lowest gender inequality account for just
4 percent of the female working-age
population; the five states with the highest
inequality account for 32 percent. According
to a study (Koshal, 2006.), for every 100 men,
only two women will gain administrative and
managerial positions in India. Recently, the
Confederation of Indian Industry released a
report indicating that women comprise only
16 percent of junior managers, four percent
of middle and senior managers and a mere
one percent of organizational leaders. Thus,
while women are adequately represented in
the workforce at large, they remain barely
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present in managerial positions (Centre for
Social Research). In India, the glass ceiling
appears in many forms: womens underrepresentation within the corporate
hierarchy, a severely gendered wage gap,
occupational segregation, discriminative
corporate policies, lack of attention to the
specific needs of women, the proliferation
of sexual harassment and exclusion of
women from informal networks. Nath (2000)
writes that the status of women in India has
long been paradoxical. They have had access
to professions such as medicine, teaching and
politics and have the right to own property.
Among some social classes, women are
extremely powerful. Yet, there is a long
history of women being oppressed by mendelegated to playing subordinate roles.
Presently, there is a change visible in Indias
workforce. Social values and mores, and the
increased global focus on womens issues
have changed the womans role impacting
the career progression of women.
Women managers in India have been
generally successful in rising to the executive
suite in Indian organisations, despite a
culture that might suggest otherwise. These
women were successful because of the
interplay of organisational and familial
support, coupled with the individual drive
for success, each woman demonstrated. As
per Murthy, (2012) there could not have been
a better time for women executives in
corporate India to come together for some
collective thinking on the opportunities for
their advancement to leadership and top
management positions than the present
pressure of a fast growing, talent driven and
global bench marking Indian corporate
company.
Gupta (1998) focuses on the opportunities
and challenges facing women managers in
corporate India, against the backdrop of a
worldwide (albeit theoretical) trend aimed at
reducing the gender gap. He bases his
findings on responses to 162 questionnaires
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designed to establish the respective attitudes
of male and female managers (within
manufacturing and service industries) to key
gender issues. He examines issues including
-inter alia - perceptions regarding company
hiring practices and remuneration equity;
the perceived competencies of women in
management; the attitudes of men towards
women managers and company initiatives
to reduce the gender gap. Establishes that
the majority of managers believe that
employment in their organizations is based
on merit and not gender, however, the
results also identify a whole host of less
encouraging attitudes which together
indicate that there is still a long way to go
before sex discrimination is eradicated.
Women must live up to collective
expectations of what makes a leader, while
at the same time remaining true to certain
gender expectations over the centuries,
femininity has been stereotyped as
dependent, submissive and conforming, and
hence women have been lacking in
leadership qualities. The male bias is reflected
in the false conception of leadership as mere
command or control. As leadership comes
properly to be seen as a process of leaders
engaging and mobilizing the human needs
of followers, women will be more readily
recognized as leaders and men will change
their own leadership styles (Burns, 1978). As
women symbolize over half of the
worldwide talent pool, it is clear to us that
they should be at the spearhead of the
economic and social scene, not just out of a
sense of fairness, but to ensure that the most
prominent minds, mens and womens,
analogous, are brought together to address
the challenges that our societies face.
Achieving equality for women in
corporations, at all levels, is a long and
demanding journey, which requires the
implication of the whole company and the
strong commitment of the top management.
In a study titled the leadership challenges
amongst women managers provides an
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insight to understanding the continued
absence of women from leadership roles.
Indeed, this study also makes an attempt to
suggest that how women talent can be used
as a competitive edge to address the global
challenges that corporations will face in the
near future.
Budhwar (2005) finds Liberalization of the
Indian economy has created considerable
employment opportunities for those,
including women, who possess marketable
skills and talent. Historically, women in India
have not enjoyed a good status in workplace
settings whether in managerial or operative
roles. This traditional positioning of women
has restricted the intensity of their efforts
towards realizing the benefits of the
globalisation process. The biggest challenge
faced by women managers today is
managing their dual role of organizational
managers and housewives. Women
experience tremendous stress caused by
either work overload or underload. Womens
overload comes from the pressure to work
harder to prove themselves. While Indian
men do not mind having women as
subordinates, they do not like them as bosses.
Dissatisfaction from subordinates is a source
of stress for women managers, which they
see as a challenge to be confronted. One of
the prominent obstacles that most women
managers face is the differential treatment
at work which upholds the centrality and
superiority of men and treats women as
inferior and less important. Due to this
stereotype, women are offered less
challenging jobs and are often not involved
in tackling crucial organizational issues. One
of the interviewees pointed out that a
number of companies do not hire women
for their senior positions. There are often
complaints from women graduating from
premier educational institutions that boys are
preferred to girls in academic placements
despite girls having better educational
attainments. Another important obstacle is
the low propensity in the incumbents
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themselves to make serious career plans. The
survey results also suggest that women
managers in India have also to deal with the
male ego, There is also some evidence which
shows sector-wise differences in the career
development of women in the country. For
example, women are playing a significant role
in the expansion of the Indian software
industry and they constitute 45 percent of
the high-tech workforce.
Through literature survey, researcher has
tried to analyze three key points which
contribute to women managers rise in the
organizations  society, government
approach towards gender equality and
organizations initiatives for gender diversity.
Society Influence
Located in northeast Asia, Japan, China, and
South Korea share similar ideas from
Confucian ideology which are closely related
to the division of gender roles. Literature
survey are observing significant gender gaps
at the workplace. Economic gender gaps such
as wage inequalities and female ratios in
management positions are large in all of the
three countries. In the coming years, the
three countries will be playing increasingly
important roles in the Asian and world
economies, and there will be greater intraregional cross-border flows of companies and
workers which might increase the women
workforce.
Almost in all the Asian countries (Japan,
China, South Korea, Malaysia and India) we
are finding that there are societal norms and
barriers which are visible in literature.
Perception and expectation of men and
women are heavily influenced by the societal
norms. Though government is promoting
equality and organizations are also
promoting diversity there are still obvious
limits to what work women are allowed to
do. Women are concentrated in certain roles
and limited to specific management functions
in a way that is indicative of the glass walls
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phenomenon, which is occupational
segregation by gender. As Woodhams says,
women face distinctive pressures and
barriers to their progress arising from
entrenched patriarchal and collectivist
aspects of the Chinese cultural tradition.
(Oplatka, 2006) talks about barriers to
womens career advancement in educational
systems within developing countries.
As far as Europe is concerned literature
points out on the regions chequered and
unique history which started women
participation in the workforce very early
compared to Asian region. The huge
numbers of men killed during the second
world war in eastern Europe and Russia
created a demand for women to learn skills
and take jobs previously dominated by men.
Further, the Communist regime that
controlled the region after the war until 1989
had a policy of encouraging women to work.
The domination of Eastern European nations
is explained by a complex blend of factors
including history, culture and demographics.
A
thriving
culture
of
female
entrepreneurship is a legacy of the
Communist ideal of equality of opportunity
and this extends into the broad range of
subjects women study in the region.
Consequently, we find women well
represented in services industries too; and
not just those traditionally with high
numbers of women like healthcare and
hospitality, but emerging industries such as
financial services and technology.
But astonishingly, the data show that the
gender equal Nordic nations all have lower
levels of women at the top of businesses than
their less progressive counterparts. In
Sweden and Denmark, only one out of ten
directors and chief executives in the business
world are women. Finland and the UK, two
other nations with large public sector
monopolies, fare only slightly better. Baltic
nations, Eastern and Central European
manage to outperform the rest of Europe in
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their share of female directors and chief
executives by having systems with limited
public monopolies and smaller differences
between hours worked by men and women.
It is equally telling that the Nordic nations
underperform in the same regard, as their
Social Democratic systems encourage many
women to work, but hinder them from
reaching the top of the business world. The
map of gender equality in Europe is more
complex than it might appear at a first glance
(Sanandaji, 2013).
Government Initiatives
In countries, which have cultural and societal
inequality barriers need government push
for raising equality. Specially in Asian region.
Unique background factors for China, such
as gender-specific retirement ages and the
one-child policy, should be taken into
consideration
for
high
women
representation at all the three levels of
management.
Scandinavia
became
a
womens
empowerment Mecca, back in the 1970s,
when the region implemented its first
successful legislative gender quotas as a
response to pressures from womens groups
and female politicians. The government
never employed a law or constitutional
mandate to recruit women into politics;
instead, political parties incorporated
voluntary quota targets to improve female
recruitment. The pressure to increase
womens representation was applied to all
political parties in Scandinavia, says
Professor Drude. In Scandinavia, female
dominated sectors, such as health care and
education are mainly run by the public sector.
Some opportunities for entrepreneurship do
exist, as private competition has been
allowed in particularly the Swedish welfare
sector in recent years. But overall, the Nordic
political systems still create a situation for
many women where their job prospects are
mainly limited to the public sector. The
government is advocating the 20-30
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campaign that calls for raising the percentage
of women in management positions from the
current 10 percent to 30 percent by 2020 in
Japan. Prime Minister Shinzo Abe, in Japan
has made Womenomics one of the key
elements of his growth strategy and
Japanese companies have just begun taking
steps toward gender diversity in
management.
As per Budhwar, (2005) Womens wings of
employers chambers have also worked for
improving womens position in business
management. All major chambers of
commerce including FICCI (Federation of
Indian Chambers of Commerce and
Industry), ASSOCHAM (Associated
Chambers of Commerce and Industry) and
IMC (Indian Merchants Chamber) have such
wings. These wings perform functions such
as maintenance of databases for women
entrepreneurs and managers, provision and
sponsoring of training and development,
counselling services, and development of an
information network. In the public sector,
women managers have floated a forum
called Women in the Public Sector (WIPS) for
performing similar functions. Another
public-sector body, SCOPE (Standing
Conference on Public Enterprises) provides
for counselling in training and development.
Further, some of the non-governmental
organizations are playing a useful role. For
example, SEWA (Self-employed Womens
Association) based in Ahmedabad is known
for organizing women in entrepreneurial,
managerial and related activities.
Another programme called Swawlamban
Programme provides training and skills to
women to facilitate them to obtain
employment or self-employment on
sustained basis. The target groups under the
scheme are the poor and needy women. To
ensure more effective implementation and
for better monitoring/evaluation of the
scheme, it has been transferred to the State
governments 2006 with the approval of
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Planning Commission. Another programme
Support to Training and Employment
Programme (STEP) seeks to provide skills
and new knowledge to poor and asset less
women in the traditional sectors. Under this
project, women beneficiaries are organized
into viable and cohesive groups or
cooperatives. A comprehensive package of
services such as health care, elementary
education, creche facility, market linkages,
etc. are provided besides access to credit. Skill
development is provided in ten traditional
skills amongst women. This is a Central
Scheme launched in 1987. The Ministry is at
present getting the programme evaluated.
Based on the results of the evaluation, the
scheme is proposed to be revamped. Further,
the possibilities of providing training and
skills to women both in traditional and nontraditional sectors and integrating with
Rashtriya Mahila Kosh for credit linkages are
being considered.
Under Construction of Working Women
Hostels scheme, financial assistance is
provided to NGOs, Co-operative Bodies and
other agencies for construction/renting of
building for Working Women Hostels with
day care centre for children to provide them
safe and affordable accommodation. The
Ministry runs a scheme of creches also that
caters to the children of poor working
women or ailing mothers. This provides a
great help to women who are working as
their children are being provided a safe
environment when they are at work.
In fact, another project championed by Prime
Minister Narendra Modi may also have payouts for gender equality  Start-up India.
The survey found that nearly 61 percent of
women respondents in emerging markets
like India said they aspired to be
entrepreneurs rather than mere participants
in the workplace, more than twice the 29
percent of their developed economy
counterparts.
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Organizational Initiatives
As far as organization policies are concerned
researcher found that the number of women
at work is lower than that of men across all
levels, and the proportion of women in senior
management positions remains low in all the
North Asian countries. Though government
is promoting policies of diversity and equality,
countries have dismal conditions as far as
women participation in the organization
goes. Japan was ranked 104th out of 136
countries on the World Economic Forum
(WEF)s Global Gender Gap sub-index on
economic participation and opportunity in
2013. This means that Japan has the second
largest labour market gender gap among the
advanced economies, next only to South
Korea. Meanwhile, Japans population
peaked in 2008 and has been on the decline
since. As such, high hopes are being pinned
on women as a potential workforce.
Meanwhile, the promotion of the utilisation
of the female workforce was counted among
the top 10 strategic issues by a relatively high
percentage of Chinese companies. Chinese
companies in urban areas have a higher
proportion of women in all levels i.e., in total
employment, managers, and top managers
than those in Japan and South Korea. While
women-specific welfare programmes are
nearly non-existent, working hours are not
too long and most female workers are in
continuous employment, meaning that
they have been employed by the same
employer for one year or longer.
In South Korea, the labour force participation
rate of women is lower and the tendency for
women to discontinue working because of
pregnancy and childcare is more
conspicuous than in Japan. The overall level
of labour force participation rates for women
in Japan is not necessarily lower than those
in urban China and South Korea. However,
the tendency for women to discontinue
working in the middle of their careers as well
as significant disparities in treatment
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between the first half and second half of their
career is problematic. Preceding studies have
found no statistically significant correlation
between the implementation of such
programmes and the proportion of women.
However following the introduction of the
programmes, the proportion of women has
increased gradually.
In Europe, primary industries such as mining,
manufacturing and construction crucial parts
of the regions economies are typically
heavily staffed by men. According to a 2013
report by the European Commission, only
Latvia, Slovakia and the Czech Republic of
the regions countries beat the EU average
for the percentage of female directors at
major public companies. That is partly due
to the dominance of government-controlled
companies on the regions stock markets,
where female executives can often struggle
to rise through the heavily bureaucratic
command structures, influenced by a heavily
male-dominated political class. The labour
market is not adjusted to womens needs
because its frameworks were created when
the vast majority of workers were male, said
Dorota Warakomska, President of Kongres
Kobiet, a Polish organisation that lobbies for
female equality in business (Howard, 2006).
New Developments in Corporate India
ICICI bank has announced that women will
be able to work from home and company
will pay for child as well as for the caretaker,
if they have, to travel. As the CEO of ICICI
Bank aptly puts it that women have to quit
because of their life stage needs such as
maternity and childcare and that is why
Bank is trying to support them in these years.
YES, bank has announced an all women bank
branch. Consumer electronics company
Canon announced that it will increase the
women workforce from present 12 percent.
Coca Cola initiated programs under a newly
set up Diversity Council to assist women
employees overcome some of the constraints
placed by society and culture in the region
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that currently restrict their ability to build
their careers. These programs include
Diversity Sensitivity Training for the
Leadership Council, Crèche Support Policy
and a Flexi-time Policy. Focused training such
as the Women Leadership Program, Gender
Smart Workshop and Inspirational
Leadership Industry Interactions, are
intended to act as catalysts towards
improvement of our gender diversity ratios.
In fact, the Centres Digital India initiative
may play a bigger role in women
empowerment in the workplace than any
women-specific initiatives, a new survey by
global consultancy Accenture suggests. If
governments and businesses can double the
pace at which women become digitally
fluent, gender equality in the workplace
could be achieved in 45 years in developing
nations, versus 85 years at the current pace.
In a statement released with the survey
findings, Pierre Nanterme, Accentures
Chairman and Chief Executive Officer,
stressed, There is a clear opportunity for
governments and businesses to collaborate
on efforts that will empower more women
with digital skills and accelerate gender
equality in the workforce.
Transition Period for Women Managers in
the New Economic Order
The researcher has found that Chinese,
Japanese, South Korean Bangladesh,
Malaysia and Indian societies are undergoing
changes. In Malaysia the government has
recently implemented economic plans that
emphasize building an equitable society,
developing a knowledge-based economy,
and focusing on HR development. On the
legal front, legislative amendments have
been implemented to promote greater
participation of women in the labour market.
However, due to the plurality of the
Malaysian and Indian society; there may be
differences in terms of social and cultural
expectations of women from different ethnic
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groups, which may work against womens
advancement in the workplace.
While women were more accepted at work,
they still experienced prejudices as they
climbed managerial hierarchies due to a
range of factors, such as values, mens
perceptions and the larger environment of
political, cultural and economic forces. Thus,
womens progress in management was not
straightforward and required a multidimensional approach of careful planning,
organisation
and
implementation.
Furthermore, legislative approaches could
not be solely relied on as individuals,
organisations and governments needed to
work together.
For the few women managers who had made
it to the top, issues of the glass ceiling and
gender stereotyping seemed non-existent.
Gender stereotyping was still prevalent. The
qualities that good managers possessed were
also qualities used to assess women and their
ability. This emphasis on a level playing field
for women was one that the government
had been fostering, trying to enable more
women to work and to progress up
corporate ladders. However, women had to
look to themselves for advancement and be
competent in their work as competence was
the prime consideration in career
progression. Only by being competent would
women be respected and promoted, the best
route to success in the corporate world, it
was argued.
Eastern Europes conservative political
discourse, often heavily influenced by strong
religious affiliations among voters, can also
lead to less liberal policies towards working
women, such as maternity leave regulations
and workplace equality measures.
Stereotypes that women work less, they are
more absent at work, they are not that
efficient are still prevalent among many
older male executives in the region. That
could slowly change as Poland, Hungary,
Estonia and other eastern European states
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focus on fostering private start-ups and
entrepreneurs to drive their economies closer
to the EU average, rather than relying on
labor-intensive manufacturing and industry,
which are traditionally dominated by stateowned companies led by male executives.
Present Situation with Reference to Women
Workforce
The highest proportions of women with
senior roles are in the BRICS nationsBrazil,
Russia, India, China, and South Africa. There,
women comprise 30 percent of senior
management positions, which is higher than
the global average (24 percent). What is more
surprising is that none of these countries have
enacted compulsory quotas or legislation
addressing this issue. Russia has the highest
proportion of women in senior management
globally (43 percent) without this type of
gender programming. The same applies for
the neighboring Baltic States Estonia, Latvia.
Women in emerging markets are becoming
business leaders faster than those in the
developed world which is due to increased
investment in womens education. Women
are graduating from universities at higher
rates than men and are better positioned for
senior management positions. For Eastern
Europe and Southeast Asia, this growth can
also be traced back to the promotion of
women within communist regimes. In the
former Soviet Union, Communist leaders
promoted women within rapidly expanding
services sectors, such as health, education,
and accounting. Equal opportunity is deeply
embedded in Chinese society, which has
helped boost gender equality. This plus rapid
urbanization and low childcare burdens from
Chinas one-child policy enables more
women to work.
Child planning and work-life balance
challenges continue to be the most common
reasons why women turn down senior
positions within companies. Even among the
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Nordic countries where social and economic
policies are especially supportive of working
mothers, women typically begin to drop off
in the middle of management trajectories,
coinciding with the time they begin to have
families (The Economist, 2014). Indeed, it
may even turn out that working and having
children go hand in hand. In other rich
countries, higher birth rates nearly always
accompany higher female employment.
RECOMMENDATIONS
A great divide exists between
countries when it comes to the issues
of womens career opportunities.
Some countries have high female
work participation and values that
promote gender equality, while others
lag. But a closer look shows that the
share of women in managerial
positions is in odds with other
indicators of equality. Scandinavia,
where we might expect to find most
female directors and chief executives,
has in fact the lowest share in the
private sectors. Many more women
have reached the top of the business
sector in countries with relatively low
female labour participation, and far
from gender equal attitudes. Other
factors, such as the scope of welfare
state monopolies and hours invested
in work, seem to crucially affect
womens chances to reaching the top
of the business world.
Researcher finds through studies that
too much emphasis is placed on
boosting numbers of women on top,
instead of the middle. The theory that
more women at the top will inspire
women to strive to the top is
problematic if there are no women to
promote. The mid-career space is
where companies need to find
solutions to keep female talent strong
and flowing. According to Sofia Falk,
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founder of Swedish company
Wiminvest, companies would be
wiser to offer management incentives
to women in the form of private child
care, grocery shopping, shared
management responsibility, or
technical solutions to work from
home instead of more money or a
company car.
Companies need to transform their
leadership cultures to attract women
aspiring to senior roles. To create more
dynamic businesses which, support a
vibrant economy, we need people
from all backgrounds leading them
says Ms. Romanovitch. Gender quotas
are a start, but smart companies will
recognize that it will take a lot more 
mentoring programs for women,
stronger family support policies, and
equal pay structures  to finally
shatter those glass ceilings.
CONCLUSION
Researcher would like to conclude with the
opinion that, to reach the top of the business
world, high employment and gender equal
values are not enough. These factors must
be complemented with political structures
that allow for competition and
entrepreneurship, as well as systems where
women in their careers are encouraged to
invest the time needed to climb the career
ladder. This study is a qualitative survey.
Researcher has picked some key studies done
on women mangers in different regions
which are touching different dimensions.
There is further scope to explore literature
which might open new avenues for research
and which may contribute in increasing
women empowerment and career growth
for deserving women mangers across
nations.
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A STUDY OF FACTORS ENHANCING PERFORMANCE OF
INSTITUTIONS OF HIGHER LEARNING
Prachi Nikam*, Swati Gupta*, Suresh Patidar**
Teachers are the backbone of an educational institute. Teachers play an important role in determining
students career and personality. Thus, the perception of teacher regarding various aspects of students
in institutes of higher learning is important. This study was designed to examine the factors enhancing
performance of institutions of higher learning. Major objective of the study was to investigate the
impact of student interaction; student retention and team work on the performance of institutions of
higher learning. All these three factors are related with students and teachers. But in this paper, the
perception of teachers was considered for these three factors. Total 250 teachers were selected in this
study from various institutes of Indore city and data was collected through the questionnaire. It was
concluded that student interaction, student retention and team work has positive impact on institutes
of higher learning i.e., there exists significant effect of these three factors on performance of institutions
of higher learning.
Keywords: Student Interaction, Student Retention and Team Work, Performance of Institutions of
Higher Learning.

INTRODUCTION
Physical, financial and human resources are
the three types of general resources that exist
in every organisation. The human resource
no doubt is the most critical one as these
humans can accelerate the process of
organizational development. There is no
second thought that teachers are the building
blocks of institutions of higher learning and
the developers of positive and progressive
society in any country. Institutions of higher
learning are the centres of higher education
where teachers play an important role in
ensuring high quality of education by
developing their students as global citizens
for the outside corporate world.
This is only possible when teachers in
universities are motivated enough to
accomplish their goals effectively. Students
idealize teachers because teachers play a very
important role in their learning process. It is
the teacher with whom the students
interacts the most in the institutions of
higher learning and thus, it is the
responsibility of the teacher to retain the
student in the institution and in the classes
*

also. The motivation of teacher, therefore, is
very important as it directly affects the
students.
The relationship between teacher and
student plays an important role in students
overall growth. As teachers and students are
the most important stake holders that play
an important role in the performance of
institutions of higher learning thus, student
retention in the institute and in the classroom
is valuable for both teachers and students.
Teachers interact with the students and
participate in various activities in the
institutions as a team. This team work
provides motivation not only to the teachers
but also to the students. Such interactions
between teachers and students focus on
building academic, technical and managerial
skills among the students. When teachers
express their involvement by interaction and
team work, it creates a sense of
belongingness among the students. Thus,
Student interaction, student retention and
team work are the predictors of Performance
of Institutions of Higher Learning and
teachers perception of these predictors is
important.

Assistant Professor, Shri Vaishnav Institute of Management, Indore
Reader, International Institute of Professional Studies, DAVV, Indore

**

A Study of Factors Enhancing Performance of Institutions of Higher Learning

Teachers understand their role as individuals
and can relate their expectations to the
expectation of the institutions of higher
learning in terms of learning outcomes. They
have become more aware of the aim
pursued by teaching beyond their own
knowledge area. Despite the small number
of quantitative measurements the impact on
pedagogy is discernible. Quality teaching
initiatives enhance information technology
in pedagogy improvement and analyzing
student-teacher interactions. Quality
teaching initiatives help teachers and leaders
to refine the aims and content of
programmes in institutions of higher
learning. Instruments and policies that foster
quality teaching are likely to be beneficial to
research activities. An increasing number of
institutions are convinced that by combining
professional orientations and research they
will make quality teaching progress (Gupta,
2010; Enshun, 2006 and Murtadha and
Shumos, 2011).
REVIEW OF LITERATURE
Arif and Ilyas (2013) focused on quality of
work life of private universities in Lahore,
Pakistan. They explored various dimensions
of quality of work life which affect life and
the attitude of teachers. This quantitative
study took 360 members of university and
analyzes their perception of Quality of Work
Life (QWL). This study also investigated the
effect of QWL on employee commitment,
engagement, job involvement, management
support and reputation of the university.
This research suggested that the perceived
value of work, work climate, work-life
balance and satisfaction are the main factors
which shaped the work attitude and also
improve employees work life.
Tabassumb (2012) investigated QWL and
Management support for sustaining the
same among employees in the private
universities of Bangladesh. She analyzed the
dimensions of quality of work life and its
relationship with Management Support. This
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study concluded that there is positive
relationship between the dimensions of QWL
and Management Support. This study
suggested to the management of the
institutions that the policies designed in such
a way that QWL issues should be concerned.
An improved QWL provides a higher level
of satisfaction which in turn reduce faculty
member turnover rate.
Pingle and Kaul (2011), in their study
Performance Management in Institutes of
Higher Education through Balanced
Scorecard: A Conceptual Study have shown
how the Balanced Scorecard approach, a
performance management system, could be
implemented at institutes of higher
education. Balanced Scorecard (BSC) is a
strategic weapon for all organizations
including Educational institutes and
especially institutes of higher education. The
implementation of the BSC approach is
presented. This paper tries to study use of
BSC in various universities across the globe,
the various approaches and perspectives
used with examples; its use in Indian
environment is also studied. The paper points
out that the BSC approach is well suited to a
higher education situation esp. for aligning
various perspectives with strategy of the
organization. Recommendations are given
for the use of BSCs effectively for improving
institutional performance.
Balasundaram (2010) identified four factors
of QWL practices. These four practices such
as, job benefits for family, physically safe,
payment for work, and creativity of outside.
Policy implications may be useful for overall
improvement of QWL of academic
professions. The research suggests
Universities should provide job security,
conducive working environment, research
facilities, and overall career advancement
opportunities for their academic
professionals. The study suggests Universities
should offer minimum reasonable salaries
and benefits to their academic professionals.
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OBJECTIVES
To study the impact of student
interaction on the performance of
institutions of higher learning.
To study the impact of student
retention on the performance of
institutions of higher learning.
To study the impact of team work on
the performance of institutions of
higher learning.
H01: There is no significant impact of Student
Interaction on the Performance of
Institutions of Higher Learning.
H02: There is no significant impact of Student
Retention on Performance of Institutions of
Higher Learning.
H03: There is no significant impact of Team
Work on the Performance of Institutions of
Higher Learning.
METHODOLOGY
The Study: The study is exploratory in
nature. This research was carried out in
Indore City.
The Study: In this study 250 teachers from
various disciplines of institutions of higher
learning were approached for data
collection. Convenience sampling has been
used for the purpose of this research. This
method involves selection of sample
elements that are most readily available to
participate in the research according to the
convenience.
Tools for Data Collection: For the study,
primary data has been used. A self-designed
questionnaire, which has been made after
studying the literature review and consulting
with experts of educational field, is used as a
tool for the primary data collection. The
responses from the respondents were
collected using both mode (online and
offline). For the online collection, the Google
Docs form had been created and through
Emails, the respondents were communicated
and personally time was taken and through

hard copy the questionnaires were filled for
the offline mode.
Tools for Data Analysis: Correlation and
Regression were applied on SPSS 20.0 to
conclude the concrete results for the data
analysis.
RESULTS AND DISCUSSION
For the present study following hypothesis
have been formulated:
Table 1 shows the correlations and from this
table it is evident that Pearsons correlation
coefficient between Performance of
institutions of higher learning and Student
Interaction is 0.390 which is significant since
the significant value (p- value) 0.000 is less
than 0.05. The relationship between
Performance of institutions of higher learning
and student retention is .566 at .000 and the
relationship between Performance of
institutions of higher learning and Team
Work is .531 at .000.
Therefore, it can be concluded that the linear
relationship of Student Interaction, Student
Retention and Team Work is significant with
the Performance of institutions of higher
learning. The coefficient of determination of
Student Interaction is 0.152 therefore, 15.2
percent of the variation in Performance of
institutions of higher learning is explained by
Student Interaction. The coefficient of
determination of Student Retention is 0.321
therefore, 32.1 percent of the variation in
Performance of institutions of higher learning
is explained by Student Retention. The
coefficient of determination R2 of the last
factor Team Work is 0.282 therefore, only 28.2
percent variation in Performance of
institutions of higher learning is explained by
Team Work. The result concluded that the
null hypothesis based on Student
Interaction, Student Retention and Team
Work was not accepted. Hence, these three
factors have a significant effect on the
Performance of institutions of higher
learning.
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CONCLUSION
Institutions of higher learning often called
as the colleges or universities are the
establishments which provide education
beyond the secondary level. One of the
important factors for the development of a
country is Education. To drive the economy
forward India needs more efficient and
educated people. Higher education in
technical sense is a process through which
the skills, values and knowledge are
transferred from one generation to another.
The transformation of higher education
should be done at institutions of higher
learning as per the needs of the time and
changing scenario of the world. Teachers are
one of the most important stake holders of
institutions of higher learning. In order to
instruct and inspire the students, a teacher
has to provide the students with ideas, skills,
knowledge and values, so that they can
become the worthy citizens. The perception
of teachers is very important regarding the
students. This paper studies the factors such
as Student Interaction, Student Retention
and Team Work from the view point of
teachers. In this study it is found that the
teachers respond clearly to the questions
asked by the students and tutorials classes
are arranged as per the requirement of the
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students. It is the responsibility of the
teachers to retain the students of institutions
of higher learning. To make it possible the
teacher should be accessible through
innovative teaching practices. In order to
foster team work the teacher has to motivate
the students to learn and to participate in
extracurricular and co-curricular activities.
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A STUDY ON FACTORS INFLUENCING
ENTREPRENEURSHIP IN INDIA
Girish Shah*, Rishi Dubey**
Research on entrepreneurship increased in recent years and is evolving rapidly. While entrepreneurs
must deal with a larger number of obstacles and fears than salaried employees, the payoff may be far
greater as well. The present study was based on individuals perception towards entrepreneurship.
This study tried to explore those factors or elements which influence entrepreneurship. The research
was exploratory in nature and conducted in the city of Ujjain. Sampling units were the individuals
of the city. Convenient Sampling was used for the purpose of the study. The sample size was 100.
Primary data were collected through a well structured self designed questionnaire. The objectives of
study were to determine the impact of demographic variables on influential factors with respect to
Entrepreneurship. Analysis of data was done by applying t-test after factorization of data. These
factors were mainly categorized under four head viz. Initiative factor, Environmental factor, Action
factor and Personal factor. Results of the study revealed that there was a difference in the perception of
people of different age with respect to Environmental factors and there was also a difference in the
perception of male and female with respect to Personal factors.
Key Words: Entrepreneurship, Initiative Factor, Environmental Factor, Action Factor and Personal
Factor.

INTRODUCTION
The origin of the word entrepreneurship is
derived from the French word
entreprende, which means to undertake,
as in undertaking a particular activity.
Likewise, some researchers give credit for the
word entrepreneur (in a business context) to
eighteenth-century French businessman
Richard Cantillon, who, in his published work
Essai Sur la Nature du Commerce en
General, described entrepreneurs as
undertakers engaged in market exchanges
at their own risk for the purpose of making
a profit (Roberts and Woods, 2005, 46).
Entrepreneurship is much broader than the
creation of a new business venture, - Bruce
Bachenheimer.
We can explain the term entrepreneur as an
individual who undertakes the creation,
organization, ownership, and risk of a
business. It should also address basic personal
and societal benefits of entrepreneurship, as
*

well as examples of local and national
entrepreneurs. The capacity and willingness
to develop, organize and manage a business
venture along with any of its risks in order
to make a profit. The most obvious example
of entrepreneurship is the starting of new
businesses. In economics, entrepreneurship
combined with land, labor, natural resources
and capital can produce profit.
Entrepreneurial spirit is characterized by
innovation and risk-taking, and is an essential
part of a nations ability to succeed in an ever
changing and increasingly competitive global
marketplace.
An Entrepreneur is a person who perceives
a need and then brings manpower, materials
and capital required to meet the need. In
other words an entrepreneur is an individual
or team that identifies the opportunities,
gathers the necessary resources, creates and
ultimately responsible for the performance
of the organization. An entrepreneur is a
person who is able to express and execute
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the urge, skill, motivation and innovative
ability to establish a business or industry of
his own, either alone or in collaboration with
his friends. His motive is to earn profit
through the production or distribution of
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goods and services. Adventurism, willingness
to face risks, innovative urge and creative
powers are the inborn qualities of
entrepreneurship. Entrepreneurship can also
be explained as a process executing a work
in a new and better way.

Organisation

Innovation

Urge

Skill

Risk

Vision
Enterprise
Growth

Management
Figure 1: Basics of an Entrepreneur
Purpose of the Study

REVIEW OF LITERATURE

Entrepreneurship is a complex term thats
often defined simply as running your own
business. But theres a difference between a
business owner and an entrepreneur, and
although one can be both, what distinguishes
entrepreneurship is a persons attitude.
Entrepreneurship contribute greatly in
economic development of any country as
well as in growth and development of the
personality of entrepreneurs. Surroundings
of entrepreneurs cause a great impact on
their entrepreneurship, therefore, this study
has been undertaken to understand the
various factors which influence the
Entrepreneurship.

Mazzarol et. al. (1999) sheds light on the
process leading to new enterprise formation
and identifies the impact of some selected
demographic variables on business
start©\ups. In contrast to traditional research
methodologies, this study used a new and
more comprehensive approach to survey
entrepreneurial intention. It studied both
those who actually set up a new business and
those nascent entrepreneurs who
abandoned their idea prior to trading. Using
multivariate techniques to analyse the data,
the importance of three demographic
variables ©\ gender, previous government
employment and recent redundancy ©\ was
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identified as having potential negative
influences on small business formation, and
comparisons were made with past studies.
Shapero, and Sokol (1982) found that
conventional ways of viewing the social
aspects of entrepreneurship are considered
unsatisfactory; hence, this emphasis is recast
in terms of the entrepreneurial event. The
entrepreneurial event is shaped by groupings
of social variables (such as ethnic groups) and
the social and cultural environment. The
entrepreneurial event is denoted by
initiative-taking, consolidation of resources,
management, relative autonomy, and risktaking. The proposed paradigm attempts to
include all versions of the entrepreneurial
event and all variables (situational, social,
and individual) identified with the event.
Gnyawali and Fogel (1994) concluded that an
integrated framework is not available for
studying the environmental conditions
conducive for entrepreneurship despite their
importance for the emergence and growth
of enterprises in a country. Their paper
developed a framework consisting of five
dimensions of entrepreneurial environments
and linked these dimensions to the core
elements of the new venture creation
process. Specific emphasis was given to the
role of environmental conditions in
developing opportunities and in enhancing
entrepreneurs propensity and ability to
enterprise.
Swedburg (2000) found in their study that
the social sciences were a source of new and
fresh ideas about the theory and practice of
entrepreneurship. Although social scientists
participated very little in the revival of
entrepreneurship studies that emerged in
the 1980s, many noted thinkers have
contributed to the social science literature on
entrepreneurship. Following a review of
literature produced by sociologists,
anthropologists, psychologists, and economic
historians, the power of the social sciences
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to integrate theoretical and practical
knowledge of entrepreneurship is reiterated.
Schumpeter (2000) identified that the chief
characteristics of the entrepreneur, one of
which is the ability to combine already
existing resources in creative ways.
Distinguishing between invention (the
discovery of new technical knowledge and
its practical application to industry) and
innovation (the introduction of new technical
methods, products, sources of supply, and
forms of industrial organization), all
disrupting economic change to innovations
are traced and the innovator is identified with
the entrepreneur. Because the entrepreneur
is the source of all economic change,
capitalism can be properly understood only
in terms of the conditions giving rise to
entrepreneurship. The entrepreneurial role
is not necessarily embodied in a single person.
An entrepreneur may be a capitalist or even
a corporate manager, but whether all these
different functions are combined in one or
more persons depends on the nature of
capital markets and on the forms of industrial
organization.
Mair and Marti (2004), their paper provided
a framework to guide research and
systematically enhance our understanding of
social entrepreneurship. Drawing from
traditional entrepreneurship literature, the
paper presented social entrepreneurial
opportunities as an important concept.
Roger and Martyn (1999) suggested that
generally
positive
images
of
entrepreneurship are hampered by a lack of
identifiable role models, poor media
presentation of individuals or small firms,
and lack of encouragement from important
influencers on career choice such as teachers
and career guidance specialists.
Duygu and Senem (2009) concluded that the
fostering entrepreneurship needs a twofold
policy that should focus on both the current
situation and future prospect of
entrepreneurship. Although many scholars
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and policy makers devote their attention to
the first foci of issue, it is equally important
to map out the future context of
entrepreneurship. Their purpose was to fill
this void by analysing the impacts of some
contextual factors on entrepreneurial
intention of university students. The results
of the survey showed that educational and
structural support factors affect the
entrepreneurial intention of students. The
paper also contributed to the literature by
theorizing and empirically testing how some
factors affect the entrepreneurial intention
of university students. The results of the
study had valuable implications for the policy
makers and educators.
Linan et. al. (2010) found that a considerable
agreement exists about the importance of
promoting entrepreneurship to stimulate
economic development and employment
generation. In particular, entrepreneurship
education has been considered as one of the
key instruments to increase the
entrepreneurial attitudes of both potential
and nascent entrepreneurs. Nevertheless, the
factors that determine the individuals
decision to start a venture are still not
completely clear. Cognitive approaches have
attracted considerable interest recently. But
the explaining capacity of personality traits
or demographic characteristics is still
considered. Therefore, there is a need to
clarify which elements play the most
influential role in shaping the personal
decision to start a firm. Their paper tried to
contribute to filling this gap by providing
empirically-based suggestions for the design
of improved entrepreneurship education
initiatives. They suggested that personal
attitude and perceived behavioural control
are the most relevant factors explaining
entrepreneurial intentions.
Objective
To identify factors influencing
entrepreneurship in India.
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METHODOLOGY
The Study: The study is exploratory in nature
and was conducted in Ujjain city of M.P.
The Sample: Convenience sampling was
used for the purpose of Research. The
sample size was 100. Out of which 56
respondents were of age of less than 30 years.
There were 46 male respondents and 54
female respondents.
Tools for Data Collection: Primary data were
collected through a well structured self
designed Questionnaire consists of two partsPart A and Part B. Part A consisted of
demographic information of the respondents
and Part- B consisted of the statements of
factors influencing Entrepreneurship. Likert
scale was used in the questionnaire to assess
the responses of the individuals.
Tools for Data Analysis: Reliability analysis
through Cronbatchs Alpha, Validity using
face validity method, Factor Analysis using
SPSS and T-test Analysis using SPSS was
used for purpose of data analysis.
RELIABILITY AND VALIDITY
Reliability of the measure was evaluated and
test values were as given below:
Reliability coefficient Chronbachs Alpha
value was 0.687 which is almost near to the
standard value 0.7; indicating that the
reliability of the measure was high and it
could be used for the study. Face validity
method was used to establish the validity of
questionnaire which was found to be high.
RESULTS AND DISCUSSION
Factor Analysis
The raw scores of 28 items were subjected
to Factor analysis using Principal component
varimax rotation to find out the factors that
contribute towards factors influencing
Entrepreneurship in India. Four factors were
identified (Table 1).
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Independent Sample T-Test
Independent sample t-test was applied
between both the age groups of
entrepreneurs to evaluate primary data. If
the t- value was found to be significant at
less than 5 percent level of significance the
null hypothesis was rejected.
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The t-statistics shows that the value is
significant at 0.7445 (p value) which is greater
than 0.05 level of significance. Therefore, null
hypothesis was accepted and it has been
concluded that there is no difference
between both the age groups towards
Personal Factor with respect to
Entrepreneurship in India (Refer Table 5).

H01: There is no difference between both the
age groups towards Initiative Factor with
respect to Entrepreneurship in India.

H05: There is no difference between male and
female respondents towards Initiative factors
with respect to Entrepreneurship in India.

The t-statistics Table 2 shows that the value
is significant at 0.2141 (p value) which is
greater than 0.05 level of significance.
Therefore, null hypothesis was accepted and
it has been concluded that there is no
difference between both the age groups
towards Initiative Factor with respect to
Entrepreneurship in India.

The t-statistics in Table 6 shows that the value
is significant at 0.7921 (p value) which is
greater than 0.05 level of significance.
Therefore, null hypothesis was accepted and
it has been concluded that there is no
difference between both the genders
towards Initiative Factor with respect to
Entrepreneurship in India.

H02: There is no difference between both the
age groups towards Environmental Factors
with respect to Entrepreneurship in India.

H06: There is no difference between both
male and female respondents towards
Environmental Factors with respect to
Entrepreneurship in India

The t-statistics (Table 3) shows that the value
is significant at 0.0372 (p value) which is less
than 0.05 level of significance. Therefore, null
hypothesis was rejected and it has been
interpreted that there is a significant
difference between both the age groups
towards Environmental Factor with respect
to Entrepreneurship in India.
H03: There is no difference between both the
age groups towards Action Factors with
respect to Entrepreneurship in India.
The t-statistics shows that the value is
significant at 0.7595 (p value) which is greater
than 0.05 level of significance. Therefore, null
hypothesis was accepted and it has been
concluded that there is no difference
between both the age groups towards Action
Factor with respect to Entrepreneurship in
India (Refer Table 4).
H04: There is no difference between both the
age groups towards Personal Factors with
respect to Entrepreneurship in India.

The t-statistics shows that the value is
significant at 0.4613 (p value) which is greater
than 0.05 level of significance. Therefore, null
hypothesis was accepted and it has been
concluded that there is no difference
between both the genders towards
Environmental Factor with respect to
Entrepreneurship in India (Refer Table 7).
H07: There is no difference between both
male and female respondents towards Action
Factors with respect to Entrepreneurship in
India.
The t-statistics in Table 8 shows that the value
is significant at 0.0881 (p value) which is
greater than 0.05 level of significance.
Therefore, null hypothesis was accepted and
it has been concluded that there is no
difference between both the genders
towards Action Factor with respect to
Entrepreneurship in India.
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H08: There is no difference between both
male and female respondents towards
Personal Factors with respect to
Entrepreneurship in India.
The t-statistics shows that the value is
significant at 0.0004 (p value) which is less
than 0.05 level of significance (Refer Table 9).
Therefore, null hypothesis was accepted and
it has been concluded that there is a
significant difference between both the
genders towards Environmental Factor with
respect to Entrepreneurship in India.
Analysis of second null hypothesis shows that
there is a significant difference between the
respondents of both the age groups towards
Environmental Factor with respect to
Entrepreneurship in India. The probable
reason of this fact may be the differences in
the age of group1 and group2 (age <= 30
year and age > 30 year). Analysis of null
hypothesis H08 shows that there is a
significant difference between male and
female respondents towards Personal Factor
with respect to Entrepreneurship.
There are number of factors and
environmental conditions which affect
entrepreneurship. These factors are mainly
categorized under four head viz. Initiative
factor, Environmental factor, Action Factor
and Personal factor according to this study
yet the presence of other influential things
cannot be denied. It is obvious that people
who want to be entrepreneur will be of
different age and gender and when they are
likely to pursue entrepreneurship, they must
analyse their strength and weakness in the
light of these influencing factors.
In this study Personal factors have been
proved as emphasing factors for people with
different gender. Canedo (2014) who has
conducted a significant research on ethnic
entrepreneurship also found that the
personal characteristics of entrepreneurs are
predominantly impacting entrepreneurship.
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CONCLUSION
Addressing the objectives of this study, four
factors have been identified (through Factor
analysis) viz. Initiative factor, Environmental
factor, Action Factor and Personal factor
which consisted of many sub factors.
Analysis of the study stated that people of
different age are of same opinion as far as
Initiative factors, Personal Factors and Action
factors are concerned and people of both the
gender are of same opinion as far as Initiative
factors, Action factors and Environmental
factors are concerned. There is difference in
the perception of people of different age
with respect to Environmental factors.
Environmental factor consists of
environmental conditions, previous
experience, bad experience of own and
others, dissatisfaction with present job and
fear of unemployment over which people of
age <= 30 years will certainly have different
perception than the people of age > 30 years.
There is also a difference in the perception
of male and female with respect to Personal
factors. Personal factor consists of
Educational background, Friends and
relatives, family background, Career
advancement, Social prestige and Creativity
are such factors over which male and female
will certainly have different perception
because of their gender and upbringing. As
we have emphasized that entrepreneurship
is affected by many factors, similarly
Schumpeter, (2000) identified that the chief
characteristics of the entrepreneur, one of
which is the ability to combine already
existing resources in creative ways.
LIMITATIONS
The research has been conducted in
Ujjain city, the result of the study may
differ if the study is conducted in
other regions.
The sample size is limited i.e. 100. If
the sample size is increased result may
vary.
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Respondents seek to gain desire or
prestige by falsely answering
questions.
The underlying assumptions are that
the survey conducted in limited area
represents the general psyche of the
population.
The response may vary as some
people did not want to come up with
real answers.
SCOPE FOR FUTURE RESEARCH
There are limited independent variables in
this research. If other independent variables
are also involved, many more different
aspects can be analyzed through this
research. The study was conducted with a
very limited time period if study is conducted
for longer time then more comprehensive
results can be arrived. The sample size was
small. With larger sample size, the results can
be more generalized.
References
Canedo, J.C., Stone, D.,L.,Black, S.L., and Lukaszewski, K. (2014).
Individual Factors affecting Entrepreneurship in Hispanics.
Journal of Managerial Psychology. 29 (6). 755-772.

Dave, R. and Christine, W. (2005). Changing the World on a
Shoestring: The Concept of Social Entrepreneurship, University
of Aucklnd Business Review, 45-51.
Duygu, T. and Senem, S.S. (2009). Which Factors affect
Entrepreneurial Intention of University Students?. Journal of
European Industrial Training, 33(2). 142-159.
Gnyawali, D. R., and Daniel, S. F. (1994). Environments for
Entrepreneurship Development: Key Dimensions and Research
Implications. Entrepreneurship: Theory and Practice, 43+ Academic
One File.
Linan, F., Rodr¨ªguez-Cohard, J.C. and Rueda-Cantuche, J.M.
(2011). International Entrepreneurship Management Journal,7 (2).
Mazzarol, T., Volery, T., Doss, N. and Thein, V. (1999). Factors
Influencing Small Business Start©\ups: A Comparison with
Previous Research. International Journal of Entrepreneurial Behavior
and Research, 5 (2). 48-63.
Roger, H. and Martyn, R. (1999). Who Wants to be an Entrepreneur?
Young Adult Attitudes to Entrepreneurship as a Career. Education
+ Training. 41 (5), 236-245.
Schumpeter, J. A. (2000). Entrepreneurship as Innovation,
Entrepreneurship:The Social Science View, 51-75.
Shapero, A. and Sokol, L. (1982). The Social Dimensions of
Entrepreneurship. Encyclopedia of Entrepreneurship, 72-90.
Swedburg, R. (2000). The Social Science View of Entrepreneurship:
Introduction and Practical Applications (2000). Entrepreneurship:
The Social Science View, 7-44.

Bibliography
Mair, J. and Ignasi, M. L. (2004). Social Entrepreneurship: What are
We Talking About? A Framework for Future Research. A Book of IESE
Business School.

A Study on Factors Influencing Entrepreneurship in India

33

34

Prestige International Journal of Management and Research

A Study on Factors Influencing Entrepreneurship in India

35

36

Prestige International Journal of Management and Research

Prestige International Journal of Management and Research || ISSN: 09746080 || Vol. 10 (4), March 2018

37

A STUDY ON THE FACTORS THAT INFLUENCE THE CUSTOMERS
PERCEPTION TOWARDS E-PAYMENT SYSTEM WITH SPECIAL
REFERENCE TO STATE BANK OF INDIA
Lalitha Balakrishnan*, V. Sudha**
Information technology plays a very important role for the changes that is happening around the
world. Todays competitive environment and technology revolution have paved the way for new and
more efficient delivery and processing channels, as well as more innovative products and services in
the banking industry. Electronic payments are financial transactions made without the use of paper
documents and include debit card, credit card, smart card, e-wallet, e-cash, electronic cheque etc.
Electronic payment system facilitates the customers to pay for the goods and services online any time
anywhere which gives them more flexibility. The main objective of this paper is to investigate the
customers perception with regard to e-payment services. A structured questionnaire was prepared
and collected from 100 respondents from State Bank of India in the city of Chennai. The study is
based on primary data. Factor analysis and ANOVA are the statistical tools used for the study. The
research findings reveal significant results as the respondents are pleased to use the e payment services
due to large benefits, and the customers are relieved from the risk of carrying cash. The results show
that convenience, simplicity,flexibility and reliability are the factors influencing the customers to
avail the e payment services. The research study finds that personal variables like Gender, Age,
Educational Qualification, Occupation and Frequency of usage have an impact on convenience, which
makes it evident that convenience is the major factor.
Key words: Information Technology, E-Wallet, Customers Perception, Electronic Payment System.

INTRODUCTION
Technology revolution has introduced new
and more efficient delivery channels and
more innovative products and services in
banking industry. With increased educational
qualification and growing wealth,
consumers need and expectations are
continually changing and they are involving
themselves more and more in their financial
decisions. The expectations of the customers
are always increasing due to their changing
life style and growing technological
knowledge. The Banking sector has chosen
a method which has helped the customers
to transact the business very quickly,
efficiently and constantly trying to increase
the quality of the services to satisfy the
customers and to gain competitive
advantage. The increased impact of e-trading
worldwide and their immediate delivery at

small cost made the traditional methods
more costly. E-banking can be defined as the
opportunity that permits customers to access
banking services without the need of
physical presence in the bank and using
secured
channels.
Information,
communication and transaction services are
used by the customers through e-banking
facility. By availing this type of facility a
customer is able to minimize costs and
maximize banks revenues.
E-payment in India
Since payment system is considered to be an
essential part in any country, innovative
methods of making payment along with
convenience and easy to use functionality
will make the customers use these
technologies. E-payment system is a
mechanism, by which money can be

* Principal and Head, Research Department of Commerce M.O.P, Vaishnav College for Women (Autonomous), Chennai.
** Associate Professor, Department of B.Com. (Corporate Secretaryship), M.O.P, Vaishnav College for Women (Autonomous),
Chennai
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transferred from an account in a bank to an
account in another bank enabling a customer
to transact business any time anywhere and
in the process facilitates economic activity.
E-payment is a form of financial exchange
that is done between a buyer and a seller and
electronic communication enables this
financial exchange. Electronic payment
systems require different mechanisms like
security, convenience, cost control, tracking
capability in order to use effectively and
continuously by the customers. The banks
should be encouraged to invest in modern
electronic payment system and latest
technologies which will not only increase the
profitability of banks but also ensure the
growth of e-commerce in the country.
REVIEW OF LITERATURE
Kaur and Ashutosh (2015) in their study
concluded that the success of e-payment
system is influenced by various factors such
as cost reduction, consumer preferences,
simple to use, reliability, security, enhanced
customer service and increased operational
efficiencies. Rachna and Singh (2013) in their
study states that the electronic payment
system will be adopted by customers when
the security and privacy factors are efficiently
taken care of which would ultimately
increase their confidence. Roy and Sinha
(2014) analyses that the older generation
should be given basic skills on how to do
online transaction and convinced about the
advantage of the system and banks must
emphasize the convenience of using the
electronic payment system in order to
motivate them. Fatemeh et. al. (2015)
emphasized that the banks can conduct
periodic training sessions to employees and
also to the customers to use the facilities of
electronic payment and e-banking tools
continuously.
Singh, et. al. (2016), in their study, highlighted
that the theft of payments data, personal
data and frauds are the most important
reasons for the low usage of electronic
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payment. The researchers suggested that ebanking and e payment applications
represent a security challenge and it is very
important for the banks to understand the
present situation in order to leverage the
potentials of ICTs in delivering services
through e-banking applications. Josephine
(2017), in his study finds that the option of epayment facility will give the customers an
opportunity to pay on time even if they are
paying last minute. Debit cards and online
bill payments allow immediate transfer of
funds from their personal account to a
businesss account regardless of a designated
place and thus privacy is maintained. The
research says that the banks through online
facility offer variety of services such as
transferring of funds, purchase of stocks and
anytime anywhere making the customers
utilize facilities in a smarter way.
Raghavendra and Kumar (2016) in their
study revealed that the performance of the
banks may differ though the services offered
by the banks are the same. Good customer
service, attractive website design and
confidentiality will make the customers use
the service to a larger extent.
Ramanigopal et. al. (2011) in their study titled
found that customer centric approach is the
need of the hour and though customers are
using technology to a larger extent, they also
expect commitment and involvement from
the bankers at all levels in order to get the
benefits thoroughly. Zlatko (2016) in his
research paper analyses the factors affecting
the adoption of mobile payment system and
the measures which should be taken to make
the customers make the payment through
M-banking. The study suggests that by
adding simple additional features and by
establishing uniform standards for various
service providers and giving importance to
security and privacy issues could enable
faster adoption of e-payment methods,
thereby, increasing the rising market of
mobile payments.
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Rationale of the Study
Technology has brought a complete
transformation in the functioning of banks
as most of the transactions can be done at
home without physical presence. It has
created new products, new markets, and
new services and helped meet the
expectations of customers. Online banking
is one of the most significant technologies,
playing an important role in the lives of
human beings. The pursuit for learning
about technology and using the same will
help the customers transact the business
from geographically distant places.
Lot of empirical studies are available on
electronic banking which gives an insight into
electronic payment, the need to avail the
service and the factors which influence the
customers to use these services and also the
issues and challenges of e-payment system.
The present study draws information from
journals, magazines and other newspapers.
The national and international reviews shows
the gaining importance of e-payment system
and especially the factors like easy access to
technology and saving of time kindled the
customers to avail the service. The above
literature reviews also point out that
concentration on privacy and security issues
will make the customers use this service
extensively. The present study is an attempt
to measure on the perception of customers
on electronic payment after the
demonetization was brought into effect as
the customers had to adopt e-payment on a
major scale due to cashless economy and this
will help the banks in resource optimization.
Electronic Payment System has become an
integral part for today s tech savvy
customers. Any organization particularly the
service sector has to find new and innovative
techniques to serve the customers faster and
at lower cost. Electronic payment has
become very popular and most of the people
prefer to avail these services due to
convenience and flexibility.
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OBJECTIVES
To study the demographic factors and
awareness level of respondents with
respect to electronic payment system.
To examine the factors that influence
the customers towards e-payment
system.
METHODOLOGY
The Study: The study is exploratory in
nature and attempts to find out whether any
relationship exists between educational
qualification, gender, age and usage of epayment. The purpose of the study is to find
out the factors that influence the customers
in making them use e-payment system and
the strategies used by the banks in order to
retain not only existing customers but also
to attract new customers. The study also
attempts to find out whether any
relationship exists between educational
qualification, gender, age and usage of epayment system.
The Sample: Primary data has been collected
for the study. The data from 100 respondents
has been collected from customers of State
Bank of India in the city of Chennai.
Tools for Data Collection: The data was
collected through a self developed structured
questionnaire consisting of 25 items in the
questionnaire.
Tools for Data Analysis: Percentage analysis,
factor analysis and ANOVA were used to
analyse the data.
RESULTS AND DISCUSSION
Out of 100 respondents 48 percent are male
and 52 percent are female respondents. In
connection with age wise distribution of
respondents, 30 percent were between the
age group of 15-25 years, 37 percent were
between 26-35 years, 25 percent were
between 36-45 years and 8 percent were
above 45 years. The educational qualification
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shows that 6 percent of the respondents have
studied up to higher secondary level, 38
percent of the respondents are graduates and
post graduates and 18 percent were
professionals. The occupation of the
respondents show that 21 percent were
students, 32 percent were house wives, 35
percent were employed, 7 percent were
doing business and 5 percent were
professionals (Refer Table 1).
KMO and Bartletts Test provide the
minimum standard to proceed for factor
analysis. The measure of sample adequacy
reveals the validity and suitability of the
collected data and expresses the
appropriateness of the factor analysis and
whether the chi square value is statistically
significant. The present study shows that the
KMO value was found to be 0.818 which
indicates that the sample is adequate and can
proceed with factor analysis (Table 2).
FACTOR ANALYSIS
The Table 3 shows the rotated component
matrix, which is a matrix of the factor
loadings for each item on to each factor. This
matrix contains the information calculated
after rotation. The principal component
analysis was done for all the 17 variables to
extract the factors and the same were rotated
varimax with Kaiser Normalisation. Eigen
value of more than 1 was considered. The
varimax rotation has extracted four factors
Convenience, Realibility, Complexity and
Simplicity.
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loaded in this factor. The study reveals that
reliability is a noteworthy determinant
influencing customers willingness to adopt
e-payment facility. The banks should
authenticate customers logging on to their
online banking service in order to avail the
service continuously.
Complexity: The third factor can be read as
complexity. Four statements are loaded in
this factor. The above study shows that
security and privacy issues are the most
influential factors in the usage of e payment
system. The banks can educate the customer
and procedures can be made simple to
remove the apprehensions in the minds of
the regarding security and complexity in
operation.
Simplicity: Three statements are loaded in
this factor. Ease of use is the most important
determinant which makes the customers
adopts the service. The information in the
website should be in such a way that the
customer can use without much effort and
induce trust among the customers which in
turn increases the performance of the banks.
One way analysis of variance is a tool used
to determine if a particular variable has a
significant influence over other groups of
variables. It is used to find out the significant
differences in mean values of different
groups chosen for analysis. The study
measures the influence of personal variables
on the perception of respondents (Table 4).

Convenience: Convenience is one of the
most important factors in the usage of e
banking. As the transaction can be done 24x7/
365 it has attracted customers and has
influenced them to a large extent. The above
study endorses that out of 25 statements, 5
statements shows positive significant results
with respect to convenience.

From the Table 4, it has been inferred that
gender, age, educational qualification,
occupation and frequency of usage has an
influence on convenience with F value
percent of 0.7340, 3.471, 4.172, 5.284 and
10.921respectively and the corresponding
significance value was found to be 0.08, 0.019,
0.008, 0.001 and 0.000 respectively which
found significant at 5 point level.

Reliability: The second factor can be
interpreted as Reliability. Five statements are

Thus, from the results it can be concluded
that Men respondents are able to make e-
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payment much better than women
respondents. Respondents are tech savvy
and keen to adopt the technology as they
can handle it very easily. The respondents
enjoy using innovative methods to carry out
their transactions and do not like to wait in
long queue. Education enhances operational
efficiencies which helps them to know when
and how to use the technology effectively.
The respondents who are professionally
qualified inclined to use more than other
respondents. E-payment offers more
convenience and avoids late payment as they
have no fixed working hours. Respondents
use e payment service once in a week as they
can avail this service any time anywhere
which avoids late payment.
CONCLUSION
E-payment system in India has shown
remarkable growth as it offers more privacy,
convenience and helps to make payment
without any delay. The research study
reveals that convenience is one of the most
significant factor as it helps to avoid stress,
waiting in queue and also gives the
customers updated information. Though
there is a positive perception regarding the
usage of e-payment, there are some people
who are reluctant to use these services. Thus
the banks in order to motivate those
customers should ensure that online
transactions are safe like traditional
transaction. Banks must emphasize the
convenience and benefits of using electronic
payment in order to retain not only the
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existing customers but also attract new
customers.
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ANALYTICAL STUDY OF RESEARCH DESIGN FORMATION TO ASSESS
THE AD AVOIDANCE BEHAVIOR WITH SPECIAL REFERENCE TO
TELEVISION
Swati Jain*
This study is an attempt to investigate the structure of research design opted by researchers in previous
studies relating to the ad avoidance behavior of audiences. It includes major studies that discusses the
research design mechanism and provide us with an idea to conduct such studies further. In general,
researchers have used 7 point scale to measure the variables in the study. The scale differs in their
form be it likert, bipolar or semantic differential. The sample size in majority of the studies ranges
from 300-400 individuals and data was conveniently collected through either the surveys using
questionnaire or the observation and experiments. The purpose of this paper is to explore the method
through which ad avoidance related studies are conducted so as to provide for reference in further
studies. Besides the measurement of data, as already discussed above, the means of analyzing the data
in varying situations with varying motives is also being analyzed. It revealed that most of the
researchers used regression, correlation, F-test, rank test, chi-square test and discriminant analysis.
Factor analysis (EFA, CFA) is the majorly used analysis techniques in relation to such topic. A few
have generated the relevant scales for their study and some have developed models from their results
and findings. This paper is an analytical study of examining the formulation of research design
pertaining to ad avoidance, specifically in television.
Keywords: Research Design, AD Avoidance, Television, Scale

INTRODUCTION
Avoidance of advertisement is the critical
topic that is gaining heat day by day. In the
era
of
continuous
technological
development, new mechanisms are coming
into existence that helps in selective viewing
of the television content. Audience can now
easily choose what they wish to see and avoid
the rest through zipping, zapping or
blocking devices. An article reveals that the
47 percent of the people surveyed use ad
blocking technology. More the age, more is
the desire to block the ads. People are
increasingly avoiding the advertisements
either with the help of such devices or by
their actions like leaving the room, using
mobile phones, do other works or switch the
channel. Whatever the method is, the
intensity to avoid advertisements is at the
high peak. This makes it imperative for
marketers to ponder upon the issue and take
necessary steps. To act wisely and effectively
* Research Scholar, IIPS, DAVV, Indore.

in such situation, it is highly required to
undergo appropriate research and generate
the comprehensive framework of audience
behavior in avoiding ads, audience profile
and what drives them to avoid these ads.
Several studies have been undertaken to
address such issues and still there is a lot to
be explored in this area. To accomplish a
suitable research, it requires a widespread
plan of how the research has to be done. The
proper layout of the research design needs
to be decided and executed. The research
design for such studies may include variety
of elements wherein the researcher can
choose to apply any of the several available
tools and methods for each of the element.
To measure the data or responses, there is
variety of scales available like seven point
likert scale, semantic differential scale, or
bipolar scale. Data can be recorded on interval
scale or nominal scale as the study required.
To analyze such data researchers have mainly
used correlation, regression, F-test, chi
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square, factor analysis or simple percentage
method at times. Also the responses can be
generated through interviews, mailing the
questionnaire or through experiments. It is
the topic and the objective of the study that
determines what to be done. Most of the
studies have explored the television viewing
habits of the audience to produce the detail
understanding of the audience behavior and
identify the means to influence them
through the advertisements. This paper is a
gist of how several researchers have
completed their research in relation to
avoidance of TVCs (television commercials),
to help future researchers carry on such
studies.
METHODOLOGY
Extensive literature review is being
conducted to understand the insight of the
past studies accomplished by researchers in
respect to analyzing the avoidance behavior
of audiences for television advertisements.
Several studies have been conducted that
depicts the mechanism of conducting
research in such area. In the existing works
of literature, avoidance of advertisements has
been studied in terms of behavior of the
audiences, audience profiling, their
avoidance mechanisms and why such
avoidance takes place.
This paper discusses the research design
practiced by researchers in past, to explore
the in depth dimensions of how the related
research can be conducted in future.
Different components of the research design
have been investigated which gives an idea
of who will be the sample, the sample size,
how to collect the sample, method of getting
the responses, the profile of television
audiences, how to measure the TV viewing
habits, how the variables can be defined,
how to measure such defined variables, scales
generation and validation, the tools used for
analyzing the data and the various possible
analysis that can be made from the data
generated.
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The overall framework have been generated
and investigated in the discussion through
extensive review of the literature, the models
developed and the scales generated.
REVIEW OF LITERATURE
Summary of reviews done by various
researchers has also been presented in Table
1. Jena (2014) examines the audience profile
in terms of their preferences for channel and
timings of the television programs. Students
and youth were surveyed using structured
questionnaire over a period of 4 months,
making it a sample of 230 categorized under
three age groups. It measured several
parameters for understanding the TV
viewing behavior of the respondents. For this
purpose, it analysed the preference of
respondents for TV viewing schedule using
F-test (variance) and the preference of TV
programs was measured on 5 point scale (5:
most preferable, 1: least preferable) which is
analysed through ranking method. Similarly,
various other parameters were measured
including views on knowledge enhancement
through ads, understanding the impact of
ads (measured on the nominal scale of Yes/
No) and whether the ads induce purchase
of products (measured through check boxes
namely always, sometimes, not at all). The
chi-square test was used to analyse the table
of data and generate the desired results
relating to the study. Each of these
parameters were converted into table form
data and then the simple percent calculation
or chi square was applied as per the nature
of the data. Some of these data have been
measured seperately for each category of age
groups to additionally generate the age wise
responses and the findings.
Kothai (2014) analysed 24 factors that depict
the consumers attitude towards the
television advertisements. The study was
conducted in the simplest form using
structured
questionnaire
wherein
respondents were asked to rank the factors
as per their understanding of the TV ads.
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These factors were then anlysed using rank
test that provided the researchers with the
brief layout of 200 consumer s opinion
towards advertisements on television. The
data was collected using convenience
sampling method as per the ease of the
researchers (Table 2).
Similarly, the avoidance behavior towards
television advertisements was studied for
two districts with the convenience sampling
for 300 respondents above 18 years of age
(Saiganesh and Parameswaran (2012).
Responses were collected through
questionnaire and the tools of analysis were
simple percentage and weighted average to
derive the reasons and the attributes that
drive the zapping behavior of the audience.
The attributes were measured and analyzed
using ranks and the zapping behavior was
assessed in terms of viewing ads, using
always watch, sometimes watch, watch most
of the time, switch over most of time, watch
never (Table 3).
Researchers also investigated the ad
avoidance behavior of audience by
conducting experiments. One such study by
Steven (2012) randomly invited respondents
by phone or mail to undergo the planned
experiment and reach to a more accurate
conclusion. The respondents were observed
separately while watching TV alone and then
watching it with a partner. Also they were
exposed to two different situations where at
first they were watching a single show with
advertisements and in the other place they
were allowed to swap to other four channels
during ad breaks (Table 4).
Total 325 Respondents consisted of 18 years
and above adults, made by 169 solo viewers
and 78 co-viewing couples. Few hours after
completion of the experiment, participants
were asked to fill the related questionnaire
to reveal the ad recall ability of the
respondents in various conditions. The study
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analyzes the impact of co-viewing on the
television ads in terms of ad recall and
zapping behavior. Most of the results were
generated by observation while the ad recall
was assessed using multivariate regression
analysis as shown in Table 5.
Several studies undergo pretesting over a
small sample before collecting the data from
respondents. El-Adly (2010) investigated the
intensity of avoiding T.V. ads by pretesting
the questionnaire on 10 people and the
collected data from 400 respondents (364
complete responses generated) by
appointing seven trained personnel who
visited outside the clubs and malls to
interview people. A seven point scale (ranges
from always to never) was used to bifurcate
the audience as light and heavy avoiders of
ads and the discrimination among the two
groups was identified using discriminant
analysis.
Besides, they also revealed the factors of
attitude towards ad using factor analysis
where the factors were measured on 5 point
likert scale. t-test was also applied to analyze
the factors with respesct to light and heavy
avoiders. This study also includes a very vital
element of the research design i.e. the
defining of factors being measured. Table 6
clearly portrays the six factors included in the
study and the sub statements that define
and measure these factors.
Hairong (2002) studies the perception of
audience towards intrusiveness of
advertisements. They conducted two
separate studies and generated a
measurement scale on the basis of the results.
In the first study, EFA (Exploratory Factor
Analysis) resulted in eight items of measuring
intrusiveness thruogh an experimental study
on online ads. In the second study, these
eight items were then tested on magazine
and TV commercials by applying
confirmatory factor analysis (CFA) and
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Figure 1: Models of AD Intrusiveness
generated the models of intrusiveness of
advertisements (See Figure 1).
Elliot (1997) developed a model depicting the
predictors of ad avoidance. They studied 946
households by mailing them the
questionnaire. The demographics were
measured somehow similarly as in the other
studies. Two pretests were accomplished
before the final data collection. The attitude
of respondents towards the media was
measured on semantic differential scale, the
communication problems were measured on
a single bipolar scale and the perception
towards ads was measured with respect to
six types of perceptions, each being assessed
on seven point semantic differential scale

with different indicators for each perception.
Multiple t-test and nested regressions were
applied to generate the predictors. These
predictors were also defined in the study and
the tests were applied accordingly.
CONCLUSION
Ample researches have been conducted in
the field of ad avoidance, each coming up
with variety of means and ways to
accomplish the study. As per the research
problem, experts have conducted their study
in different ways paving a route to other
researchers to work on related study in the
similar manner. Demographics have been
measured in terms of age, gender,
educational qualification and profession.
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Figure 2 : Predictors of Advertising Avoidance
Above studies provide us with the reference
to categorize the demographic variables in
the groups similar to these studies. Audience
profile and television watching habits have
been generally assessed on a scale of always
to never in terms of viewing ads, swapping
channels during breaks, effectiveness of
Television Commercial and ad recall. The
timings and schedule of watching television
have been mostly generated through
categories and the preference for channels
have been rated through either the ranks or
the check boxes. The attitude towards
television ads, behavior of avoidance and the
reasons of avoiding commercials have been
mostly analyzed on five point and seven
point scale including likert scale, semantic
differential scale and the bipolar scale. The
tools of analysis consisted of correlation,
Exploratory
Factor
Analysis
and
Confirmatory Factor Analysis, regression,
weighted average, percentage, t-test, f-test,
mean, discriminant analysis and the
Friedman rank test. These are the tools used
by researchers in the above study to
investigate the ad avoidance behavior of the
audiences while watching television and to

explore the various factors that are held
responsible for such avoidance behavior. This
study provides with a summarized
framework of how one can carry on the
related study and design the research
referring to the works discussed here. It
appropriately guides how the variables be
defined, how these can be measured and the
mechanism of pursuing the analysis of the
study.
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ASSESSING THE ROLE OF ITC e-CHOUPAL FOR RURAL
TRANSFORMATION
Ajit Upadhyaya*, Shail Shri Sharma**, Rajeev K. Shukla***
This paper focuses on the facilities, offerings provided by ITC to rural or villagers especially in Ujjain
and Indore district, Madhya Pradesh. It helps to assess the impact of e-choupal in the decision making
process of the farmers. Our study confirmed that age / seniority could also be determinant in
transforming rural farmers life. It proved that ITC e-Choupal/kiosk transformed the rural farmers
life by providing them easy access in market analysis and using prescribed, scientific techniques.
Though ITC needs to push a systematic awareness drive in other age groups farmers, especially seniors
farmers about utility of facilities provided by ITC and the ways in which it can benefit them in totality.
Keywords: Rural Transformation, E-Choupal, Age, Farmers, ITC.

INTRODUCTION

approach to ICTs.

E- Choupal is an initiative by the ITC
Company for rural transformation in India.
The Industrial age of the 20th century to the
information age of the Twenty First century,
there is a more globally widespread use of
Information
and
Communication
Technologies (ICT). Developing country like
India is increasingly integrating ICT into its
National Development Plans and adopting
strategies for technological learning. In 2004,
India spent USD 1,008 billion on ICT by
making it 4th largest vertical spender on
Information Technology after Telecom,
Manufacturing, Banking and finance
industries.

ITC is one of Indias leading private
companies with annual revenues of USD 2
billion. Its International division was created
in 1990 as an agricultural trading company.
Now it generates more than USD 150 million
in revenues annually. The company has
initiated an e-Choupal effort that places
computer with internet access in rural
farming villages. Choupal means a gathering
place for common people, whereas eChoupal serves as a social gathering place for
exchange of information and e-commerce
hub. It started as an effort to re-engineer and
the procurement process for soya, tobacco,
wheat, shrimp and other cropping system
in rural India. It has also created a highly
profitable distribution and product design
channel for the company. The e- Choupal
system has catalyzed rural transformation
that is helping to alleviate rural isolation,
create more transparency for farmers and
improve their productivity and incomes. The
e-Choupal initiative for soy, efforts in other
cropping systems (coffee, wheat and shrimp
aquaculture) while different in detail, reflect
the same general approach.

The ICT sector has emerged as a hallmark of
Indias economic liberalization program,
thus, increasing the infrastructure. As part
of the reform agenda, the Indian
government has taken significant steps to
promote ICTs: the 10th National Five year
plan (2002-2007) had a deep focus on
telecommunications policy reform which
included the privatization of the longdistance and mobile phone markets and the
development of a more comprehensive
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AGRICULTURE IN MADHYA PRADESH
Distinguishing feature of Madhya Pradesh
economy is its regional imbalance. In terms
of economic indicators like agricultural
productivity, infrastructural facilities and
industrial growth, Madhya Pradesh
economy can be categorized into different
regions. Western Madhya Pradesh is
agriculturally prosperous and the majority
of the population depends upon farming as
its main occupation. Wheat, rice, sugar cane,
pulses, oil seeds and potatoes are main crops.
Apart from this Soyabean is an important
crop throughout the state.
Currently agriculture is undergoing a
complex period and during the last two 5
year plans (1997-2002 and 2002-2007) there
has been a unique stagnation: the
dependence of the M.P. economy on
agriculture on the one hand, and the poor
performance of agriculture on the other, has
become a matter of concern for the state
development. Private investment in
agriculture and allied sector is considerably
lower than in all other Indian states. Public
sector investment in agriculture mainly
consists in irrigation projects (90 percent)
while expenditure on soil and water
conservation etc. are included as capital
formation under public.
REVIEW OF LITERATURE
The success of e-Choupal initiative was due
to offering customization suiting local
conditions for agriculture sector and trust
upon e-Choupal operators, and transparency
and tangible benefits offered by e-Choupal
(and technology) covering all aspects of the
agriculture supply chain (Bowonder et al.,
2007; Annamalai & Rao, 2003).
A single wild species of rice was diversified
into 50,000 varieties as an outcome of
innovative farming skills (Kothari, 1992;
1994). Warli tribes of the West Indian state of
Maharashtra have grown a great diversity
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of rice for different water and soil needs,
varying maturity periods, resistance to
different diseases and various cultural events
(Kothari, 1994). Village internet kiosks
managed by farmers-called sanchalaks
(operators) provided easy access in local
language for issues like the weather and
market prices, offering scientific farming
practices, selling of farm inputs and purchase
farm produce from the farmers doorsteps
(Bowonder et. al., 2007; Prahalad, 2006;
Kumar, 2004; Best and Maclay, 2002).
One of the best opportunities offered by ICTs
had been the probability for collaboration
(Benkler, 2006; Prahalad, 2006).This project
resulted in increase in rural agricultural
incomes through privatization driven
efficiency improvements in the supply chain
(Gurumurthy, 2009; Prahalad, 2006). The
participation of farming community could
help in identifying technological and
agricultural needs of farmers and assisting
them to use agricultural ICTs Joseph.
Kukreja and Chakrabarti (2013) found that
the ICT initiatives still require significant
improvements in supporting infrastructure
and capacity building amongst farmers to
enable them to use the information they
access effectively. As ICT access continues to
increase among farming communities and
information services continue to adapt and
flourish, the scope exists for a much better
rural productivity impact in the future.
Jain (2013) found that e-Choupal impacted
rural people for information empowerment.
It seemed that these people gained
knowledge about agriculture and other
aspects because of their regular exposure to
the e-Choupal. Behera et. al. (2015)
mentioned that ITCs, e-Chaupal, IT-Kiosks
etc. are the recent development in egovernance mediated agriculture in India. It
add value to the lives of Farmers and Endusers in a Sustainable way through
Knowledge Management Portals, e-kiosks,
Common Service centers in grass root level.
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Upadhyaya and Shukla (2009) also examined
the role of age in usage of ITC kiosk for rural
transformation.
OBJECTIVES
To study the ITC e-Choupal utility for
farmers.
To study the effect of age upon
benefits availed by using ITC kiosk.
HYPOTHESES
For the purpose of the study 14 hypothesis
were constructed:
H01 Farmers age have significant effect upon
facility provided by ITC Kiosk for crop
rotation planning.
H02 Farmers age have significant effect upon
facility provided by ITC Kiosk in making
profitable choices.
H03 Farmers age have significant effect upon
facility provided by ITC Kiosk in reaping
more than one crops.
H04 Farmers age have significant effect upon
facility provided by ITC Kiosk in soil testing
assistance.
H05 Farmers age have significant effect upon
facility provided by ITC Kiosk in usage of
certified seeds.

credit facility by banks.
H11 Farmers age have significant effect upon
keeping record of agricultural income and
expenditure.
H12 Farmers age have significant effect upon
facility provided by ITC Kiosk in storage of
agricultural products.
H13 Farmers age have significant effect upon
facility provided by ITC Kiosk in sorting and
grading of agricultural products.
H14 Farmers age have significant effect upon
facility provided by ITC Kiosk in market
analysis before selling the agricultural
products.
METHODOLOGY
The Study: The Study is empirical in nature
and entire data were divided into age
brackets i.e. under 25, 25-35, 36-50 and above
50 years (Table 1).
The Sample: The sample population was
farmers located in villages of Ujjain and
Indore district. Random sampling technique
was used for collecting the data. A sample
size of 138 was taken out of which 18 were
not filled properly by user so 120 was sample
size under consideration.

H06 Farmers age have significant effect upon
facility provided by ITC Kiosk in nutrition
level testing.

Tools for Data Collection: Primary data were
collected with the help of structured
questionnaires which consisted of both open
and close ended questions.

H07 Farmers age have significant effect upon
facility provided by ITC Kiosk in usage of
plant protection method.

Tools for Data Analysis: The study used
reliability test, f-test, One-way ANOVA for
the purpose of data analysis.

H08 Farmers age have significant effect upon
facility provided by ITC Kiosk for irrigation
based on prescribed method.

FINDINGS AND DISCUSSION

H09 Farmers age have significant effect upon
facility provided by ITC Kiosk in reducing
cost of production.
H10 Farmers age have significant effect upon
facility provided by ITC Kiosk in availing

Reliability tested and Cronbachs Alpha was
found 0.795. The validity of items tested by
taking responses from field experts (Table 2).
H08 was not rejected as Farmers age had
significant effect upon facility provided by
ITC Kiosk and used by farmers for irrigation
based on prescribed method. The farmers of
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age group under 25yrs were irrigating based
upon methods prescribed by ITC in large
number (Refer Table 1). Jain (2013) also
pointed out that e-Choupal impacted rural
people for information empowerment and
here prescribed method is also information
for farmers under 25 years of age group.
Bowonder et al., (2007; Prahalad, (2006);
Kumar, (2004); and Best and Maclay (2002)
also had similar outcome as their studies
endorsed that ITC e-choupal offered
scientific farming practices, selling of farm
inputs and purchase farm produce from the
Farmers doorstep and these facilities
benefitted farmers, while in our study it was
also found that farmers above age group 50
were using this facility in less number. This
could have occurred because the senior
farmers were not used to and exposed to this
type of system earlier. Now the lack of
intensity and aversion towards information
communication technology could have been
the reasons of farmers above fifty years age
group for not availing services provided by
kiosk.
H14 was not rejected as farmers age had
significant effect upon facility provided by
ITC kiosk and used by farmers for market
analysis before selling the agricultural
products . The large number of farmers under
the age group of 25 yrs were taking help of
ITC Kiosk for market analysis before selling
the agricultural products followed by (35 50) yrs group and above 50 yrs age group,
Bowonder et. al., (2007; Prahalad, (2006);
Kumar, (2004); and Best and Maclay (2002)
also found that Village internet kiosks
managed by farmers-called sanchalaks
(operators) provided easy access in local
language for issues like market prices ,but
surprisingly in our study we also found that
farmers between age group of 25-35 years
did not take help of ITC Kiosk in market
analysis. This could have been because in this
age group farmers are more aware and they
have better market knowledge as usually
farmers in these age group explore and
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source market related information through
other resources as well. So they may not have
only dependence upon information
provided by ITC Kiosk (Table 3 and 4).
CONCLUSION
Our study confirmed in line with Upadhyaya
and Rajeev (2009), who also examined the
role of age in usage of ITC kiosk for rural
transformation, that age / seniority could also
be determinant transforming rural farmers
life. It proved that ITC e-choupal/kiosk
transformed the rural farmers life by
providing them easy access in market
analysis and using prescribed, scientific
techniques. Though ITC need to push a
systematic awareness drive in other age
groups farmers, especially seniors farmers
about utility of facilities provided by ITC and
the ways in which it can benefit them in
totality. As Behera et. al. (2015) also
mentioned that ITCs, e-Chaupal, IT-Kiosks
etc. added value to the lives of Farmers and
End-users in a Sustainable way through
Knowledge Management Portals, e-kiosks,
Common Service Centers in grass root level.
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ATTITUDE OF UNDERGRADUATE STUDENTS TOWARDS RESEARCH:
A STUDY WITH SPECIAL REFERENCE TO MANAGEMENT STUDENTS
IN INDORE CITY
Raksha Thakur*, Nidhi Sharma*, Idris Saify**, Mihir Gupta**
Studies have indicated that undergraduate research projects are advantageous to students, faculty
mentors and as well as for institutions. Given a compulsory component of research along with an
appropriate academic foundation, students learn to develop independent critical thinking ability and
proficiency in writing. Research is important for undergraduate students as it has many benefits but
at the same time it is challenging too. Every undergraduate institution is a mixed bag having students
with different abilities and interests. Some are motivated to conduct research while others are not. For
a quality research work it is very important that students work with dedication and maturity. On one
hand quality research depends on students while on the other hand, it also depends on faculty mentor
and the institutional infrastructure. If supportive, they can encourage students in a positive way to
do research work else can result into a negative attitude towards research. This paper attempts to
present an analysis of the factors that affect the attitude of undergraduate students for research with
reference to management students.
Keywords: Attitude, Undergraduate, Students, Research, Management

INTRODUCTION
Research paper or project for an
undergraduate program, now-a-days, is an
essential part of curriculum in many
universities, business schools and
management institutions. It is a compulsory
component in the fulfilment of management
programs in some institutions in assorted
forms like research work, research project or
research thesis, offered in varied semesters
during the program. Many management
programs at undergraduate level include
research inputs in their syllabus of
undergraduate programs like bachelor in
business administration, foreign trade,
computer applications, mass communication,
commerce etc. It is even found in non
management programs, arts disciplines like
history, literature, law etc.
As commonly observed, in the process of
research work usually students conduct
research under the supervision of faculty
guides known as mentors. Mentored
*

research is progressively being recognized as
a vital modern pedagogy which aids students
in experience based learning, stimulates
students to gain knowledge, and enhances
skills in analysis and communication (Brewer
et. al., 2012; Helm and Bailey, 2013). Either
they are given topics for research on basis of
their area of specialization or can work as
per their interest and choice. The research
report submission is optional in some
institutes or programs while mandatory in
others as an integral component of students
assessment.
Studies indicate that undergraduate research
is advantageous to students, faculty mentors,
as well as institutions. Given as a compulsory
component along with appropriate academic
foundation, students learn to develop
independent critical thinking ability and
proficiency in writing. Undergraduate
students who have completed a mentored
research program identified multiple areas
from which they were benefited and they

Assistant Professor, Prestige Institute of Management and Research, Indore
Student, Prestige Institute of Management and Research, Indore

**

Attitude of Undergraduate Students Towards Research: A Study With Special Reference ...

reported as being positively impacted by the
research experience. The students developed
understanding of research process, learned
how scientists work on problems, developing
skills in the interpretation of results, learned
ability to analyze data and the ability to
integrate theory and practice (Petrella and
Jung, 2008). Research projects are usually
given to students in order to broaden their
horizons and expose them to experiences
and ideas beyond classrooms and textbooks.
Research projects also help prepare students
to conduct future advanced research work
(Mustafa, Y., 2004). Research nurtures
undergrads holistically as the learning and
experiences develops their tolerance for
obstacles, self confidence to work
independently, a sense of accomplishment
(Lopatto, 2006), develop their understanding
of how knowledge is constructed and that
assertions require supporting evidence.
Research is the most demanding ability
undergraduate students should be expected
to achieve as it builds new knowledge
(Hansen, 2001). Inviting students to invest
intellectually in a project gives them the
opportunity to help shape its direction, exert
some of their own creativity, and experience
the joy of intellectual ownership of the
products resulting from the effort (Elgren and
Hensel, 2006). Research is important for
undergraduate students as it has many
benefits but at the same time it is challenging
too. Every undergraduate institution is a
mixed bag having students with different
abilities and interests. Some are motivated
to conduct research while others are not. For
a quality research work it is essential that
students work with dedication and maturity.
On one hand quality research depends on
students while on the other hand, it also
depends on faculty mentor and the
institutional infrastructure. If supportive,
they can encourage students in a positive
way to do research work else can result into
a negative attitude towards research. This
paper attempts to present an analysis of the
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factors that affect the attitude of students for
research with reference to management
students.
REVIEW OF LITERATURE
Research has its due importance in the
curriculum of undergraduate students. It
helps them to build awareness about the
research methodology and process of
conducting research. Limited research has
been done in this field; few relevant ones
have been discussed here. Bartkus et. al.
(2010) consider research as an innovative
approach to engaged learning. They talk of
Research Group framework created in
consultation with scholarly organizations,
designed to facilitate effective and efficient
undergraduate research experiences in
management information systems and other
business areas. As per authors such research
experiences are believed to better prepare
undergrads for success in their chosen
careers.
Review of literature on students attitude
towards research at Mazandaran University
of medical sciences by Siamian et. al. (2015),
explains that the subjects under study had
positive attitude to research and in case of
availability of research facilities, students
enjoy conducting research studies. Belief in
research problem with the highest average
and relation with everyday life with the
lowest average, ranked the highest and
lowest scores respectively. The findings also
showed that there was insignificant
difference between the variables of age,
gender and level of education and the
attitude of students towards research.
Helm and Bailey (2013) studied perceived
benefits of presenting undergraduate
research at a professional conference. As per
authors research has increasingly become a
likely part of undergraduate programs with
presentation of that research as a desired
outcome. There are long-term self-efficacy
and motivational benefits of research to
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undergrads especially if they present their
work at professional conferences.
A research conducted by Wayne et. al. (2011),
on the students of two colleges Acupuncture
and Oriental Medicine concluded that
students have positive attitude towards the
research in their first year of study but have
a low attitude in their later year of study, but
the cross-sectional design of this survey did
not allow any temporal effects to be inferred.
OBJECTIVE
To explore factors affecting the
attitude of undergraduate students
towards research.
METHODOLOGY
The Study: The study is exploratory in nature
and based on survey method.
The Sample: The sample of the study
constituted of 75 respondents. Sample for
the survey was selected from the city of
Indore. The respondents were selected with
the help of non-probability convenience
sampling method.
Tools for Data Collection: For the study, a
self-structured questionnaire was used to
conduct a pilot survey. Total 75
questionnaires were collected and used for
this survey. The respondents were given
self-structured five point Likert scale
questionnaire ranging from Strongly Agree5 to Strongly Disagree-1 of 25 items.
Tools for Data Analysis: The analysis of data
was carried out using Statistical Package of
Social Science (SPSS 16.0).
RESULT AND DISCUSSION
The reliability of the measures was assessed
with the use of Cronbachs alpha. Cronbachs
alpha allows us to measure the reliability of
different variables. As a general rule, a
coefficient greater than or equal to 0.7 is
considered acceptable and a good indication
of construct reliability. The Cronbachs alpha

for the questionnaire is (0.77). Hence, it is
reliable and can be used for analysis. The
results of factor analysis, then explored seven
factors that influenced the attitude of
students towards research. There were 25
items in seven groups of factors in the
beginning of research analysis, but one of the
statements did not appear in any group so it
was deleted and the analysis was done on
24 items that appeared in the group. These
factors are tabularized with their items, loads,
Eigen values and percent of variances in
Table 1.
Factor 1 Excellence constituted of six items,
namely, research enhances the analysing
skills of students, research helps in gaining
insight about a particular topic, research
enhances practical knowledge, research
enhances employability , research adds
value to their program and there should be
no research at undergraduate level.
Research enhances the analysing skills of
students has the highest item load that is
0.806. The item load of this factor is 2.939 with
the highest coverage of 16.137 percent of
variance. It is very clear that among all the
other factors Excellence is a major factor
affecting undergraduate students attitude
towards research. Research experience
enhances quality of undergraduate students
and is very supportive when applying for a
standard post graduate institute especially in
foreign universities. Research helps students
excel in analytical skills, knowledge and
concepts and stand out from others before
job recruiters. Research at undergraduate
level result in more successful and
competitive alumni, serve as a selling point
for recruiting freshman, provide positive
publicity, lead to greater overall productivity,
and impart a more mature learning
atmosphere (Schneider, 2004).
Factor 2 Support comprises of six items viz.
mentors work for extra hour to guide
research, effective guidance is provided by
mentors, mentors get enough time to guide
research, mentors behaviour with students
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is genuine, availability of mentors is
convenient and institute provides required
facilities for research work. Mentors work
for extra hour to guide research has the
highest item load of 0.808. The total load of
this factor is 4.295 with 15.262 Percent of
variance. This implies that Support is a
factor which affects the attitude of students
be it from mentors or from the management
institutes. The guidance and time provided
by mentors is critical as students at this age
are immature.
General observation says that research
projects or papers are new to undergraduate
students so students need a mentor to
support them. Like the institutes and
universities provide support to their faculties,
if students get the same due support at
various stages of research, it will boost their
enthusiasm. Institutes can make available
laptops with internet connectivity or
technical assistance to help them in online
surveys. Web-based surveying is a valuable
tool for achieving quality undergraduate
research in upper-level economics courses
(Steele, 2008). An impetus to students for
research work from institutes end would
revert back with greater benefits. There is a
need for such framework which recognizes
research as a process that can be planned,
monitored, measured, corrected and
improved, which, if followed by mentors and
institutes, would enable students to produce
good quality research projects. This would
help students and instructors to achieve the
goals of conducting research projects
(Mustafa, 2004).
Factor 3 Competency has four items,
undergraduate students are immature for
conducting research, for undergraduate
level summer internship is better than
research, some students consider research
as burden, and research is a difficult task.
For undergraduate level summer internship
is better than research has the highest item
load of 0.751. The total load of this factor is
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2.841 with 11.946 percent of variance. The
implication is that students are more
comfortable doing internships than research.
May be it gives more practical knowledge
and exposure than research. It also may be
that at this young age they are more attracted
to be on field, to visualize industries and have
new experiences of corporate world and
research work requires them to read and
learn. It can be inferred that students lack
the competency needed for research and so
it might be more difficult as compared to
internships.
Factor 4 Comfort contains three items which
are review of literature is easily accessible
for the students, mentors give sufficient
time to the students and students get
sufficient time for research. Review of
literature is easily accessible for the students
has the highest item load of 0.720. The total
load of this factor is 1.981 with 7.238 percent
of variance. This implies that ease of accessing
review of literature is crucial for the students
of Indore city. An intensive search is
necessary to get the right review of literature
for any research. Institutes should have
enriched libraries and a comfortable access
to online libraries for data collection and
review of literature will definitely be an
encouragement for their students. A quality
research needs time, absence of convenience
and amenity is not justified. Web based
surveys can be taught to the students as they
are time saving and more convenient. Webbased surveys can be employed in efforts to
integrate undergraduate research into the
curriculum without overburdening students
or faculty (Steele, 2008).
Factor 5 Sincerity consists of two items,
students devote sufficient time to their
research and students behaviour with
mentors is desirable. Students devote
sufficient time to their research has the
highest item load of 0.831. The total load of
this factor is 1.371 with 6.505 percent of
variance. As the mentors need to give ample
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of time to their students for research, so is
required from the students end. Students
dedication is utmost important for research
work. Devotion from students end can help
them develop good understanding with the
guide, to effectively understand instructions
and for proper coordination. In the absence
of time and their desired behaviour, research
work is difficult. For a particular intellectual
encounter to accomplish this goal, it should
involve considerable responsibility on the
students part for formulating questions,
gathering information, structuring and
analyzing information, and drawing and
communicating conclusions to others in oral
and/or written form. Considerable
responsibility on the students part should
be involved for formulating questions,
gathering information, structuring and
analyzing information, and drawing and
communicating conclusions to others in oral
and/or written form (Steele, 2008).
Factor 6 Autonomy includes two items that
are research at undergraduate level should
be optional and students get the freedom
of topic selection. Students get the freedom
of topic selection has the highest item load
of 0.840. The total load of this factor is 1.38
with 6.09 percent of variance. Autonomy is
an essential factor, it means students get the
liberty to opt among choices. Availability of
options and freedom to choose not only gives
excitement, pleasure and comfort but helps
in developing the undergrads interest
towards research. Students take this
autonomy as a privilege, their morale gets
boost up for the research which is crucial for
a quality work.
Factor 7 Group covers one item, research at
undergraduate level should be conducted in
groups having item load of 0.705 with 5.21
percent of variance, signifying that students
should be given to conduct research in teams.
It might be boring for undergraduate
students to carry research work alone. Young
generation is socially inclined and like to be
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with friends. For research, at undergraduate
level it may be more comfortable if there are
fellow mates to accompany them, to share
the weight, generate better ideas in teams
and to work with joy.
CONCLUSION
Research is an integral part of the curriculum
of graduation program of any discipline
especially management and allied programs.
This study revealed seven factors namely
excellence, support, competency, comfort,
sincerity, autonomy and group related to
management undergraduates attitude
regarding research project.
The study has revealed useful insights and
learning for the undergraduate mentees,
mentors, directors and management of
educational institutes. The study has
implications for authorities who approve
syllabus at different universities and institute
grading authorities. It also has insights for
academicians and authorities in Universities
and education planning commission. The
factors identified in this study should be
taken care by all related category of people
mentioned above so that research can be
planned and executed in better way leading
to better teaching and learning standards. If
this goes in a positive direction it will help to
augment level of education and
employment.
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BARRIERS TO ENTREPRENEURIAL STARTUPS: A DEMOGRAPHIC
ANALYSIS
Gohar Abbas Khan*
Starting a business can be mind challenging and mentally torturing. However, understanding common
startup barriers and key success factors can help entrepreneurs get off the right path. The aim of this
study is to identify and measure the barriers to entrepreneurs and entrepreneurial inclination in
terms of demographics like gender and age. This research provides interesting insights into the
entrepreneurship barriers faced by entrepreneurs from a developing nation where such research is
need of the hour. The study is conducted by surveying 204 entrepreneurial startups in different
entrepreneurial programs through self-administered questionnaire, which was further analyzed by
using basic descriptive analysis and ANOVA to capture demographic differences in the opinions.
Respondents perception towards barriers to entrepreneurship risk of capital loss, low level of
confidence, corruption and bureaucracy, family background, inadequate social network, Lack of
government support, Lack of experience and political environment) and their entrepreneurial
inclination were assessed. The findings of this study could serve as baseline information for current
and entrepreneurs as well as for policy makers for purpose of outlining demographic based
entrepreneurship policy and program.. The results of the study revealed that entrepreneurial barriers
had significant difference with respect to gender and age.
Keywords: Entrepreneurship, Startups, Perceived barriers, Gender analysis.

INTRODUCTION
The role of small and medium enterprises
(SMEs) in India has become increasingly
important in promoting socio-economic
development of regions and national
economic growth. Entrepreneurs bring new
ideas to life through innovation, creativity
and the desire to build something of lasting
value (Volkmann et. al., 2009).
Entrepreneurship has attracted increasing
attention in recent years in the light of
concrete evidence of the importance new
business creation to the economic growth
and development (Langowitz and Minniti,
2007. However, there are limited
entrepreneurship studies regarding to
barriers faced by entrepreneurial startups
from developing countries which may differ
from those in developed countries. The
proportion of early stage entrepreneurs who
will engage in full time business are mostly
from developed countries (Bosma et. al.,

2007). So, this suggests that there might be
more barriers to entrepreneurship in the
developing countries as compared to the
developed countries.
REVIEW OF LITERATURE
Entrepreneurial activities are considered as
the driving force to a healthy development
within the country through reduction of
unemployment, fair distribution of income
and various social advantages. Selfemployment
or
entrepreneurship
contributes a great amount of output
throughout the world and our country is no
exception. Self-employment, or simply
entrepreneurship, is becoming popular as a
career choice (Van Gelderen et. al., 2008).
Since the origin of the theory of the
entrepreneurship, researchers have been
fascinated to study the demographic factors
affecting the entrepreneurial startups.
According to Ashley et. al. (2009) there are
number of individual factors that motivate a
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persons decision to become an entrepreneur.
These can be categorized as demographic
factors and psychological factors. ismail et.
al. (2009) in one of his study mentioned that
demographic factors that are affected by
entrepreneurial activities age, sex and
education.
The relation between gender and
entrepreneurial intention makes a very
interesting study. Literature is replete with
studies delving upon this linkage. Several
studies report that men feel themselves more
efficient and oriented to create a new
venture than women (Sanchez, 2011).
Zaidatol and Afsaneh (2009) found significant
difference in the entrepreneurial intention
between male and female students where
the male students obtained a higher mean
score. The studies of de Kok et. al. (2010) and
Gielnik et. al. (2012) have taken age as a
variable of interest. Krueger and Brazeal
(1994) reported that individuals age affects
entrepreneurial start up intention and
success both directly and indirectly.
Once the decision made to start own
business and follow the path of
entrepreneurship, a person may realize that
they started an adventure where they will
face different obstacles while running their
business. However, Entrepreneurship is
influenced by both extrinsic environmental
factors and intrinsic individual characteristics
which include: environmental factors at the
state/ national or even international level;
personal characteristics of entrepreneurs;
self-efficacy; background of entrepreneurial
parents; education and training; work
experience and social networking (Jain and
Sayed 2015). These factors may effect
positively or negatively.
Informal barriers include implementation of
regulations (Jancauskas, 2000) and corruption
(Bohata and Mladek, 1999). Skill based
barriers include the lack of business-related
skill due to the lack of previous private
business experience (Roberts and Tholen,
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1998). Lack of adequate business skill can
impede the survival and growth of private
businesses.
Different authors (Bates, 1995; Nagarajan et.
al., 1993) have queried individuals about the
barriers associated with starting a business
through descriptive surveys, and produced
long lists of barrier to start-up which they
identified from the review of literature which
include: lack of socialisation of
entrepreneurship in the home, school and
society; exclusion from traditional business
networks; lack of access to capital and
information Moreover, Hatala (2005)
explains that lack of confidence, personal
problems, lack of skills, start-up logistics,
financial needs, and time constraints are the
main barriers to starting a new business.
In addition, Choo and Wong (2006) argue
that the barriers to starting a business for the
non-starters are due to hard reality (e.g., risk
of capital losses), lack of capital, lack of skills,
compliant costs, and lack of confidence.
Finnerty and Krzystofik (1985) indicate that
the fear of failure due to the uncertainty of
the future discourages entrepreneurs to
create a small venture and succeed in that.
Few barriers to entrepreneurship that
researchers also take in consideration
includes risk of capital loss, low level of
confidence, corruption and bureaucracy,
family background, Inadequate social
network, lack of government support, lack
of experience and political environment.
Family background, in particular, plays an
important role in the formation of a mindset
open
to
self-employment
and
entrepreneurship. Family with a business
background often influence and motivate
their siblings to involve in entrepreneurial
activity and they are expected to possess
higher propensity to launch a business in
future (Auken et. al., 2006). Lack of selfconfidence
effect
negatively
on
entrepreneurial intention as it is considered
as a valuable individual asset and a key
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personal success because it improves the
individuals motivation to undertake projects
and persevere in the pursuit of his goals
(Turker and Selcuk, 2009. Robinson et al.
(1991) have found entrepreneurs to have a
higher degree of self-confidence relative to
non-entrepreneurs.
Another interesting variable that is associated
with ones entrepreneurial behaviour is
entrepreneurial past experiences. Previous
studies have shown
that prior
entrepreneurial experiences can develop
individuals entrepreneurial intentions. Some
researches, however, indicate that the prior
entrepreneurial experiences just have slight
influences on individuals knowledge of
entrepreneurship and have no significant
impact on their entrepreneurial attitudes
(Davidsson, 1995). Social networks is defined
as Series of formal and informal ties between
central actor and other actors in a circle of
acquaintances and represents channels
through which entrepreneurs get access to
the necessary resources for business start-up,
growth and success (Kristiansen, and Indarti,
2004) .
A number of previous research studies (e.g.,
Aldrich and Zimmer, 1986; and Ostgaard and
Birley, 1996) revealed a positive relationship
exists between an entrepreneur s
networking and ventures performance.
Entrepreneurs could conceivably view their
interactions with government positively and
negatively. The positive perspective assumes
a proactive and supportive policy role for
government, such as jurisdictions funding
venture capital programs (Lerner, 2002).
When Chatman et al. (2008) surveyed
entrepreneurs, they surprisingly found that
local government support was not
significantly linked to their dependent
variables and entrepreneurial climate.
However, entrepreneurs will be discouraged
from building a new firm if they have to keep
up with excessive numbers of rules and
procedures. Mambula (2002) explains part of
the barriers faced in dealing with SME
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businesses are lacking of financing,
regulatory barriers (e.g. government policies
and corruption, etc.) had badly effect the
growth of businesses. The political factors
such as corruption seemed to encourage the
investment and technology however, this
adversely affect products and services prices
which would threaten the income to business
entrepreneurs (Kouznetsov et.al., 2014).
Many youth entrepreneurs fail to access
government support that targets them due
to long bureaucratic processes or lack of
information about the specific interventions.
Amongst the organizations providing
support to the youth entrepreneurs many
lack a clear understating of issues facing the
youth at local level in order to design and
provide relevant information and support
(Chigunta, 2002).
OBJECTIVE
To study the association of gender and
association of age as barriers for
entrepreneurship.
HYPOTHESIS
H 01 : There is no significant association
between gender of respondents as barrier for
entrepreneurship startups.
H 02 : There is no significant association
between age of respondents as barrier for
entrepreneurship startups.
METHODOLOGY
The Study: The current study is exploratory
in nature and aims to understand
entrepreneurial ecosystem and the barriers
to startups in India.
The Sample: The study targeted 204
participants who participated in different
Entrepreneurship in Jammu and Kashmir.
Tools for Data Collection: The responses for
the current study was collected on self
designed questionnaire with 41 items. The
responses were collected on five point likert
scale.
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Tools for Data Analysis: The collected data
was analysed using descriptive statistics and
analysis of variance (ANOVA).
RESULTS AND DISCISSION
The first part is to obtain descriptive statistical
results such as means, standard deviations,
analysis of variance (ANOVA) performed by
SPSS.
Table 1 show that both male respondents
(55.4 percent) and females (44.6 percent) took
part in the study. Percentage of the
respondents were more in between 36-40
years old (29.41.8 percent) and only 7 percent
were 20 to 25 years old. Majority of the
respondents education were secondary
school (56.7 percent). Most of the respondents
have been married (87.3 percent) and (53.9
percent) use their self-funding to operate
their business. In terms of past business
achievement, most of them has average
performance (43.13 percent) as shown in
Table 1.
To identify the impact of gender on obstacles
faced by entrepreneurs throughout their
business tenure ANOVA was used to find
significant relationship between various
variables in different groups of respondents.
The estimate of the mean of all the groups
being compared on F-VALUE shows
significant results while looking at the
startup barriers ,except lack of experience
where males and females are found to be
significantly different (Table2, the p-value is
0.005(<0.05)). This is consistent with the
findings by Roomi et al. (2009) and Dahalan
et. al. (2013) who revealed that female
entrepreneur have low experience in
handling business while men entrepreneur
are more dynamic in discovering new
business prospect.
To identify the impact of different age groups
on obstacles faced by entrepreneurs
throughout their business tenure, ANOVA
was used to estimate of the mean of all the
groups being compared on F-VALUE has not
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shown significant difference in case of
corruption and bureaucracy, family
background, Lack of government support,
lack of experience and political environment
while the results of other barriers namely,
risk of capital loss, low level of Confidence,
inadequate social network show significant
difference (Table 3).
CONCLUSION
The findings of the study concludes that
there were significant difference between
male and female entrepreneur with respect
to barriers. It can be seen that females believe
that their existing experience can help them
succeed in business. As per the different age
groups respondents perceive these barriers
differently particularly in case of risk of
capital loss, level of confidence and
inadequate social network. Government, of
course, is not always viewed in a positive light
by entrepreneurs. Due to time and cost
constraints Entrepreneurs from other parts
of the country were excluded from the
research as the research is confined to
entrepreneurial meet only. The research
study reveals that there are significant
difference between gender and age of
entrepreneur with respect to barriers.
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COMPULSIVE ONLINE SHOPPING BEHAVIOUR AMONG COLLEGE
STUDENTS: A PERCEPTUAL STUDY ON THE BASIS OF GENDER
Yogeshwari Phatak*, Tarun Kushwaha**
Compulsive buying as a tendency of irresistible desire or drive to obtain, use or experience feelings or
activities that leads an individual to repetitively engage in the shopping behaviour.With the advent of
internet and the growth of online shopping compulsive online shopping behaviour is also growing
gradually. Despite the prevalence of internet in our everyday life, little is known about consumer
buying behaviour in on-line purchases. Moreover, Compulsive Online Shopping behaviour is a poorly
researched subject. This paper attempts to study the compulsive online shopping behaviour among
the management students in India especially on the basis of gender.
Keywords: Addictive Buying, Compulsive Buying Behaviour, Compulsive Online Buying Behaviour

INTRODUCTION
Shopping fulfills many utilitarian needs.
Several adults consider shopping as a leisure
activity (Lunt and Livingstone, 1992) as a
means of managing emotions (Elliott, 1994),
or a way to establish and express self-identity
(Dittmar, 1992). However, some consumers
are not able to control buying urges which
brings significant adverse consequences
(Lejoyeux et al, 1996; McElroy et al, 1994) for
the individual and/or others. Researchers
have described this uncontrolled problematic
buying behaviour as uncontrolled buying
(Lejoyeux et al, 1996), compulsive buying
(OGuinn, 1989), compulsive shopping
(Koran, 1999), addictive buying (Scherhorn,
1990), excessive buying (Dittmar, 2000), and
spendaholism (Campbell, 2000).
OGuinn, (1989) has defined compulsive
buying as a tendency of irresistible desire or
drive to obtain, use or experience feelings or
activities that leads an individual to
repetitively engage in the shopping
behaviour. These include being frequently
preoccupied with buying or subject to
irresistible, intrusive, and/or senseless
impulses to buy; frequently buying
unneeded items or more than can be
afforded; shopping for periods longer than
*

intended; and experiencing adverse
consequences, such as marked distress,
impaired social or occupational functioning,
and/or financial problems (McElroy et al,
1994). In the views of OGuinn and Faber
(1989) compulsive buyers often come across
to the feeling of unhappiness, guilt, shame,
or embarrassment
With the advent of internet the ecommerce
has emerged as a powerful marketplace. This
helped in the growth of online shopping
which on one side liberated the consumer
from time and place constraints and on the
other side brought all the evils of compulsive
buying and led to the tendency of
compulsive online buying behaviour. This
paper attempts to study the compulsive
online shopping behaviour among the
management students.
REVIEW OF LITERATURE
Compulsive Buying
Edwards (1993) identified five different levels
of compulsive buying. These levels ranging
from lowest to highest level of compulsive
buying, are non-compulsive, recreational,
borderline, compulsive, and addicted. The
non-compulsive buyers make planned
purchases of items when they are needed.
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Recreational buyers occasionally make
unplanned, impulsive purchases to improve
their mood. Borderline compulsive buyers,
like recreational buyers, occasionally
purchase items to improve their mood.
However, the borderline compulsive buyers
may feel guilty after purchasing items that
they do not need. Compulsive buyers
frequently purchase items to relieve stress
or anxiety, often feel guilty after purchasing
items that they do not need, and often suffer
negative emotional and economic
consequences as a result of their purchasing
behaviour. Addicted buyers experience a
continuous, powerful urge to purchase items
that is so strong that they often neglect other
obligations and postpone or cancel other
activities to act on this urge. Elliotts (1994)
in his study in United Kingdom found
relation between addictive consumption
tendencies and low self-esteem. He also
observed that addictive consumption
tendencies were also related to the belief that
purchasing particular goods, especially
apparel products, was associated with social
status.
There may be more than one reason behind
the tendency of compulsive buying
behaviour. In the views of Faber (1992)
compulsive buying behaviour might be the
result of the interplay of several biological,
psychological, and sociological factors. Some
of these factors include a deficiency of the
neurochemical serotonin (McElroy et al,
1991), high levels of materialism (Dittmar,
2000), low levels of self-esteem (OGuinn&
Faber, 1989), and the social acceptance of the
use of buying to improve ones mood (Peele,
1985; Faber, 1992). Compulsive buying may
also be the outcome of the conditions of
modern life, including the easy availability
of credit cards; increased and more effective
advertising; the ease of shopping in malls,
through TV, and the Internet; the dilution of
family structure; and a breakdown in the
sense of community (Cushman, 1990;
Langman, 1992; Shields, 1992; Elliott, 1994;
Boundy, 2000).
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Several studies have investigated the
demographical predictors (gender, age,
socioeconomic status) of compulsive buying.
Many researchers believe that most
compulsive buyers are women (dAstous,
1990; McElroy et al, 1994; Faber et al 1995;
Koran et al 2002; Dittmar, 2005).In a study of
Dittmar and Drury (2000) over groups of
female and male shoppers the belief that selfimage was tied to purchases, particularly
apparel purchases, was more intense among
female than for any other group of shoppers.
In their study Ching et al (2016) found a
significant difference between males and
females. They observed that there exists a
link between psychological distress and
compulsive buying severity in females only.
However, according to their study the
severity of link between materialism and
compulsive buying exists in both genders.
Koran et al (2006) in a study in US found a
very small difference between male and
female respondents.
Various researchers found that younger
persons may be more susceptible than older
ones to compulsive buying tendencies
(Dittmar, 2005), although several studies
found no eûect of age on problematic buying
(Black et al, 1998). Researchers such as
(Christenson et al. 1994; Schlosser et al, 1994
are of the opinion that that compulsive
buying behaviour usually begins in late
adolescence or early adulthood i.e. at the
college enrolmentage. Roberts (1998),
investigated the occurrence of compulsive
buying behaviour among college students in
the United States and examined the possible
causal factors of such behaviour. The results
of the study indicated that compulsive buyers
had lower levels of self-esteem than noncompulsive buyers. Compulsive buyers
perceived a link between social status and
purchases made than non-compulsive
buyers. In the study females turned out to
be demonstrating more compulsive buying
tendency over males.
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Online Compulsive Buying
The online shopping sites are very attractive
and tempting. LaRose (2001) in a study
showed that popular e-commerce sites have
various features which stimulate unregulated
buying. These features include attractive
interactive graphics, product descriptions
using fantastic visual merchandising, sales
and auction alerts by e-mail. Free gifts and
incentives in the form of reward and referral
points try to compensate the bill burden. The
online stores are like shops that operate
round the clock to fulfil the shopping urges.
Donthu and Garcia (1999) mentioned that
various surveys have found online shoppers
to be more impulsive than others. Pastore
(2000) in a study on college students found
that these students spend a substantial
amount on online shopping of clothes,
music, and books and such purchases are
frequently associated with compulsive
buying. The students acquire this habit of
excessive shopping due to their propensity
for addictive online habits (MorahanMartin and Schurnacher, 2000) and
unregulated offline buying (Roberts, 1998).
Reduction in the product search and
transaction costs at electronic markets
(Steinfield and Whitten, 2000) often fuel the
online compulsive buying tendency.
Objective
To study the impact of gender on
compulsive online shopping
behaviour of students.
Hypothesis
The following null hypothesis was framed
for the study
H 01 : There is no significant difference
between male and female students in their
compulsive online shopping behaviour.
METHODOLOGY
The Study : The current paper is an attempt
to study the impact of gender on compulsive
online shopping behaviour in Indore Region.

The Sample: The data was collected through
personal contacts and online survey forms.
Total 180 response sheets were considered
for analysis after screening out the partially
filled questionnaires. Male and female
respondents were equally distributed as 90
under each category. Thus, both the genders
had equal representation in the sample.
Tool for Data Collection: The data was
collected through a questionnaire, which was
divided in two parts; the first part gathered
the information related to independent
variable i.e. gender of the respondents while
the second part of the questionnaire contains
the scale developed by Manchiraju et. al.
(2017) to measure the compulsive online
shopping behaviour of the respondents.The
scale contains twenty eight statements
distributed in seven factors. The factors are
labelled as Salience, Mood modification,
Conflict, Tolerance, Relapse, Withdrawal and
Problems. Each factor contains four
statements. It is a 5-point scale anchored by
strongly disagree (1) and strongly agree (5).
Tool for Data Analysis : The collected data
was analysed using t-Test.
RESULTS AND DISCUSSION
The first phase of the data analysis starts with
establishing the reliability of the scale. To
ensure the reliability of constructs coefficient
± was carried out using SPSS-20. The
standardized Cronbachs alpha (±) was
found to be high at 0.932 which is highly
acceptable. The null hypothesis H 01 was
framed to measure the impact of gender on
the compulsive online shopping behaviour
of college students. The t-Test result (p=0.373)
showed the insignificant impact of gender
on the compulsive online shopping
behaviour of college students (Table 1). When
t-Test was carried out for all the seven factors
individually no significant difference was
observed between male and female
respondents (Table 2).

Compulsive Online Shopping Behaviour Among College Students: A Perceptual Study on the Basis of Gender

These results are in line with the findings of
Koran et al (2006) where in their study in US
they found a very small difference between
male and female respondents. Roberts and
Tanner (2000) also in their study on
adolescents did not found any gender
differences. In several researches females
score higher than males on compulsive
buying (e.g. Scherhorn et. al., 1990). However,
in a study of Magee (1994) females score
slightly higher than men. The reason behind
the difference between male and female on
compulsive shopping may be due to
disproportionately high percentage of
females in respondents. In studies that
classify individuals as compulsive buyers, the
percentage of women ranges from 74 percent
(Hanley and Wilhelm, 1992) to over 93
percent (Black et al, 1998), with the majority
reporting around 90 percent (Dittmar, 2005).
This drawback was overcome in the study
by equally dividing male and female
respondents as 90 each in both the categories.
And probably because of this reason no
significant difference was observed between
males and females compulsive shoppers.
CONCLUSION
The study examines the compulsive online
buying behaviour of male and female college
students. The study would be helpful for the
marketers to plan strategies for different
segments of the consumers especially on the
basis of gender. The study is one of the few
studies in Indian scenario to understand the
compulsive online buying behaviour because
this is a very recent concept in the current
domain of marketing management.
However, only gender was considered for
the present study and further studies could
be carried out with other demographical
variables.
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CONSUMERS PERCEPTION TOWARDS THE BRANDED JEWELRY:
ANALYZING INCOME DIFFERENCES
Vipin Choudhary*, Vikas Chauhan**, Swati Batra***
To understand the consumer perception towards the product and services is very important to the
marketers and respective organizations to develop appropriate marketing product development
strategies. The present study is an attempt to understand the consumers perception towards the
branded jewelry. Further, the study is trying to identify differences in perception towards the branded
jewelry among the consumers belongs to different income groups. The study is carried out with the
sample size of 199 respondents from Indore district of India. The findings of the study identified
significant differences among various income groups of consumers towards the purchase of branded
jewelry.
Keyword: Branded Jewelry, Behavior, Consumers Perception.

INTRODUCTION
India is leading in consuming gold in the
world, it consumes nearly 800 tons of gold
that accounts for 20 per cent of world Gold
consumption, of which nearly 600 tones go
into making jewelry. Before the liberalization
of the Indian economy in 1991, only few
organizations such as Minerals and Metals
Trading Corporation of India (MMTC) and
the State Bank of India (SBI) were permitted
to import gold. Export houses were allowed
to import gold liberally after the close of the
Gold Control Act in 1992. Till the early 1990s,
the average Indian bought jewelry for
investment rather than for adornment.
Jewelry made of 18-karat gold was not
favored as it was considered a poor
investment. The traditional jewelers were
also moved to branded jewelry as its gaining
acceptance among the consumers. Given the
opportunities the branded jewelry market
offered; the number of gold retailers in the
country increased sharply.
Traditional jewelers also began to bring out
lightweight jewelry, and some of them even
launched their in-house brands. However,
the share of branded jewelry in the total

jewelry market was still small (about Rs. 10
billion of the Rs. 400 billion per annum jewelry
market in 2002), though growing at a pace
of 20 to 30 percent annually. The branded
jewelry segment occupied only a small share
of the total jewelry market because of the
mind-set of the average Indian buyer who
still regarded jewelry as an investment.
Moreover, consumers trusted only their
family jewelers when buying jewelry.
Consequently, the branded jewelry players
were trying to switch their mind towards the
branded jewelry by offering unique designs
at reasonable prices. However, branded
jewelry players will continue to face lots of
competition from local jewelers. To build
trust among the consumers about gold
purity, jewelers were started using
hallmarking and create unique designs to
gain the market share.
After the beginning of supermarket culture
the Jewelry sales and marketing received a
new dimension. Undoubtedly, in the
organized stores the display and the
presentation of the products have become
very attractive and it has remarkably grown
at over 50 percent annually, how to satisfy
the consumers? The kind of discussions is
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going on in the industry and working
towards the development of appropriate
strategies to speed up its growth. However,
real sales take place through traditional
jewelry stores as jewelry is mainly sold on
trust. The industry needs to focus on the
changing ways of production and marketing
of the products. The Indian gems and jewelry
industry boasts a strength of over three lac
jewelry retailers across the length and
breadth of this country. Present study is an
attempt to understand the consumers
perception towards branded jewelry.
REVIEW OF LITERATURE
Berad et. al. (2015) identified the factors that
influence the customers while purchasing
jewelry are price, design, image, purity,
display, variety, promotion, service & offers,
family & friends. The study was observed
that most of the consumers were aware
about branded jewelry, which is also
supported by Gomathy and Devi (2015).
Chitradevi (2017) conducted a study to
identify the attributes and factors to affect
purchase of jewelry products in
Tiruchirappalli district of India. The study
found that the price, purity and design are
the most preferable attributes towards
purchase of jewelry products.
Mulky (2015) observed that the market of
jewelry is at the booming stage in India and
the jewelers offering different range of price,
quality, innovation and design to the
consumers. Rawal (2015) determined the
factors affecting buying behavior of
consumers towards the purchase of branded
jewelry from branded stores. This research
gives some insights about the expectation,
perception and attitudes of consumers
towards the branded jewelry.
Ramachandran and Karthick (2014)
conducted a study on the perception of
customers towards branded jewelry and
found that the jewelry market is in the

83

revolutionary stage towards the branded
jewelry. The study found the uniqueness of
design was the key attraction of branded
jewelry which differentiates it from
unbranded jewelry. Jain (2013) conducted a
comparative study to identify the perception
towards branded & non-branded in India.
The study selected Indian women from
Jaipur city as a sample. The study found that
high awareness among women consumers
towards the branded jewelry with increasing
more positive perception towards it.
Jyothi and Babu (2014) investigated the
preferences of consumers towards branded
jewelry in Tirupati. The study identified
several factors affecting consumer behavior
towards branded jewelry such as variety,
gold purity, image of brand and its market
positioning, service, advertisement, offers or
promotional
schemes,
celebrity
endorsement. Asha and Christopher (2014)
also conducted a study on customers buying
behavior towards branded and non-branded
gold jewelry in Kanyakumari district in India.
The study found that consumers purchase
the gold jewelry on some occasions like:
marriages, wedding ceremony, anniversaries,
birthdays, festivals etc. Raju and Kumar
(2013) also found some factors which may
influence the purchase of jewelry through
their research conducted in Hyderabad,
India. Those factors were: price, purity,
design, variety, brand image, family and
influences.
Walia (2013) conducted a research on
customer perception towards branded
jewelry. The study observed that there are
many brands of jewelry available in the
market and most of the consumers are
gaining awareness about it. Further, the
study was explored that the consumers
preferences are changing towards the design
of jewelry (Fashionable) rather than the
content. The study was also found some
motivation that motivates the consumers to
purchase the branded jewelry such as
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quality, certification of gold, buyback
schemes and zero installment schemes.
OBJECTIVES
To study the consumers perception
towards branded jewelry.
To indentify the perceptual
differences among different income
groups of consumers towards the
branded jewelry.
HYPOTHESIS
H 0: There is no significant difference in
perception towards the branded jewelry
among different income groups of
consumers.
METHODOLOGY
The Study: The study is exploratory in nature
and emphasizes on analyzing the consumer
perception towards branded Jewelry. The
study also identifies the income difference
towards the perception of branded jewelry
on the basis of income.
The Sample: The researcher has made use
of both primary and secondary data to arrive
at necessary conclusions. The primary data
was collected to analyze the consumer
perception towards branded Jewelry. The
secondary data has been collected from the
literature from various published and
unpublished reports/journals and books etc.
The sample was collected from 199
respondents belonging to Indore city (MP).
A non probability convenient sampling was
used for collection of primary data. The
demographic profile of respondents is given
in Table 1.
Tools for Data Collection: Primary data were
collected through a self structured
questionnaire developed from an extensive
literature review. The questionnaire was
developed very carefully and designed in
such a way that it analyses the customer
perception towards branded jewelry. All the

items were measured on a five-point likert
scale, ranging from strongly disagree (1) to
strongly agree (5).
Tools for Data Analysis: The collected data
were analyzed with the help of SPSS-16
software using various statistical techniques
like mean, standard deviation, ANOVA etc.
and presented with the help of an
appropriate statistical table. Prior to analysis,
the reliability of data were examined and
ensured the assumptions of ANOVA analysis.
The Cronbachs Alpha confirms the
appropriate reliability of the data which was
found to be 0.698 (Table 2). Further, to test
the normality of data Shapiro-Wilk test was
applied and the results (Sig. 0.053 is greater
than 0.05) confirmed that the data is
normally distributed. Levenes test applied
to test the Homogeneity of Variances and is
found appropriate as the significance value
(.214) was greater than 0.05 (See Table 3)
RESULT
When one way ANOVA was applied on the
whole data with income wise, it was found
significant (F = 4.64, p = .011) at 0.05 level of
significance (Table 4). Hence, the null
hypothesis was rejected. That means there
is significant difference exists in the
perception between different income groups
of consumers towards the branded jewelry.
Low income group consumers (less than
35,000) showing less positive perception
(M=3.49) towards the branded jewelry than
the high income (Above 65,000) groups
consumers (M=3.76). Another finding of the
study was that, as the consumers income
increases the positive behavior towards the
branded jewelry also increases. Income is
seen as a factor that constraints individuals
in pleasing their consumption needs
especially in jewelry segment.
CONCLUSION
The present paper is an attempt to study
consumers perception with the influence of
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their preferences towards branded jewelry
and analyzing the data with the help of SPSS
software by performing statistical tests like
ANOVA and interpreting the results of this
analysis. The findings showed that significant
differences exist in the perception towards
the branded jewelry among different income
groups of consumers. High income groups
of consumers show high positive behavior
than their other counterparts. Although, all
the income groups of consumers have shown
their behavior positively towards the
branded jewelry. The findings of the study
are beneficial to marketers to develop and
implement marketing strategies for jewelry
according to preferences of various income
groups of consumers regarding jewelry.
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CUSTOMER PERCEPTION TOWARDS CALL-TAXI SERVICES : A STUDY
WITH REFERENCE TO CHENNAI
V. Hemanth Kumar*, K. Sentamilselvan**
The impeccable growth passenger vehicle market is vitally backed by the domestic taxi segment. The
Indian passenger vehicle industry is expected to have a strong growth potential in the near future,
whereas medium to long term growth will be supported by low car penetration level and increasing
income level of the consumers. This research paper focuses on the customer perception towards the
various brands of call taxi service providers in the southern hub of Chennai. The study deals with the
consumers mindset towards in utilizing the call taxi services, the level of comfort, ease of access, tariff
system, promotion, safety and convenience, and overall service quality of the service providers. The
reasons that support and influence their choice and ascertain their views in enhancement of service
are analyzed by conducting the Descriptive research, using Convenience sampling, the data so gathered
are with appropriate tools and provided with feasible suggestions. The outcome undoubtedly emphasize
on the extremely good growth in the future.
Keywords: Call Taxi, Customer Perception, Service Quality.

INTRODUCTION
The consumer market is filled with
opportunities and possibilities to develop.
Every market place has a pivot point. In the
case of e-tailers, it is the consumers whose
appetite for discounts leads them to flame
venture capitalists. The passenger vehicle
segment is one of the most sought after and
fast growing market in India. The customers
are seeking the comfort, pride, and prompt
service with safety. The increasing population
and limited infrastructure adds to the
opportunity to grow, especially attracting the
foreign investors and the son of soil to invest
in the competitive manner, which in turn
leads to more attractive services at affordable
rates to the customers. There is a mushroom
growth of taxi service providers like,
Bharathi, Golden, Ola, Uber, Meru, Yellow,
Fast track, Friends Track, Royal friends, etc.
In the case of on-demand taxi
aggregators such as Uber , Ola, Cabs and
Meru Cabs, it is the drivers. Taxi aggregators
typically dont own any cabs or employ
drivers; they connect customers with drivers
through a tech platform, the front-end for

the customer being an app. According to the
press release, nearly 1.6 million vehicles in
India are licensed to run as cabs but there
are not as many quality drivers. It is quite a
task for aggregators to convince drivers used to a mom-and-pop model or radio taxis
- to work with them.
Securing the supply side has become a
slugfest among Indias top three on-demand
taxi companies - ANI Technologies, which
runs Ola , Uber and Meru - as they pour
money to capture the market. Ola and Uber,
particularly, backed by global venture
capitalists, are threatening to make every
other taxi company in India irrelevant.
Meanwhile, big money is making this battle
worth fighting for. According to the
Association of Radio Taxi India, the taxi
business in the country is growing at 20 to
25 percent a year. The organised taxi sector
accounts for just four to five percent of the
industry and totals $800 million. It is expected
to grow to $7 billion by 2020.
Ola had a head start in the aggregation
market, founded in Mumbai during
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December 2010 and active in 110 cities in
India. Taxi For Sure was founded a few
months later, in June 2011. Uber founded in
Sanfrancisco, during June 2009, and entered
India only in October 2013, active in 29 cities
in India. Meru, of course, started much
before, in Mumbai during 2007, but it mostly
had owned cars - it bought cars and
employed drivers, active in 23 cities in India.
It began a shift to the aggregation model in
2011. Ola managed to raise money faster; its
Series A funding came from Tiger Global in
2012 and Series B from Matrix Partners and
Tiger Global in November 2013. Fast Track
founded in Chennai during 2001 and active
in 42 cities in India.
REVIEW OF LITERATURE
Kesavaraj (2013) reveals that As global
competition grows, communication and
technology channels open up new markets,
and products and services are translated into
a wide array of choices for our audiences,
companies must work harder than ever to
gain and keep customers at a competitive
cost. In this new age, companies must focus
their strategy, energy, processes and budgets
to improve their knowledge and
commitment to customers. It is imperative
that companies make it their priority to use
innovative
Customer
Relationship
Management methodologies and to know
how to implement customer centric
strategies, together with the use of adequate
technologies to aid in this process.
Tazyn (2014) stated that according to the
industry sources, unorganized operators
dominate about 85 percent of the market.
The car rental industry grew from 30bn in
FY03 to 200bn in FY11 notching up an annual
average growth of 30 percent. The Radio
cabs business has emerged as one of the
fastest growing businesses in the Indian
transportation sector. The concept of 24-hour
radio cabs caught up in the country about a
decade back with Delhi-based Mega Corp
setting the wheels rolling under the Mega
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Cabs brand in cities such as Bangalore,
Mumbai, Calcutta, Chandigarh, Ludhiana
and Amritsar. Guwahati also is not laying
back in this regard. Private luxury taxi
operators in Guwahati are also planning to
expand their fleets in the absence of a stateowned service and the shift by most
commuters to the economical yet
comfortable mode of transport. The
Northeast is a prime destination for tourist,
so the demand for car rental services can
only get bigger. In the absence of a state
owned radio cab service in Guwahati, the
private players are eyeing big business. My
Taxi has the pioneered private taxi operators
( not radio taxi ) to hit the road in 2010
followed by Prime Cabs.
Prime Cabs launched in 2012 has emerged
as the first organized Radio taxi service
provider. Prime Cabs offers a cab service that
emulates the best taxi service norms across
the world. Their endeavor is to ensure that
customers need for commuting is met every
time they need to commute and in as hassle
free a manner as possible. The prime
objective of this study is to understand the
customer perception and customer
satisfaction level on Radio Taxi services with
special reference to the city of Guwahati and
to offer suggestion to improve the
performance of the services.
Bhawnani, et. al. (2015) focuses on analyzing
the cab companys customer dataset which
will help company to analyze its frequent
customers so that the company can
understand its customers and can provide
different offers to them. Demand of cabs of
particular type and at particular location and
time, so that the company could make
necessary arrangement of particular cab like
small cabs, luxury cars, buses etc. We have
analyzed the possible cancellations of cab
booking by the customer using data obtained
from the company. The goal is to reduce the
cost incurred by the company as a result of
cab cancellations made by the customer. Cab
companies will be able to manage its vendors
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and drivers by providing them with up to
date information about Customer
cancellations. We have also analyzed travel
and package type used by the customer.
Tableau is used to connect Hortonworks Hive
data source and the data is analyzed and
shown in graphical format for better
visualization and understanding.
Kumar and Namavaram (2016) studied the
factors influencing the consumers while
selecting cab services. The dependent
variable is coupon redemption behavior and
independent variables are innovativeness
and price consciousness. The relationship
between dependent and independent
variables are empirically verified through
statistical methods. The statistical tools like
correlation, regression and descriptive
statistics are used for data analysis. It is found
from the study that consumers are interested
to redeem coupons while selecting cab
services. It is also revealed from the study
that consumers are comfortable to redeem
coupons through mobile apps while booking
cab services.
Rexi (2016) states that Call taxi has a greater
value in the community. Taxi industry is
regulated in various ways by the state
governments through their respective
Departments of Transport. Through this
regulation the Government is able to exert
some control over the activities of the
industry, with the ultimate objective of
providing a higher level of service (a complex
construct in itself) to the public. In the current
scenario the best and convenient way to
travel to and from bus stands, railway
stations, airports and to other places of
interest in Coimbatore is by call taxi. There
are as many as 40 to 50 call taxi service
providers available in the Coimbatore city
and its suburbs call taxi service is mostly
available 4 hours within the day. And people
regard it as the most convenient way to
travel. this study is mainly used to identify
the awareness towards call taxi services,
factors influencing the choice of call taxi
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services, satisfaction towards the call taxi
services, and the problem faced by people
while using call taxi services.
Shukla et. al. (2017) states that every other
day in India, there is a new start up offering
efficient cab service to the citizens operating
in urban and rural lifestyles. This raises a
question that is India going through a
possible Taxi Revolution. In this paper, an
attempt has been made to do comparative
study of two of such taxi aggregators that
have radically changed the way the great
Indian middle class commutes daily-Ola
and Uber. Currently, both Ola and Uber cabs
are following the strategy of expanding their
operations and building customer base in key
metropolitan cities across India. The motive
is to increase market share and achieve
economies of scale and at the same time
providing customer satisfaction. This article
seeks to understand the dynamics of Indias
taxi market by studying various factors like
the pricing, market share, revenue models,
etc. The paper is qualitative in nature and
based on secondary data collected from
different sources.
Need and Rationale of the Study
In the recent years of rapid growth on rental
services, there is tremendous increase in the
usage of call taxi services in all cities, especially
in metros. In every sphere of business, the
service and quality should be matched with
the perceived, expected and delivered. The
big market players in call taxi services are
keen in enhancing the products and services
to tap the customer base. This study will help
us to know how the customers perceive the
comfort, convenience, tariff, service quality
and staff courtesy, etc. Also, we can have the
input and ideas to improve the services to
meet out the customer expectation in the
near future.
OBJECTIVES
To find out the customer perception
towards the call-taxi services.
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To find the level of convenience and
comfort with call-taxi services.
To know their opinion about the tariff
system and promptness of service.
To ascertain the customer view
towards the driver behaviour and
courtesy.
To provide inputs to enhance the
services to satisfy the customers.
H01: The preference towards Taxi or public
transport does not depend on the age of the
respondents.
H02: There is no significant relationship
between gender and the experiential opinion
towards the call taxi services.
METHODOLOGY
The Study: The current study is exploratory
in nature and aims to understand the
customer perception towards call taxi
services in Chennai.
The Sample: The Convenience sampling
method was followed in-order to collect the
data through the structured questionnaire
from the respondents. The sample size so
arrived at is 200 respondents forming part
of customers of call taxi service in Chennai.
Tools for Data Collection: Self designed
questionnaire was used to collect data.
Tools for Data Analysis: Chi square and
percentage analysis were used to analyze
data.
RESULTS AND DISCUSSIONS
H01: The preference towards Taxi or public
transport depend on the age of the
respondents.
The test (Refer Table 23 and 24) shows that
there is no significant difference between the
preference towards Taxi or Public transport
on the basis of age of the respondents.
The values chi square = 0.677, p = 0.996,
denote that since p-value is greater than 0.05,
it is concluded that there is no relationship
between age and the preference towards the
type of transport.

H02 : There is no significant relationship
between gender and the experiential opinion
towards the call taxi services, the null
hypothesis was tested. The test shows that
there is no significant difference between the
gender and the experiential opinion towards
the call taxi services (Table 25, 26).
The values chi square = 2.65, p = 0.265,
denote that since p-value is greater than 0.05,
it is concluded that there is no relationship
between gender and the experiential opinion
towards the call taxi services.
FINDINGS
Most (32.5 percent) of the respondents are
in the age group of 21-30 years (Table 1).
Majority (61 percent) are female. 35 percent
of the respondents are with private
employment (Table 2). As per Table 3 majority
(60 percent) are qualified with Under
Graduation. The income level is 6-9 lacs that
accounts to 40 percent (Table 4). Majority (87
percent) of the respondents feel Good about
the call taxi services in Chennai (Table 5).
Majority (70 percent) fee that the taxi are
easily accessible (Table 6). 45 percent of the
respondents feel that they prefer taxi rather
than public transport (Table 7), whereas, 83
percent feel that the taxi arrives stipulated
time (Table 8). 45 percent feel that the taxi
services are reliable as shown in Table 9.
Most (40 percent) of the respondents feel
that the taxi reach the right place at the right
time, which is closely followed by sometimes
it reaches at the right time as opined by 38
percent. Majority (63 percent) of the
respondents feel that the tariff are high for
taxis. Majority (78 percent) of the
respondents are not ok for paying high fare
on peak hours, and 70 percent of them feel
that the tariff system is clear and transparent.
Majority (80 percent) feel that the drivers are
respectable to the customers, and 60 percent
of them are helpful and guide the customers
to reach their place (Table 10, 11, 12, 13, 14,
15). 86 percent of the respondents did not
face any embarrassing situation with the

Customer Perception Towards Call Taxi Services- a Study With Reference To Chennai

driver. Most (40 percent) of the respondents
opined that, two of them used to travel
normally, and 80 percent of them use to book
with the Ride now/ immediate option. The
respondents prefer the call taxi for Friends
outing and official work, that share equal
percentage of 32.5 percent each. 75 percent
of the respondents feel safe while travelling
alone, and 45 percent of them feel they can
provide better infrastructure facilities.
Around 45 percent of the respondents feel
that, they get the taxi through Mobile app
(Table 16, 17, 18, 19, 20, 21, 22).
SUGGESTIONS
The young crowd is the major source
of market for the call taxi service
provider. They are attracted towards
the offers and cash discounts.
The drivers and the call center
executives are to be trained in well in
communication and multi-linguistic
proficiency to attract new markets.
The service providers shall provide
more facilities for their privileged
customers. Drivers are to be properly
trained on various routes and driving
efficiency, so that they maintain
promptness in reaching the place and
guiding the customers.
The tariff rates are bit higher as felt
by the customers, especially during
the peak hours, they can follow
competitive pricing strategy, and it
should be made clear to the
passengers.
The customers are also to be educated
with advance booking facility and
privileges of booking in advance,
instead of opting Ride now, as it leads
to dis-pleasure at times.
The infrastructure facilities are to be
increased to give the passengers to
pleasant travel.
Some of the common suggestions
provided by the customers from the
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survey are like, to maintain cleanliness
of the vehicle, the vehicle has to be
properly painted, proper grooming of
the drivers, vehicle sticker (Brand),
well versed in route, card payments,
discounts, etc.
CONCLUSION
The study revealed the way customers
perceive about the call taxi services, the
factors they give importance in selection of
the service provider, tariff, comfort,
convenience, service quality and customer
care rendered. This will help the service
providers as an important input to
understand the way the customer perceive
about their service, and to what extent they
are with us by utilizing our services. The
findings depicts the exact replica of the
customers mindset towards the service
providers operating the call taxi in the
Chennai market. Appropriate suggestions
were provided considering the facts and
feasibility. If the market players take these
outcomes into account and act, it is sure to
create an optimistic perception among
customers and expand the market base with
fullest satisfaction of the customers. This will
also help the service providers full fill the
customer expectations that fetches the
goodwill and improve their brand image in
the market.
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DETERMINANTS OF CONSUMER BEHAVIOR FOR PURCHASING
BRANDED APPARELS
Pragya Keshari*
Indian apparel market is the second largest growing market after food and grocery. Indian apparel
market is calculated to grow at a CAGR of 13 percent and is predicted to reach approximately USD
124 billion by 2020. Indian apparel market is flooded with a large number of national and international
brands, still dominated by unbranded products. The present study has been taken up to examine
consumer behavior for purchasing branded apparels. The study is descriptive in nature. Primary
data for the purpose of study was collected from 126 male and female respondents from Indore city.
The data was collected with the help of a standard scale developed by Strizhakova, Coulter and Price
(2008). The results of the study revealed that Brand Association, Quality Assurance, Family
Association, National Heritage and Self expression are the major determinants of consumer purchasing
of branded apparels.
Keywords: Indian Apparel Market, Consumer Behavior, Brand.

INTRODUCTION
Brand is a name, term, sign, symbol, colour
or combination of these given to a product
to differentiate it from other similar products.
It is an identity given to a product. Aaker
(1991) defined as brand is a distinguishing
name and/or symbol such as logo, trade mark
or package design intended to identify the
goods, services of either one seller or group
of sellers and to differentiate those goods or
services from those of competitors.
Unbranded products, on the other hand, are
those products that have no identity or label
in the market and are treated as commodity.
These products are normally available at
lower price than the branded one.
Branding turns a commodity into something
more valuable. It helps customers in decisionmaking. Brands are viewed as images created
by marketers to enable customers to
differentiate it from competitors and to
identify the needs a brand promises to satisfy
(Jin and Weber, 2013). According to Raj and
Jyothi (2011), brand incorporates all
impression carried by consumers occupying
a distinctive place in their mind based on

perceived emotional and functional benefits
it offers.
Branding a product requires long term
investment in promotion, endorsement and
packaging. A brand not only promises to
provide certain attributes or benefits to the
customers but also reflects value, culture and
personality of the user. Consumer purchases
brand on the basis of match between their
personality and brand personality. It is
considered to be a mean of self expression
by consumers. A brand is not merely a name,
it carries image of the product, tangible and
intangible benefits that the product offer, the
heritage of the company that has
manufactured it and also the country in
which it has been manufactured.
Branding is significant for both buyer and
seller. It helps buyers to identify certain
products they like or do not like and
facilitates purchase decision by saving time.
Without branding, product selection would
be quite random as consumers will have no
clue whether they have purchased the same
product they want. It also reduces buyers
perceived risk of purchasing. On the other
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hand, branding also offers certain benefits
to sellers. It helps them in establishing unique
identity of their own, facilitating repeat
purchases from loyal customers. It also helps
marketers in introducing new products
using the existing brand name by leveraging
the image of its existing brand.
REVIEW OF LITERATURE
A lot of research work has been carried out
at both national and international level on
branded products. Isik and Yasar (2015)
studied effect of brand on customer
preference and concluded that a brand and
its image have a positive and significant
effect on customer preference. They further
asserted that brand creates customer
awareness and desirability which helps
customers in decision-making and activate
brand purchases. Hasan (2014) studied
consumer brand preference for durable
goods in Lucknow district and found that
quality, technological innovations and
multitude of brands across price points for
price sensitive consumers are the three
dominant factors which influence the
consumer preference for consumer durable
brands. He also concluded that quality has
emerged as the most dominant factor
influencing the consumers preference for
the consumer durable goods followed by
price and technological innovation.
According to Jamal and Goodie (2001),
congruence between the brand image and
customer s self image significantly affects
customer s preference for the brand.
Iazzi and Santovito (2016) studied differences
in customer preferences for branded versus
unbranded products and found that branddevoted consumers appear reassured by
brand presence during the process of
choosing, while non-brand-devoted appear
more exigent. Hasan et al. (2012) also
suggested that consumer consider branded
products to be of good quality and are
doubtful about quality of unbranded
products. They further supported that price
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is the main factor that affect consumption
of branded and unbranded products. Puri
and Gill (2016) suggested that customers that
are quality conscious and have purchasing
power prefer branded products over
unbranded. Unbranded products are mostly
preferred by low income group customers
who do not have capacity to pay premium
price for a branded product.
A study conducted by Gowri (2012) stated
that customers prefer branded television and
their choice of brand is affected by brand
heuristics, brand knowledge and brand trust.
Mohtar and Abbas (2014) studied teenagers
preference for branded or unbranded
apparels in Pakistan and concluded that
teenagers are very much aware of and
conscious about fashion and brand they
choose. Their choice of brand, however, is
affected by their environment. Bratina (2011)
stated that consumer minimize risk by
purchasing branded products as they offer
guarantee of quality as compared to
unbranded products.
Krishnan, Pande and Mule (2012) highlighted
that while Indian consumers are becoming
brand conscious and there is discerning shift
towards branded products, the demand for
unbranded products and services is still
significant. Salim and Praven (2010) in their
research article on brand consciousness
asserted that good quality is the most
important reason for buying a branded
product followed by reliability. They further
stated that most of the consumers do not
mind paying a high price for a branded
product as it offers value for money.
Dolich (1969) studied relationship between
self image and choice of brands and argued
that brands reflect hidden aspects of
consumer s self image as consumers prefer
purchasing those brands that they consider
appropriate for the image they want to
create for themselves.

Determinants Of Consumer Behavior For Purchasing Branded Apparels

101

NEED OF THE STUDY

were received with complete response.

Indian apparel industry which is the second
largest contributor in the retail industry after
food and grocery is seeing some major shifts.
Entry of global brands, shift in consumer
preferences from unbranded to branded,
increasing purchasing power, large young
consuming population in the country has
made India a highly lucrative market. Indian
apparel market is calculated to grow at a
CAGR of 13 percent and is predicted to reach
approximately Rs. 250K crore by 2020
(Economic Times, August 22, 2017).
According to the same article published in
Economic Times, out of total apparel garment
in organised sector, branded apparel market
is estimated at Rs. 20,000 crore and is
expected to grow at 15 per cent per annum
to touch Rs. 30,000 crore in the next three
years. With many foreign and national
brands doing well in the apparel market, the
market is still dominated by unbranded and
unorganized players owing to their cheap
prices and easy availability. The current
research work has been taken up to examine
the determinants of consumer behavior for
purchasing branded apparels.

Tool for Data Collection: A Standard scale
on Branding developed by Strizhakova,
Coulter and Price (2008) was used for data
collection. The 31 statements of the scale
were put on Likert Scale varying from 1 for
strongly disagree to 5 for strongly agree.

OBJECTIVE
To find out the factors that affect
customer purchasing of branded
apparels against unbranded apparels.
METHODOLOGY
The Study: The Study is descriptive in nature
undertaken to examine the consumer
behavior for purchasing branded apparel.
The Sample: The sample constituted 126
respondents, both male and female of
different age-groups, from Indore city. The
demographic profile of the respondents is
given in Table 1. Convenience sampling
technique was adopted for data collection.
The questionnaires were administered both
offline and online to the respondents. Out
of 150 questionnaires distributed, only 126

Tool for Data Analysis: Factor Analysis using
software SPSS (Statistical Package for Social
Science) 18 was carried to find out factors
that determine consumer behavior for
purchasing branded apparel.
RESULTS
Reliability: Reliability of the scale was
measured using Cronbach alpha method.
The reliability coefficient Cronbach Alpha
was found to be 0.96, showing high reliability
score of the scale (Refer Table 2).
KMO and Bartletts Test: To check the
suitability of data for Factor Analysis, KaiserMeyer- Olkin (KMO) Test for Sampling
Adequacy and Bartletts Test of Sphericity
were conducted. KMO Index was found to
be 0.90 (Table 3). Therefore, it can be
concluded that the degree of common
variance among the variables is quite high,
therefore factor analysis can be conducted.
For Bartletts Test of Spehericity, the p-value
was found to be 0.00, which is less than
significance level 0.05. Therefore, null
hypothesis that variables in the population
matrix are uncorrelated stands rejected. It
indicates that variables in the matrix are
correlated and matrix is not an identity
matrix.
Further, Factor Analysis of the data revealed
that there are mainly five factors that affect
consumers purchasing of branded apparels
(Table 4). These factors are Brand Association,
Quality Assurance, Family Association,
National Heritage, and Self expression.
DISCUSSION
The first factor that emerged in factor
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analysis was Brand Association. Brand
Association means perceptions and attitude
carried by customers about a brand. Brand
Association means those features of the
brand that strikes consumer mind when they
think of any brand. Features or Attributes are
the primary thing that customer will look
into while purchasing a brand. According
to Len et. al. (2007) brand association provide
customer a reason to purchase a brand and
it relates with brand attributes, target market
and benefits that a customer needs, forming
the basis of brand loyalty and customer
purchase decision. Westbrook (1987)
suggested that consumers are more inclined
towards a brand which they associate with
their relevant emotional experiences.
Quality Assurance emerged out as second
important reason for purchasing branded
apparel. Customers prefer purchasing
Branded products as they guarantee quality.
Customers are ready to pay premium price
for branded products as they perceive them
to be of better quality than the unbranded
products. With increasing purchasing power,
customers are more inclined towards trusted
brands that offer them value for money. They
tend to minimize risk by purchasing a known
brand offered in the market by a known
company. Alamgir and Shamsuddoha (2010)
also asserted that consumers buy branded
products as they offer superior quality to
meet customers expectations and
satisfaction.
Family Association emerged out as another
important factor affecting customer
purchasing of branded product. Family has
been identified as an important factor
influencing consumer purchasing behavior.
Family members might support an
individuals decision to buy a particular
product, stop him for purchasing it or
suggest few other options. Results of the
study conducted by Gil et. al., (2007) also
supports that brand information provided by
the family has strong effects on formation
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of brand awareness-association resulting into
brand loyalty.
National Heritage also emerged out as one
of the important factors affecting consumer
purchasing of branded apparels. Consumers
may buy certain brands that are considered
as national heritage by them. Brands that are
manufactured in the own country of
consumers have a little advantage over the
one manufactured in other countries. The
recent example in this category is Patanjali
that has outperformed various top selling
brands owing to its Made-in-Bharat effect.
Self Expression was the last factor that
emerged in factor analysis. Many researchers
(Aaker, 1997; Levy, 1959) have shown that
brands serve as a means for a consumer to
express his or her self and the congruency
between brand and the self image are
positively related to each other. Most of the
people purchase certain brand of products
because they believe that it reflects their
image, status and life style in the society
(Alamgir and Shamsuddoha, 2010).
Consumer choose a particular brand to
reaffirm his own and peoples perception
about his desired identity. Consumers use a
particular brand to show people what kind
of person they are. Catalin and Andreea
(2014) argued that consumers not only use
brands as a tool of expressing their own
identity but also for projecting an
individualized image of a desired lifestyle.
CONCLUSION
The result of the study revealed that Brand
Association, Quality Assurance, Family
Association, National Heritage and Self
Expression are major determinants of
consumer behavior for purchasing branded
apparels.
IMPLICATIONS
The study revealed that brand association,
quality assurance, family association, national
heritage and self-expression are the major
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determinants of consumer purchasing of
branded apparels. The study would help
Brand Managers to better reposition their
products and set identity of their brands. The
factors emerged in the study can be utilized
by managers in developing branding strategy
and advertising strategy to reach out to their
selected target customer.

Satisfaction. Marketing Intelligence & Planning, 19, 482-492.
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DETERMINANTS OF SWITCHING BEHAVIOUR IN CONSUMER
ELECTRONIC GOODS
Vinod Sharma*, Murlidhar Panga**
The customers are the most important factor to decide the destiny of any organization, as the
marketplace is extremely competitive in present times so retaining them would become essential.
This study explores the determinants of brand switching behaviour in consumer electronic goods in
the Central India market. 1500 questionnaires were distributed through email measuring the switching
intention of consumer electronic goods out of which 258 responses were found suitable for the research.
The structural equation modelling (SEM) was used to test the model. The reliability and validity of
the data were evaluated through confirmatory factor analysis (CFA). The findings indicate that the
satisfaction, higher switching cost and higher brand equity would significantly reduce the intention
to switch the brand. Among all the variables, satisfaction was found to be the most important variable
to determine the switching intention. The findings, however, imply that the managers need to work
on increasing the brand equity and switching cost which may act as a deterrent to the customer to
switching to another brand.
Keywords: Switching Behaviour, Loyalty, Satisfaction, Brand Equity, Switching Cost, Service Failure,
Product Attributes, Pricing and Structure Equation Modeling.

INTRODUCTION
The very old saying goes, The Customer is
the King! It is indeed true for every
organization. The customers is the most
important factor to decide the destiny of any
organization, as the marketplace is extremely
competitive in present times so retaining
them would become essential (Sharma and
Sonwalkar, 2016). Research confirms that
there are approximately 11000 products
launched every year out of which 83 percent
products fail to achieve their marketing
objectives. Only 56 percent products reach
the age of 5 years or more and interestingly,
only 8 percent products are emerged out to
be a successful one (Communication Market
Report, 2011). One of the major reasons for
this low rate of success is that if any product
which is not customer-centric may not be
able to deliver the desired results in the
market (Ahmed et. al., 2011 and Bhasin,
2010).
Moreover, studies confirm that in the span
of five years companies lose their half of the
*

customers worldwide (Sharma et. al., 2016;
Sharma and Sonwalkar, 2016 and Shukla,
2004) but managers fail to understand the
reasons of losing their precious customers.
Managers are required to address this issue
otherwise climbing switching rate may
threaten the existence of the organization as
attracting a new customer is five times
costlier than retaining an existing one (Han
et. al., 2011; Ndubisi, 2004-05; Kotler and
Armstrong, 2008; Kotler and Keller, 2009).
Understanding the cause of churning will
help managers to address this problem and
retain their customers for a longer time (Han
and Back, 2008; Shukla, 2004; Reichheld,
1996).
Based on the above discussion, this study is
an attempt to find out the determinant of
customer switching intentions. This study
would answer the questions such as, why
does customer purchase a certain brand and
why he/she decides to quit the brand. It has
been observed that despite high satisfaction,
some customers still switch the brand and
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Associate Professor, Prestige Institute of Management and Research, Indore
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on the other hand, they continue with the
same brand with high dissatisfaction.
Similarly higher switching cost and brand
equity do not guarantee that customers
would not terminate the relationship,
therefore, switching behaviour is a complex
and a challenging topic to study. Particularly
in the consumer electronic product industry,
where, there is a very little distinction among
the various brands, and hence, it becomes
more difficult and competitive for survival.

Several studies have been conducted to
identify the relationship between satisfaction
and switching behaviour. Historically,
researchers have tried to measure the
expectation and satisfaction in a laboratory
setting by marking one of the first thorough
examinations of the satisfaction construct
and its drivers (Cardozo, 1964). This seminal
work was followed by a large number of
studies focusing on the satisfaction construct.
Olivers (1987) field studies supported the

REVIEW OF LITERATURE

linkages between expectation and
satisfaction, though he expanded the overall
model by including antecedents of
satisfaction, expectation, disconfirmation,
consequences, intention and post-purchase
attitudes which was also supported by Park
and Choi (1998).

The conceptual framework (Figure 1) has
been designed with the help of literature
review for the study. Six hypotheses have
been generated associated with testing the
model and its significance. These hypotheses
focus on the interrelationships among
customer satisfaction, switching cost, brand
equity and switching behaviour.
Satisfaction
Customer satisfaction has been studied for
the past several decades, and researchers
have tried to explain many variances for
observing consumer behaviour (Shin and
Kim, 2008; Deng et. al., 2009). Churchill and
Surprenant (1982) believe that the study of
customer satisfaction is not only important
but pivotal for customer retention strategies.

According to Churchill and Suprenant (1982),
satisfaction is derived from the discrepancy
in a persons initial expectations and product
performance. They identified the
relationships between expectations,
perceived performance, disconfirmation,
and satisfaction. Dholakia and Morwitz
(2002) summarized that customer
satisfaction can have a subsequent effect on
purchase behaviour, loyalty, and switching
behaviour. On the other hand, Levesque and
McDougall, (1996); Deng et. al., (2010); Calvo-
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Porral and Lévy-Mangin, (2015); Pantano and
Vasilios, (2016), found that dissatisfied
customers can hamper the organizations
image and customer base. In the light of the
above discussion, we can say it is very
important to study the relationship between
customer switching intention and customer
satisfaction.
Service Quality
Quality of the services is an important
element for any organization to succeed in
this competitive environment (Calvo-Porral
and Lévy-Mangin, 2015; Bigné et. al. 2011;
Kuo et. al. 2009). It can also be defined as the
difference between customer s expectations
for the service encountered and the
perceptions of the service received (CalvoPorral and Lévy-Mangin, 2015; Song, 2014;
Deng et. al., 2010). Oliver (1997) projected
that customers will judge the quality as low
if performance does not meet their
expectations and quality as high when
performance exceeds expectations. Closing
this gap requires tone down the expectations
or height the perception of what has actually
been received by the customer (Parasuraman
et. al., 1985; Liker and Choi, 2004). According
to Calvo-Porral and Lévy-Mangin, (2015),
perceived quality of a given service is the
result of an evaluation process since
consumers often make a comparison
between the services they expect with
perceptions of the services that they receive.
Some researchers suggested the linkage of
switching behaviour with service quality also
(Calvo-Porral and Lévy-Mangin, (2015);
Levesque and McDougall, 1996). Traditional
perspective of service quality includes various
dimensions such as trust, visibility, prompt
response and assurance (Mohsin et. al., 2012).
Mohsin et. al. (2012) also discussed that
customer evaluate the services on very few
set of considerations, out of which some are
relatively important in determining
customer s purchase decision. But the
unsatisfactory performance of these services
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may lead to loss of the customer (CalvoPorral and Lévy-Mangin, 2015).
Design
Elder and Krishna (2011) and Chen and
Chuang (2008) found in their research that
there are four major factors such as brand
image, sales promotion offers, store
atmospherics and design were essential in
determining the consumer buying behaviour.
Moreover, they also identified that if any one
of them is missing may lead to dissatisfaction.
Price
Njite (2008) discussed that there are four
subcategories of price which may lead to
dissatisfaction: high prices, deceptive prices,
unfair pricing practices, and price increases.
Literature confirms that perception of fare
price and price with quality are considered
to be the key elements for determining of
customer satisfaction (Mohsin et. al. 2012;
Shin and Kin, 2008).
Price and Bank, (2016) and Naiji, (2018) found
in their research that if the perceived value
of the product is high than the customer
would be satisfied and would like to continue
with the same brand but if it is contrary than
the customer may switch. Hence, it can be
assumed that price is understood as
perceived value and it did not directly seem
to influence intention to switch.
Switching Cost
According to Patterson and Smith (2003) the
perception of the magnitude of the
additional costs required to terminate a
relationship and secure an alternative one
(Ghazila, 2011). Another way of explaining
switching costs is as a disutility that
consumers would rather not incur
(Burnham et. al. 2003). According to Aaker
(2009) switching cost can be described as
customer s investment, in terms of money
or time, in learning about the new brand and
getting familiar with it.
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Based on the above definition, it can be
assumed that switching cost is an important
factor to determine the switching intentions
of the customers. Studies confirm that high
switching cost may act as a deterrent to the
customer to switching to another brand
(Garrido and Whalley, 2013; Bigné et. al.,
2011). De los Santos et. al. (2012) and Honka
(2014) found that switching costs may
enhance the competitive strength of the
company by increasing the price of the
product. Honka (2014) and Ghazali (2011)
found that one of the reasons why
customers who stick with current brand
despite poor services or high price is very
high switching cost which prevents them
from switching.

(1996) and Vera and Trujillo, (2017) defines a
powerful brand as a brand with high brand
equity. The powerful brand tends to retain
the customer for a longer time period
comparatively (Chen and Chang, 2017).

Brand Equity

H12: There is a direct relationship between
service and satisfaction.

In the present time, the prime wealth of any
organization is its brands. A brand is both,
tangible and intangible, practical and
symbolic, visible and invisible under
conditions that are economically viable for
the company ( Kapferer, 1986; Barros et. al.,
2017). According to Aaker (1995) brand is not
merely the physical product, but it is also
composed of brand attributes, symbols,
brand-consumer relationships, benefits of
self-expression,
customer
profiles,
associations with the culture of the country
of origin and corporate identity. In essence,
the brand offers a simple mean for the
consumer to distinguish it from its peers.
Literature confirms that a company can
increase its profitability by increasing brand
equity, systematically managing the brand
and implementing line extensions to foster a
powerful brand (Chen and Chang, 2017; Hu,
2011). Vera and Trujillo, (2017) argued that
the customer-based brand equity occurs
when customers are familiar with the brand
and hold favourable, strong and unique
brand associations in memory. Researchers
agree that a powerful brand has a lasting
influence on a companys sales (Chen and
Chang, 2017; Vera and Trujillo, 2017). Aaker

Objective
To explore the determinants of
switching behaviour in consumer
electronic goods.
HYPOTHESES
Following six alternate hypotheses were
stated for testing:
H11: There is a direct relationship between
satisfaction and switching intention.

H13: There is a direct relationship between
design and satisfaction.
H14: There is a direct relationship between
price and satisfaction.
H15: There is an inverse relationship between
switching cost and switching intention.
H16: There is an inverse relationship between
brand equity and switching intention.
METHODOLOGY
The Study: This study focuses on the brand
switching intentions of customers of
consumer electronic goods industry. The
exploratory research design has been used
in this research.
The Sample: The convinience sampling
method was used in this study. An online
survey method was used to collect the data.
The response rate for online surveys is
normally very less (Malhotra and Dash, 2017),
so 1500 questionnaires were circulated out
of which 258 suitable responses were
collected with a response rate of 17.20
percent.
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The descriptive information of the sample
revealed that 44.9 percent of the participants
were male and 55.1 percent were female;
their mean age was 37.65 years old. The 58.7
percent respondents were working, 32.5
percent were students and 8.8 percent were
self-employed. About 85 percent participants
were holding a post graduated degree and
their average household income was Rs. 4.5
lakhs.

including, CIMG faculty members, research
scholars, a customer of consumer durable
industry and senior manager of the few
company working in the same industry. The
reliability and validity of measurement scale
was found adequate for the further analysis.

Tools for Data Collection: The measurement
instrument has been used in this research is
a mix of self-administered questions and
scale used by previous researchers to
measure the constructs in the model. Few
questions of customer satisfaction construct
have been adopted from Han et. al. (2011).
Similarly, switching cost has been measured
through the scale used by Burnham et. al.
(2003) and brand equity was measured
through the scale proposed by Barros et. al.
(2017). The scale was adjusted to ensure the
relevance of the consumer electronic goods
industry.

Reliability Analysis

The constructs were measured using a fivepoint Likert-type scale. A pilot test was
conducted that involved 100 customers,

Assessment of Structural Model

Tools for Data Analysis: Reliability and
structure equation modeling were used to
analyse data.

The instrument reliability was tested through
PASW (SPSS) 23. The result (Table 1) shows
that the questionnaire is in a high level of
internal consistency as Cronbachs alpha was
found to be more than 0.7 for all variables.
In this paper, confirmatory factor analysis has
been applied to examine the convergent and
discriminate validity. The convergent validity
and discriminate validity are assessed
through an examination of the seven
dimensions and they stand out to be
significant.

The structural model is appeared to be well
within the acceptable limit of the goodness
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of fit. All the indicators of the model are
within the threshold of the structural model.
To test the structural relationships of the
variables, the hypothesized causal paths were
estimated with Structural Equation
Modelling (SEM) through AMOS 16. The
SEM results shows that all six hypotheses
were supported in the model (Figure 2).
The findings indicate that customer
satisfaction has exhibited very strong
influence on the decision of continuing with
the current product. According to the H01,
customer satisfaction has a direct influence
on switching intention, which means that
satisfied customers would not be interested
to switch the brand. Switching cost and
brand equity has been identified inversely
related to the customer switching intentions,
which signifies that high brand equity and
high switching cost would reduce the
customer intention to switch. These findings
are very much in line with the literature.
Hypotheses 2, 3 and 4 suggest that price,
service quality and design of the product
increase the customer satisfaction (Table 2).
These associations confirm previous studies
findings that service quality, design and price
directly influence customer satisfaction.
DISCUSSION
There is an intense competition in consumer
electronic goods industry which makes it a
more demanding for managers to float such
offers which help in attracting new
customers as well as retaining the existing
one. The result of hypothesis 1 confirms that
satisfaction (0.943) has a massive influence
on customer switching intention. A satisfied
customer would not only be retained for
longer time but he/she would also have
positive word of mounth, which in turn leads
to customer loyalty. This finding is in line
with Shin and Kim (2008); Deng, et. al. (2009);
Deng et. al. (2010); Calvo-Porral and LévyMangin (2015) and Pantano and Vasilios
(2016) have also found that satisfaction has a
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significant influence on switching intention.
Managers need to keep the customers
involved and engaged with the brand.
Customers club can be formulated and
customers feedback can be invited to
improve the quality of the brand.
In this study, customer satisfaction is a latent
variable which emerges out with the
composite effect of Service Quality, Price and
Design constructs. The results of hypothesis
2, 3 and 4 indicate that there is a positive
influence of service quality, price and design
on the satisfaction level of the customers.
Firstly, price (0.808) has emerged out to be a
very important variable which drives
satisfaction or dissatisfaction of the customer
in this industry. In previous researches
(Mohsin et. al., 2012; Shin and Kin, 2008; Njite,
2008) also price of the product has been
considered as one of the very important
variables of satisfaction. Price directly relates
to the value or perceived value of the brand.
Managers need to focus on increasing the
perceived value of the brand to keep their
customers satisfied.
Secondly, the design of the product has been
identified as a second most important
variable which leads to satisfaction. This
finding is in line with previous findings
where the design of the product in consumer
electronic goods industry plays a very
important role. Managers can retain the
existing customers for a longer time period
if the design (0.525) of the brand is attractive,
even it will help in increasing the new
customer base also. In this study, last variable
of customer satisfaction was taken as service
quality (0.276), though it is very important
but, in electronic goods industry price and
design are more important than service
quality. This finding is in line with the finding
of Elder and Krishna (2011); Chen and
Chuang (2008). Service quality is again very
important variable and its role cannot be
ignored in retaining the customers by
increasing the satisfaction level.

Determinants of Switching Behaviour on Consumer Electronic Goods

Hypothesis 5 confirmed that switching cost
(-0.149) has an inverse relationship with
customers intention to switch from the
existing brand. This finding is in line with
finding of many researchers (Garrido and
Whalley, 2013; Bigné et al. 2011; De Los et. al.
2012; and Honka, 2014). This means that
brand with high switching cost will have
higher customer retentions than a brand
with low switching cost. Previous researchers
have also found that even dissatisfied tend
to retain with higher switching cost.
Managers should work hard on increasing
the switching cost as it acts as a vital element
of switching behaviour.
The results of hypothesis 6 show that there
is an inverse relationship between brand
equity (-0.298) and customer intention to
switch. This finding is in line with the
previous researches (Barros et. al. 2017; Chen
and Chang, 2017; Hu, 2011; Vera and Trujillo,
2017). High brand equity guarantees the
customer retention but contrary customer
may lead to switching away from the brand.
CONCLUSION
In the context of consumer electronic goods
industry, this is an urgent problem to
understand the factors that may help in
increasing the customer retention. This study
applied an empirical method and obtained
eloquent outcomes. There are three success
mantra (winning formula) for retaining
customers are firstly, create brands with high
perceived, high delivered value, impressive
design of the brand and there shall be no
compromise on the quality services. These
factors will lead to higher satisfaction which
in turn assures long term association with the
brand. Secondly, high switching cost will
foster the relationship between customer and
brand and thirdly, high brand equity will
help in solidifying the relationship between
the customer and a brand.
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ESTIMATION OF FACTORS OF PRODUCTION AND ITS IMPACT ON
PADDY CROPS IN JAMMU AND KASHMIR WITH SPECIAL REFERENCE
TO DISTRICT ANANTNAG
Aamir Rashid Khan*, Laxmikant Tripathi**, Tajamul Khurshid*
India is one of the most important producer as well as consumer of rice, with worlds largest area
devoted to rice cultivation and is the second largest producer of rice after China. India shares around
21 percent of global rice production and the state Jammu and Kashmir is also a chief contributor to
the overall production of rice. Rice crop plays a significant role in livelihood of people of the Jammu
and Kashmir State, particularly Kashmir region. This study aims to study the impact of technological
changes on production and productivity of paddy crop in Jammu and Kashmir with special reference
to District Anantnag.
Key words: India, Jammu and Kashmir, Rice, Livelihood, Factors of Production.

INTRODUCTION
Rice culture and consumption in Kashmir has
been in vogue since the drainage of water
from Satisar by Kashyap Reshi. Among the
chief crops that ripen in autumn in Kashmir,
rice (Oryza Sativa, dhaney/shali in Kashmir)
has been extensively grown in irrigated lands
since time immemorial for food and fodder
purposes. Rice remained a crop of prime
importance in Kashmir; it alone contributes
more than 74 percent of the total rice
produced in the state. It is a Kharif crop and
is sown in May-June and harvested in
autumn. It is primarily grown in plain areas.
The rice crop grown mostly in Kashmir
region is known as Cultivators Paradise. Rice
is grown in varied soil conditions but deep
clayey and loamy soil, which turn into soft
mud when puddle and develop cracks on
drying, provides the ideal condition and
rainfall between 150-300 cm is suitable for
its growth. Cultivation of rice requires hot
and moist climate, day temperature of 20330C and night temperature of 15-200C are
suitable for optimum growth and higher
yield. Rice production in the state is
predominantly a mono cropped activity with
a very high consumption and most
*
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important staple food than other states of
India. Anantnag, Jammu, Baramulla and
Pulwama are the major paddy districts of the
State. These four districts together produce
about 65.39 percent of total paddy
production and occupies about 59.87 percent
of total area under paddy in the state.
Anantnag and Pulwama are the only districts
in Jammu and Kashmir whose production is
large as compared to remaining districts of
the state. Anantnag is also called the rice bowl
of the state, and it is equally rich in landscape
of lush green meadows as the district is
provided with rich natural water resource
management. Apart from this, the Anantnag
district has got the large area under the
cultivation of rice, 40375 hectares of land is
under cultivation of rice, and the production
of rice in the district is 105726 tonnes with a
productivity of 2.62t/ha. The area under the
rice is distributed by both the regions in
which about 40 percent of area is with
Jammu division while as 60 percent of the
area is with Kashmir division. According to
the Census 1994-95, the Kashmir region
accounted for 61 percent of total cultivable
land under rice with the highest yield of 26.13
q/ha as compared to approximately 15.96 q/
ha in the Jammu region.
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Paddy crop is the main staple food of the
state particularly Kashmir region. There is a
need to increase the production of the said
crop because of growing population and
decreasing area under the paddy crop as the
cultivators shift from this crop to other cash
crops as the price of rice crop is low which
hardly bears the cost of cultivation.
REVIEW OF LITERATURE
Kumar (2016) conducted an investigation on
Economic Analysis of Cultivation of Basmati
Rice in Jammu district of J. & K. State in two
different development blocks of Jammu
district (R. S. Pura and Bishnah) during the
agricultural year 2011-12. The value of
regression coefficient of Basmati Rice for
human labour, machine labour, seed,
manure and fertilizer and irrigation charges
were 1.047, -0.342, 0.409, 0.300 and -0.368,
respectively, which were found to be
statistically significant. The Marginal Value
Productivity (MVP) of human labour, seed
and manure and fertilizers were positive with
their value at 5.994, 19.188 and 5.173,
respectively and the marginal value
productivity estimated for machine labour,
plant protection chemicals and irrigation
charges were negative with their values at 4.043, -0.241 and -12.087, respectively.
According to Chakraborty (2011) the rice
bowl of Andhra is prone to numerous
problems of cultivation and agrarian distress.
Rice cultivators have to face the twin
burdens of increasing cost of production and
decreasing profitability from rice cultivation.
The policy decisions taken at the state and
central level have to be cautiously
implemented so as to not adversely affect
farm income and profitability. Central
government schemes like National Rural
Employment Guarantee Scheme (NREGS)
and National Horticultural Mission have
direct impacts on the decisions of rice
farmers. There is a need to ensure financial
inclusion through the banking system. The
State has to assume responsibility towards
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improving the credit absorptive capacity of
the farmers and to support the banking
system by creating favourable environment
for expanding and deepening of financial
services.
A study was conducted by Uphoff (2007) on
nine cropping seasons (2002- 2006) of onfarm comparative evaluations across three
provinces in Eastern Indonesia under the
supervision of a Nippon Koei technical
assistance team. It summarizes the results of
12,133 comparison trials covering 9,429
hectares. Average yield increase was 78
percent (3.3 t/ha) with a 40 percent reduction
in water use and 50 percent in fertilizer
applications, with 20 percent lower costs of
production. He has found in DISIMP
(Decentralized
Irrigation
System
Improvement Project) that after almost 5
years of trials and dissemination of SRI
(System of Rice Intensification) methods,
despite demonstrations of dramatic increases
in yield on many schemes, many farmers are
still reluctant to give up their traditional
methods and adopt SRI. Most SRI
production is on relatively small blocks by
individual farmers willing to be innovative,
spread out within larger irrigation scheme
areas.
As per Virk et. al. (2004): Rice is one of the
important food crops in the world and ranks
second in terms of area and production. It is
the staple food for about 50 percent of the
population in Asia, where 90 percent of the
worlds rice is grown and consumed. Asias
food security depends largely on the
irrigated rice fields, which account for more
than 75 percent of the total rice production.
Singh and Chandra (2003) tested various
functional forms and found that exponential
function was the most appropriate to
examine the growth trends of area,
production and yield of paddy in India. They
studied the growth performance for different
periods and usedt test to test the significant
difference between growth rates of any two
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periods of aggregate. The study found that
as a result of increase in area under
cultivation and yield, the overall growth rate
in paddy production had been very
significant (2.96) during the 1975 and 1976 
1990/2000 period. Yield increased by 2.42
percent, whereas, acreage increased by 0.52
percent.
Velayutham and Palaniappan (2003) studied
the crop diversification in India and found
that more than 250 cropping systems are
being followed in the country of which 30
cropping systems are predominant. These 30
systems include rice-wheat, rice-rice, ricegrain, rice-mustard, rice-groundnut, ricesorghum, groundnut-rice and sorghum-rice.
Crop diversification had been studied by
analyzing change in area under major crops
during the period 1970-71 to 1998-99. It was
found that the area under total cereals
remained static at about 102 million hectares
while there had been a significant increase
in non-grain crops such as cotton, sugarcane,
fruit and vegetables during that period. The
economic return was one of the major
considerations for adoption of major
cropping systems at farm as well as regional
level.
According to Tuong and Bouman (2001) rice
is a proliferate user of water, consuming half
of all fresh water resources. In Asia, 17 million
of irrigated rice area may experience
physical water scarcity and 22 million ha
may have economic water scarcity by 2025.
OBJECTIVES
To know the production, productivity
and area of paddy crop in Jammu and
Kashmir State.
To estimate the input-output relations
between production and different
input factors.
METHODOLOGY
The Study: The present study is descriptive
in nature. The research aims to understand

and estimates the various factors of
production and its impact on the productivity
of paddy crops in Jammu and Kashmir. The
study has been conducted on Anantnag
district.
The Sample: The present study has been
conducted in district Anantnag which is
based on both primary and secondary
information. The primary information has
been obtained through schedules;
convenience sampling has been done as per
the requirements of the study. There are 8
blocks in district Anantnag, one block is
selected randomly, in which 100 paddy
cultivators has been selected conveniently for
the information requirements of the present
study. 30, 30 and 40 farmers were studied
from each category viz, large farmers, small
farmers and marginal farmers respectively.
Tools for Data Collection: The secondary
data for examining the area, production and
productivity were collected from Directorate
of Economics and Statistics Government of
Jammu and Kashmir from Digest of
Statistics, 2012-2013 (Refer Table 1).
Tools for Data Analysis: In order to find out
the compound growth rate of Area,
Production and Productivity following semi
log model has been used.
Log Yt = a+bt+ut
Where Yt = Area of Production/ Productivity
of the Paddy
a= Constant
b= Instantaneous Growth Rate
t= Time Period
ut= Error Term
The CGR are calculated by the formula
CGR= [Antilog (b)-1]*100
In order to estimate the factors of production
and impact of different input factors, an
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attempt is made in this paper to measure the
changes in all the three types of growers
caused by each of factor, such as tractor,
human labor, seed, manure, fertilizers, by
estimating the regression equation using
production of paddy as the dependent
variable. The Cobb-Douglas type of
production function fitted to the data for the
present study is given by.
Y= aX1b1X2b2X3b3X4b4X5b5
Where, Y= Production of paddy/acre
X1= Human Labour/acre (days)
X2= tractor Power/Acre (hour s)
X3= Seed/Acre (kg)
X4= Manure/Acre (kg)
X5= Fertilizer/Acre (kg)
a= Constant or Intercept
b1 b2

., b5= production elasticities

On logarithmic scale, the production
function takes the linear form as:
Log Y = log a + b1log x1 +b2log x2+ b3log
x3+ b4log x4+ b5log x5+ U
U being the random disturbance term.
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RESULTS
Compound Annual Growth rate (CGR) of
Area, Production and Productivity of Paddy
crop in J&K over the period 1999-2013 are
0.55 percent, 2.44 percent and 1.89 percent
respectively.
The Table 1 reveals that the area under
cultivation of paddy crop over the period
1999-2000 to 2012-2013 increased by 0.55
percent. This growth in area is due to shift
within agricultural crops and the production
and productivity of the paddy crop has also
increased by 2.44 percent and 1.89percent
respectively from 1999-2000 to 2012-2013.
Despite being the little growth in area (0.55
percent), the production and productivity of
the paddy crop increased by (2.44 percent),
(1.89 percent) respectively, it is due to that
the cultivators were using modern
equipments instead of traditional ones.
Results of estimated regression equations of
paddy crop production function for village
Jablipora, District Anantnag are given in Table
2.
The estimated Cobb-Douglas multiple
regression equation in case of large farmers
for the paddy crop has been worked out to
be:
Y=2.06 X1 0.065 X2 -0.051 X3 0.094 X4 0.378X5 0.422
The other constants of equation are
presented as under:
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R2 = coefficient of multiple determination =
0.71
R=coefficient of multiple correlation=0.84
The sum of elasticities of production is
observed more than 1(

) which

indicates an increasing returns to scale. While
R2 of 0.71 indicates the selected independent
variables x1,x2, x3, x4, x5 explain 71 percent of

variation in the value of Y, dependent
variable. The remaining 29 percent of
variation is explained by other factors
unaccounted for.
The estimated Cobb-Douglas multiple
regression in case of small farmers for the
paddy crop has been worked out as:
Y=1.89 X1 0.025X2 -0.012 X3 -0.027 X4 0.325 X5 0.565

The other constants of equation are:

R 2 =coefficient
determination=0.67

of

multiple

R=coefficient of multiple correlation=0.81
The sum of elasticities of production was
observed more than 1 which indicates an
increasing returns to scale. While R2 of 0.67
indicates the selected independent variables
x1,x2, x3, x4, x5 explain 67 percent of variation
in the value of dependent variable i.e.
production of paddy/acre.
Further, the estimated Cobb-Douglas
multiple regression equation in case of
marginal farmers for the paddy crop has
been worked out to be:
Y=0.71 X1 ____ X2 0.386 X3 0.065 X4 0.140 X5 0.334
The other constants of equation are
presented as under:
R 2 =coefficient
determination=0.58

of

multiple

R=coefficient of multiple correlation=0.76
The sum of elasticities of production was
observed more than 1 which indicates an
increasing returns to scale. While R2 of 0.58

indicates the selected independent variables
x1,x2, x3, x4, x5 explain 58 percent of variation
in the value of Y, dependent variable. The
remaining 42 percent of variation is
explained by other factors unaccounted for.
The elasticity of coefficient for tractor input
is major concern which has been found
positive in large and small type of farmers,
and for small farmers at 10 percent level of
significance. The magnitude of the coefficient
indicates that keeping the other explanatory
variables constant 1 percent increase in
mechanical labour would yield 0.65 percent
and 0.025 percent in the production of paddy
crop in the category of large and small
farmers respectively.
The elasticity coefficient associated with
labour was found to be positive in case of
marginal farmers and negative in small and
large farmers, and has been found to be
insignificant at 1 percent level in case of
marginal farmers. Further, as it is found to
be insignificant in the large and small
cultivators. The magnitude of this input
factor indicates that 1 percent increase in
labour would lead to increase 0.386 percent
in the production of paddy crop in case of
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marginal farmers, however 1 percent
decrease in human labour would lead to
decrease 0.051 percent and 0.012 percent in
case of large and small farmers respectively.
The elasticity of coefficient of seed is positive
in large and marginal farmers, while, in case
of small farmers it is negative and has been
found to be significant at 5 percent level in
case of large farmers. While as it is found to
be insignificant in cases of small and marginal
farmers. The magnitude of this coefficient
indicates that keeping the other explanatory
variables constant 1 percent increase in seed
would lead to increase 0.094 percent in case
of large farmers. Whereas, 0.065 percent
decrease in the production of paddy crop in
case of marginal farmers and 0.027 percent
of paddy crop production in case of small
farmers respectively.
Further, the elasticity coefficient associated
with manure use is positive in all the three
cases, and has been found to be significant
at 5 percent level in case of large farmers and
10 percent level in cases of small and marginal
farmers. The magnitude of this coefficient
indicates that keeping the explanatory
variables constant 1 percent increase in
manure would lead to increase 0.378 percent,
0.325 percent and 0.140 percent in the
production of paddy crop in all the three
cases viz, large, small and marginal
cultivators respectively.
In case of fertilizer use, the elasticity
coefficient was positive in all the three cases
(large, small and marginal cultivators, and
has been found significant at 1 percent level
in case of large and small and 5 percent level
in case of marginal cultivators. The
magnitude of this coefficient indicates that
keeping the explanatory variables constant
1 percent increase in fertilizer would lead to
increase 0.422 percent, 0.565 percent and
0.334 percent in paddy production in cases
of large, small and marginal cultivators
respectively.
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CONCLUSION
Production of the rice in the state of Jammu
and Kashmir is predominantly a mono
cropped activity with a very high
consumption than other states of India.
Mostly, four districts together produces about
65.39 percent of paddy production and has
59.87 percent of total area under the crop.
The Anantnag district supersedes in case of
area and production in Jammu and Kashmir.
The study shows almost increasing trend
with respect to area, production and
productivity as far as the figures from 19992000 to 2012-2013 are concerned. Compound
annual growth rate of area, production and
productivity of rice in Jammu and Kashmir
from 1999-2000 to 2012-2013 has been found
positive (0.55 percent, 2.44 percent and 1.89
percent) respectively. Coefficient of
correlation with respect to large farmers
found to be (0.71percent) and coefficient of
all accounted input factors except human
labour has been found positive in case of
large farmers. With respect to small farmers
(0.67percent) correlation has been seen and
coefficients of input factors such as tractor,
manure and fertilizer were observed to be
positive. In case of marginal farmer s
coefficients of all input factors has been
found positive and (0.58percent) correlation.
In all the three type of cultivators (large, small
and marginal) increasing to returns to scale
(Table 2) has been seen in the present study.
It is also observed in the study that great
percentage of the variation in terms of
production has been explained by
independent input factor (manure).
POLICY IMPLICATIONS
There is need to improve the irrigation
facilities by the farmers as the farmers face
the problems of scarcity of water. Fertilizers
and other farm substances should be
provided to the cultivators on cheaper rates.
The department of agriculture should
provide high yielding variety seeds. The
Government should make proper

Prestige International Journal of Management and Research

122
ANNEXURES

Estimation of Factors of Production and its Impact on Paddy Crops in Jammu and Kashmir...

123

124

Prestige International Journal of Management and Research || ISSN: 09746080 || Vol. 10 (4), March 2018

FACTORS AFFECTING CUSTOMER RETENTION IN BANKS: AN
EMPIRICAL STUDY
Shailendra Gangrade*, Rajendra Kumar Jain**
Customer Retention is an increasingly pressing issue in todays ever-competitive commercial arena
of Banking Sector. More competition and increased regulation made it more difficult for banks to
stand out from the crowd. Losing the customers can be very expensive as it costs to acquire a new
customer. Now banking sector has realized the strategic importance of customer value and seemed to
be continuously seeking innovative ways to enhance customer retention through its various service
relationship strategies. In this paper, we have made a comparative study among Nationalized and
Private sector banks on Customer Retention. This paper is aimed at identifying factors affecting
customer retention in banks. The study will provide very valuable information for banks as well as
financial service organizations for customer retention strategies.
Keywords- Banking Sector, Customer Retention, Nationalized Banks, Private Sector Banks, Loyalty.

INTRODUCTION
In the present scenario of competitive
environment, customer retention becomes a
very important managerial issue. The first
step of customer relationship management
is to develop a capability to manage
retention. The decreasing rate of acquiring
new customer also forces to make such
relationship strategies, which focuses on
retention of customer as primary goal of an
organization (Ahmad and Buttle, 2002).
Customer retention refers to the activities
and actions companies and organizations
take to reduce the number of customer
defections. It can also be described as the
ability of a company or product to retain its
customers over some specified period. High
customer retention means customers of the
product or business tend to return to,
continue to buy or in some other way not
defect to another product or business, or to
non-use entirely. According to Bateson and
Hoffman (2011), customer retention refers
to focusing on the firms marketing efforts
towards the existing customer base.

*

Customer retention has been a basic
requirement for relationship building in
service marketing. Though the basic
meaning can vary for different Industries but
when it appear in general consensus,
focusing on customer retention is always
beneficial (Richheld, 1996). Customer
retention is essential for all the financial
service sectors like banks that is the reason it
will become a point of attention over the next
few years (Appiah-Adu, 1999). So, in the area
of relationship marketing the customer
retention is crucial topic of study for keeping
customer for a long term (Gronroos, 1997).
Retention of customer has become a key
issue for banking sector as this sector has
witnessed substantial growth, competition
and change simultaneously. The Indian
banking industry is highly competitive with
large number of public sector and private
sector banks. Majority of these banks offer
products and services which are easy to
replicate and when they provide nearly
identical services, they can only differentiate
themselves on the basis of price and quality.
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Factors Affecting Customer Retention in Banks: An Empirical Study

Several studies have discussed and
emphasized the significance of retention of
customer in banking sector and some of them
have succeeded to provide the empirical
justification to explain the repeat purchase
as a behavior phenomenon of the customer.
REVIEW OF LITERATURE
Puthukulangara and Daniel (2016) carried out
a study to have an understanding on the
customers extra sensory foresight of
contrasting marketing strategies. The study
found that there is statistically significant
difference in Customer Satisfaction between
Public and Private Banks and also in customer
loyalty between Public and Private Banks.
This study further found that there is no
difference in customer satisfaction across
different income level people.
Kaur et. al. (2014) study showed that the
relationship between customer loyalty and
retention which leads to a greater
understanding about the firm-customer
relationship. They aimed to study all factors
which are directly or indirectly connected to
customer switchover. The analysis clearly
indicated that the majority of respondents
had no intentions to switch from the existing
bank and their staying intentions can easily
be analyzed by customer loyalty followed by
switching costs.
Balakrishnan and Krishnaveni (2014) found
that it is more profitable to retain and reward
the existing customers than to search for new
customers. As it is very clear that the essence
of CRM is to create customers and retain
them. So, banks emphasize on total customer
satisfaction, which indicates that the
customer must be satisfied with respect to
using a service. The study revealed that all
the variables such as Customer Interaction
Management Practices, Customer Retention
Management Practices, Customer Service
Strategies, Customer Attitude on Factors
contributing Service Quality are positively
correlated except Customer Contact
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Programs. The CRM practices increase the
customer satisfaction that leads to
relationship with present and prospective
customers by managing information and
improve performance of products and
services at a best level that results the
customer creation and retention. Thus, the
banks need to improve the customer
satisfaction in the utilization of various
modern banking services and should provide
more customer friendly services as well as
modern banking activities delight customers.
According to Puthukulangara and Daniel
(2014) private sector banks have better CRM
initiatives. They further argued that public
sector banks have to focus more on the CRM
aspect and need to try on the profit
maximization to sustain in the highly
competitive market environment. The public
sector banks need to focus more on the
customer general services and other key
CRM parameters like cross selling, customer
retention, customer referrals and customer
empowerment by product customization.
Swamy and Julie (2012) concluded research
on the role of CRM in banking sector and
the need for CRM to increase customer value
by using some analytical methods in CRM
applications. Major respondents said that
customer relationship is most important for
bank unfolding. At this point, they conclude
that relationship with customers will claim a
strong coordination between IT and
marketing departments to provide a longterm remembrance of selected customers.
Ganesamurthy et. al. (2011) described that
CRM is perceived as a technique of banking
companies in order to explore, retain and
also increase the loyal customers in the
competitive business era. This research paper
attempted to study the customers
perspectives on customer retention
management practices of commercial banks
in India. Finally, the study reveals that
customers perception of CRM in banks does
not vary irrespective of different
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classifications of customers such as age, sex,
education, occupation, income level, the
bank in which customers have an account,
type of account, type of account maintained
by the customers and the period of
customers association with banks.

to find out factors affecting customer s
retention in banking sector. Statistical
Package for Social Sciences (SPSS-17) was
used as a tool for data analysis.

OBJECTIVE

RELIABILITY

To explore the factors affecting
customer s retention in banking
sector.
METHODOLOGY
The Study: The research is exploratory in
nature. The primary data was collected for
the study. The study attempts to identify
factors influencing customer retention in
banking sector.
The Sample: This research study is based on
non probability convenience (judgmental)
sampling method. After eliminating the
inexplicable responses, total of 554
respondents were taken into consideration.
All the respondents were the customers of
public and private sector banks of Indore city.
Tools for Data Collection: Primary Data was
collected through self- designed
questionnaire based on literature review.
Questionnaire adopted in this study consist
of sixty eight items. Questionnaire was
distributed to Customers of different banks
of Indore city only. The respondents were
asked to state their level of agreement against
the series of statements pertaining to the
items measuring customer retention in
banking sector on a five point Likert Scale.
Tools for Data Analysis: Cronbachs alpha
was applied to measure the reliability of
different variables which estimates variation
in scores of different variables is attributable
to chance of random errors (Seltiz et. al.,
1976). As a general rule a coefficient greater
than or equal to 0.7 is considered acceptable
and a good indication of construct reliability
(Nunnally 1978). Varimax Rotation was used

ANALYSIS AND INTERPRETATION

Cronbachs alpha test was applied to check
reliability before the questionnaire was
administered for the final survey. An alpha
coefficient of 0.60 (Table 1) is considered to
be good reliability estimate of the instrument.
In the present study, the alpha coefficient
value was found to be 0.941 for sixty eight
items, which is excellent according to
different theories of reliability. So it can be
concluded that the items used in the
questionnaire are internally homogenous
and consistent.
VALIDITY
To analyse the validity KMO test was used.
The Kaiser-Meyer-Olkin (KMO) value was
found to be 0.724 (Table 2) which indicates
that factor analysis is reliable to be done for
sixty variables related with customer
retention strategies.
The Table 2 given on communalities revealed
that all the sixty eight variables on customer
retention in banks have more than 0.5 value
so all the variables can be considered. All the
items of all the measures were analyzed
together to test the convergent and
discriminate validity of the measures.
FACTOR ANALYSIS
SPSS was used for factor analysis and
following eleven factors were identified
namely, reliability and trustworthiness,
loyalty program, responsiveness, consistency
in services, service orientation, credibility,
grievance redressal, convenience, customer
orientation, courteous behavior and
promotional offers (Refer Table 3).

Factors Affecting Customer Retention in Banks: An Empirical Study

First Factor was named as Reliability and
Trustworthiness. The factor load of 6.962
included cash transaction system of this
bank is trustworthy (0.980), accuracy in
performing financial transactions (0.955),
officials are more committed towards its
customers (0.910), bank is reliable (0.923),
provide optimum returns (0.870), financial
transactions are safe (0.870), Proper security
(0.755)and Green channel banking (0.699)
items. The reliability and trustworthiness was
found significantly associated with customer
retention. Nowadays customers are
extremely cautious about the security of
monetary transactions. They are more
concerned about privacy and safety of their
data. Customer feel safe reliable and secure
as their expectations are satisfied which in
turn can increase trust and then add loyalty
by retaining in the bank.
According to Arora et. al. (2016) service
quality and value offered are the key
parameters that are expected by customers.
Balakrishnan and Krishnaveni (2014) also
suggested that it is more profitable to retain
and reward the existing customers. So, banks
emphasize on total security, safety and
accuracy for customer satisfaction, which
indicates that the customer must be satisfied
with respect to using a service. Thus, the
banks need to improve the customer
retention by satisfaction in the utilization of
various modern banking services and should
provide more customer friendly and safe
services as well as modern banking activities
delight customers. The total variance was
2.019 percent for this factor.
Loyalty Programs was the second factor
identified and it included items that were
related to the loyalty of customer. The eight
items in this factor included error free
record (.956), earn rewards points(.955),
rate of return(.945), best interest rate on
FDs(.786), in cash of rewards points(.700),
defaults in terms of services (.728),
recommend to others the good brand image
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(.678) and higher number of reward points
on booking air tickets, movie tickets and hotel
accommodation (.789). These items
indicated that the loyalty of customer is an
important factor for customer retention in
banks (Puthukulangara and Daniel, 2016).
The total factor load was found to be 6.537
and contributed 11.646 percent of variance
(Table 3).
Responsiveness of the Bank, which helps to
retain customers, was identified as the third
factor with total factor load of 6.176. Eight
variables included modern and visually
appealing infrastructure (.775), physical
facilities are matching with the services
offered by the Bank, well dressed employees
(.734), I feel relaxed, willingly helped by
the employees, prompt response, proper
information about usage of the product/
services and responsive to the various
problems occur during electronic
transactions (.819) are covered. The factor is
contributing 17.730 percent of variance.
Responsiveness is the willingness to help
customers and provide prompt service
(Zeithaml and Gupta, 2006).
Whereas, the findings of Vázquez-Carrasco
and Foxall (2006) claimed that positive
switching barriers play a greater role than
the negative ones in determining customer
satisfaction and retention. Banks may be able
to do this by increasing the level of customer
trust, the value congruency and the
interpersonal relationship with customers.
(Table 3).
Consistency in Services was identified as the
fourth factor which is very important factor
and has again eight variables with a total
factor load of 5.86 (Table 3). The variables
included information is promptly given by
bank regarding transactions (0.678), satisfied
with the overall services/facilities (0.780),
mobile banking, SMS alert, net banking
services of the bank are satisfactory (0.700)
, customer is willing to speak and promote
their bank (0.980), consistent services to its
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customers (0.934), proactive towards their
customers (0.723), separate machines for
quick deposit (0.546) and turnover time of
services (0.519). This is an important factor
as services provided by banks have a large
impact on customer satisfaction and
retention (Refer Table 3). This factor is
contributing 11.402 percent Variance for
customer retention in different banks.
The majority of respondents have no
intentions to switch from the existing bank
and the continuous and consistent services
from the existing bank is a big support to
their staying intentions as identified by Kaur
et. al. (2014) in their study. This study was
similar to the study of Jain and Bagdare (2009)
and they found that providing service
related information by the knowledgeable
staff, problem solution, handling of
grievances and after sales service by well
trained superior quality of experience to
customers and able to gain trust were
important factors in customer retention.
Service Orientation was identified as fifth
factor with six items namely, value for
money (0.943), avail services from this bank
for a long time (0.941), valuable financial
consultancy on financial issues (0.899),
satisfactory kiosk facilities (0.890), invite
suggestions from its customer for the
improvements of services (0.780) and
delivery of the services is unique (0.765).
The total factor load was 5.218 and the
percentage of variance was 8.505 percent
(Table 3). The finding disclosed that service
orientation is found significantly associated
with customer retention. Kiosks provide
convenience and offer 24*7 self- service and
the personal managers and relationship
managers provide customized services and
offer superior value. They interact with
customers frequently and help in fulfilling
the needs of the customers so as to minimize
customer dissatisfaction and maximize
retention.
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The sixth factor identified was Credibility
and had total load of 4.592. It included items
namely, rewards points for a variety of
transactions (.900), credibility of the bank
(.784), receiving rewards for a higher
monthly financial transactions (.780), , fair
pricing is offered by the bank on locker
services and issuing of cheque book (.678),
fair pricing offered by the bank on SMS
updates and ATMs Transactions (.670) and
good reputation (.780)' (Table 3) . This Factor
has 10.116 percent Variance. Banks should
mainly use reward-based switching barriers
to prevent customers from switching to
another bank, which is in line with the
findings of Vázquez-Carrasco and Foxall
(2006) which claimed that positive switching
barriers play a greater role than the negative
ones in determining customer satisfaction
and retention. Customers today have greater
access to information and are always in the
hunt for best value for money, especially as
reward and recognition become extremely
important for customer retention and
revenue growth.
Grievance Redressal was identified as the
seventh factor and is a very important factor
having items as bank responds quickly to the
problem or queries faced by the customer
(0.890), regular update about latest and
forthcoming schemes (0.766), complaints
are easily and immediately handled (0.710),
authentic information (0.674), grievance
redressal system (0.670)and separate
windows for different level of amount
reduce time (0.650). Customer grievance
redressal is a suitable strategy for taking
better care of customers. Effective grievance
redressal system ensures minimizing
instances of customer complaints and
grievances through proper service delivery
and review mechanism. Customers should
be dealt with courtesy and their complaints
should be resolved within minimum
turnaround time by separate window and
regular update. The total factor load is
4.360 and the variance is on 2.089 percent
(Table 3).
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Convenience was the eighth factor in this
series and has a total load 4.083. It includes
items availability of the bank officials (0.891),
branch of the bank is easy to locate (0.877),
easily approachable (0.870), opening and
closing time of the banks is convenient
(0.766) and availability of any branch
banking facility (0.679) (Table 3). Every
customer wants that bank must be easily
approachable with all the facilities and the
bank must have convenient time. In addition
to this Bhat (2005) and Singh and Komal
(2009) have mentioned that because of
increased market competition and growing
market sophistication, it has become a
challenging task for the bank marketers to
acquire the new customers and retain the
existing once. Customers dont hesitate
complaining against the poor services in case
they dont desired services.
Customer Orientation was identified as the
ninth factor and included items namely,
short and speedy documentations process
(0.743), separate departments to understand
customer needs (0.732), bank provide their
services at the time they promise (0.688)and
long banking processes (0.679). As per the
customer orientation different banks provide
facilities for customer convenience and
retention. Customer orientation was, thus,
identified as the important factor with total
load of 2.842 and variance of 2.463 percent
(Table 3).
Tenth factor was Courteous Behaviour and
has total load of 2.340 (Table 3). It included
items of behavior and courtesy. These were,
executives of the bank have sufficient
knowledge (0.910), behaviour of the
employees at bank is courteous (0.760)and
customers are personally attended (0.670).
Balakrishnan and Krishnaveni (2014) also
advised that banks should improve quality
of relationship between the bank and the
customer. It enriches the long term
relationship benefits. They also emphasized
that the banks need to improve the customer
satisfaction in the utilization of various
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modern banking services and should provide
more customer friendly services as well as
modern banking activities to delight
customers. Swamy and Julie (2012)
concluded that relationship with customers
will claim a strong coordination between
Bank employees and to provide a long-term
remembrance to retain customers.
Promotional Offers was eleventh factor
having highest variance of 8.545 percent and
having lowest factor load 1.944 (Table 3). In
this factor items included were promotional
offers (0.506), charges are effectively
communicated (0.678) and delivery of the
services is unique with maximum ATM
facilities (0.760). Promotional offers play very
important role to sustain and retain
customers in banking Sector. Pre decided and
communicated charges and numbers of ATM
facilities are also very important items
considered by customers. Loyalty programs,
rewarding desired behavior and encourage
growth in wallet share result in happier
customers, increased stickiness and
enhanced revenue. In support of this finding,
a study by Chang et.al. (1997) stated that
unless a bank can extend its product quality
beyond the core service with additional and
potential service features and value, it is
unlikely to gain a sustainable competitive
advantage.
CONCLUSION
Human beings are rational, thus it is
necessary that banks have to work hard to
retain their customer. Customers are capable
to compare the services and they have
experiences of both Private and Public sector
banks. After the analysis, eleven factors have
been identified namely, reliability and
trustworthiness,
loyalty
program,
responsiveness, consistency in services,
service orientation, credibility, grievance
redressal, convenience, customer orientation,
courteous behavior and promotional offers.
Customers are capable to compare each
service in different banks. Banks must
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understand the power of customers and
customers can not be retained if they will
not be comfortable with the overall banking
system. This study reveals clear picture of
customer retention in both Private and Public
sector banks. The current study presents the
factors that mostly affect customer retention
in banks. The study also reveals that above
all the factors identified reliability and
trustworthiness mostly affects the customer
retention in banks.
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FACTORS AFFECTING TECHNOSTRESS: AN EMPIRICAL STUDY
Arnav Chowdhury*, Ajay Malpani*
The human-machine relationships within the new technologies area unit considerably totally different
from those concerned within the automation and mass manufacturing innovations that were
introduced in business and trade earlier. Technology has changed our lives to a great extent in last
two decades or so. Now we are more connected with others with the means of technology. It has also
changed the way we work in our organization or in our home. It has made our life easy and fast, but
it comes with a cost. The cost is stress in human mind and body. This paper focused on to study the
impact of technological aspects on the stress level of human and to find out the major factors creating
stress at workplace due to the use of ICT tools.
Key words: Information, Communication, Technologies, Technostress, Stress Related Issues, Working
Professionals, Technological Stress, IT Related Stress, ICT Stress.

INTRODUCTION
Workplaces are perpetually evolving as social
and economic conditions amendment and
new technologies are introduced. These
changes square measure amid shifts in
expectations regarding the role of work and
therefore, the workplace, and regarding the
connection between work, family and leisure.
ICTs typically permeate our lives altogether
of these dimensions generating each
advantages and costs for employers and
workers.
Presently, we have a tendency to live in an
information
empowered
society ,
encapsulated with various trendy refined
technologies both at work place and
residential. Technology is spreading each
vertically and horizontally throughout totally
different organizations, also among people
who have restricted resources to adapt to
that.
The human-machine relationships within the
new technologies area unit considerably
totally different from those concerned within
the automation and mass manufacturing
innovations that were introduced in business
and trade earlier.

*

The machine-controlled technology was
primarily based on developments in
engineering and broadly replaced the
manual skills of the operatives. The new
technologies dont replace human skills,
however, they needed totally different forms
of human skills. The human operative and
therefore the machine area unit mutually
complementary elements of a method. Work
is a matter of mental instead of physical
employment. This can simply be seen once
we face mistreatment everyday merchandise
e.g., portable, ATM or pc application
software system, which are sometimes not
extremely as straightforward and
economical to use as they might are, if the
designer had discovered a number of the
principles connected to mental employment.
Machines have taken role of human.
Individuals believed that trendy computeraided technology has reduced their mental
employment however indeed, it has
increased their mental employment and it
conjointly weakened their social support
(Sharma and Singh 1999).
Brillhart (2004), on the other hand, states that
technostress is caused by technologically
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focused tasks such as planning meetings,
business plans, and anxiety over work
deadlines. One aspect of technostress that is
notable is that it is frequently confused with
technoanxiety, within the field of psychology.
Techno-anxiety is a symptom of technostress.
As such, techno-anxiety is one of the ailments
produced by technostress.
Tarafdar et. al. (2007) reviewed 233 ICT clients
in two US associations about technostress at
work. Basic mathematical statement
displaying recognized five particular sorts of
stressors that prompt technostress. These
five stressors give a helpful hypothetical
premise on which to study the effect of ICTs
on work place stress. It is conceivable that
particular gatherings (age, sex) may be more
powerless against some of these stressors
than others. For representatives in their 20s
and 30s with youthful families, technointrusion may be the most hazardous
stressor as they attempt to keep up a tasteful
work-life parity. For more established
laborers, techno-over-burden might exhibit
to a greater degree a worry as moderating
preparing pace that can be connected with
maturing presents extra difficulties when
expecting to work quicker. Picking up a
comprehension of the significance of these
distinctive stressors for particular gatherings
of representatives helps the improvement of
techniques to enhance techno stress in the
working environment.
Conceptual Framework
Sharma and Chandwani, 2015, explores the
mechanism of technostress by quantitatively
assessing the relationship between ICT use
and stress. Specifically, the study examines
the mediating role of perceived autonomy,
work overload and work family conflict. The
findings indicate that increasing ICT use
leads to perception of work overload and
lack of autonomy in work role.
ICT use can potentially enhance the
autonomy of an individual by enabling
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greater personal freedom to take up and
pace workload and performing the task
without being bound to the physical work
place (Middleton, 2007; Mazmanian et al.,
2013)
World Health Organization (WHO) identifies
that the work patterns in the organizations
have changed due to the increased use of
ICT and that the organizations need to
address the effect of ICT on the psychosocial
and mental health of the employees (WHO,
2005).
Expanding engagement with ICTs conveys
both advantages and difficulties to the
working environment, and it is critical to
comprehend both. At this stage, the
examination writing gives constrained bits of
knowledge on how best to adjust the points
of interest and drawbacks included. There is
a developing assortment of proof on the
advantages of ICT. The multiplication of ICTs
in the workforce has cultivated positive
changes in working environment society
including:
upgraded
worldwide
correspondence; expanded efficiency;
expanded
working
environment
adaptability; and a lessening in the quantity
of occupations which require humble work
or physical work (Florida, 2003a, 2003b).
A few studies on technostress has
recommended that high business related use
of ICT has customarily been connected with
occupations whose profiles are portrayed by
larger amounts of instruction and more
elevated amounts of salary (Johnson et al,
2005). Techno-stress has additionally been
proposed as a term to depict the condition
of cognizance and cortical excitement saw
in specific workers, who are vigorously
reliant on PCs for their work. It is
recommended that authoritative re-building
and the presentation of data innovations
constitute potential stressors, testing
workers subjective assets. Forecast is made
that psychosomatic disorders in the working
environment will in all likelihood increment
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later on because of the fast changes as of now
rising above working life (Arnetz and
Wiholm, 1997).

institutional and social pressure and risk of
unemployment incur lower levels of
technostress.

Workplace technostress may have
consequences for organisations as well as
individuals. Certainly, organisations failing to
tackle the problems of technostress can
expect to experience high levels of
absenteeism and staff turnover. Managers
who suggest that employees must simply
cope or leave the organisation may not realise
the potential costs of retraining new staff in
the technology skills required. At the same
time, far-sighted UK library managers must
look to the United States, where employees
have increasingly been litigating against
organisations on the grounds of workrelated stress (Goss 1994).

Another study by Ahmet and Yusuf (2011)
concludes that Turkish social networking
users have a medium technostress level
regarding the use of ICTs. To explain this
finding, some of the technostress - releated
researches can be referred. In these
researches, the technology level was rather
attributed the computer literacy.

Bartlett (1995) suggests that increased use of
automation has led to a flattening out of the
pyramidal organisational structure allowing
people to self-manage in smaller groups.
Certainly, library managers must accept that
employees typically favour participatory
management style in the implementation of
automation, as Winstead (1997) has shown
in her study of three academic libraries in
the US. Managers may find that top-down
communications are less well received, if not
less effective, when automation is being
introduced.

HYPOTHESES

The implementation of technology in the
workplace has also created technoinsecurity,
a feeling of job insecurity which has led to
an increase in anxiety and stress (Melchionda,
2007). The rapid change in technology besides
creating techno-uncertainty, also means that
technology end-users always need to learn
new things and upgrade their skills, which
resulted in techno-complexity (Harper, 2000).
According to Yusuf and Ahmet (2009),
subjects incurred by environmental
circumstances such as data security and cost
of technology cause high levels of
technostress. Social factors such as

OBJECTIVES
To study the impact of technology on
humans stress level.
To find out major factors creating
stress at workplace due to use of ICT.
H01: There is no effect of gender on the
factors affecting technostress on humans.
H02: There is no effect of age on the factors
affecting technostress on humans.
H03: There is no effect of occupation on the
factors affecting technostress on humans.
H04: There is no effect of length of service on
the factors affecting technostress on humans.
H05: There is no effect of education on the
factors affecting technostress on humans.
METHODOLOGY
The Study: This study is exploratory in
nature and aims to understand effect of
technology on humans, the researchers have
conducted a survey of Indore city.
The Sample: 125 respondents of Indore city
were the part of study. A total of 400 emails
and 250 paper questionnaires offered 125
usable questionnaires for use. Participants
ranged from 18 to 60 years out of which 70
percent were male and 30 percent were
female.
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Tools for Data Collection: Data was collected
through self developed questionnaire on five
point likert scale where 1 represented
strongly agree and 5 represented strongly
disagree.
Tools for Data Anlaysis: Collected data was
tabulated, edited and coded using MS Excel
software. For further analysis of data, SPSS
version 24 software was used.
RESULTS
The value of KMO (Kaiser-Meyer-Olkin)
sampling adequacy was is found to be .765
(Refer Table 1) which is above than the
required (0.6).
Bartletts test of sphericity tests the
hypothesis that the correlation matrix is an
identify matrix; i.e. all diagonal elements are
1 and all off-diagonal elements are 0,
implying that all of the variables are
uncorrelated. The significance value was
found to be 0.00 thus the present data can
be utilized for factor analysis.
Factor Analysis
The raw scores of items were subjected to
factor analysis using principle component
varimax rotation to find out the factors that
contribute towards factors affecting
Technostress (Table 2).
Factor 1 namely Training and Technological
Issues with variance 39.984 percent is
significantly loaded with nine variables in
which EV5 is loaded with highest 0.797, EV7
with 0.745, EV11 with 0.711, EV1 with 0.668,
EV9 with 0.655, EV8 with 0.649, EV18 with
0.589, EV6 with 0.576 and EV14 with lowest
0.490 load (Table 2).
Factor 2 namely Working conditions with
variance 10.862 percent is significantly loaded
with six variables in which EV12 is loaded
with highest 0.886, EV15 with 0.841 load,
EV17 with 0.657 load, EV2 with 0.600 load,
EV16 with 0.558 load, and EV19 with lowest.
488 load (Table 2).
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Factor 3 namely Computer problems and
user expectations with variance 8.544
percent is significantly loaded with three
variables in which EV20 is loaded with
highest 0.839, EV13 is loaded with 0.634 and
EV3 with lowest .0.560 load (Table 2).
Factor 4 namely Computer Anxiety with
variance 7.222 percent is significantly loaded
with two variables in which EV4 is loaded
with highest 0.821 and EV10 with lowest
0.801 load (Table 2).
Effect of Qualification on the Factors
Creating Stress at Workplace due to Use of
ICT
The objective of the study was to study the
effect of qualification on the factors that
creates the stress at workplace. In all, four
factors were identified for technostress level
at workplace. The data related to each factor
and over all were analyzed with the help of
one way ANOVA separately.
It can be observed from Table 3 that the F
value 0.413 for overall factors and also for all
other factors (F1, F2, F3 and F4) is not
significant at .05 level of significance (p>.05).
It indicates that there is no significant
difference amongst the people with different
qualifications in terms of Overall factors and
other factors towards technostress level. The
null hypothesis namely, there is no significant
effect of qualification on Overall factor and
other factors towards the factors creating
stress at workplace due to use of ICT is not
rejected. Hence, it may be concluded that
qualification did not produce significant
effect on Overall factors and other factors of
technostress level at workplace.
Effect of Gender on the Factors Creating
Stress at Workplace due to Use of ICT
The objective of the study was to study the
effect of Gender on the factors that creates
the stress at workplace. In all, four factors
were identified for technostress level at
workplace. The data related to each factor
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and over all were analyzed with the help of
one way ANOVA separately. The results are
given in Table 4.

Effect of Service Length on the Factors
Creating Stress at Workplace Due to Use of
ICT

It can be observed from Table 4. that the F
value 2.503 for Overall factors and also for
all other factors (F1, F2, F3 and F4) is not
significant at .05 level of significance (p>.05).
It indicates that there is no significant
difference amongst the male and female
respondents in terms of Overall factors and
other factors towards technostress level. The
null hypothesis namely, there is no significant
effect of gender on Overall factor and other
factors towards the factors creating stress
at workplace due to use of ICT is not rejected.
Hence, it may be concluded that gender
differences did not produce significant effect
on Overall factors and other factors of
technostress level at workplace.

The objective of the study was to study the
effect of length of service on the factors that
creates the stress at workplace. In all, four
factors were identified for technostress level
at workplace. The data related to each factor
and over all were analyzed with the help of
one way ANOVA separately.

Effect of Age on the Factors Creating Stress
at Workplace due to Use of ICT
The objective of the study was to study the
effect of Age on the factors that creates the
stress at workplace. In all, four factors were
identified for technostress level at workplace.
The data related to each factor and over all
were analyzed with the help of one way
ANOVA separately. The results are given in
Table 5.
It can be observed from Table 5 that the F
value 1.502 for Overall factors and also for
all other factors (F1, F2, F3 and F4) is not
significant at .05 level of significance (p>.05).
It indicates that there is no significant
difference amongst the people with different
age groups in terms of Overall factors and
other factors towards technostress level. The
null hypothesis namely, there is no significant
effect of age on Overall factor and other
factors towards the factors creating stress
at workplace due to use of ICT is not rejected.
Hence, it may be concluded that age
differences did not produce significant effect
on Overall factors and other factors of
technostress level at workplace.

It can be observed from Table 6 that the F
value 4.446 for Overall factors is significant
at .05 level of significance (p<.05). It indicates
that there is significant difference amongst
the people with different tenure of service
in terms of Overall factors towards
technostress level. The null hypothesis
namely, there is no significant effect of
service length on Overall factor towards the
factors creating stress at workplace due to
use of ICT is rejected. Hence, it may be
concluded that difference in the length of
service did produce significant effect on
Overall factors of technostress level at
workplace.
Further, to know the difference between the
groups post hoc analysis was applied. It was
found that the persons having less than 2
years length of service is significantly
different from the persons having 10-15 years
length of service. The p value was found to
be less than 0.05 (p<0.05). Likewise, the
persons having 2-5 years length of service is
significantly different from the persons
having 10-15 years length of service. The p
value was found to be less than 0.05 (p<0.05).
Therefore, null hypothesis was rejected.
It may be concluded that difference in the
length of service did produce significant
effect on Overall factors of technostress level
at workplace. Similarly, the F value 4.200 for
working condition factor is significant at .05
level of significance (p<.05). It indicates that
there is significant difference amongst the
people with different tenure of service in
terms of working condition factor towards
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technostress level. The null hypothesis
namely, there is no significant effect of
service length on working condition factor
towards the factors creating stress at
workplace due to use of ICT is rejected.
It may be concluded that difference in the
length of service did produce significant
effect on working condition factor of
technostress level at workplace. Further, to
know the difference between the groups
post hoc analysis was applied. It was found
that the persons having less than 2 years
length of service is significantly different
from the persons having 10-15 years length
of service. The p value was found to be less
than 0.05 (p<0.05). Likewise, the persons
having 2-5 years length of service is
significantly different from the persons
having 10-15 years length of service. The p
value was found to be less than 0.05 (p<0.05).
Therefore null hypothesis was rejected.
It may be concluded that difference in the
length of service did produce significant
effect on working condition factor of
technostress level at workplace. Other factors
were not significant at .05 level of significance
(p>.05). It indicates that there is no significant
difference amongst the people with different
service length for remaining factors towards
technostress level. The null hypothesis was
not rejected.
Effect of Marital Status on the Factors
Creating Stress at Workplace Due to Use of
ICT
The objective of the study was to study the
effect of Marital Status on the factors that
creates the stress at workplace. In all, four
factors were identified for technostress level
at workplace. The data related to each factor
and over all were analyzed with the help of
one way ANOVA separately. The results are
given in Table 7.
It can be observed from Table 7 that the F
value 5.038 for Training and Technological
Issues factor is significant at .05 level of
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significance (p<.05). It indicates that there is
significant difference amongst the people
having different marital status in terms of
Training and Technological Issues factor
towards technostress level. The null
hypothesis namely, there is no significant
effect of marital status on Training and
Technological Issues factor towards the
factors creating stress at workplace due to
use of ICT is rejected.
It may be concluded that difference in the
marital status did produce significant effect
on Overall factors of technostress level at
workplace. Further, to know the difference
between the groups independent sample t
test was applied. It was found that the
married persons are significantly different
from the persons having single status
assuming that they have equal variances. The
p value was found to be less than 0.05
(p<0.05). Therefore, null hypothesis was
rejected.
It may be concluded that difference in the
marital status did produce significant effect
on Overall factors of technostress level at
workplace. Other factors including overall
factors were not significant at .05 level of
significance (p>.05). It indicates that there is
no significant difference amongst the people
with different marital status for all other
factors towards technostress level. The null
hypothesis was not rejected.
Effect of Income on the Factors Creating
Stress at Workplace Due to Use of ICT
The objective of the study was to study the
effect of income on the factors that creates
the stress at workplace. In all, four factors
were identified for technostress level at
workplace. The data related to each factor
and over all were analyzed with the help of
one way ANOVA separately.
It can be observed from Table 8 that the F
value .405 for Overall factors and also for all
other factors (F1, F2, F3 and F4) is not
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significant at .05 level of significance (p>.05).
It indicates that there is no significant
difference amongst the people with different
income in terms of Overall factors and other
factors towards technostress level. The null
hypothesis namely, there is no significant
effect of income on Overall factor and other
factors towards the factors creating stress
at workplace due to use of ICT is not rejected.
Hence, it may be concluded that income did
not produce significant effect on Overall
factors and other factors of technostress level
at workplace.
CONCLUSION
In the studies it was found that most of the
researchers acclaim Impact of Technological
Aspects on Stress Level. ICTs force
employees to work faster and longer.
Workers feel that they are forced to do more
work than they can handle, work to tighter
schedules and change their work habits to
adapt to the ICTs. Employees feel their
privacy is invaded because ICTs allow them
to be reached anywhere at any time.
Employees often feel an obligation to be
available or connected at all times, which can
lead to difficulties in maintaining a
satisfactory work-life balance. The
complexity of new ICTs leads to stress about
ones ability to use the technology and keep
up with changes to technology.
Employees often feel they have to spend lots
of time learning and updating their
knowledge about new ICTs to be able to work
efficiently. Employees feel that new ICTs
threaten their job security because they will
be replaced by someone with a better
understanding of technology or their
position may become redundant due to
technological advancements. When an
organisation engages in frequent changes
and upgrades to ICTs leading to uncertainty
on the part of employees. Employees feel
they must continuously update their
knowledge of ICTs and educate themselves
to be able to complete their work, which can
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lead to anxiety and stress and a sense that
the work environment is unsettled.
It has also seen that demographic profile of
personnel like age, gender, marital status,
educational qualification, etc doesnt affect
the overall factors and other factors of
technostress level at workplace. Moreover,
it has been found in the research that training
and technological issues causes the
technostress more in working personnel.
The factors include Lack of Computer
Expertise, Rapid Change of Technology,
Overexposure to Visual Display Units (VDUs),
Insufficient Training when new systems/
software are put in place, Inadequate
Internet Skills, Forgot to Save Work,
Computer Inadequacy, The Fear of
Becoming Outdated and Use of Outdated
Technology.
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FACTORS AFFECTING EMOTIONAL INTELLIGENCE AMONG
STUDENTS
Ankita Jain*, Anukool Manish Hyde**, Manisha Singhai**
Emotional Intelligence (EI) is the subset of social intelligence that involves the ability to monitor
ones own and others feelings and emotions, to discriminate among them and to use this information
to guide ones thinking and actions. Emotional intelligence refers to the capacity of recognizing ones
own feelings and those of others, for motivating ourselves and for managing emotions well in ourselves
and in our relationships ( Goleman, 1998). Basically Emotional Intelligence has four branches:
Perceiving emotions, Reasoning with emotions, Understanding emotions, and Managing emotions
and Emotional intelligence also has four attributes such as Self Awareness, Self Management, Social
Awareness, Relationship Management. Conceptually, Emotional Intelligence should be related to
students life satisfaction, positive attitudes towards life, and the attainment of various goals related
to education. This study investigates the factors affecting Emotional Intelligence among students
and to give a literature review of the same. In the current competitive environment where students
are expected to perform multi roles with efficiency and effectiveness, it is highly needed to develop
their right attitude and emotional intelligence towards the various unseen complexities of life and
quality education. This is an exploratory research. In this research primary data has been collected
from professional institutes of Indore Division through using a scale of emotional Intelligence which
induces information on the students Emotional Intelligence level. Factor analysis has been applied
for the purpose of exploring factors affecting emotional intelligence of the students. Ten Factors have
been generated, namely: Emotionally Stable, Managing Relationships, Empathy, Confrontation, Self
Management, Determination, Self Awareness, Set Priority, Inspiration and Encouragement.
Keywords: Emotional Intelligence, Students, Social Intelligence.

INTRODUCTION
There are different types of intelligence and
one type is social intelligence. Initially it has
been defined as the ability to understand
and manage people. Emotional intelligence
is the subset of social intelligence that
involves the ability to monitor ones own and
others feelings and emotions, to discriminate
among them and to use this information to
guide ones thinking and actions.
Emotions are organized responses, crossing
the boundaries of many psychological
subsystems, including the physiological,
cognitive, motivational, and experiential
systems. Emotions typically arise in response
to an event, either internal or external, that

has a positively or negatively valenced
meaning for the individual. Young (1943)
defined emotions as acute disturbances of
the individual and believed that emotions
made people lose control. Wechslers stated
that intelligence is the aggregate or global
capacity of the individual to act purposefully,
to think rationally, and to deal effectively
with his environment. Social intelligence can
be defined as the ability to perceive ones
own and others internal states, motives, and
behaviors, and to act toward them optimally
on the basis of that Information.
Emotional intelligence is the ability to
accurately identify and understand ones
own emotional reactions and those of others,
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consisting of the ability to control ones
emotions, and to use them to form good
decisions, to act purposefully and to involve
effectively in a given situation. Emotional
intelligence refers to the ability to recognize
the meanings of emotion and their
relationships and to reason and solve
problem on the basis of them. Researchers
investigated dimensions of emotional
intelligence by measuring related concepts,
such as social skills, interpersonal
competence, psychological maturity and
emotional awareness, long before the term
emotional intelligence came into use. It is
the ability to identify, assess, and control the
emotions of oneself, of others, and of groups.
Emotional intelligence refers to the capacity
of recognizing ones own feelings and those
of others, for motivating ourselves and for
managing emotions well in ourselves and in
our relationships (Goleman, 1998).
Emotional intelligence (EI) is an array of
non-cognitive capabilities, competencies,
and skills that influence ones ability to
succeed in coping with environmental
demands and pressures (Bar On, 2004).
Daniel Goldmans Model of Emotional
Intelligence
Emotional intelligence has four attributes:
Self Awareness, Self Management, Social
Awareness and Relationship Management.
There are five elements/domains identified
as the components of emotional intelligence
under four attributes: Know your Emotions,
Manage your Emotions, Motivate yourself,
Recognize and Understand other peoples
emotion and Manage Relationships (others
Emotions). Emotional intelligence represents
an ability to validly reason with emotions and
to use emotions to enhance thought.
REVIEW OF LITERATURE
Bai (2011) intended to examine anxiety
proneness and emotional intelligence in
relation to academic achievement of pre-
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university students. Study being an
exploratory student performance in
examination has been considered seriously
to examine if there is any influence of anxiety
proneness and emotional intelligence on
their academic achievement or not. Research
also presented a model designed to reflect
the relationship between the dimensions of
emotional intelligence and academic
performance.
Carmeli and Josman (2006) echoed the
frequent comment that, in spite of glowing
descriptions of possible connections between
emotional intelligence and positive
performance
in
the
workplace,
methodologically sound studies examining
this connectionare rare. They go on to say
that even if research has been carried out, it
is typically based on self-reported evaluations
and it overlooks that work performance is
actually multidimensional (task performance
and organizational citizenship). Carmeli and
Josman (2006) noted that task performance
might not capture the full range of the
leader s work role. They maintained that
extra-role behaviors, such as maintaining
civil relationships and helping subordinates
with issues, also impacted on the work
performance. Specifically, the researchers
examined two elements of the leader,
altruism (e.g., helping with a heavy
workload) and general compliance (e.g.,
being punctual) which they suggested may
be the factors that maintain the leader s
respect from subordinates and could,
therefore, impact subordinates willingness
to conscientiously perform work for the
leader.
Oyinloye (2005) attributes the problem of
poor academic achievement to low level of
emotional intelligence among secondary
school students. He believes that students
who lack emotional intelligence show some
adjustive challenges or in some ways fail to
handle effectively the demands of school
work. Such students might be said to have
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little or no emotional intelligence and may
not be capable of attaining personal goals
which include high academic achievement.
Goleman (2004) examined the relationship
between emotional intelligence and effective
performance especially in terms of
leadership. The study addressed five
elements of emotional intelligence. These are
self awareness, self control, motivation,
empathy and social skills. Goleman claimed
that emotional intelligence improves with
aging, in other words, that maturity is an
important concept, however some people
still need to gain emotional intelligence
although they are at the level of maturity
with respect to age.
Cherniss (2004) stated the importance of
emotional intelligence as necessary to
improving performance and psychological
well-being in school work. If emotional
intelligence skills are developed,
strengthened and enhanced, students may
demonstrate increased levels of personal,
academic and career achievement (Vela,
2003).
Drago (2004) examined the relationship
between emotional intelligence and
academic achievement in non-traditional
college students. Since students differed in
cognitive ability, with some students being
better prepared for the collegiate
environment than others, the role of
emotional intelligence in academic
achievement must be better understood.
Non-cognitive factors such as emotional
intelligence may supplement or enhance
student cognitive ability. In this study,
emotional intelligence, achievement
motivation, anxiety, and cognitive ability
were predictor variables. The criterion
variable was academic achievement as
measured by student GPA. Results
demonstrated that emotional intelligence to
be significantly related to student GPA scores,
student cognitive ability scores, and student
age.
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Salovey and Mayer (1990) perceived
emotional intelligence as a type of aptitude
that involves the ability to monitor ones
feelings and that of others, to discriminate
among them and to use this information to
guide ones feeling and thinking.
Cavallo and Brienza (2004) conducted a study
on 358 managers across the Johnson and
Johnson in consumer & personal care group
and assessed if there were any specific
leadership skills that distinguished between
high and average performers and came out
with significant results that found a strong
relationship between superior performing
and emotional competence.
Parker et. al. (2004) highlighted the
importance of emotional and social skills
during the process going from high school
to the university by examining the
relationship between emotional intelligence
and academic achievements. According to
Mayer, (2001) intelligence and emotion which
were considered as separate fields now
integrated in the new field Cognition and
affect. The perspectives about emotions
keep varying. The subjective nature of
emotions makes it difficult to bring in a single
accepted definition or theory. To scientifically
conceptualize something that can only be felt
and experienced becomes an almost
impossible task.
Nelson and Low (2003) stated that it is
apparent that the primary focus of education
is academic performance that has been
measured using traditional intelligence tests
or other forms of standardized examination,
and schools cannot ignore or neglect the
development of emotional domains and
other personal factors contributing to the
success of students.
As per Nelson and Low (1999) emotional
intelligence has four major skills dimensions
of emotional competencies namelyinterpersonal skills, leadership skills, selfmanagement skills and intrapersonal skills.

Prestige International Journal of Management and Research

148

Goleman (1998) points out to emotional self
awareness, self control, empathy, problem
solving, conflict management, leadership,
etc. as the characteristics of an emotionally
intelligent person.
OBJECTIVE
To identify factors affecting emotional
intelligence among Students.
METHODOLOGY
The Study: The current study is an attempt
to identify factors affecting emotional
intelligence among students.
The Sample Universe- Indore Division has
been selected for data collection.
Sampling Technique - Convenience
sampling technique has been used for
collection of data.
Sampling Unit- Data was collected from 134
students pursuing post graduate and
undergraduate programs.
Tools for Data Collection- EI (Emotional
Intelligence) Scale developed by A Hyde, S.
Pethe, U. Dhar was used to collect data.
Reliability and Validity of Scale is 0.88 and
0.93 respectively.
Tools for Data Analysis - Factor Analysis was
used to process the collected data.
RESULTS
The collected data was first analysed to check
for the normality and reliability. Further,
factor analysis was applied and ten factors
were identified.
Most statistical tests assume that the data are
normally distributed hence there is a
necessity to check the distribution. The
Kolmogorov- Smirnov Statistic tests the
hypothesis that the data is normally
distributed. A low significance value less than
0.05 indicates that the distribution of the data
differs significantly from a normal

distribution. After conducting this test, it was
found that the assumption holds good for
the data. The data is normality distributed
(.585) (Table 1).
Reliability test has been made for testing the
reliability of Emotional Intelligence, with the
help of Coefficient (Cronbach Alpha).
Reliability of data was found to .881 (Table 2)
which is high 0.6 and thus, further analysis
can be done.
Factors (Table 3) which have been generated
after applying factor analysis are Emotional
Stability, ability to Manage, Empathy,
Confrontation,
Self
Management,
Determination, Self Awareness, Self
Motivation, Set Priority, Inspiration, and
Encouragement.
Factor 1: Emotional Stability - The first factor
has been named as Emotionally Stable with
3.255 total factor load. It is constituted of five
items 14, 19, 4, 20 and 30. These items were
Dont mix unnecessary emotions with issues
at hand, Able to stay composed in both good
and bad situation, Able to make intelligent
decisions using a healthy balance of
emotions and reason, Able to stay focused
even under pressure, Able to identify and
separate my emotions.
Factor 2: Ability to Manage - The second
factor has been named as Managing
Relationships with 2.032 total factor load. It
constituted of three items 29, 28 and 26.
These items are Maintained personal
friendship with work associates, Persistent
in perusing goals despite obstacles and
setbacks, Comfortable with and open to
novel ideas and new information.
Factor 3: Empathy-The third factor has been
named as Empathy with 1.817 factor load. It
constituted of three items 15, 10 and 9. These
items are Try to see the other persons point
of view, Listen to others without the urge to
say something, Pay attention to the worries
and concerns of others.
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Factor 4: Confrontation- The fourth factor
has been named as Confrontation with 1.45
factor load. It is constituted of two items 22
and 8. These items are Able to confront
unethical actions of others and Concentrate
on the task at hand in spite of disturbances.
Factor 5: Self Management-The fifth factor
has been named as Self Management with
1.361 factor load. It is constituted of two
items 23 and 33. These items are Able to meet
commitments and keep promises and Feel
of development in myself even when my job
does not demand it.
Factor 6: Determination - The sixth factor has
been named as Determination with 1.704
factor load. It is constituted of three items 6,
11 and 13. These items are Continue to do
what I believe in, even under severe criticism,
Perceived as friendly and outgoing and Can
handle conflicts around me.
Factor 7: Self Awareness-The seventh factor
has been named as Self Awareness with 0.869
factor load. It is constituted of 1 item i.e.
Aware of my weaknesses.
Factor 8: Set Priority-The eighth factor has
been named as Set Priority with 0.831
percentage of variance. It is constituted of
one item i.e. 12, which was Clear priorities .
Factor 9: Inspiration- The ninth factor has
been named as Inspiration with 0.818
percentage of variance. It is constituted of
one item i.e. 2. This item was An inspiration
for others.
Factor 10: Encouragement-The tenth factor
has been named as Encouragement with 0.51
percentage of variance. It is constituted of
one item i.e. 30. This item was Able to identify
and separate my emotions.
DISCUSSION
Factor 1: The first factor has been named as
Emotional Stability. Someone who has the
ability to cope with general changes in the
environment, without responding with an
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intense emotional reaction, is said to
be emotionally stable. The ability to stabilize
emotions differs from the ability to regulate
emotions. The signs of an emotional stability
are calmness of mind and freedom from
anxiety and depression (Hay and Ashman,
2003). An emotionally stable person has the
attributes of emotional maturity, selfconfidence, and stability in their plans and
affections; these subjects look boldly ahead
for facts and situations and do not give into
occasional fluctuations in their mood
(Pavlenko et. al., 2009). Emotional stability
can be enhanced through retraining the
minds ability to cope with external stimuli.
Factor 2: The second factor has been named
as Ability to Manage. Relationship
management is a strategy in which a
continuous level of engagement is
maintained between two bodies. Relationship
Management is all about your interpersonal
communication skills. Its all about your
ability to get the best out of others, your
ability to inspire and influence them, your
ability to communicate and build bonds with
them, and your ability to help them change,
grow, develop, and resolve conflict. Goleman,
(1998) the original researcher in the field of
Emotional Intelligence used this terminology.
But dont confuse management with
manipulation or control.
Factor 3: The third factor has been named as
Empathy. Empathy is, at its simplest,
awareness of the feelings and emotions of
other people. It is a key element of
Emotional Intelligence, the link between self
and others, because it is how we as
individuals understand what others are
experiencing as if we were feeling it
ourselves. Empathy goes far beyond
sympathy, which might be considered
feeling for  someone. Empathy, instead, is
feeling with that person, through the use
of imagination. Empathy is an awareness of
the needs and feelings of others both
individually and in groups, and being able
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to see things from the point of view of others.
Empathy helps us to develop a stronger
understanding of other peoples situations.
It includes understanding others, developing
others, having a service orientation,
leveraging diversity, and political awareness.
Empathy is awareness of others feelings,
needs and concerns Goleman (1998).
Factor 4: The fourth factor has been named
as Confrontation. According to the study of
Miller and Rollnick (1991), using a warm and
empathic manner in response confrontation
can encourage the person to see and accept
reality so that one can change accordingly.
Blake et. al. (1964) presented a grid for
classifying the modes of handling
interpersonal conflicts that are associated
with the attitudes of managers into five types
namely, forcing, withdrawal, smoothing,
compromise and confrontation.
Factor 5: The fifth factor has been named as
Self Management. Self Management means
Management of or by oneself; the taking of
responsibility for ones own behavior and
well-being. Self-regulation is concerned with
how you control and manage yourself and
your emotions, inner resources, and abilities.
It also includes your ability to manage your
impulses. Self-management refers to the
ability of an individual to regulate their
emotions and resulting behaviors in ways
that society considers acceptable. This
includes how the individual copes with
unmet wants or needs, perseveres when
faced with obstacles, and sets goals for
himself/herself (Bandy and Moore, 2010).
Factor 6: The sixth factor has been named as
Determination. Determination is a positive
emotional feeling that involves persevering
towards a difficult goal in spite of obstacles.
Determination occurs prior to goal
attainment and serves to motivate behavior
that will help achieve ones goal Kirby et. al.
(2014). Determination is not just a cognitive
state, but rather an affective state.
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Factor 7: The seventh factor has been named
as Self Awareness. Goleman, (1998), identified
self-awareness as being made up of
emotional awareness, accurate selfassessment, and self-confidence. In other
words, it is all about knowing your emotions,
your personal strengths and weaknesses,
and having a strong sense of your own
worth. Five elements make up selfregulation, these are Self-control,
Trustworthiness,
Conscientiousness,
Adaptability, and Innovation.
Factor 8: The eighth factor has been named
as Set Priority. Studies say that the emotional
intelligence of Students develops from the
early years of their lives. The education of
children should give priority to emotional
factors as they play an important role in the
development of childrens personalities.
Emotional Intelligence is a way of
recognizing, understanding, and choosing
how we think, feel, and act. It shapes our
interactions with others and our
understanding of ourselves. It defines how
and what we learn; it allows us to set
priorities; it determines the majority of our
daily actions. Research suggests it is
responsible for as much as 80 percent of the
success in our lives (Freedman 2005).
Factor 9: The ninth factor has been named
as Inspiration. the student must have access,
ability, interest, and value education. The
teacher must be well trained, must focus and
monitor the educational process, be
dedicated and responsive to his or her
students, and be inspirational. The content
must be accurate, timely, stimulating, and
pertinent to the students current and future
needs. The method or process must be
inventive, encouraging, interesting,
beneficial, and provide tools that can be
applied to the students real life. students
ideally should have many sources of
motivation in their learning experience in
each class (Palmer, 2007; Debnath, 2005;
DSouza and Maheshwari, 2010).
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Factor 10: Encouragement- The tenth factor
has been named as Encouragement.
Motivation is considered a key factor in
students level of interaction with their
studies and perceptions of self-efficacy. SelfDetermination Theory (SDT) maintains that
a consideration of innate psychological
needs, for example for competence,
autonomy, and relatedness, is important in
understanding human motivation.
Environment that provide satisfaction of
these basic needs are said to encourage
natural growth processes including
intrinsically motivated behavior. Situations
where these needs are not met are
associated with poorer motivation,
performance and well-being (Deci and Ryan
2000). According to Dornyei (1994) teachers
should focus on cross-cultural similarities not
just differences to encourage positive
attitudes.
CONCLUSION
Emotional intelligence is a relatively new
subject of study, though its roots go back to
the time of Darwin, who posited that
emotional expression was essential for
survival. People with highly developed EI are
proven to be more successful in the
workplace as they can understand their
emotions and why they behave the way that
they behave. They can use their emotions as
clues to what their body and mind are trying
to tell them. They can use their EI to truly
understand others and their points of view.
This study has identified ten factors which
contribute in emotional intelligence namely
Emotionally Stable, Managing Relationships,
Empathy, Confrontation, Self Management,
Determination, Self Awareness, Self
Motivation, Set Priority, Inspiration, and
Encouragement.
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FIRMS SIZE AND PROFITABILITY INDICATORS: EMPIRICAL
EVIDENCE FROM LISTED CAR MANUFACTURER FIRMS IN INDIA
Rekha Melwani*, Manish Sitlani**
The present study is an attempt to understand the relationship between firms size and profitability
of listed car manufacturer firms in India. Size of the firm is an important determinant in financial
performance of the firms, especially when industry is capital intensive industry; it is more relevant
and important. The study selected the firms which are listed at BSE, India in the category of Cars and
Utility segment. Secondary data has been used for the study and data has collected from annual
reports of the considered firms for the period of 2006-07 to 2015-16. The size of the firm was measured
in terms of total assets and financial indicators were profitability ratio, operating profit ratio, return
on assets and dividend payout ratio. The technique of correlation and regression analysis has applied
and results of the study indicated that there is significant impact of size of the firm on the profitability
indicators.
Key Words: Firms size, Profitability, Operating Profit, Assets, Dividend Payout.

INTRODUCTION
Profitability performs dynamic role in
determining the success of the business.
Profitability is the outcome of utilization of
various resources of the firm. The ultimate
goal for any firm is maximizing its
profitability. Therefore, firms can harvest out
the benefits associated with the increased
profitability. Profitability is considered to be
very important factor in financial dealings of
the firm in any business sector in developed
or developing economy. It is understood as
the capacity of earning profit and it is one of
the important measures of firms financial
performance (Ibrahim 2015).
Size of the firm is an important determinant
in financial performance of the firms,
especially when industry is capital intensive
industry; it is more relevant and important.
Automobile industry is capital intensive
industry where firms employ the assets and
keep trying to generate and enhance the
profitability of the firms on the employed
assets. The size of the firm affects the
financial performance of the firm in many
ways. Large firms can enjoy economies of

scale and scope and thus, can more efficient
compared to small firms. Large firms can
leverage their size to obtain better deals in
financial as well as product or other factor
markets. The small firms may have less
power than large firms; hence they may find
it hard to compete with the large firms
particularly in highly competitive markets
(Almajali et. al., 2012).
The relationship between firm size and
economic performance is a debatable topic
as conflicting results were derived by various
researchers (Symeou, 2012). The previous
researches showed that some industries,
sectors and organizations link large firms to
better performance in line with the
neoclassical theory of firm size while some
research findings support the conceptual
framework that advocates a negative
relationship between firm size and
profitability (Oliver et. al., 2014). The study
by Saliha and Abdessatar (2011) and Nawaz
Ahmed et. al. (2015) found a positive
correlation between size of the firm and
profitability. On the other hand, study by
Banchuenvijit (2012) reported a negative
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relation between firm size and profitability.
Study by Whittington (1980) reported that
firm size did not have an effect on
profitability. The results vary with the
industry and these different results make this
topic more relevant for the capital intensive
industry. In line with this, the present study
is an attempt to measure the impact of size
of the firm on profitability indicators of car
manufacturer firms in India which are listed
at BSE, India.
REVIEW OF LITERATURE
Kumar et. al. (2016) tested the size and
profitability relationship in the Indian
automobile industry. The study was
conducted during the period of 1998 to 2014.
Size was represented by total assets and total
sales of the automobile firms in India.
Profitability has measured through net profit
to sales and net income to net sales. The
technique of regression analysis has applied
and results indicated that profitability of the
firms were independent to its size.
Sinthupundaja et. al. (2015) studied the
public firms characteristics and financial
strategies towards financial performance
improvements for Thai manufacturing
companies listed in Stock Exchange of
Thailand during the period of 2006-2010. The
sample of the study included only
manufacturing firms which comprised of
Agro and Food Industry, Consumer Product
Industry, Industrials Industry, Property and
Construction Industry, Resources Industry,
and Technology Industry. The study applied
Structural Equation Modeling (SEM) where
firms characteristics were represented by
Growth, Size and Age of the firm whereas,
the financial strategies were represented by
level of leverage and liquidity of the firm. The
structural model showed the significant and
insignificant paths for the chosen variables.
Firm size had a negative impact on the level
of leverage but it positively affected the
liquidity of the firm. The size of the firm
showed direct impact on firm financial
performances improvement.
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Niresh and Velnampy (2014) studied the effect
of firm size on profitability manufacturing
firms in Sri Lanka during the period of 2008
to 2012. The size was measured on the basis
of assets and sales of the firm. Profitability
has been measured as Return on Assets and
Net Profit. The study was empirical and used
the technique of regression and correlation
analysis. The results of the study showed the
existence of a weak positive relationship
between size and profitability of the listed
manufacturing firms. Oliver et. al. (2014)
studied the evaluation of size and profitability
of the firms in the Nigeria brewery industry.
The size was represented by logarithm of
total assets and earnings per share was an
indicator of profitability. The study applied
the regression analysis and found that Firm
Size has both short and long term positive
effect on EPS.
Mesut (2013) investigated the impact of firm
size on profitability of the firms. The study
was conducted on two hundred companies
which were active in Istanbul Stock
Exchange (ISE) during the period of 20082011. Profitability was measured in terms of
Return on Assets and size was represented
by total sales, total assets and number of
employees. The study was empirical in
nature and technique of multiple regression
and correlation analysis have been used. The
result of study indicated a positive
correlation between size and profitability of
firms. Age of the firm and leverage were
taken as control variables in the study.
Ehi-Oshio et. al.s (2013) study investigated
the determinants of the corporate
profitability in developing economies like
Nigerian economy. The study has done on
forty companies for the period of five years.
The study analyzed the relation between
capital structure, firm size, cash liquidity,
financial leverage and corporate profitability.
The data for the various years consist of
Corporate Profitability (ROA), Capital
Structure, Firm Size, Cash Liquidity, and
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Financial Leverage. The regression model has
been applied which analyzed the existence
of relationships between the dependent and
the independent variables. The variables
were analyzed through descriptive statistics,
and the various relationships amongst the
variables analyzed through the correlation
matrix. The study concluded that capital
structure and liquidity possessed negative
relationships with corporate performance.
Firm size and leverage were seen to be
positively affecting the corporate profitability
in Nigeria.
Banchuenvijit (2012) studied factors affecting
performances of the firms operating in
Vietnam. A positive relation has been found
between total sales and profitability of the
firms but on the contrary a negative relation
has been found between profitability and
total assets. Additionally, the author has
found statistically not significant results
between number of employees and
profitability. Maja and Visic (2012) studied the
influence of firm size on firms profitability
trough financial analysis. The study was
conducted during the period of 2002-2010.
The size of the firm was represented in terms
of assets, sales; number of employees and
Return on assets, return on equity, profit
margin, EBIT margin, EBIDA margin was
taken as indicators of profitability. The
technique of correlation and regression
analysis has applied and results indicated that
firm size has weak positive impact on firms
profitability.
Almajali (2012) identified the factors, for
Jordanian Insurance companies enlisted at
Amman stock Exchange, which affect
financial performance of the firms. The study
period was from financial year 2002 to 2007.
This research study identified the effect of
leverage, age, size, liquidity, Management
Competence Index on the financial
performance of the companies. The measure
for financial performance was Return on
Assets (ROA).The leverage, age, size, liquidity
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and Management Competence Index were
taken as independent variables and financial
performance as dependent variable. The
study applied regression model and resulted
that these independent variables have impact
on financial performance of the company.
Gupta and Mishra (2011) identified the
determinants of Indian Central PSUs capital
structure. A sample size of 48 profit making
manufacturing PSUs was considered for the
time period of 2006 to 2010. Through the
technique of multiple regression analysis it
has been found that size of the firm was not
significant determinant of financial
performance. Multiple regressions had been
used to find out the factors affecting capital
structure. Anand, (2002) studied 81 CFOs of
India to find out about their corporate
finance ractices vis-a-vis capital budgeting
decisions, cost of capital, capital structure, and
dividend policy decisions. It analyzed the
responses by the firm characteristics like firm
size, profitability, leverage, P/E ratio, CFOs
education. The results of the study showed
that shareholder value maximization
objective is widely used by corporate India
now than before. Large firms and growth
firms placed substantial emphasis on the EVA
maximization objective.
Objective
The present study attempts to
measure the impact of size of the firm
on profitability indicators of car and
utility manufacturing items in India.
HYPOTHESES
H1: There is significant impact of size of the
firm on operating profit of listed cars and
utility manufacturer firms in India.
H2: There is significant impact of size of the
firm on net profit of listed cars and utility
manufacturer firms in India.
H3: There is significant impact of size of the
firm on return on assets of listed cars and
utility manufacturer firms in India.
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H4: There is significant impact of size of the
firm on dividend payout ratio of listed cars
and utility manufacturer firms in India.
METHODOLOGY
The Study: The study adopted causal
research design which involves the
investigation of cause and- effect
relationships. The study has objective to
measure the impact of size of the firm on
profitability indicators of listed cars and
utility manufacturer firms in India.
The Sample: The study is based on secondary
data and data has been collected from
Annual reports of the considered car
manufactures firms listed at BSE, India. The
study has attempted to measure the impact
of size of firm on profitability indicators of
the considered car manufacturer firms in
India listed at BSE as on 31.03.2016 in the
category of Cars and Utility Vehicles. These
firms were Force Motors Limited, Mahindra
and Mahindra Limited and Maruti Suzuki
India Limited.
Tools for Data Analysis: Size of the firm
(SIZE) has been measured by taking
logarithm of total assets and profitability
indicators were represented by Operating
Profit Ratio (OPR), Profitability Ratio (PR),
Return on Assets (ROA) and Dividend Payout
Ratio (DPOT). The technique of correlation
and regression analysis has applied through
SPSS 21.0 for measuring the impact of
independent variable on dependent
variables.
Independent Variable
Size of the Firm (SIZE): The present study
has taken size of the firms (SIZE) as
independent variable and it has been
calculated as the natural logarithm of total
assets.
Firm Size (SIZE) = Natural Logarithm of
Total Assets (Log TA)
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Dependent Variables
Profitability indicators are taken as
dependent variables for the study and these
indicators are represented as Operating
Profit Ratio, Profitability Ratio, Return on
Assets and Dividend Payout Ratio.
Operating Profit Ratio (OPR): Operating
Profit Ratio shows the margin earned by the
firm on its basic operation. The Earnings
before interest and Taxes are termed as
operating profit and measure of Operating
Profit Ratio is as under:
Operating Profit Ratio (OPR) = Operating
Profit (EBIT) x 100 Sales
Profitability Ratio (PR): The net profit has
arrived after deducting the indirect
expenditure from operating margin. The
profitability ratio is based on the net profit
(profit after taxes) earned by the firms. The
formula for the profitability is:
Profitability Ratio (PR) = Net Profit x 100
Sales
Return on Assets (ROA): Return on Assets
(ROA) has been measured by the capacity of
earning of operating profit on the employed
assets. The formula for the ROA is as under:
Return on Assets (ROA) = Earnings
Before Interest and Taxes (EBIT) X 100
Total Assets (TA)
Dividend Pay Out: Dividend Pay Out Ratio
indicated the as the financial internal variable
is the ratio of dividend per share to earnings
per share. On the basis of above references,
the present study measures the Dividend
Payout ratio as the ratio as dividend per
share to earnings per share. Formula for
Dividend Payout Ratio (DPOT) is:
Dividend Pay Out (DPOT) =
Dividend Per Share (DPS)
Earnings Per Share (EPS)
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RESULTS AND DISCUSSION
Correlation Analysis: Correlation analysis
has objective to understand the level of
association between two variables.
The correlation coefficient between SIZE and
OPR (r=+0.789) is positive and strong. As
the size in terms of assets increases operating
profit increases and vice versa. Statistically
is it significant at 1 percent level of
significance (p=0.000). The correlation
coefficient between SIZE and ROA (r= 0.759)
is also positive and strong and statistically it
is significant at 1 percent level of significance
(p=0.000). The correlation coefficient
between SIZE and DPOT (r= 0.596) is also
positive and moderate and statistically it is
significant at 1 percent level of significance
(p=0.001) (Refer Table 1). The same results
were reported by Saliha and Abdessatar
(2011) where size of the firm showed positive
relation with profitability. The correlation
between size and profitability indicators
showed that increment in assets had
contributed to the profitability of the firms.
Similarly, it also showed that the firms had
capacity to declare more dividends to the
investors as the size of the firm increased.
The correlation coefficient between Size and
Profitability Ratio is 0.119, positive and weak
correlation exists and p-value (p=0.531)
shows that it is statistically insignificant at 1
percent level of significance. As insignificant
correlation exists, the regression model for
these two variables have been analyzed. It
indicated that firms were able to increase the
operating profit but on the same line it did
not able to create the net profitability. The
size of the firm had not significant correlation
with net profit of the firm (Refer Table 1).
Regression Analysis: Regression model
shows the impact of independent variable
on dependent variable. There were three
regression models have been analyzed to
understand the impact of SIZE on
profitability indicators (OPR, RAO and
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DPOT) of the considered firms. SIZE and PR
had insignificant correlation so the regression
model did not analyzed.
Regression Model 1: SIZE and OPR
The model summary (Table 2) shows that
there is (R square = 0.622) 62.25 percent
variation has explained by the model.
The ANOVA Table 3 shows that value of
F=46.085 at 5 percent level of significance.
There is significant impact of size on
operating profit of the considered firms as p
value (p=0.000) is than 0.05 at 5 percent level
of significance (Refer Table 4). So, as per
regression result the null hypothesis was
rejected and alternative hypothesis was
accepted that there is significant impact of
size of the firms on operating profit of the
firms.
Regression Model 2: SIZE and ROA
The Table 5 model summary shows that
there is (R square = 0.576) 57.6 percent
variation independent variable is explained
by in depedent variable.
The ANOVA Table 6 shows that value of
F=37.990 at 5 percent level of significance.
There is significant impact of size on return
on assets of the considered firms as p value
(p=0.000) is than 0.05 at 5 percent level of
significance (See Table 7). So, as per regression
result the null hypothesis has rejected and
alternative hypothesis has accepted that
there is significant impact of size of the firms
on return on assets of the firms.
On analysis of coefficient table 7 the following
relation has been established
ROA= - 0.398 + 0.153 SIZE
Regression Model 3: SIZE and DPOT
The model Table 8 summary shows that
there is (R square = 0.356) 35.6 percent
variation has explained in dependent
variable by independent variable.
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The ANOVA Table 9 shows that value of
F=15.445 at 5 percent level of significance.
There is significant impact of size on dividend
payout ratio of the considered firms as p
value (p=0.001) is than 0.05 at 5 percent level
of significance (Table 10). So, as per regression
result the null hypothesis was rejected and
alternative hypothesis was accepted that
there is significant impact of size of the firms
on dividend payout of the firms.
On analysis of coefficient Table 10 the
following relation has been established:
OPR= - 0.196 + 0.092 SIZE
The present study is an attempt to measure
the impact of size of the firm on the
profitability indicators. The results of
correlation analysis has depicted that size of
the firms had shown strong positive
correlation with operating profit ratio, return
on assets and dividend payout ratio and
statistically it is significant. The regression
results showed there is significant impact of
size of the firm on the profitability indicators
of the considered car manufacturer firms. It
indicates that the firms increased the assets
and in the same line the firms were able to
generate the profitability. It has also been
concluded that firm had increased the
capacity to pay the dividend the equity
shareholders as the firm size had positive and
significant impact on dividend payout ratio.
CONCLUSION
Firm size and profitability has close
association and to evaluate the impact of size
on profitability indicators is an important
matter in financial analysis of a firm. The
present study has made an attempt to
measure the impact of size of the firm on
profitability indicators of listed car
manufacturer firms in India. The study
covered only four profitability indicators, the
future study may cover other indicators also.
The results of the study are limited to only
car manufacturer firms which are listed at
BSE, India in the equity segment. The other
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limitation of the study is time period of the
study, only 10 financial years had covered.
The future research may increase the sample
size where the private limited firms will be
included.
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FOSTERING INNOVATION AND ENTREPRENEURSHIP IN BUSINESS
SCHOOLS: A STUDY IN WEST BENGAL
Moumita Saha*, Tapash Ranjan Saha**
An environment where entrepreneurship grows and tries new ideas so that it can empower others
needs to be ensured. Education needs to address the development of skills required to generate an
entrepreneurial mindset and to prepare future leaders for solving more complex, interlinked and fast
 changing problems. The implementation of the entrepreneurial idea in the future will reflect the
progression in the level of skills and qualifications students need to acquire in the course of their
management education. For many years, management education was mostly integrated within the
academic fields of business and management. Within this context, this paper takes a close look at an
interdisciplinary postgraduate programme that aims to develop that habit of a mind characteristic of
entrepreneurial thinking to business students through Business Analysis, E  Commerce, Big Data
Analytics and Image Processing. The main objective is to develop cross curricular approaches so that
it is easier to coordinate the various educational programs. Both quantitative and qualitative
approaches were utilized in this study. In the quantitative approach, intention for these programmes
was examined on management graduates. Finally, the work is an attempt to develop a perspective on
intention among management graduates to concentrate on these programmes.
Keywords: Curriculum Delivery, Entrepreneurship, Innovation, Interdisciplinary Post Graduate
Programme, Management Education

INTRODUCTION
Entrepreneurship is considered as one of the
most influential forces that determine the
health of the economy. Hence, ignoring
controversies on whether entrepreneurship
can be taught, the majority of the top business
schools in India offer entrepreneurship
education with tailored elective courses to
inculcate a wide range of skills consists a
multi-disciplinary approach among post
graduate level management students.
However, considering the basic synergies of
core management subjects such as marketing
and entrepreneurship, both of which
provide an opportunity to develop unique
solutions to satisfy customer needs, the study
of entrepreneurial aspects as a necessity for
management education seems indispensable
when exclusively catering to the growing
entrepreneurial intent in developing

economies. This approach necessitates a
compulsory initiation of entrepreneurship
courses early in the curricula of
contemporary business schools.
ENTREPRENEURSHIP
AND
INNOVATION IN EDUCATION SYSTEM
There has never been a definite reply to the
problem of whether entrepreneurship can
be taught (Harrison, 2014). Although many
would argue that the entrepreneurial spirit
is innate, the credence on effective
entrepreneurial education to foster the right
entrepreneurial attitude with requisite
training is gaining ground (Drucker, 1985).
The developments of entrepreneurship as a
field of learn in business courses have been
largely stimulated by the acceptance of
entrepreneurship as a legitimate instrument
for economic growth (Arthur, et. al., 2012).
The growth of corporate entrepreneurship
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as a valuable antecedent to the revitalization
and enhanced performance of corporations,
especially those in the developed markets,
add to its merit (Bhardwaj and Sushil, 2012).
Nevertheless, the effectiveness of
entrepreneurship education is largely driven
by the type and design of such education, as
defined by the materials and modes of
rendering the programs (Arthur et. al., 2012).
Defining entrepreneurship can obtain
several guidelines depending on a range of
viewpoints. From a methodological point of
view, entrepreneurship can be defined as the
process of discovering, exploring and
creating
opportunities
through
implementing change when launching
innovative ideas in an uncertain/risky and
lately, international environment (McDougall
and Oviatt, 2000). Nevertheless, the
Schumpeterian view of entrepreneurship 
of creating and dealing with new and
innovative combinations of factors of
production and ways of doing things, still
provides a high level overview on the
existing trends (Gibb et. al., 2009). Finally,
according to (Luczkiw, 2007 and Gibb, 2006),
the spirit of entrepreneurship lies in
opportunism, timeliness, ability to get into a
market space and flexibility to bind in the
region of customers needs. All these aspects
must be included in the entrepreneurship
curriculum in order to provide a thorough
knowledge base of all the aspects that are
involved in triggering entrepreneurial
proceedings. Furthermore, entrepreneurship
education differentiates from general
business studies. According to (EC, 2008;
Gibb, 2005; Boyle, 2007 and Kuratko, 2005)
the main features of entrepreneurship are
the promotion of creativity, innovation and
self-employment.
Innovation and entrepreneurship in
education provide a mix of creativity,
experiential learning, skill building and most
importantly, a shift in mindset. Certainly, the
earlier and more extensive the exposure to
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innovation and entrepreneurship, the more
likely students will deem entrepreneurial
ideas at some point in future. The
implementation of the entrepreneurial idea
in the future will reflect the progression in
the level of skills and qualifications students
need to acquire in the course of their
education. Thus, the aim is that students
expand competencies such as creativity,
initiative, inventiveness and personal traits
within all the standards and performance
indicators to relate the 21st century skills that
are necessary to adapt to the changing
world.
OVERVIEW
OF
MANAGEMENT
EDUCATION IN WEST BENGAL
West Bengal is an eastern state, which
according to the West Bengal Census 2011, is
the fourth most populates state in India. The
state is bordered by Bhutan, Bangladesh and
Nepal. As per details from Census 2011, West
Bengal has population of 9.13 crores, an
increase from figure of 8.02 crores in 2001
Census. The population of West Bengal forms
7.54 percent of India in 2011. Literacy rate in
West Bengal has seen upward trend and is
76.26 percent as per 2011 population Census.
The employment situation in West Bengal has
been deteriorating in recent years due to the
recession in the industrial sector and a low
rate of absorption of the labour force into
other sectors. In fact, West Bengal reflects in
accentuated form some of the characteristics
typical of the country as a whole. A recent
report on Employment and Unemployment
survey 2011-12 largest numbers of
unemployed persons were found in Kerala
and West Bengal.
Management education, almost unknown in
the nineteenth, has become a dynamic force
for change in many universities, in the
workplace and in the societies of both
industrialized and developing countries. In
the current economic scenario all over the
world Management  as a stream of
education and training has acquired new
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dimensions. Management studies are an
important medium that facilitates
improvement of leadership qualities and
turns out excellent future managers.
Management courses with specialization in
different areas prepare students to face the
constantly advancing corporate world and
impart effective people management skills.
Management studies should emphasis not
just in creating and managers but also on
improving and enhancing existing skills
while passing on managerial competence to
students, develop leaders for organizations
and develop an entrepreneurial mindset. In
todays world of work, it is increasingly being
felt that, with jobs reaching a saturation point
creating entrepreneurs would go a long way
in the creation of jobs and also development
of the economy. The education sector, by
encouraging entrepreneurial spirit could
itself become an established growth industry.
During the recent past there has been a
growing challenge about how well
educational systems especially B- Schools
prepare young management graduates for
entrepreneurship. India today has about
3364 business schools where over 3,54,421
students get admitted. Since initiation of
industrial boom in West Bengal, requirement
of MBA professionals have increased to a
great extent. At the same time, number of
management institutions in this state has also
increased to a great extent, with equal pace.
The management institutes in West Bengal
are of quite good standard from academic
perspective and also offer proper
infrastructure to study MBA. These B Schools in West Bengal prepare students both
from academic and professional perspective.
REVIEW OF LITERATURE
Entrepreneurship has gained a significant
attention worldwide. There are so many
factors, contributed to the rising interest in
entrepreneurship. In developed economics,
entrepreneurial activities initiating formation
of new enterprises reenergize weakening
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economics. For both developed and
developing economics, entrepreneurship has
an essential role in job creation. Several
attempts have been identified in the
literature to explain what entrepreneurship
is. For instance, entrepreneurship is known
as the creative destruction which leads to
innovation. It is also known as the mind 
set and process to create and develop
economic activity. Liñán (2004) adds,
entrepreneurship is considered as a process
where the entrepreneur interacts with his/
her environment to identify an opportunity
and, eventually, start a new venture. From
the social aspect, entrepreneurship is defined
as the process of doing new and or something
different for the purpose of creating wealth
for the individual and adding values to
society. Therefore, entrepreneurial activities
shift the equilibrium of a country s economy
and create a new one. According to Mueller,
entrepreneurial behaviour has its clear effect
in increasing the economic wealth of a
nation.
The literature indicates that, although the
inclination to pursue entrepreneurship is
comparatively strong in India, the
educational support for its development is
still a far cry from the agenda (Raichaudhuri,
2005). Entrepreneurship still has a long way
to run to earn the status of a preferred course
among management students in India.
Probably, this status acts as reason enough
to only offer entrepreneurship as an extracurricular or co-curricular program in the
majority of the colleges and universities in
India (Shankar, 2012). Even at the top
educational house in India that offer
technical or management education with
their accepted support programs for student
entrepreneurship, called entrepreneurship
cells or E-cells (Mutsuddi, 2012), the
educational framework for inculcating the
entrepreneurial spirits seems far from being
satisfactory (Dutta, 2012). In the 21st century,
creativity, innovation, and entrepreneurship
became critical factors for modern prosperity
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(Carden, 2008). Rumbling this trend, there is
an unparalleled student demand for business
education that provides the skill set needed
to succeed in an increasingly divergent
business environment (Cooper, Bottomley,
and Gordon, 2004).
Entrepreneurship plays such a vital role in
the economic development of countries all
over the world. Educating people who can
start, innovate, build or buy businesses is
crucial to the economic development of the
world. It is essential that schools continue to
invest heavily in entrepreneurship to
enhance their regions economic viability
(Finklem 2012). The importance of
encouraging the development of small and
medium size enterprises in the promotion of
economic growth is a familiar theme (OECD,
1993). There seems to be widespread
recognition that entrepreneurship is the
engine driving the economy and society of
most nations (Brock and Evans, 1989; Acs,
1992; Carree and Thurik, 2002). Recognizing
the economic benefits of entrepreneurship,
governments in different countries envision
universities
as
agents
fostering
entrepreneurial activities (Bunders, et. al.,
1999).
Carl Schramm of the Kauffman Foundation
argues, in a comment more relevant to the
current economic situation, Historically
through the last seven recessions its been
entrepreneurs who essentially restarted the
economy (Riley, 2009). Binks et. al. (2006)
stated that there was an increasing focus on
the general utility of entrepreneurial skills
and aptitudes (i.e. creativity, independent
thinking, opportunity recognition and
exploitation etc.) and it was there contention
that entrepreneurship education offers an
innovative new paradigm for business school
education that answers some of the
challenges that are currently leveled against
the MBA. Although entrepreneurship is not
a new concept, it has gained increasing
interest and research attention over the past
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15 years: today entrepreneurship is
considered the essential lever to cope with
the new competitive landscape (Hitt and
Reed, 2000). A central issue of
entrepreneurship research has been to find
an answer to the question of what triggers
and reinforces entrepreneurial intention and
entrepreneurial activity of an individual
(Shane and Venkataraman, 2000).
Entrepreneurship education is a central
strategy at education institutes to foster
entrepreneurial intentions among students
(Linan, 2004). The essential requirement
behind this plan is that entrepreneurship is
both
teachable
and
learnable
(Saravanakumar and Saravanan, 2012).
OBJECTIVES
Paper attempts to introduce cross curricular
approaches in management education as a
way for instilling entrepreneurial activities.
Recently, management education has
expanded its boundaries of purely business
education to other specialized sectors such
as technology and science. Nevertheless,
most management education institutions still
provide business management programmes.
This limitation requires appropriate
addressing since it creates a gap in relation
to the effective knowledge transfer from
academia to industry. Within this context,
this paper takes a close look at an
interdisciplinary postgraduate programme
that aims to develop that habit of a mind
characteristic of entrepreneurial thinking to
business students through Business Analysis,
E  Commerce, Big Data Analytics and Image
Processing. The objectives can be enlisted as:
To find out the innovation in
management education curriculum.
To identify the area of innovation of
management education.
To analyze the new curricular to be
introduced and its relevance with
entrepreneurship.
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To explore the educational factors that
have any significant impact on
motivation of entrepreneurship.
To analyze students perception on
innovative
curriculum
of
management education.
HYPOTHESIS
H01: There is no significant impact of cross
curricular program on perception of
management graduates.
H11: There is a significant impact of cross
curricular program on perception of
management graduates.
METHODOLOGY
Data Sources
Primary and secondary data were used for
this study. Primary data were collected
through questionnaire and structured
interviews. Secondary data were collected
from texts, journals and magazines.
Research Design
This study used a mixed method design,
which is a procedure for collecting, analyzing
and mixing both quantitative and
qualitative data at some stage of the research
process within a single study, to understand
a research problem more completely. A major
tenet of pragmatism is that quantitative and
qualitative methods are compatible. Thus,
both numerical and text data, collected
sequentially or concurrently, can help better
understand the research problem (Ivankova
and Stick, 2007).
In this study, the survey instrument in the
form of close-ended questionnaire was
developed for the purpose of collecting the
main data for the study. The target
population of this research is the students of
management graduates. Therefore, random
sampling method was adopted to select
respondents. In-depth interviews with

academic deans of reputed business schools
across West Bengal were conducted to collect
the qualitative information. The information
given on the curricula or specifically relating
to the popularity of the courses are
confidential therefore the names of the B schools have not been disclosed here.
Unstructured telephone interviews were
carried out, allowing open-ended responses
to questions such as:
Does cross  curricular approaches in
your business-education curriculum
as a course?
How is it incorporated in the
curriculum? (e.g., Single course or
not? Offered as a core or elective
course? In which term is it offered?)
What is the basic pedagogy that is
followed for the course?
Sampling Framework
In this study, the survey instrument in the
form of close  ended questionnaire was
developed for the purpose of collecting the
main data for the study. The target
population of this research is the final year
students of MBA in Kolkata. Random
sampling method was adopted to select
respondents. Researcher has issued 215
questionnaires for selecting the respondents.
Out of 215 questionnaires, 195 were returned;
the response rate was 90.69 percent. Then
out of 195, 184 were used for the study
purpose.
DATA ANALYSIS
The paper uses factor analysis with principal
component method with varimax rotation
to analyse results.
RESULTS
Reliability Statistics
Generally, a questionnaire with an alpha
value of 0.8 is considered as reliable (Field,
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2009). According to Table 1, the Reliability
Statistics which is Cronbachs Alpha
was found to be 0.911 which is suitably
high for the 27 variables. Therefore, the
internal consistency of the dataset is
operational and can be considered for
further analysis.
KMO and Bartletts Test
The Kaiser-Meyer-Olkin Measure of
Sampling Adequacy (KMO) can signal in
advance whether the sample size is large
enough to reliably extract factors (Field, 2009).
The KMO represents the ratio of the squared
correlation between variables to squared
partial correlation between variables (Field,
2009, p.647).
According to Table 2 [annexure] the KMO
value was found to be 0.898, this stipulates
that the sample is suitable. The p-value (Sig.)
of .000 < 0.05, therefore the factor analysis
can be accomplished from the dataset. The
approximate Chi-square is 13992.987 with
351 degrees of freedom (Df), which is
significant at 95 percent Level of Significance.
Factor Analysis
As there are numerous inter-related variables
present for measuring the educational
factors which have a significant impact on
the entrepreneurship attitude, Factor
Analysis is used to extract and club the
several likely possible factors Principal
Component Analysis (PCA) is used as the
method for extracting the factors along with
the Varimax Rotation method. The factor
which has Eigen-Value of more than 1 has
been taken as significant. With factor analysis,
the construct validity of a questionnaire can
be tested (Bornstedt, 1997; Ratray and Jones,
2007).
Communalities
According to Table 3 the communalities of
all the variables was higher than 0.558 which
describes that more than 55 percent of the
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variations in all the variables were explained
by the factors.
Total Variance Explained
From Table 4 it can be defined that the first
factor which was able to condense twelve
variables was capable of explaining 37.832
percent of variance, the second factor which
was able to condense eight variables was able
to explain 22.128 percent of variance, and the
remaining seven variables was able to
explain 19.819 percent of variance forming
the third factor. As a whole these three
factors were able to explain 79.779 percent
of the variance of the entire dataset.
Rotated Component Matrix
When several factors are extracted, the
interpretation of what they represent should
be based on the items that load on them
(Field, 2009). If several variables load on
several factors, it becomes rather difficult to
determine the construct they represent.
Therefore, in factor analysis, the factors are
rotated towards some variables and away
from some other.
According to Table 5, the first factor was
formed with the 12 variables which are EF_16
(0.901), EF_17 (0.903), EF_18 (0.872), EF_19
(0.963), EF_20 (0.935), EF_21 (0.960), EF_22
(0.859), EF_23 (0.974), EF_24 (0.970), EF_25
(0.926), EF_26 (0.958) and EF_27 (0.818) all
together it accounted for37.832 percent of
variance.
The second factor was formed with 8
variables which are EF_8 (0.805), EF_9 (0.965),
EF_10 (0.938), EF_11 (0.886), EF_12 (0.742),
EF_13 (0.788), EF_14 (0.901) and EF_15(0.862)
all together it accounted for22.128 percent
of variance.
The third factor was formed with the
remaining 7 variables which are EF_1 (0.910),
EF_2 (0.898), EF_3 (0.924), EF_4 (0.862), EF_5
(0.833), EF_6 (0.836) and EF_7 (0.823) all
together it accounted for 19.819 percent.
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Altogether three factors mutually were able
to explain 79.779 percent of the variance.
Nomenclature of the Factors
These three factors which were finally
extracted have factor loading of more than
0.742 and these factors have been finally
considered as the dimensions of educational
factors. The following Table 6 shows the
factors nomenclature as well as the variables
loading point for each factors.
EFA on Reflection of Teacher
The first factor named as Reflection of
Teacher is composed of 12 variables with
highest of 0.974 and lowest of 0.818 factor
loading. The variables in this factor are the
positive statements which are trying to
understand the educational factor from a
student point of view. The education
depends on the efficiency of teachers. The
students seem their teacher as their role
model. The student can be oriented towards
more purposeful career options only through
the education with the help of teacher. The
teachers play a significant role in the
development of entrepreneurial education.
The teachers are always the breeding ground
of successful future entrepreneurs. The
teachers have the potential to develop
leadership qualities among the students as
well as they provide the opportunities for the
creation of employment. The teachers help
in the development of knowledge base
through the identification of opportunities
and making the ways to overcome the
obstacle that are imposed in the path of an
entrepreneur by the circumstances.
EFA on Institutional Limitation
The second factor named as Institutional
Limitation is composed of 8 variables with
highest of 0.965 and lowest of 0.742 factor
loading. The eight dissimilar variables in this
factor are normally concentrating on one
major area that is Institutional Limitation.
Education is of paramount for an individual
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who wants to bring his idea successfully into
the market and educational institutes can
help these individual in nurturing and
developing necessary skills. These institutions
provide guidance, allow for routines to
develop and ultimately reduce the
uncertainty of social interaction. The B 
Schools are considered most appropriate
nursery of shaping and developing
management students for entrepreneurship
who possess integrity and ethical standards.
Entrepreneurship is the activity driven by
need for achievement of an individual and B
 Schools help the individuals with
motivational training. Individuals are
encouraged by the course structure and
activity oriented programs to identify,
develop and sharpen their skills. Case 
studies of various successful entrepreneur
help them to identify the processess so that
they can formulate their strategies based on
them. Also case studies by the institution help
the individuals to link themselves and
encouraged by their role models, which
provides a positive attitude.
EFA on Exposure to Course Curriculum
The third factor named as Exposure to
Course Curriculum is comprised of 7
variables with highest of 0.924 and lowest of
0.823 factor loading. The MBA programme
aims at developing a students intellectual
ability, executive personality and managerial
skills through an appropriate blending of
management education. The MBA
curriculum delivers students with a
comprehensive management education of
globally identified best practices with
flexibility of their adaptation to indigenous
entrepreneurial context. Curriculum of the
programme ascends from general
management education to specialization in
diverse business fields. General management
skills like oral and written communication,
decision making, leadership and teamwork
matured among the students at the starting
level of the programme provides them with
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a solid foundation for more advanced studies
at the elective level during the subsequent
stage. Core courses taught integrate
information and theories from various
disciplines including communication,
economics, financial accounting, quantitative
methods, business strategy, marketing,
finance, organizational behaviour prepare
the students to think critically about business
issues in order to enable them to develop
strategic level understanding in the major
business disciplines. One of the major
objective of MBA thus is developing the
unique leadership qualities among the young
students required for successfully managing
business functions. It aims at to develop
students into broadly educated business
managers who understand the nature of
business as a whole.
REGRESSION ANALYSIS
The purpose of regression analysis is to find
out the significant impact or influence of
independent variable on dependent variable
(Ndubisi, 2006). According to Table 7,
Adjusted R square was found to be 0.8741. It
means that there is an 87.4 percent impact
of the independent variable (Cross Curriular
Program) on the dependent variable
(Perception of management graduates). We
have been found out that significant P value
is 0.000.
RECOMMENDATIONS
Image processing is often viewed as
arbitrarily manipulating an image to achieve
an aesthetic standard or to support a
preferred reality. Image processing must be
approached in a manner consistent with the
scientific method so that others may
reproduce, and validate, ones results. This
includes recording and reporting processing
actions, and applying similar treatments to
adequate control images. This subject has
extensive use in HR and Systems
department. Business analysis refers to how
organizations function to accomplish their
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motivations, and defining the abilities that
an organization requires to provide products
and services to external stakeholders. It
includes the definition of organizational
target, how those objectives, connect to
specific goals, determining the courses of
action that an organization has to undertake
to achieve those targets and intensions, and
defining how the various organizational
units and stakeholders within and outside of
that organization interact. This is truly useful
for students of marketing specialization who
are going to be future entrepreneurs in
marketing sector. Big data analytics
contributes business values tied to the
business strategy resulting business
decisions.
Applying organizational and behavioral
strategy in business efficiency produces
higher productivity and faster task
completion in next state of implementation.
Finally the IT efficiency value drivers drive
towards
cost
minimization-profit
maximization strategy. Thus, to extend the
break-even point of a business Big data
analysis is necessary to introduce in MBA as
in the form of specialization expecting the
future improvement of entrepreneurs. Ecommerce benefits an entrepreneur by
various aspects in terms of E-business. With
the knowledge of E-commerce
an
entrepreneur not only can open their own
portal and start up business but also he able
to get greater profit margin, better customer
service, search engine optimization, team
work with reputed groups , ensure secrecy
and many more factors with minimal cost
investment. Entrepreneurs with knowledge
of E-commerce have added advantage of
awareness about online trading. Thus, it will
be beneficial for students to pursue Ecommerce in MBA curriculum as a
specialization subject.
CONCLUSION
Innovation is that aspect which highlights the
drive for achievement. In our paper, what

176

we have identified is that it is a drive that
influences an entire system to act in
accordance with certain predetermined
outcomes. With the help of the McKinsey
Three Horizon Model we have been able to
highlight the fact that for an organization to
be innovative all its members must have
entrepreneurial mindset and the authors
strongly believe that this model can serve as
a good reference to all management
institutions that wish to respond to the latest
trends and demands in entrepreneurial
mindset of students.
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GAP ANALYSIS OF HOSPITALITY INDUSTRY : A STUDY OF INDORE
REGION
Gagan Prakash*, Ashok Jhawar**
Over the past decade, the Indian economy has transformed from a manufacturing-based economy to
a service-based economy. Service Industry are playing an increasingly important role in the overall
economic growth of India. Hospitality industry is among one of the major contributors from service
industry. In recent years thrust on customer satisfaction has increased manifold in the hospitality
environment because of increased competition, seamless increase in the reach and ability of service
and growing customer sophistication. Customers have become more and more aware of their
requirements and demand higher standards of services. The purpose of the study is to examine
customers expectation and perceptions( of service quality in the hotel industry at Indore by Gap
analysis. A SERVQUAL scale was used to assess service quality perceptions from the perspective of
users. Data were collected from four hotels in Indore, using a self-administered questionnaire.
Responses were collected from 180 respondents 180 sample size. The results of the quantitative
assessment of perceived service quality may provide some insights on how customers rate the service
quality of a particular hotel. Thus, the findings can be used as a guide for hotel managers to improve
the crucial quality attributes and enhance service quality and business performance.
Key Words: Service Quality, SERVQUAL, Hotel Industry.

INTRODUCTION
Over the past decade, the Indian economy
has transformed from a manufacturingbased economy to a service-based economy.
Service Industries are playing an increasingly
important role in the overall economic
growth of India. In recent years thrust on
customer satisfaction has increased manifold
in the hospitality environment because of
increased competition, seamless increase in
the reach and ability of service and growing
customer sophistication. Customers have
become more and more aware of their
requirements and demand higher standards
of services.
It is often argued that the customer attraction
costs are significantly higher than the
retention costs and hence the degree of
satisfaction derived from the delivered
services has become the single most
important differentiating factor in almost
every hospitality industry, in particular, the
*
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hotel industry. This has made hotels to
constantly search for new and exciting ways
to promise more than the competition,
deliver on their promise and bring about a
feeling that the customer may live up with
for a longer period.
Indore is fast developing into an educational
hub and a medical tourist destination.
Besides, Indore has always been the
commercial capital of the state and with
newer and larger industries setting up their
businesses in the city, the demand for
hospitality services has seen a multifold
growth. There are various hotels located in
Indore and its surrounding vicinity. To name
a few, Marriot, Sayaji, Radisson Blu, Effotel,
Shreemaya, Best Western Plus, Hotel
Horizon, Lemon Tree, Ginger and Red Maple
Mashal etc. The presence of these big wheels
in the market has made it mandatory for
every player to be exceptionally efficient in
its service performance.
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Customer satisfaction and efficient customer
service is a critical component contributing
to the profitability of this sector. Customer
satisfaction has been shown to influence both
loyalty and switching behavior. It is seen that
when customers are satisfied with the service
efforts, they are more inclined to be loyal to
the organization and continuously show
their support through repeat visits and
positive word of mouth. Therefore, hotels in
this competitive growth market must make
a committed effort to provide the services
from
the
perspective
of
the
customers. Present study attempts to
analyze quality of product offerings of the
selected hotels in the region to enlighten
what is being done and whats needs to be
done to enhance their customer satisfaction
and experience.
Customers Expectations of Service
The beliefs about service delivery in the
minds of customers are the customers
expectations that acts as bench marks against
which performance of services are judged
(Zeithaml and Bitner, 1996). These authors
argued that customers have different kinds
of expectations for service performance
(Zeithaml and Bitner, 2003). In hospitality
industry customers may have many
expectations regarding the performance of
services and they can compare their
perceptions regarding the services quality
with their expectations. This evaluation is
very important for hospitality providers too
because it explores the strengths and
weaknesses of organizations and help them
in gaining competitive advantage (Zeithaml
and Bitner, 2003). Failure to understand these
gaps will lead to losing a customer to
competitors.
Perceptions of Service Quality
Perceptions are always considered in relation
to expectations. Perceptions are formed
through customers, assessment of the quality
of service provided by a company and
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whether they are satisfied with the overall
service (Zeithaml and Bitner, 2003). Zeithaml
et. al. (2009) and Zeithaml and Bitner (2003)
argue that because perceptions may shift
over time and therefore it is necessary for
companies to continually assess customer
perceptions.
SERVQUAL
The SERVQUAL service quality model was
developed by a group of American authors
(Parasuraman, Valarie A. Zeithaml and Len
Berry) in 1988. It highlights the main
components of high quality service. The
SERVQUAL authors originally identified ten
elements of service quality, but in later work,
these were collapsed into five factors
reliability, assurance, tangibles, empathy and
responsiveness that create the acronym
RATER. Businesses using SERVQUAL to
measure and manage service quality deploy
a questionnaire that measures both the
customer expectations of service quality in
terms of these five dimensions, and their
perceptions of the service they receive. When
customer expectations are greater than their
perceptions of received delivery, service
quality is deemed low. The SERVQUAL scale
is designed in a form of a survey containing
22 service attributes, grouped into the five
service quality dimensions (Zeithaml et. al.
2009). The level of service quality is
determined by subtracting the average score
obtained from the expectations section to
that obtained from the perceptions section
(Weitz and Wessley, 2002). The calculated
difference between the expectations and
perception ratings constitutes a quantified
measure.
REVIEW OF LITERATURE
In a research conducted by Mubiri (2016)
qualitative and quantitative methods of
research were used to collect the data. This
included collecting both primary and
secondary data to make the research
comprehensive and credible. Interviews and
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questionnaires were used to collect first-hand
data while an evaluation of the past literature
provided the secondary data. Findings of the
research evidenced that there are many
factors prompting customer satisfaction.
However, the main factors that increased
satisfaction combined the quality of services
provided by a hotel as well as customer
relationship management. Findings of the
research are intended to influence hoteliers
to essence on customer satisfaction through
strategies such as decent customer
relationships
management
and
improvement of the quality of their services.
Mai et. al. (2015) analyzed and tested the
effects of tangibility, assurance, reliability,
responsiveness, empathy, price, and hotel
image on guests satisfaction and their
loyalty towards luxury hotels in Ho Chi Minh
City. Quantitative research methodology was
applied with 255 questionnaires delivered
directly to international tourists who were
staying at 3-5 star hotels. The empirical
results showed that factors of empathy and
assurance tangibility, and hotel image both
directly and indirectly affected guest loyalty.
Satisfaction affected guest trustworthiness
while price negatively and circuitously
affected guest loyalty. The study found that
reliability and responsiveness did not
significantly affect guests loyalty.
Gunarathne (2014), in his research paper,
used quantitative methods. The data were
collected through questionnaire which
contained five point likert scale statements.
Results of different correlations, t-test and
hypotheses testing revealed a great deal of
existing services with customer satisfaction.
In order to generate the results was applied
confirmatory factor analysis by using Smart
PLS. Mainly courtesy of attendants, comfort
in guestroom, cleanliness and environment
of hotel have played vital role in creating
serenity and subsequent contentment
among customers. The study confirms
relationship between service quality and
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customer satisfaction. It seems thoughtful to
believe that understanding of customer
satisfaction role is extremely significant as it
appears key factor in the success of modern
organization specially hotels.
According to Rao and Sahu (2013) customer
satisfaction means that how the customer
perceives service delivery by service
provider. Customer satisfaction is a function
of service presentation relative to the
customer expectation. For this reason, it is
needful to understand how customer
expectation was formed in order to identify
the factors of service in the hotel industry.
Different customers have different
expectations, constructed on their
knowledge of a product or service.
Chompupor and Ghuangpeng (2012), The
study explored factors affecting service
quality perceived by a local hotel guests
based on SERVQUAL framework and the
impact of service quality on customer service
satisfaction and customer buying intention.
A total of 400 questionnaires were collected
at a four star accommodation located in
Muang District of Mahasarakham. The
questionnaires were distributed to the hotels
guests during 2011 to 2012. The study found
that SERVQUALs factors: tangibles,
reliability, responsiveness, assurance, and
empathy were perceived to have impact on
service quality of the hotel. It also found that
customer service satisfaction affected
customer buying intention.
OBJECTIVE
To analyse gaps in the service quality
of hotel industry in Indore.
Hypothesis:
H 01: There is no significant gap between
service quality with expectation and actual
hotel services.
H11: There is significant gap between service
quality with expectation and actual hotel
services.
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METHODOLOGY
The Study: The study is exploratory in nature
and tries to analyse gaps in the service quality
of hotel industry in Indore.
The Sample: Questionnaire with 23
statements was applied to 180 consumers of
Indore, who availed the hospitality service.
The expectations and perceptions of the
consumers were noted on 5-point rating
scale. All the questionnaires were completely
and correctly filled. Data was collected from
four hotels namely Sayaji, Radisson Blu,
Effotel and Shreemaya in Indore City.
Tools for Data Collection: The original
SERVQUAL questionnaire was adapted to
study the peculiar characteristics of the
services provided by hospitality industry. The
adapted questionnaire was submitted to a
pilot study and with further modifications a
final questionnaire with 23 questions was
devised.
Tools for Data Analysis: The data was
tabulated, analyzed and interpreted. The
questionnaire was devised on Likert scale of
1 to 5. The data and the score for each
question was collected and tabulated as
shown in table 1. As the scale extremities
correspond to 1= totally disagree 5=totally
agree, the negative difference indicates that
there is a gap between the expectations and
the perception. Higher score at the
perception level is an indication a higher level
of satisfaction, and lower score indicates a
scope for improvement. Data has been
analyzed by SPSS 20. Paired t test was applied
for find out the gap between expectation and
Perception.
RESULTS AND DISCUSSION
The questionnaire was used to analyze the
gap in the five dimensions of service quality
as shown in the Table 1 and the results of the
study were presented through the analysis
of the data of each dimension and its
interpretation. Quantitative data in the form
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of group interactions was collected as a
support to the SERVQUAL data.
Demographic information in collection was
categoried into income, age, gender and
occupations. Out of 180 respondents, 40
percent was from income more than 6 lakh
and 60 percent was from less than 6 lakh. 56
percent respondents were from business
class, 44 percent were from service class. 76
percent was male and 24 percent was female.
66 percent was from more than 40 years age
and 34 percent were from less than 40 years
age.
The scores of expectations and perceptions
are nothing but the mean of each statement
calculated by SPSS. Quality Gaps were
further found by subtracting consumer s
perceptions from their expectations.
Negative scores/gaps indicate that
expectations are higher than the perceptions
and suggest a scope for improvement.
Dimensions for Gap Analysis
Tangible: It shows the scores of all the nine
dimensions of SERVQUAL scales. Tangible
dimension of service quality obtained an
overall score of -.47 to - .84, which signifies
that the expectations of consumers are high
in case of tangibles but perception is
somewhere low. The largest gap was found
in swimming pool, sauna and gym. The result
indicates that there should be more
improvements in infrastructure and
equipments, besides it was further revealed
that better working environment and better
infrastructure is a need of time. Hospitality
organizations should take the issue of
swimming pool, sauna and gym and
infrastructure on precedence.
Reliability: It has received five parameters
on minimum to maximum score by -.39 to .55 as least gap score among the entire
dimensions. The expectations of consumers
from hospitality industry are high regarding
the reliability of the services but their
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experiences The largest gap was found in
hotel performs the promised service right at
the first time. The gap score in this case
indicates a large scope for improvement. The
organizations must seriously consider an
improvement in their attitude to solve the
promised service of consumers sincerely
with interest and zeal when they have any.
Responsive: It is discussed in statement
number ten to thirteen. This dimension has
obtained a gap score of -.63 to -.71, which is
the important gap among dimensions. This
is an indication that the perception is much
below the expectations and there is a big
scope for improvement. The largest gap
within the dimension is at question regarding
the ready to respond to customers requests
about the time of performing of services and
time needed by them to avail the service
delivery. The gap indicates that the
hospitality organizations must take the issue
seriously and invest in training employees/
staff for responsiveness.
Assurance: It has received highest a gap score
of - 0.97, this dimension relates to the Staff
at the hotel has the knowledge to answer
customers requests in the mind of hospitality
consumers while experiencing the services.
A negative gap indicates that this dimension
is important to the consumers and the
organizations needs to take measures for
employees/staff awareness about their job
and behavior for required quick reply in the
form of answer. Consumers are looking for
a more decent and secure service experience
and hospitality industry has to consider this
aspect seriously.
Empathy: It has received the gap score of .47 it indicates the dissatisfactions of
consumers about the Staff of the hotel
understands the specific needs of their
customers. This gap score among the
statements which indicates that hospitality
organizations will provide proper
understanding to their customers. Therefore,
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organizations should improve their
operational strategies so that customers get
the convenient for avail hospitality services.
So overall gap score is between -.97 to -.39
and p value of all parameters is less than to
.000 thats why null hypothesis has been
rejected and alternate hypothesis was
accepted. That states that this gap should be
taken as improvements from industry. The
total average SERVQUAL gap for all the five
dimensions has received negative gap score
as discussed by parasuraman et. al. (1991).
These gaps suggests a need for improved
communication within the organization,
better understanding, commitment of
management, affective team work, proper
goal setting, and standardization of tasks.
The result indicates a great opportunity for
hospitality industry to improve the entire
service providing mechanism.
CONCLUSION
The results revealed from this study
highlighted the quality of services provided
by hospitality industry. The quality of the
hospitality
services
provided
by
organizations must be reviewed as the
expectations of the consumers are ever
increasing. Hospitality services, providers
must adapt to the latest technology and
switch over to latest technology. The
negative average gap scores of all the
dimensions indicate discrepancy between the
expectations and perceptions. The service
experiences are generating unsatisfactory
perceptions among the hospitality
consumers. The hospitality organizations
should seriously consider about the quality
issues and measure to tackle them.
The objective of the study was to assess the
quality of services and the service quality gap
in hospitality industry by applying
SERVEQUAL instrument. The study is an
attempt towards improving the affectivity
and efficiency of hospitality industry.
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HOME DELIVERY OF AGRI FRESH  CAN PIGGY BACKING BE A NEW
BUSINESS MODEL?
Yamini Karmarkar*, Matreye Jain**
India is the second largest producer of several fruits and vegetables after the China (As per National
Horticulture Database published by National Horticulture Board in 2014-15), yet agribusiness based
on fruits and vegetables is not as profitable as compared to the other sectors. The reasons are many 
uneven distribution of margins in traditional marketing channel, inability to handle perishabity issues,
and lack of structured businesses in this sector. Many developing countries like Turkey, Honduras
are benefitted by the transforming of their traditional marketing channel or supply chain into the
supermarkets or by introduce the new supply chain. Considering these dynamic changes in supply of
fresh perishables products, this exploratory study was conducted for the demand side as well as the
supply side of the supply chain of fruits and vegetables. This empirical study has been undertaken
with an objective to explore that- Is there any demand for the new business models or new supply
chains for fresh fruits and vegetables in the Indian market, especially in Indore region? The study
particularly focuses on exploring the feasibility of piggy backing the supplies of fruits and vegetables
along with other perishables like milk and grocery items. The study also explores the opportunities
and new avenues of supply chain and interest group in these new avenues.
Keywords: Fresh Fruits and Vegetables, Supply Chain, New Avenues, Piggy Backing, India.

INTRODUCTION
Fresh produces such as fruits and vegetables
are an important source of food for a sound
health and growing aspects and it has been
comprised by every household diet. They
play an important role in nutritional balance,
as they are rich in vitamins and other
nutrients that are vital in controlling diseases
(WHO/FAO, 2003). India is the second largest
producer of many fruits and vegetables after
the China and during the period of 2015-16,
India has produced around 90.183 million
metric tonnes of fruits and 169.064 million
metric tonnes of vegetables which accounts
for nearly 14.0 percent of countrys share in
the world production of vegetables (National
Horticulture Database). Although, more than
70 types of vegetables are grown in our
country the horticulture are not grow
profitable or didnt reflect the sustainable
growth as compare to the other sectors
because of the domestic traditional
marketing channel or nascent stage of
* Reader, IIPS, DAVV, Indore
** Research Scholar, IIPS, DAVV, Indore

prevailing agri-fresh
management.

supply

chain

The evolution of supply of fresh produces
i.e. agri-food systems in the contemporary
context reflects inter-connected processes of
agricultural industrialization, globalization,
trade liberalization, advances in technology
and consumer and policy concerns regarding
food quality, safety and the environment,
among others (Reardon and Barrett, 2000;
Pinstrup-Andersen, 2002). These processes
are taking place across both industrialized
and developing countries; in the latter case
most prominently during the last two
decades. Thus, developing countries are
experiencing the rapid rise of contractual
exchange in procurement systems, aimed at
complying with specific product and/or
process requirements that are increasingly
institutionalized in the form of informal and/
or formal private standards (Reardon and
Barrett, 2000; Berdegue´ et.al., 2005; Henson
and Reardon, 2005). Hence, many developing
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countries like Turkey, Honduras, Kenya, and
South Africa are benefited by the
transforming of their traditional marketing
channel or supply chain into the
supermarkets or by introducing the new agrifresh supply chain. The main drivers of this
transformation identified in the literature are
changes in consumer demand regarding
quality and safety that occurred first in rich
countries (Fulponi, 2007).
Agri-Fresh supply chain management plays
an integral role in keeping business costs
minimum and profitability as high as
possible. There are many factors involved in
agri-fresh supply chain management of
which flow is one of the most important
factors. Flow includes the product flow, the
information flow and the finances flow. The
product flow includes the movement of
goods from a supplier to a customer, as well
as any consumers returns or service needs.
The information flow involves transmitting
orders and updating the status of delivery
and the finance flow includes all the financial
aspect such as invoices and payments. The
present challenge in agri-fresh supply chain
management is to maintain all three flows
in an efficient manner, resulting in optimal
results for farmers, growers, wholesalers and
consumers.
Considering these dynamic changes in
supply of fresh perishables products, the
present research has conducted an
exploratory research for the demand side
and the supply side of the supply chain of
fresh perishables products. This empirical
study has been undertaken with an objective
to explore that- Is there any demand for the
new supply chain for fresh fruits and
vegetables rises in the Indian market? Also
explore the opportunities for home delivery
model of agri-fresh as a business model as
well as the interest of small retailers in piggy
backing agri fresh home delivery for
additional revenues?
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REVIEW OF LITERATURE
Supply chain management (SCM) may be
defined as the coordination of material flows,
information flows and financial flows among
all the participating organizations so as to
ensure that the right product in the right
place, at the right price, at the right time, and
in the right condition. Over the few decades,
the researchers supply chain management
have changed and broadened the scope but
still limited to manufactured products and
services with little attention being paid to
agriculture. Agricultural produce constitutes
a major part of the world economy and is
the raw material for many industries.
Despite the large production of agricultural
produce, agri-fresh produce have got the
least attention. The SCM of agri-fresh
produce, herein after referred to as agri-fresh
supply chain management (FSCM),
constitutes the processes from production to
delivery of the agri-fresh produce, i.e. from
the farmer to the consumer. FSCM is
complex as compared to other SCMs due to
the perishable nature of the produce, high
fluctuations in demand and prices, increasing
consumer concerns for food safety (Van der
Vorst and Beulens, 2002), and high
dependence on climate conditions (Salin,
1998).
The proper role of horticultural products in
poverty reduction remains a controversial
topic. Reardon and Timmer (2007) raise a
number of important topics, including the
impact of such trade on the domestic agrifood systems, the restructuring of domestic
food markets, the emergence and evolution
of new actors belonging to domestic chains
(intermediaries, cooperatives, food service
segments) and the foreign direct
investments that impact this restructuring.
Agri-fresh Supply Chain Management and
Convenience Store
The sale of perishable products is of vastly
increasing importance for grocery retailers
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worldwide. At present, it accounts for almost
50 per cent of turnover of the grocery retail
industry of Western Europe and North
America (First Research Inc., 2005). In Latin
America, several studies have been done on
the convenience stores (small stores), as it
could be transformed into a local source for
fresh produce (Galvez et. al., 2008). Curran
et. al., 2005 and Gittelsohn et. al., 2006,
recognizing the potential of convenience
stores in changing the food environment and
the effects of labelling healthier foods in these
stores had been shown in their studies.
Nevertheless, convenience stores provide an
existing retail infrastructure to sell fresh
produce in low-income areas. These stores
are plentiful and are used by neighbourhood
residents for fill-in shopping for milk and
other food items in between major trips to
the supermarket (Kaufman et. al., 1997). In
recent studies, Jetter and Cassady (2010)
examines the impacts of a pilot study that
increases the availability of fresh produce in
a convenience store in a low-income
neighbourhood not served by a
supermarket. The study resulted that
consumers are willing to purchase fruits and
vegetables if they are available at the
convenience store and also identified that the
costs to learn and implement effective
management of a produce section may be a
barrier for convenience store owners.
Agri-Fresh Produce and Consumers Buying
Behaviour
Food purchase behaviour of consumers in
most emerging economies such as India,
Kenya and Turkey has significantly changed
due to an increase in the per capita
disposable income, global interaction,
information
and
communication
technologies, urbanisation, education and
health awareness, movement of households
towards higher income groups, changes in
lifestyle and family structure (Shetty, 2002;
Deshingkar et. al., 2003; Vepa, 2004; Kaushik,
2005; Pingali, 2007; Ali et. al., 2010). Due to

191

change in lifestyle, food environment also
gets change. These factors are fuelling a rapid
growth in the demand for high nutrition
food products such as fresh fruits, vegetables
and milk.
Food purchase patterns in developing
economies like India are characterised by
daily or frequent purchasing from nearby
marketplaces called mom and pop stores
(Veeck and Veeck, 2000; Sabnavis, 2008).
Though, increase in number of young
working couples, resulted in increase in
demand for new agri-fresh supply chain
management such as home delivery model.
Ayieko et. al. (2005), also examined the
shopping pattern of fresh produces by
consumers and various supply chain system
for fresh produce. In nutshell they are
integrating the issues of supply chain system
performance and the consumers demand of
fresh produces. Results shows that income
and educational status are most influencing
factor while consumption of fresh produce
and also gives suggestion to take curative
action on improving the traditional
marketing system: modernize the whole
supply chain; rethink the role of traditional
market intermediaries; improve the
wholesale, retail, and assembly market places,
and establish vertical linkages up and down
the chain that allow farmers more easily to
know what consumers and traders need and
want, and to satisfy that demand more
efficiently.
Agri-Fresh Supply Chain Management and
Producer End
The first and foremost challenge in front of
the farm producers i.e. they are not aware
of the final buyer of their produce, due to
lack of transparency in the traditional
marketing system. There are lots of studies
which throws the lights on the downstream
restructuring (supermarkets) on upstream
decisions (producers) (Dolan and Humphrey,
2000; Reardon and Barrett, 2000. Many
developing countries are also transforming
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the traditional agri-fresh supply such as
contract farming, direct procurement like
mother diary, reliance fresh model and many
more.
Hernandez et. al., (2009) investigates the
impact of rise of the supermarkets on the
farm producers and also the role of the
intermediation
in
assessing
and
understanding this impact. For this purpose
they introduce a standard model of market
participation variables about the
intermediary which can be used by the
producer. They are identifying the
characteristics of the producers and
commissioners that are jointly related to a
higher probability of selling to supermarkets
and concludes that the producers that are
linked to supermarkets seem to have
integrated some post-harvest value-adding
activities related to the specific requirements
of the modern marketing channels, namely
packing, but not grading. Moreover, they
seem to be insensitive to the price premium
the supermarkets offer for this effort. In last
they raise a question on the role of the
wholesale market agents who act as a buffer
in the chain and protect small producers from
negative shocks, but who stop positive
shocks as well, and thereby reduce
incentives.
Blandon et. al., (2009) explores the marketing
preferences of small-scale producers of fresh
fruits and vegetables in Honduras for this
purpose, they used a stated choice model and
eight attributes, proposed in hypothetical
contracts to farmers, are evaluated. The
results suggest that farmers have strong
marketing preferences associated with new
supply chains, such as prearranging prices
and quantities with buyers, although they
have preferences for some attributes of
traditional spot markets, such as the lack of
grading produce, receiving cash payments,
lack of delivery schedules, ability to sell at
the farm gate, and ability to sell individually.
Further, farmers prefer market channels that
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do not require major upfront investments.
The results suggest that the traditional
marketing preferences of farmers could
impede participation of small-holders in
emerging supply chains and take advantage
of the potential opportunities that new agrifood supply chains can offer.
From the rigorous literature review, it can be
concluded that the previous studies
highlights that there is a competitive
environment for agri-fresh supply chain due
to rise of lots of new supermarkets, new
dimension of supplying of fresh produce and
high demand of new agri-fresh supply chain
as well as the producer also wants to shift to
new and short agri-fresh supply chain. But
what is the new agri-fresh supply chain and
how it can be satisfying all the people such
as producer end, retailer end, wholesaler end
and consumer end? And what is the role of
intermediaries in this new agri-fresh supply
chain management? These are very big
questions.
OBJECTIVES
The study aims to explore the alternative
agri-fresh supply chain models. The
objectives of study are To examine the demand of the agrifresh supplies through home delivery.
To explore opportunities for home
delivery of agri-fresh as a business
model.
To explore the interest of small retailers
in piggy backing agri- fresh home
delivery for additional revenues.
METHODOLOGY
The Study: This study is basically an
exploratory research, in which a small pilot
study was conducted for the Indore area. For
this purpose self designed questionnaire was
used for collecting data and the survey
questionnaire was administered in the
period of August to October, 2017.
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The Sample: The Sample of study comprises
the data from families and retailers of Indore
area. Total sample size is of 110 which consists
65 families and 45 retailers. In this study two
type of retailers has been covered. One who
has sold packed milk such as Amul, Saachi
and Saboro from their outlets as well as
delivered at home and other who has
grocery store and sold packed milk.
Tools for Data Collection: To know about
the demand of home delivery model as well
as the supply of agri-fresh produce via home
delivery model is feasible or not, two survey
questionnaire was constructed for
consumers and retailers separately.
Consumers questionnaire consists of two
parts. The first part of the questionnaire
included socio-demographic information of
the respondents such as age, gender and
family size. The second part included
questions related to.
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RESULTS AND DISCUSSION
This pilot study has been conducted to
explore whether there is a demand of
alternate supply chain in the market as well
as the supply side means that- Are the
retailers aware for this type of avenues of
supply chain for vegetables and fruits?
Historically, Indian consumers have
preferred fresh food over processed (Ali et.
al., 2010). In this study, the purchase
behaviour of the consumers is assessed on
the bases of frequency of purchase, monthly
expenditure, preferred marketplace and food
packaging. Out of 65 families only 43 are
interested in home delivery model whereas,
retailers are not showing their interest in this
new opportunity. Among 45 retailers, only
10 retailers are ready to share the information
and 35 are not willing to talk about it. Out of
these 10 retailers, only 4 retailers are
interested to opt for this opportunity.

Consumers purchase behaviour in terms of
frequency of purchase, monthly expenditure,
place of purchase. The individual perceptions
of consumers on home delivery model and
preferred choices such as frequency of order,
price mechanism, payment system in home
delivery model. The individual perceptions
of consumers on various attributes of fruits
and vegetables. Likert type scale was used
in the questionnaire.
In Retailers Questionnaire, there is only one
part. It included questions related to retailers
buying quantity of packed milk, retailers
selling pattern and basic amenities such as
quantity delivered at home as well as sold
by outlet, number of customer catered via
home delivery of milk, how they catered milk
at home and the individual perceptions of
retailers on home delivery for agri-fresh
produce (fruits and vegetables).
Tools for Data Analysis: Percentage analysis,
Graphs and Pie charts are used for household
statistics.

Figure 1: Consumers Buying Behaviour in
Terms of Frequency of Purchase, Place of
Purchase and Monthly Expenditure and
Preferred sources for buying
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The survey results also show that 68 percent
consumers purchased vegetables and fruits
on daily basis due to its freshness and less
shelf life. Only 32 percent are willing to
procure vegetables and fruits weekly. Most

of the consumers prefer the street hawker
to meet their fresh produce requirement as
it is convenient for them and then go to the
nearby shop as well as mandis/ hats, but avoid
going big mandis.

Figure 2: Weekly Expenditure on Fresh Perisheable Items
Fresh fruits and vegetables are an important
source of food for a sound health and

growth. Consumers are more dependent on
vegetables as compare to fruits.

Figure 3: Consumers Perceptions towards Home Delivery Model
66 percent consumers are interested in the home delivery model. It means that out of 65
families, 43 families are willing to procure the fruits and vegetables from this alternate agrifresh supply chain i.e. home delivery model and the rest 22 families are not willing to procure,
as they perceive that there is no surety about freshness and quality of vegetables and fruits.

Figure 4: Frequency of Buying through Home Delivery Model

Home Delivery of Agri Fresh  Can Piggy Backing Be a New Business Model?

Those who are interested in the home
delivery model, their buying frequency is
more inclined towards the daily
procurement of fresh fruits and vegetables,
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their second choice of buying is once in two
days then twice a week and the least choice
set for the once in a week buying frequency
of vegetables and fruits.

Figure 5: Consumers Most Preferred Attribute of Fruits and Vegetables in Home
Delivery Model
The literature on consumer behaviour argues that the consumer perceives a product as a
bundle of attributes like price, freshness, colour, size and packaging. The buying decision or
choices between the products largely depend on a combination of these attributes (Juric
and Worsley, 1998; Silayoi and Speece, 2003.). Freshness is the highly preferred attribute by
consumers in the home delivery model followed by price as compared to other attributes
and the least preferred attribute is packaging for consumers.

Figure 6: Consumers Preferred Choices in Home Delivery Model
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Those who are interested in the home
delivery model, their buying frequency is
more inclined towards the daily
procurement of fresh fruits and vegetables,
and they are most interested to place their
order also daily in this model. They also
prefer the payment mechanism in similar

pattern i.e. daily then once in a two days and
once in a week is the least choice set for
placing the order while in payment
mechanism twice a week is the least
preference. It shows that the liquidity is more
in this type of model as the rotation of cash
is very fast.

Figure 7: Prices Mechanism Prefer by Consumer for Vegetables and Fruits in Home
Delivery Model
In home delivery model, consumers are most
likely to prefer fluctuating pricing
mechanism, because of high fluctuation in
the spot market prices.
CONCLUSION AND
RECOMMENDATIONS
In the emerging Indian retail environment,
this study provides insights on consumers
buying preferences of fresh fruits and
vegetables and on retailers market
awareness of new opportunity of agri-fresh
supply chain with the help of primary survey
data. The study pursues three main
objectives i.e. to examine the demand of the
agri-fresh supplies through home delivery,
to explore opportunities for home delivery
of agri-fresh as a business model and to
explore the interest of small retailers in piggy
backing agri-fresh home delivery for
additional revenues.

Findings of the study clearly indicate that
vegetables and fruits are most frequently
purchased from hawkers followed by nearby
markets. But people have shown interest in
the home delivery model as well. High
consumer ratings on the product attribute
of freshness along with price and least for
packaging in home delivery model. It is
suggested that food retailing needs to be
customized as per their requirements.
This study demonstrated that consumers
would purchase fruits and vegetables
through home delivery if they were made
available. However, the results of this pilot
study also indicated that the retailers are not
aware of this opportunity. The study
presents that there is a huge demand from
the consumers side but the supply side i.e.
retailers are not aware of these new avenues
of business. Its an ample of opportunity in
front of retailers to act as an intermediation

Home Delivery of Agri Fresh  Can Piggy Backing Be a New Business Model?

between the farmers and the final
consumers.
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IMPACT OF INFORMATION TECHNOLOGY ON PROFITABILITY OF
BANKS: AN ANALYSIS
Rupal Chowdhary*, Nosheen Syed**
The present study analyses the impact of Information technology on profitability of Banks. To conduct
this study return on assets (ROA), operating profit are taken as dependent variable and IT investment
(expenditure), number of ATMs, numbers of branches are taken as independent variables. In this
study, secondary data in the form of panels have been used, covering the period 2007 2016. The data
have been collected from the selected banks annual reports. The data have been analysed with the help
of pooled regression analysis. The results of the study suggests that information technology
expenditure has a significant relationship with bank profitability indicating that IT expenditures of
all the studied banks do increase bank profitability if operating profit is taken into consideration,
whereas IT expenditures has significant inverse effect on return on assets (ROA) as expected.
Key Words: Information Technology, Return on Assets, Operating Profit, Profitability of Banks.

INTRODUCTION
The impact of Information Technology (IT)
investments in Indian banking is an
important issue as this type of investment
constitutes a substantial component of costs
and exerts a strong influence on bank
operations and strategy. The Indian banking
industry, which is dominated by commercial
banks, has continued to invest heavily in IT
products and services such as hardware,
software, telecommunication, training,
consulting, and outsourcing. In the past few
years, banks in India have increasingly
depended on the IT infrastructure to drive
their processes in order to deliver superior
financial performance to meet customer
expectations. In recent years, the utilization
of information technology has been
magnificently increased in service industries,
particularly, the banking industry, which by
using Information Technology related
products such as internet banking, electronic
payments, information exchanges can
deliver high quality services to clients with
less effort, thereby enhancing their
performance. The aim, therefore, is to
investigate whether IT investments improve
*

performance and if this is the case it can be
inferred that such spending impacts
positively on organisational capabilities
resulting in improved competitive
advantage.
Study done by Quinn and Baily (1994)
revealed that investments in IT may not
immediately increase value of a firm affect
future profitability of a firm. It has also been
revealed in the study that executives, who
make IT investment decisions, are focusing
more on factors such as risk avoidance,
growth potential, and strategic flexibility in
evaluating IT projects. However, it has been
noted in many studies that the usage of
Information Technology has increased
tremendously particularly in service industry.
Berger (2003) has noted that banking
industry has increased the usage of
technology products such as internet
banking, electronic payments, security
investments and information exchanges.
REVIEW OF LITERATURE
A large number of studies are available
which talks about the effect of information
technology on productivity of Banks. These
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studies have led to a debate which is referred
to as productivity paradox which says that
whether or not investments in information
technology increases productivity and
profitability of firm and industry.
Studies are being done both at the firm level
and the industry level where the researchers
have tried to gauge the impact of
information technology on productivity and
profitability of firm and industry. One of the
noteworthy contribtion on the industry level
data come from Morrison and Berndt (1990)
who found that additional IT investments
contributed negatively to financial
productivity. They concluded that the
estimated marginal benefits of investment in
it are less than the estimated marginal costs.
Studies done by Strassman (1990) and Dos
Santos, Peffer sand Mauer (1993) have also
concluded that there is an insignificant
correlation between IT spending and
profitability measures, which means IT
spending is unproductive.
However, the firm level studies differ in their
results Brynjolfsson and Hitt (1993, 1995) and
Lichtenberg (1995) among others found firmlevel evidence that IT investments earned
substantial returns. These contradictory
results probably might be contributed to the
learning and adjustment period with the new
technology introduction as is being noted by
Rai et al (1997). He, thus identified that IT
investments influence the business
performance positively
Lee and Menon (2000) found that higher
investment in IT contributes higher
efficiency. They employed non parametric
approach to analyze the performance of
hospitals. Shao and Lin (2001) identified IT
had impact on efficiency. The authors
investigated the impact of IT investments to
the performance of 370 firms and concluded
that there is an impact of IT on the
performance of the firms. A study conducted
by Chen and Zhu in (2004) focused on the
indirect effects of information technology on
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the performance of banks. The study
highlighted the fact that IT can make a
substantial contribution to performance. As
for the impact of IT investment on the
performance of banks, few studies were
actually interested in evaluating
performance following the adoption of
information technology
Kwan (2001) identified cost efficiency of
banks in Hong Kong. He used the SFA and
found that the efficiency of banks was in
between 16 percent to 30 percent. Ho and
Mallick (2008) examined that IT can improve
efficiency of banks in two ways. The two
ways are known as cost effect and network
effect.
Some of the studies have found positive
relationship between performance of bank
and MIS as quoted by Hassan et al (2005) in
Italy done for the period 1993-2001.
However, some of the studies have also
shown negative relationship between the
MIS and profitability of banks in Jordan. The
author found that MIS has a negative effect
on banks profitability in the short run due to
costs and investment in electronic
infrastructure and skilled manpower (Siam,
2006).
Mittal and Dhingra (2007) evaluated the
impact of computerization on the
performance of Indian banks in terms of their
profitability and productivity. After defining
input and output parameters, Data
Envelopment Analysis (DEA) was used to
study the impact of computerization on
Indian banks profitability and productivity.
Private sector banks, which took more IT
initiative, were found to be more efficient in
productivity and profitability parameters
than public sector bank.
Rangarajan (2011) itemized the evolution of
technology adoption in banking and first, it
started off with computerization of a few
key functions and departments in principal
branches through adoption of what he called
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advanced ledger posting machines. These
systems were designed to take care of the
accounts related functions of the banks
which were at the heart of banking
operations and which had assumed great
significance in terms of the need for accuracy
and control. Second, the next progress was
towards branch automation. This enabled
setting up of Single Window Service
facilities which were focused on the
customers. Third, there was the emergence
of network based operations which were
aimed at providing interbank connectivity.
Fourth, an important stage in the evolution
of the user friendly technology arrived with
the deployment of ATMs and the adoption
of Core Banking Solution which radically
transformed the way banking was done by
bankers and customers. The introduction of
these various technology products has had
a beneficial impact on both banks and
customers. For the customers, the important
benefits are anywhere banking, Internet
banking, ATM banking and Mobile banking.
It has also facilitated the use of secured debit
and credit cards.

technologies changed the nature and
functioning of commercial banks all over the
world. In India, the IT has brought uprising
in the functioning of the banks. The level and
utilization of IT depends upon the
investment in technology. It has been a
question whether investments in IT provides
efficiency in banking performance or not. A
handful of studies on the performance of IT
investments in Indian banking show weak
or non-existent links between IT spending
and productivity. This productivity paradox
in Indian banking provides the major
motivation for this study which aims to
investigate the relationship between
performance and IT investments in the
banking industry.

Dandago (2012) in his study investigated the
impact of investment on hardware, software
and number of ATMs on the Return on
Assets in selected banks of Nigeria from the
year 2000-2010. The study has revealed that
the investment in Information technology
has a positive impact on the profitability of
banks. Arora and Arora (2013) has studied
the impact of IT investment on performance
of 27 Public sector Banks from the year 20042009. The authors have used data in the form
of panel and four indicators of bank
performance have been used namely
operating profit, business per employee and
profit per employee. The study, however,
could not find evidence of a significant
relationship between investment in IT and
ROA.

METHODOLOGY

Banking system is the backbone of any
economy. The growth of various banking

OBJECTIVES
To study the impact of IT investment
on return on assets (ROA) of selected
banks in India.
To study the impact of IT investment
on profitability of selected banks in
India.

The Study: This study represents the attempt
to measure the relationship between
performance of banks and IT investments in
Indian banking. To conduct this study return
on assets (ROA), operating profit are taken
as dependent variable and IT investment
(expenditure), number of ATMs number of
branches are taken as independent variables.
In this study, secondary data in the form of
panels have been used, covering the period
2007 2016. The data have been collected
from the selected banks annual reports.
The Sample: A sample of four banks is
selected for this study, from new private
sector banks profile given by RBI. The four
banks selected are namely; Axis Bank Ltd.,
HDFC Bank Ltd., ICICI Bank Ltd and
Indusland Bank Ltd. The choice of the banks
is because they carry information regarding

Impact of Information Technology on Profitability of Banks: An Analysis

the research variables and related
information associated with these banks is
available on RBI data base. The study is
structured in a way that it showed the
relationship between bank information
technology (I.T.) and the performance of the
sample banks.
Tools for Data Collection: The present study
is based on the secondary data collected from
different journals, sites and published data
from various issues of RBI and different
sampled banks annual reports of respective
years. Various studies on this subject have
also been referred in this study.
Tools for Data Analysis: Tool used is pooled
regression analysis. It is used when we have
a time series of cross section data but the
observation in each cross section do not
necessarily refer to the same unit. In this
study time series from 2007-2016 has been
taken.
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Operating Profit = a1 + a2 IT Invest + a3
ATM + a4 Branch + µ
.. ( 2 )
RESULTS AND DISCUSSION
This study represents the attempt to
measure the relationship between
performance and IT investments in Indian
banking and for doing so Return on Assets
(ROA), operating profit are taken as
dependent
variable
and
IT
investment(expenditure), number of ATMs,
number of branches are taken as
independent variables. In this study,
secondary data in the form of panels have
been used, covering the period 2007 2016.
In order to analyse the impact of information
technology (I.T.) investment on performance
of banks in India, two hypothesis were tested.
H01: Information Technology expenditure do
not have any significant effect on return on
assets (ROA).

Model Specification : The two models which
were tested are given as under in which
equation (1) Return on Assets has been used
as dependent variable and IT investment
expenditure which includes Computer
hardware including printers, Application
software, EPABX, telephone instruments,
CCTV and video conferencing equipment,
mobile phone, modem, scanner, routers,
hubs, switches, racks/cabinets for IT
equipment, UPS, VSAT, fax machines and
Currency counting machine, fake note
detector has been used as one of the
independent variable. Apart from this
number of ATMs and number of Branches
are taken as independent variables. Similarly
in which equation (2) Operating Profit has
been used as dependent variable and IT
investment expenditure number of ATMs
and number of Branches are taken as
independent variables.

The coefficient of determination R2 which
explains the extent to which the independent
variables affect the dependent variable is 44.8
percent. This implies that 44.8 percent of the
dependent variable that is Return on Assets
is explained by the independent variables in
this model. It means that 44.8 variations of
the independent variables determine bank
return on assets in this study. The F-value is
9.731 and it is significant at 1 percent level of
significance (Table 1).

ROA = a1 + a2 IT Invest + a3 ATM+ a4
Branch +µ
.. ( 1 )

H 02: Information Technology expenditure
does not have any significant effect on bank
profitability.

Out of all the three independent variables
IT expenditure has significant effect on return
on assets (ROA). IT expenditure has a
significantly negative effect on Return of
Assets. Thus it can be said that the null
hypothesis is rejected, as despite of selected
banks investing in IT leads to increase in
assets which lead to increase in the cost
associated with them so the return on assets
is not as expected by banks.
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The regression result model summary is
presented in the Table 2. The coefficient of
multiple determination R2 which explains the
extent to which the independent variables
affect the dependent variable is 90.5 percent.
This implies that 90.5 percent of the
dependent variable is explained by the
independent variables in this model. This is
relatively above 50 percent and shows that
this model fits. It means that 90.5 variations
of the independent variables determine bank
profitability in this study. The F value is
significant and it is significant at 1 percent
level of significance (Refer Table 3).
The p-value of IT expenditure is 0.000 i.e. 0.1
percent is less than 0.05 (i.e.5 percent) which
means that IT expenditure has significant
effect on operating profit (Refer Table 4). The
t value is positive as it indicates that IT
expenditure of selected banks under this
study has significant effect on operating
profit. Thus it can be said that the null
hypothesis is accepted as IT expenditure
have significant effect on bank operating
profit. Similarly no of ATMs and Branches
also has significant effect on operating profit.
The analysis suggests that information
technology expenditure has a significant
relationship with bank profitability indicating
that IT expenditures of all the studied banks
do increase bank profitability if operating
profit is taken into consideration whereas IT
expenditures has significant inverse effect on
return on assets (ROA) as expected. The
study is in line with the study done by Arora
and Arora( 2013) who also found that
Investment in information technology has
significant effect on operating profit but as
regards to return on investment the study
was inconclusive. The study is in line with
the studies of Mitra and Chaya (1996) who
found that IT investments reduce average
costs of services and thus, increases the
banks profitability. Similarly, Alpar and Kim
(1990) reported that investments in
information technology decrease total costs
in the banking industry.
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The study finds that investments in IT tend
to increase profitability, ROA of banks.
However, the entire industry is not able to
increase their profitability through the
investments in IT. This may be due to the
fact that generally the industry is becoming
keenly competitive and returns are thus
declining and without the investment in IT,
banks would be worse off. Even though, the
use of IT does not improve return on assets,
nonetheless, the findings may be useful for
assessing the effects of IT investments on
banks productivity. IT investment increases
bank profitability, the banks that invest the
most in IT is expected to have superior
efficiency at any point in time.
CONCLUSION
This study has been conducted to analyse the
effect of IT investment on the return on
assets (ROA), operating profit of selected on
four banks namely Axis Bank Ltd., HDFC
Bank Ltd., ICICI Bank Ltd, IndusInd Bank
Ltd. In this study the pooled regression
analysis was applied and it has been found
that IT investment (expenditure) has a
significant effect on the profitability of banks.
The analysis suggests that information
technology expenditure has a significant
relationship with banks profitability
indicating that IT expenditures of all the
studied banks do increase bank profitability
if operating profit is taken into consideration
whereas IT expenditures has significant
inverse effect on return on assets (ROA) as
expected. Even though, the use of IT does
not improve return on assets, nonetheless,
the findings may be useful for assessing the
effects of IT investments on banks
profitability. IT investment increases bank
profitability, the banks that invest the most
in IT is expected to have superior efficiency
at any point in time. The study was
conducted on four private sector banks,
which restricts the generalisation of the
finding to all banks in India.
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PREDICTORS OF JOB SATISFACTION: A STUDY ON EMPLOYEES OF
NATIONALIZED BANKS OF INDORE, M.P
Deepa Katiyal*, Khushboo Jain**
In todays world of competitiveness employees act as the driving force of the organization. They need
to be highly satisfied to make a stand in the competitive environment. Job satisfaction of employee
ensures effectiveness in performance and the organizations need to be constantly aware of the job
satisfaction levels of the employees. This study was conducted on the employees of Nationalized Banks
of Indore, to know the levels of job satisfaction of the employees and the impact of their job satisfaction
on their job performance. A structured questionnaire was used for the study. Response was received
from 105 employees from various branches of three Nationalized Banks viz. State Bank of India, Bank
of India and Bank of Baroda. Factor analysis was applied and 9 factors were found responsible for job
satisfaction in these Nationalized Banks. High level of job satisfaction was found among the employees
and in relation to the demographical variables no impact of gender, marital status and experience was
found on job satisfaction level.
Keywords: Job Satisfaction, Nationalized Banks, Competitive Environment, Factor Analysis.

INTRODUCTION
Banks play a vital role in the financial
management of any country. Apart from
providing financial services banks also
provide various non-financial services to
their clients for gaining customer loyalty.
Nationalization of banks have brought forth
equal distribution of wealth, fair distribution
of credit, low interest rates, economic stability,
price stability and somewhere to increase in
social welfare because of the ownership of
public assets under national or state
government.
The banks considered for the research are:
State Bank of India, Bank of India and Bank
of Baroda These nationalized banks are
spread over an extensive network with
thousands of branches all over the country
including metro cities, urban areas, semiurban areas, rural areas and even locations
outside India. The bank operates in
conjunction with zonal offices and regional
offices which help them to control their
operations. These banks have been
successful in developing trust in the
*

customers by working in the customer s
favor and also achieving good amount of
customer loyalty. Smooth operations of such
widespread network require employees who
are devoted towards the organizations goal.
For achieving this devotion the employees
should feel themselves engaged. This can be
achieved through recognition of the
achievements to enhance the job satisfaction
levels in the employees.
Job satisfaction, a component of workplace
psychology is one of the most researched
areas today. With number of organizational,
job related and personal factors associated
with job satisfaction it plays a vital role in
affecting any organizations effectiveness,
productivity and ultimately the success of the
organization.
CONCEPTUAL FRAMEWORK
Job satisfaction is defined as an affective
orientation on the part of the employee
towards work roles which they are
employed for in their present time context
(Vroom, 1964). A pleasurable positive
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emotional state resulting from the appraisal
of ones job as achieving or facilitating the
achievement of ones job values (Banerjee,
1984). In general, most definitions cover the
affective feeling an employee has towards
their job. This could be the job in general or
their attitudes towards specific aspects of it,
such as their colleagues, pay or working
condition etc. In addition, the extent to
which work outcomes meet or exceed
expectations may determine the level of job
satisfaction.
Theories of Job Satisfaction
A strong overlap exists while studying
theories of job satisfaction and theories
explaining human motivation. Most
prominent and accepted theories are:
Maslow s Needs Hierarchy Theory;
Herzbergs Motivator-Hygiene Theory; and
the Dispositional Approach.
Hierarchy of Needs: Maslow s Need
Hierarchy Theory explains the fulfillment of
hierarchy of needs initiating from
physiological needs, safety, belongingness/
love, esteem, and at last self-actualization
needs. In context of job satisfaction this
theory helps in deciding contributing factors
of needs and concludes that Essential needs
(such as, physiological needs and safety) are
required to be met first and then after the
more complex needs (such as, belongingness
and esteem).
Motivator-Hygiene Theory: Two major
phases of job in terms of satisfaction were
thought to be job satisfaction and job
dissatisfaction. But Motivator-Hygiene
Theory explained that these two phases are
two separate concepts. Which may sometime
act as two opposite ends of the same
continuum or at times are even not related.
Further, this theory suggested factors of job
satisfaction as Motivating factors like pay
and benefits, recognition and achievement
need and job dissatisfaction as hygiene
factors like working conditions, company
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policies and structure, job security,
interaction with colleagues and quality of
management.
Dispositional Approach: This theory
suggests a relation between job satisfaction
and personality. It explains that an individual
has certain level of job satisfaction because
of strong predisposition that remains fairly,
constant and stable with the passage of time.
The study of the concept of job satisfaction
demonstrated considerable impact of
theories of Maslow s Need Hierarchy;
motivator and hygiene factors; disposition;
organizational, job related and personal
factors on job satisfaction. This study also
demonstrated the impact of job satisfaction
on motivation of workers, productivity and
performance of organizations.
REVIEW OF LITERATURE
In their study on job satisfaction of bank
employees, Monga et. al. (2015) focused on
the affect of advanced technology and
automation; workforce diversity; distinct
organizational culture and differential
characteristic of the employees. It was found
that salary, inter-personal relationship,
communication, attitude of superiors,
working conditions and team work have
more bearing than the factors of training and
development, rewards and compensation,
nature of job, job security, morale and role
clarity in determining job satisfaction of
employees.
Varshney and Malpani (2014) explained that
the factors affecting job satisfaction are interrelated and their effect on job satisfaction
cannot be seen in isolation, however, the
relative importance of these factors can be
explained through their study. Difference
was observed in the opinion about job
satisfaction levels based on difference in
attitudes of employees, difference in their
perceptions for any given situation and
expectations they have in exchange of their
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efforts. Apart from these differences they
identified few other factors that played a role
in building the levels of job satisfaction within
employees viz. Personal (demography) and
Job-related (type of work, organization size,
advancement opportunities, working
conditions and co-workers). Thus, to keep
the employees satisfied with their jobs
several parameters and dimensions are to be
worked upon.
As per Islam, and Islam, (2014). Job
satisfaction of the employees of both public
and private banks depends commonly on
salary, efficiency in work, supervision, coworker relation and work skill. Narrow
difference in the satisfaction levels of male
and females was found. But in depth study
revealed that private bank employees were
more satisfied than public bank employees
and the contributing factors for this
difference were organizational commitment,
job involvement, quality of work life,
organizational climate and job content.
Quality of work life and organizational
climate were significantly correlated with job
satisfaction among private banks but not in
public banks. So, there is a need for the
management of public banks to pay more
attention towards employee satisfaction by
increasing pay, promotion, providing job
security, rewards, reducing work load etc.
Sowmya and Panchnatham (2011) identified
the factors affecting job satisfaction of the
bank employees to be satisfactory pay and
promotion options. Smooth organizational
setup with cooperative and supportive
behavior patterns projected by the superiors
and coworkers and the working conditions
that are easily adaptable during job hours.
Taber and Alliger (1995) in their study on
relation of enjoyment in individual tasks and
job satisfaction, suggested that the extent to
which an employee enjoys her work was
found moderately correlated with his work
(i.e. personal factors) and moderately to his
global satisfaction (i.e. organizational and job-
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related factors). It was also found that level
of concentration required for the job, level
of supervision and task importance have no
impact on job satisfaction. It was
demonstrated in this study that
accumulation of enjoyment in individual
tasks adds up to global satisfaction.
According to Billingsley and Cross, (1992). Job
satisfaction is also affected by the stress levels
of the employees which leads to role conflicts.
Higher levels of satisfaction are achieved by
greater leadership support and work
involvement. Cain et. al. (1969) suggested
five major characteristics which contribute
to the job satisfaction of an employee. These
are the work itself, the pay package,
promotional opportunities, the nature of
supervision and the interpersonal
relationship with peers.
RATIONALE
According to a survey on bank employees,
achieving high levels of job satisfaction is
among the top most important challenges.
Job satisfaction ensures improved
performances of the employees which in
turn fosters the organizations success and
fame. In todays scenario job satisfaction is
understood to be a critical component of
successful organizational outcomes including
banks, hence the job satisfaction levels need
to be closely examined, the factors affecting
job satisfaction should be found and attempt
should be made to use those factors for
enhancing the levels of job satisfaction of
employees.
OBJECTIVES
To study the levels of Job Satisfaction
of employees in bank.
To identify the factors that can
enhance the levels of Job Satisfaction
of employees.
To study the effect of demographical
variables on the factors of Job
Satisfaction.
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HYPOTHESES
H01: There is no significant effect of gender
on factors of job satisfaction level of
employees working in Nationalized Banks.
H02: There is no significant effect of Marital
Status on factors of job satisfaction level of
employees working in Nationalized Banks.
H 03 : There is no significant effect of
experience on factors of job satisfaction level
of employees working in Nationalized Banks.
METHODOLOGY
The Study: The study is exploratory in nature
and was conducted to identify the factors
responsible for job satisfaction and the effect
of demographical variables on job
satisfaction.
The Sample: Convenience sampling was
used. Sample of 120 employees of different
Nationalized Banks of Indore (M.P.) was
taken, out of which 105 employees
responded.
Tools for Data Collection: Data Collection
was done through a questionnaire consisting
21 items on job satisfaction using 5 point
Likert Scale.
Tools for Data Analysis: Factor analysis was
used to find the factors responsible for job
satisfaction. One Sample t-test and One-way
ANOVA was used to find the effect of
independent demographical variables on
dependent factors.
Reliability Measures
As shown in Table 1, Cronbach Alpha had
been applied to calculate reliability of all
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items in the variable of the questionnaire. It
is considered that the reliability value more
than 0.7 is good and it can be seen that in
almost all the reliability value is quite higher
than the standard value, so all the items in
the questionnaire are highly reliable.
FINDINGS AND INTERPRETATION
Results of Factor Analysis
To extract the factors of Job Satisfaction,
Kaiser- Meyer- Olkin test was applied (as
shown in Table 2). Measure of Sampling
Adequacy Value was 0.564 indicating that the
sample was adequate to consider the data as
normally distributed. The Bartletts Test of
Sphericity was tested through Chi-Square
value 1.946 significant at 5 percent level
indicating that the data has low spheri city
and is therefore, suitable for factor analysis.
The raw scores of 21 items were subjected
to factor analysis to find out the factors that
contribute towards job satisfaction. Principle
component factor analysis with varimax
rotation was applied (Table 3). The solution
converged in nine factors namely; Working
conditions, Sense of equality, Mentoring,
Appreciation, Effective Communication,
Monetary Benefits, Promotion and growth,
Job security and Recognition.
Model for Job Satisfaction
Based on the findings of factor analysis and
the survey for the levels of job satisfaction of
the employees of the Nationalized Banks
following model was developed. The model
explains that factors contributing to job
satisfaction leads to the mentioned outcomes
in the context of organizational
achievements.
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Figure 1: Job Satisfaction Model
Results of Hypothesis Testing
H01: There is no significant effect of gender
on factors of job satisfaction level of
employees working in Nationalized Banks.
One sample t-test was applied to test the
hypothesis H 01. It is accepted at 5 percent
significant level. As per Table 4 the P values
of the 9 factors obtained were for Working
Condition (P value: .365), Sense of Equality
(P value: .618), Mentoring (P value: .304),
Appreciation (P value: .903), Effective
Communication (P value: .824), Monetary
Benefits (P value: .527), Promotion and
growth (P value: .443), Job security (P value:
.909), Recognition (P value: .310). None of the
factors of job satisfaction is found to be
significant against gender. Hence, gender of
the employees is not having any effect on
the job satisfaction level.
H02: There is no significant effect of marital
status on factors of job satisfaction level of
employees working in Nationalized Banks.
One sample t Test was applied to test the
hypothesis H 02. It is accepted at 5 percent
significant level. As per Table 5 the P values
of the 9 factors obtained were Working
condition (P value: .318), Sense of Equality
(P value: .553), Mentoring (P value: .149),
Appreciation (P value: .234), Effective
Communication (P value: .890), Monetary
Benefits (P value: .619), Promotion and
growth (P value: .182), Job security (P value:
.753), Recognition (P value: .965). None of the
factors of job satisfaction is found to be

significant against marital status. Hence,
marital status of the employees is not having
any effect on the job satisfaction level.
H 03: There is no significant effect of
experience on factors of job satisfaction level
of employees working in Nationalized Banks.
One way ANOVA was applied to test the
hypothesis H03. It is accepted at 5 percent
significance level. As per Table 6 the P values
of the 9 factors obtained were Working
condition (P value: .780), Sense of equality (P
value: .699), Mentoring (P value: .507),
Appreciation (P value: .404), Effective
Communication (P value: .853), Monetary
Benefits (P value: .892), Promotion and
growth (P value: .493), Job security (P value:
.561), Recognition (P value: .129). None of the
factors of job satisfaction is found to be
significant against experience. Hence,
experience of the employees is not having
any effect on the job satisfaction level.
CONCLUSION
In the research job satisfaction of the
employees of Nationalized Banks of Indore
was studied. Nine factors of job satisfaction
were identified namely, Working Conditions,
Sense of Equality, Mentoring, Appreciation,
Effective Communication, Monetary
Benefits, Promotion and growth, Job
Security and Recognition. The employees of
the banks were found to have high job
satisfaction level in their work. They are
getting career opportunities to grow and are
satisfied with the subordinates and seniors.
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Bank jobs are highly secured jobs which also
increases the levels of job satisfaction in their
work. Most of the employees feel themselves
satisfied with job and recommend others to
join banking as well. They have positive
attitude towards their work because all
responsibilities are made clear to employees,
their skill and abilities are used at work and
they find the work culture to be supportive.
Demographic variables namely gender,
marital status and experience do not have
any significant effect on job satisfaction.

Sectors). European Journal of Business and Management, 6 (21), 105111.
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SALES ORIENTATION AND CUSTOMER ORIENTATION: A REVIEW
Tarun Kushwaha*, Rishi Dubey**
Sales Orientation (SO) can be described as organizational philosophy that mainly emphasizes on
selling existing products irrespective of whether they fulfill customer needs or not. In it there is a
heavy reliance on promotional activity to sell the products the firm wanted to make. While Customer
Orientation (CO) is the set of beliefs that says that customer needs and satisfaction are the priority of
an organization. It mainly focuses on dynamic interactions between the organization and customers.
It also includes considering competitors in the market and internal stakeholders. The recent trend in
sales research mainly focuses on relationship between buyer-seller interactions. In fact sales-orientation
and customer-orientation (SOCO) are two extremes in dealing with customers. Various researchers
have presented their views on these two extremes and have contributed greatly in the enrichment of
the literature of sales management. The present paper is a review of literature on Sales Orientation
and Customer Orientation (SOCO) which presents a comprehensive view on this concept.
Keywords: Customer Orientation, Sales Management, Sales Orientation.

INTRODUCTION
The marketing theory has come into
existence passing through three successive
stages of development viz., production
orientation, sales orientation and marketing
orientation. Thus, the modern marketingoriented concept is the outcome of different
philosophies which prevailed from time to
time. In the production-orientation stage the
organizations were focusing only on
increasing their outputs and assuming that
customers would be interested in buying
reasonably prices, well-made products. The
Great Depression of 1920s changed the
perception of many firms. The perception of
organizations changed and the managers
started realizing that to sell their products in
an environment where consumers had
limited resources and various options
requires substantial postproduction effort.
Thus, Sales Orientation (SO), characterized
by high reliance on promotional activities to
sell the products, starts gaining importance.
In it, advertising started consuming larger
share of firms resources and sales executives
started gaining respect and responsibilities
from company management. Unfortunately,

these sales pressures gave birth to aggressive
selling-the hard-sell- and unscrupulous
advertising tactics (Etzel et. al., 2010). In the
sales-orientation stage there was heavy
reliance on promotional activities to sell the
products without considering the needs and
wants of the customers. It was during this
stage selling-related activity and sales
executives started gaining respect,
recognition and responsibility from company
management. Many companies still practice
this philosophy.
In the marketing-oriented stage companies
start giving importance to customer s needs
and wants and started customizing their
products and activities to satisfy those needs
as efficiently and effectively as possible (Etzel
et. al. 2010). Marketing orientation includes
the activities taken by a firm in alignment
with the various organizational processes
and functions towards maximizing the firms
success in competitive market place (Kohli
and Jawrski, 1990).
Since successful market orientation needs
that the firm must put the customer in center
of all strategic decisions and firm activities.
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Thus, the key element of market orientation
is to demonstrate Customer Orientation (CO)
in all levels and units of an organization.
Firms which are high in customer orientation
are generally referred as customer centricas
they have the customer at the center of their
business model (Johnston and Marshall,
2010). Customer oriented or customer-centric
culture in organization includes:

Companies emphasize more on shortrun increase in sales rather than longrun profits.

Adopting a relationship or partnership
business model with mutually shared
rewards and risk management.
Defining selling role in terms of the
provision of a customer business
consultation and solutions.
Increasing formalization of customer
analysis processes and agreements.
Taking a proactive leadership role in
educating customers about value
chain
and
cost
reduction
opportunities.
Focusing on continuous improvement
principles stressing customer
satisfaction.
SALES-ORIENTATION (SO)
Sales Orientation can be described as
organizational philosophy that mainly
emphasizes on selling existing products
irrespective of whether they fulfill customer
needs or not (Zikmund and dAmico, 1993)
in it there is a heavy reliance on promotional
activity to sell the products the firm wanted
to make (Stanton et. al. 1994).
Indications of Sales-Orientation Attitude
The key behaviors that strongly indicate a
customer orientation attitude are:
Companies aggressively stress on
promotional campaigns to push
their existing products.
Companies concentrate on selling
what they make rather learning what
satisfy the customer needs.

Customer Relationship Management
(CRM) practices take back seat.
In place of customers the sales
executives get respect and recognition
from the companies.
Customer Orientation (CO):
It is the prime aspect of marketingorientation concept (Zikmund and dAmico,
1993). It is the set of beliefs that says that
customer needs and satisfaction are the
priority of an organization. It mainly focuses
on dynamic interactions between the
organization and customers. It also includes
considering competitors in the market and
internal stakeholders. It is also defined as the
business seen from the point of view of its
final result, that is, from the customers point
of view (Drucker, 1994). Market orientation
comprises of three main components: a)
customer orientation, by which firm
understands its target customers; b)
competitor orientation, by which what its
competitors are doing; and c) interfunctional
coordination, it includes organizational
culture that orients employees of its different
departments toward understanding the
firms market in terms of both customers and
competitors (Narver and Slater, 1990). It must
be understood that adopting market
orientation is not merely a marketing
department initiative in fact it means
instituting an organization-wide culture that,
when established properly, establishes norms
and beliefs in the firm to shape an integrated
organizational strategy for understanding
varying customer demand and competitive
challenges to anticipate future market
conditions (Dev et. al. 2009).
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Indications of Customer-Oriented Attitude:
The key behaviors that strongly indicate a
customer orientation attitude are:
All the members of the company think
and talk only about the clients.
Continually assessing customers
perceptions.
Resolving priority issues in favor of
the customer.
Giving and adding value for the
customer.
Making amendments to serve
customers better.
Redesigning
processes,
and
redeploying resources for better
service quality.
REVIEW OF LITERATURE
The recent trend in sales research mainly
focuses on relationship between buyer-seller
interactions. In fact sales-orientation and
customer-orientation (SOCO) are two
extremes in dealing with customers. The
salesmen of present era are under stress of
both these extremes. The organization wants
them to achieve their sales targets while
emphasizing on providing better services to
customers. However, it is difficult for a
salesperson to adopt both the attitudes.
Many researchers have tried to find out the
empirical evidence of agreement between
these two attitudes.
Almost ninety two years ago Strong (1925)
mentioned that personal selling strategies
should focus on customer satisfaction as well
as bring purchase orders. Levitt (1960)
proposed that firms should not focus on
selling products but rather on fulfilling
customer needs. Ammer (1962) was of the
opinion that besides increasing sales,
customer orientation reduces selling costs,
because close relations between a firm and a

customer require less protracted discussions
about price or quality issues in comparison
to new prospects. In views of Hall (1976)
salespeople put the additional effort required
for customer-oriented selling if they believe
that they would experience a feeling of
accomplishment from this activity. To
develop this belief, it is important that
salespeople perceives customer-oriented
selling as an important activity. In the views
of Fazio and Zanna (1981) if job autonomy is
low, then the salesperson might not be able
to transfer his positive attitude into positive
behavior.
In views of Saxe and Weitz (1982) selling
orientation represents use of manipulative
tactics with a focus on activities that might
result in short term sales at the cost of
customer satisfaction. On the other side
customer-oriented salespeople would always
keep the best interests of the customer in
mind. They defined customer-oriented
selling as the use of the marketing concept
within
the
salesperson-customer
relationship. This implementation was
designed to enhance the customer
satisfaction attributable individually to
salespeople and overall to sales departments.
According to Deci and Ryan (1983), focus on
extrinsic rewards generally stimulates
individuals to perform the minimum amount
of work that would provide the maximum
possible reward. Thus, minimizing the effort
could be problematic in sales because
customer-oriented selling required time and
consistent sales calls to reach a deal
incorporating customer needs.
In views of Hochschild (1983) the main task
of managers in charge of customer contact
personnel is to implement a continuous
customer orientation among employees.
However, the problem might be that
employees could behave in desired manner
but might not actually establish a positive
attitude toward these policies. He considered
salespeople under the category of
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emotional labor jobs because their role
includes producing an emotional state in a
customer. In views of Chonko and Burnett
(1983) financial services salespeople seems to
be vulnerable to stress because of conflicting
role demands. According to them financial
services salespeople may face short-term
pressure from management to meet sales
quotas. As a result, financial services
salespeople may be tempted to ignore the
best interests of their customers and focus
on generating commissions for the firm in
order to retain their jobs.

the customer orientation of employees. In
the study tellers were found less satisfied and
motivated than other customer contact
personnel. Czepiel (1990) argued about the
importance of relational concepts in
marketing of services because of their
intangible nature, the extent of involvement
of the customer in the production process,
and the long-term formal and informal ties
which the service providers often establish
with their customers.

In views of John (1984) customer orientation
emphasizes on listening to customers and
dialogue while sales orientation encourages
opportunistic approach. A study in the life
insurance industry Crosby and Stephens
(1987) found that the satisfaction of clients
with their contact person was a significant
predictor of overall satisfaction with the
service. In views of Meece et. al. (1988)
performance orientations found associated
with an extrinsic reward motivation. In their
interviews with executives Kohli and
Jaworski (1990) found that most of them
emphasized that market orientation could
not be the sole responsibility of a marketing
department in fact all the departments
should be aware of customer needs and be
responsive to those needs. They mentioned
that to be customer oriented implied that a
firm been actively engaged in the
organization-wide generation, dissemination
of, and responsiveness to, market
intelligence.
Kelley (1990) examined customer orientation
of the customer contact personals in four
banks. He emphasized more on the
relationships between employee motivation,
satisfaction, and role clarity, and customer
orientation. The findings indicated that
motivation, satisfaction, and role clarity were
all directly related to customer orientation.
But when considered together, motivation
and role clarity have the greatest impact on

Hoffman and Ingram (1992) argued that for
a service organization, being customer
oriented mean practicing the marketing
concept at the customer level. It means that
such firms actively pursue their employees
to be engaged in behaviors that lead to longterm customer satisfaction. Therefore
management
must
establish
an
organizational culture which fosters these
employee behaviors. The desired outcome
was to develop a positive customer
performance perceptions and, finally,
favorable behavioral outcomes. In views of
Kanfer (1992) performance orientation had
a correlation with a high level of selfawareness which might drive salespeople to
be more cautious about their own
performance appraisal instead of fulfilling
customer needs. This short-term focus of
performance goals has positive influence on
selling orientation and negative influence on
customer orientation.
Kelley (1992) argued that service firms with
customer orientation culture result in
employees who are continuously engaged in
behaviors that increase the satisfaction of
their customers and lead in establishing longterm relationships. Thus, customer-oriented
selling is important for organizations to
improve long-term customer relationships.
Baker et. al. (1992) found positive
relationships between salespeoples affect
and shopper affect within the retail sector.
According to this research when salespeople
have a positive attitude toward customers,
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then they might convey their positive
emotions to the customers Thus, this could
create positive feelings in customers in form
of customer satisfaction. In views of Garvin
(1993) sales managers frequently focus more
on short-term rather than long-term
performance.
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intangible and production is separated from
consumption. Therefore in a service setting,
a customer- oriented culture could be
identified by the behaviors of its employees
above anything else.

Singh (1993) carried out research on
salespeople and other boundary spanning
employees and found that an organizations
environment significantly affects the job
attitudes and outcomes of these salespeople.
Thus,
professional
and
amicable
organizations create less stressful and more
enjoyable work atmospheres for boundaryspanning employees. Besides studying the
impact of customer- orientation on
companys profit and business performance,
many studies showed that customerorientation impacted on employees
commitment and esprit de corps. In a study
Jaworski and Kohli (1993) discovered that the
greater the customer-orientation of the firm,
the greater the esprit de corps and
organizational commitment of employees.

Palmer and Bejou (1995) tried to study the
effect of gender of front line staff in the
development of ongoing relationships with
customers in financial services. They also
analyzed the role of gender in the
development of buyer-seller relationships.
They carried out a survey of customers of
financial advisers and compared genderdefined buyer-seller groups. The results
indicated that there exist significant
differences in terms of buyers perceptions
of some aspects of relationship quality. The
buyers perceive female sellers showing more
empathy and less selling orientation. Slater
and Narver (1995) argued that nurturing a
customer-oriented culture leads to the
creation and maintenance of customer value.
This leads for the firm to anticipate the needs
of its customers and to offer goods and
services to satisfy these needs.

Siguaw et. al. (1994) reported a nonsignificant relationship between the
customer orientation and work satisfaction.
According to them though customer
oriented selling improves buyer-seller
relationships and certain traits of salesperson
influence their commitment to customeroriented selling, empirical examinations of
customer-oriented selling were often
focused on specific situational work factors
and their influence on customer-oriented
selling. According to Sujan et. al. (1994) highly
performance-oriented salespeople typically
focused on short-term rather than long-term
success. This was because short-term sales
were being considered as the main factor on
which performance was based, thus, it was
possible that performance orientation being
positively associated with tendencies that
focus on immediate sales results. Cran (1994)
mentioned that by nature, services are

Chee and Peng (1996) studied customerorientation and buyer s satisfaction for high
involvement product, house in Malaysia.
They mentioned that the seven dimensions
of customer-orientation such as ability to
fulfill buyers needs, responsiveness,
assistance to buyers on purchase, industry
knowledge, the environmental factor, after
sales service and product quality
significantly determine buyers satisfaction.
Daniel and Darby (1997) carried out a study
to compare the service providers selfperception of customer orientation with
customer perceptions of this dimension in a
health care sector. They surveyed nurses and
patients in health care sector and compared
the service providers, i.e. nurses, selfperception of customer orientation with
customer perceptions, i.e. patients, of this
dimension. Customer orientation was
measured using a modified SOCO scale
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adapted to a hospital context. The findings
revealed significant differences between the
nurses and patients mean scores for the
customer orientation. They suggested that
two dimensions might exist within the
customer orientation construct; information
exchange and professional relationship.

termed as establishing inter personal bonds:
familiarity, care, friendship, rapport, and
trust. Stern et. al. (1998) asserted that many
consumers especially desire employee
relationship partners who understand
them, care about them, and reinforce their
values. Thus they also emphasized sales
executives to being customer oriented (CO)
rather than sales oriented (SO).

According to Sinkula et. al. (1997) customeroriented firms outperform their competitors
as they could predict the developing needs
of consumers (i.e., by learning) and respond
by offering goods and services of superior
value. Thus, they viewed customer
orientation as the basis for organizational
learning that results in superior value
attribution and greater customer satisfaction.
Peccei and Rosenthal (1997) found a positive
effect between an attitude- related construct,
called affective customer orientation of sales
people, and salespeoples customer-oriented
behavior. They differentiated three types of
customer orientation based on two key
dimensions: internationalization of
customer service which refers to the degree
to which an employee enjoys dealing with
customers and finds customer service
activities intrinsically satisfying, and
customer-oriented behaviors. According to
Goff et. al. (1997) salespeoples behaviour
with respect to selling orientation-customer
orientation (SOCO) significantly influence
customers satisfaction with the salesperson,
dealer, product as well as the manufacturers.
They found that consumers frequently recall
and complain about bad experiences with
salespeople.
Gillis et. al. (1998) investigated the
applicability of the SOCO scale in context of
the pharmaceutical industrys salespersongeneral practitioner relationship. The results
showed a significant difference between a
salespersons perception of his orientation
and the customer s perception of his
particular orientation. Gremler and Brown
(1998) identified five different factors
comprising a higher order factor which they

According to Bauer et. al. (1998) short-term,
transaction-based selling would be rapidly
replaced by relationship selling as customers
would demand more from salespeople
(Rackham and DeVincentis, 1999). AppiahAdu and Singh, (1998) mentioned that
customer-orientation force a company to
understand and satisfy the customers needs
and by doing so the firm would reap rewards
in the form of profits. Williams (1998)
examined the impact of salespersons
customer- oriented behaviour on the
development of buyer-seller relationships
among organizational buyers. It was found
from the study that a strong and significant
influence between customer-orientation
behaviour of salespeople and development
of customer relationship exist.
Deshpande (1999) wrote that the studies
published in marketing literature during the
1990s started addressing the critical factors
in the adoption of the marketing concept,
by investigating market orientation. He
concluded that market orientation operates
at three levels within organizations as a
culture, as a strategy, and as tactics. As a
culture market orientation focuses attention
on the shared values and beliefs which put
customers at first place in the organization;
as a strategy, it helps in continuous creation
of superior value for a firms customers; and
tactically, market orientation assures that
cross-functional processes and activities are
directed at creating and satisfying customers.
According to Appiah-Adu (1999) researches
support that customer orientation give the
firm a better understanding of its customers,
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which leads to increased performance at
both the individual employee and
organizational levels.
According to Flaherty et. al. (1999) customeroriented salespeople acquire stronger skills
in terms of establishing and maintaining
relationships with customers. Krafft (1999)
mentioned that personal salesperson
characteristics affect salespersons attitudes
and behaviors but critical organizational
perceptions and influences also play an
important role in the development of these
attitudes and behaviors. According to
Sharma (1999) customers perceive
salespeople and the products offered by
them more positively when these
salespeople show positive affect toward
customers when compared with a
salesperson perceived as having a negative
effect. Keillor et. al. (1999) tried to investigate
the effect of relational selling characteristics
on the performance of individual salespeople
in monetary terms. The results showed that
there exists a positive relationship between
customer
orientation
and
actual
performance of salespeople.
Peccei and Rosenthal (2000) noted that it is
critical to develop or strengthen proactive
service attitudes or values among front line
workers to obtain the desired customeroriented behaviors. Dobni et. al. (2000)
considered customer orientation as a part of
the cultural foundation that results in
positive customer perceptions. This culture
could be developed in employees through
training and through the dissemination of
cultural norms. Many empirical studies have
had provided evidence for the positive
impact of customer-contact employees job
satisfaction on customer satisfaction
(Bernhardt et. al., 2000). Many researchers
tried to identify customer-orientation as
antecedent variable for developing and
sustaining buyer-seller relationship. Schultz
and Good (2000) studied the influence of
customer-orientation on long-term buyer
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seller relationships among industrial products
salespeople. They found that customerorientation was associated with long-term
relationships orientations of the salespeople.
In views of Sheth et. al. (2000) an
organization transforms itself from sales
oriented to customer oriented through
phases. They identified five trends
reinforcing the need for firms to make this
transformation(a) intensifying pressures to
improve marketing productivity, (b)
increasing market diversity, (c) intensifying
competition, (d) demanding and wellinformed customers and consumers, and (e)
accelerating advances in technology.
Tam and Wong (2001) attempted to examine
the influence of behavior and performance
of salespersons on customers trust and
satisfaction. A survey was conducted among
the customers of insurance companies. The
results showed that customer satisfaction, the
salespersons self-disclosure and relation
orientation influenced future business
opportunities. In views of Frankwick et. al.
(2001) relationship marketing demand sellers
to be more knowledgeable about customer
needs and requirements since salespeople
represent the main point of customer contact
for the firm. Sales results had been the
primary focus of sales persons while the
interests of the customer secondary (Boles
et. al., 2001).
Brady and Cronin (2001) reported that
customer oriented firms acquired and
assimilate the necessary information to frame
and execute marketing strategies which
eventually result in favorable customer
outcomes. They also mentioned customer
oriented firms reap multiple benefits. Firstly,
customer orientation perceptions result in
the evaluation of the quality of service i.e.,
customer orientation had positive relation to
the perceived quality of (i) the performance
of firms employees, (ii) the physical goods
supplied to customers, and (iii) the firms
physical
environment
(called
as
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servicescape). Since service quality
perceptions had positive association with the
satisfaction and value attributed to a service
transaction, strong customer orientation
therefore indirectly improves the satisfaction
and value attributed to an exchange and,
finally, behavioral outcomes. Therefore, an
organization got benefited both directly and
indirectly after becoming customer oriented.

selling orientation might positively influence
short term sales performance. Thus,
managers should first consider the results
that were most desired by the firm.

In a study Pugh (2001) tried to investigate
the link between a salespersons job attitude
and customer satisfaction based on
emotional contagion. The author further
emphasized on maintaining long-term
relationship with customers and mentioned
the importance of being customer oriented.
They explained that such long-term
relationships include mutual trust, honesty,
open communications, common goals, and
ethical behavior on behalf of parties involved
in the relationships i.e., organizations,
employees and customers. These
components in the relationships are similar
to the key components in building and
maintaining successful marriages. Roman et.
al. (2002) examined the effects of sales
training on sales force performance and
customer orientation in the context of small
and medium-sized companies (SMEs). They
observed higher levels of salespersons
performance and customer-oriented selling
when specific training methods and content
were implemented. They also found that
customer-oriented selling directly affects
sales force performance.
Pettijohn et. al. (2002) found a significant,
positive relationship between customer
orientation and work satisfaction as
customer orientation influences one to derive
satisfaction from making customers happy.
In views of Noble et. al. (2002) the traditional
marketing literature always focused on
outcomes commonly associated with
customer orientation (e.g., long-term
relationships, customer value), however
research evidences had suggested that a

In the views of Kennedy et. al. (2002) the
marketing concept could only be achieved
in an organization when a customer
orientation guides all operations and being
accepted philosophically by all individual
workers throughout every level of the
organization. They found a positive effect of
external customer mind-set on customer
satisfaction. Brown et. al.. (2002)
conceptualized customer orientation as
employees tendency to meet customer
needs and the extent to which they enjoy
doing so. Salespeople got an excellent
position to learn about ever-changing
customer needs (Chonko et. al. 2003). Martin
and Bush (2003) claimed that individuals
internal environment perceptions and
managerial leadership styles affect the level
of customer-oriented selling behavior
exhibited by salespeople. It was found that
variables such as sales manager leadership
style, psychological climate, and
empowerment had an effect on customeroriented selling.
Chen et. al. (2004) developed a customeroriented service model for the public sector
and proposed a customer-oriented serviceenhancement system (COSES) for the public
sector. Thurau (2004) examined the effect of
employees technical skills, social skills,
motivation, and decision-making power on
employees customer orientation in context
of two services i.e. book/CD/DVD retailers
and travel agencies. Donavan et. al. (2004)
found a positive relationship between
customer orientation and satisfaction in a
services setting. Scholars defined customeroriented behaviors as discussing the
customers needs, helping customers to
achieve their goals, and influencing
customers by providing information rather
than by asserting pressure. They
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demonstrated that customer-orientation had
strong effects on several employee job
responses. They carried out a study in
financial institution and found that as the
employees level of customer orientation
increases, his or her level of job satisfaction,
organizational commitment and the
performance increases.
Saura et. al. (2005) attempted to understand
how customer orientation (CO), service
orientation (SO) and job satisfaction (JS)
related to each other. They choose banking
sector to explore the relationships between
CO and JS. They carried out a survey. The
reliability and factorial analysis of the scales
used provided satisfactory results. CO
produced mediated effects, through SO, on
overall JS. The mediator role was identified
as human resources management practice,
service systems practice and service
leadership practice. The results also revealed
a direct positive association between SO
practices and CO. In views of Harris et. al.
(2005) the use of selling-oriented tactics runs
counter to long-term sales success, and thus
highly learning oriented salespeople avoid
these tactics as much as possible.
Stock and Hoyer (2005) mentioned that
researches on customer orientation at the
individual level were related to two areas
the personal selling literature and the services
marketing literature. Scholars in these two
areas have focused on three main issues: (1)
the measurement validation of the SellingOrientation Customer-Orientation (SOCO)
Scale developed by Saxe and Weitz (1982),
(2) the identification of antecedents of
customer orientation, and (3) the
investigation of possible consequences of
customer orientation. In their opinion
scholars found a positive effect of customeroriented behavior on sales performance,
perceived service quality by customers,
strengthening buyer seller relationships, and
customer satisfaction. They found that
customer-oriented employees deliver

Prestige International Journal of Management and Research

exceptional service quality and create
satisfied customers. They also mentioned the
possible determinants of customer-oriented
behavior at the individual level viz., job
satisfaction, leader behavior, organizational
control, market orientation of the company,
and employees affect. They conceptualized
customer orientation in terms of customer
oriented attitude and customer-oriented
behavior. According to them customeroriented attitude is the amount of a
salespersons affect for or against customers.
It includes dealing with issues such as affinity
to be in contact with the customers and the
understanding of the importance of
customer orientation for both the individual
and the companys performance. Customeroriented behavior could be defined as the
ability of the salespeople to help customers
by engaging themselves in behaviors that
increase customer satisfaction. It include
helping the customer s to achieve goals,
discussing the customers needs, and trying
to influence the customer with information
rather than by pressure.
Noor and Azli (2005) carried out a survey and
collected data from 445 life insurance agents
in Malaysia. In the study they examined the
influence of three individual factors i.e.
organizational commitment, self-monitoring
and intrinsic motivation on salespeoples
customer-orientation behaviour. The results
suggested that organizational commitment
and intrinsic motivation influenced
salespeople positively to perform customerorientation behaviour in their selling activities
while self-monitoring was found to be
unrelated to the adoption of customerorientation behaviour. Payne and Pennie
(2005) surveyed few Customer Relationship
Management (CRM) executives and
identified five generic processes that were
essential for a firm to be customer-centric (or
customer-oriented) : (a) the strategydevelopment process which includes a
business strategy and also a customer
strategy, (b) the dual value creation process
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which is at the heart of the exchange process,
(c) the multi channel integration process
which encompasses all the customer touch
points, (d) the information-management
process that includes the data collection and
data analysis functions, and (e) the
performance-assessment process that ties the
firms actions to firm performance.

and job performance. Role conflict had
negative influence on customer orientation,
but positive influence on selling orientation
and job performance. Macintosh (2007)
tested a model to examine the potential links
between customer orientation, expertise,
and relationship quality at the interpersonal
level and the link between relationship
quality and positive service outcomes at the
firm level. The research found significant
positive relationships between customer
orientation and expertise and respondents
perception of relationship quality. A
significant link was also found between
relationship quality at the interpersonal level
and positive outcomes at the organizational
level. Interpersonal relationship quality
enhanced customer satisfaction with the
service firm but was also directly linked to
loyalty to the firm and positive word-ofmouth about the firm.

Jaramillo et. al. (2007) tried to study the effect
of SOCO on salesperson job performance.
They tried to synthesize the findings from
the empirical studies to identify the
relationship between the effects of SOCO on
salesperson job performance. They also
investigated the moderating effect of
customer type (business or end user
consumer) and type of job performance
measure used (subjective or objective). The
meta-analysis consisted of 16 studies
containing 17 effect sizes from 3,477
respondents. The findings revealed that
neither customer type nor type of job
performance measures moderated the
SOCO and job performance relationship.
Findings also demonstrated SOCO as an
important predictor of salesperson job
performance. High performance resulted
when salespeople focus their energy on
identifying the customers individual needs
and offer products to satisfy those needs.
Cross et. al. (2007) examined the impact of
customer orientation on salesperson
performance at the levels of both the
company and the salesperson. The findings
suggested that a salespersons customer
orientation affects the relationship between
company-customer orientation and
salesperson performance.
Knight et. al. (2007) examined the causal
relationships between role stress, customer
orientation, selling orientation, and job
performance of retail salespeople. Responses
from 259 respondents from clothing,
accessories, shoe, and home furnishings
departments were collected. It was found
that role stress affected customer orientation

Huang (2008) compared the selling
orientation (SO) versus customer orientation
(CO) selling behavior of a service employee
in financial services selling and tried to
examine the impacts of SO versus CO
behavior on customer relationship quality
and their retention. Data were collected from
customers of Taiwan with respect to two
financial services; insurance and banking. A
conceptual framework was proposed which
consider customer retention as an effect
while service employees SOCO behavior as
a cause of, relationship quality. He found that
the service employee with CO approach
increases relationship quality while a SO
approach decreases relationship quality with
customers. The study suggested that if a
service is trained with emphasis on CO than
it could add additional value to a companys
service offering and influence future
retention of the service firms.
Rajaobelina and Bergeron (2009) tried to
develop a model investigating the
antecedents and the consequences of buyerseller relationship quality in the financial
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services. They carried out the survey in
Canada and collected data from more than
400 dyads (414 financial advisors and 772
clients in Canada). The data were analyzed
using structural equation modeling (SEM).
The results showed that, customer
orientation affects buyer-seller relationship
quality for both financial advisors and clients.
On the other hand buyer-seller similarity
does not. They found a significant relation
between relationship quality and both
consequences (purchase intention and wordof-mouth) for the two samples.
CONCLUSION
The recent trend in sales research mainly
focuses on relationship between buyer-seller
interactions. In fact sales-orientation and
customer-orientation (SOCO) are two
extremes in dealing with customers. The
salesmen of present era are under stress of
both these extremes i.e. Sales Orientation and
Customer Orientation (SOCO). The
organization wants them to achieve their
sales targets while emphasizing on providing
better services to customers. However, it is
difficult for a salesperson to adopt both the
attitudes. Many researchers have tried to find
out the empirical evidence of agreement
between these two attitudes. The above
literature survey is limited as it does not cover
all the aspects of Sales Orientation and
Customer Orientation (SOCO) behaviour of
sales executives. A great extent of work has
already been done in this field in different
countries however very limited studies were
carried out in Indian context. Further, the
concept of Sales Orientation and Customer
Orientation (SOCO) needs to be empirically
tested using different demographical
variables in various industries like insurance,
banking, retail etc.
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